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Panagiota Alevizou
The Open University, UK

Open to interpretation? Participatory Discourses, P roductive Practices and
Audience Engagement in Open Educational Resources

Recent advances in ICTs have enabled educational and cultural institutions to
rethink the ways in which they conduct learning by using social media and open
source software and networking tools. At the same time, several well-known - yet
distinct - initiatives within elearning purport a mission of education as a 'public good’,
through the provision of Open Educational Resources (OER). In parallel, recent
thinking as well as international policy agendas in education, have shifted the
emphasis from the provision of free content, towards the promotion of creative and
‘open participatory learning ecosystems’, to foster both citizen engagement and the
exchange of pedagogical knowledge through creative and social media platforms.

At the core of these evolutionary trajectories of OER mediation, the notions of
‘educational and learners’ communities’, 'self-directed and lifelong learning' as well
as 'participatory pedagogy' become more complex. Combining notions of 'mediation’
articulated by activity theory (e.g. Engestrom, 1993; Engestrom et al., 2003) with
sociocultural perspectives (e.g.Thompson, 2005; Silverstone, 2005; Livingstone,
2009) the paper considers the meaning of Open Educational Resources (OERS) as
participatory learning media in a global context. Drawing on a comprehensive review
of the literature, and number of interviews with stakeholders from higher education
institutions, members from ‘informal’ community initiatives, and, a series of focus
group and email interviews with audiences as well as users of open resources in
OECD countries, an overview and a typology of OERs’ and their audience/prod-
users (Bruns, 2008) are proposed: it puts forward dimensions of institutional
mediation, genre specificity and audiences’ cultural understandings or uses. It is
argued that the multiple articulations of 'mediated learning' and (global) ‘learning
media’, framing the socio-technical and pedagogical affordances and OERs, hinder
many tensions pertaining: a) the definition of openness pertaining established and
emerging ‘brands’, b) the nature of participation and self-representation in niche
repositories or disciplinary communities, and c) the inscribed and actual purpose as
well as quality of open resources resources.

Sophie Esmann Andersen and Carsten Stage
Aarhus University, Denmark

“Danish Mother Seeking”: From Creative Online Brand strategy to Co-Creative
Citizen Empowerment

The empirical point of departure of our paper is the viral stealth marketing YouTube-
video “Danish Mother Seeking” produced in 2009 by the official national tourist
organisation, Visit Denmark, and extracts of the innumerable online responses to the
video.' The video is allegedly showing a young mother seeking the father of her
newborn son, who was conceived during a random meeting between the young girl
and a tourist. However, shortly after being posted on YouTube, the Danish Mother
Seeking-video was revealed as a Visit Denmark advert trying to brand Denmark as



an interesting tourist destination, thereby transforming the video into a
commercialized representation of Denmark. And thus began a massive creative
struggle on YouTube over how to represent the national identity of Denmark,
different individual/social identities and the relations between places and identities.

Framed within theories of participatory and DIY culture (Jenkins 2006, Knobel 2010),
co-creation (Boswijk 2005; Prahalad & Ramaswamy 2004), brand strategy (e.g.
Csaba & Bengtsson 2006; Holt 2002) and media citizenship (Couldry 2010), we
explore the user generated video responses to the initial video and argue that they
continuously re-articulate and confront new meaning potentials of the initial video.
The video responses seem to critically reflect issues such a) gender, sex and
parenthood, b) nationality, c) place value, d) cultural stereotypes and e) ethical
aspects of marketing strategies. In other words, the Danish mother seeking-video is
constantly being hijacked by individual media produsers (Lister et al, 2009) adding
new levels of meanings to the initial media text. In that way the Visit Denmark video
becomes a creative resource enabling the articulation and dissemination of views
and thoughts.

Following this the co-creation processes motivated by the video are discussed from
two opposing positions: a branding and a citizen perspective respectively. In the
paper we argue that as part of a brand strategy the video must be evaluated as a
failure, while the citizenship approach turns it into a promising example of the
creative power of online participatory culture. From a branding perspective the co-
creation of media users in this case simply deconstructs the commercial potential of
the original video because it attributes negative value and reputation to the brand,
thus motivating a discussion of the dangers of using social media in strategic
communication. From a citizen perspective, and following Nick Couldry, it could on
the contrary be argued that the case illustrates how new/social media can
momentarily facilitate citizen voices to outweigh economic, commercial and
institutional framings (Couldry 2010). Following this, the hijacking of the Visit
Denmark video signifies a will to interaction, social critique and co-creation more
than a brand strategy breakdown.

See the “Danish mother seeking™-video here:
http://www.youtube.com/watch?v=F8Seo05] mNU

' See e.g. www.youtube.com for an extraordinary amount of spoofs and comments on
the “Danish mother seeking”-video. The spoofs includes e.g. ironic comments from
potential fathers (http://www.youtube.com/watch?v=EU5XT-64Tbs), meta-spoofs
featuring the Danish mother seeking-actress
(http://www.youtube.com/watch?v=sJcDgz5uCwM&feature=related), pastiche
commercials (http://www.youtube.com/watch?v=hzKF8bdlYiY), music versions of a re-
mixed version of the soundtrack from the “Danish mother seeking”-video
(http://www.youtube.com/watch?v=U15NurVy5bg&feature=related), parodies made by
“fathers seeking” (http://www.youtube.com/watch?v=MXdbNWJaif4&feature=related)
etc.




Matilda Andersson
The Open University, UK

Transforming Producers and Consumers at BBC Hausa F  acebook

This study shows that social media like facebook and social media is transforming
the audience configurations of the BBC Hausa service away from radio shortwave
listeners in Africa to young, digitally connected diasporas dispersed across the
globe. Using an ethnographic approach the research follows both the news
production and the consumption of social media at the BBC African services through
observation and interviews with producers and through analysing facebook statistics
and BBC in-house audience data. The study shows that the majority of facebook
‘fans’ are diasporic, younger and more male skewed than average for the BBC
Hausa radio audience in Africa. Despite a potential for audiences to take media
production in their own hands due to reduced moderation on facebook compared to
other BBC platforms, few ‘fans’ interact on a day-to-day basis and the majority of
interactions are in response to traditional BBC news content. The quality and actual
conversations taking place on BBC Hausa facebook is often short and not
necessarily meaningful in terms of adding arguments to debates about social or
political issues. The producers have no real interactions with audiences; instead
facebook is another news outlet for the BBC where news can be ‘broadcasted’. The
comments ‘fans’ make are brought in to traditional news frames and used as
commentary to enhance radio programmes. The study raises important issues what
constitutes an audience and whether social media leads to more empowerment and
civic engagement in Africa and for the wider global Hausa diaspora.

Romana Ando, Francesca Comunello and Giulia Marinel li
Sapienza University of Rome, Italy

“Vieni Via Con Me”: A Cross-Platform Analysis of TV Reception, Participatory
Cultures and Civic Engagement in Italy

Our proposed presentation focuses on a specific italian tv show, “Vieni via con me”,
in order to examine the relations between broadcast media reception and
participatory cultures (Jenkins, 2006; Jenkins et al., 2009).

“Vieni via con me” has been broadcasted by italian public service television (Rai) in
november 2010. Many elements contribute to qualify the show as a media event
(Dayan & Katz, 1992):

- it has benefited from a broad media coverage, both by broadcast and social
media, which mainly focused on the political issues proposed by the show
(understood ad strongly opposing to the italian Government);

- the show has reached a wide audience, gaining an unexpected prime time
audience share;

- for the first time in Italy we observe a wide phenomenon of on line and just in
time (Hills, 2002) tv consumption.



The proposed presentation is based on a blended research approach, using both
ethnography and netnography (Hine, 2000; Markham & Baym, 2009; Kozinets,
2010). More specifically, we have carried out:

- 30 in-depth interviews, focusing on people's motivations to follow the show; on
their social and cultural background; on their television consumption practices; on
their approach to the show and to the related political issues; on their use of social
media before, during and/or after watching the show;

- a quali-quantitative analysis of 26.000 Tweets including the hashtag
#vieniviaconme, both tweeted during the vision or pre/post vision, focusing on
different semantic areas;

- a quali-quantitative analysis of the videos that have been uploaded to
Youtube, both during and after the vision of the show.

Among our research results, we can mention a deeper understanding of cross-
platform reception practices (including specific online community-building practices
that are activated by offline content); a better insight into the relations between
media consumption and civic engagement; an explanation of the emergence of
participatory culture practices.

Martin Barker and Clarissa Smith
Aberystwyth University, UK

Listening to the "Users", or: Researching Engagemen ts with Online
Pornography

Over the past 30 years, cultural studies-inflected audience researchers have taken
opportunities to explore the engagements and pleasures of audiences for most major
media and cultural forms, especially in the sphere of mainstream and popular culture
(“high” culture largely remains curiously off-limits). But at least one mighty gap
remains a gap which, for political reasons, needs tackling with some urgency, but
which is particularly difficult to research. This is the gap of pornography. The
urgency is supplied in the UK by rising moves to find ways to censor online access to
sexually overt materials. The difficulty comes from several sources: from ordinary
language, which talks of pornography “users”, pre-implying a crude functionality to
engagement with porn; from the prevalence of commonsense theories of the nature
of porn and its likely impact (conveyed in the deeply-embedded precategorisation of
“ordinary” versus “extreme” porn, with an implied magnetism of the latter); and from
the privileging of psychologically-styled American research centred on its “dangers”.

Researchers within the new Onscenity Network have designed and planned a major
research intervention in this area, centred on a complex online questionnaire aiming
to recruit 10,000 responses. At the time of writing, the questionnaire has been online
for two weeks and has been completed by more than 1,500 people from around the
world. By the time of the conference, preliminary findings are expected to be
available. Clarissa Smith (Sunderland) and Martin Barker (Aberystwyth), who have
been primarily responsible for the project’s design, will outline its goals and explore
its implications.




Stina Bengtsson
Sodertérn University, Sweden

The (Decreasing) Power of the Sender: Malmo in Seco  nd Life

Between May 2009 and February 2010 the Swedish city of Malm¢ existed in two
versions, one in the real world, and one in the virtual world Second Life: Malmo in
Second Life. The aim of Malmo in Second Life was an enlarged civic and democratic
space: to offer the citizens a new arena for civic affairs and engagement, where
anonymity could be ensured and bodily limitations were of no importance. Ten
months later Malmo in Second Life was closed down, and the project has, from
many different angles, been described as a huge failure. In this paper | discuss this
‘failed’ initiative in relation to the ongoing discussion of new media technologies and
restructured power balances between senders and receivers. When the city of
Malmo, here a traditional sender in the communicative process, reached out for their
audiences (citizens) in Second Life, they met unexpected expectations constructed
in relation to this new media environment, that situated them in a position with
restricted means to formulate their own intentions, contents and goals.

Lucy Bennett
Cardiff University, UK

Listening through Social Media: Online Fan Engageme  nt with the Live Music
Experience

The arrival and expansion of the Internet has changed music fandom quite
significantly, with an interesting alteration occurring surrounding the engagement of
fans with the live music experience. In recent years, the use of mobile Internet and
social networks such as Twitter and Facebook has not only allowed fans to find and
connect with each other at shows, but also to tweet concert set-lists and other
information as they happen, thereby allowing non-attendees around the world to feel
part of the event. In this paper, | will examine the engagement of fans in this process,
demonstrating how these online tools are involving fans that are not physically
present at the show, seemingly incorporating them into the real-time “live”
experience. Building on work by Cavicchi (1998) that examines live music concerts
and attendees, | will consider how this process affects the experience of
performance, when an audience is remotely located. Seeking to understand and
unravel this practice further, | explore how fans in different online communities
undertake this, with assigned concert attendees tweeting the set-list to fans in “freak
out” and party threads, where they gather to enjoy the show together, from the
comfort of their computers. Through a survey and an analysis of online posts, |
examine the responses of fans engaged in this activity, identifying the key themes
apparent within this behaviour, and arguing that fans are using social and mobile
media in an effort to contest and reshape the boundaries of live music concerts.




Jakob Bjur
University of Gothenburg, Sweden

Thickening: Toward an Increased Meaningfullness in Audience Measurement
Data

The paper illustrates how social science can get more out of professionally produced
data depicting audience behaviour. It is argued that rethinking what the industry of
audience measurement produce, thus approaching it diversely, serve a path to
friutfull grounds for social and cultural inquiry. These grounds are today fairly
unexploited because although audience measurement delivers complex information,
professional audience analyses stays simple. In most cases it performs a surface
expedition aimed at aggregates, and blind of everyday television viewing, as we
know it.

The gap, between the deeper information inherent in behavioural data (the potential)
and the limited surface information in use of professional everyday practice (the
actualized potential), is in the paper laid out as a land of possibility to social science.
To approach this gap a process of "thickening” (termed in tribute to the anthropologist
Clifford Geertz) is mapped out in number of consecutive steps, and in this case
exemplified in relation to television audience People Meter data. The basic idea of
the thickening approach is to identify and extract unexploited dimensions of the data,
and this way enhance its social and cultural meningfullness as a construction of
spatially and temporally situated real life behaviour.

As will be evident, the scope of the thickening is not delimeted to People Meter data,
but applicable to a broader range of behavioural data. Consequently, in a time when
patterns of media use turn increasingly individualized, complex and blurred in parallel
to an exponential growth in digital traces of human action, thickening lends the key to
a doorway to future grounds for social and cultural scientific enquiry.

Jakob Bjur and Oscar Westlund
University of Gothenburg, Sweden

Seen from Above — Assessing Systematic Discrepancie s between Parents’ and
Youngs’ Reports on Young Generation Media Life

The article presents a detailed investigation into the consequences of taking a
parents’ perspective on young generations’ contemporary media life. The digital
mediascape represents on top of converging media with blurring boundaries, and
increasingly complex and hybrid patterns of media use - extended cross-media and
cross-space - a significant drop in age of the newcomers to the digital media world.
Introduction to the web takes off at a steadily lower age with the consequence that
kids soon enough will crawl the web before they can walk. This situation has put
media researchers - over time increasingly interested in the media life of young - in
the delicate position of being increasingly dependent on parents, since self-reporting
abilities of children and young are both arguably delimited and fairly surrounded by
restrictions.



Based on a robust Swedish national survey of young aged 9-16 carried out in 2010
we lay forward a distinct study focusing four different electronic media: TV, games,
Internet and mobile devices (i. e. mobile phones). The survey owns the unique
feature of delivering parents’ assessment of young generation media life (as
monitored) piared with self-assessed media life (as lived), which allows systematic
discrepancies rising from these parallell "inside” and "outside” perspectives to be
delineated. Drawing on a theoretical body involving teens’ media life, everyday life
and media usage the plausible grounds of diverging views on young generations’
contemporary media life is first established and then its apparent consequences for
media research are scrutinized and discussed.

Inger-Lise Kalviknes Bore and Jonathan Hickman
Birmingham City University, UK

Let Bartlet Be Bartlet? The West Wing Continues on Twitter

This paper presents findings from an ongoing project that examines a particular fan
community based on Twitter, where fans are tweeting as if they were characters in
the TV drama The West Wing (NBC, 1999-2006). Through accounts such as
@Pres_Bartlet, @joshualyman and @donnalyman, fans interact with each other and
with non-character accounts, tweeting about events from the show itself, “real world”
current affairs, their ongoing personal lives, popular Twitter topics, and so on.
Examining data from our own observation of this fan activity as well as interviews
with the fans behind accounts for central characters, we explore three key issues:
How each fan tries to shape the “Twitter voice” of their chosen character; how they
manage the tension between the show's diegesis and the “real world” through their
tweets about current affairs; and what kinds of pleasures they might get from this
activity. As part of our analysis, we consider how the research participants perceive
their own position in the West Wing fan community, and how they see their Twitter
role play in relation to other online fan activities, such as message board discussions
and fan fiction writing. Through this empirical study, we aim to contribute to ongoing
academic debates around media fandom by offering insights into how these Twitter
users perform identities as fans, as characters and as creative producers who have
gained their own fans - as evidenced by their Twitter followers.

Melanie Bourdaa
MICA, Bordeaux 3, France

Social Networking and Media Tastes: Twitter as a Ve  ctor of Social Links

Watching TV series today is more and more often linked to the use of new
technologies. On one hand, TV viewers use new technologies and especially the
Internet to build their own programming and their own media temporality. On the
other hand, they comment, connect, interact and discuss plots and entire series live
online. In this era of cultural and technical convergence, social networks play a huge
part in how TV viewers connect with each other, with the actors and with
showrunners to create a sense of community and belonging around a show.




This article aims at analyzing how social networks such as Twitter allow TV viewers
to experience a social link when watching a TV series. TV viewers and fans of
American TV shows usually watch episodes and comment them at the same time
using some special hashtags (#) to interact. This sense of interaction and belonging
is reinforced when actors and showrunners also take part in discussions and
debates. Moreover, as Nancy Baym argues, TV viewers are then developing
“multiple residencies” to expand their media tastes online and unveil a part of their
identity. This effect is stronger when TV series reach a climax in their narrations or
are about to be launched. | will use some examples of recent popular TV series such
as Fringe, Pretty Little Liars, Games of Throne or The killing.

Roni Brown
University of the Arts London, UK

Creativity and the Everyday: Unravel — a Festival o f Knitting

The paper examines the way everyday forms of creativity, design and making
support the development of human capacity and potential, and at the level of society,
brings into view modern consumption practices that offer subtle resistance to the
idea that communities consume passively (or are spectators) of the cultural scene.
The paper discusses Unravel: A Festival of Knitting as a case-study and as a context
for understanding the event on the one hand as ubiquitous: events and festivals
have become a common phenomenon for leisure and consumption activity through
which our identities are styled, and as an instance of transformation where a social
model presides producing an alternative mode of consumption. The paper provides
an exploration of creativity as integral to everyday life and by implication, questions
models of cultural consumption based on spectatorship where the knowledge and
skills of making and creativity remains with professionals.

The paper explores the conceptual basis of the model used for Unravel round four
nodes: the festival as a place to exchange knowledge and develop skill; the festival
as a significant node in a creative social network; the festival as a space for the
celebration of individual creativity and the festival as supporting the economic
sustainability of practitioners. | argue that in developing a social model for the festival
the curators have invested in a string of values around participation, creativity (in this
instance the making of knitted things) and enterprise that are modelled on the values
of the organisation. While the paper is therefore interested in exploring a particular
cultural model that has participation as the focus, it is also an inquiry into the making
of things per se, what making contributes to well-being and its relevance to modern
social and cultural life.

Rhiannon Bury
Athabasca University, Canada

Television 2.0: Shifting Patterns of Audience Recep  tion

There can no doubt that time shifting, downloading and streaming technologies are
changing the ways in which people watch television programming. Madden (2009)



reported that just over one third of adult internet users had watched television shows
and movies on the internet. An industry study found that one third of adults in the US
are no longer watching TV “live” at the time of scheduled broadcast (Lawler, 2010).
Thus, popular television is becoming more akin to popular music in that it is no
longer tied to a single delivery platform.

At its broadest, this paper sets out to examine these shifting patterns of viewing
through discussion of the results of a large scale (n = 671) mixed methods research
project | am currently conducting. | used an online survey to ask about a series of
guestions about modes of viewing on multiple screens. Data was collected between
October 2010 to April 2011. Follow up interviews with interested respondents are
underway at the time of writing. To date, there is no academic study of this scale
which discusses these issues. Moreover, industry data is limited by its design and
function in capturing the complexity and heterogeneity of viewing practices.

| will present primarily survey data but also some interview data to argue that while
the computer and, to a much lesser extent, mobile devices are being used, watching
TV programs on these screens can still be classified as “secondary viewing” in the
North American context. The majority of respondents are viewing more time shifted
content through use of personal video recorders. This finding casts doubt on how
widespread “cord cutting’ is, that is the cancellation of all cable and or satellite
services to watch TV programming exclusively online. That said, the situation is
somewhat different in the international context where respondents indicated that they
had no choice but to stream and/or download if they wanted to stay abreast of their
favourite American television shows.

Viktorija Car
University of Zagreb, Croatia

Digital Activism: Facebook and Civic Engagement in Croatia

At the beginning of the 21 century, global community is facing tremendous
transitional changes in the field of media and communications. Technological
innovations and the development of new media bring about new possibilities for
media content providers. The advent of the internet age, Web 2.0 technology, and
the ubiquity of cell phones have imparted high expectations that new media
technologies will systematically enhance civic engagement and better develop
national and global political cultures.

Digital platforms are more and more used for civil society activism in Croatia,
especially Facebook - the number one digital tool activists use to spread the
information or to invite to an action. It happened first in late April 2008 when third-
year high-school students, unified on national level via Facebook, organized protests
against the “national school-leaving examination” they had to fulfill year after. Soon
after, in October 2008, few NGO activists open a Facebook group linked to the
action “Stegnite vi svoj remen bando lopovska”. It was civic initiative against the
corruption and political criminal in Croatia, an action for social justice and human
rights. In April 2009 the biggest students’ movement happened in Zagreb, when
students from the Philosophical Faculty initiated protests against the complete higher



educational system in Croatia. The most recent example of Facebook use for civic
action is anti-Government protests.

This paper tries to give the answer how citizens in Croatia are taking the
opportunities offered by new media for civil and political activism?

The conclusion of this paper is that digital activism in Croatia is not well developed
yet. There is small number of activist who used digital media regularly and
strategically for their actions. These digital mobilizations are still interesting only to a
smaller, urban minority and do not reach the mainstream society. Usually the same
smaller groups support different actions, for different social or political goals.

Dominique Cardon * and Dilara Trupia 2
'Orange Labs, France
?Silicon Sentier, France

Self-Exposition on Social Networks Sites - Findings from an Online
Sociological Game

What are the different ways people expose themselves on major Social Networks
Sites (SNS)? Are there sociological determinations among their level of exhibition?
How do different forms of self-exhibition lead to specific relational behaviors on the
Internet? The purpose of this study is to give an empirical glance on different forms
of self-exposure on Social Network Sites in France. Based on a sociological on-line
game (http://sociogeek.com), it explores the different tendencies in the self-exhibition
shift and tries to find out how it is linked to different strategies in order to choose
friends. In the first game, people have to select, among four ranked pictures, the one
they would accept to publish on their personal webpage. In the second game, they
had to choose friends by discovering, step by step, five informational attributes to
their internet profile. Analysis of a sample of 12,354 French respondents shows a
middle-range level of exhibition and isolates five different ways to expose oneself:
Modest, Traditional Exhibition, Bodily Immodesty, Show-off and Provocative. Those
different self-exhibition patterns lead to specific relational behaviors on the Internet.
The study underlines socio-demographic differences (age, gender, diploma, and
occupation) in self-disclosure practices and shows that exhibition on the Internet
must be considered as a strategic performance.

In this presentation, we will also explore the different methodological considerations
about the internationalization of this survey in order to compare self-exposition
patterns in various countries and different cultural contexts. How people in different
cultures express themselves through photography? Are there some patterns, some
standardized models in pictorial self-exhibition practices on Web2.0?




Irena Carpentier-Reifova
Charles University, Czech Republic

Consuming Popular Television as “Proto-Citizenship” in  Socialist
Czechoslovakia

This presentation theoretically examines how fertile the concepts of “cultural” and
“popular citizenship” can be in explaining political readings of mainstream popular
television programs (mainly television serials) in totalitarian Czechoslovakia. The
paper questions the approach which sees socialist popular culture as mere
propaganda and assumes that there were more delicate mechanisms of popular
hermeneutics at work. Popular culture had a potential to open up the meanings
which were closed by communist political communication. The audience use of these
leaks in otherwise politically controlled meanings is what | call “proto-citizenship”.

The concept of “do-it-yourself citizenship” by John Hartley stands out in the body of
reflections on political undertones of popular culture themes. There is a striking
resemblance between Hartley’'s concept and the widespread “do-it-yourself”
practices in the sphere of socialist everyday life. Do-it-yourself/self-help approaches
were one of the most common strategies in e.g. building and keeping houses,
making clothes or obtaining grocery. This paper looks at the socialist “do-it-yourself’
strategy in a way which transcends the field of financial economy and transplants it
(in a hartlian way) onto a cultural economy. It explores the theoretical grounds
enabling us to ask the question whether the audiences of socialist popular culture
could mould/enhance meanings as much as the socialist consumers were doing with
goods.

The study focused on the narrative analysis of textual properties of three television
serials produced by Czechoslovak television in 1975 —-1989 (NejmladSi z rodu
Hamr [The youngest of the Hamrs], 1975; Muz na radnici [Man at the city hall],
1976; Synové a dcery Jakuba skla e [Sons and doughters of Jakub, the glassmaker,
1987). This case-study shows regurgitating moments of textual structures of the
particular television serials which could at least theoretically enable interventions by
popular hermeneutics (the process of producing social meanings outside an
influence or control of elites and experts). The investigated moments of textual
structures are mainly the tension of romantic and ideological story lines and of the
characters of the good and bad communist.

These moments can be taken as a starting point for further reception study into how
and if they sensitized the audiences, worked against the political apathy and
“somnambulism” and opened up the sphere of “agonist” (in the words of Chantalle
Mouffe) thinking. Data supporting this hypothesis would also enable us to claim that
the socialist popular culture was a site of “proto-citizenship”.




Oliver Carter and Simon Barber
Birmingham City University, UK

The Agency of the Amateur Archivist in Online Commu nities

There are a wealth of websites available online where cult films are shared amongst
film fans. Whilst these sites prompt questions of intellectual property and copyright,
one cannot deny the level of organisation that exists in such sites. One particular fan
developed website, which we shall refer to as CineTorrent, is an exclusive invite-only
community notable for specialising in the archiving and sharing of commercially
unavailable cult films. Drawing on virtual ethnographic research, this paper explores
the different ways that fans approach the task of archiving rare and difficult to locate
media products. It introduces the concept of ‘the amateur archivist’, the DIY fan who
collects commercially unavailable cult film and makes it available for consumption
online.

Our focus is around the amateur archivists who populate the CineTorrent website
and the completist nature of its various user created ‘projects’ and ‘collections’.
Using a series of codes to denote the technical status of the media they upload,
members of CineTorrent are active in the remediation of cult films through the
digitisation of old VHS tapes (VHSRIPs) and the uploading of obscure DVD content
(DVDRIPs). Through this process, members frequently produce unique versions of
films or 'upgrades' to inferior copies of obscure material already available on the site.
A specific example of this is the fan made DVD that seeks to address the
commercial unavailability of particular films.

The skill and agency of the amateur archivist has grown through access to freely
available software such as editing and encoding tools and through access to
communities of likeminded people who are also enthusiastic about, or nostalgic for,
similar sorts of niche media products/texts. Through their willingness to carry out this
work, despite issues of copyright and other legal and financial ramifications, these
individuals build extraordinarily rich and detailed archives, transform the notion of the
passive consumer and blur the lines of what it means to be a producer.

Munira Cheema
University of Sussex, UK

New Trends in Pakistani Television Culture

For my doctoral thesis, | am analysing the change in content of Pakistani television
in relation to gender and how it is appropriated by the Pakistani women based in
Karachi. Central to this project is seeking answers to why the content in relation to
gender has changed and how women engage with and make sense of this changed
content. My contention is to analyse whether the female viewers behave as
sovereign selves while indulging in the discursive practice of reading gender-related
content or not.

For this paper in particular, | will be identifying/examining the change in gender-
related content in Pakistani television culture. | would build the discussion around the



element of “interactivity’ in the popular genres, and how it seeks to redefine the
public/private distinction in Pakistani society. The post-liberalisation era, is explicitly
allowing themes that are directly in tension with the cultural and religious practices of
society. In the last eight years, practices such as woman's marriage to the Holy
Quran', incest, honour killings, stoning to death, adultery, and remarriage after
divorce, domestic violence, marriages of minors and homosexuality, have been
raised in the news, religious programmes, drama serials, talk shows and breakfast
show. But the most interesting dimension of this new gender-related content is that it
has allowed its viewers to access the public space through live phone calls and
emails. It will not be an exaggeration to note that the by choosing such themes and
allowing live feedback from the audiences, the recent evolution in television culture
has transformed the notion of audience in the Pakistani media culture. This
engagement of the female viewers with the television text extends further into the
cyberspace, where audiences share and debates on issues raised in the television
programmes on certain forums.

As a researcher, | am looking at how such content allows female viewers to behave
as citizens and have access to the mediated public sphere. Here, | would argue that
in a society where conservative tendencies are increasing by the day, such an
access has empowered women (especially housewives) to a certain extent. The talk
shows offer interactive spaces where Pakistani women undergo a new experience of
expressing themselves on a public medium. The trend of offering interactive spaces
to women for giving their opinions on shows and seeking live assistance from a
panel of experts on the programmes opens avenues for self-expression. What
makes this trend more interesting is the fact that it reflects the trends that are flowing
through the everyday life of Pakistanis. For this study in particular, | am engaging
with the works of Nancy Fraser, Seyla Benhabib, Hannah Arendt, Van Zoonen, Peter
Dahlgren, John Hartley, Joke Hermes and Nick Stevenson on citizenship, public
sphere and public and private distinction, and would try to relate it to the recent
developments in Pakistani television culture.

' Marriage to Quran is also known as Hag Bakhshish. Women in rural Sindh, can be
married to Quran, that is, they spend their lives reading and memorizing Quran, than
being married off to a prospective groom of some other tribe. It is a common practice
in rural Sindh to deny women the right of marriage outside their tribe. Usually, male
members of the family, especially brothers enforce their sisters into such a
compromise to retain their share in the family property that they acquire through law
of inheritance.

Lars Holmgaard Christensen
Danish School of Media and Journalism, Denmark

Constructing a Facebook-Audience: Crowdnursing

The consumption of news stories on social networking sites is much about
technological affordances in the form of ‘dataveillance’ and peer2peer distribution.
Hence it is about spreadability as a particular viral type of news circulation. However
for news corporations this is also a new way of engaging and assembling a news
readership.



This paper takes the activities on Facebook as its point of entry in exploring how
news corporations construct an audience and what they do to facilitate a news
media-mediated discussion and ‘social liveness’ through actively encouraging
Facebook users to comment and recognize selected stories that are posted on
Facebook, which can spur up playful interaction and sociability. Hence news
consumption becomes a sociable form of ‘news- you-can-play-with’ and a chance for
users to gain fame by association.

Rather than speaking of crowdsourcing for people on Facebook, | suggest the term
‘crowdnursing’ for the ways news corporations are working with Facebook fans. A
crowd is no longer an undefined crowd but a highly visible number of fans that can
be addressed directly and nursed to stay with the program. It is a new way to
reassemble an audience in an otherwise digitally fragmented world. To ‘crowdnurse’
Facebook users means that news corporations give relief to users from information
overload but also offer a filter and an outlet for an insatiable interest in news.

In addition, as news consumption becomes playful, nursing refers to ‘nursery’, a
place designed for (childish) participants, where they are looked after by an
institutionalized media corporation. This kind of playfulness online is familiar to most
popular culture scholars but since Facebook works by transparency and the fact that
people are not anonymous the playfulness is carefully organized and impressions
are meticulously managed.

Finally the act of nursing refers to working with plants. A nursery then, is a place
where plants are propagated, spread, cultivated and developed to a usable size.
Spreading the seeds of news and cultivating a crowd of facebook fans becomes
essential in constructing an audience.

Through ethnographic studies of social and participatory news consumption, this
paper will show how Facebook functions both as a filter for news consumption where
network friends come to play an editorial role, but also as a ‘safe haven’ for people to
pursue their interest in familiar cultural phenomena in general and in television
programs in particular.

Andrew Clay
De Monfort University, UK

User-Generated Content and Content-Generated Users

The idea in ‘new media’ that we are transforming from ‘audience to user’ is not a
straightforward concept. Many people have taken up the invitation to become users
of websites such as Facebook and YouTube to create their own content and share it
with others, but this ‘sharing culture’ has supplemented rather than replaced our
fondness for being audiences. In any case, as Michel de Certeau suggests, we have
always been users in the practice of everyday life, if not of products then of the
processes of individualized mass culture. In addition, Daniel Chandler observes that
media is a transformation process in which we ‘use and are used’ through our
purposeful engagement with it. Further complexity is added when we recall that



Marshall McLuhan claims that ‘the user is the content’. The new sensibility of making
media online is widely transformative and lionised as participatory culture, but if
accepted uncritically we may misrecognise the actual transformations that are taking
place.

The closer integration of computer networks in everyday life means that we are not
just ‘mediated’ (Thomas de Zengotita) but also mediating constantly through our
connection to others. In this respect, it might be more appropriate to refer to
‘content generated users’ rather than to ‘user-generated content’ to acknowledge
the extent to which we are both made by, or make ourselves in, the processes of
online mediation. The theoretical issues around the concepts of ‘user and ‘content’
will be discussed in relation to online video communication as YouTube Inc. adopts
its latest strategy to shift from the unpredictability of viral video clips to something
closer to the analogy of personalised cable television. What was content before it
became user-generated and what is the audience now that it is becoming user?

Cinzia Colapinto ', Bozena I. Mierzejewska 2 and Birgit Stark °
'Ca’ Foscari University, Italy

2J6nkoping International Business School, Sweden

3Johannes Gutenberg-University (Mainz), Germany

Participatory Culture and Online Radio: Insights in to Generations, Acceptance
and Usage from Three Countries

Radio has been challenged by a number of innovative technologies. Hence, the
users are faced with a variety of audio forms on different media platforms and
devices, often combined with user generated content or features of social networks.
Up to now, academic research on the phenomenon of online radio is extremely
scarce. This paper addresses the research gap, by means of a comparative study
that analyses data from different European countries. The study focuses on the
usage patterns of online radio in different generations (*) and tends to explore the
relation between generations, online radio and social networking. Based on the
assumption that accessing online audio programs, along with music downloading
and podcasting, are all part of the larger social media use phenomenon. And the
fact, that generations have different consumption practices and relate differently with
online radio

The European online sample of three different generations (Baby Boomers,
Generation X and Generation Y) describes the multifaceted usage patterns and
investigates the differences and similarities among the different age groups and the
different countries. Moreover, the study regards the uses and gratifications of these
new technologies compared to traditional radio forms, to gain insight, in which way
people adopt, use and integrate online radio into daily life. Theoretical and practical
implications of the findings will be discussed, as well as, the potential impact on
terrestrial radio.

The project is conducted in a partnership of several university-based researchers;
some of them are members of the COST project, Transforming Audiences,
Transforming Societies. First results of three selected countries (Germany,
Switzerland and Italy) could be presented at the conference.



(*) A generation is mostly defined as a group of people within the same age rank,
sharing values in a specific socio-cultural context.

Lorenzo Coretti
University of Westminster, UK

The Purple Movement and the Limits of Facebook Acti  vism

On 5th December 2009 hundreds of thousands of Italian citizens took to the streets
of Rome to say ‘no’ to the politics of Silvio Berlusconi’s government and to ask for his
resignation as Prime Minister. The demonstration was planned and organised mainly
on Facebook by a group of bloggers. A single-issue protest rapidly evolved in a
social movement, called ‘popolo viola’, ‘purple people’.

This presentation will show data from an ongoing PhD research entitled ‘Facebook
vs Berlusconi: Online Social Networks, Grassroots Movements and Democracy’.
Thanks to a multi-sited ethnography it has been possible to assess the role of
Facebook as main platform for social movements’ activity and organisation.

While, on the one hand, Facebook proved to be a formidable mobilising structure for
social movements, its own structure failed in providing movements of an efficient
organisational platform. The lack of possibility to manage Facebook pages and
groups according to commonly agreed values not only led to a controversial
management of the Facebook page of ‘popolo viola’, but even led to internal
divisions that hindered the potential of the movement.

Facebook seems to increase the risks of information overload, fragmentation of
discourse, flaming, and polarisation of discussion. This presentation will focus on the
“moderation or non-moderation” issue as well. The administrators of popolo viola’'s
Facebook page tried both options; surprisingly, moderation on Facebook does not
bring to a halt the presence of flaming. Instead, it increases flaming and promotes
‘trollism’, e.g. the act of joining online discussions with the only purpose of disrupting
the flow of the debate and creating flaming.

This presentation intends to contribute to the academic discussion about social
media and activism in a critical but constructive way, in order to avoid the
widespread superficial view of social media as a panacea against any opposition to
social change.

Cédric Courtois and Peter Mechant
Ghent University, Belgium

Creative Do-It-Yourself on Youtube: Communicating C  reativity through Online
Video

Every day, over 150,000 mostly user-generated videos are posted on YouTube. Still,
despite its prominence in today's online culture, very little systematic empirical



research is available on the contents of these videos, and the (imagined) audiences
for these instances of creative amateur media production. In our paper, we first
present a threefold conceptual model of creativity. We discern at least three
creativity components: (a) personal creativity depicted in the video itself, (b) re-use
of, and identification with (popular) culture within the video and (c) the aesthetics of
video production and editing.

In our research, recent uploaders were selected through the most recent RSS-feed
and invited to fill out an online questionnaire about their most recently uploaded
video. The respondents’ most recent video (N = 219) was then downloaded and
content analyzed by two researchers using a coding scheme with operationalizations
of the three creativity components. These data, combined with self-reports, were
then subjected to a latent cluster analysis. The results indicate three types of videos:
(a) videos drawing upon personal creativity, consisting of own footage and displaying
a skill, (b) videos consisting of remix creativity, incorporating instances of popular
music and popular images, and (c) videos displaying 'borrowed' creativity through for
instance artistic performances.

In a second phase, we address the question for whom these videos are uploaded,
drawing upon uploaders' self-reports. Results show that personal creativity is mainly
disclosed for offline contacts such as friends and family. On the other hand, remix
creativity addresses unfamiliar people online with whom uploaders share a similar
interest, opinion or activity. Finally, borrowed creativity is targeted at a very broad
audience, ranging from familiar people until the YouTube community in its broadest
sense.

In sum, this sheds light on the dynamics of amateur online video production and the
audiences born in mind when doing so.

Andrea Davide Cuman
Catholic University of Milan, Italy

Urban Events and Space Consumption: The Case of Fuo ri Salone.

As part of a broader research on the forms of production and consumption of space
through locative media, this paper presents the results of an exploratory
ethnographical research conducted in the areas of Fuori Salone, a series of cultural
events and exhibition spaces which involve various urban spaces in the city of Milan
during the days of Salone del Mobile, the biggest international trade fair on design. In
fact, the main cultural activities related to this public event happen throughout the
city, more than in the pavilions of the fair, and though being related to promotional
and economic interests are the occasion for different publics to consume the urban
space. To navigate in this complex urban scenario which constitutes itself as a multi-
levelled informational space, people use different means to move and consume the
event's spaces, in a mix of urban information design and navigational instruments,
both analogic (as traditional guidebooks) and digital (as mobile apps). This paper
then presents the first findings of an ethnographic non participant observation of the
different areas in which Fuori Salone took place, completed by interviews to
guidebook and smartphone users and by visual material (maps and guidebooks on



the one hand, photographical on the other) collected during these events. What
seems to emerge is on the one hand the use of mobile media for relational and
memorial purposes, more than navigational, on the other a variety of modes of urban
space consumption which depend on different factors (the urbanistic configuration of
an area, the presence/absence of information points, the visual display of information
on maps, etc.), that this paper will try to explore.

Manuel José Damasio, Sara Henriques and Concei¢cdo C  osta
Lusofona University, Portugal

Mobile Access to the Internet: The Portuguese Case

An increasing number of studies have explored cross-media practices and the
interaction between different forms of access, as factors that are reshaping the
communicational environment and influencing users social practices.

As in the case of the arrival of previous technologies, we can ask if new forms of
communication and access generate original forms of interaction and outcomes not
previously known, calling for empirical research testing. So is the case of mobile
access to Internet and the consequences such process has in terms of social
experiences and interactions within communities.

The present paper outlines the theoretical framework structure and research plan
being implemented by an ongoing empirical project on mobile access and use of the
internet in Portugal, introducing social network analysis as a useful tool for analysing
interactions and patterns of relationships in mobile access to the internet. This
project intends to contribute to the understanding of the impact of mobility and
mobile devices for Internet use and for social involvement, aiming to evaluate how it
affects the different types of activities performed online and which are the main
consequences thereof. Throughout the paper, the discussion will focus on the
research design and the methodology to be used in order to answer and investigate
the following questions: what are the roles and consequences of mobile technology
for communities? Can mobile technology contribute to the growth and maintenance
of the sense of community? Does it have any influence on the levels of social
involvement, social capital and social participation? How are social practices, both
offline and online changing with the new mobile media?

Ranjana Das
London School of Economics and Political Science, UK

Children ‘Reading’ an Online Genre Divergence and C  onsensus in Interpretive
Work from Audiences to Users

The story of audiences is being told for quite some time now, by many audience
researchers with much difference between these versions of the field. But largely,
there has been consensus that audiences engage with the media in a contextually
shaped manner where contexts provide symbolic resources and restraints, that
audience engagement with the media is shaped by the genre and representations



within the media, that audiences interpret the media divergently —from the meaning
authored into the text, and between each other and finally, audiences are
transforming as the media is transforming. Those sitting in front of the television now
also hold the latest Iphone. Picking up from this last point on transformation, in this
paper, a conceptual repertoire from television audience reception studies is
mobilized to interpret findings from conversations with 60 children between the ages
of 11 and 18, navigating an online genre. Four themes are highlighted in indicating
divergence and consensus in children’s interpretive work - children’s perception of
authorial presence and intention, perceptions of other readers/users, their collection
of stories around the text and their experimentation with textual boundaries. It is
significant to note that engagement with an interface where much is user generated
and where active participation (writing on others’ walls, putting up self-portraits,
playing games) determines much of what is got out of the text, is shaped by
resources offered by a range of contextual factors that account for (significant)
divergence. This points out two things, both of which are interesting. First, textual
experiences, however shaped by the contextual location of interpreters, are
simultaneously shaped (afforded, even) by the design of the text itself.
Consequently, the act of interpretation demands the fulfiment of a range of
responsibilities — expecting, anticipating, agreeing, disagreeing, violating,
accommodating, rejecting, accepting, experimenting — all work within and against
textual spaces and affordances and the task of interpretation is demanding and
clear.

Ruth Deller
Sheffield Hallam University, UK

Saving Live TV? Watching Television with Twitter

As Twitter has grown in popularity, one of its most visible uses is for television
audiences to 'tweet along' with the programmes they are watching. This practice has
become so commonplace that many broadcasters, presenters, programme makers,
actors and, in the case of reality television, contestants, actively encourage audience
participation on Twitter as part of the viewing experience. In early 2011, Twitter CEO
Dick Costolo publicly spoke about how excited Twitter were about the way audiences
and broadcasters were using the medium as part of the broadcasting experience.
CNNMoney, reporting on the speech, titled their article ' Twitter CEO: We're saving
live TV'.

This paper will explore how such 'second screen' viewing reconceptualises notions
of 'liveness', 'interactivity' and 'media events'. It will primarily focus on the UK
context, where television programmes regularly dominate Twitter discussion in an
evening, perhaps in part due to the participation of celebrities, journalists and
entertainment magazines and websites such as heat and Unreality TV in the Twitter
‘audience’ as well as the widespread adoption of the media by the major
broadcasters and others involved in the production process.

The paper will look at how audiences are ‘tweeting along' with television
programmes, and the role of broadcasters and media personalities within this
‘conversation’. It will look at what kinds of programmes are discussed, and in what



ways and how the presence (or even absence) of broadcasters and presenters
shapes that dialogue. Issues such as spoilers, hashtags, the importance of ‘trending’
and the role of celebrities, journalists and other public figures as part of the Twitter
‘audience’ will be discussed.

Sander De Ridder and Sofie Van Bauwel
Ghent University, Belgium

Youth, Connectivity and Cybercultures: Transgressin g Heteronormativity in
Online Popular Social Networks

Youth studies on popular cultures and school communities have extensively
demonstrated the importance of heteronormativity. They have exposed a strong
binary discourse on gender and sexuality in everyday dialogues that repeatedly
others ‘the Other’ (see Dewaele et al., 2009; Ferjola, 2007; Pascoe, 2007).
However, as the geography of the global youth cultures has now expanded to online
communities such as social network sites, this raises the question whether the online
stage increases empowerment, democratization and diversity, or, on the other hand,
reinforces the representation of the self within the binary oppositions of
heteronormativity. Departing from this concern, this paper will elaborate on media
representations of youngsters between 14 and 18 years old in popular social network
sites. By means of an online content analysis of the most popular social network site
among youngsters in Northern Belgium (www.netlog.com), this contribution inquires
how heteronormative discourses are articulated in an online medium by exposing the
relationships between online cultural production, belief and meaning, social
processes and heteronormative institutions. The emphasis here is on possible
transgressions and interplays between non-normative gender and sexual identities.
The aim of this paper is to endorse an online project which opens up a diverse online
space where self-representations can be free and fluid, without the constraints of
normative values and technical affordances.

Alexander Dhoest
University of Antwerp, Belgium

Researching LGB Media Use: Reflections on Inclusivi  ty and Diversity

This paper reflects on a combined quantitative (online survey, N= 761) and
qualitative (in-depth interviews, N = 60) research project on LGB media uses. This
project aimed to map the field of LGB media uses, as studies so far have mostly
focused on particular sub-groups, issues, media etc. While studying this minority
group, the aim was to be as inclusive as possible. However, such research is riddled
with problems. To start, the very terminology used is problematic: while LGBT would
be the evident term (at least in English), in Flemish Dutch the term most used is
‘holebi' (an equivalent of LGB), a word we will here use as it was preferred by
respondents and because there were no transgendered people in the sample. This
leads to a second point on sampling: it is extremely difficult to reach a large and
diverse sample, particularly for quantitative research where random sampling is key.
A wide call in different media led to quite a large sample, but it was biased to higher



educated 'out' LGBs who, when offered a seven point scale of sexual identity, mostly
identified as exclusively or primarily lesbian or gay. This has consequences for the
analysis: given the small group of bisexuals (which complicated separate analysis),
the respondents were considered as one community, thus (partly) imposing a
straight-gay binary although in reality more fluidity is present. Overall, the
respondents were quite happy to identify with the term 'holebi’, and their sexuality
was indeed a relevant dimension in media use (particularly before and at the time of
coming out), but there were also important differences in media use related to
gender, age and level of education. Particularly in the interviews, it became clear
how sexual identity is part of a broader set of identifications, none of which
individually 'determines’ media use but which become salient and relevant in
particular contexts.

Hanna Domeyer
University of Hamburg, Germany

Investigating How Migrants and Non-Migrants Relate to Others via Different
Forms of Media Communication. Findings from a Cross -Media Study on
Transcultural Communication

What does media use have to do with who we feel we belong to? How is the process
of relating to others shaped differently via different forms of media, e.g.social
networking sites in the Internet or films on television? And how do media users
combine these different forms of relating within their media use so that it makes
subjective sense to them?

To conceptualize a study answering these questions, three conceptual steps were
taken: First, with the theories of symbolic interaction and reference groups the
emphasis was put on the very act of relating. This can be either imagined or “real”.
Second, concepts of media audiences were regarded with respect to this distinction.
Traditionally it is differentiated between mass media with dispersed audiences and
mediated interpersonal and group communication in social networks. It was argued
for regarding different media on a continuum according to the degree of imagination
needed to relate to others. Third, the concept of media repertoires was introduced. It
allowed for investigating the entirety of different media a media user regularly
assembles and the interrelations amongst these components. Within the media
repertoire it can be examined how mass, group and interpersonal media; forms of
production and use; different ways of relating to others are combined and how this
structure makes subjective sense to the media users.

The presentation focuses on the findings of the empirical study of this project. A
combination of media diaries, semi-structured interviews and visual methods was
chosen to empirically investigate how media users relate to others in their everyday
media use. Polish migrants, Germans with a special connection to Poland and non-
migrants in different age groups were interviewed. The results show how these
different media users assemble a meaningsful media repertoire to relate to their
relevant reference groups.




Nelly Elias, Natalia Khvorostianov and Galit Nimrod
Ben-Gurion University of the Negev, Israel

'Without It | Am Nothing’: The Internet in the Live s of Older Immigrants

Immigration in later life is an extremely stressful life event. While coping with the
normative challenges of aging, older immigrants also have to face the many
difficulties of immigration. These may include, among others, social and cultural
isolation, language constraints and poverty Current studies suggest that the Internet
may serve as an adaptive tool that helps immigrants to integrate into the new
society, while simplifying contact with their country and culture of origin. There is also
a significant bulk of research demonstrating that the Internet may help older adults
cope with stressful life events. Yet, no study so far has examined how using the
Internet may facilitate coping with the challenges of immigration in later life.

Hence, the proposed study aimed at revealing the roles of the Internet for elderly
immigrants in the case of Jewish immigrants from the Former Soviet Union (FSU) in
Israel. For that purpose, in-depth interviews were conducted with 32 immigrants (15
women and 17 men) whose age ranged from 69 to 89 years (Mean=76). Results
indicated that main Internet uses by older immigrants were: (1) Managing health; (2)
Nurturing professional interests; (3) Maintaining and extending social networks; (4)
Appreciating the past; and (5) Enjoying leisure. Each usage seemed to preserve and
even strengthen the interviewees’ self-worth and improve their quality of life.

Furthermore, the findings showed that the Internet provides older immigrants with an
opportunity for innovation. That was reflected in uses aimed at developing new
professional or leisure interests, as well as new relationships. Hence, older
immigrants who use the Internet practice, in fact, strategies of successful aging,
which help them not only to cope with the challenges associated with aging, but also
with the tremendous difficulties and losses posed by immigration.

Claire English
Dublin City University, Ireland

Online Social Media and Citizenship: An Empirical S  tudy of Young Adults in
Ireland

Online social media create spaces where creative communities can develop,
produce content and flourish, but what of their links to broader ideas of citizenship?
Young people are at once viewed as some of the most prolific users of online social
media and at the same time most distanced from politics and the public sphere.
Media are often viewed as the bridge which connects citizen and state. Innovations
in online social media have brought potential for the democratisation or ‘flattening
out’ of hierarchical structures which have dominated state-citizen relationships, often
presented as spaces where the citizen can ‘talk back’ to those in power.

This paper will present findings from an empirical study into the role of online social
media in the lives of 18 to 30 year olds in Ireland. This research examines how these
sites are enmeshed into the everyday lives and media consumption practices of this



group. Participation in citizenship practices in relation to media use has traditionally
centred on the consumption of news and current affairs media. Active and valuable
citizenship is often connected to the consumption of these genres. However, links
between politics and popular culture have also emerged within debates about
political engagement and participation arising within Audience Studies. This paper
goes on to investigate how and if these linkages between popular culture and
citizenship manifest for this group.

Elizabeth Evans
University of Nottingham, UK

Listener, Viewer, Player: On Being a Pervasive Dram  a ‘Audience’

Throughout the history of engagement with fictional narratives, the nature of being
part of an audience has remained stable; each narrative form has invited a single
mode of engagement. Film and television are watched as either an individual or a
group; games are directly interacted with; all are engaged with in consciously
designed, ‘safe’ spaces. The emergence of transmedia drama and mobile media
devices, however, raises the potential for narratives that not only combine different
forms of engagement but also take that combination into a public space that is not
specifically designed for them. This shift challenges previously stable relationships
between narrative, technology, space and audience. In turn, this raises the
importance of reconsidering what it means to be part of ‘an audience’. What impact
does the shift from viewer to listener to player have on participants’ sense of being
‘an audience’? How do ‘audiences’ manifest in public spaces that also contain
people who are not engaged in the media text?

This paper will use experimental transmedia pervasive drama The Memory Dealer
by Rik Lander to explore the nature of ‘audiencehood’ in transmedia and pervasive
drama. The Memory Dealer used audio-play, film and theatre in an attempt to create
an emotionally immersive pervasive text on mobile technologies in public space. It
was followed by a focus group that forms the empirical basis for this paper.
Throughout the piece, the audience’s role shifted, from listener to player to viewer
and from individual to collective. Some participants found these shifts uncomfortable
and consequently became detached from the performance. This paper will argue for
the importance of considering the nuances of different forms of ‘audiencehood’ when
multiple narrative forms are brought together and what these nuances can tell us
about the relationship between technology and immersion in narrative forms.




Carla Ganito
Catholic University of Portugal, Portugal

Gendering Digital Inclusion and Participation: Olde r Portuguese Women as a
Meaningful Audience

In the scope of the UT-Austin|Portugal project: "Digital Inclusion and Participation”,
aimed at comparing the trajectories of digital media use by majority and
disadvantaged groups in Portugal and the US, the paper aims to provide a better
understanding of the relationship of older Portuguese women with technology by
offering a more complex account of gendered practices, without reinstating old
binary oppositions between men and women. Based on a mixed methodology
comprised of 130 interviews to 65 Portuguese families and a quantitative survey
conducted in public spaces of Internet access, the paper will argue that the role
women play is determinant in their use of technology and that the everyday creativity
and DIY culture of older women is greatly undervalued.

The paper will also highlight the interconnection between technologies, and the
negotiations that take place in networks that are increasingly complex, looking at the
household as a socio-technical system and to places such as libraries and
employment centers as privileged locations for the development of new digital
cultural practices. The paper also want to contribute to the understanding of how
new personal digital technologies such as the mobile phone, are changing the
relationship of women with technology. On the basis of family interviews, we want to
pinpoint those differences and evaluate the potential of mobile phones as tools for
the digital inclusion of women.

Luke Goode
University of Auckland, New Zealand.

Uncivil Behaviour: News Audiences on YouTube

It is now commonly claimed that online platforms have made news more
participatory, more of a ‘conversation’ than a ‘lecture’. Mainstream news outlets,
though in principle keen to capitalise on new opportunities for engagement with
audiences, are often tentative in the steps they take in this direction. Various
commercial risks, as well as opportunities, are associated with linking branded
content to the frequently rancorous and hostile arenas of online conversation. This
paper looks at the example of YouTube, a notoriously unruly and uncivil
conversational domain, and explores some of the textures and facets of
conversational participation by audiences now being staged within the official
branded channels of established mainstream news outlets. Combining analysis of
comments threads with theoretical reflections on the nature and function of online
conversation spaces such as that provided by YouTube, this paper considers the
value of such spaces for the outlet, for audiences and for the public sphere at large.
As part of a larger project exploring the problems of (in)civility online, this paper
addresses debates on whether or not online media spaces should be proactively
moderated for civility or whether audiences should be left to their own devices
beyond minimal standards of behaviour. It argues that analysis of such issues must



be attentive to the cultural dimensions of specific online platforms and of the concept
of "civility' itself.

George Dawei Guo
University of Westminster, UK

Repositioning the Political: Reflections on the Cha nging Paradigms of Critical
Chinese Audience Research

This paper represents an attempt to critically engage with the changing paradigms
within Chinese critical reception studies in the last two decades. It starts with Hong
Kong media scholar Eric Ma’s article Rethinking media studies: the case of China
(2000). The last section of this article highlights the possibilities of applying the
theory of the active audience to contemporary Chinese society. What Ma fails to
mention in his article is the fact that the theory itself has been used, contested and
renewed in the field of international Chinese media studies since it started being
circulated as academic discourse. The three milestones in the field, as far as this
paper is concerned, include James Lull's book China Turned On (1991), Anthony
Fung and Eric Ma’s research article Satellite Modernity (2002), and Anthony Fung’s
recent studies on fandom and Chinese youth (2009). James Lull, in his work China
Turned On, uses Hall's Encoding/Decoding model as his analytical tool; as he
conducted the research in the late 1980s, Lull presents an ideological critique
towards the authoritarian politics in a Post-Reform China. Even today, Chinese
government still occupies the dominant position in supervising the media, so one can
argue that Lull's use of the Decoding Model is still useful to some extent. Going
beyond a text-reader relationship, Anthony Fung and Eric Ma capture the cultural
imagination of Chinese modernity through a study of trans-border television
communication. Unlike Lull's work, which concentrates on the politics of
interpretation, Fung and Ma are focused on the politics of imagination; what is
common between them, however, is a sense of unevenness in the audience
participation. As both of them argue, this ‘unevenness’ should be understood as a
political consequence. Fung’s fandom and youth studies push the political values of
audience activity into a new stage; he considers fandom activities as alternative
political actions against China’s mainstream authoritarian politics. To conclude, this
paper proposes that the study of Chinese audience-hood since the early 1990s has
been an academic effort to reposition the political as the media landscape changes.

Natali Helberger
University of Amsterdam, The Netherlands

From “Serving the Citizen” to “Empowering” the Cons umer: Implications from
the Changing Relation between Viewers and Producers of Audiovisual Content
for Media Pluralism Policies

With the changing role of the user, new obstacles to the realisation of media diversity
as a policy goal arise. New business models for the delivery of audiovisual contents -
models that address users predominantly as consumers — turn issues of availability
into question of access or accessibility. Electronic content control technologies, used



in Pay-TV, on-demand but also public broadcasting offers, build an “architecture of
admission” that makes compliance with pre-defined conditions and integral part of
the media consumption process. Moreover, unlike common beliefs and populist
arguments in media law and policy may suggest, there is no “free broadcasting”, and
maybe never was. The audience always pays a price for media content, in form of
money, attention, loss of autonomy, or personal data.

Pricing and commercial practices can affect the realisation of media diversity in a
variety of ways. Examples are the way people are informed about media content, but
also chilling effects of architectural constrains and terms and conditions that are
perceived unreasonable, or path dependencies and the imposition of switching
costs. The paper will demonstrate that audiovisual law’s tendency to concentrate
primarily at the regulation of the supply side, while ignoring the increasingly dynamic
interaction between producers and consumers of audiovisual content, makes the
traditional tools only limited suitable to address imbalances in the commercial
relationship between consumers and suppliers of audiovisual content satisfactorily.
We will then explore the potential for integrating regulatory tools better known from
consumer law, such as information obligations and scrutiny of contractual terms, as
a possible alternative route to better accommodating the dynamic relationship
between audiences and providers and, where necessary, remedying some market-
based obstacles to the realisation of media diversity.

The proposed approach is innovative in its focus on the implications of a more active
consumer and the proliferation of direct contractual relationships for the regulation of
media pluralism as a policy goal. It is furthermore innovative in challenging the
traditional, supply-side approach of audiovisual law in favour of a consumer law
approach, as well as studying the application of consumer law elements to
audiovisual markets as a means of furthering media pluralism.

Matt Hills
Cardiff University, UK

Viewer Generated Paratexts of Digital Fandom: Live- Tweeting TV Drama as
“Inter-Decoding”

Work on “convergence culture” has typically stressed newly collaborative fan
audiences and producers (Pearson 2010), along with the multiplatforming of
transmedia content (Gillan 2011) and participatory audience communities (Jenkins
2006). | want to focus instead on fan-to-fan audience transformations that are not
necessarily about communal structures, but which nevertheless go radically beyond
the subject-centred approach of encoding/decoding (Hall 1980).

I will argue that classic work on audience decoding, assuming an individual's
relationship to a primary text, needs to be superseded by a theory of “inter-decoding”
where audiences can simultaneously consume mass media texts and read other
(selected) audiences' real-time readings of these, say on Twitter. As a result, any
notion of an “individual” interpretation recedes. Likewise, assuming the operation of
an enclosing, meaning-making fan “community” also becomes problematic. Although



Paul Booth has analysed “identity roleplay” in Digital Fandom — examining what he
terms “interreality” (2010:138) — his work somewhat precedes the rise of Twitter and
the live-tweeting of reality TV as well as TV drama.

Rather than fetishising “new media studies”, as Booth does, | will argue that we can
profitably poach from previous influential frameworks like encoding/decoding. Given
my own prior work on specific fandoms (e.g. Hills 2010), | will illustrate the
importance of “inter-decoding” in relation to the Doctor Who Bar (#¥dwbar) on Twitter.
Such fan practices of synchronised rewatching differ significantly, however, from live-
tweeting in relation to reality TV, where accompanying a first broadcast is significant.
It thus remains important to consider how the aesthetics of TV drama and reality TV
may call up different fan deployments, and temporalities, of tweeting as a viewer
generated paratext (Gray 2010).

Sascha Hoelig
Universitat Hamburg, Germany

Information-Oriented Communicative Acting in the In ternet: Communication
Modes between Mass and Interpersonal Communication

The proposal takes up the current situation of converging media environments and
its challenges concerning classic concepts of communication. In times before
digitalization and hybridization of media genres it was easy to assign communicative
actions like watching TV or reading a newspaper as mass communication while
talking to somebody over the phone or an exchange of letters was considered as
mediated interpersonal communication without any doubt. In the internet it is — from
a structural perspective — not that clear anymore to decide what a user is doing when
she or he is reading a blog, is watching Web-TV, or is using a social network site.
The conventional distinction between mass and interpersonal communication is
challenged: Nowadays several forms of group communication, user generated
content or personal publishing have to be considered. All these forms are arranged
on the continuum between the two poles of mass and interpersonal communication.
To be up to this challenge Uwe Hasebrink proposes the concept of communication
modes (Hasebrink 2004), which refers to the user’s definition of a usage situation as
a specific form of communication.

Aim of the presented project is to explore the interrelation between different
information needs and communication modes. In their everyday lives users have
various information needs concerning a) general orientation, b) certain topics, c)
social network interests, or d) individual problem-oriented issues. The technical
infrastructure of the Internet is used to gratify each of them. But yet it is not clearly
understood, according to which criteria users make differences between different
forms of internet-based communication and their respective functions.

The suggested presentation includes methodological steps (e.g. card sorting) and
identified criteria as well as their typical combinations in usage situations. The results
show how information needs are correlated with certain patterns of user’s activities,
communication partners, achieved audience as well as the temporal distance —



patterns, which we interpret as communication modes, which structure the multiple
functional options of the convergent communicative space of the internet.

John Hondros
University of Westminster, UK

Video Transitions: The Changing Nature of Participa  tory Video

Participatory film and video before the Internet has a long history, dating back to just
before the beginning of the twentieth century. Some of the different types of groups
and individuals historical involved in this have now appropriated the participatory
affordances of the internet as a video medium for a variety of reasons, and with
differing methods and consequences.

In this presentation | will review the highlights of the initial stages of my doctoral
fieldwork into the use of the internet as a participatory video medium by four different
types of groups and their audiences: social and political activists, US public access
television producers, television fans, and professional television producers. The
review will include a discussion of some of my participant observer activities with
these different groups. For instance, | will discuss my involvement with the activist
group Undercurrents and their portable video studio and *“citizen journalist”
workshops, and my participation with a LiveJournal fan video community. My
discussion will be illustrated by video footage from my research subjects and my own
observational work. 1 will also reflect on the methodological issues arising from my
fieldwork associated with conducting ethnographies of primarily online activities.

Julia Hanniger, Jane Fleischer and Klaus Bredl|
University of Augsburg, Germany

Using Netnography to Learn about the Audience

We propose Netnography (KOZINETS 1998) as a type of ethnography of online
cultures for future audience research.

While in the past it was difficult to gain insight in the life circumstances of an
audience receiving several types of mass media, today there are several audience
interest groups organized in online social networks, forums and on other platforms in
the internet. In this regard it is possible to get an overview of diverse aspects of the
lifestyle of audience groups online. Taking this possibility into account one can easily
assume several kinds of research questions, which are possibly easy to answer
looking at the activities and communication online.

Another point to mention is the expectation of a growing number of onliners on the
one hand and an increasing impact of media convergence on the other hand
(JENKINS 2006). Therefore the future audience will not only spend a bunch of time
online in its free time but it will also watch, listen or read nearly all kinds of media in
the internet.



Assuming these points one can say that the audience culture as well as fan groups
and other audience interest groups will change.

In our view Netnography will be one of the most informing methods to be used to
learn most about the audience. Developed in the ethnographical sciences - rapidly
adopted by several other social sciences and the marketing research - the method
ethnography is transfered into the internet today. Its aim to understand a group or
culture in all aspects leads to rich material, which might be helpful in the still very
poorly studied field of the Internet.

Focusing on one special way of Netnography we want to present possibilities for
analysing online communication including the analysis of all kinds of non-verbal
communication referring to the examples social networks and forums.

Rita Jarventie-Thesleff
Aalto University, Finland

Discursive Practices as Mediators of the Identifica  tion Process: A Study on
User—Generated Content in Music Related Online Site s

This paper works towards a discursive approach to audience/user research, focusing
on the practices of discussing user-generated content in music related online sites.
Drawing upon recent audience research, literature on consumer co-creation and
brand communities, as well as research on identities and identification the study
investigates the discursive co-creation practices as potential enablers and/or
preventers of the amateur musicians’ identification with online sites. In an
environment of user-generated content, the objective is to develop a better
understanding of Internet users identification process.

The empirical study is based on a combination of personal interviews and
netnographic data. In the first phase amateur musicians were interviewed about their
preferred Internet sites, their audience actions and co-creation experiences. In the
second phase, | carried out netnographic participant observation in the referred
music related web sites. And in the third phase | returned to the musicians to discuss
our findings with them.

In the analysis | wanted to understand the discursive co-creation practices that
characterized the various web-based communities. Furthermore the purpose was to
shed light on the identification process and to understand how the discursive
practices mediate the way the amateur musician perceives the online community
and how the discursive practices enable or prevent the identification with the site.
Based on the preliminary analysis | was able to name three practices: (1) the
practice of flattering (2) the practice of connecting and (3) the practice of sharp-
tempered commenting. The practice of connecting was based on the logic of
enabling bonding with like-minded musicians, making it at least theoretically possible
to discuss with the ‘big stars’ and to get audience for your music. The practice of
connecting enabled the identification with the online community. On the other hand
both the flattering and the sharp-tempered commenting were perceived as alienating
and thus as practices preventing the identification with the web-based community.
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Ethnolinguistic Identity Gratification: The Case of Welsh on Twitter

What happens when audiences have a choice of languages in which they can
communicate with others? What drives them to choose one language over another?
This paper examines these questions in the context of Welsh- and English-language
Twitter.

Since its launch in 2006, the microblogging platform Twitter has seen rapid growth; it
not only allows discussions on the open Internet, but within that framework, a
significant amount of ‘conversationality’ between individual users (Honeycutt and
Herring, 2009). English is the predominant language of most users’ updates, but
recent research has revealed comparatively small yet significant use of indigenous
languages on Twitter. Scannell (2011) reports on 35 such languages, giving
guantitative data on their use. In the case of Welsh, a language spoken by
approximately 600,000 people, Scannell reports that nearly 2,000 users have
produced nearly 250,000 updates between them.

The work presented here investigates the reasons behind the use of Welsh on
Twitter, and gives the results of a large-scale survey of the platform’s Welsh-
speaking users. It reveals their initial reasons for joining the site, the extent of mixed
use of English and Welsh by individual users, and the importance of ‘audience’ in
making such language choices. The results are presented within the emerging
theoretical framework of ethnolinguistic identity gratification, which brings together
ethnolinguistic identity (Giles and Johnson, 1981) and uses and gratifications
(Blumler and Katz, 1974) theories to analyse the motivations behind language use in
social media contexts.

Anne Kaun
Sodertorn University, Sweden
Goldsmiths College, University of London, UK

Mediatised Civic Experience in Estonia - Citizensa s Audiences?

The project presents a decentred perspective (Couldry 2006) on mediatisation as a
meta- process that links up to globalisation and individualisation (Krotz 2009) and
asks how the understanding of audiences is transformed as a part of this process.
Mediatisation is hence presented as an anchor to understand social and cultural
change. In this process media can be understood as institutions, as technology,
organizational machine setting content in scene and as space of experience as Krotz
(2009) argues. The project at hand is mainly interested in the latter and asks in what
ways civic experience of young people is intertwined with media experience. On a
theoretical level the paper discusses the relation of intensive mediatisation in late
modern society and the transformation of audiences. If all social and cultural
phenomena are increasingly mediatised, what does that mean for the concept of the



audience? Can we still speak of distinct audiences or are the boundaries blurred
since people are communicating easily across converging media platforms in the
media ecology? What do these developments mean for audiences that are
constituted by citizens at the same time? The theoretical discussion is illustrated with
empirical examples from a project on mediatised civic experience in Estonia drawing
on 20 open-ended online diaries and 39 in-depth interviews.

Koko Kondo *and Ulrika Sjéberg 2
'University of Westminster, UK
“Malmé University, Sweden

Children’s Perspectives through the Camera Lens: Re  flections on Power
Relations in Research with Children and Young Adole  scents

Abstract: This paper is going to be published in a journal from Nordicom. The paper
reflect two studies’ creative methods which used photo-taking methods by children
and young adolescents. The main reason why we compared both studies is to
examine the advantages and disadvantages in using the photo-taking methods in
diasporas applying the construtivistic view (Greig & Taylor 1999) to gain children’s
perspectives through lenses. One study is by Ulrika Sjéberg which examined
Swedish youngsters live in Athens, and another one is by Koko Kondo studied
Japanese children in London. Both studies examined how children developed
identities in diaspora and how the media played roles. In this paper, we focus on our
photo-taking methods: disposable camera versus digital camera. Through the works
by the young participants in both studies, we discuss how much we gained children’s
perspectives. Both studies also attempted to use the methods in a constructivistic
way, however, some issues emerged when we compared our studies. Firstly, the
issue of presence of researchers in the process of choosing the objects in photos will
be seen in terms of power relations between the researcher and young participants
and also address the weakness of the participatory studies in public space such as
schools when we use participatory methods with children (c.f. Gauntlett 1997,
Buckingham 2009). Secondly the issue of participants’ age will be looked at.
Japanese children were aged five to eight and Swedish youngsters were teenagers:
the space they can take photos show some limitations of young age participants.
Finally, how young participants perspectives can be analysed from the
constructivistic view by reflecting our studies and for further studies, the paper will
discuss how much young participants can be involved in the process of analysis, not
just of collecting data in the field.

Nicolle Lamerichs
Maastricht University, The Netherlands

‘Adler, Hound, Reichenbach’: BBC’s Sherlock Fans in Search of the Canon

In this paper, | discuss the fan community of BBC’s Sherlock (2010), a television
series which stands out as a modernization of Doyle’s Sherlock Holmes. In their
discussion and creative practices, fans refer to the ‘canon’ of Sherlock as a common
ground, meaning the official information provided within the series and by its authors.



In practice though, fans understand Sherlock in relation to Doyle’s original stories, its
earlier pastiches and adaptations, and derivative texts based on Sherlock. The
canon is not a constellation of facts but a form of literary consensus that results from
these multiple texts. By analyzing fan discussions about Sherlock’s canon, | provide
insights in the diverse cultural repertoires of audiences and expectations that result
from this.

Theoretically, 1 focus on two things. First, how fans construct knowledge and
speculate about media content. Second, how a source-text with a long legacy can or
should be mediated according to its audiences. Here, | add up to Jenkins’ theory of
transmedia storytelling (2006) by showing how readers understand the narrative by
‘naturalizing’ it in relation to other texts or experiences. In doing so, | shed light on
individual ways of reading and understanding Sherlock that are negotiated in fan
communities.

The study is based on several in-depth interviews with Dutch fans of the series and
ongoing virtual ethnography conducted since January 2011 at the online forum The
Bakerstreet Supperclub. | upfront fans interpretations of Sherlock’s characters and
their speculation about the second season which has been spoiled to involve Irene
Adler, The Final Problem and The Hound of The Baskervilles. Thus, | explore how
audience members understand the series’ defining features in relation to other texts,
and analyze their discussion of what information is deemed crucial to understand
Sherlock.

Azi Lev-On
Ariel University Center, Israel

Mapping Uses and Gratifications in the Contemporary Media Environment

Contemporary media users are embedded in a landscape of unprecedented richness
of media channels, and are better able than ever not only to consume information
but also to use media to find like-minded people, send and receive relevant
information, mobilize and organize for collective action using dedicated media
channels. Do people make use of the various communication platforms at their
disposal? Do they use different channels for different purposes? And, how does
media usage affect their sense of community?

The proposed paper examines these questions using the case of community
members who were relocated against their will and dispersed throughout the
country, while still having a range of shared cognitive, social and political needs. The
paper looks at the evacuees from Gush Katif, who were removed from their
communities of origin in 2005 following the decision of the Israeli government to
withdraw unilaterally from the Gaza Strip. This is the first paper to examine how
members of cohesive communities on-the-ground who were relocated against their
will use various media, especially the Internet, to preserve the sense of community
and fulfill a variety of needs.

The findings demonstrate that evacuees use diversity and multiplicity of media,
where various media are used for different purposes according to need. Small media



are predominantly used for most of the needs, overshadowing mass media usage.
Correlations were found amongst various media usages, and between the usage of
various media and users’ sense of community. The study demonstrates how
contemporary media consumers use a variety of media depending on their
circumstances and needs, and how media usage assists in establishing and
maintaining a sense of community after the forced transition from the communities of
origin.

Darren G. Lilleker
Bournemouth University, UK

Politics as Usual and Politics of the Unusual: Poli tical Communication
Coproduction and the Harnessed Crowd

The traditional normative paradigm of political communication is a top-down model
where elites inform and persuade the masses. The everyday citizen can talk politics,
lead campaigns and mobilise their peers, however it is a niche activity which relies
on political and communicational elites to gain wider reach. Cyber-optimists suggest
that these power relations will change as technologies permit non-elite actors to
capture the attention of their peers, drive an online public agenda and mobilise the
like-minded into action. Empirical research however suggest that politics online is
largely politics as usual: elite dominated and driven. This paper seeks neither
revolution nor stasis but seeks to explore how power relations are changing due to
the ways in which technologies are being utilised for political purposes by both elite
and non-elite actors.

Drawing on research conducted during elections in France, the US, Germany and
the UK, analyses of the profiles of UK MPs and all online Members of the European
Parliament the paper firstly focuses on ways in which online audiences are
harnessed to campaigns and encouraged to participate within the communicative
ecosystem of politics. Secondly, the paper explores ways in which citizens contribute
to political communication using independent spaces, creating their own
contributions. We find overall a blurring between elite and non-elite political
communication and user generated content starting to sit alongside official
communication so shaping the experiences of audiences of political communication
and encouraging further participation. However, the most coherent and focused
labour is that which is attached to official communication. The paper hypothesises
that political communication is not a natural activity for citizens, it remains the
preserve of elite actors; however, when encouraged by elites, citizens adopt the role
of co-produser and add to a campaigns’ communicative ecosystem.




Philip Lin
University of Westminster, UK

Fighting the Global War in the Taiwanese Hands: The First-Person-Shooter
Gamers in the East Asian Context

In the last 10 years, the first-person-shooter (FPS) genre has grown to be the most
recognisable style of digital games and happened to produce several most-wanted
war-themed games played by millions of global gamers. Especially after 9/11, the
popular FPS game titles, e.g. the America’s Army (AA), Call of Duty (COD), Medal of
Honour (MOD), and Battlefield series based on World War |l stories and
contemporary world conflicts were constantly monitored, supported or even
sponsored by the U.S. military authorities. With both commercial and ideological
interests, the Pentagon and the U.S. Department of Defence (DOD) already had
enormous budgets invested in various game simulation projects, which encourage
talented game developers/programmers to continue creating realistic virtual war
environment and producing the gaming scenarios and experiences closed to real-
combat-situations. Culturally speaking, games of this kind bring more attention to
Western gamers, who were normally defined as closely attached to crime, shooter
and sport game genres. (see Kent 2004). Very commonly, such hardcode military-
shooter games made by military-entertainment-industrial efforts are assumed to be
embraced by the gamers based on the global West but resisted by the East Asian
adolescents and youths. However, recent reports have shown the number of FPS
gamers and communities in the East Asian countries, such as Japan, South Korea,
and Taiwan is increasing intensively. This strongly reflects that, through the power of
gaming, Pentagon’s ‘perception management campaigns’ begin to pay off and bring
about foreign audiences’ interests in role-playing soldiers.

In this regard, my research designed an online exploratory survey to collect 500
gualitative data from the global fans who play the popular war-themed FPS game,
Call of Duty — it is by now the most selling game of all time, with more than 24 million
copies sold in its last two series (Call of Duty: Modern Warfare and Call of Duty:
Black Ops) and more than 3 million gamers subscribed to its official Facebook group.
The large amount of responsive texts collected from the wide range of self-selected
COD fans can help us review FPS gamers’ identity and agency. Moreover, ten in-
depth interviews with Taiwanese/Chinese-speaking gamers were conducted by this
research in attempting to capture their feelings and attitudes toward this
‘militainment’ genre. From examining their self-reflected experiences, it is evident
that Hollywood war movies have great influences in Taiwanese gamers’ war
imagination. The war-themed FPS gamers in Taiwan construct their virtual and
transnational belongings by projecting and carrying forward their previous war
TVI/film-viewing experience into their gaming process. Playing the war-themed FPS
games, as one interviewee (Samuel Chuang, 31-year-old male sales executive)
described, provides a perfect escape trajectory that “finds somewhere to let out
one’s boiling emotions and feelings after watching HBO’s Band of Brother...just like
the feeling you have to do something after watching porn.”




Simon Lindgren and Ragnar Lundstrom
Umea University, Sweden

Twitter Revolutions and Digital Uprisings: Mapping the Protocols of Emerging
Cultures of Resistance on Twitter

This paper uses Twitter postings under a set of recent “revolution hashtags” (Egypt
#jan25, Babhrain/lran #febl14, Libya #febl7, Algeria #febl19, Morocco #feb20,
Cameroon #feb23, Kuwait #Mar8) to analyze digital grassroots uprisings. The aim is
to analyze the potential of elusive web spaces as sites of mobilization. Looking at
linguistic and social aspects, the main questions are: Is there a common discursive
code?; is there a social structure?; and is there commitment over time? With tools
from semantic, social network, and discourse analysis | have been able to show that
common codes, networks of connections and mobilization do exist in these context.
These patterns can be seen as part of the elaboration of a “cognitive praxis”. In order
to organize and mobilize, any movement needs to speak a common language, agree
on the definition of the situation, and formulate a shared vision. Even though it is
global and loosely-knit, Twitter discourse is a space where such processes of
meaning-production take place. This however is not without friction, and the paper
will also take contradictions, pitfalls and conflicts into account.

Sonia Livingstone ! and Richard Butsch 2
London School of Economics and Political Science, UK
“Rider University, USA

Diversity and Difference in Discourses about Audien ces Worldwide

In Western cultural discourses, audiences have been variously considered crowds,
publics, mass and consumers, active or passive, additive or selective, vulnerable
and suggestible or critical and creative, educated or ignorant, high or low brow, and
characterized differently on the basis of their presumed race, class, sex and age. But
how far are the core oppositions that underpin these conceptions and that,
additionally, structure audience studies - active/passive, producer/user,
mainstream/alternative, citizen/consumer — specifically Western concepts? Does
audience research imagine that its theories have universal relevance? Although
audience research has, in recent years especially, broadened its empirical scope to
encompass case studies of interpretative audiences across diverse contexts
worldwide, its theoretical constructs have been subject to less radical rethinking in
this regard, and often its approach as been adopted by or applied to audiences in
non-Western cultures with too little questioning of whether such Western categories
and associations apply, or apply in the same way, in non-western societies.

In a new project now underway, the authors are exploring the conceptualization of
audiences in diverse societies, bringing together research from across the globe to
investigate whether the terms associated with audiences in Western Europe and
North America actually fit the indigenous discourses on audiences in non-Western
cultures, given that each culture is likely to have a different and interesting history. In
this paper, we reflect on some of the ways in which audiences themselves have
been understood, positioned, evaluated and regulated in Western and, especially,



non-Western contexts. We hope both to illuminate the ways in which debates about
audiences matter in terms of the conception and management of media power by
institutions, states and regions around the world and, also, to identify potentially
fruitful new sources of theorization for audiences as the insufficiency of a largely
Western approach is more thoroughly recognized.

Elisabetta Locatelli
Universita Cattolica del Sacro Cuore di Milano, Italy

Blogging Practices as Networked Publics: The Experi ence of Live Blogging
about Television Programs

The purpose of this paper is to discuss the perspective of “networked publics” (boyd,
2010), applying it to the experience of live blogging about television programs.

Since they were introduced in late Nineties, blogs have changed internet shape,
being one of the first forms of User Generated Contents. Among these years, they
were employed for a wide range of activities, thank to their flexibility, becoming a
format of producing, publishing and delivering contents, capable to be employed
both for bottom-up and top-down communication.

This process brought the birth of hybrid spaces of communication like thematic blog,
such as Tv Blog in Italy, in which while a program is going on, people comment and
chat about it.

This phenomenon has the same purpose of the so called “social tv” experiments, like
Miso or what happens in FriendFeed thematic rooms or on Twitter. Commentators
are both an “imagined community” (Anderson, 1991) and a “community of interest”.
There is, then, a form of rituality, because live events are scheduled, which involves
a cross-platform fruition of television and social media. Though traceable, this
phenomenon is also ephemeral because the structure of the place is not articulated
around a theme, like in a forum, but follow a single post or topic and it’s strictly linked
with it. Moreover, it is based on a impulsive way of interaction, like it happens in a
chat, and discussions can be accessed also by lurkers, unlike social networks but
like forums. This encourages the formation of a public conceived as a group of
people who share a common interest (Livingstone, 2005), mixing up different forms
of communication (blog, social network, forum, chat) and making conversations
inseparable from the blogging space (boyd, 2010).

Stine Lomborg
Aarhus University, Denmark

‘Sociable’ Media, Sociable Selves

So-called ‘social media’ are becoming increasingly integrated in the flow of everyday
life. With ordinary people creating and writing blogs, maintaining profiles on Twitter
and so forth, these ‘social media’ become personal niches for self-expression and
interpersonal relationship management. In their desire to connect with peers, users
disclose and share personal experiences and emotions, while at the same time



orienting to norms of relevance, and exhibiting a careful attention to protecting
personal privacy. Navigating these tensions, social media users describe their
behaviour as ‘personal, not private’.

This paper argues that the phatic nature of much of the interpersonal communication
in social media can be ascribed to the ‘personal, not private’ impetus. The paper
analyses and discusses the function of phatic communication in Twitter and personal
blogs through Simmel's concept of sociability, describing a form of togetherness
negotiated at the intersection between public and private. Sociability is achieved and
upheld through ongoing conversation. It is neither about achieving some common
goal, nor centred around one specific topic, but about being together by keeping a
conversation alive — in line with phatic communication. Sociability is togetherness
freed from the seriousness and frictions of life and is achieved through silencing the
most private excitements and depressions of one’s inner life in conversation.

Drawing on in-depth qualitative analysis of communicative practices of blogging and
Twitter in everyday life, | analyse how ordinary users orient to, negotiate, and adjust
common assumptions about appropriate and relevant content by invoking ‘the
personal, but not private’ — a set of norms for managing the tensions between self-
disclosure and privacy. | discuss how phatic communication as enacted through
these norms — rather than designating the superficial, trivial and banal — functions as
a vehicle for creating a subtle form of intimacy between peers.

Wiebke Loosen and Uwe Hasebrink
Hans Bredow Institute, Germany

Reconsidering the Concept of Audience from the Pers pective of Journalism
Research

The audience is a highly important reference for journalism but still undertheorized
within journalism research. Exactly the opposite is true for audience and reception
research where a lot of different conceptualizations of the audience, the public, the
recipient or the user are being discussed. The advent of the Internet and especially
of social media has made theoretical work on these essential parameters in both
research fields even more challenging. Against that background one of the most
commonly used metaphors is the changing nature of the sender-recipient
relationship accompanied by the blurring boundaries between these roles. Moreover,
the traditional scholarly division between the fields of journalism research (strongly
referring to production) and audience research (strongly referring to consumption) is
informed by mass medial assumptions which take an asymmetry between journalism
and audience as a basis. As a consequence, this separation has made it difficult to
deal with these blurring boundaries in a theoretical as well as in a methodological
sense.

Against this background this paper will discuss earlier conceptualizations of
audiences — e.g. audiences as consumers, as commodity, as citizens, as owners of
certain rights — as well as new approaches to conceptualize “the people formerly
known as the audience” (Rosen 2006). This discussion will be organised as interplay
of two theoretical perspectives: On the one hand media users are theorized from the



perspective of journalism, on the other hand from the perspective of recent work on
media use and its efforts to grasp the new role of the users. This approach shall help
to meet the above mentioned challenges of the blurring roles of communicators on
the one hand and recipients on the other hand.

Marika Luders
SINTEF ICT, Norway

Political Communication Revitalized? Experiences fr om MyLabourParty

Political parties are increasingly using social media as a way of communicating with
citizens and thus to invigorate political communication. Politicians are elected to
represent citizens, and are expected to pay attention to them (West, 2005). Listening
to and interacting with citizens can be considered as a first step in revitalizing
political communication. The next step is taking a more explicit advantage of citizen-
created content and sharing of information online in order to involve citizens and
strengthen the transparency of public policy (Noveck, 2009; Ruma & Lathrop, 2010) .
Citizens in what is assumed to be a new participatory political culture are expected to
participate, be creative and competent, and willing to share their experiences.
Politicians are similarly expected to embrace new social modes of communication.
Yet to what extent do citizens’ and politicians’ expectations and experiences with
political communication in social media concur? To address this question, this paper
presents findings from a case-study of how the Norwegian Labour Party uses social
media, with a particular focus on the community platform MyLabourParty
(mittarbeiderparti.no). The analysis is based on qualitative interviews with 15 central
politicians and 11 local party members as well as a survey with open-ended
guestions to 90 respondents who had all participated in political discussions at
MyLabourParty. The results demonstrate that social media indeed revitalize political
communication, but also point to challenges with regard to e.g. motivation, digital
divides and fulfilling high expectations.

Annette N. Markham
Aarhus University, Denmark

Remix(ed) Culture, Remix(ed) Methods

Technologies once separate and physically located now converge and move with the
user to create individualized experiences of media. Social media and web 2.0
technologies facilitate complex networks of connection among people and across
any media form imaginable, disrupting our traditional understandings of producer
and consumer, user and object. Materiality in this mobile epoch is better understood
as connection, process, and relationship.

Conducting qualitative research in mobile, global, and fragmented media
environments can be profoundly challenging. Qualitative researchers must grapple
with the problem of how to distinguish subject, object, and phenomenon when
convergence intertwines them. To deal with these challenges, do we cling to
tradition, hoping for steady grounding? Or do we continually experiment? This paper



discusses the metaphor of ‘remix’ as a fruitful analytical lens that resonates with the
complexity of experience in media-saturated cultural contexts.

“Remix” describes both the process and product of creative re-ensemble of units of
cultural information. Working from constructionist premises that reality is an ongoing
accomplishment and that culture is constructed through the interaction of media,
materiality, and persons, this paper contends that remix, as an analytical lens,
embraces complexity and facilitates an attitude toward inquiry that fits well with
mediatized contexts. Remix involves embracing chaos and using it at different
moments in the research process. The sensibilities associated with a remix
metaphor enable us to see that while traditional methods remain at play, these may
be conceptualized in new ways: They become not just pre-packaged tools with
predefined operations and functions, but cultural knowledge units (if you will) of
information that can be combined creatively and iteratively to make sense of
phenomena. Using remix as a lens also enables researchers to see scholarship as
an ongoing collaborative process, extending necessarily and productively beyond the
boundaries of a single person or project.

James F. McDonald
University of Applied Sciences, Germany

They See Me Trollin’: Analysis of a Cybergenetic Cu  lture

Democratization of Internet access fosters cultural development in one unsurprising
way. As more users consume and contribute to online communicative networks,
special interest collectives are perpetuated and reinforced. From Barry Manilow fans
(cf. Schor & Holt, 2000) to avid Scrabble players to white supremacist hate groups,
the Internet and related digital technologies have provided vital links to
geographically isolated members of discrete “real-life” collectives (cf. Hansen, 2009).

Relatively recently, however, the audiences have been transformed, as it were. As
communicative habits drawn from obsolete media models (e.g. “appointment
viewing,” hierarchical content delivery) evolve, so too do the relationships between
Internet communication and relevant cultural dynamics. Once users gain more
confidence as producers of online content, new interplays arise that closely mimic
cultural production in the offline world. The Internet is no longer a place for cultures
to be maintained or strengthened. It becomes a place where new cultures can also
be born. Social networks offering remarkable intimacy are now being generated
independent of old-fashioned geographical considerations. Distinctive
communicative standards with their component cultural trappings now evolve
unconsciously and effortlessly, sustained by the committed participation of atomized
online cohorts (cf. McDonald, 2010).

One example (and perhaps the first and best developed of many to come) of such a
cybergenetic culture will be discussed in this paper. While still a largely English-
language phenomenon, the well-established idiom of rage comics, troll faces, and a
host of related pictograms has become the hieroglyphic habitus of a discrete culture
evident in multiple online communities. This specific cybergenetic collective that will
here be referred to as “troll culture” must be seen as a communicative system that



conforms to the same theoretical descriptions employed to describe traditional
cultural networks (e.g. national cultures, religious communities). Through exclusively
online channels, troll culture grows and evolves, resulting in a communicative life-
world (cf. Schitz & Luckmann, 1973) whose only artifacts are virtual. It is easy to
imagine that cultural cybergenesis will be commonplace in the future, but its
firstborn, troll culture, is a puerile blend of pop culture references, remix aesthetic,
and nostalgia for the recent past. Problem?

Lee McGuigan
The University of Western Ontario, Canada

Viewing-Consumers: Interactive Television Commerce and the Consumer
Audience

Once a salesperson, TV is now a store. Television advertisements have always
endeavoured to cultivate a propensity to buy. Hitherto, in the U.S., “click-to-
purchase” applications that would turn ads into immediate sales have suffered from
insufficient technological and administrative infrastructure (to mediate exchange,
manage accounts, and arrange shipping—at commercial scale). Advertisers have
settled for buying access to presumably attentive audiences who cannot respond
directly. As control technologies equip viewers to avoid advertisements, stakeholders
are pursuing applications that make TV more of a direct-response marketing
medium, hoping to verify returns on investment. The linchpin of audience value, |
posit, is their capacity to consume. Integrating and critiquing perspectives of political
economy, institutional audience research, and medium theory of technologies, | map
a model of capacity to consume. It is a property of human viewers, but contingent on
the abilities and biases of technical communication systems. Interactive television,
featuring Internet functionality, enables viewers to respond to purchase-opportunities
embedded in advertisements and programs. Demographic data that have served as
indices for the value of audience members can be replaced by performance-based
measurements of actual buying behaviour. Essentially, t-commerce collapses
marketing and marketplace. While many challenges remain, stakeholders are
leveraging t-commerce to increase audiences’ capacity to consume, thereby
increasing audience value. Firms are also tailoring t-commerce services for mobile
devices, so users can take the TV storefront anywhere. The perceived profitability of
t-commerce has Canoe Ventures—the consortium of leading U.S. cable operators—
emphasizing it as a cornerstone of their vision for national, standardized interactive
television. | explore the implications for how people relate to TV and its content:
What happens to experiences with TV when the world of goods is not just on display,
but on sale? What does it mean when audiences are not just viewers, but what | call
viewing-consumers?
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Generation differences in media usage with focus on children audience of
Serbian Internet environment

This paper will be analyzing differences in media usage when it comes to different
generations in Serbian media environment with special focus on children. Since
older population is mainly oriented towards traditional media, while young people
spend more time using Internet, this research will question nature of these
specificities in motivation, habits, frequency and social implications of media usage.

In defining age categories, political and social conditions that had great influence on
people, media environment and media experience in Serbia, has been considered.
Differences in media usage of traditional media and Internet among five age
categories will be analyzed: 1) Postwar generation (older than 58/ born before
1952": 2) Boomers (44-57/ born between 1953-1966.); 3) X generations (32-44/
born between 1966.-80.); 4) Y generation (21-31/ born between 1981.-90.); 5) Z
generations (younger than 20/born after 1991%). Method used for this aim will be
secondary data analysis of project “Youth and new media technologies”, sponsored
by IREX Serbia.

Since there is drastic increase of Internet users among young population in recent
years, and some indicators suggest that children are aware of risks in Internet
environment, but behave irresponsibly often without any form of parental control,
special focus of analysis will be children aged 12 to 19 years. Focus groups will be
used to explore how this specific group uses and understands Internet: children’
motivations, expectations, fears, risks, consequences on the real life, parental
control, perception of parental role, strengths and weaknesses of Internet in general
for youth.

The main objectives of this paper are to map differences in media usage between
generations and to provide better understanding of the relationship between
children and the Internetin Serbia, which could help in developing strategies for
education, especially in terms of children media literacy, that is on very low level in
Serbia.

Barbara Mitra and Jenny Lewin-Jones
University of Worcester, UK

Distinctions in Facebook Language with Reference to Age and Gender

The social networking site Facebook has seen a rapid growth in the UK in the past
few years. Academic interest has largely focused on how people use social
networking sites to form online communities and technological spaces, whereas our
focus is the language and user creativity of Facebook. In this paper we seek to make
an empirical contribution to the research in this area, by highlighting the micro details
of Facebook newsfeeds. We investigate whether the use of Facebook is significantly



diverse in different age groups and between genders, considering aspects such as
frequency of posting, creating video content and use of language and linguistic style.
We explore whether Facebook has created its own language.

In order to investigate this, we examine 20 newsfeeds from each of 25 individual UK
users for detailed analysis and comparison. We also explore some of the ethical and
practical problems facing research into the use of Facebook, with particular
reference to teens. As the minimum age for joining Facebook is 13 years, we feel it
is important to include people in the 13-18 age group. At the same time, we capture
a sample of adult user activity across a wide age range (currently including 18 years
to 59 years).

Although the research is in its early stages there are indications that there are some
linguistic features of Facebook which reflect the language features of other forms of
electronically mediated communication. We hope to explore whether there is a
distinctive Facebook language across all ages and genders, although differences
between individuals in terms of their idiosyncratic style and individual creativity may
also be apparent.

José Manuel Noguera
Catholic University of San Antonio, Spain

What Do You Understand as Conversation? A Prelimina ry Study on
Motivations about Twitter in Spanish Newspapers Edi tors

After the fifth birthday of the most important microblogging plataform, Twitter had an
important role in the last international events such as Egypt, Lybia or China. The rise
of connectivity with smartphones gave to the citizens the ubiquity which helps to
make “citizen coverages” in every corner all around the world. In the new media
ecosystem, the collective discourse of the crowds is concentrated in spaces like
Twitter but journalism for microblogging is still at an early stage of transition
(Hermida, 2010; Garcia de Torres, 2011; Sawyer, 2011). As Cardoso underlined
(2011), we have challenges like relationships between media and citizens through
Twitter that remain to be overcome. Social media is not just a new dimension for the
citizens” lives, it is also a rising side for the journalism, which needs a further
research on how journalist understand their new relations with the audience. In this
sense, the present theoretical and methodological approach seems necessary for
finding if editors understand the nature of Twitter. From the framework of Niles
(2007), Lenhard and Fox (2008) and Hermida (2010), the purpose of this study is to
analyze the presence in Twitter of some of the most significant Spanish newspapers
editors in terms of visibility, topics and interactions with their audience. And in
second term and trough semi-structured interviews, a dozen of editors will show their
opinions about the real value of Twitter in terms of motivations that they have on
Twitter for talking every day with their audiences. What do they think about Twitter?
Do they really consider it as a system with its own "media logic"? Do they are looking
for new kinds of storytelling (open data, collaborative...)? This is an exploratory
study about the relations between what editors say and what they do really, and the
first findings will be presented.
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The Cultural Divide: Media Consumption and Use as S  ignifiers of Boundaries
between the Jewish and Arab Audiences in Israel

The present paper investigates the interactions between media consumption, social
status and ethnic identity as a basis for construction of identities and social
boundaries on the micro level among individuals and on the macro level among the
Arab minority and the Jewish majority in Israel.

On the micro level, as Bourdieu (1984) pointed out, cultural consumption assist to
construct boundaries between status groups by creating distinction between them.
As Gans (1974) claimed, within a taste public, cultural activities such as reading,
broaden cultural horizons for dominant social groups and narrows them for members
of the lower social strata (Kaestle, 1991) . Peterson's concept of omnivorous vs.
univorous cultural and media consumption, further expands and up-dates this notion
(Peterson and Kern, 1996; Peterson, 2006; Tak-Wing Chan, 2010).

On the macro level, for each social group its cultural products represent common
values, conserve a collective memory and past, strengthen the bond among its
members and contributes towards the strengthening of ethnic identity. (Katz-Gero,
Raz,&Yaish, 2006, Adoni & Nossek, 2007, Nossek & Adoni, 2007). Media
consumption contributes its share to the ethnic identification and strengthens the
cultural boundaries between the two communities. In this context, the language used
for reading and media consumption was one of our main variables. (Adoni, Caspi &
Cohen, 2006).

The paper is based on an Internet survey study of representative samples of Israeli
urban adults conducted in January 2011. The questionnaire included questions on
patterns of media consumption, ethnic identity, preferred language, preferred genres
and attitudes towards social use of media consumption.

Our findings demonstrate that differential patterns and social uses of media
consumption contributed towards the construction and enhancement of socio-cultural
boundaries between Arab and Jewish audiences in Israel. Each audience chooses
to consume media in their own language and prefer cultural contents which enhance
their national and religious identity. As expected, within each of these communities,
media consumption enhances sub-divisions according to social status and gender.
However these differences do not provide a common ground neither for
ominivourous or univorous consumers, nor for the people of same gender, neither
men nor women, from the two communities: within the same genres, popular or high-
brow, they consume different texts in different languages Our findings support other
studies' findings argument that cultural consumption can be a divisive factor between
the ethnic communities co-existing within the nation states (Morley and Robins,
1995; Artenie,2010; Bennet et al., 2009; Chan, Tak Wing, 2010).




Lars Nyre
University of Bergen, Norway

Refusing to Participate: Discourse-Ethical Complain ts from Ordinary Media
Users

Most people never participate in radio and television programmes. The reason is not
that they are lazy, or brainwashed by commercial television. They simply do not want
to speak in public until the editorial formats have become better in communicative
terms. At least this is what our informants told us.

The article focuses on critical statements about the media’s procedures for audience
participation, as formulated in qualitative interviews with 64 mixed population
persons in Bergen, Norway and Dublin, Ireland. Their statements are analysed
hermeneutically, and based on typologization we present a grounded discourse
ethics.

We identified five reasons for why people hesitate to participate in the media, and we
present them in the national contexts of Norway and Ireland: 1) unfavourable tabloid
impression of myself in public; 2) the ambiguous social status of the other people
who participate; 3) lack of civility among the editorial staff; 4) unequal treatment of
lay persons and professionals in public debate; and 5) it is also a political right not to
participate.

Interestingly, their complaints echo those of normative theorists of the public sphere
like Jirgen Habermas and John Dewey. This grounded discourse ethics is important
for the current academic discussion of the citizens’ participation in public life, as dealt
with optimistically by for example Henry Jenkins, and pessimistically by Andrew
Keen.

We found that our informants could formulate in great detail the reasons why they
didn’t want to comply with the debate formats of given media organizations. There is
not a sign of apathy or political indifference, it is sign that informants direct their
attention to other kinds of public engagement that are presumably more rewarding
than political participation.

Rachel O'Dwyer
Trinity College Dublin, Ireland

Media Publics: The Political Economy of Mobile Netw  orks

This paper concerns the relationship between mobile ICT networks and ‘media
publics’, using a term to describe collaborative and non-proprietary practices
emerging around the production, consumption and distribution of digitally networked
media. As digital computing matures and meshes with increasingly pervasive
networking technologies we are witnessing new media ecologies, that, it has been
argued, mark a shift from normative models of the media ‘audience’ towards the
more active and engaged stance the term ‘public’ infers.



While the majority of literature on media publics celebrates the nascent potential of
pervasive and decentralized network architectures to enable alternative models of
cultural production and exchange, this paper argues that a detailed consideration of
the models and politics of mobile media is absent from the literature. Notions of
mobile publics and ‘smart mobs’ are prevalent in media studies, and yet these
discourses often fail to consider the material substrate of the mobile network
(architecture, topology, protocols ad standards) and subsequently its role in shaping
the political economy of media publics.

Paying particular attention to the logical attributes of mobile networks, this paper
explores how non-proprietary media practices are alternatively constrained or
enabled by the technical design principles of the mobile Internet. Using a case study
of mobile ad hoc networks for rich media exchange, it highlights the many ways in
which mobile networks facilitate new models of political economy, but also points to
emerging proprietary interests that proliferate within mobile networks, and thrive on
the very characteristics — decentralisation, ubiquity - that are thought to facilitate non-
proprietary practices.

Didem Ozkul
University of Westminster, UK

Mobile and Located: An Analysis of Location Informa tion Usage on Smart
Phones

It is needless to say that mobile communication technologies blur the boundaries
between the real and the virtual by merging coinciding times and coexisting spaces.
With the introduction of mobility into everyday life, physical location has started to
loose importance, however, on the other hand, location information has also become
an important aspect of social interactions. As for Haythornthwaite and Wellman
(2002), “households, not individuals were often seen as the basis for supportive
relationships. But, with the mobile phones and the wireless Internet access, the
physical location has become less important”. In this context, mobility leads to an
abstract place; space however, with the availability of location-aware mobile
technologies, it can also lead to a lived in and experienced/constructed space; the
place. So, mobility becomes an important element in everyday life of a person for
experiencing both the social and the material world. In terms of urban life, the city
now does not end with the visibly observable as discussed by Gordon & de Souza e
Silva (2011), but “it contains annotations and connections, information and
orientations from a network of people and devices that extend well beyond what is in
front of (him)”.

Within this framework, this research aims to analyze users of the smart phones. It
will focus on locative features of applications. The sense of place and how the users
change their perception of space according to “being always located” will construct
the main concern of this study. In light of the above discussion, this research aims to
build an understanding of how individuals use locative features. Users’ perception of
urban space in relation to mobility will be discussed, accordingly.




Angela Partington
University of the West of England,UK

Co-Creative Production

This paper is concerned with creativity as an aspect of ‘participatory culture’: it is
intended as a contribution to ongoing debates about the relationships between
professional ‘creative practitioners’ (‘producers’) and everyone else (‘consumers’),
and about how that relationship drives cultural change. In particular it will argue that
our understanding of co-creativity depends on the development of research
methodologies which are not media-specific.

The knowledge economy depends on high level skills spread across the population,
while technological developments have re-opened debates about the
‘democratisation’ of creative production, and are stimulating the development of new
models of ‘co-creative’ practice.

If we put ‘co-creativity’ into historical perspective we can see that it does not
necessarily ‘democratise’ culture (inequalities persist), but it does perhaps stimulate
cultural heterogeneity and the proliferation of social distinctions (e.g. audience-
fragmentation), intensifying the unpredictability of consumer behaviour which
exacerbate capitalism’s tendency to crisis, while technological innovations perhaps
render objects and images more ‘visible’ as participants in the transformation of
identities and values.

Discussion of these developments can contribute to and strengthen our
understanding of ‘culture’ as a heterogenous, promiscuous, and conflicted product of
collaborative practices, actively participated in by both producers and consumers,
rather than something ‘produced’ by professional ‘creatives’ and ‘consumed’ by
‘users’. It can also contribute to the development of research methodologies which
are not focused on specific media and are therefore capable of furthering our
understanding of consumers’ participations in the 'creative industries’.

J.Ignacio Gallego Pérez
Universidad Carlos Ill de Madrid, Spain

DIY Festivals: Pop Fans and Local Scenes.

DIY Festivals have risen during last years in Madrid connected with the idea of
collaborative culture and the transformation of traditional relationships between fans,
industry and popular music artists. Based on previously research about fans
(Jenkins, Fiske, Hills), this paper tries to observe how indie-pop fans could connect
with other fans around the world to develop a transnational festival. And, in fact, how
they could effectively transform “traditional text” into new ways of relationship. Even,
they could be the event promoters.

Thanks to Internet and personal connections, an original festival that start in the 90’s
in New York, as Twee Fest, based on non-profit ideas, do it yourself and completely
self management arrived to Madrid (Spain) this 2011.



During last two decades, an important local scene has developed different ways of
public participation around indie-pop music. Fanzines, radio programs, blogs, video
Net channels, netlabels, festivals and different micro-media and activism activities
have arisen during two last decades. Some of these fans travelled to London Popfest
2009 and after connect with other international twee-pop fans they took advantage of
this experience to propose on People Like Us (an Internet Forum) the possibility of
organize a Madrid Popfest Festival.

In that moment | started my research with an ethnographical observation of the
forum activity and the organization mailing list and | did a qualitative study based on
12 interviews to the organizers. Besides, | have completed this paper with a revision
of some texts about indie music (Fonarow, Hesmondhalgh), new music relations
(Sinnreich, Yudice, Burkart & McCourt) and DIY history (Spencer).

In conclusion, this paper wants to make a reflection about some concepts around the
collaboration culture and DIY on different local music scenes connected on a
transnational level.

Chris Peters
University of Groningen, The Netherlands

Journalism to Go: Experiencing the Changing Spaces of News

Journalism studies scholars, students and practitioners are in need of new
perspectives to tackle the growing ‘crisis of journalism’. Crisis may be an apt phrase,
for there is little doubt that there are crises — of identity, of public confidence, of
business models — sweeping across the industry. While such concerns are valid, to
understand how audiences engage with information in the contemporary age, the
study of journalism demands a more nuanced understanding of what Soja calls the
“inherent spatiality of human life.” If we aspire to capture how multiple publics now
‘experience’ journalism, we must conceive of news consumption not just as
something we do, but as something we do in a particular place.

This paper considers how journalism is integrated into the social spaces of everyday
life and how when these spaces shift, the experience of news shifts as well. Its title,
‘Journalism To Go’ has a tripartite meaning relating to changing notions of space,
speed, and convenience endemic throughout the industry. Specifically:

1) Journalism is now produced to be transportable and its place of consumption is
increasingly mobile (Space);

2) Journalism is now produced to adjust for the faster pace of the information age
(Speed); and

3) Journalism is now produced to facilitate multiple channels of access and
interaction for audiences (Convenience).

This paper evaluates these changing spatio-consumptive patterns by interrogating
data on media use generated in Barnhurst’'s Life History & The Media project. This
project asks participants to write their own life stories of media use, to describe their



experiences, habits and so forth. What it uncovers is that moments of media
consumption do not simply take place in space; rather, the spaces of everyday life
are produced through these socio-cultural processes. In short, as the consumption of
journalism becomes increasingly fluid, our civic cultures are (re)configured.

Aneta Podkalicka
Swinburne University, Australia

Youthworx versus YouTube: Social Inclusion through Digital Media

This paper explores social experiences of media training and production in the
context of a community-based youth media enterprise in Melbourne, Australia, in
comparison with the possibilities of creation and distribution enabled by the Internet.
Youthworx is an example of many initiatives worldwide organised to contribute to
social inclusion through digital media. The project is characterised by a cross-sector
institutional structure, flexible pathways, and a mix of media pedagogies and outputs,
including workshop-based or one-on-one digital storytelling, radio or documentary
making offered to participating young people. It is a situated learning site of
supported co-creative processes and face-to-faced community-building, with young
creators and professional media practitioners working closely with each other. The
content produced at Youthworx is distributed via a local youth community radio,
project website, public screening events, and increasingly social media. YouTube, on
the other hand, is representative of a highly open Internet-based infrastructure,
dispersed creativity, and networked de-localised collaboration. There is an existing
body of work on media processes and social contribution of youth media projects like
Youthworx. However, with the rise of social media the role of such institutionally-
based collaborative digital media projects needs to be re-contextualised and re-
visited. Drawing on our long-term ethnographic research into Youthworx, combined
with secondary literature on social media, | will discuss different forms of
engagement with digital media across these two contexts. This will serve a basis for
my speculation about where added social value of projects like Youthworx may
reside in as compared to user-led creativity in the social media environment, adding
to new literature on social innovation, informal learning and creativity.

Cristina Ponte, José Alberto Simdes, Ana Jorge, Ric  ardo Campos and Luciana
Fernandes
Universidade Nova de Lisboa, Portugal

Integration and Audience Research: Digital Particip  ation in the Face of Social
Semi- Exclusion

This paper presents results from a research on digital inclusion and participation
amongst deprived children in Portugal, stressing the methodological challenges of
adapting questionnaires and the digital constraints those children experience. In
order to compare online experiences of children and young people, and their
parents, across Europe we took part in the adaptation of the cross-national EU Kids
Online survey (25 countries, 19 languages), including the translation to Portuguese
(see www.eukidsonline), Next, in the scope of a funded international project on



Digital Inclusion and Participation (http://digital_inclusion.up.pt) focused on socially
disadvantaged groups, we adapted part of the EU Kids Online survey to study 9 to
16- year-olds that use the Digital Inclusion Centres in the Escolhas [Choices]
Program, which is part of a public policy for social inclusion. The EU Kids Online
face-to-face questionnaire was adapted in order to be understood by children,
several of them living in non-structured families with low cultural and linguistic
capitals (Boudieu 1984) compared to the dominant standards. Therefore, a selected
group of questions on access, frequency, activities, skills and mediations were
adapted and asked to these children.

This paper discusses the issue of building methodologies that are apt to study
deprived children and the media. We then present the condition of children in
Portugal, the national context of digital access and the EU Kids Online national
results to set the context for an analysis of the resources, activities, skills and
mediations the deprived children and young people in this study revealed. Thanks to
the national program to distribute laptops and mobile internet access, these children
already have access to the internet, but the time spent online and the activities they
conduct are limited by the type of access and usually by a lack of digitally competent
parents. Some recommendations for this program to go beyond giving access to
provide tools for participation are offered.

Andrea L. Press and Francesca Tripodi
University of Virginia, USA

Feminism, Postfeminism, and New Media: Visible and Invisible Critique

Recent literature has discussed the content and popularity of “postfeminist”
(McRobbie 2007, Gill 2007) or “third-wave feminist” (Dicker & Piepmeier 2003; Reger
2005) positions among young women, and the widespread critique of second wave
feminism. Sexual issues are often at the crux of postfeminism and third-wave
feminism who see themselves, in alleged contrast to second wavers, as both
feminist and “sexy,” and characterize themselves as feminists but “with a wink”
(Douglas 2010; McRobbie 2007) which allows the expression of a “naughty” pre-
feminist sexuality.

The question we pose in the study is as follows: what are the contours and content
of the feminist critique which theorists argue is a component of women’s
postfeminist/third-wave position? If postfeminist women are indeed still feminist in
sentiment, but unwilling to express feminist sentiments due to their unpopular, de-
sexualized and overall negative image, the internet could provide a safe space for
the anonymous expression of feminist sentiments (Shirky, 2008). This study
capitalizes on mediated publics as a way to study such covert feminist expression.

College Anonymous Confession Board (CollegeACB) provides college students a
virtual and anonymous forum to voice opinions. ACB’s mission is to provide a “safe
space,” where everyone can say something “they're afraid to say out loud,”
(collegeacb.com). We analyzed discussion threads on ACB that focus on what we
define as a series of postfeminist issues, which include “hooking up,” “reciprocal
sexual expectations,” women’s body image, “eating disorders,” and others. In



conjunction with textual analysis of the posts in these subject areas, we have also
done an online survey and have organized small focus groups of students in order to
better understand who posts on ACB; who is motivated to answer critical, extremely
sexist and hostile posts; who posts on alternative “feminist” boards such as
“feministing”; and how posters’ gender and socioeconomic characteristics map onto
their posting activities.

Our findings to date suggest that male users contribute most of the content
pertaining to postfeminist issues, and that women do not use this board to express
feminist criticisms and responses. Similar to boyd (forthcoming), the most viral ACB
threads tend to be mean-spirited, extremely misogynist, and seem to be posted by
men. Surprisingly to us, few response posts challenge misogynistic content and
reaffirm feminist ideals. This contradicts the assumption that postfeminism and third-
wave feminism encompass a feminist perspective that promotes gender equality.
Our research suggests that the reasons for this silence are various and that at times
women’s posts conflict with their own deeply held beliefs. It points to the “public”
character and nature of even anonymous internet postings in some contexts.

Tim Riley
University of Westminster, UK

Social Media: Digital Content Creation & Sharing — A study of Three Age
Groups

The web has become a place where the development and use of dynamic
technologies has encouraged new communication channels. This has given rise to
web communities where the practice of creating and sharing content has become
commonplace.

The advent of web 2.0 technologies and the propagational use of social software
have provided user-friendly networking platforms for ever-greater numbers of
everyday users to communicate with ease. Today virtual communities form part of
the online landscape and web users now need little technical knowledge to generate
and distribute content online.

In the last fifteen years much research has been conducted into the online actives of
children and young people. Many web commentators have written with enthusiasm
of the, so-called, net generation and digital natives. However, little research has
been concerned with adult web users, their differing levels of digital literacy and how
they create and share content.

This study investigates how adults, at different life stages, engage with social media
and examines how they create, distribute and share content online. Content creation,
in the context of this project, is defined as an arrangement of visual and/or audio
material that requires some element of composition or editing.

The research is conducted using face-to-face interviews with UK adults, already
engaged in creating content, aged between 18-28, 40-50 and 65+. The interviews
investigate how these adults are creating and sharing their content, their use of web
technology and their levels of digital literacy, both technically and critically.



Mandy Rose
University of the West of England, UK

“We've created a community...” — Collaborative Practi ce and the Reinvention
of Documentary

As documentary producers have begun to take advantage of the affordances of
digital technology we have seen a rapid growth in work made in collaboration with
“The people formerly known as the audience” (Jay Rosen). As Henry Jenkins has
argued, such participatory practices aren’t without precedent; in the case of
documentary, today’s participatory and collaborative practices were prefigured in the
work of particular twentieth century flmmakers and artists (Jean Rouch, Wendy
Clark), and in Community Media and Access TV.

Building in some cases explicity on twentieth century models, today’s digital
producers are reinventing documentary as a collective undertaking. In this
presentation | will draw on interviews conducted with producers behind major
collaborative projects including Out of my Window, Global Lives, and Mapping Main
Street, and on the experience of my own practice-based research -The Are you
happy? Project. | will point to the historical precedents and driving ideas behind
these projects — a rejection of the Romantic vision of the artist, a prioritization of
process over product, a commitment to partnership, an interest in community — and
show how these are manifested in documentary work which is less a product to be
privately consumed than a relational practice (Nicholas Bourriard) in which meaning
is co-created with the ‘former audience’, both within production and in multiple
exhibition contexts.

Luca Rossi ! and Agnese Vellar ?

University of Urbino "Carlo Bo", Italy
University of Torino, Italy

Re-Broadcasting Glee: The Role of YouTube Rippersi n the Long Tail of Media
Distribution

The adoption of social network sites by fans changed the social structure of online
communities. The new form of online groups have been recently defined as a
“networked collectivism” (Baym 2007). While large part of the YouTube culture has
already been explored and described (Burgess & Green 2009) the parts where
YouTube culture and practices intersect with fan cultures has still to be investigated.
This new scenario rises a whole new set of research questions: which kind of social
structures emerges around YouTube videos? Do fans interact in the same way on
Official Channels and in Fan Channels? Which YouTube videos stimulate more fans
interaction through comments? In this research we combined a social network
analysis with a content analysis of both YouTube videos and user's comments with
the aim to describe the emergence of fan groups around the TV series Glee. While
Social Network Analysis techniques have been used recently to study user
generated contents (Bruns et al. 2010) their use within the highly complex YouTube
context has no of few precedents.



Starting from the analysis of the 100 most viewed Glee related YouTube videos we
have identified 4 kind of users sharing Glee derivative video: Official Glee
production, Mass Media, YouTube Star and Glee fans. While stars publish
transformative works, fans re-broadcast music scenes. However, fans have an
important role both in the building of YouTube Glee fandom and in the spreading of
the Glee brand. In fact, fan ripped videos rise a higher level of interaction and
comments and, at the same time, the sum of fans’ uploaded video views is higher
than official videos views. Therefore, a long tail distribution emerges. Finally,
retrieving the YouTube friends network of every profile we described the broader
Glee’ fans network pointing out the function of several kinds of users.

Max R.C. Schleser
Massey University, New Zealand

Collaboration and Co-Creation in the Context of Mob ile Filmmaking

The paper will investigate the role of audiences in collaborative and co-creative
mobile filmmaking projects ranging from local community to global media projects
such as Pangea Day (www.pangeaday.org/). Referencing on one side the current
industry developments (and business models) towards the Internet of Things/Mobile
3.0 and on the other side exploring cinematic technology through user-based
histories (Edgerton 2007), the paper will analyze the distinctions between
collaboration in community (Dunn 1997) and corporate co-creation practices
(Fronteer Strategy 2011). Max will draw upon the research that he conducted in two
international collaborative mobile filmmaking projects in 2009 and 2011 (see links
below). In addition he will refer to his work as a [mobile] flmmaker (www.mobile-
mentary.co.uk) which lead to commissions to conceptualize and conduct mobile
filmmaking workshops with local community groups for city councils and film festivals
in London and internationally (www.filmobile.net). He will analyze these workshops in
the context of DIY culture and point at the local significance in a global culture.
Furthermore the paper will argue that process driven and participatory approaches
require new frameworks to evaluate these media text. The paper will relate these
developments to the bigger picture of innovation through a user-based interpretation
of technology (Edgerton 2007) and will examine collaboration as a creative process
(Gauntlett 2011). Mobile filmmaking entered the mediascape from 2004 onwards
and not only introduced a new aesthetic but also established prospects for cultural
innovation. In the context of mobile filmmaking the paper will point at the
development in mobile video towards the sociability (de Souza e Silva 2006) and
‘connectivity’ of mobile media. In order to situate the role of audiences in
collaborative and co-creative mobile filmmaking projects in a wider theoretical
framework, Max will briefly compare and contrast the engagement of audiences in
the subsequent films: Chronique d'un été (Chronicle of a Summer) (Rouch/Morin
1960 France), Map my summer (Screen Australia/youtube 2011 Australia), Life in a
Day (Scott and McDonald/ youtube /National Geographic 2011 USA) and the Man
with a Movie Camera (Vertov 1929 Soviet Union). By means of studying these texts
the different agendas imbedded in collaboration and co-creation can be illuminated
and inform the new emerging paradigms of transforming audiences.




Barbara Scifo
Catholic University of Milan, Italy

The Sense of Place from Mobile Communication to Loc ative Media

This paper intends to investigate and contextualize the experience of place put in
place through the use of so-called locative media (generally understood as that set
of location-based services and / or location-aware technologies which strongly link to
physical locations), starting from earlier forms of social appropriation of mobile
communications. By putting in dialogue the recent literature on so-called "networked
places" or "net localities” with some empirical evidence of ethnographic matrix
regarding the social uses of mobile phones (including those | conducted between
2000 and 2008), we will highlight the strong continuity between the forms of social
incorporation of the mobile medium with the new forms of mediated experiences
enabled by locative media.

In fact, despite often mobile technology and the consequent ubiquitous availability of
information has often been evoked to emphasize the irrelevance of location,
theorizing processes of disembeddment of the experience from local contexts,
empirical research has rather shown that mobile communication, in its ‘vocal’,
messaging and visual practices, emphasizes forms of experience that are strongly
rooted in physical space. Moreover, these practices show the need for players to
embedd to localized and socially contextualized forms of interaction, allowing the
proliferation of connections between different social and physical spaces rather than
the ' weakening ‘ of the "sense of place".

From this point of view, locative media represent a further stage in the socio-
technological processes of re-location, pluralization and translocation of experience,
already embryonically present in mobile communications.

In particular, the paper will focus on location-based services as the result of the
convergence of Internet, mobile technology and GPS, which can enable tracking and
tracing of the self and of the others. These services will be investigated as a
development of practices of representation, expression and creation of socio-
culturally significant relations between the subjects and the real physical spaces,
which can generate forms of hybridization between the space of communication
flows and physical spaces, and so support new ways of managing social
interactions.

Maria Solomou
Indiana University, USA

Architects Transformed: From Consumers to Producers through Participation
in Social Gaming Contexts

This study explores players’ nature of participation based on the ways they are
positioned within a narratively rich online virtual gaming environment. Narratives
where players take up roles, engaging with the affordances and effectivities of the
space are determining factors of how they will perceive and work with ideas and



tools. Having a sociocultural approach in relation to the theory of transformational
play (Barab et al., 2009), this study investigates how players’ engagement in the
game’s narrative shapes and transforms their in-game creations. The narrative
design is based on Any Rand’s novel “The Fountainhead” and immerses players in
an experience where they must choose which of the two competing architects they
will align themselves with; the individualistic Howard, or the socially aligned
Peter.Throughout the trajectory players (124 elementary and middle school students
from countries around the world) developed their identities and were transformed,
from consumers of media and simply audience of products in the game, to producers
of a new form of media, 3D architectural design. This study provides instances
where players provided feedback to each other, and pushed back on their peers’
designs, as well as created their own 3D buildings based on the challenges and
constraints of their master architect.

This study draws our attention to the engagement that social media environments
can enhance and to the new types of learning that emerge through the new
participatory culture (Jenkins, 2004). It also highlights the importance of arts in the
digital age, especially in out-of-school contexts, and the implications for society. As
part of the popular culture, and the trend of the making arts, social gaming contexts
that afford creation through networked imagination (Thomas & Brown, 2009).

Asa St&hl and Kristina Lindstrém
Malmé University, Sweden.

Absent Present Labour in the Seams of DIY

This paper deals with the absent present (Law and Mol 2001) participants of the
participatory project Threads - a Mobile Sewing Circle, where people are invited to
embroider SMS by hand and with an embroidery machine. The aim is to broaden the
idea of who is a participant in collaborative media production. In our case: to
consider not only those who have gathered around the table of the sewing circles,
but to follow the suggestion by Haraway (2009) and ask ourselves to tell richer
stories about who else we are accompanied by.

Typically those who come to the sewing circle are people with enough time to sit
down and spend some hours on embroidering SMS in textiles, socialising and
engaging in conversations on the concerns brought up in the temporary assembly
(Lindstrom and Stahl 2010). Whose concerns are excluded and silenced?

Absent present participants in this context are those who do not fit into stories of
online/offline creativity, DIY and craft movements but have put labour into the
existence of these creative practices, sometimes without knowing so.

Minahan and Wolfram Cox (2007), who write about the Stitch 'n Bitch movement,
point to those who are not included; those who put together circuit boards on
assembly lines and weave textiles. Their absence is partly due to the digital divide,
and partly because craft lower costs or brings income to the household, rather than
associating craft to nostalgia or activism.



As media and communication researchers, who do research through our own artistic
practice, we can try to set at least a flickering light onto those who are made absent
present, by putting the marginalised into our stories.

Guy Starkey
University of Sunderland, UK

Local Audiences, Local Media: The Impact on the Pro  vision of Local Media of
Recent Developments in Regulation and Technology

This paper explores some effects on audiences of changing practices in the
provision of local media content, with a particular emphasis on the relationship
between progressive relaxation of regulation in the commercial radio sector and its
wider impact on ownership. Issues around ownership, consolidation, political
economy, technological advance and regulatory expectations of commercial
operators will be contrasted with a range of developments in the production and
distribution of local content through new media.

Since the beginning of legal, land-based, local commercial radio in the United
Kingdom in the 1970s, various changes in the regulatory environment have
combined with lowered expectations around the provision of speech and advances in
production and distribution technology to bring about radical change to the ways in
which the sector is operated. These are particularly apparent in the provision of local
news, which now exploits synergies in group ownership and new forms of content
sharing that were once unimaginable. Programming is also losing its direct
connection with local audiences, in that it is becoming more generic and less
representative of local cultures, tastes and paradigms.

New media forms have emerged to, wittingly or unwittingly, fill this emerging void,
including blogs, hyper-local web sites, content aggregation and the like. Are they
sufficient, though, to fulfil the needs of local audiences for content originated,
developed, managed and distributed locally?

The paper draws on research for the forthcoming book on globalising trends within
the radio industry, Local Radio, Going Global, to be published by Palgrave Macmillan
in September 2011, as well as for Radio Journalism, which the author co-wrote with
Professor Andrew Crisell (Sage 2009) and further research as a member of the
COST action Transforming Audiences, Transforming Societies.

Toshie Takahashi
Rikkyo University, Japan

Risky Engagements or Opportunities? A Comparison of Youths and Their
Engagement with Digital Media in Japan, UK and US

Today'’s youths are likely to be actively participating in an online community or other.
As the distinctions between online and offline, and public and private, become
increasingly unclear, the risks and opportunities they encounter through their media



engagement also rises. Therefore, this paper argues, the notion of media literacy
needs to keep up with how youths actually engage with digital media.

Key to my arguments is the concept of ‘audience engagement’. It encompasses the
multiplicity of audience activities envisaged within active audience theories in both
Western and Japanese media audience studies, including uses and gratifications
studies, audience reception studies, as well as Joho Kodo (information behaviour)
research. It is also a concept that avoids the active-passive dichotomy and includes
any type of engagement from merely turning on a computer or mobile phone to
critical and political engagements through digital media.

Methodologically, | employed a comparative perspective, drawing on the insights of a
‘multi-sited ethnography’ (Marcus, 1998). My ethnographic research began with a
study of Japanese engagement with media and ICT in Tokyo Metropolitan Area from
2000 until 2010. This paper will compare with the case in the UK and US, where |
conducted in-depth interviews and participant observations between 2010 and 2011.

So, what can we understand about the role of media in the everyday life of young
people? In this paper, | will limit myself to eight dimensions of youth engagement
with media: information-seeking activity; critical interpretation and judgement; world-
creation; play, performance and simulation; tactics; formal/informal learning; share;
and participation. The paper then shifts to consider the implications for an updated
notion of media literacy. What are the new opportunities and risks faced by young
people engaging with digital media? Examples include: cyber-bullying; abuse of
privacy and personal information, hacking; digital tattoo; stalking, paedophiles;
control from institution; and addiction.

Sarah Talboom and Jo Pierson
VUB (Vrije Universiteit Brussel), Belgium

Trusting Strangers? Conceptual Exploration of Trust Formation in an Online
DIY Environment

During the search for relevant information in the context of mass self-communication,
people are increasingly being confronted with a lot of online content created by
Internet users who are not considered being typical experts (such as journalists,
researchers or professional writers). Content creation is easier than ever with DIY
social media tools and each user has - at least in theory - the opportunity to ‘write’
and disseminate. Besides the optimistic expectations about user empowerment, this
abundance of (user generated) information raises questions concerning the issue of
trust. People are increasingly connected but how do they differentiate between
trustworthy and untrustworthy information online? In this paper we build up an
understanding of the way trust is constructed in an online, creative community
environment, starting from existing literature regarding trust in offline contexts.
Current online trust research often focuses on the importance of trust for knowledge
building in virtually dispersed teams or on the construction of trust in commercial e-
commerce settings where confidence is needed to establish brand loyalty and
encourage online purchases. Little attention however is paid to the role of trust and
trustworthiness during the search for (reference) information such as how-to and



self-aid recommendations. This theoretical paper offers an overview of traditional
trust research and incorporates views from mediated interpersonal communication in
order to underpin a construction of online trust and to overcome often-problematized
issues such as the lack of face-to-face contact. Furthermore, we look at the
traditional division between slow and swift trust and use these two concepts — which
originate from classic organizational literature — to hypothesize that the way trust in
online advice is formed, depends on the kind of user or consumer. For this purpose,
a user typology is formulated. The overall goal of this study is to extend the work on
traditional trust research and to embed these classical views in an online search
context.

Jennifer Terrell
Indiana University, USA

Making Magic: Wizard Rockers as Designers of Digita  Ily Mediated Experiences

This paper is based on an on-going ethnography of how fans of JK Rowling’s Harry
Potter series participate in a phenomenon known as “wizard rock,” a collective of
musicians who write, record, and circulate original music inspired by Harry Potter,
and how they and their fans use social media such as YouTube, Facebook, and
Twitter. The paper has two main arguments. First, it argues that audiences of new
media are not only active producers of cultural texts, but they are also active
designers of digitally mediated social interactions and experiences. The ethnography
explores how these musicians and fans use multiple media in order to create
sophisticated social interactions and how, in doing so, they become active designers
of digital experiences. Audiences are thought of as active producers of cultural texts
rather than passive culture consumers. As we know that the reading of a text is not
passive, we must also strive to understand the agency fans, and by extension people
in general, can display in engaging with social media.

Most online interaction in wizard rock is distributed unevenly across multiple social
media. This leads to the paper’s second analytic point, one referencing the on-going
discussion of the extent to which a digital medium shapes human behavior. As
designers of digitally mediated experiences, fans generally employ multiple social
media to achieve their goals. However, if research (as is often the case) focuses on
a single communication channel, results tend to grant the medium a disproportionate
amount of agency. When research encompasses the multiple media used in social
interactions, we see even more strongly how those who use social media are not
passive users limited by what is possible with any particular medium, but active
designers of mediated experience as they switch between media and manage
multiple channels for their own purposes.




Hayley Trowbridge
The University of Liverpool, UK

Searching for an Audience or: How Fox Searchlight L  earned to Love Social
Networking Sites and Connect with Its Audience

Film is no longer being seen as, and perhaps never was, an autonomous medium in
which images are recorded onto celluloid, developed and then projected onto a
screen in a theatre for an audience to watch. Instead, film has become a cross-
platform product that is largely embracing digital technologies, specifically within
production and post-production and increasingly so in distribution and exhibition.
Consequently, in line with media convergence, the culture surrounding it and
technological advances, film is in the process of evolving in numerous different
directions.

Whilst scholars have dissected how digital technologies have impacted on the
aesthetics of film, what has been largely ignored is how filmmakers and companies
have used such technologies to connect with an audience, and in turn how
audiences have utilised such tools to interact back. The growing prevalence and
variety of social networking sites like Facebook and Twitter, and websites designed
for users to upload their own content, such as YouTube and Flickr, have played a
key part in opening up avenues for a dialogue to exist between film producer and film
audience; in some cases the later taking on the role of the former.

In recent years, the ‘indie’ label, Fox Searchlight has particularly embraced such
sites and opportunities to connect with their audience. Fox Searchlight regularly uses
its Facebook and Twitter accounts to disseminate information about forthcoming film
releases, competitions, news stories and such. As part of its 15" Anniversary
celebrations Fox Searchlight has devoted a webpage to user-generated-content
such as movie mash-ups, music videos, and cover versions of film songs. What this
paper seeks to examine is the web-based strategies that Fox Searchlight has used
to connect with its audience, and how audience members have utilised such tools to
interact with the company and to also how they have appropriated Fox Searchlight’s
films in their own ways. The paper will demonstrate the multiple and fluid ways that
social networking sites have opened up the discussion of film, and opportunities for
audience interaction.

Hilde Van den Bulck and Nathalie Claessens
University of Antwerp, Belgium

‘She’s so fake, it makes me sick: A Comparative An  alysis of Audience
Reactions to Items on Celebrity News Websites Peopl e, Heat and HLN

Online news media increasingly provide audiences with new means to communicate
about news. Nowhere is this more the case than in celebrity news. Around the globe
and almost in real time, people read about and comment on Lindsay Lohan’s trip to
rehab, Elton John adopting a baby or Angelina Jolie’s latest red carpet gown. At the
same time, local communities have their own celebrities, of great local fame but
unknown internationally. Taking the American People, Uk Heat and Flemish HLN



websites as a case in point, this paper provides an analysis of audience responses
to online celebrity news items of a sample of ten artificially composed weeks
between January and October 2010.

The aim of this strudy is to analyse online audience reactions to celebrity news items
as they vary (or not) according to the global or local reach of the celebrity and to
analyse the impact of parasocial interaction, personal experience and peers on the
way audiences react to celebrity news. A quantitative comparison of the amount and
nature of celebrity stories and audience reactions to this news according to medium,
topic and celebrity characteristics is set up to answer the following research
questions: If and how are frames used in the news items reflected in audience
reactions?; If and how do the type of topics in and evaluative nature of audience
reactions differ to those in the news items?; If and how is any variation between
reacties and news items determined by an audience members’ expressed parasocial
relationship with the celebrity, by expressed personal expericnes and/or by
communication with peers (defined as other people reacting to the news item)?; If
and how do audience online reacties differ according to the celebrity’s local/global
status?

Preliminary results suggest that while all media focus more on global than local
celebrities, audiences comment far more on the latter. Coverage focuses on
celebrities’ professional and love lives while readers are more interested in their
appearances. Interestingly, regression analyses indicate that readers often adopt the
article’'s frame and evaluative nature. Yet, audiences tend to be far more evaluative
of local stars then the media. Additionally, readers’ parasocial interaction with the
article’s celebrity and personal experiences with an issue are important mediators of
the acquisition of the media frame, while peers seem less relevant in this regard.

Nadia van der Merwe
University of Johannesburg, South Africa

Envisioning the Interactive Audience: The Case of S  outh African Soaps

It is now widely acknowledged that the Internet has impacted on the production-
consumption dichotomy, thereby paving the way for a potentially more symbiotic
relationship between broadcasters, TV producers and fans. The digital revolution has
empowered new media consumers to store, explain and interpret, appropriate,
recirculate (Jenkins, 2003) and remix (Matyus, 2008) media products. Although the
symbiotic relationship between fans and producers predates the digital age
(Pearson, 2010), Web 2.0 harnesses collective intelligence and therefore enables
richer fan experiences (O'Reilly, 1998). The Internet also makes fan engagement
and interaction more explicit and public (Ford, 2008).

Soap opera fans, especially, have been known to create social networks around their
favourite soap operas (Ford, 2008). They have also been among the first fan
communities to take to online networks. Currently, the seven locally produced (i.e.
South African) soaps are using new media technology to varying degrees, this
providing a platform for enhanced viewer/producer interaction. But as Burgess



(2006:203) aptly notes, “democratic media participation can no longer be limited to
who gets to speak but also who is heard and to what end”.

Against this background, the paper aims to present a nuanced understanding of the
audience/producer relationship within the South African multimedia soap opera
context. To this end, three questions are addressed in this paper: (1) How are
interactive audiences conceptualised, understood and managed by the respective
production teams? (2) How much participation is available to the interactive audience
on the new media platforms harnessed by the respective production teams? (3) To
what extent do the respective production teams harness Web 2.0 tools to enrich fan
experiences? In order to answer these questions, in-depth interviews have been
conducted both with webmasters and the online teams of the respective soap
operas. Additionally, qualitative and quantitative content analyses of official or
production-created online forums (including blogs, websites, discussion forums and
Facebook groups) have been investigated.

Jasmijn Van Gorp
Utrecht University, The Netherlands

Visualing the Invisible: Self-Representations and M edia Use of Ex-Yugoslav
Women in the Netherlands

In the Netherlands, ex-Yugoslavs are one of the largest ‘new’ migrant communities.
However, little is known about their roles as consumers and producers of media
cultures, and the roles that media play in informing their feelings of belonging and
their identities. This research aims to investigate the role of media and culture in the
ex-Yugoslav diasporas in the Netherlands by making the invisible visible in two
ways: (1) creating self-representations of ex-Yugoslav women as producers and
consumers of culture and (2) displaying these self-representations in the public
space of a museum.

The research is split into three parts: photo-elicitation interviews, focus group
interviews and an exhibition. Ten ex-Yugoslav women participated in this study, of
different ages, generation, living area, occupation and ethnicity. First, the women
have been asked to take photographs of themselves and their environment during
one week. The photographs should visualize the participant’s identity: how do they
see themselves?; what are the signifying practices in their everyday lives? In
addition, they had to visualize their daily media menu. The photographs were used
to invoke comments, memory and discussion in the course of a photo-elicitation
interview. In the second part, the constructed identities have been explored by
means of a focus group interview, in which all women participated and gave
comments on the identities and media visualized in the photographs. In the third
part, the self-representations are shown in an Amsterdam museum. The exhibition
puts the private, invisible identities into public, visible display. The mere fact that the
pictures will be shown publicly posed a challenge to the women’s assignment.
Moreover, the exhibition created an incentive for the women to show themselves as
they wanted to be seen by others. In this paper, | will specifically focus on the role of
research methodologies in the creation of borders between the public and the
private on the one hand, and the visible and the invisible on the other hand.



Mikko Villi
Aalto University, Finland

Social Curation of Media Content: From Professional Curation to the Audience
Network

Social curation in the media context refers to media content consumption and
distribution as a shared social experience in the online environment. It is about
sharing, linking or tagging such media content that people find relevant, funny or
interesting enough to be worth for also others to read, listen or watch. People share
links in e- mails, post news stories on their Facebook walls and in their Twitter
streams, or plainly tag or like certain media items. The curators that serve them
might be their friends or then non-familiar people who they follow e.g. on Twitter. The
importance of curated co-distribution as part of the participatory media culture is
growing, as for instance, in the US already 75% of the online news audience gets
news forwarded through email or posts on social networking sites (Purcell et al.
2010).

A printed newspaper is thoroughly curated by professional journalists. Online, the
audience network is increasingly in control of the selection and distribution process.
Social curation — or collaborative filtering — can also be considered as citizen
journalism, where the users sift through information in order to discover the most
relevant and important pieces of content (Bruns 2007). For media companies, the
curators act as unpaid distributors of their content, however most of the content they
distribute can be consumed without charge, so curation is not often a source of direct
revenue for media companies.

The purpose of the paper is to examine social curation in the context of the media
industry and contribute in particular to the research on co-creation (Merrin 2009;
Ritzer & Jurgenson 2010). | present results from a qualitative study among the
personnel of a Finnish tabloid newspaper, including journalists and marketing and
development personnel. Preliminary results from the study indicate that social
curation is valued as a means for news circulation, but it also has an important role
as a "radar” exposing the agenda and interests of the audience.

Rob Watson
DemonFM, UK

What's the Difference that Makes the Difference — D emonFM & Social Media

In this presentation | will report a set of on-going observations about the use and
development of Social Media as it is used to support DemonFM. In addition | will
guestion the theoretical implications of a move from traditional forms of hierarchical
media organisation to a flatter, social media form of organisation.

Background:
DemonFM is a volunteer run community radio station based at De Montfort
University, and is primarily run by students, with some additional support from



volunteers from Leicester's media and arts communities, colleges, -cultural
enterprises.

Social Gain Objectives:

DemonFM has several Social Gain objectives agreed with Ofcom, through which it
provides a platform for young people in Leicester to create radio content that is
relevant to their lives and experiences; while at the same time providing training
opportunities for young people to learn to express themselves in a way that
enhances understanding, discussion and shared opinions.

In addition DemonFM will soon be gearing-up to develop it's capability in several
areas, which include:

Community News Hub: DemonFM’s news provision is in need of development.
Working in partnership with colleagues in the Faculty of Humanities and the Faculty
of Technology, DemonFM is looking to develop joint taught modules in broadcasts
and community news that will use DemonFM as a platform for skills development for
media and journalism undergraduates. This collaboration aims to work closely with
Leicester's Citizens Eye, an active community media news hub, and will further
innovate and expand the news capability of the station by harnessing the potential of
citizen journalism, social media and user-generated content.

Live Music Platform: DemonFM has had some success developing a reputation as a
provider of distinctive broadcast live music and performance that showcases the
talents of bands, performers and DJs, from Leicester and beyond. Volunteers
recognise that more can be achieved in this field, with a more integrated approach to
the showcasing of music throughout the daytime and evening schedules. DemonFM
aims to be Leicester’s radio-hub for talent and passion in music and creative arts for
young people.

Social Media Development: DemonFM operates as a not-for-profit social enterprise
that is dependent on the contribution of its volunteers in a non-hierarchical and social
esteem driven manner. Adopting this approach necessitates a view of organisations
that is de-centred, inclusive, and consultative, and which allows all volunteers to feel
valued for their contributions. As a platform for research into the role and
opportunities of social media, DemonFM is being used as a case study for my PhD
research with the Centre for Computing and Social Responsibility.

Eileen Wattam
University of Salford, UK

User Generated Concerns: A Study of Community Repor ters and User
Generated Empowerment

The key feature of the era of so called ‘social media’ can be said to be the capacity
of audiences to produce as well as consume content in various forms online. Terms
such as ‘social media’ and ‘user generated content’ have become surrounded by the
persuasive concepts of empowerment, democratisation and participatory media as
people find their voice and take control of the Internet. Beyond this hype and rhetoric



guestions about the actual implications of this transformation are beginning to be
gueried. Some scholars are pushing for a more critical and balanced perspective
which explores the related issues of power relations, exploitation, ownership, ethics
and privacy (Beer and Burrows, 2007; Petersen, 2008; Baym, 2009). This paper
seeks to contribute to this discourse through exploring the experiences and attitudes
of community reporters, trained through a programme developed by a community
development organisation, Peoples Voice Media, to empower people to tell their
stories and those of their communities online. Based on a series of interviews, as
part of two qualitative studies, the paper highlights perceptions of empowerment
associated with participation through ‘community reporting,” a concept founded in
part on the perceived new opportunities of ‘technology in the pocket.” In addition, a
more critical perspective is offered through a discussion of emergent concerns as
voiced by the participants including concerns related to privacy, consent, ownership
and ethics. Drawing on a science and technology studies (STS) perspective the
paper also makes an original theoretical contribution to this underdeveloped area by
utilising the analytical framework of domestication, (Silverstone et al., 1992;
Silverstone, 1994) in order to illuminate the complex socio-technical arrangements
which make up the community reporters programme and thus shape empowerment
perceptions and concerns surrounding the new found capacity to capture, produce
and distribute content online.

Helle Wentzer, Tove Arendt Rasmussen and Thomas Mos ebo
Aalborg University, Denmark

Social and Audiovisual Media in the Hermeneutical C ircle

The presentation makes the overall argument that social and audiovisual media such
as user generated video clips on You Tube and discussion groups on the Internet
can be analyzed and conceptualized by applying a hermeneutical understanding and
especially the theory of text and reading by Paul Ricoeur. His three readings — the
naive, the negotiated and the critical — imply different roles of reader/user which we
will relate to the production of content on You Tube — and on some other social
networking sites, sundhed.dk. We will make the argument that the third critical
reading reaches its point of fulfilment when the reader/users are co-producing a
common meaning: they are exploring the world by means of their production of text
and image — and they try to make a social meaning by means of both individual inner
dialogue with the text, production of a text and a collective explicit dialogue
consisting of comments and meta-communication. In short user-generated contend
is about an audience who in their ‘writings’ actively keep the social attention and
communication going.

The social aspect of the media will be discussed in terms of sociability as it is
understood by George Simmel. The point here is that sociability is the
communicative “style” of sociable interaction, and we claim that being sociable within
the media is taking on a new form, which in some respect functions as phatic
communication. Central to this discussion about the sociable and the phatic will be
the concept of representation and performativity: If much of the communication is
phatic and lacks new information — how should we then cope with the massive
amount of self-representation and self-performance in the social media? And what



might be the hermeneutical meaning of what is going on? Or in Ricouer's word —
what is it the question to which the social media’s content and communication is an
answer?

Natasha Whiteman
University of Leicester, UK

Digital Dunces?: Exploring Accounts of Incompetence and Uncertainty in New
Media Use

Discourses relating to contemporary forms of popular and new media audiencing
often emphasise success in the description of participation, interactivity, sharing and
production. Audiences are described as moving across platforms and environments
apparently with ease, creating, obtaining and sharing content as they go. Fans
download episodes of TV series; pirates upload Hollywood blockbusters; YouTube
users create and post videos; others stream content on their mobiles or spread their
words using Twitter. This emphasis suggests that audiences are literate, or
confident, in the use of technology and implies competence in the achievement of
certain aims (the ability to obtain specific types of media content or to attract a
following, for example).

Yet new technologies can also provoke uncertainty, fears and confusion. This paper
examines media consumers’ accounts of their use of new media technologies to
access and exchange media content. Rather than celebrating success, however, the
focus here is on technological mis-steps: media consumers’ incomplete or otherwise
“unsuccessful” experiences with new media. Based on analysis of interview data
generated during a British Academy funded study exploring the ethics of
contemporary media audiences, the paper explores media consumers’ accounts of
“failed” engagements with technology, their understandings of risk and their
relationships to sources of guidance and support. The paper examines the strategies
by which individuals discursively establish their technological illiteracy in their
descriptions of their media use and how the performance of incompetence is tied to
the construction of identities in the interview data. In exploring these issues the
paper challenges idealised notions of new media use.

Wendy Willems
University of the Witwatersrand, South Africa

Collisions between Old and New Media: Convergence C  ulture in Zimbabwe

Audience scholars engaging in reception analysis or text-based response studies
have used a range of methods to elicit responses from viewers, listeners or readers.
However, these approaches have often ignored ‘unsolicited’ forms of media
commentary which are already circulating in public domains. New media such as the
internet and mobile phones increasingly constitute new spaces in which audience
members discuss, evaluate and debate mainstream media. The practice of media
commentary should be understood as an intertextual practice which responds to and
is intricately connected to other media texts. However, while commentary can be



directed at particular media texts, it is defined here in a broader sense as the ‘meta-
discussion’ about media. It therefore also comprises statements about the legitimacy
of media institutions or about the nature of viewers of particular television
programmes.

In the specific African context, old media — i.e. oral culture, rumours and jokes —
have always played a crucial role in enabling participatory media cultures but new
media offer audiences fresh opportunities to comment upon the affairs of the state
and its media outlets in a different manner that is discrete but also potentially risky,
either moderated by broadcasters or newspapers or unregulated via SMS messages
on mobile phones or social media. In many African countries, the state continues to
play an essential role in shaping the media environment. Convergence then is
primarily understood as the dialogue between state-owned media (rather than
corporate media in Jenkins’ original definition) and small, informal media
technologies used by ordinary people. Focusing on convergence culture in the
context of the ‘Zimbabwe crisis’, this paper explores what opportunities remain for
audiences to use, adopt or contest media content through both old and new media
technologies within the constraints imposed by the state, and to what extent these
practices might pose challenges to state power.

Tamara Witschge
Cardiff University, UK

Digital Participation in News Media: ‘Minimalist’ V  iews versus Meaningful
Interaction

As mediators of the ‘public,’ news media play an important role in modern-day
democracies, enabling audiences to participate in public life. The interactivity of the
web has been an important driver behind the ‘demotic turn’ (Turner, 2010), where
the audience increasingly participates in the public domain; has more opportunities
to produce their own media content, or even their own media; comment on and
challenge mainstream news; and seek alternative platforms of public information.
This paper challenges existing research that uncritically views interactive tools that
enable audience patrticipation as evidence of a democratisation of news media. It
argues that these studies do not properly address the complex interrelation between
journalism and the public, nor identify the (lack of) implications of such participation
for democracy. This paper provides a critical reflection on the changing role of the
public in news media, and addresses the question to what extent this provides for
meaningful citizen participation in the public sphere. Based on original empirical
research (150 interviews with UK journalists) complemented with existing
international research, it shows how a ‘minimalist’ view of participation that is driven
mainly by economic motives dominates in the news field: the forms of participation
endorsed by the news industry do not challenge the existing power relations in the
news industry nor allow for meaningful participation in the public domain. In this
paper | reflect on the role of online news media in participatory democracies,
examining the current and future role of both the audience and the journalist in this
changing context. | argue that, to understand the demotic turn in news journalism
and its implications for democracy, we need to look beyond the technological



innovations, and consider the social, cultural, political and economic contexts of
news media.

Maren Warfel
University of Erfurt, Germany

“I'want it all” - Adolescents in the Convergent M edia World

Today’s media landscape is marked by two forms of convergence: Firstly, a technical
convergence can be observed, which describes the merging of transmission paths
due to digitisation and the associated erosion of boundaries between formerly
segregated media services and the development of multiservice terminals. Secondly,
a convergence of media form and content becomes apparent: Increasingly, identical
or similar content is presented within various media and through multiple
transmission routes respectively. Such cross-media strategies aim at the
development of media brands which offer synergetic effects through cross-media
references and marketing for media suppliers. For the reception of media content by
the people this implies, that appropriation of popular media content today happens
often via the usage of multiple media forms and devices and via several media
activities. Beyond this it has to be considered that beside the appropriation of content
in its various forms which are produced by professionals and under the terms of
commerce there is a lot of user generated content made by fans as well as the
possibility to communicate via chat or fan forums or to create and publish e.g. texts
and videos. All these forms of appearance of one and the same content and the
possibilities to process this content via mediated interpersonal communication and
creative production characterize media appropriation in the convergent media world.
Following this, the paper presents selected empirical data of a qualitative long-term
panel study. The data was gathered in depth interviews with 13 adolescents (born
1990 -1992) in 2006 to 2011. This analysis is founded on content-related access
motivation — in particular media-related content preferences — based on which young
people turn towards the convergent media. This paper points out some aspects of
the way in which adolescents appropriate content in the convergent media world and
discusses the impact of growing convergence on socialisation processes and identity
construction.




PANELS
Panel I: Genre as an Analytic Tool in Contemporary Media Environments
Panel Description:

While the study of genres is a highly theorized avenue in film and television studies,
genres are transforming in the face of digital, interactive, networked and participatory
media. What are the generic features of new aesthetic formats such as virtual
worlds, digital art, online games and social networks? What models of participation
are emerging as a consequence of user generation and sharing of content? What
are some emergent narrative styles and in which ways are they challenging existing
conceptualisations? Is ,genre at all a useful analytical tool anymore? With the
increased multi-platform productions of news and entertainment, opportunities for the
creation of new media genres and narratives emerge, adding to previous cross-
media mixes such as infotainment, edutainment, etc. What new genres can we see
developing in multi-platform environments? How are media audiences and users
drawn into textual production, and with what consequences? How can textual
engagement be understood in this new environment? What textual practices are
privileged by the digital technology? These are some of the questions we hope will
be addressed by this panel.

More specifically the panel draws together European scholars reflecting on the uses
of genre as analytic tool for reaching a further understanding of new textual forms,
production strategies, and participation practices. A special focus is placed on the
function of genres in the interplay of production and consumption, and the
negotiations that representatives from these two spheres are involved in. The
examples given range from practices formed around web production and social
networking media as well as broadcast reality genres, and the cross-media features
of these.

Panelists and Papers:
Paper 1:

Jelena Kleut
University in Novi Sad, Serbia

Genre Perspective in Web Site Production

This paper presents the research findings about the ways by which the production of
web sites is guided by understanding of the genres that are being produced. This
process of production is conceived as negotiation between professional web
designers and other people involved in setting up a web presentation. Genres are
seen from social semiotic perspective as cognitive frameworks that guide production,
interpretation and use and as kinds of texts which link certain types of producers,
users, topics, media, manner and purposes of communication. In the process of web
site production genre perspective acts both from the side of web designers, who
have accumulated knowledge of certain genre types through the course of their
work, and from the side of organizations, which have knowledge about purposes of a



website and its intended users. Whether empirically obtained or intuitive, pre-
understanding of users is one of the elements to be negotiated in the process of web
site production.

In-depth interviews with negotiating parties, professional designers and
management, and content analysis of websites are used to obtain data about genre
perspectives in web site production. Since the focus of the research is on genres
communicative purposes and intended users, the analysis includes the production
and content of three types of web sites — news site (audience), commercial web site
(customers) and political party web site (voters), corresponding to the three
constructed user groups.

Paper 2:

Fausto Colombo
Catholic University of Milan, Italy

The Past is a Shared Country. How Social Media Part icipants Collaborate to
the Definition of the “Nostalgic” Genre

Nostalgia has been, since the end of WWII, one of the most successful cross-media
genres.... The social phenomenon of nostalgia has been described by the
sociologists as a mix of individual and social attitudes, enforced or weakened by
cultural and/or political strategies. Very often the industry of culture uses nostalgia as
a tool for involving publics and audiences, for instance in movies, tv programs,
advertising campaigns. In these cases audiences are supposed to be susceptible to
the charms of the past. In addition, many researches demonstrate the importance of
the experiences people did when they were young in building the we-sense of their
generation. Therefore, we can suppose that the use of stories set in a certain era of
the past allows people who were young in this period to identify themselves in the
characters and to have nostalgic feelings. Web 2.0 is full of sites inspired by the
same strategy of nostalgia. In many cases they are open to the users contributions.
The paper wants to analyse those contributions in order to understand whether the
role, the style and the contents of user generated content follow, integrate or
contradict the traditional nostalgic genre of cultural industry. The examples will be
drawn from Italian on-line grassroots production of nostalgic revivals from the Sixties
and the Eighties.

Paper 3:

Sonia Livingstone
London School of Economics and Political Science, UK

From Textual to Participatory Genres: Following Aud iences Across Contexts

The contemporary media and communication landscape complexly interweaves
interpersonal communication, print media, networked telecommunications,
information resources and, still important, audiovisual mass communication. With the
advent of digital technology, communication forms are simultaneously converging
and diverging, ever more personalised yet also more globalised, increasingly



intersecting with and underpinning the infrastructure of many or all domains of social
and political life. These processes of convergence and divergence are taken forward
not only by the innovativetechnological and market practices of major corporations
but also by the symbolic and material practices of audiences as they embed media
contents and platforms into their everyday lives. This raises interesting theoretical
and methodological challenges for researchers attempting to follow these processes.
As part of a larger project on young people engaging with digital media learning
opportunities, this paper examines one concept that may offer some theoretical and
methodological purchase on these processes, that of genres of participation. With
echoes back to Goffman s analysis of social situations, since developed by
Jenkins in his analysis of participatory cultures and Ito et al in their book, ,,Hanging
out, messing around, geeking out , this paper proposes a rapprochement between
analyses of communication in terms of the material social situation and in terms of
the genres and literacies that shape the production and reception of meanings.
Specifically, it is argued that genres of participation specify particular but
recognisable social and semiotic conventions for generating, interpreting and
engaging with embedded practices with and through media, thereby capturing the
subtleties of communication that transcend or escape the dyad.

Paper 4:

Annette Hill
Lund University, Sweden

Evolving Audiences: Production and Audience Practic es for Global
Entertainment Formats

Current research on transforming audiences, transforming societies highlights how
academics need to develop new theories and methods to understanding audience
evolution (Napoli 2010). Responding to Napoli s call to arms, the presentation
focuses on a major development in the business of media over the past decade, the
global production and distribution of reality entertainment formats for multimedia
environments.

What makes entertainment formats a success has been the subject of speculation
for a decade, since the phenomenon of Who Wants to Be a Millionaire? (Celador,
now Sony 2waytraffic), Survivor (Castaway Television) and Big Brother (Endemol)
changed the face of television (Bazalgette 2005). From an industry perspective
reality entertainment formats are a necessary risk in an economically challenging
market. They are a low risk product in a high risk industry aimed at a fickle audience.
From an audience perspective, reality entertainment such as X Factor (Syco and
FremantleMedia), Idols (19 and FremantleMedia), Got Talent (Syco and
FremantleMedia), or Strictly Come Dancing (BBC Worldwide) exemplify an evolving
audience for multimedia. There are traditional forms of cultural practices, such as
social interaction around the TV, and other forms of practices emerging, such as live
events and participatory media. Based on pilot research on production, audiences
and entertainment formats (Hill and Steemers 2011), this presentation aims to
explore the complex interplay between production practices and media experiences.
In this way, the presentation aims to widen the horizon of audience studies to look
beyond text or genre to consider varieties of media experiences (James 1902).



Paper 5:

Lothar Mikos
University of Film and Television “Konrad Wolf” Potsdam, Germany

From Genre Hybridity to Branded Content — The Notio n of Genre in
Convergence Culture

Digitisation and the integration of traditional media and telecommunication have
allowed audiovisual media products such as films and television programs to be
marketed and used on other technical platforms besides conventional cinema and
television. Individual films and television programs must therefore be considered
both in the context of a multimedia offering, and in the context of the viewers
overall media use. From the producers point of view, this means that they must try
to address the viewers various use habits with different offers that refer to the same
product. The development of digital and mobile media has thus given rise to new
ways of distributing content on different media platforms in order to reach audiences
through different forms of media use. We can observe blurring boundaries between
different media, different genres and different forms of content.

The concept of convergence has a crucial importance on several levels in
contemporary media culture. In reference to the industry, the concept of
convergence serves primarily to describe the commercial reach of a film or other
entertainment product across multiple media platforms, with the ultimate goal of
multimedia commercialization of the given branded content (Keane 2007, 2). With
the advent of reality TV in the beginning of the 21st century genre hybridization was
established, where producers combine elements of different genre conventions to a
new format. There were additive and integrated modes of hybridization (Kilborn
2003, 12). Also traditional documentaries were mixed with fictional elements, new
genres like the docudrama arise (Paget 2004, 2005). In multi-platform media
environments hybridity is only one form of converging genres. To reach their global
audiences the media industry is creating global brands of content, mainly around an
original film or an original TV show. In a convergent media environment, films and
television formats are established as global transmedia brands. On the one hand the
paper will give some theoretical insights in the development from genre to hybridity
and branded content. On the other hand some examples like The Lord of the Rings,
Lost, Dexter and others will illustrate the practical outcome of this practice of the
media industry.




Panel II: Media and Participation
Panel Description:

Audience participation is useful in exploring connections between production,
content and reception in multimedia environments. This panel explores the
individual, audience and public as an agent of change, engaged in dynamic cultural
practices. Presentations critically examine the promise of media environments as
participatory, as opportunities for empowerment and social interaction, and as
spaces for multiple modes of engagement. The panel does this by presenting
empirical and theoretical research on new media and participatory practices, cultural
and political participation in commercial web environments, and the power of live
events for audience participation. Tobias Olsson asks 'what is social about social
media?’ Goran Bolin questions the commerical aspects of the web for the
development of civic cultures. Annette Hill considers how the audience co-creates
cultural experiences in live participatory events. The focus of the panel is to combine
original empirical research with critical social and cultural theory to explore the
sociality and spatiality of audience participation.

Panelists and Papers:
Paper 1:

Tobias Olsson
Jonkdping University, Sweden

What's So Social about ‘Social Media’?: Critical Re  flections on the Emerging
Ecology of Participation

The rhetoric concerning “Web 2.0” and “Social media” as roads to participation has
been able to gain a strong foothold in academic research. This paper aims to
critically reflect on the supposedly (and inherently) social in the media environment
brought about by Web 2.0. In does so by drawing on two different, but theoretically
interrelated strands of research, within two ongoing projects: 1) It illustrates and
analyses some ways in which users participatory practices in fact are both
conditioned and formatted by producers that make strategic use of the participatory
facilities offered by the internet. 2) It reflects on the participatory opportunities offered
by Web 2.0-media in the light of a far more established form for mediated
participation; Swedish letters to the editor. These letters represent a 350 years old
tradition of offering mediated space for user participation. The paper concludes with
recommendations concerning how current research can improve its understanding of
“the social” in the web.



Paper 2:

Goran Bolin
Sodertérn University, Sweden

Civic Culture in Consumer Culture — An Uneasy Relat  ionship

In the digital landscape of social media, new opportunities for civic engagement
arise. However, many social forums where such opportunities for the discussion on
cultural and political matters exist are firmly situated within a commercial framework.
Historically, the public sphere was made possible through commercial media in the
18th century, and pubic deliberation has always walked hand in hand with the
market. History suggests the civic and commercial spheres have long had an uneasy
relationship. However, we can ask ourselves if the balance between the two have
become altered in the digital environments of contemporary social networking
culture. There are new players in the field of media production that have created a
commercial context of surveillance to public deliberation (advertisers, web search
optimisers, publishers, and — above all — internet service providers). This paper
discusses these new players, and analyses the consequences of their involvement
on public debate.

Paper 3:

Annette Hill
Lund University, Sweden
University of Westminster, UK

The Audience is the Show: Live Participatory Acts

This research examines the power of live performances as moments where
performers and audiences produce a memorable experience. In the case of some
professions, magicians and mediums, or televangelists and politicians, the live
performance is a powerful moment where the charismatic leader on stage attempts
to transform the scepticism of their audience into the production of beliefs. In this
way an audience becomes committed to the process of their own experience. The
audience is in a very real sense the show. There is a historical resonance to the
audience as show, with examples from early opera, or nineteenth century theatre. In
contemporary media environments, the audience as show is most visible in live
events, such as magical entertainment, medium demonstrations, tele-evangelism, or
political rallies. In web environments, the user is the show in live orchestrated events
such as flash mobs. The audience as show highlights how production and
performance practices can create and shape live cultural experiences.




Panel Ill: The Challenge of Audience Participation: Strategies and Tensions
Panel Description:

The potential of public engagement and interaction through new media to rejuvenate
public participation in social and political life has attracted enormous attention from
media and communications researchers (Coleman and Blumler, 2009; Dahlgren,
2009). In addition, in the cultural public sphere new media are identified with new
understandings of the relationship between producers and audiences as the public
get ever more opportunities to become ‘produsers’, to have increased public visibility
and opportunities for their voices to be heard and to engage in a culture based on
the free exchange of ideas, feelings and opportunities in a convergent media culture
(Jenkins, 2008).

These developments challenge a number of ways in which media have traditionally
been understood and configured: as serving public needs, in relation to media and
democracy and as cultural forms. This panel examines how different media and
knowledge producing institutions (Public Service Broadcasters, local newspapers
and museums) are responding to the challenge of increasing public participation and
the changing understanding of the role of communications in democracy and culture.
Traditional conceptions of public service broadcasting focused on informing,
educating and entertaining the public who were addressed as a mass audience at
the end point of communication and that the cultural dimension of active audiences
was limited to making alternative or oppositional readings of cultural forms produced
by an elite broadcasting system. Opening up public service broadcasting to audience
participation challenges these conceptions of media in the public interest. Local
newspapers have traditionally represented their communities; how are they changing
to accommodate the increasing capacity for participation? Museums are
experimenting with different modes of participation; how does this change the
meaning of knowledge production? The case studies presented in the papers
examine the emerging strategies of participation being developed by media and
knowledge producing institutions and seek to analyse the tensions and problems
with increasing audience participation in media, including challenges to traditional
notions of professionalism, neutrality and the public value of media and tensions
between the opportunities of participation and the aims of the media institutions.

Panelists and Papers:
Paper 1:

Tobias Olsson
Jonko6ping University, Sweden

Dino Viscovi
Linnaeus University, Sweden

“What have you done to end up there?”: Editing UGC at a Swedish Local
Newspaper*



During the last decades the world of media has been reconfigured. One area that
has received particular analytical attention with reference to new, converging and
interactive media, is the prerequisites for user and/or audience participation. In terms
of technological capability internet based media offer a great deal of such
opportunities. They enable, for instance, new forms of civic participation within the
public sphere (Butsch 2006; Dahlgren 2010; Miegel & Olsson 2010), and offer new
participatory opportunities within the sphere of cultural production (Jenkins 2006a;
Jenkins 2006b; Burgess & Green 2009). This paper approaches and analyzes
participatory possibilities, practices and policies within a related, but also distinct
sphere — the sphere of local newspaper production.

Within the Swedish context, local newspapers have a strong tradition. Several of the
papers that dominate contemporary markets are around 150 years old and have also
often been understood as pillars of local democracy. At this point in time, however,
they are facing a new challenge of learning how to deal with the new paradigm of
user participation within both online and offline editions. The new situation provokes
a number of questions: What editorial practices and policies are evolving regarding
users’ participation? What happens as amateur users’ participatory practices
interplay with journalists’ professional values?

The paper presents data and analyses from a recent (autumn 2010 and spring 2011)
study of three local Swedish newspapers. The empirical material consist of
interviews with editors working with user generated content and journalists regarding
their views of and practices concerning participation in local newspapers. Among
other things, the paper reveals that editing user generated content is not highly
valued among fellow reporters, and it also reveals tensions between professional,
journalistic norms and the appropriation of user generated content. The paper further
illustrates how user participation is variously framed by managing editors as
“democratically desirable” and “economically valuable”.

*The research reported in this paper is part of the research project “Organised
Producers of Young Net Cultures: Actors, Practises, Ambitions”, funded by the
Swedish Knowledge Foundation’s research program Young Net Cultures (March
2009-February 2013).

Paper 2:

Zoetanya Sujon
London School of Economics and Political Science, UK

Engagement vs. Accountability: Participatory Strate gies and Social Media in
the BBC

The emergence of social media and user generated content sites (e.g. blogs, wikis,
comment boxes on web pages etc.) have challenged the ways media organizations
engage audiences and expand techniques for enabling public participation. Creative
practices such as blogging or writing “fan fiction” change the way information is
produced and disseminated, marking a shift from passive consumption to active
participation (e.g. Jenkins 2006a; Suoranta and Vadén 2008; Loader 2007; etc.).



This paper questions this participatory shift by mapping the BBC’s use of social
media in the last decade, first as a strategy for engaging public participation and
second, particularly in light of economic cutbacks, the lateral integration of “social
media” through and in existing BBC news and content sites. Beginning with two
pioneering and early social media sites: the first is iCan/Action Network which was a
civic campaign project (2002-2008) and the second is H2G2, a the fan-fiction based
“user-generated guide to life, the universe and everything” (1999-present). Both
sites highlight tensions around the use of participation as oriented towards
audiences or towards the organization. In the first instance, a deeply collaborative
ethos marked the experimental origins and motives for establishing iCan and H2G2.
In the second instance, audience participation and user generated content were
used as a tactic for guaranteeing BBC “accountability” and projects faced institutional
resistance driven by fears about the loss of editorial control and threats to
impartiality.

Both cases captured early attempts to design a participatory ethos through the
available technology. Each project emerged and operated within a culture of fast-
evolving technologies, techniques, policies and pilot initiatives at time when social
media platforms, like Facebook (2004) were only just becoming. This paper
concludes by questioning the BBC'’s use of current social media and the implications
of this use for its broader participatory strategies and potential.

Paper 3:

Pille Pruulmann-Vengerfeldt
University of Tartu, Estonia

Museums as Sites for Public Participation: Estonian National Museum

The role of museums has changed over time from establishing cabinets of curiosity
for friends to view to public institutions with obligations to collect, preserve, display
and educate the general population. Museums face a number of external
transformations of society (e.g. democratization and increasing participation, new
technologies and media richness, transformations of knowledge production) and thus
are in a situation where the expectations of both audiences and the institutions
demand a reaction to those transformations.

The paper presents results of six participatory interventions using a variety of
techniques conducted at the Estonian National Museum where different forms of
audience participation were tested. The Estonian National Museum is an
ethnographic museum, which was initially established by people bringing their
valuable items to the museum in a collective effort of nation building. The soviet past
meant that the openness was in a way disrupted and museum was metaphorically
closed as site of public participation and its role was reduced to marginal
ethnographic museum of a disappearing nation of Soviet Union. The interventions
designed in the framework of this study dealt with collections and with exhibitions
with an aim to bring publics to intervene, comment, react, collect and exhibit within
Estonian National Museum context and thus (re-)establish the participatory nature of
the museum.



The interventions are analysed through the lens of public participation looking at who
is involved, who and what is affected within the institution and what are the
implication of the participation on the publics. The interventions have brought out
tensions of the professionalism and questions around quality of public contributions.
The museum is rethinking many of the initiatives and developing a strategy for the
Participation Hall which will be at the new building designed especially for the needs
of Estonian National Museum.

Paper 4:

Peter Lunt
University of Leicester, UK

Encouraging participation in Public Service Radio: the case of Radio 5Live

In his revisions of public sphere theory in Between Facts and Norms, Habermas
changes his mind about the potential of institutions to enable and support democratic
engagement. He establishes a number of normative criteria by which to judge
institutions in the public sphere. Institutions should be aware of the tension between
the demands made on them for efficiency and their legitimacy. Habermas proposes
that legitimacy is linked to the way in which institutions create their own public
sphere, replacing the focus on a unitary sovereign public with the idea that multiple
contexts and occasions for participation. They should also recognise and come to
terms with a variety of features of complex, pluralistic societies including the lack of
value consensus. To address this issue Habermas argues that institutions that serve
civil society should combine an openness to difference by allowing a range of voices
to be heard while striving to articulate points of difference and recognise broader
public interests. Habermas also argues that institutions through engagement can
take the opportunity to develop institutional reflexivity in which their own role in public
participation is open for debate and discussion.

In this paper | analyse an episode of the early morning news and current affairs radio
phone in on BBC radio 5 live in order to see the ways that public participation is
managed by the show. How are different voices on difficult social, cultural, political
and economic issues bought together, how is conflict managed? Does the show
manage to move the discussion towards common or broader moral questions (or can
it only allow the expression of diverse ethical positions)? Is the show reflexive in its
articulation of the lines of debate and difference that emerge in the programme or is
this all drowned out by the cacophony of difference?




Panel IV: Audience Research 'Paradigms’ Exploring A udiences’ Cross-Media
Practices

Panel Description:

The panel aims to deepen the candid and constructive dialogue between different
scholarly approaches to the exploration of cross-media audience practices. The
purpose of the panel is thus to discuss how exactly such dialogues may contribute to
enhance the explanatory power of theory-driven fieldwork studies of cross-media
audiences. It will bring together representatives from different research paradigms
(behavioural and sense-making approaches) in order to explore the complementarity
and synergies of the different methodological paths taken.

While it is far from new to explore audience practices in a cross-media perspective,
as the record of uses-and-gratifications research shows, more recently,
accompanying the emergence of the ‘mediatized’ society characterized by media
digitization and convergence, scholars are exploring cross-media audience
practices, combining a variety of theoretical and methodological perspectives. They
use a variety of different keywords to pinpoint the cross-media focus of their
investigations, as they talk about constellations of media, matrix of media, media
choice, mediascape, media repertoires, transmedial patterns of use, mediatized
(life)worlds, and consumer portfolios.

Under such headlines, scholars from different research paradigms within audience
research now try to cross-fertilize perspectives for theorizing and analyzing cross-
media audience practices. They are rooted in different research traditions. Some
have their roots in a more behavioural ‘media choice’ perspective, while others are
anchored in a more sense-making ‘mediatized worlds’ perspective. In this panel,
they compare notes based on their different disciplinary frameworks, their different
but overlapping foci (or knowledge interests), the scope of their empirical work on
different kinds of audience practice, their objectives, and their preferred
methodologies. The panel will provide an opportunity for genuine dialogue between
spokespeople from different approaches, in our common pursuit of greater
explanatory power for audience research.

Panelists and Papers:
Paper 1:

Uwe Hasebrink and Hanna Domeyer
University of Hamburg, Germany

Media Repertoires as Patterns of Behaviour and as M eaningful Practices

The concept of media repertoires refers to how media users combine their media
contacts into a comprehensive pattern of media use. These repertoires are the result
of many single situations of selective behaviour. Thus they are compositions of many
media contacts, including a variety of different media and content. It is assumed that
media repertoires are relatively stable over time and as such characteristic for



individual users: In identifying media repertoires we get a basis to build types of
media users, which are characterised by their respective media repertoire.

This paper will present a project which sets out to use the concept of media
repertoires as a tool to link two approaches of research on media audiences: On the
one hand the analytical categories are used to describe patterns of media exposure
on the basis of secondary analyses of quantitative surveys on the media use of the
German population. These patterns are identified by means of cluster analyses of
data indicating the frequency and duration of use of different media.

On the other hand the same categories were used in a pilot study with qualitative
interviews, in which respondents talked about their relevant media practices and how
they are related to each other. In this case media repertoires are identified by
reconstructing the specific meaning of single media within comprehensive everyday
practices.

This dual approach allows for linking findings on aggregate patterns of behaviour
and their distribution among the population with results of interpretive work on the
meaning of media practices. These two approaches are regarded as the two sides of
a coin — taken together they allow for a more insightful analysis of crossmedia
behaviours.

Paper 2:

Cédric Courtois
IBBT-MICT-Ghent University, Belgium

When Two Worlds Finally Meet: Merging the Socio-Cog  nitive Perspective on
Uses-and-Gratifications with Domestication Research to study Audiovisual
Consumption

In recent years, the choices to compile patterns of audiovisual consumption have
increased substantially. The abundant availability of all kinds of affording playback
devices and delivery channels, dispersed among different social and spatial contexts
have complicated our understanding of these practices. In fact, previous empirical
research has indicated that audiovisual consumption is a complex interplay of three
independent building blocks, each affecting the overall meaning that is attributed to
media consumption, namely media as an object, a text and a context (Courtois,
Verdegem, & De Marez, 2011).

In this paper, we propose a methodology to study these practices, drawing upon a
combination of the Theory of Media Attendance (TMA; LaRose & Eastin, 2004;
Larose, Mastro, & Eastin, 2001) and Domestication Theory (Silverstone & Haddon,
1996). TMA is a merger of uses-and gratifications and Social Cognitive Theory
(Bandura, 1986, 1994). It provides both a conceptual and operational model that
incorporates intentional (uses-and-gratifications, conceptualized as expected
outcomes) and non-intentional (habitual) factors explaining media attendance. More
specifically, in our methodology, distinct patterns of consumption objects, texts and
context, derived from latent cluster analysis are used to compare the effects of both
factors on media attendance. This provides with a clear overview of general



tendencies, yet offering little understanding of how these patterns are rooted within
everyday life. To get a hold on this, ethnographic research, rooted within
Domestication Theory, is performed with a select number of typical cases
representing each consumption pattern.

In sum, we critically compare both TMA and domestication frameworks, stressing
their similarities. Moreover, we evaluate their respective methodologies and indicate
how they can be combined to both explain and understand media practices in a
convergent media landscape.

Paper 3:

Kim Christian Schrader
Roskilde University, Denmark

Juxtaposition and Integration of Methodologies in t he Pursuit of Cross-Media
News Consumption

The paper reports from an ongoing study of the cross-media consumption of news.
Theoretically the study is based on the premise that audiences are inherently cross-
media: people in everyday life, as individuals and groups, found their practices and
form their identities through being inevitably the sense-making hubs of the spokes of
the mediatized culture. Secondly, the study derives from recent reconceptualizations
of Habermas’s theory of the public sphere which, under the headline of cultural
citizenship, extend the boundaries of the political into the inner recesses of daily life.

In order to explore, ultimately, the ways in which the media serve as resources for
democratic citizenship, and to discern the contours of types of media user/citizen,
the study draws on a combination of qualitative and qualitative methods, in two
distinctive ways. First the project applies a procedure of juxtaposition of
methodologies: Starting with a fully representative national online survey of the
‘worthwhileness’ of different news sources, mapping the terrain from a high altitude,
we continue with a qualitative, thick-description study of thirty-five informants’ sense-
making processes in the landscapes of news media. Within the boundaries of this
gualitative study, we use the experimental procedure of synthesis of methodologies,
in which sense-making tasks are made amenable to quantification through factor-
analysis.

While being anchored in the primacy of the qualitative sense-making approach, we
thus look to quantitative methods in order to operationalize a statistical translation
device which may overcome the acknowledged weakness of qualitative approaches
when it comes to the distilling of audience typologies from thickly described audience
practices. By thus synthesizing methodologies we are able to develop a powerful
typology of cross-media news consumption, with seven user types that have
implications for democratic citizenship.



