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Our Communication 

In this paper I will argue that one can identify a number of changes in the context of communication 

in our societies and that those changes can be interpreted in the light of the emergence of a new 

communication model. A communicational model that is no longer based on the idea of “mass” but 

one of “network”. In addition to the structural change and the forces that shape it, one can also 

identify a set of contextual changes that are, at times, the result of appropriation of this new 

networked communication model and, at other times, a manifestation of the very development of a 

new media system with a new identity. On the following pages I will enumerate the main 

characteristics of this new communication model (Cardoso, 2008) and also highlight, amongst 

other things, what are considered to be the main manifestations of change of context or, if we 

prefer, of present futures, in the context of communication, its technologies, appropriations and 

uses. 

 

A new communication model 

All societies are characterised by communicational models and not just informational models 

(Wolton, 2000; Colombo, 1993; Himanen 2006; Castells 2006; Cardoso 2006). Our informational 

societies have witnessed the emergence of a new communicational model. A fourth model that one 

can add to the three preceding models and can be put in chronological order in terms of its cycles 

of social affirmation (Ortoleva 2004). The first model is defined as interpersonal communication, 

which takes the form of the two-way exchange between two or more persons in a group. The 

second model, which is equally deeply rooted in our societies, is one-to-many communication, 

where an individual sends one single message to a limited group of persons. And the third model, 

with which we have less experience in historical terms, is mass communication, where, thanks to 

the use of specific mediation technologies, one single message can be sent to a mass of people, 

i.e. it is forwarded to an audience of an unknown size that is, therefore, unlimited at the outset 

(Cardoso 2008; Thompson 1995). The communicational model of our contemporary society is 

shaped by the capacity of communicational globalisation, together with the networked 

interconnection of mass and interpersonal media, and, accordingly, by the emergence of 

networked mediation. The organisation of uses and networked interconnection of the media within 

this communicational model seem to be directly related to the different degrees of interactivity that 

our current media allow (Cardoso 2008). 
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If it is true that we have built communicational models in our societies, it is equally true that the 

main communicational paradigms format what a given media system will be (Cardoso 2008). Our 

current communicational paradigms seem to be built around a rhetoric essentially based on the 

importance of the moving picture, combined with the availability of the new dynamics of access to 

information, with the innovating role now also being handed over to the users and with profound 

alterations to the news and entertainment models. 

Our contents – be they news, information or entertainment – seem to have changed thanks to the 

presence of contents provided by the media users and not just the media companies themselves, 

giving rise to the co-existence of different information models for different audiences. But not only 

the news information has changed, entertainment has as well. The innovation in the entertainment 

models is reflected in the availability of user-generated contents and also in the changes 

introduced by the media companies, namely in their search for new contents and “formats”, their 

experimentation with the erasure of borders between traditional programme genres and the new 

approaches to social values such as privacy and reserve together with changes in the social 

appropriation of time, space and ethics, all of which are reflected in the way stories are told and 

scripts written. 

The communicational model developed in informational societies, where the prevailing social 

organisation model is the network (Castells, 2000), is networked communication. It is one that does 

not replace the preceding models, but instead interconnects them, producing new communication 

formats and also allowing for new forms of facilitating empowerment and, thus, communicative 

autonomy. 

In the Informational Societies, where the network is a central organisational element, a new 

communicational model has been taking shape. A communicational model characterised by the 

fusion of interpersonal and mass communication, connecting audiences, broadcasters and 

publishers under one networked media matrix.   

In a network communication environment, mediation (Silverstone, 2006), the media diets (Colombo 

& Aroldi, 2003), the media matrixes (Meyrovitz, 1985) and the media system itself (Ortoleva, 2004) 

have all been transformed. These transformations in the relationships between the different media, 

which are now more networked than they are converging – be it in terms of hardware, service or 

networks – make mediation an integrated experience, combining the use of different media: from 

the telephone to television, from the newspaper to the video game, from the Internet to radio, from 

cinema to the mobile phone, and placing the users, their practices and the literacies they need, 

once again at the centre of analysis (Livingstone, 1999; Cardoso, 2007; Cardoso, 2008).  

Given these phenomena, one can affirm that we are dealing with a new media system organised 

around two networks and their respective central nodes: television and the Internet. 

Television for low interactivity practices and the Internet for high interactivity practices (Kim & 

Shawney, 2002). All the other technologies connect to (and interact with) these two networks. Even 

if this relationship is, at times, established between technologies that share the same technical 
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environments (for example, when someone establishes a link between two webpages), the form it 

takes depends on the users’ choices: when someone votes by SMS message (e.g. to a radio 

programme or a newspaper) and that choice is read or published in paper form, we have 

communication established between different media in a network based on the interactions 

between users, mass media companies and, perhaps, regulators. This example illustrates what 

network communication is: a constant reformulation of the relations between the media forms, 

interconnecting interpersonal communication media (such as SMS, the mobile phone and e-mail) 

and mass media (such as TV, radio, online newspapers and Internet forums). 

The network communicational model is, thus, shaped by three change-inducing forces, which are: 

1) the processes of communicational globalisation; 2) the networking of the mass and interpersonal 

media and the consequent emergence of network mediation and; 3) the differing degrees of 

interactivity made available to the users. In this process of change one can likewise find new 

communicational paradigms that are giving rise to a new media system – communicational 

paradigms that comprise a generalising rhetoric influencing all the media and built around the 

moving image, new information accessibility dynamics, the users as innovative agents, and 

innovation in news and entertainment models (Cardoso, 2008). 

This paper seeks to go beyond a characterisation of the emerging communicational model and the 

forces bringing it about, and the discussion on the new communicational paradigms, to identify the 

signs of the change of context that may strengthen or reformulate the new emerging networked 

communication  structure. In other words, it will deal with present futures in the context of 

communication and its technologies, appropriations and uses. 

 

Hello information, goodbye news! 

The first identifiable trend that is a product of the change in the communicational model from mass 

to network communication is the change in the public and shared ideal of the “informed citizen”. 

The early 21st century ideal of the informed citizen is no longer based on reading. This does not 

mean that we don’t read newspapers anymore, but that the newspaper is no longer one of the two 

central nodes in the network communication model, which are now occupied by television and the 

Internet. 

The cultural change in terms of what an “informed person” is generally considered to be and the 

consequences of this change are present at all levels in the current media system. Robert Picard 

(2006) suggests the existence of five major trends that are changing the face of the media in our 

societies. The abundance of the offer of channels, titles and technologies to distribute these 

contents is one of these trends. Another is a kind of response to the first – the fragmentation and 

polarisation of consumption by audiences, which are distributed across ever-growing numbers of 

channels, titles and technologies. The third trend is the development of portfolios. Portfolios are 

developed because the income per unit sold is decreasing and owning just one medium is 

becoming a problem. Having a range of products reduces the risk and helps achieve economies of 
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scale. The fourth trend is that media companies are steadily falling in the ranking of the largest 

companies (today, there are no media companies amongst the 100 largest corporations in the USA 

or amongst the 500 largest in the world). Last, but not least, Picard (2006) suggests that a change 

in the balance of power between the producer and consumer is taking place. One sign of this trend 

is the fact that, in general, for every euro that the media companies earn through advertising, three 

more euros come from direct payments by the consumer (there are many examples of this, from 

pay-per-view television to products one can buy together with newspapers).  

I would suggest a sixth trend, one that is eminently cultural in nature: what is valued today is not 

access to news (be it in the form of TV news programmes, half-hourly radio news updates or from 

the newspapers), but information. This is not to say that news is not important, for it continues to 

be as important as before and will always play a central role in our societies. What we are now 

witnessing is that we have gone from a world in which we considered it of central importance in the 

life of citizens that they inform themselves about what goes on in the world (from football to politics 

and culture) to one where the ideal is that the citizen is informed in order to produce knowledge, so 

that he can be a better worker, cost the State less and be more socially and politically participative.  

One only has to think of the buzzwords we have adopted as central to our societies, such as 

“information society” and “knowledge Society”. But, buzzwords and slogans are never enough; if 

they are not put into practice they do not change anything. And things have changed. They have 

changed because the Internet arrived and, a decade on, has reached between 40% and 90% of 

the population in the more developed countries (WIP, 2006). The traditional news in the 

newspapers, television and radio has inherited the notion that it is important to keep abreast of 

what’s going on in the world so as to be not caught off-guard and be able to react accordingly 

(academics in the field of communication have added to this the idea that one must have mass 

media to maintain the social union bonds of a population in a given territory, an idea that is open to 

discussion). The Internet, on the other hand, has inherited another, more academic, tradition – that 

it is of fundamental importance to be informed so as to be able to anticipate what may happen. In 

other words, one must produce knowledge (whatever it may be about, from current affairs to the 

most eccentric tastes and most ethically dubious interests) to understand and anticipate, and to be 

always one step ahead. Here we are, of course, talking about ideal situations and the reader, 

viewer or listener of the news or the person consulting information online does not always think in 

this way. However, we must understand that the emergence of a different technology, with a 

different way of dealing with information, has led to changes that have in turn given rise to trends, 

which, in turn, will change the face of the media (in already perceptible ways and other ways not 

yet foreseeable). We may argue that the gratuity of information on the Internet is also a new 

development and that this is maybe more important than the cultural idea of the importance of 

information, but gratuity (based on advertising) already was the most common way of providing 

news. After all, have television and radio not accustomed us to this for over fifty years? The 

Internet would not have changed so much the way we perceive the function of information if 
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television itself had not changed so much over the last two decades. If it had not become neo-

television, investing more and more heavily in entertainment, it would be doubtful questionable that 

the Internet would have been able to so easily change our perceptions. Why? Because television is 

the most widespread technology and news programmes take up only two to three broadcasting 

hours a day and are a minority presence during prime time   

So what is the ideal of the informed citizen at the beginning of this century? My suggestion is that 

an informed citizen is someone who knows how to generate knowledge from all the news 

information available from the different media, applying differing depths of analysis, and who 

knows how to cross this information with further-reaching analyses on different matters. In other 

words, it is someone who knows how to, and can, see the news on different television channels – 

in his own language and in English – and who surfs the net and reads foreign news on domestic 

matters and also reads the news produced in his own country online. An informed person is one 

who can consult media, exchange ideas with friends on these the matters in question, seeking for 

more information, and also consult what others write and publish about those matters elsewhere in 

his own country and around the world. Obviously, an informed person is one who informs himself 

on (and normally only on) what he is interested in at a certain moment in time, and that can be a lot 

of things. In a network society, networked communication prevails – communication that links 

different media in the search for information and in the exchange of that information with other 

members in our social networks. 

 

In communication, innovation is (almost always) inc remental 

Currently, in the field of communication, innovation is almost always incremental. This can be seen 

as a sign of growing stability of a new model, given that radical innovation tends to characterise the 

beginning of cycles and not their stabilisation (Perez, 2004). Incremental innovation in 

communication (Bakker, 2002; 2007) is another identifiable development in the context of the 

change of communicational models and network communication’s assumption of a central position. 

Umberto Eco (2001), for example, suggests that we are no longer in, as suggested by McLuhan 

(1997), an environment where the media is the message, and we could also add that no longer, as 

Castells argued (Rantanen, 2005) is the message the media, it might be that the media itself 

precedes the message (Eco 2001). In other words, innovation in the media sector is focusing more 

and more on anticipating the contents that the media may end up offering. Accordingly, it will be 

increasingly up to the consumer to make the final decision as to what the winning standard will be, 

thus defining the form innovation will take in the media sector. On the other hand, Bakker (2002; 

Bakker & Van Duijvenbod 2007) asks the question to what extent innovation in the media is 

effected not through the best mediation offer – be it related to technology (machines or interfaces), 

supports or formats – but through worse mediation. Worse in comparison to that which was 

available before – be it a better image, better definition sound, more pages in the newspapers, 
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more in-depth treatment of matters or more complex texts1. The analyses by Bakker (2002; 2007) 

and Eco (2001) at least enable us to compile a list of the technological developments that were not 

a success over the last decade, and also of those that, although they were a part of a daily life for a 

considerable amount of time, are now experiencing market erosion processes. A short list could 

include, as far as market erosion is concerned: CDs; DVDs; and paid daily newspapers. The list of 

innovations that weren’t a success would include: DAB (Digital Audio Broadcasting); Interactive 

Television; WebTV (which is not the same as the now successful IPTV); and the Sony MiniDisc, 

amongst others. For an example that will still be in the memory of most of the present generations 

we can go back to the video recorder era and recall the war between the better-quality Beta 

system and the lower-quality VHS system. Both provided the same services – reading and 

recording video signals – but Beta, which was preferred by the “techies”, was passed over by most 

consumers in favour of the lower quality VHS system. 

What list could one compile today of technologies associated with lower mediation quality than 

their predecessors but seem to be successful nevertheless? Most IP sound and image 

transmissions today are lower quality. Despite this fact, never before have we listened to so much 

music in the mp3 format (the quality of which is lower than a CD or vinyl); never before have we 

listened to so much radio podcasts through IP with lower quality than via the airwaves; never 

before have we watched so many films on P2P networks (which also offer lower-quality image); 

and never before have we seen so many low definition home-made films posted, for example, on 

YouTube. The circulation and readership figures for the free dailies containing less news, shorter 

news articles and less pages are also approaching those for paid newspapers in many places 

around the world (Bakker 2007). 

What conclusions can we draw from these lists and the theories presented here? Probably, that 

the media that flopped did so because the contents were anticipated. In other words, they needed 

new content production and distribution models not yet available at their launch. Furthermore, their 

failure is also due to the prior satisfaction of what Winston (1999) has referred to, in the media 

context, as a “supervening social necessity”. Perhaps, just as the Wii seems to have taken the 

Playstation and XBOX by surprise, there is indeed some kind of law similar to Moore’s law, but in 

this case applicable to the media supplying contents and not just the processing media. In other 

words, the media that have been a success in the markets have never totally disappeared but have 

always transformed themselves. They innovate incrementally but they normally do so by reducing 

the perceived “quality” of their characteristics and targeting new customers looking for new 

“qualities” in them. When the number of new customers exceeds the number of original customers, 

this innovation cycle comes to an end, but only to begin anew again. 

                                                 
1 One can, of course, identify errors in Bakker’s arguments. One of those errors is the fact that he merely explains what 
happens to mediation technologies that already have a consolidated market presence and have already reached very 
close to 100% of the population. 
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The last radical innovations in the field of the media, i.e. those that broke with incremental 

innovation cycles, date back, in the best of cases, to the late 1960s. The Internet was born in 1969, 

and the satellite emerged in the context of the Cold War, etc. (Winston 1999; Abbate 2000).   

 

Democracy and everyday life immersed in mediation 

The centrality of the concept and practice of mediation is the third visible consequence of the 

emergence of the network communication model in our societies. Our societies are societies where 

mediation is increasingly being used alongside face to face. 

Mediation is today fundamental in giving meaning to the world that surrounds us and our daily 

lives. It gives us security, makes us feel part of something bigger than the family – which, despite 

the changes in our society, continues to be the prime element of identification and belonging for 

the majority of people (Castells 2003; Cardoso et al. 2005). 

Today, mediation is also a fundamental factor in our lives and in our search for order and meaning 

of life, just as it is also an element of our constant struggle for power and for control over the 

symbolic and the material, in space and in time (Silverstone 2005; Giddens 1999). 

As Silverstone (2006) reminds us, each era has its own dominant genres and modes of 

representation (the news, talk shows, soap operas and series) and also has different forms of 

expressing the singular dimension of each individual (music, blogs, messages, file sharing, etc.). 

Given the central importance of mediation, it is fundamental to understand that it takes place in an 

environment which, itself, is the product of opposing forces that seek to dictate the directions things 

take in terms of representation models and the opportunities of individual expression. This is why 

gatekeeping today is much more complex than in other periods in the past (Cardoso 2007, Barzilai-

Nahon 2008). It relates not only to journalists, but goes beyond them and affects us all – in our 

choices in online search results, in the way we create ratings for best-selling books, the TV 

channels we watch and the newspapers we read, etc. 

Mediation and the media are, at the same time, fundamental elements for the economic 

development of countries and for the exercise of democracy (Castells 2007; Bennett 2003). There 

is no point talking about just the Internet or just TV. All people in their day-to-day life deal with 

multiple media – from the newspapers to radio and from the Internet to mobile phones. 

What is worth highlighting is that the future of development and democracy incorporates mediation 

and the way mediation is carried out. Which is the same as saying that it depends on they way the 

media system is incorporated (the regulation, the players, the costs and the access barriers for 

individuals and companies) and also on who can access them. 

Mediation is, first and foremost, fundamental because the way in which the “other” is portrayed in it 

– be it a close “other” (a member of another party, a doctor, a minister, a teacher, an unemployed 

person, an immigrant/emigrant, a journalist, etc.) or a more distant “other” (a Basque, a Catalan, a 

Chinese person, a Muslim, a Buddhist, a Coptic Christian, an American, etc.) – also influences the 
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way we organise our reality, our experience of those realities, of those people, our values and, 

perhaps even our own actions, proposals and practices (Silverstone 2002). 

Hence, those who regulate themselves in the media, who are regulated in the media, who regulate 

the media and who allocate the instruments and practices of regulation are, for the simple choices 

they make, determining, in part, the world that we are building. In other words, they are 

determining whether or not we will be worthy heirs of the freedoms of initiative and market and of 

participation and democracy we have won in recent decades, and, one presumes, wish to 

maintain.  

Furthermore, mediation requires us to be literate (Livingstone 2004; Cardoso 2007) – literate 

enough to understand the soap opera and the news. But also to use the phone, take part in SMS 

tele-voting, write e-mails, read and edit blogs, surf the net and fill out forms (Beyer et al., 2007; Enli 

& Syvertsen, 2007). We need to have the literacies to work in the dissemination, innovation and 

application of knowledge.  

However, there are two types of literacies. Those centred on the traditional scholastic model: 

reading, writing, arithmetic, interpreting, typing and searching. Or those that correspond to the 

needs of an informational society, i.e. a society based on the creation of wealth through knowledge 

and not merely based on the learning of that knowledge, i.e. without its subsequent transformation 

and application in new contexts, products and services. 

Literacies today allow for the simultaneous command of the tools required for civic participation 

(organisation, contactability, mobility, access to information and transformation of knowledge) and 

the creation of wealth (i.e., exactly the same tools). But it is the choice of society, the choice made 

by those that manage knowledge, wealth and culture (be it in their own name or by delegation from 

all of us) on which the future depends. 

Because everything exists and everything is said in the field of mediation, no topics or news items 

are excluded. There may be restrictions on interpretation and on the triangulation of knowledge 

from different sources, but there is no censorship. The lack of lteracies can be equated with 

censorship only in that it leaves empty spaces, spaces that could be filled if the literacies could act, 

transforming the knowledge into something new, into something that allows for agency, action, 

production, creation and transmission. That is the power of media literacy, which, today, must be 

an innate element. Just as important as learning to move, to do, is to learning to organise, dissect, 

interpret and finally to effect the necessary remix both in terms of innovation of products and 

services and of creativity, the protection of ideas and ideals, the construction of alternations and 

the transformation of the traditional into the new and the new into reality. 

The profusion of mediation in the communicative opportunities has enabled the emergence of 

networked communication but, because it is a process fed by us all, it itself has become a 

consequence of the same network communication model. 

 

The three cultural industry narratives 
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The fourth change perceptible in the context of communication and also originating from the 

change of the communicational model, centres on the models of cultural industry development. We 

have gone from a model centred on cinema and, to a large extent, California (Hesmondhalgh, 

2007; Taplin, 2006, 2007), to one in which we share geographic spaces in different continents and 

in which there are three dominant possible narratives involving multiple combinations of cinema, 

television fiction and video games. 

These strategies have had different driving forces behind them – sometimes the State and, in other 

cases, private enterprise. But it is also true that speaking the “lingua franca” of today (i.e. English) 

or having a considerable size in terms of population also clearly help. Also, as the World Trade 

Organisation’s GATT agreements in the 1990s showed, all countries in the audiovisual sectors 

have a “glass house” weakness given none of them plays by the rules of free trade, be it because 

they subsidise production or because they carry out dumping, i.e. making their national products 

available at below-cost prices outside their own domestic markets. 

But why speak only of cinema, television fiction and games? Each of these entertainment 

industries combines a network of technical and technological skills and necessities that makes it 

possible to sustain another set of very diversified cultural entities and products. Cinema and 

television fiction, as well as computer and console games, need scripwriters, actors, actor 

direction, coordination and realisation, programmers, composers musicians, diffusion, distribution 

and promotion networks and the whole panoply of merchandising that is built up around the end 

products when integrated promotion strategies are put in place. Hence, for one country to triumph 

in the audiovisual area, it has to opt for one of the three as a basis for sustaining the development 

of the cultural entities. The USA has clearly opted for cinema (as has Nigeria) and then come 

television fiction and games. Japan has opted for computer games, India has chosen a mixture of 

cinema and games (outsourced by foreign companies); and Brazil has gone with television fiction. 

In “Crouching Tigers Emerging Challenges to U.S. Entertainment Supremacy”, Jonathan Taplin 

(2007) analyses the case of South Korea, which presents itself as a paradigmatic example of 

success, thanks to a combination of a number of political, cultural and entrepreneurial factors.  In 

1991 the South Korean government created a subsidy system for film production on three 

complementary levels: distribution, production and training. First of all, it set up a system of 

exhibition quotas, which gradually achieved that 40% of the exhibition time for films went to films 

originating from South Korea. Secondly, at the same time the country sent its promising young 

talents abroad for training courses in British and American film direction, screenwriting and actor 

training academies. The reason was simple: the Korean audiences appreciate cinema with the 

characteristics expressed in US American models, so the idea was to give them Korean films 

based on that model and to innovate and do things even better than the Americans. And, last but 

not least, the South Korean government backed this whole process up with increases in subsidies 

for film production. In 1999, nine of the top twenty box office hits in South Korea were home-grown 
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products and today the country shows more domestics films than foreign productions in its theatres 

and also exports films. 

Other countries have chosen other ways of investing in their creative output. In Europe, France has 

invested in a mixture of cinema and games (but, after an initial period of prosperity, French 

companies lost ground in the latter area). Italy has opted for television fiction and cinema on one 

level. Spain has invested in cinema, while the UK has adopted a combined cinema, BBC-style 

fiction production and computer and console game strategy. 

Identity is important and is an element of attractiveness for television contents, as demonstrated by 

“Os Grandes Portugueses” (a Portuguese version of the BBC programme “Greatest Britons”, 

shown on RTP) or the preferences of viewers for fiction series in Portuguese, be they adaptations 

to Portugal of a foreign format, such as “Floribella”, or inspired by foreign models, such as 

“Morangos com Açúcar”, which is based on the Globo (Brazil) soap opera “New Wave”. Indeed, 

identity as a strategic weapon used by television is not only a feature of Portuguese television, as 

the “TV Key Facts 05” reports of the IP Network demonstrate. If we analyse these, we see that not 

only Portugal has strongly committed to the production of soap operas in recent years. The same 

process has been adopted in Germany, Spain and Russia. In Europe, “Floribella”, a soap opera 

from Argentina, is not the only example of the phenomenon of the adaptation of soap opera 

formats to the specific context of each country. The adaptation of “Betty la Fea” (Colombia) arrived 

in Europe via Spain, was a success in the German version and was also broadcast in The 

Netherlands in 2006. As far as films shown on television and in cinema theatres are concerned, the 

USA continues to dominate, but in terms of television series, national or, at times, European 

productions dominate. In countries such as France, Germany, Greece, UK, Belgium, Italy, 

Portugal, Spain, Finland, Netherlands, Poland, Russia, Czech Republic and Turkey, seven of the 

ten most popular television series were of domestic origin in 2004-2005. 

In a world that considers itself, and is perceived as, global; in a European political space; in a world 

in which they seek to impose the abstract, and incorrect, ideal of civilisational shock upon us 

(Huntington, 1996), people apparently seek out that which they think they are and relate it to their 

language and their territory and to the stories that are close and familiar to them. This would seem 

to be the power of identity and the media, which has the obligation of not losing the notion of the 

world of which they are a part. The power of identity is likewise the power that communication and 

mediation confer upon it. 

What this analysis allows us to conclude is that there has been a break with models exclusively 

based on the development of the national cinema industries. Although that model continues to 

produce results in given contexts, commitment to television fiction and video games is multiplying. 

In a network communicational model the entertainment industries prosper in network relationships, 

be it through the combination of national fictional contexts and identities with global narrative 

models or through the networked linking between television series and video games or cinema 

production. 
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Users as distributors 

Cinema and music illustrate the fifth change we will look at, which is the multiplication of 

distribution channels and how we have come from multimedia in the late 1990s to user-based 

multi-distribution in the early 21st century, with the user playing a role in the exhibition of products 

and also a distribution node (Limonard & Esmeijer 2007). 

Throughout the decades in which film productions were essentially viewed in cinema theatres, 

distribution channels for European cinema were always limited - if we compare them to the 

channels available today for English-speaking “entertainment” cinema or, even more so, US 

American cinema in Europe. 

In a certain way for cinema today’s world is still one of bipolar forces in which we have, on one 

side, films coming from the US and, on the other, national film productions, which are ever growing 

in numbers and more dispersed globally. 

In the US, cinema has always unashamedly been regarded as an industry, as part of the 

entertainment industry. Which does not mean there was no simultaneous, independent “auteur” 

film production in America that was also seen in Europe (in cinema theatres and not just at 

festivals). 

So let us speak of a certain type of film production, that which is not considered “blockbuster”, is 

not distributed by the large multinational film distributors, does not have a gigantic marketing 

campaign and an avalanche of merchandising accompanying its theatre premiere, i.e. the type of 

films produced in the rest of the world. How does this cinema differ from the “other”? It differs on 

many levels, evidently. But here we shall deal only with distribution, with access. Because it is 

distribution that allows the user/cinemagoer to effectively see a film. In the cinema theatres or in 

our living rooms (on television or via a bought or rented DVD) it is easy for us to see any widely-

distributed US film production. It is not so easy to watch films from other countries, of which only a 

limited few are shown in our theatres and, normally, for shorter periods of time. Also, they often 

never make it to the direct DVD market (and not even to the pirate DVD market, which normally 

closely follows the consumption patterns of the official market). 

So what changes has networked communication brought for distribution? One can suggest that the 

major change was that brought about by peer-to-peer (P2P) networks on the Internet. In these 

networks one can find diversified film libraries on a global scale. Because those who like cinema 

want to see films and want to see the films they choose and not ones chosen for them, the P2P 

networks are the most effective means of realising such projects of cinematographic 

independence. All the more so, because they develop gradually, in networks that are sometimes 

more developed, sometimes less developed and with varying degrees of quality. Although the 

business model has to be yet established or innovated, it is already being shown that what one can 

lose in terms of potential revenue can be offset by the gains in notoriety, in the number of viewers 

and enthusiasts. 
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On a par with cinema, music has also been changed by the transformation of its distribution 

mechanisms. Listening to music in mp3 format is one of the forces that changed the world in the 

last ten years. The ten forces in action in the last 20 years, as suggested by Jonathan Taplin 

(2006a), to a large extent inspired by the work of Thomas Friedman (2005), are: the fall of the 

Berlin Wall; the public dissemination of the Netscape browser; the WorkFlow software; the Open 

Source movement; outsourcing; offshoring; the online research technology provided by Google 

and Yahoo; the  combination of digital, mobile, personal and virtual; the Walmart physical 

commerce model; and the online commerce or e-commerce model.  

Perhaps we haven’t really noticed how the way we listen to music has changed and how that 

change is responsible for changing our world. Music is something we habitually listen to when we 

travel, when we work and when we relax. But beyond our state of mind and intensity of pleasure 

can it change anything else? To Jonathan Taplin (2006a), music has changed our world because it 

is responsible for implementing the “Long Tail” commercial processes (Anderson 1994). And if 

commerce changes, then our life also changes. Music is the maximum example of the changes in 

course in commerce and this has nothing to do with the digital or physical dimension of the 

product. More and more retailers are selling fewer quantities of more things. In other words, 

approximately one third of the total online sales of music are for products that are not available in 

any conventional retail store, simply because this new business model makes it possible to have 

much larger catalogues available at lower costs. The same goes for books. Amazon.com has a 

stock of some 3 million books on sale. Of these, around 60% cannot be found in any traditional or 

shopping centre bookshop. 

In the network communicational model, distribution has come to be shared by companies and 

users. The P2P technology and “Long Tail” are used by both, with different business models 

(existing and future ones), but with the same results: multiplication of the offer available and the 

user playing an active role in the distribution and sales process. 

 

Open creativity or Open source of life 

The sixth change in the context of networked communication is the value given to the opening of 

creativity. 

What characterises our present times in terms of creativity? Probably the fact that creativity has 

never been valued as much as it is now. The consequences of and the reasons for this warrant a 

closer look at this contemporary process. Thanks to the segmentation of markets and products 

made possible by the information technologies, creativity, when transformed into innovation or 

product spin-offs, is today the main source of the creation of wealth for enterprises and, 

consequently, for the State (Benkler, 2007; Castells, 2005). For the citizens in general, too, thanks 

to a change of ethics in our societies – from work as an obligation or the Protestant work ethics of 

Weber (Castells, 2000; Himanen et al., 2001) to work as pleasure or the Hacker ethics (Himanen 

et al., 2001) – creativity has taken on new value. 
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Creativity for the worker is his free pass to happiness at work – doing what he likes to do (Himanen 

et al., 2001). Although not all of us can achieve the goal of turning what we are passionate about 

into a job, adherence to the hacker ethics is an option in our schools through the choice of the 

career path one wishes to follow. 

One can likewise argue that the hacker ethics (Himanen et al., 2001) is not widespread amongst 

the population but is present in all professions connected with the various powers in our societies – 

from economic to cultural power, from technology to education, from politics to security and 

defence. 

Creativity has also gained the value it has today because of the democratisation of digital 

publishing in our societies. The Internet – with its blogs, webpages, file-sharing programmes in 

P2P, chats, Hi5’s, YouTubes and even book printing by Lulu.com and Amazon – is primarily 

responsible for the change in values with respect to creativity, making it possible for millions of 

people to become publishers and to make a name for themselves (Tremayne, 2007).  

However, there are different degrees of this creativity for different people. Jo Pierson (2008) 

suggests that the reading of the role of users as content producers and/or innovators means that 

we must understand what is known as the “90-9-1” rule. An example: Wikipedia offers a universe 

of new contributions made by only 0.5% of its total users and the editing of already existing entries 

by 2.5% of its total visitors. Another example, from the Open Source field: we find the beginnings of 

new projects triggered by charismatic leaders, which make up 0.5% of the total number of 

participants. Also in the field of Open Source, only 5% of the total users edit the source codes of 

the applications (Pierson 2008). 

The “90-9-1” rule reflects the existence of different innovation functions attributed to the users, or 

defined by them through their practices and appropriation of technologies and products.  

The users that make up 1% of the total, and which Jo Pierson refers to as “using producers”, are 

those that have both the technical qualifications and the motivation to make significant 

contributions and they are active mainly in the industrial and consumer markets (e.g., sports 

articles markets - think of Skating and Surfing from boards to kites). This group can be defined as a 

co-design group. In other words, they collaborate with industry in the design of new products. It is 

work where the user does not act autonomously but in cooperation with enterprises. 

The second group, the “producing users”, are the 9% of users that participate actively in the 

creation and sharing of contents (collaborative contents). This is the group that is responsible for 

the new areas of active innovation such as Web 2.0, the participative Web and “user-generated 

content”, or in more practical terms: wiki, social tagging, blogging, podcasting, sns, etc. 

Finally, Jo Pierson (2008) suggests that we refer to the remaining 90% of innovators as “everyday 

users”, i.e. those who manage the technologies placed at their disposal in their daily relations with 

the others. In other words, day-to-day innovations. Not in the field of content sharing or 

collaborative creation, but through new social practices. The most well-known examples are the 
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dissemination of mp3 as a musical format or the appropriation of the SMS functionality by the 

younger generations and its subsequent incorporation as a business model for mobile telephony. 

Along with all this movement, businesses that live off copyright management (book publishers, 

record companies, film producers, the media in general, etc.) have witnessed and are witnessing a 

world in change, to which their main response, for a while, has been to combat changes by 

criminalising them or creating awareness to the fact that certain forms of the use of digital contents 

are crimes2. Meanwhile, society goes on innovating and, just as it goes on producing software to 

meet given supervening social needs, as has always been the case in the history of 

communication with all its inventions (Winston, 1999), the law has also been finding new forms of 

satisfying social needs (Cardoso, 2007). For example, the Creative Commons (Lessig, 2005) is 

one such form and it is also a way of exploiting the commercial dimension of digital contents. And, 

as always, it is easier for enterprises that breathe the air of the time, such as the free dailies, to 

adopt the solutions of the time, without any great friction or difficulties. For example, the Spanish 

free daily “20 minutos”, which has local editions in various Spanish cities, is published by 

Multiprensa & Mas S.L. under a Creative Commons licence and the newspaper can also be 

downloaded for free from its site. 

Before reaching the monetary valuation by the market stage, the creator has to go along a path of 

creation of that which we currently call the “Name”. This process is traditionally a lengthy one, with 

many intermediaries along the way. What the new forms of publishing bring is that they make it 

possible to accelerate the public visibility processes and, at the same time, eliminate some of the 

intermediaries. Creative Commons is not the only example of this. Open Access academic 

publications are also a good example. 

In the context of the communication businesses, book and magazine publishers are not a market 

to be scoffed at. For example, the publishing company Reed Elsevier represented, in 2005, a 

global market worth some 10 billion dollars (Machado, 2006, 2008). Hence, when an innovation 

such as Open Access Journals comes along and unites, if we are to believe the University of Lund 

Library in Sweden, an approximate universe of more than 2,500 scientific journals published 

around the world, in various languages and having the most diverse content – from medicine to 

communication and from engineering to architecture and the arts – one understands that 

something is changing in the academic world, which is in turn being reflected in publishing, in the 

way science is carried out and, consequently in society and the existing business models.  

When something is “open” this does not mean that it is does not involve the exchange of money or 

that it is not valued in monetary terms. It merely means, as Wikipedia suggests (Benkler, 2002; 

                                                 

2 . In reality, one could also argue that what the  publishers and record companies etc. are doing is buying time to see 
what the coming business paradigm will be and then innovate their business models.  
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Quiggin, 2006; Auray et al., 2007; Halavais et al., 2008), that it is open to diverse people and that, 

in its diverse contexts, can be used freely and can be transformed. 

Openness merely means that, provided that credit is given to the person who created it or made 

the raw material available, the information, process or product can be used by third parties.  

In a way, we encounter here again the two business models we have already identified in the mass 

media field – paid contents and free contents, the latter relying on advertising or another form of 

sponsorship. However, with the networked communicational model, the trend seems to be one of 

greater balance between paid and unpaid, questioning prior developments that seem to generalise 

the idea of payment of contents as the only way for a new communicational model in the making 

(Sparks, ????). 

 

 

 

 

iLife with your iPhone 

This pithy heading could serve as a summary for all that will be said about the role of the telephone 

in our lives and the reason why mobility and portability are the seventh trend towards change in the 

context of networked communication. 

The mobility and portability introduced by the mobile phone have changed our society (Castells et 

al., 2006; Colombo & Scifo, 2006; Katz & Aakhus, 2002; Caron & Caronia, 2007), making it more 

mobile and flexible. But they themselves were changed by the practices of networked 

communication, for the mobile phone is the bridge between the two central nodes (Cardoso 2008) 

of that communicational model: television and the Internet. 

It would be impossible to adapt many of the films produced up until the late 1980s to our present-

day reality, for many people would ask: why did the character in a given situation (e.g. danger) not 

just pull out his/her mobile phone? Was there no available connectivity in the area? Did he/she 

have no credit? Or, why was the number of the murderer/lover/colleague not in the list of calls 

received or numbers dialled? 

Culturally and technologically, we seem to have come a long way since the days in which the 

telephone emerged with the purpose of transmitting theatre plays and concerts directly from the 

concert halls and theatres to people’s houses (Winston 1999). From the fixed object only available 

in the houses of the cultural and financial elites of the 19th century to the mobile object used in the 

streets. 

If we had to choose an object that has accompanied us and, simultaneously, changed our 

everyday life – from love to work, from the home to the street – over the last three centuries, that 

object would be the telephone. And its most direct descendant today: the mobile phone (Castells et 

al., 2006; Colombo & Scifo, 2006; Katz & Aakhus, 2002; Caron & Caronia, 2007). 
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The mobile phone has changed, and continues to change, our relationship with time, space and 

social practices and values (Castells et al., 2006; Cardoso et al., 2007). The mobile phone is a 

nomadic object – light and small – that involves sight, touch and hearing (Colombo & Scifo, 2006). 

The mobile phone is a repository of our memories, feelings and professional lives. It contains 

infinite traces of our lifestyle, our history and our attitudes. Just the idea of losing our mobile phone 

is enough to send chills down our spines, not for the cost of the device itself, but for all that it 

means in emotional and professional terms. Although the device, already referred to as the 

Smartphone, does not effect a process analogous to human thought, it does carry in it 

characteristics of our thought.  

As the mobile phone plays an increasingly important part in our lives, the desktop computer – 

thanks to the development in processors, the growth in the data storage capacity and the laws on 

the reduction of costs in the computer and Wi-Fi industry – has been disappearing from our homes 

and offices to be replaced by the portable version of the PC and Mac. 

What the two aforementioned technological trends show is that, on the one hand, companies are 

more and more committed to the consumer’s and citizen’s appreciation of mobility and, on the 

other, that the mobile phone is developing into something that is more than a mere support for 

voice and text communication. One doesn’t have to be James Bond, in his most recent films, to 

understand the advantages of built-in GPS (in your telephone, not your car), nor does one have to 

be a teenager to understand why Apple launched an iPod that is also a mobile phone, i.e. the 

iPhone, and why Sony markets their mobile phones as the only ones that are also Walkmen. More 

and more, mobile phones are smartphones, i.e. they have functionalities that make them more like 

small computers, even though they really aren’t – because they require small screens and do not 

work well in text processing or for reading text in blogs and newspaper sites. 

Taking all these signs together, what reading can we make of them? Disregarding less developed 

countries (where growth in sales is always marginal), the computer market today is a mature 

market that thrives on the replacement of old models by new ones. Thus, growth in access to 

computers in the informational societies and those in transition (Himanen 2006; Castells 2006; 

Cardoso 2006) will have to be achieved through terminals that reach the greater part of people. In 

other words, not PCs but mobile phones and other portable systems with music players. This is the 

good news for policy makers and enterprises. The bad news is that this market will also be 

saturated quickly, because most people are willing to pay for mobile phone terminals, pay a certain 

amount for voice calls and text messages, but are not willing to pay for much more services 

(Cardoso et al., 2007). To this one can add that, in most cases, for those who do not use the 

Internet on a PC, the likelihood of them knowing how to use and needing and appreciating the use 

of data transmission is very low. 

We are thus, for the first time, after more than a decade of rapid growth in the use of the Internet 

and the adoption of mobile phones, faced with markets where the replacement of equipment 

seems to be the driving force behind growth in the mobile phone manufacturing sector and where 
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the Internet access providers are beginning to see their growth potential stagnate. But what is 

really interesting in this process is that, albeit for different reasons, both the market and the State 

have the same goal – the need to involve more people in actively defining the informational 

society, i.e. more people capable of having the literacies necessary for operating the mediation 

tools that give them access to information, be it in the traditional media or in all those that emerge 

(Livingstone, 2004; Cardoso, 2006). Corporations and government ministries alike have 

understood that it will not be desktop or portable computers that will be, for now, in the hands of 

the majority of citizens, for whoever uses them either will be young or will completed, in normal 

circumstances, at least secondary education (Cardoso et al. 2008; Drotner & Livingstone, 2008). 

The other thing they have understood is that although mobile phones can be a solution, they also 

have their limits. These limits are: financial resources for the use of services; the existence of the 

acquired knowledge for using the interfaces; and the discovery of the interest in using them. In the 

coming years we will most likely witness a necessity to lower prices, not only for access terminals 

but also for services, in order to include more people in the utilisation circuit. But this will prove 

useless if, on the other hand, we do not have more people with more educational training and 

informal experimentation in the technologies, that is literacies. 

Networked communication is, thus, also a combination of the rigidity – in physical and marketing 

strategy terms – of the interfaces of portable computer, mobile pone and access networks with 

their portability.   

 

Media that are still quite young 

The influence of the networked communication model is also visible in the media that have been 

around in our lives over the greater part of the last century. Although the image we have of them 

may have been created in the 20th century, they are undergoing change. Radio has a third life and 

television is no longer a technology and is only identifiable by the differentiated type of contents. 

Newspapers, too, are increasingly becoming news agencies. 

 

Radio’s third life 

The emergence of the Internet has not only created the environment that has led to headlines in 

the written press with variants on the question “The End of the Press?”. The newspapers we know 

today are different to those 20 or 70 years ago. The same goes for radio. What the history of the 

media teaches us is that the media are constantly innovating. However, some innovations are 

more abrupt than others, particularly when the prior business model shows signs of becoming 

obsolete and the next one is approaching.  

Many academics see radio as a medium of the future, and I also believe that what we are now 

witnessing is radio’s vitality and not its disappearance. I therefore agree with Enrico Menduni’s 

view that radio is a medium of the future (Menduni; 2002). 
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If we look at the first two lives of radio, we see great similarity between its first life and the Internet. 

When German playwright Bertolt Brecht (1932) wrote in the 1930s that radio was a medium of 

freedom, he did so in the conviction that the use of the available frequencies by the citizens to 

broadcast what they wanted and to give wing to creation was one of the great conquests of the 20th 

century. The emergence of dictatorial regimes in many areas of Europe put paid to that argument, 

making it look more wish than reality, at the same time giving rise to the first age of radio: the age 

of the great national broadcasters owned mostly by the State or, in some national contexts, by 

private entities. 

The second radio age had its zenith during the period of the diffusion of microelectronic at 

accessible prices, which, together with social movements in the 1970s and 1980s, brought to the 

international panorama the possibility of the emergence of the so-called “pirate radio stations”. In a 

subsequent phase some of these stations were assimilated by the status quo of the media, giving 

rise to the institutionalisation of new radio broadcasting companies at the local, regional and 

national levels. Which led to an, albeit brief, revival of Brecht’s (1932) assessment only for it to 

submerge again later, for reasons different to those in the1930s. 

Radio’s third life was preceded by the arrival of a new technology: the Internet (Ortoleva, 2002). 

Like radio, the Internet was the object of a similar discourse on its liberating capacities in terms of 

creativity and human communication. And to a large extent it was able to live up to the 

expectations created by its discourse. Although technologically different in essence, the two mass 

technologies most similar to each other in terms of proximity and the creation of social ties are, 

indeed, the Internet and radio. For this reason, the answer to the diverse variants of the “end of 

radio” question can only be that “the Internet did not kill radio but has given it a third life”. A life 

different to its prior two, of course. But a new life nonetheless. A life rooted in the fact that radio is 

the medium that most easily adopts to Web 2.0 (Carpentier, 2007). 

The discussion around this possibility, also already explored by radio stations whose origins go 

back to the decades preceding World War II, is directly related with the question of advertising on 

the Internet. Agencies, mediators, advertisers (and the media) have asked themselves how to 

profit from Internet advertising. A proven response is that articulated by radio stations, which, from 

the base of their listener communities, created new online spaces for the communities that can be 

formed around it in a new environment. The strategies used are manifold, ranging from the 

downloading or streaming of the videos to the records being played on air in a given moment, with 

advertising intervals, to the use of the first page for the blogs hosted on the station’s server that 

receive the most comments from the community of listeners. 

Radio is also the space that most easily, in the national context, can compete with social networks 

such as myspace.com in discovering new music talents and is also the space par excellence for 

sharing revenue with those artists that follow the “recording company free” model. It is clear that 

not all radio stations are prepared for this new model or, if one prefers, life. Radio stations that 

bank more on intimacy with their listeners in their broadcasting are, perhaps, those that can best 
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create online communities. The success lies in being able to create wide networks, i.e. attracting 

their listeners to the spaces in a slow and respectful process, given the station-listener relationship, 

and at the same time diversifying to other spaces or where old and new audiences might meet – 

for virtual spaces, like other spaces, need diversity to attract new community members and 

consolidate the networks. 

Radio has a natural alliance with the Internet and is today perhaps the medium that has best 

exploited the potential of the Internet. Or rather, it is the medium that has allied concrete results in 

terms of the increase (or fixation) of audiences, with increasing interactivity with the listeners and 

experimentation. 

Radio has successfully established what the contact points are between its innate characteristics 

(Meneses, 2007) and the characteristics offered by the Internet. The radio business models (based 

on advertising) have much to do with this phenomenon, as do the ease of conversion and 

distribution of the sound signal into digital format and, above all, the intimate dimension of radio, 

which weds perfectly with the building of social networks enabled by the Internet. Radio and the 

Internet thus complement each other in the quest for greater proximity with those who listened to 

radio yesterday, listen to it today but also see it (on their screens) and interact with it: the listeners.  

If the people who use the Internet, the youngest population groups (Cardoso et al, 2008), devote 

less time to listening to radio than watching television; if, while multitasking, the spend more time 

listening to music than radio; and if they find it more interesting to listen to music than radio; what 

does this say about the future appropriations of radio by its listeners and its producers? The best 

field for understanding the relationship young people have with music, and their taste for it, is today 

not the sales charts, nor the promotional launches the record companies carry out on radio 

stations, but the audiences at concerts and the type and quantity of music exchanged on the P2P 

networks. If that is the case, the marriage, between radio and the Internet will result in a hotter 

radio than we have today, where the interactivity will be greater and the music played will continue 

to correspond to the listeners’ options – except that they will be options mediated by the Internet 

(choices made via the Internet) and by the type and number of persons who will go to see their 

favourite singer(s) or musician(s) at a live performance. 

The radio network will thus consist of hot and cold moments. Post-McLuhan (1997) radio will be a 

simultaneously be a hot and cold medium.  

 

Television is a narrative, not a technology 

Television can no longer be equated with the box in our living rooms or bedrooms. Now it is just 

about everywhere. Furthermore, it can also no longer be defined through moving pictures. It has 

become something much more complex. 

Today, television is contents produced or commissioned by the television stations and also 

contents generated by the users, i.e. user generated contents (UGC). Telecommunications 

companies, television companies, Internet companies (e.g., Google), media companies (such 
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Robert Murdoch’s group), advertising companies and software companies are currently re-

discovering the potential of the television business: user generated content (Slot & Frissen, 2007). 

Following Web 2.0, which many companies discovered as a business object late in the day, a new 

business area is opening up – that of video contents generated by the users themselves and not 

by the media companies. This new area has emerged because only now has broadband become a 

reality for those who already mastered the other digital technology required: video taping. 

Google’s acquisition of YouTube is only one example of the commercial appropriation of UGC. 

Others can be found in the programmes on TV channels that invite viewers to make their own 

videos and the most popular on the web are later shown on the TV programmes. The trend 

towards purchasing video sharing sites may be a new one, but it also illustrates a business model 

that has been around for some time. The emerging trend is that of combining contents that involve 

considerable investment and complexity (such as television series and soap operas) and more 

simple contents (such as reality shows, home video shows and now the more elaborate, at least in 

terms of their scripts, video blogs and videos disseminated on sharing sites such as YouTube, 

MySpace or Hi5).  

The examples are manifold – from alternative versions of music videos produced by the original 

artist’s own fans to Anime Music Videos in lip-synching or series in machinima or in short episodes 

posted online with a certain regularity, or even the creation of one’s own TV channel, as in the 

case of many software offers in Open Source online. The tried and tested business model is that 

based on advertising – identical to the model we know from the television in our living rooms, 

kitchens and bedrooms. In reality, the model of paying for contents remains, but there is a new 

model in the distribution of digital formats that goes back to the original television model, before 

television was paid. An example of this is when the Norwegian channel TV2 agreed upon a flat rate 

with its telecommunications operator for the distribution of video to mobile phones and its service 

subscriptions went up by 300%. What all the new video models – or, if one prefers, the new 

television network (which includes TV, Internet and mobile phones) – show is that, in addition to 

television, which reaches 99% of the population in Portugal (and in developed countries), there is 

also space for video dissemination for Internet users and for those who will watch video on their 

mobile phones. 

If it is true that video has hit the Internet big time, it is also true that TV contents are not far behind. 

One could cite various examples of this phenomenon, such as the BBC soap “Wannabes”, which 

consists of two 2-3 minute episodes shown weekly for around seven weeks. Contrary to the often 

flopped interactive television experiments, where it was possible to choose one’s own end to a 

soap, this Internet model does not allow viewers to change the plot of the drama, but is does allow 

them to change the way each one sees the story. The key moments are always there – what 

changes is the debate on the reasons for certain choices. Here interactivity centres on the bringing 

the viewer closer to the characters and their lives and ways of looking at the world and helping 

them make difficult personal decisions. The soaps of the user generated content era are here and 
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with them will come new forms of telling stories, the origins of which are in the Greek tragedies and 

in the oral traditions that date even further back in the history of humanity. Once again, with the 

democratisation of the access to production, new possibilities for civic intervention and new market 

forms are emerging. 

If the content production model has changed in television, where we actually watch television has 

also changed. Many of us will still remember when television first became portable. In the early 

1980s many families purchased small TV sets which they would take with them on weekend trips 

or on holiday. They were very similar, in size, to today’s desktop computer monitors. We will not be 

dealing with portable TV sets herein, but calling them to mind helps us to understand that, although 

we only have mobile phones now, television portability is something that has been with us for some 

time. 

Of the many that abound in the field of the media, mobile television another example of an 

incremental innovation model where, by means of lowering the perception of the technical quality 

associated with the product (in this case, the transmission of moving images; in the case of 

newspapers one could take the example of the free dailies), one seeks to expand the user mass. 

However, this incremental innovation takes place in a very specific field: that of television and the 

mobile phone. For this reason it is worthwhile analysing it in detail, because adherence to it and 

the creation of a market for it will follow specificities that have never been worked in any other 

media market.  

Firstly, we are dealing with the two most widespread technologies in developed countries. 

Secondly, in the specific case of mobile television, the technology that will finally be used is the 

least important of all the conditioning factors. In other words, whether transmission will be in 

Unicast or Broadcast and what standard and/or transmission protocols will be used is important for 

the technological deciders, but will very little bearing on the final decision for adoption of the 

service. Television follows rules that are different to technological ones. The rules for television are 

dictated by the contents. One only has to think of the different television systems we have had in 

different countries over the last fifty years (Hesmondhalgh, 2007; Miège, 1997). It is clear that there 

has to be interoperability between networks but, for the consumer, what counts is the ability to 

interface with the network, and what he already acquired with the support technology for access to 

mobile television: the mobile phone. 

Like other kinds of TV, mobile TV also has a primetime. This primetime is the space of flows 

(Castells, 2000), or the space of mobility between screens (Tubella et al., 2008). The space in 

which we are not in front of either of the two screens of choice for dealing with the audiovisual: the 

home (or café/pub) television screen and the computer screen at home, in school or at work. 

One must also bear in mind that each country has its own Mobile TV model, not just because of 

the different tastes in terms of content consumption but also because the lifestyles in each country 

will have an influence on adherence to Mobile TV – just like there is one single primetime in 

Northern Europe and two in the South. In some countries, public transportation will be a space of 
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choice for Mobile TV – as it is for the free dailies – but in other countries, where the use of public 

transportation is less developed you can expect other viewing times. So there are two situations to 

be taken into account. On the one hand, the existence of a medium that is already well established 

in these spaces of flows – the free dailies; on the other, the fact that each country has its own 

peculiarities driven by socio-cultural differences. 

What occasions will we use Mobile TV for? It will be for outings, for holidays, for the weekends, for 

nights out, for trips abroad (roaming) – in short, it will be for whenever other screens, offering better 

quality viewing, will not be available. This also means that it will be for young audiences in schools 

where the number of computers is still very low. 

What kind of contents should one expect? In this area, countries will have both a problem and an 

opportunity. Both are rooted in the specific nature of the audiovisual markets and the fact that we 

can find countries in the European Union that uses subtitling for foreign-language content and 

others dubbing. Subtitling is impractical for Mobile TV due to the size of the screens, meaning that 

most of the entertainment contents for those countries will have to be home-grown. There are, 

however, a number of audiovisual products that adapt very well to the mobile phone. One of these 

is the music video. Other examples are animated series, which tend to be already dubbed, and 

original language version products. However, even these will have to be adapted so that they last 

less than 5 minutes, which is, above all, a challenge for scriptwriters. Another possibility is what is 

known as user driven content, meaning that Mobile TV can be used in the editorialisation of 

contents already available on platforms such as YouTube, or voting via the web (or SMS) for a 

certain video, with the product chosen by the majority of voters then becoming the broadcast.  

If mobility intensifies and the number of screens and television producers multiplies will public 

service television itself change in the context of network communication? Will the offer in terms of 

television contents keep us in a Neotelevision stage (Eco; Casseti & Odin, 1990) or will something 

more be proposed? 

Public service is a concept that has been associated with the media in a generalised form since at 

least the 1950s (Raboy 2001, 2001a; Kung, 2002, 2007). Innovation, on the other hand, is a 

relatively old word that has gained media prominence in everything related with the economy and, 

consequently, with the media industry itself. 

Although they may appear to be two contradictory concepts in their genesis (in particular for critics 

of public service television in practice), the truth is, that when we look at many European 

examples, public service and innovation are one and the same thing (Iosifidis, 2007). Taking the 

Portuguese example, given the turbulent period public service television and radio went through 

from 1991 to 2002 (turbulences involving almost all of the agents in the media sector: from the 

politicians to the entrepreneurs and from the journalists to the radio and television audiences 

themselves), this idea of innovation does not have a very strong tradition (Cardoso 2007; Cádima, 

1999, 2002). 
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However, if we look at other examples, such as the BBC and the Scandinavian public service 

stations, we see that many of them were the precursors of new products and new communciation 

approaches, in which private enterprises could not lead the way simply because they did not have 

the necessary financial resources or the time to wait for the protracted creation of new audiences 

(Ytreberg 2004, 2004a). 

The BBC opened its doors to written information on the Internet and created the conditions for 

getting its audience accustomed to using it to inform themselves with the same degree of credibility 

as outside the Internet (Born 2003; Kung 2002). But, given that the public sector is governed by 

public media policies (Freedman, 2008), what should the mission of public service operators be? 

Iosofidis (2007) suggests a non-negative definition of what public service is, avoiding the definition 

normally given, i.e. that it is different to what the non-public service stations do. In answering this 

question, Iosofidis suggests that one provide an answer instead to the following questions: “What 

kind of society do we want to live in? What are the values we want to protect?” In a society with a 

human, non-totalitarian face, the key values are pluralism, independence, accessibility, quality of 

contents, social cohesion and protection of privacy. However, that is a charter of principles that 

should be present in all programming and information boards at all television stations, be they 

public or private. It is not sufficient for differentiating the mission of public broadcasting. In speaking 

of the mission of public television one has to go beyond the role of informing, educating and 

entertaining and focus on the creation of citizen autonomy (Castells et al. 2003, Espanha, 2008), 

giving them a choice of different qualities, in terms of the range of programmes offered, and 

innovation compared to what is being done by other stations and what has been tried in the past. 

In the context of networked communication, public television has to regard its audience not only as 

viewers but also as citizens. In terms of financing, the current European model (where dual 

advertising/public financing models coexist) is expected to evolve, in the coming decades, towards 

a model based on public financing of long-term management. For state subsidisation can only be 

justified if there is real innovation in programming, differentiation of offer and quality (a subjective 

concept, as always) without too much advertising and, of course, the audiences. However, as the 

introductory text to the book “A Comunicação no Quotidiano Português” (1984; “Communication in 

Portuguese Everyday Life”), asks: “Will we be able – do we have the wherewithal, the conditions, 

the possible awareness – to alter the established order?”. If we are not capable, we will certainly 

have a weakened media system, with less vitality and capacity for innovation. Which means we will 

also have a market with lower growth rates and less revenue for the media companies. A market in 

which all – private and public – lose. For these, and other, reasons, the ideas people have are as 

important as the people themselves and that is the genesis of the functioning of a networked 

communicational model: the power of creativity and the linking of the creativity of many for given 

specific purposes. 

In the context of a networked communication model, television has gone from being defined not by 

the broadcasting technology, nor by the reception screen, but by the type of fictional, news and 
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informative contents it offers. Nevertheless, it may continue to be Neotelevision (Eco, 1985; 

Casseti & Odin, 1990) or evolve into another state and the types of contents it provides in the 

future will depend on this. 

  

From newspaper to news agency 

Many of us will remember the question asked on the cover of weekly magazine The Economist 

(2006): “Who Killed the Newspaper?” But The Economist may soon have to rewrite its epitaph on 

the premature death of the newspaper. Around the world experiments in the newspaper segment 

are flourishing. The one thing they have in common? The use of multi-technologies. Throughout 

the 19th and 20th centuries the emergence of differentiated journalism cultures was, to a large 

extent, due to the technological monopoly context. The newspapers (and magazines) had the 

paper monopoly; radio had the voice and ether broadcasting monopoly; and television had moving 

image monopoly. With the arrival of the Internet, things got mixed up a little, particularly because 

TV began to take over the written word (as in the case of BBC News Online); radio stations actively 

delved into writing on their websites; and written press lost its monopoly as the written medium. 

This development was logically seen as a threat to markets such as the European one, where, due 

to declining population figures, the number of new newspaper readers was no longer matching the 

losses in old readers and where young people, brought up on rhetoric of the moving image, seems 

to have relegated newspapers to 4th or 5th position in their order of preference (Cardoso et al., 

2007a). To complicate things a little more, Google and other Internet companies popularised the 

blog, which, in the media industries in the more developed countries, led to the multiplication of 

journalists writing online (Bentley et al., 2007; Tremayne, 2007). 

However, the scenario changed again in 2007, not least as a consequence of the aforementioned 

article in “The Economist”. For the best way to react to a crisis is to recognise that it exists, no 

matter how difficult that may be. 

In the last few years (in part also because the technology and the markets have matured), ventures 

in new markets and new forms of news reporting seems to be multiplying (Bentley et al., 2007; 

Deuze et al., 2007; Bakker, 2007a; Boczkowski, 2002)). And what this would seem to indicate for 

the newspaper business is that the era of the printed newspaper relying on revenue from 

advertising (incl. classified ads), the purchase by the reader, marketing and the sale of tangible 

products (books, CDs, etc.) and subscriptions, was over. 

The newspaper as an enterprise, a place of work and a journalism model based merely on writing 

and photography was finished. It is perhaps better to say that it is not finished yet, but is in a 

process of change that will later make us look at this present moment in time as the beginning of 

that rupture.  

In terms of organisational culture and human resources management, the challenge is enormous 

because it means that the companies have to say “we are a newspaper” but in reality “we will act 

like a news agency”, i.e. produce news reports to be distributed via the technologies and brands 
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we own. Which means having production cycles adapted to the consumers’ media diets (Cardoso, 

2007). 

There will be many examples of this adaptability. For example: producing radio via the Web for the 

early hours of the day or the morning; free and paid print dailies to distribute and sell on the 

streets/in traffic and in public transportation; free SMS messages paid for by the advertising for the 

services provided by the consumer’s mobile phone operators; new print products that are 

independent of the newspaper (be it permanently or ephemerally); price differentiation for print 

editions, depending on the place of purchase; online editions; segmentation of opinion published 

on paper depending on the target audience (in geographic terms or depending on the consumers’ 

choices and preferences); advertising newspapers on television; using pre-existing distribution 

networks such as buses, hospitals and health centres, post offices, banks, sports clubs and 

associations, etc.; video news editions; open newsrooms and open journalism; the newspaper as a 

segmented social networking bridge, or not, etc. (Bentley et al., 2007; Deuze et al.,2007; Bakker, 

2007a). 

However, all the afore-listed examples call for resolution of two large problems: the newsroom 

culture and the management culture (Achtenhagen & Rav, 2007; Fee Jr, 2007). 

To begin with the management culture, the change necessary for establishing a new business 

model means generating, within a company, cultures of creativity directed at attracting readers and 

rejecting unique, water-tight and permanent solutions. In other words, learning to innovate in terms 

of the models and not just the contents, rejecting the idea of a unique final product. Operational 

examples of that approach are: bottom-up processes; innovation prizes and network 

interconnection of all corporate levels, eliminating intermediaries between any individual or groups 

from the creativity channelling processes (Achtenhagen & Rav, 2007; Fee Jr, 2007). As far as 

newsroom culture is concerned, multimediality (writing, speech, gesture, image) in communication 

is a necessity. While it is true that some will do better than others, it is also true that, amongst the 

journalists going into retirement today (or who will retire shortly) there are many who did radio, 

newspapers and television – which are all forms of coummunicating with different rhetorics. But, 

above all, it is important to reject monopolising thought, i.e. there is no “one” public; there are “one 

thousand” publics wanting different things and wanting them at different times of the day and in 

different media. The other cultural dimension that the change is affecting in the life of the 

newsrooms is more difficult to resolve, perhaps precisely because of the very motor of change 

analysed herein: the Internet. 

To be reborn as a multimedia “vertically integrated news agency” the “newspaper” will have to 

produce different news (i.e. be different to what we already know or introduce expanding, updating 

and contextualisation dynamics and all on the basis of infography, sound, text, video, etc.). Why? 

Because mediated information is already arriving from diverse sources, be they professional or 

otherwise, at both the journalist and public. Which means that, to make a difference, there has to 
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be more time spent in the field; with face-to-face sources; being in the street; going where the 

newsroom can’t reach; recording and writing from the locations of the events. 

For innovation and creativity and the second life of the newspaper as a vertically integrated news 

agency (from the production of news reports to their multichannel distribution in sound, image and 

text), it is fundamentally important to select the reality and to place the principles of the specific 

ethics of journalism at the service of:  

1. the search for the new (taking up the same topics, events and/or studies just because they 

catch attention is not news and this is therefore a short-term strategy);  

2. and the selection and validation of facts (for journalism itself must validate more sources 

without resorting to specialists. The journalist has to be a generalist validator but must also 

be able to be a validator in specific areas from sociology to medicine and from civil 

engineering to climatology). 

The newspaper is not only a part of the network, it constitutes a new node in the network that 

interconnects the media and is reconfiguring itself as a central element in networked 

communication, as it was in mass communication, merging between the Internet and Television 

nodes. 

 

Wikis, blogs and Youtube. What now?  

There can be no doubt that the Web of today is different to the Web that Tim Berners Lee and his 

students created back in the 1990s (Abbate, 2000). But, although the Web has not been social so 

far, the Internet  has always been social (Castells 2000, Cardoso 1998). There was always more 

communication than there was publication of information and entertainment. If e-mail was the tool 

of choice for the over 25 age group, chat with MSN, Yahoo and Google Talk (and, before these, 

IRC, newsgroups and mailing lists) were the tools most used and most frequently utilised by those 

who logged on and log on to the Internet (Castells et al., 2003, Cardoso et al., 2005).  

What changed was not the social aspect of the Internet, it was the arrival of that attribute on the 

Web through platforms such as MySpace, Facebook, hi5, Friendster or even Second Life, to name 

just a few. But, beyond these considerations, it is also important to distinguish between the cloud 

and Juno, or the trees and the forest. The questions that the expansion of the social Web raises 

have much more to do with information than with the much talked of dangers of speaking to 

“strangers” (the “strangers” are the same ones that were always there outside the virtual world; 

now they are in the virtual world as well). What Web 2.0 brings is the change of paradigm of the 

relationship with information and that brings greater problems with it, because it not only impacts 

us individually; it impacts us individually and collectively at all levels of our life.  

It is obvious that the news dimensions of accessibility of information, in terms of quantity and 

mobility, are a fundamental change for our societes and this is a positive change. This change 

brings, in theory more freedom of thought, more reflexivity and more democraticity (Silverstone 

2006) amongst the communicating subjets, i.e. us citizens. However, one must ask the question if 
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this change is not also changing the rules of the game without us realising this and, thus, it is able 

to put us out of the game. Not because of a mistake on our part, but because we don’t know that 

the rules have changed some time after the game began.   

In the era of mass communication, the “truth” (always something subjective, one should bear in 

mind) was frequently associated with what was said by the journalists (and also by professors and 

authors published and bound in paper – but what they had to tell us normally had less direct impact 

on our daily lives). What, in the end analysis, differentiates the journalist from the storyteller is the 

ethical dimension (Paulussen et al., 2007; Franklin et al., 2005; Heinonen 1999). It is not their 

capacity to choose and select, for these are merely tools in the service of ethics. 

At some stage in the early years of the 21st century we witnessed a fundamentally important 

development: the emergence of Wikipedia. Why Wikipedia? Because it changed our relationship 

with sources traditionally seen as of both lower social credibility and degree of updateness, i.e. 

sources that were not news (Benkler, 2002; Quiggin, 2006; Auray et al., 2007; Halavais et al., 

2008). The logic went from “what is written there is what is valid” (the encyclopaedia model) to 

“what is left unchanged by most people is what is valid”. So far, nothing to worry about – validation 

by more peole normally means fewer errors. But the problem that Wikipedia, the Wikis and their 

relatives the blogs brought with them is that although we now deal with different categories of 

information, generally speaking, just as they trusted television information, people also trust in the 

information they find on the Web (WIP, 2006). What this implicates is the need to adapt the 

teaching of the dimensions of the validation of information in the context of the new literacies, i.e. 

that texts written and published may or not be valid, may or not give us certainties, and that we 

should always treat all information as questionable until the opposite is proved. 

Let us go on to the second question that the emergence of the social Web or Web 2.0 raises; it has 

to do with the diffusion of moving pictures or films and still images (photography).  

A picture is worth a thousand words is a much-used adage. But is it still true? Perhaps in the 

recent past, yes. But not today. The manipulated photograph may be as old as photography itself 

(Reynolds 2007), but the emergence of digital technologies has led to an exponential increase in 

the number of people capable of manipulating photos and film material (Lessig, 2004). The 

question is no longer whether or not this is possible, but one of the quality of the work and how 

many people are able to tell the difference between what is real and what has been “doctored”. 

The popularisation of image manipulation technologies has meant that we have to accustom 

ourselves to the fact that we cannot believe what we see, again questioning the old maxim of 

“seeing is believing”. 

But this analysis tells us something more. I would go as far as to say that it tells us that the 

journalist is slowly going through a professional upgrading process as someone who, thanks to 

journalistic ethics, can be considered trustworthy – because what he writes, says or films will have 

a value different to much of what else is published. And if we cannot rely on this professional ethics 

our problems will be a lot greater. 
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But this new appraisal (or return of the perception) of the role of the journalist also means that the 

journalist will once again be different to the Internet user. In other words, he will have to see with 

his own eyes in order to believe and stop relying on the eyes of others, he will have to leave his 

desk and essentially become a field reporter. Generally speaking, what this change means is 

positive for communication and societies. It is also clear that, as with all changes, there are risks – 

but also many opportunities. We have to be conscious of this fact. And, above all, move from 

intuition to awareness of the fact. Because perhaps the majority of us have not verbalised this 

change in communicational paradigms (even if we inkling that it is there). And, as Roger 

Silverstone (2006) argued: if one hasn’t communicated publicly in the media then one doesn’t 

exist. 

Wikis, blogs, Youtube – what now? That is a question only the future research and development 

can answer. As we have no facts on the future, it is impossible for the social scientist to make 

predictions. However, we can put forward one certainty, because historical regularity would seem 

to indicate it – that a given communicational model will always be joined by a new model. Hence, 

networked communication will, at some time in the f uture, be substituted by another model, 

that will again be a product of how we communicate between us.  
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