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TV NEWS COVERAGE OF TERRORISM PHENOMENON 
FROM THE ARAB AND WESTERN PERSPECTIVES 

FROM 2011 TO 2016 
 

AMR ASSAD*  
ABDUL MALEK ALDANANI** 

 

ABSTRACT 

Terrorism is a major global threat to free societies. Thus, many TV news channels have 

competed against each other to report terrorist attacks that occur in different parts of the world. 

The researchers applied the secondary data analysis technique to assess studies that cover the 

terrorism phenomenon in both Arab and Western TV news channels from 2011 to 2016. Results 

indicated that terrorism was one of the most prominent topics in both Arab and Western TV news 

channels; however, the news treatment of terrorism incidents differed across Arab and Western 

TV channels.    

 

Keywords: Terrorism, TV News, Arab, Western. 

 

INTRODUCTION 

Media influences attitudes and “shapes opinions, and presents a particular version as 

reality that goes beyond presenting and depicting information and images” (Yusof, 
Hassan, Hassan, & Osman, 2013, p.107). Television plays a pivotal role in reporting 

arguable issues. Specifically, TV news has “a format of presentation that integrates visual 
images, tempo, and rhythm in the unfolding of a news story, depictions of personalities, 

and dramatisation of human emotions to make television news qualitatively different 

from print-based journalism” (Abdullah, 2014, pp.5–6). 
 

Problem Significance 
“Throughout the beginning of the 21st century, it is no surprise that terrorism has 

come to be a major concern worldwide” (Rausch, 2015, p.28), causing many deaths and 

injuries among innocent people. According to Zhang and Hellmueller (2016), “more than 
40 countries have become involved in the conflict, participating in military actions or 

providing humanitarian aid to civilians” (p.766). 

                                                 
* Assistant Professor, Media Department, Emirates College of Technology, United Arab Emirates. 
amr_amnew@hotmail.com 
** Associate Professor, Media Department, Emirates College of Technology, United Arab Emirates. 
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TV news stations successfully reported terrorism incidents because of technological 
advancements that have helped news stations gather information on terrorist attacks 

quickly, regardless of any frontiers or borders. This study explored the differences 

between Arab and Western TV news coverage of terrorism phenomenon, especially with 
the rise of Islamic State in Iraq and Syria (ISIS), which “began to grab international 

news attention in June 2014 for its military conquest of Iraqi and Syrian territories, brutal 
beheadings and torture of hostages, ruthless treatment of local minorities, and flagrant 

capacity of recruiting foreign fighters” (Zhang & Hellmueller, 2016, p.766). 

 
Research Questions  

This study aimed to answer following main questions: 
1. To what extent did the Arab and Western TV news channels focus on terrorism-

related news? 
2. How did the Arab and Western TV news channels frame terrorism issues? 

3. What were the types of news sources the Arab and Western TV news channels 

relied on while reporting terrorism incidents? 
 

Methodology 
The researchers analysed a sample of nine studies conducted between 2011 and 

2016 using secondary data analysis to identify the major differences between Arab and 

Western TV news coverage of terrorism. We examined studies conducted after 2011 
because, after that year, many extremist groups emerged, especially after the Arab 

revolutions in the Middle East. Further, because there is no consensus on the definition 
of terrorism, we selected only studies that clearly identified terrorist groups or terrorism 

issues in their titles. 
 

Terrorism: A Historical Overview 

There is a clear difference between extremism/fundamentalism and terrorism. “In 
regard to fundamentalism, groups wishing to have their religion practiced purely are 

called fundamentalist, as are groups pushing for an overhaul of the national or global 
political system with a cultural connection to a religion” (Rausch, 2015, p.29). 

“The extremist actions do often precede the terrorist actions; the future terrorists are 

quite often enlisted from the number of extremely inclined citizens. The extremism in 
that context can be considered as some forerunner of terrorism” (Korobeev & Kuznetcov, 

2014, p.981). 
“The word terror comes from the Latin word terrere, which means to frighten or 

scare” (Bockstette, 2009, p.3). “It is dominantly directed at civilian targets and the 

operation is timed and conducted in the absence of conventional warfare” (Adora, 2010, 
p.104), However, there are many definitions of terrorism. 

According to the United Nations (UN), terrorism is “any act intended to cause death 
or serious bodily injury to a civilian, or to any other person not taking an active part in 

the hostilities in a situation of armed conflict, when the purpose of such act, by its nature 
or context, is to intimidate a population, or to compel a government or an international 

organization to do or to abstain from doing any act” (General Assembly of the United 

Nations in resolution, 1999, p.40). 
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However, the US Department of Defense has defined terrorism as” The unlawful use 

of violence or threat of violence, often motivated by religious, political, or other 

ideological beliefs, to instill fear and coerce governments or societies in pursuit of goals 
that are usually political” (US Department Defense, 2016, p.241). 

On the other hand, the European Union (EU) stated that terrorist acts are aimed at 
“seriously intimidating a population; unduly compelling a government or international 

organisation to perform or abstain from performing any act; seriously destabilising or 
destroying the fundamental political, constitutional, economic or social structures of a 

country or an international organisation” (Council Framework Decision of 13 June 2002 

on Combating Terrorism). 
Noam Chomsky defined terrorism as “the calculated use of violence or threat of 

violence to attain goals that are political, religious, or ideological in nature. This is done 
through intimidation, coercion, or instilling fear” (Chomsky, 2001, p.89). 

There are four major waves of international terrorism. The first (‘anarchist’) wave of 

modern terrorism began in Russia in the 1880s and lasted until the 1920s, The second 
(‘anticolonial’) wave began in the 1920s and ended in the 1960s, the third (‘new left’) 

wave began in the 1960s and continued through to the 1980s, and the fourth (‘religious’) 
wave emerged in 1979 and continues until today” (Rapoport, 2004, p.47). Nacos (2016) 

stated, “Terrorists’ ultimate objectives are political, even if promoted as religiously 
motivated” (p.4). 

 

Consequences and Effects of the Terrorist Attacks 
Terrorist attacks have a devastating impact on people and societies. They cause 

“persistent, harrowing, acute hardships, sorrow and anxiety in the world” (Adora, 2010, 
p.104) and have“a worldwide impact regardless of where the acts were committed” 

(Milosevska & Taneski, 2014, p.142). 

According to the Global Terrorism Index (2015), “Deaths from terrorism have 
increased dramatically over the last 15 years. The number of people who have died from 

terrorist activity has increased ninefold since the year 2000” (p.14). 
“The deadliest event described as terrorism is the September 11, 2001 attacks on 

the World Trade Centre and the Pentagon in the USA. Since this incident, many terrorist 

events have been recorded worldwide to date” (Adora, 2010, p.105). 
Developing countries have suffered the most from terrorist attacks. “Pakistan reports 

10,116 victims from terrorism between the years 2007 and 2012. Yemen and the DR 
Congo combine for 4,339. Adding casualties in Somalia increases that number to 6,944” 

(GTD report 2015, p.1). 
Additionally, “More than 15,000 people are estimated to have been killed in Boko 

Haram violence—including more than 6,500 in 2015 alone—and the conflict has caused 

a humanitarian emergency around Lake Chad, displacing more than 2.8 million people 
and cutting off humanitarian access to roughly three million others” (Blanchard, 2016, 

p.1). 
The Middle East as well “has witnessed the longest war on terrorism in history, and 

more terrorism victims as compared to other parts of the world” (Zeng & Tahat, 2012, 

p.443). 
Moreover, “The indirect costs of terrorism can be significant and have the potential 

to affect the economy in the medium term by undermining consumer and investor 
confidence” (Abdullah, 2014, p.39). 
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Terrorist attacks as an act of political communication  

Terrorism is a problematic issue that “occurs suddenly and unexpectedly, involves 
conflict, often selects prominent or symbolically important targets, can often be 

attributed to specific terrorist groups, and provokes strong feelings of fear and dread in 
media audiences” (Walsh, 2010, p.5).  

It “is frequently associated with political violence and refers to strategies of using 

coordinated attacks that typically fall outside the bounds of conventional warfare” 
(Adora, 2010, p.104). 

Predominantly, terrorist groups use violence to attract people’s attention to their 
cause. “Terrorist action is more than an act of violence. It also has to be understood as 

a communication strategy in which messages are sent in a spectacular way” (Munkler, 
2005, p.177). 

“A terrorist organization may hope that attacks will convince potential supporters or 

sympathizers that the organization is capable of inflicting substantial harm or 
demonstrate that the organization is more effective than rival groups in challenging the 

authorities” (Walsh, 2010, p.9). 
According to Mannik (2009), terrorists use violence to achieve regime change, 

territorial change, policy change, social control, and status quo maintenance (p.161). 

 
Terrorism and Mass Media: A Symbiotic Relationship 

Terrorists’ goals 
“Long before Gutenberg invented the printing press, terrorists assured themselves 

the greatest amount of publicity by striking in crowded places so that a large number of 
eyewitnesses spread the news among their families, friends, and acquaintance” (Nacos, 

2006, p.1). 

“Through propaganda, terrorists seek to communicate a particular message to a 
particular target audience” (Lumbaca & Gray, 2011, p.46). 

Terrorists recognise the importance of communication in reaching a broad audience. 
Marshall McLuhan clarified this point by stating that “without communication terrorism 

would not exist” (McLuhan, 1978). 

Terrorists rely heavily on “mass media to explain and discuss their rationale for 
resorting to violence” (Nacos, 2006, p.7), either by “instilling fear within a community, 

winning the hearts and minds of the populace” (Lumbaca & Gray, 2011, p.45), or 
“recruiting new members” (Protopapas, 2012, p.3). 

Thus, terrorists “exploit the media in order to achieve maximum attainable publicity 

as a force multiplier in order to influence the targeted audience(s) in pursuit of short- 
and mid-term political goals and/ or desired long-term end states” (Bockstette, 2009, 

p.3). 
Timing is also a critical factor for terrorist groups. By selecting the right time to 

perpetuate their attacks, they can maximise media attention. For example, “terrorists 
tend to attack before or during big media events, such as elections, and international 

summits like the G8-summit or the Olympic Games” (Rohner & Frey, 2007, p.130). 

Often, “terror attacks take place in big cities with a high density of press agencies” 
(Rohner & Frey, 2007, p.130). For example, those who executed the 9/11 attacks in the 
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US knew the “media would report such attacks and this would have a huge psychological 

impact on the world” (Lumbaca & Gray, 2011, p.50).   

Terrorists are also smart in organising and planning their attacks. “The 9/11 terrorist 
attacks appeared to be timed so that television cameras would capture the second plane 

hitting the World Trade Center towers” (Ross, 2007, p.216). 
Media goals 

The “media select events that are newsworthy (based on its own set of values that 
give priority to violence and conflict in any form” (Milosevska & Taneski, 2014, p.56). 

On the other hand, “terrorist attacks have much motional coverage as they include 

drama, danger, blood, human tragedy, miracle stories, heroes, shocking footage and 
action” (Protopapas, 2012, p.4). 

Reporting terrorism “could significantly raise reader and viewer ratings, and thus 
media companies’ profit as well” (Anita, 2007, p.7), especially “news media that are 

owned and controlled by large corporations largely motivated by market share and 

profit” (Milosevska, & Taneski, 2014, p.56).   
Generally, “mass media use terrorist attacks as a topic that attracts public attention 

in order to boost ratings and circulation” (Protopapas, 2012, p.3) and, thus, become, 
“from the terrorists’ perspective, a fickle friend” (Soriano, M. R. T. 2008, p.4). 

However, numerous authors support that media reports on terrorism can increase 
stress levels. Slone (2000) concluded the visual presentation of terrorist atrocities raised 

people’s level of anxiety, especially among women, while Schuster et al. (2001) argued 

that media reporting of the 9/11 terrorist attacks increased symptoms of stress among 
people. 

Besides, “media coverage of terrorism increases fear” (Milosevska & Taneski, 2014, 
p.58).  Asogwa, Iyere, and Attah (2012) argued that terrorism causes “some panic 

among the immediate target audience” (p.178). They further stated, “the media’s 

dysfunction with regards to crime and terrorism make people think that the world is 
unsafe to live in” (p.177). 

On the other hand, Rohner and Frey (2007) linked repeated media coverage of 
terrorism with the increase of terrorist attacks in the future. This contradicts Nelson and 

Scott (1992), who found that media reporting of terrorist incidents did not increase 

further attacks. 
 

Findings 
Many studies argue that both Arab and Western TV news channels devote 

considerable time to terrorism-related news. According to Al-Majdhoub and Hamzha 
(2016), CNN allocated more time to reporting ISIL attacks (83.05%) than Al Jazeera 

English did (16.95%). Additionally, Gerhards and Schäfer (2014) found that CNN, Al 

Jazeera Arabic, BBC, and German ARD focused on terrorist attacks.  
Similarly, all the news on the Al Iraqiya Channel primarily concerned terrorism 

(Snoussi & Sa`id, 2014). However, the style and tone of terrorism news coverage across 
Arab and Western TV news channels are contradictory. Abdullah and Elareshi (2015) 

indicated that both Al Jazeera Arabic and Al Arabiya news channels did not stress on the 

humanitarian side while reporting terrorism. Similarly, Zeng and Tahat (2012) argued 
that the humanitarian sufferings from terrorism were seldom brought to the attention of 

the public in Al Jazeera and Al Arabiya news. 
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On the other hand, Al Jazeera Arabic and Al Arabiya reported that all victims of 
terrorist attacks perpetrated by Al Qaeda were from Middle-Eastern countries (Abdullah, 

2014). 

Likewise, Al-Majdhoub and Hamzha (2016) argued that Al Jazeera Arabic and CNN 
TV news coverage of ISIL attacks revealed the brutality of such organisations to mass 

audiences. 
However, Asogwa and Attah (2012) suggested that exaggerated news reporting of 

terrorism can make audiences feel the world is unsafe because of the untrue image 

about the alleged power of terrorist organisations. This was the case with the Boko 
Haram group in Nigeria. 

Regarding a framing analysis, both Al Jazeera Arabic and Al Arabiya used episodic 
framing in reporting terrorist attacks (Abdullah, 2014) while CNN provided detailed 

information about ISIL terrorist activities (Al-Majdhoub & Hamzha, 2016). 
Zhang and Hellmueller (2016) pointed out that both CNN and Al Jazeera English used 

the “strategic game frame”, which focuses on measures taken by countries to face ISIS 

threats. Additionally, Al Jazeera English used the “existential threat” as a prominent 
frame in reporting ISIS terrorism. 

Gerhards and Schäfer (2014) stated that CNN and Al Jazeera Arabic framed terrorist 
attacks from the perspective of “war on terror”, whereas BBC and German ARD 

interpreted the attacks as a “crimes against humanity”. 

Studies found that differences existed between Arab and Western TV news channels 
in selecting news sources while reporting terrorist attacks. Zhang and Hellmueller (2016) 

found that CNN adopted officials’ points of view, unlike Al Jazeera English, which used 
primarily different and varied news sources. 

Abdullah (2014) explained this point by concluding that Al Jazeera relied more on 
experts in reporting terrorist attacks (24.2%), compared to Al Arabiya (5.2%). 

Furthermore, Al Jazeera used other different news sources, such as witnesses, victims, 

and those who committed terrorist activities, in contrast to Al Arabiya and Al Iraqiya, 
which adopted governmental sources in covering such stories (Abdullah, & 

Elareshi,2015; Snoussi & Sa`id, 2014). 
Conversely, Zeng, and Tahat (2012) argued that too much media focus was placed 

on disseminating and supporting official positions and decisions in Al Jazeera Arabic and 

Al Arabiya news channels, as well as the Greek media (Protopapas, 2012). 
 

Conclusion 
Although Arab and Western TV news channels focus on terrorism as a global threat 

facing the modern world, Western news channels provide audiences with more detailed 

information about terrorism than Arab TV news channels do. 
Thus, Western channels look forward to satisfying the needs of their audiences to 

keeping them informed about terrorism issues and clarify the distinction between Islam 
as a religion and terrorism. 

There were contradicting findings regarding the style and tone of reporting the 
terrorism phenomenon. While some Arab TV news channels, such as Al Jazeera Arabic 

and Al Arabiya did not focus on the humanitarian side while reporting the stories of 

terrorist attacks. Other Arab and Western TV news channels condemned the cruelty of 
terrorism. This is because some major attacks caused thousands of causalities and 
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injuries, which created global sympathy worldwide, similar to what happened in the 9/11 

Attacks. 

Most TV news channels depended on officials as their main source of information in 
covering terrorist attacks. This is probably because terrorism is a critical issue that needs 

sensitive treatment that can be attained by relying on reliable and trustworthy sources. 
Nonetheless, Al Jazeera uses different and varied news sources that reflect its editorial 

policy, which is derived from its slogan “the opinion and the other opinion”. 
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ABSTRACT 

This study adopted a qualitative approach to examine Chinese university presidents’ 

perceptions on the recruitment of foreign educated returnees and on their performance at Chinese 

universities. Twenty university presidents participated in the semi-structured interviews in from 

2013 to 2015. The study found that all the participants held highly positive views about the quality 

and performance of the returnees in their universities. In their perceptions, most returnees met 

the universities’ expectations and had made great contribution to the university, such as 

introducing new programmes, new ideas, new skills, and new courses, new methods, upgrading 

the academic programmes, raising the quality of research, internationalising the university’s 

programmes, and connecting with foreign universities.  At the same time, the participants believed 

that some returnees had difficulties adapting to the Chinese educational environment.    

 

Keywords: Chinese returnees, re-entry adjustment, internationalisation, higher education, 

global talent management. 

 

INTRODUCTION 

Economic globalization has sped up internationalization of Chinese higher education 

(HE). Universities are often considered as key drivers of economic development, and it 

is the Chinese government’s ambition to develop its HE to meet the domestic and global 
demands in its competition with other foreign universities (Chen, 2017).  Chinese 

universities aiming to catch up with the trend of internationalization see a need for a 
large pool of talent who have obtained higher qualifications from developed countries 

(Wang, 2005).  The best source of internationalised faculty is believed to be the returnee 
scholars as agents of educational, economic, social, cultural and political transformation 

in China (Cheng, 2002).  They have international learning and working experiences and 

understand Western cultures, norms, rules, and standards. They are called “glocal 
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talents” – high-level people with local cultural knowledge and global vision (Zhao & Jia, 
2015, p. 1).  Attracting the graduates of Chinese origin directly from foreign elite 

universities is regarded as a shortcut to internationalise Chinese HE (Bie, 2016; Pan, 

2016).     
In 2015, the Chinese government formulated a national strategy aiming to build first-

class universities and first-class disciplines by 2020 to lift the status and standing and 
international competitiveness of China’s higher education system, and to transform 

Chinese key universities into the best ones in international ranking by 2050 (The State 

Council, 2015). To fulfil the goal, it is critical to build a large pool of first-class faculty, 
construct first-class disciplines, enhance the level of scientific research and technological 

transformation, and promote exchange with world-class universities.  In the battle for 
global talent, many Chinese universities have designed and implemented their global 

talent management (GTM) policies and strategies. University leaders play an essential 
role in responding to the government’s call to build world-class universities and 

disciplines. Their voices remain unheard of, and their perceptions and evaluation of the 

academic and research performances of the returnees working in their universities have 
not received much attention in HE international education research.  This study aims to 

fill this gap by investigating these research questions: 
1. What motivates the university to recruit foreign-educated returnees?  

2. What global talent policies and strategies have the universities implemented to 

attract the returnees?  
3. Have the returnees’ academic and research performances met the universities’ 

expectations? 
4. How are the returnees’ teaching and research performances compared with 

those of the home-grown academics?  
 

Literature review 

Zweig and Wang (2013) maintained that “the Chinese government has been the most 
assertive government in the world in introducing policies targeted at triggering a reverse 

brain drain” (p. 4). There is an imperative for China to attract foreign-trained Chinese 
scholars to help enhance its global innovation capabilities that are barriers to 

constructing world-class universities (Jakobson, 2007).  In spite of many ground-

breaking innovations, China’s global innovation index remains low, ranked 29 in 2015, 
which is incompatible with the Chinese status as the world’s second largest economy.  

In order to attract, retain and develop transnational talents, the Chinese government 
and universities have introduced many preferential hiring and promotion policies, 

programmes and schemes, such as competitive salaries, awarding of the title of 

professorship for holders of overseas PhD, and start-up research grants amounting to 
millions of dollars (Pan, 2016, p. 346). The central government’s Thousand Talents 

Programme has attracted more than 6,000 Chinese top scholars from developed 
countries since it started in 2008 and local governments’ parallel programmes have 

drawn more than 20,000 experts in the past five years to work in areas such as science 
and technology, higher education, and high-tech industries (Tang, 2016). China aspires 

to transform its labour-intensive, low-tech economy into a high-tech knowledge 

economy to match its status as the second-largest economy by enticing foreign-trained 
Chinese returnees who have a good understanding of Western research norms, ethics, 
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standards, and conventions, international financial and labour markets, language and 

business culture and can “serve as important catalysts” in the transformation of Chinese 

economy and internationalisation of higher education ( Chen & Fang, 2016, p. 2).  
The participation of returnee academics in Chinese HE is believed to have lifted 

academic research standards, transformed teaching and research, upgraded the 
academic quality of the faculty, educated a large number of scientific and technological 

research and management leaders, and effectively promoted international academic 
exchanges (Chen, 2009).  Jakobson (2007) agreed that returnees have made 

outstanding contributions in the realm of S&T development and HE; “their input is 

pivotal”, and they “have constituted a pillar in the PRC’s success” in the transfer of 
“Western technological know-how and management practice” (p.21).  It is these 

knowledge workers, rather than capital alone or natural resources, that create, 
disseminate, apply and transform their own and imported knowledge into technology for 

production and service (Abella, 2006).  The knowledge spill-over by returnees has 

enhanced the absorptive capacity of local human capital, broken the status quo, and 
stimulated creativity and innovation (Yang & Chen, 2013).   

To attract Chinese graduates from developed countries, China has implemented a 
number of preferential policies. The new elite returnees in general enjoy better housing, 

better reward, higher remunerations, faster advancement and promotion, more research 
resources and start-up funds than local peers and earlier returnees who “suffer from 

more perception of inequality and more negative social comparison” (He, 2009, pp. 51-

52). As a broad preferential treatment, the returnees who just graduated from foreign 
universities with a higher degree can be appointed as deans, directors or chairs of 

faculties, departments, or research centres (Maxwell, 2008).  
The preferential policies tend to create a culture of unfair competition, inequality, 

envy, resentment, and jealousy (Sun & Shi, 2016) and tension between returnees and 

locals (Chen, 2017). The presence of the new returnees becomes a potential threat to 
the territories, positions, authority, and status of the local peers and earlier returnees 

who have had a firm control over most of the academic resources not easily available to 
the new entrants (Chen, 2017).  Zweig (2006) stated that “granting returnees 

preferential policies creates bad blood” between returnees and non-returnees (p. 210).  

The preferential treatment, criticised as “giving up a son to get a son-in-law”, forms the 
perception among the locals that to be successful in one’s academic career, earning a 

foreign PhD that is more valued and rewarded than a domestic one is the only path one 
can take (Zweig, 2006). To the locals, however, returnees are “losers” who have failed 

to succeed overseas and have returned to China to reap undue privileges without making 
any substantial contribution to Chinese education and economy (Rosen & Zweig, 2005).   

There is a prevalent belief that “the most coveted graduates”, the brightest overseas 

Chinese scholars and scientists still remain overseas (Pan, 2016; Tang, 2016; ) and those 
who have returned are considered “mediocre” and “C grade turtles” with degrees from 

“universities of dubious quality” (The Economist, 2013). 
 

Research methods 

This research, conducted in Mandarin from 2013 to 2015 in China, applied a 
qualitative interview approach to collect data to investigate the issues of global talent 

management concerning universities’ motivations, policies, management, support, 
perceptions and evaluations of returnees by the Chinese university presidents. The 
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approach allowed the researchers to listen to the narratives and stories of the 
participants in the process of inquiry to have a deeper understanding of the complexity 

of the issues.  The interview questions centred on the motivations of the Chinese 

universities to attract the returnees from developed countries, the universities’ global 
talent management policies and strategies, the strengths and weaknesses of these 

returnees compared with the domestically trained graduates, and the university 
presidents’ perceptions of the academic and research performance of these returnees.   

 

Participating universities 
Twenty university presidents were interviewed: four 985 Project universities, eight 

211 Project universities, and eight provincial universities (see Table 1 below).  Of the 
twenty participating presidents, there were nine returnees, holders of master’s or 

doctoral degrees from foreign universities. All the other participants had overseas 
experiences as a visiting scholar from one to twelve months.   

There is a big gap in the investment in the expenditure per student between the 

Project universities and non-Project universities.  This study took into consideration the 
hierarchy and differentiation in Chinese HE to achieve a balanced response to the 

research questions. 
 

Table 1: Participating universities 

985 211 Other 

Beijing Normal 

University 

China Pharmaceutical 

University 

Anhui University of Engineering 

Nankai University Fuzhou University Anqing Normal University 

Shandong University Hunan Normal University Sichuan Academy of Fine Arts 

Tsinghua University Northeast Normal University Xi'an Petroleum University 

 Northwest University Xinjiang Medical University 

 Shihezi University Xinxiang University 

 South China Agricultural 

University 

Yunnan Normal University 

 University of Electronic 

Science and Technology of 

China 

Zhejiang Water Conservancy and 

Hydropower University 

 

Data analysis 
All the interviews were digitally recorded for qualitative analysis with the participants’ 

consent, and transcribed verbatim. The transcripts of this study were thematically 

classified, coded and assigned meaning for data analysis, put into logical and meaningful 
categories to identify significant thematic structures, analysed through an inductive 

approach to let the critical themes emerge out of the data, and examined in a holistic 
fashion. For ethical reasons, we will report the findings, using the codes P1, P2, P3 … to 

mean Participant 1, Participant 2, and Participant 3.   
Findings  

Institutions’ motivations, goals, and expectations 
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There is a consensus from the interviews that global talent management was 

essential in internalising Chinese HE and upgrading Chinese universities to the world-

class level.  All believed that talent was a prioritised top resource in the transformation 
of Chinese HE.  These returnees were believed to have global vision, were well trained 

in the field, possessed high-end technological expertise highly needed to build world-
class universities. All participating universities had developed global talent management 

policies and strategies to attract, retain, and develop the returnees, involving incentives 
and preferential policies, such as offering of the titles of professorships, competitive 

salaries, subsidised or free accommodation, settlement fees, sophisticated laboratories, 

large sums of research start-ups, job arrangements for the spouses, and arrangements 
for children’s education. Accompanying these incentives were high expectations. The 

returnees were expected to take leadership roles in the areas of teaching, research, and 
international connections. In teaching, the returnees’ expected roles included designing 

academic programmes and curricula, delivering high-quality teaching, developing new 

disciplines and programmes, teaching bilingually, and acting as role models for the 
locals. In research, they were expected to lead research teams, obtain state and 

provincial research funds, undertake national and provincial research projects, and 
publish articles in top ranking SCI or SSCI foreign-language journals. In addition, they 

were assigned a role as international liaisons aiming to develop exchanges with elite 
foreign universities, facilitate international accreditations, and establish joint teaching 

and research programmes with world elite universities.   

To P5, P10 and P18, the returnees had played a critical role in internationalising their 
universities, bridging the gaps between Chinese and Western universities and 

transforming Chinese universities into first-class research universities. Chinese 
universities could not become world-class universities without internationalisation and 

without the participation of global talents who could communicate with global 

universities. P6 stated that his university had formulated a GTM strategy which involved 
acquiring a large pool of top Chinese expatriates, internationalising the university, 

localising returnees’ knowledge and expertise to achieve cultural fit, organisational fit 
and personal fit, and raising the standards of teaching, research and management. He 

observed that the number of top returnees had become a benchmark to achieve the 

university’s strategic goals.  As a university of music, P17 reiterated that music did not 
have a boundary and so it was an imperative to internationalise the university by 

recruiting global talents to upgrade the programmes and curricula that would benefit 
the students and the university.  P4, P8, and P18 believed that building a world-class 

university required the participation of the graduates and scholars from world-class 
universities who had a good knowledge of what a world-class university was and what 

could be done to achieve the status. These returnee scholars had foreign learning and 

scientific research experiences, and had a good knowledge of Western research 
methods, education philosophy and conventions.  P12 emphasised that what his 

university urgently needed were academic and research leaders in the field.  P4, P9, 
P10, P11 and P16 were very much impressed with the outstanding performance of the 

returnees in their universities.  They had achieved much in their teaching and research 

and had contributed much to upgrading the benchmark standards. 
  

Developing preferential policies as a GTM practice 
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Developing and implementing preferential policies as a GTM practice to attract high-
calibre returnees to fulfil institutional strategic goals of becoming a world-class university 

has become a shared practice among all the participating universities.  Preferential 

treatments to returnees include higher salaries, housing or housing subsidies, settlement 
fees, start-up research funds, labs, facilities, arrangements of employment for the 

spouses and best schools for children’s education, and awarding of titles such as 
professorships, associate professorships, directorships, and assistants to the university 

presidents.  

P19 believed that the preferential treatments were extremely necessary.  The 
returnees had invested heavily in their foreign education.  They became global talent as 

rare commodities with a high price tag on them in the international labour market.  The 
Chinese low remuneration packages would prevent them from returning to work in 

China.  The preferential policies as a kind of economic compensation were instrumental 
in attracting them back to China.  He said,  

In the international labour market, they are rare goods.  They are sought after not 

only by Chinese universities, but also by foreign universities. We are running short of 
such global talents. The labour market requires us to take immediate actions to attract 

them back to serve the country.   
P13 shared the view:  

China is a developing country.  There is a severe shortage of talents in 
almost all fields and sectors. There is also a huge gap in HE between China 
and developed countries. China has an urgent need for these scholars and 
scientists.  

P6 asserted that the economic compensation to the returnees was far from enough 

to “purchase” these global elites in the international labour market.  China should do 
more to get them back.  If they could get a doctoral degree from Western universities, 

and if they had been successful in Western universities and companies, evidently, they 

must be very competitive global talents.   
  

Returnees versus locals 
The preferential policies towards the returnees have inevitably caused some tensions 

between the returnees and the locals and led to the who-is-better debates. There is 

strong evidence from the participants’ views which echoed the public perception that 
returnees were the talents that all university were after and they were far better than 

the locals who never had any overseas experience and had never received any overseas 
education. P6 said: “It has become a consensus: In general, foreign-educated doctorates 

are better than those educated in China.”  According to P12, doctorates trained in 

developed countries were indeed much better than those in China.  It was not easy to 
attract top returnees from the international market.  There was a strong competition 

among Chinese universities  
P19 said that his university’s goal was to build the university into a first-class 

university. The hope lay mainly in the returnees who might be able to invigorate the 
research dynamics of the university, overcome the in-breeding stagnation, eventually 

meet the university’s requirements, and achieve the university’s goals.  P17 maintained 

that all conditions being similar, the university would prefer the returnees over the locals. 
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The returnees could bring many benefits to the university that could not be achieved by 

the locals:    

• Serving as change agents for the university’s transformation  
• Enriching the university’s academic and research environments; 

• Setting the agendas to gradually internationalise the university; 
• Lifting the university’s academic and research standards; and 

• Supporting the university’s endeavour to build itself into a world-class university. 
P11 noted that compared with locals, returnees were better performers in teaching 

and research. They were more committed to their profession, obtained more research 

funds from the state, the province, and enterprises, and published more high-ranking 
SCI and SSCI journal articles.  For P12, attracting returnees to take leadership roles in 

upgrading teaching and research was part of the university’s internationalisation policy. 
The university expected returnees to lead teams, aiming to build first-class. Such 

expectations could not be fulfilled by the locals. He said that returnees in his university 

were outstanding achievers, and they stood high above locals with their strong research 
capabilities, professional competence, intellectual intelligence, international 

perspectives, rigorous training, their commitment to the profession, and their tenacity 
to confront difficulties.   

  
Negative perceptions of returnees 

In spite of the many advantages of returnees, some participants reported their 

negative perceptions of some of returnees, such as their unrealistic expectations, 
inability to adapt to Chinese culture and to apply their acquired knowledge to the Chinese 

contexts, unfamiliarity of the Chinese education philosophy, lack of teaching experience 
and interpersonal communication skills, and unsatisfactory teaching and research 

performance.   

P7 reported that in his university, some returnees did not know how to teach and 
how to conduct research. They were not “good” teachers, nor were they “good” 

researchers.  He attributed this to their inadequate overseas trainings in research, 
teaching, course development, curricular design, education philosophy, and teaching 

practices.  P9 gave a similar example to demonstrate his point: A returnee with a doctoral 

degree from the University of Edinburgh did not know how to write a Chinese-style 
research proposal to apply for the state and provincial research funds, how to collaborate 

with other colleagues, and how to communicate with his students, with his peers and 
superiors.  He had difficulty adapting to the culture of the university.  P12 commented 

that the university had recruited some returnees who just graduated from Euro-
American and Japanese universities without any work experience.  The new recruits 

were not regarded as “high-end scholars”. They lacked socialising, interpersonal 

communication and emotional intelligence skills.  He said, “In my view, high-calibre 
researchers with emotional intelligence skills and intercultural communication skills 

remain overseas. With such skills, they can swim freely like a fish in water, in the USA, 
or in Japan.  Many returnees lack such essential skills”.  They were perceived to be 

under-performing. Although they were born and had received much education in China, 

they did not seem to have a good understanding of the Chinese culture and thus had 
difficulty readjusting and re-integrating into the organisational culture of the university.  

P10 said that some returnees in his university often complained about the poor 
working conditions and unsatisfactory environments as compared with the universities 
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from which they had graduated.  Their negative attitudes prevented them from 
effectively socialising with colleagues and from integrating into the local culture (jiediqi). 

They often held unrealistically high expectations, attempting to recoup in a short time 

their investments in the foreign education.  They complained about low salaries, poor 
living environments, unhealthy foods, and poor education for their children.  When their 

expectations were unmet, they threatened to leave.  They wanted to be leaders, to be 
deans and directors, and hated being led by others.  They felt they were superior to 

others.  P5 and P6 noted that some returnees were self-centred and over-emphasised 

their personal rather than collective gains and interests. They treated their peers with a 
haughty air.  They lacked adequate social intelligence skills and had difficulties dealing 

with the complexity of interpersonal guanxi networks.  Team work was an important 
part of the university culture.  However, team work and collaboration were difficult with 

these returnees.  According P12, lack of the guanxi networks as a disadvantage 
prevented the returnees from obtaining research funds, publishing their research 

articles, maximising their knowledge acquired overseas, adapting to the local culture, 

and integrating into the community of practice.   
 

Discussion 
The quest for world-class university has become policy priorities at national, 

provincial and institutional levels. Building a world-class university has been on the 

agenda of almost all Chinese universities. To achieve a world-class university status, all 
the universities involved have put global talent attraction on their top agendas.  One of 

the key elements of the Chinese GTM strategies is adoption of preferential policies and 
the provision of handsome incentives in the form of high compensation schemes: start-

up funds, housing subsidies, arrangements for the children’s education and spouses’ 
employment, and offers of high academic titles and positions to those with doctoral 

degrees from Western universities, such as deans, directors, and associate and full 

professors. The returnees are believed to have contributed significantly to the strategic 
objectives, and to the transformation of some Chinese universities into top universities 

of international advanced level, and to the upgrading of the education and research 
qualities.  

Studies have shown that salaries are among the most important factors influencing 

the global mobility of top academics and researchers (Jaschik, 2012; Rumbley, Pacheco, 
& Altbach, 2008; Sharma, 2010).  Altbach, Reisberg, Yudkevich, Androushchak, and 

Pacheco (2012) compared the salaries at the entry level and the top of salary hierarchy 
of 28 countries and found that China offered one of the lowest average entry-level 

salaries. Heavy teaching loads steal away their time for research. Lack of quality research 

outputs means failure to meet the universities’ goals to build world-class universities. A 
world-class university cannot be built by the faculty who are poorly paid and who are 

left to struggle for life (Bie, 2016; Pan, 2016).   
It should be acknowledged that not all Western trained returnees can be categorised 

as “top scholars”. The returnees have been stratified into different status groups in the 
international labour market (L. Zhao & Zhu, 2009), from the very top to mediocre ones.  

The GTM strategies have targeted top returnees, while a large majority of returnees 

have been excluded from the GTM programmes and preferential policies.  However, with 
the shortage of graduates with foreign higher qualifications, any doctoral degree holders 
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from Western countries, experienced or inexperienced in teaching and research, fit or 

unfit for the positions, have been hotly sought after by Chinese universities.   

The returnees’ special status becomes a cause of an esteem and equality concern to 
the home-grown faculty who perceive the participation of the returnees in the academic 

and research activities as a threat to their career paths. According to Chen (2005), in a 
collectivistic society like China, “the cultural norms stresses equal value in each member’s 

contribution to the maintenance of group integrity and attainment of group goals”, 
shared values, mutual accountability, and collaboration rather than an individual 

member’s “worthiness”, performance, status, and contribution (p. 59).  The returnees’ 

status often becomes a barrier to knowledge sharing in the university where the 
academic community as an “invisible village” is absent and both the returnees and the 

locals “scramble for resources” and form “the very mentality of mistrust” (Yi, 2011, p. 
510).  

The returnees cannot thrive without support from the university to further develop 

their teaching and research capabilities, personal literacy and cultural literacy (Beechler 
& Woodward, 2009), and to achieve cultural fit, internal systemic fit, strategic fit, and 

personal fit by aligning their goals and practices with those of the universities (Stahl et 
al., 2012).  Faculty development is of particular importance in China where faculty 

development is unfamiliar to administrators whose relations with faculty “are often 
focused on supervision and control, and less on support and development” (Stahl et al., 

2012, p. 94). Chinese universities are morally responsible to provide support to help 

returnees readapt to the education environment, reintegrate them into the Chinese 
academic communities, and help them resolve issues in teaching, research, and social 

and interpersonal communication. To build world-class universities entails adopting GTM 
strategies, creating a culture of organisational learning, gathering a large talent pool, 

internationalising all aspects of the university, and restructuring university governance 

and salary compensation schemes.   
 

Conclusion 
The discourse of HE internationalization as an imperative and Chinese universities’ 

ambition to achieve world-class university status have led to the adoption and 

implementation of GTM strategies and practices aiming to attract Chinese graduates with 
higher degrees from developed countries. Due to Chinese university low salary package 

schemes, preferential policies and treatments that offer Western style salaries plus other 
benefits were considered to be a critical measure to attract and retain these higher 

degree holders.  The returnees were believed to outperform the locals in teaching and 
research. They made outstanding contributions to uplifting the benchmark education 

standards, internationalising almost every aspect of the university, and introducing 

Western teaching pedagogy, research methods, education philosophy, and cultural 
knowledge. However, some returnees had difficulty adapting to the Chinese educational 

environments to achieve strategic, organisational and personal alignments. It is 
important to consider the person-organisation fit, and the quality and integrity of the 

candidates in recruitment. It is equally important to provide opportunities and support 

to assist the returnees to adapt to the organisational culture, solve problems in their re-
entry adaptation and integration, harmonise expectations, develop their talent, create a 

large local-returnee talent pool, and achieve the university’s strategic goals.   
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CROWD-AUTHORIZING: HOW KNOWLEDGE SHARING 
ECONOMY RESHAPES PUBLISHING INDUSTRY 

 

YING PENG 
 

ABSTRACT 

This study focuses on publishing industry in the context of knowledge sharing economy. The 

way of communication via internet makes it possible and effortless to share experience, 

knowledge and information with others. This phenomenon is changing and reshaping the value 

chain of traditional publishing industry, in terms of its content producing, marketing and 

consuming. In this research, how sharing economy affects publishing industry would be 

addressed. The methods of multi-case study and in-depth interview would be employed. The in-

depth interviews are taken within China Children’s Press & Publication Group, Post & Telecom 

Press, and Foreign Language Teaching & Research Press, which belong to general interest 

publishing, and educational publishing respectively. How could publishing company or self-

publisher adapt to the changing atmosphere would be suggested as well in this research.  

 

Keywords: sharing economy, publishing industry, e-book, business model. 

 

INTRODUCTION 

The term of “sharing economy” has gone to public discourse worldwide in the 

recent decade, and was supported to some extent by US, UK, China, Australia etc.  In 
UK, an independent research team lead by Debbie Wosskow published a report, 

Unlocking the Sharing Economy: Independent Review, suggesting UK government to 
seize leadership of sharing economy (Wosskow, 2014); Li Keqiang, Premier of the 

Chinese State Council, claimed in his 2017 Report on the Work of the Government, 

“We will give our support to the development of a sharing economy and see that 
resources are used more efficiently and that more people take part and benefit(Li, 

2017). ” 
Airbnb or Uber, as a benchmark of the sharing economy, is focusing on the sharing 

of accommodation or transportation. The sharing of knowledge, experience and 

insights is under-estimated. The online Q&A community, such as Quora,Wondir in US, 

Zhihu(知乎),Wenka(问咖), Fenda(分答) in China, is emerging and attracting users in a 
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three years. In China, the year of 2016 is called the the first year of knowledge 

payment. 

What are the reasons why people share online? Clay Shirky believes “cognitive 
surplus” as the answer (Shirky, 2010). Technically, the low cost of internet assess 

allows users to aggregate collective intellect. Especially with the development of 
mobile internet, users are able to send and receive information at any time; In society, 

people are willing to express and communicate via the internet based on “cognitive 

surplus”. Sharing economy emerged from communities and fostered communities 
correspondingly. To some extent, the internet makes every individual a media source 

or a unit of a specific experience.  
The sharing economy is driven by social capital (Kennedy, 2016). People share their 

knowledge, experience or insights with friends or strangers on internet in terms of text 

and pictures. The knowledge sharing economy helps building the function of 
knowledge diffusion----overlapping the function of publishing industry. Should the 

publishing industry embrace knowledge sharing economy or regard it as an enemy？At 

least it is not the best choice to ignore it. 
 

Literature Review 

The sharing is not a new idea after the appearance of internet. Instead, it is a 
concept with long history. Sharing economy seems more than a concept group, which 

is constituted by several related terms: peer economy, access economy, collaborative 
economy, we-economy, relationship economy, cooperative economy, grassroots 

economy or just the new economy. Rachel Botsman is one of the pioneers who coined 
the term “collaborative consumption”. In her works, What’s Mine is Yours: The Rise of 

Collaborative Consumption, this new consumer behavior----consumption but not 

ownership----was tracked and analyzed (Botsman&Rogers, 2010). Rea tried to define 
the sharing economy based on the internet, and tested her definition by the case of 

Airbnb, asserted the sharing economy is “an economic system that is material in 
nature and built on networked peer-to-peer interactions that leverage weak-tie” (Rea, 

2015). Sharing economy is kind of hybrid economy, which is related and different with 

non-market economy and market-based exchange. Collaborative production and 
consumption are emerging, “collectively produced resources are exchanged through 

hybrid modes that allow participants to successfully reconcile their diverse 
socioeconomic interests (Scaraboto, 2015).” 

“Sharing economy” as a term is still in dispute. Firstly, the so-called “sharing” is 

not a process happening among friends, but strangers all over the world connected by 

internet. People could not “share” substantially without knowing whom you share with. 
Secondly, most of concepts is descriptive but not summative. A number of scholars 

give the definition of sharing economy by explaining what is not sharing economy. 
Thirdly, the sharing economy is too comprehensive to statistical analyze. There is no 

consensus on whether the model of individual rent from companies and exchange 
without money belong to sharing economy or not. The boundary-blurring concepts and 

categories make it relatively difficult to calculate the scale and forecast the trend of 

sharing economy by data. Lastly, according to Sarah Kessler (2015), real sharing 
economy is dead because of capital invasion. This new idea morphed into the pure 

capitalism game finally. 
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Sharing economy is observed from perspectives of economics, sociology, law and 

management perspectives by a number of scholars. According to Kennedy, sharing 

economy falls into three divisions: sharing as an economy driven by social capital, 
sharing as a mode of scaled distribution, and sharing as a site of social intensification 

(Kennedy, 2016). Legal scholars Kassan & Orsit (2016) argued there are four levels of 
sharing economy: Level 1 is building relationship for casual, spontaneous, and one-

time transactions; Level 2 is building agreements; Level 3 is building organizations; 
and Level 4 is building larger-scale infrastructure. These four levels are viewed as 

taking place simultaneously rather than stages in a progression. Albinsson &Yasanthi 

(2012) claimed three categories of sharing economy: The first category is a sharing 
product service system such as Rent-a-Toy; The second one includes redistribution 

markets like eBay; The third one is collaborative lifestyle, which includes the share and 
exchange of less tangible assets such as time, space, skill and money. However, with 

the evolution of the sharing model, there is a new category emerging apart from the 

aforementioned three categories. The sharing of knowledge, experience or insights 
should be added as the fourth category: people share intangible assets or produce 

intelligent content collaboratively, in order to satisfy their desire of expression or get 
financial paid in various ways. 

The fourth category of the sharing economy is changing and reshaping the 
publishing industry. In the traditional sense, publishing----the occupation or activity of 

preparing and issuing books, journals, and other material for sale (Oxford Dictionary, 

2017) ----normally means one authoritative writers are invited to create systematic 
content to educate or entertain readers. If there is more than one author, they are 

supposed to discuss and cooperate on the co-authored book. The readers only can 
give their feedback after the publishing procession, and exert influence on the authors. 

Thanks to the knowledge from the sharing economy, prospective authors are united in 

a virtual community to produce content with their collective intelligence, the content is 
competitive or complementary, and reader could access the content and give their 

feedback to change the content anytime, even in the process of writing. Matzler& et al. 
(2015) claim companies could benefit from the sharing economy trend by creating new 

approaches to defining and distributing offerings, for instance, to support users’ 

collaborative consumption, or align with collaborative consumption to target new 
customers. 

Accordingly, the value chain and business models are reshaped by knowledge from 
the sharing economy. A value chain is a set of activities that a firm operating in a 

specific industry performs in order to deliver a valuable product or service for the 
market (Porter, 1985). The notion of the business model is now widely accepted, a 

business model can be said to provide a comprehensive description of a business, 

including its structure, relationship among structural elements, and its response to the 
world (Applegate, 2001). Chesbrough (2010) puts it in simpler terms, describing it in 

terms of “how a business will make money and remain profitable across time”. 
Osterwalder and Pigneur (2013) suggest that a business model is the rationale of how 

an organization creates, delivers and captures value.  This paper will adopt 

Chesbrough’s paradigm (2003) of the business model, “Articulates the value 
proposition; Identifies a market segment; Defines the structure of the firm’s value 

chain; Specifies the revenue generation mechanisms; Describes the position of the firm 
within the value network; Formulates the competitive strategy”. According to 
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Alexander Osterwalder & Yves Pigneur (2010), nine building blocks could be provided 

to explain a business model: Customer Segments, Value Proposition, Channels, 

Customer Relationships, Revenue Streams, Key Resources, Key Activities, Key 
Partnerships and Cost Structure. The nine building blocks are employed to analyze the 

different patterns of a publishing business model. The new challenges knowledge 
sharing economy brought to the current legal system, copyright of the content 

creators, and rights of consumers and distributors should be taken into consideration. 

There are two important research questions that should be addressed: the first, is 
there any new trends that the knowledge sharing economy brings to the publishing 

industry, especially to digital publishing industry.  The second, how does the 
knowledge sharing economy reshape the value chain and business model of the 

publishing industry? 

 
Method 

In-depth interview 
In order to explore the attitude towards the knowledge sharing economy, an in-

depth interview is employed to study. Three of “Top 10 digital publishing houses 
benchmark” (SAPPRFT, 2013) in China the publishing companies that were chosen: 

China Children’s Press & Publication Group(CCPPG), Post & Telecom Press (PT Press), 

and Foreign Language Teaching & Research Press(FLTRP), these belong to general 
interest publishing, STM (science, technology and medical) publishing and educational 

publishing respectively.  
As an important player in general interest publishing arena, China Children’s Press 

& Publication Group was restructured in 2000, which is the largest publisher of 

children’s books and journals in the publishing field in China. This group owns 5 
newspapers and 11 journals, publishing 1500 titles and issuing 120 million items on 

average each year (CCPPG, 2017). Its digital content products are newspaper & 
journal database, online reading community. 

Post & Telecom Press, a publishing house governed by (the) Ministry of Industry 
and Information Technology, was founded in 1953. Most of its publications lie into 

(the) STM category. In the past three years, 3352 new titles were issued averagely on 

every year. The market share of science books ranks first in China.  Post & Telecom 
Press produces more than 1000 internet publication titles (PT Press,2017). 

Foreign Language Teaching & Research Press was found(ed) in 1979 by the Beijing 
Foreign Studies University, focusing on foreign language teaching in all disciplines 

(FLTRP, 2017). FLTRP currently is the largest foreign languages publisher and 

university press in China, ranking 3rd in sales turnover among all the publishing 
houses in China. The publications range from academic and educational works, to 

humanities and social sciences. The formats of FLTRP products have extended from 
print to digital and mobile, trying to provide all-round educational solutions for 

individual readers. 

  
Case study  

A case study is a report about a person, group, or situation that has been 

studied（Mills&etc., 2010). Case study about a group describes the behavior of the 

group as a whole, not the behavior of each individual in the group. In this study, 

several books and the management of publishing houses would be compared and 

analyzed. 
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Findings 

New trend of crowd-authoring 

Thanks to the knowledge sharing economy, how a publishing house to make a 
contract with authors is changing gradually. Some specific factors are detected and 

analyzed from the in-depth interviews with insiders from three publishing houses in 
China. 

PT Press, focusing on STM publishing career, issued an announcement How to 
become an original author in its online community, “If there is something more 

beneficial than reading a book, that is writing a book...Once upon a time, it is a 

magnificent feat to complete a IT technology book, now its halo is fading slowly and 
honorably.” 

These words disclose a truth, writers should not be occupational necessarily, if only 
they are professional in some fields. The potential readers of this post are 

professionals or college students, they are not professional writers. We can find a 

great number of works are compiled and edited in this cooperative way. In December 
2016, the campaign of “Leyi (enjoying translating) Open Book Project” landed on PT 

Press. Its slogan is “dismiss the content worth translating, and enjoy it ”. To 
prospective writers/translators, the process is as following: 

 
Claim an original book----Claim a chapter you are going to translate----contribute a 

file----proofread 

 

The participants could be translators, proofreaders，project manager or just 

advisers. This process is mostly self-organized on PT Press platform. The books like 

Think Python: How to Think Like a Computer Scientist, The Architecture of Open 
Source Applications are two of these cases. 

Foreign Language Teaching & Research Press (FLTRP), the largest foreign 

languages publishing house in China, had launched similar projects to seek potential 
writers. On April 22nd, 2016, the year of four hundredth anniversary of the birth of 

Shakespeare, FLTRP raised “Cannot help reading Shakespeare: Chinese translation 
collection”, combining with CRI (China Radio International) NEWSPlus and British 

Council. FLTRP invited anyone to translate the classic plays or sonnets by Shakespeare 

into modern Chinese. the winning Chinese translation would be compiled into books to 
get published. Besides that, there are more cases of new co-authoring model, for 

instance, collecting excellent translation of illustrative sentences when dictionaries are 
edited. The translation could be presented in officially-published dictionaries as well if 

it meets standard. 

When it comes to the general interest publishing category, it is more 
comprehensive in China. At least two dimensions have been discovered: internet 

literature publishing and traditional general interest publishing, the former always only 
has a virtual format and the latter is both virtual and physical.  Internet literature 

publishing, including self-publishing, has cultivated a number of fans and developed its 
unique profit model in the last decade. According to Bowker, a ProQuest affiliate based 

in the US, most of potential self-publishers prefer to publish novels, especially romantic 

novels. Most of cyber writers are not full-time authors, but professionals in other field. 
Such as one popular online novel about forensics, the author’s full-time job is forensic 

doctor.  
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Travel books, a typical case of co-authoring, could be found in traditional general 

interest publishing houses. Take Greece the UGC (users-generated content) travel 

book as example, the photograph on the cover is taken by one traveler, the content 
about local sighting scenes is from another, the information of accommodations is 

from a third. These authors don’t know each other, what they contribute for this book 
is only their own parts. Nevertheless, there is an exception from the trend of crowd-

authoring according to interview. In an in-depth interview with CCPPG, for the sake of 

children’s inability to choose books by themselves, the role of gate-keeping of a 
publishing house is more critical. CCPPG only opens the pre-publishing process to 

readers, few works from unprofessional writers could get published. 
 

The role of authors from different publishing categories are changing slowly: 

 
Table 1 The role of non-occupational author in traditional economy vs.in sharing 

economy 

publishing category The role of non-occupational 

author in traditional 

economy 

The role of non-

occupational author in 

sharing economy 

STM publishing Complementary Content 

provider  

Participate of interest 

group 

Educational publishing Potential author Reader & discussant 

General interest 

publishing 

Feedback provider & adviser Self-publisher 

 
Above all, the new trend of crowd-authoring with special features could be 

deduced. Firstly, the trend of non-occupational but professional could be seen 

obviously. There is tremendous UGC in the publishing industry, among which 
professional-generated content(PGC) occupies more than a half. Secondly, self-

organizing of authors is practical and popular in the publishing process. Thirdly, the 
motivation for writers to express, communicate and entertain themselves are stronger 

than financial benefit or social status. 
 

The change of value chain and business model 

In China, publishing houses were once the monopoly of knowledge diffusion. 
Publishing houses are responsible for deciding what and how readers get access to 

knowledge. Thanks to the knowledge sharing economy, the dominance of publishing 
house gives way to the users. The technology’s evolution of internet and social media 

creates power shift from marketers to consumers (Labrecque. &etc., 2013). 

 
In the market system, the value chain of producing a book or digital content is 

presented as follows: 
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In knowledge sharing economy, it turns into: 
 

 
Take Fitness the e-book as an example. Fitness is a systematical responding 

collections to questions about body building. In the traditional publishing houses 

dominate age, editors would define and make contract with an authoritative creator, 
control the content with the purpose of making a commercial success. While in virtual 

Q&A community Zhihu, the authority of an author is accumulated by answering related 

questions, and judged by users' comments and rankings.   
For start-up publishing houses, the knowledge sharing is an important trend which 

could make them advantageous: It hasn’t been so easy to find an appropriate writer to 
produce a book. For established publishing houses, they should adapt to this trend and 

try to find creative ways to attract readers. In the sharing economy, the importance of 

platform is prior to capital. 
 

Table 2 Publishing business model blocks in traditional economy vs. in sharing 
economy 

 Publishing business model 

blocks in traditional 

economy 

Publishing business model 

blocks in sharing economy 

Customer Segments outsiders insiders 

Value Proposition Help authors to polish a 

book 

Align with users to unit a 

book  

Channels Physical or e-commercial 

book store 

Virtual community 

Customer Relationships Indirect connections Direct connections 

Revenue Streams Whole selling Segment selling 

Key Resources Distributing sellers Opinion leaders 

Key Activities Complete books Build platforms 

Key Partnerships authors users 

Cost Structure Copyright cost Platform cost 

 

Customer Segments: The age of publishing houses as almost the only way to 
connect the writers and readers has gone. It is more frequently seen that writers and 

readers belong to the same community.   
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Value Proposition: One of the most important tasks of a publishing house is to add 

value to the author’s draft. With respect to comprehensive content produced by weak-

tied authors, how to align them to produce a structured book is the value proposition. 
Channels: The channels are changing from stores (physical and virtual) into online 

community, in sake of the digital format and segmented content.   
Customer Relationships: To acquire and retain customers only can be via 

distributors in the past. Customer relationship is in a sense the relationship between 

publishing houses and distributors. Now It is possible for publishing houses to build 
direct connections with terminal customers. 

Revenue Streams: The pattern to make profits for a publishing house is from 
Simplification to complication. Segmented content, value-added content, paid by the 

third party are three frequently seen approaches. 

Key Resources: In the past distributing sellers are key resource to make profit for 
publishing houses, although authors and marketers are important too. However, the 

distributors are losing its appealing slowly, the role of opinion leaders in online 
communities is becoming critical. 

Key Activities: Complete and polish books for the sake of publishing is the key 
activity. nevertheless, to build a friendly platform on which users get access to 

generate content is more crucial. 

Key Partnerships: The key partnership is changing from with authors into with 
users. Generally, authors and readers are overlapped. 

Cost Structure: The most expensive activity is changing from paying the authors as 
a copyright fee to building a platform and then merging the various platforms. 

 

Discussions  
The knowledge sharing economy forces us to think again what is a book, what is 

the function of publishing and corresponding problems.  
Kevin Kelly, co-founder of Wired magazine, wondered the similar question from 

view of technology: What is book? What does a book look like when it combines with 
IT(Kelly, 2013)? In the knowledge sharing economy, everyone could be an author and 

reader at the same time. A book is not a material concept, it is a content construction, 

an approach to communicate. 
Just as a frequent quotation of  McLuhan, the medium is the message. The change 

of book format brings new connections between writers and readers, new approaches 
to diffusion of innovations. Given the function of publishing is knowledge/information 

diffusion and communion, is there still a necessity of the existence of publishing house 

in knowledge sharing economy? In the in-depth interviews with three publishing 
houses, there is a consensus on the value of publishing house: adding value to 

content. They consider the value of experienced editors is almost the value of 
publishing house itself. 

Nevertheless, there is still something more a publishing house could do: 

The first, cross-subsidence pricing strategy. By consciously selling a product at a 
discount or even at a loss, so as to achieve the purpose of promoting more profitable 

products. When profitability is the only measure to decide what books to get 
published, there must be some books of high spiritual value couldn’t be put on the 

market. Through cross-subsidence, a publishing house could make profit as a whole 
with some products maintain small niches. 
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The second, building an intensive platform. A platform should provide a place 

where authors and readers communicate with each other. Editors play as role of nodal 

position, defining market needs and controlling content. A publishing house could 
generate economies of scale if given such a platform. 

Copyright protection and management is another critical issue yet to be solved. 
When sharing becomes a trend, why or why not to protect copyright is a suspending 

problem. An increasing number of scholars assert copyright system of Gutenberg era is 
not suitable to digital age any longer, regarding free speech and social welfare. A 

brand-new digital right protection system should be developed, such as versioning, 

differential pricing strategy depends on digital versions.   
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A BOTTOM-UP DISCURSIVE APPROACH TO 
GENETICALLY MODIFIED ORGANISMS 

 

CAMELIA CMECIU 
 

ABSTRACT 

The debate on genetically modified foods has been characterized by a heteroglosia of voices, 

ranging from experts, authorities, to scholars, community organizations, media, or consumers. 

Within such a context where there have been observed various food safety scares over the past 

decades or some public ignorance regarding the use of biotechnology related to food issues, the 

Debating Europe platform launched debates on arguments for and against GMOs. Thus citizens 

turn into prosumers of content regarding food safety and (de)legitimators of EU policies and/or 

other social institutions. In our study of the comments posted by e-citizens on four debates on 

GM foods launched on the Debating Europe platform, we will use framing theory (Goffman, 

1974; Entman, 1993; Wynne, 2001; Cook et al., 2004) and the Integrated Crisis Mapping Model 

(Jin et al., 2012) for negative emotions and Plutchik’s wheel of emotions (2001)  for positive 

emotions to determine the salience of (de)legitimating frames employed by the supporters and 

opponents of GM foods, and to examine the role of affective stance in the evaluation of the 

social actors related to GMOs. Using QDA miner and WordStat, computer assisted qualitative 

data analysis softwares, we will conduct a content, cluster and correspondence analysis of the 

(de)legitimating frames and emotion valences. Whereas the content analysis provides an insight 

into the frequency of frames used by e-debaters and into the key lexical items that express 

evaluation and affective stance related to GM foods, the explorative analyses reveal the types of 

(sub)clusters which prevail in the e-debaters’ comments on GM foods. The findings of this study 

suggest that e-citizens mainly perceive the issue of GMO through a political frame associated 

with anger and a health frame associated with fright.    

 

Keywords: Frame, Affective Valence, Debating Europe. 

 

INTRODUCTION 

‘Feed the world’, ‘stronger crops = less pesticides’, ‘enhanced health’ are three 

arguments in favour of genetically modified organisms that are counterbalanced with 

‘environmental risk’, ‘big business eats small farmers’ or ‘nothing tastes better than 
nature’. Despite this seemingly balanced debate between GMO supporters and 

opponents, the findings of the Eurobarometer 341 (73.1/2010) showed that European 
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are rather ignorant about GMOs and mainly have a negative attitude towards this type 

of food. Although 84% of Europeans have heard of genetically modified foods, only 

38% searched for information about GMOs. 59% of Europeans believe that GM food is 
not safe for their health and that of their family and an even larger majority (70%) say 

that GM food is “fundamentally unnatural”. More than half of the Europeans consider 
that GMOs harm the environment (53%), that they are not good for the national 

economy (50%) and that the development of GM food should not be encouraged 

(61%). Europeans (43%) are also not very confident that GM foods may help people 
in the developing countries. 

Two years after the results of this Eurobarometer were made public, the Debating 
Europe platform launched two debates about the possibility of banning GMOs and 

about the reasons whether the EU needs this type of food. Four years later the debate 

was relaunched, but this time the focus was on the Europeans’ scares regarding GM 
foods and on adopting the US trade deal for European products. The scope of this 

study is to examine the exchange of comments on GMOs generated within the four 
debates on the Debating Europe platform, especially in terms of the frames used by 

MEPs, experts and e-citizens and of the affective valences commonly expressed when 
an issue stirs conflicting opinions. 

 

Brief Insights into Studies on GMOs 
The literature on GMOs (Wynne, 2001; Papastefanou et al., 2003; Cook et al., 

2004; Valletta, 2010; Heiman & Zilberman, 2011; Cinici, 2016) has mainly highlighted 
various polarizations regarding the type of agency (expert versus non-expert 

communication), the type of information (risk versus benefit information), attitudes 

(positive versus negative), the formation of rejective or accepting attitudes 
(individualisation versus collectivism, high versus low level of knowledge) or frames 

(ethical versus technological).  
In his study on consumer perception of GMO, Marco Valletta (2010) mentions the 

findings of previous studies which revealed that consumers value risk information more 
than benefit information, that balanced information has a much higher impact on risk 

perception. Valletta considers that the salience of “negative perceptions and attitudes 

to GM foods is based on a perceived risk which (...) can be very far from a rational, 
science based assessment of the risk. (...) Sometimes GM foods are perceived (...) as 

unnatural and therefore risky, without necessarily a rationally defined idea of 
'unnatural' and even less so of the link between unnatural and risky.” 

Other types of studies deal with the discourse of GM scientists because as Cook et 

al. (2004) highlight, “among the many players in the debate”, GM experts “do have a 
privileged and influential contribution to make” (p.435). The findings of Wynne’s study 

and of Cook et al.’s qualitative study reveal that in GM scientists’ opinion, media 
created and aggravated the ‘food scares’ issue and the opposing public is “intellectually 

vacuous” (Wynne, 2001, p. 447) and uniformly ignorant of GM science and has no 

understanding of risk. Whereas non-experts lay an emphasis on safety associated with 
who benefits from and who controls the technology, scientists mainly focus on the 

frame of empirical objectivity. 
Cinici’s study (2016) started from the rationale that the risk perception and 

negative attitudes towards GMOs may be associated with the fact that individuals only 
have access to the final product of the scientific process (p. 1847). His research shows 

that when individuals are familiarized with the process of scientific knowledge building, 
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they perceive the issue of GMOs not only as value-laden and moral problems, but they 

also tend to switch to rational interpretation of scientific information (p. 1862).  

One important common finding in the studies of Cook et al. (2004) and Cinici 
(2016) is the role that education plays in (de)legitimating genetically modified 

organisms. Whereas the GM specialists interviewed by Cook et al. claimed that through 
education, the public ignorance of science may be “remedied” (p. 439), the 

experimental study run by Cinici shows that “the more 
understanding about the nature of scientific knowledge and scientific enterprise 

students have, the more they develop scientifically balanced risk perception about 

controversial scientific issues.” (p. 1862) 
 

Theoretical framework  
Since online debaters, MEPs and experts were asked about the use of GMOs in the 

EU, we consider that citizens become providers of arguments for (not) banning 

genetically modified foods. Thus, this study will focus on the frames and the emotional 
attitudes that e-debaters have about the issue of genetically modified organisms. 

Frames are used to make sense of information or an occurrence (Goffman, 1974, p. 
21), providing “principles for the organization of social reality” (Hertog & McLeod, 

2001, p. 140). Frames rely on the selection of “some aspects of a perceived reality” 
which are made “more salient in a communicating text, in such a way as to promote a 

particular problem definition, causal interpretation, moral evaluation, and/or treatment 

recommendation for the item described” (emphasis by R.M. Entman, 1993, p. 52). In 
the literature (Wynne, 2001; Cook et al., 2004), six frames are associated with GMOs: 

moral (Is it justifiable?), economic (What does it cost?), social (Who benefits?), 
political (Who controls it?), aesthetical (Does it make food more pleasing to the 

senses?) and scientific (Is it safe?).  

Besides the referential information, e-citizens also provide non-referential 
information, such as emotions. Since an affective stance is a “socially recognized 

feeling, attitude, mood of degree of emotional intensity” (Ochs, 1990, p.2), we 
consider that the analysis of affective stance is significant within the context of an 

issue which has raised many conflicting opinions. In our study, we will adopt Plutchik’s 

wheel of emotions (2001) for positive valences and the Integrated Crisis Mapping 
model (Jin et al., 2012) for negative valences. Both these types of valences are 

developed in section 4.  
 

Methods 
We employ a content, cluster and correspondence analysis of four debates on 

genetically modified organisms, launched on the Debating Europe platform: Should 

Europe ban genetically modified foods?  (started - 24/05/2012); Does Europe need 
genetically modified foods?  (started 22/06/2012); Why are Europeans scared of 

GMOs?  (started 10/02/2016); Will European product standards fall with a US trade 
deal?  (Started 29/08/2016). Our sample included 186 comments, out of which six 

comments were posted by MEPs (Liberal Democrat, Social Democrat, Group of 

Greens), by the EU Commissioner for Health and Food, and by a molecular biologist.  
We imported the experts’, MEPs’ and citizens’ comments into QDA miner, a 

qualitative data analysis tool optimized for coding, annotating, and analyzing textual 
information. The QDA miner codes, under the form of frames and types of affective 
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valences, facilitated a coding frequency and a cluster analysis of coding co-

occurrences. Using Wordstat 7.0.13, a computer-program-assisted text analysis based 

on a text mining program, a correspondence analysis was employed to identify the 
relationship between keywords and the frames and affective valences used by 

debaters for the issue of genetically modified organisms.  
The study employs both a deductive and an inductive method. The comments were 

examined for frames specific to the GMO issue that emerged inductively within and 

across the 186 texts. We created a categorization scheme within QDA miner, which 
included six frames: health, political, ethical, socio-economic, scientific, and religious. 

Whereas the health frame refers to textual accounts about health risks and benefits, 
the political frame includes references to public and private bodies which may control 

the investment into GMOs, or to policies that may favour the GMO production. The 

ethical frame focuses on issues related to environmentalism and to social 
responsibility. The socio-economic frame includes accounts to the social gains and 

losses and to the financial costs associated with GMOs. While the scientific frame 
embeds those utterances, which focus on scientific reasons for explaining the GMO 

production, the religious frame refers to textual accounts about beliefs regarding the 
act of creation. 

Affective stance revealing various levels of emotional involvement was coded as 

positive (acceptance, trust, and joy) or negative (anger, sadness, anxiety, fright). For 
the positive valence, we used Plutchik’s wheel of emotions and we selected: 

acceptance (e-debater’s assent to GMO), trust (e-debater’s willingness to rely on the 
actions of another party) and joy (e-debater’s satisfaction about a certain situation). 

For the negative valence, we adapted four negative emotions from the ICM/ 

Integrated Crisis Mapping model (Jin et al., 2012): anger (e-debater’s indignation 
towards some situation which may have a direct effect on his/her well-being), sadness 

(e-debater’s feeling of distress about a certain situation which may cause irreversible 
damage), anxiety (e-debater’s feeling of worry), fright (e-debater’s dread towards a 

situation which may be perceived as life-threatening).  
A content analysis of a sample of online texts (n = 30), approximately 15% of the 

total number (186) was double-coded to determine inter-coder reliability. The 

Krippendorf reliability coefficients ranged from .87 for frames, and .83 for affective 
valences (Hayes & Krippendorff, 2007). 

The research questions that we want to address are the following 
RQ1: Which frames are used by e-citizens and MEPs regarding the issue of GMOs? 

RQ2: What key lexical items correspond to the frames associated with GMOs? 

RQ3: How do frames and affective valences cluster together? 
 

Findings 
Figure 1 shows what types of frames online participants used regarding the issue of 

genetically modified organisms (RQ1). As observed, all six frames were mentioned in 

their comments, but the most salient ones were the political and health frames, 
followed by the scientific one. A much smaller usage can be noticed for the socio-

economic, ethical, and religious frames.    
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Figure 1: The Issue of GMO – Salience of Frames 

 
Since the correspondence analysis is a perceptual mapping using the proximity 

among each category of variables (Whitlark and Smith, 2001), we wanted to explore 
how e-debaters express the relationship between lexical items and the framing of 

genetically modified organism issue (Figure 2). 

 

 
Figure 2: Correspondence analysis 

 

The horizontal dimension is characterized by the adjective “big” and the verb 
“change” on the left and by the noun “food”. The “health” frame is closely located with 

the following lexical items – “years”, “people”, “eating”, “human”, “years” or 
“products” – which can be interpreted as e-debaters’ concern about the types of 
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products that people eat and that might affect their health. The “political” frame is 

clustering with “EU” “big”, “standards” or “TTIP”, which describe the organisations and 

the agreements which are blamed for taking advantage of the GMO production, 
namely: big (corporations) and the Transatlantic Trade and Investment Partnership. 

“Scientific” is closely related to “food” and “foods”, which suggests the e-debaters’ plea 
for experts’ studies on the food that we eat. Whereas the “socio-economic” frame is 

clustering with “farmers”, implicitly referring to the losses that GMOs may bring to 

them, the “religious” frame is closely located with the noun “God”, thus emphasizing 
the issue of creation which may be associated with the production of genetically 

modified organisms. The “ethical” frame is related to “plants” and “environment”, 
which describe the potential positive or negative consequences of GMOs upon the 

climate.  

The third research question investigated the way in which frames and affective 
valences cluster together in e-participants’ comments. Through a cluster analysis, we 

wanted to determine the patterns among the codes (frames & valences) in terms of 
their co-occurrences. The conditions for the dendrogram (Figure 3) were the following: 

for clustering – occurrence (Within case), index (Jaccard's coefficient); for 
multidimensional scaling options – tolerance – 0,000001, maximum iterations – 500. 

 
 

Figure 3: Dendrogram – Frames & affective valences 
 

Since co-occurrence of codes implies a semantic similarity, we will label the clusters 
of codes (frames and affective valences) as larger themes or topics which can be 

revealed from the internal organization of the debate on the genetically modified 

organisms. As observed, there were formed two clusters from the Jaccard similarity 
index, that we have grouped in two main topics:  

- Loss topic: (political-anger, health-fright) – socio-economic  
- Reluctance topic: ((ethical-anxiety)-scientific) - acceptance 

 

Discussion 
The GMO issue examined in this study provided a twofold insight: on the one hand, 

the experts’ and MEPs’ insights presented as incipits of the debates launched on the 
Debating Europe platform, and on the other hand, the e-citizens’ assessments of 

genetically modified organisms. The findings of the study revealed a clear polarization 
in the bottom-up approach: loss versus reluctance. 

The loss topic is characterized by e-citizens’ struggle to delegitimize the 

organizations which may benefit from investments into GMO production and to 
legitimate the risks that GMOs may have upon one’s health. While anger was the 

dominant affective valence displayed by e-debaters when shifting the blame onto 
those political bodies behind GMOs, fright was the salient emotion associated with the 
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life-threatening consequences of GMOs. Word selection plays an important role in the 

blame shifting within the political and health frames.  

The words associated with the political frame are expressed through: 
- nouns depicting the magnitude of the financial benefits (“In the mean time billions 

€ profit will be made”, Guy WEETS, August 5th, 2013; “(...) the private sector is 
thinking about profits more than security”, S.K, February 13th, 2016). The Dutch MEP 

with the Green Left Party, Bas Eickhout, provides a negative presentation of GMO 
production, making a plea for decentralization: “But what’s far more worrying is that 

it’s giving a monopoly position to the food industry as it takes over the whole market. 

If there’s one thing that should be decentralised, here and in the developing world, it 
is food production. Instead, we are talking about seven companies who own the 

majority of GM crops.” (May 24th, 2012). 
- proper nouns evoking companies (Dow Chemical), persons (Bill Gates) or political 

agreements (TTIP) considered responsible for GM products (“Genetically modified food 

is only a problem because behind them are Dow Chemical and other big corporations 
that could tied up farmers to them”, Vicente Silva Tavares, May 24th, 2012; “And are 

you aware that Bill Gates is heavily invested in these GM products?”, Catherine 
Benning, November 7th, 2012; “Powers by corporations to enforce GMO & (legal) 

powers over governments as a (hidden) package under TTIP is unethical politics (…)”, 
EU reform- proactive, February 11th, 2016; “TTIP is the symbol of Europe’s corruption 

and the power of the oligarchs over all.”, Bódis Kata, August 30th, 2016). 

As the correspondence analysis (Fig.2) showed, the acronym TTIP was closely used 
with the political frame. The association between TTIP and this frame is actually 

induced by the last debate under analysis, where e-debaters were asked whether 
European product standards should fall with a US trade deal. The high number of 

comments (n = 55) also determined the underscoring of the health frame (see Figure 

1). 
The wording through metaphors and emotionally-loaded adjectives is suggestive in 

the depiction of the health frame. The feeling of fright is emphasized through the 
mental images of monsters (“(…)… we eat GM food we’ll become GM humans... aka 

monsters… nein Monsanto danke!”, Simona, August 31st, 2012; “(...)We creat 

monsters with GMO”, CESARO, June 22nd, 2012), or of deformed children (“(...) Thats 
one of the reasons for increasing number of deformed children.”, Karl Haro von Mogel, 

June 22nd, 2012). The potential disastrous risks upon one’s health are rendered 
through the metaphor of a bomb: “GMO is a time bomb in the body that causes 

serious diseases and uvreyda human body…!!!” (Vencislav Milushev, August 5th, 
2013). Schemes of comparisons are used by e-participants to (de)emphasize the 

health frame. Whereas the analogy through similarity (smoking cigarettes - GMO) is 

employed to transfer the dangerous effects from one product to another (Kali, May 
26th, 2012), the analogy through differences (pesticides or additives - GMO) highlights 

the low level of danger since the former type of substances may change one’s genes 
and may have carcinogenic properties (Sacha Pakalin, May 30th, 2012).  

Although the cluster analysis showed that the health frame mainly co-occurs with 

fright, there were comments in which risks are not so much emphasized, the e-
participants express a neutral position regarding genetically modified organisms using 

a personal authorial voice. For example, Shane from Australia presents his experience 
as a consumer who has been using GMO for 10 years. He considers that GMOs are the 
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only solution because of the natural conditions (“no rainfall”) and he mentions that he 

has had no health problems so far (September 1st, 2014).  

‘Food availability’ is a syntagm which prevails within the socio-economic frame and 
it is clearly invoked as a social gain by the Dutch social democrat MEP, Judith Merkies: 

“(...) the real problem was not so much one of patents, rather the problem of feeding 
the rapidly growing population of Earth (predicted to eventually reach, and perhaps 

even exceed, nine billion people)” (June 22th, 2012). By an implicit polarization poor 

versus rich countries, some e-participants consider that GMOs are a solution against 
hunger: “Well, even mother nature itself modifies food genetically. It can be a chance 

for poor countries” (Kurt Koenig, June 22th, 2012); “I’m ok to take the risk of eating 
GMO if this means that everybody will have food” (Eric David Bosne, August 5th, 

2013). 

The reluctance topic is characterized by a merging of delegitimizing GMOs on 
account of being harmful for the environment (ethical frame) and of legitimatizing 

GMOs on account of expert-like evidence (scientific frame).  
The negative wording prevails within the ethical frame both in the Green Left Party 

MEP and in the e-citizens’ comments. It mainly focuses on emotionally loaded 
adjectives, adverbs and verbs expressing anxiety and depicting the potential 

devastating consequences for the environment: “But the important thing is that GM 

crops are absolutely catastrophic in the long run for the environment.” (Rebecca 
Sereinig, May 24th, 2012); “Whether or not GM is directly bad for health, it is certainly 

damaging for biodiversity (…) (Bas Eickhout, a Dutch MEP with the GreenLeft Party, 
May 24th, 2012); “(…) it can easily take over and destroy the local, natural flora as 

well as fauna” (Rick Hoppmann, May 22th, 2015). Freedom of choice is evoked by e-

debaters as a value closely associated with the ethical frame. Some e-participants 
seem to accept GMOs if they are labeled and they may choose: “(…) After that, label 

everything that has GMO’s in it and tag the others as free of GMO’s. (…)Let the farmer 
and the consumer have a choice.” (Mattias, November 27th, 2012). 

The scientific frame was the most polarized frame since e-debaters argue about the 
nature of the evidence brought to sustain their arguments. The clash between GMO 

supporters and opponents is emphasized in the verbal exchanges between Tooba or 

Sacha Pakalin, on the one hand, and Cathering Bening or Simona, on the other hand. 
Sacha Pakalin explains why there is no risk from ingesting a gene (May 30th, 2012), 

how DNA is metabolised once ingested in the gastrointestinal tract (September 3rd, 
2012) or the difference between industrial pesticides and anti-pest proteins (November 

3rd, 2012). On the other hand, Tooba considers GMOs as a good solution for the 

booming population of the world and he delegitimates the GMO opponents’ online 
evidence considering that they “(...) never use science to validate their claims (...)” 

and that they “(...) feel offended if someone says you are not well educated on the 
topic” (May 31st, 2012). Despite the verbal confrontation between GMO supporters 

and opponents, there is another type of accounts provided both by e-debaters and 

experts or MEPs, where a plea is made for “proper studies” (MEP with the Group of 
Greens, February 2nd, 2016) or “full studies from independent European scientists” 

(Christos Mouzeviris, May 24th, 2012). It is interesting to observe that the experts (a 
Belgian molecular biologist, Marc Van Montagu and a Hungarian MEP with the Group of 

Greens, with a background in biology, Benedek Jávor) used their authorial voices to 
emphasize some of the failures related to GMOs. Marc Van Montagu considers that 

despite the fact that “GMOs are a safe and reliable solution”, scientists were not able 
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“to communicate the benefits to people” (May 24th, 2012) whereas Benedek Jávor 

worries about the lack of “proper studies” on “the environmental and health impact” 

(February 2nd, 2016) although as a biologist he is “not completely against 
technological development”. 

 
Conclusion 

The four debates under analysis constitute another example of ‘the heteroglossia of 
voices’ (Cook et al., 2004) regarding the genetically modified organisms. The insights 

on GM foods embedded both a top-down discourse (delivered by MEPs or experts) 

used as incipits of the debates and a bottom-up discourse formed of the e-citizens’ 
comments. Although the debates were launched two and six years after the 

Eurobarometer 341 (73.1.), the findings of this study show that the e-citizens’ 
perceptions on GMOs did not change dramatically. In 2010, 57% of European 

considered that some people benefit from GM foods while others are put at risk (EB 

341, 73.1, p. 18). The e-debaters’ most prominent frames and affective valences focus 
on the political frame closely linked to anger and on the health frame closely linked to 

fright. Europeans and the Dutch MEP with the Green Left Party shift the blame onto a 
monopoly of GMOs coming from certain companies and persons. The emotional loaded 

description of possible negative outcomes of GM food consumption could be associated 
with the messages sent by the key authoritative participants in the debate, namely the 

MEP with the Green Left Party who has a background in biology and a molecular 

biologist. Whereas the former makes a plea for long-run studies on the environmental 
and health impacts, the latter acknowledges the experts’ miscommunication of the 

GMO benefits. Despite the pervasive use of negative valences within the e-citizens’ 
frames, the results highlight a positive thread of arguments connected with GMOs as a 

solution to world hunger which is actually consistent with the message promoted by 

Vytenis Andriukaitis, EU Commissioner for Health and Food Safety,  throughout his 
reaction on the debate “Why are people scared of GMOs?”. This study on the debates 

on GMOs launched on the Debating Europe platform shows that the communication 
process of the benefits and risks of GM food still needs the emergence of proper 

authorial voices which may stop the e-citizens’ skeptical and/or ambivalent attitude 

towards genetically modified organisms. 
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NATION REBRANDING IN A PERIOD OF CRISIS AND 
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ABSTRACT 

The aim of this paper is to highlight the crucial role of public diplomacy in rebranding a 

country, especially during a time of economic crisis, and to point out the ways it can become an 

important tool. Rebranding a country or a nation is the process by which a country’s 

international image is recreated, essentially representing that nation or country with a new 

concept, effectively reintroducing it and establishing the country’s modified image. Key tools of 

this process are communication in general and public diplomacy at state and professional level. 

Public Diplomacy helps governments launch communication campaigns that can promote a 

favourable image of the country to international publics, a core factor for successful rebranding. 

Nevertheless, campaigns alone do not amount to rebranding. Campaigns are good and useful 

and help reach a strategic goal; they are however only a component of the public diplomacy of a 

branding strategy. The main question of the study is whether Greece has a brand name and 

needs to adopt any sort of rebranding strategy. The study also examines whether the campaigns 

are aligned to a certain branding strategy, it describes the critical factors in rebranding the 

image of a country and the degree to which public diplomacy has developed. Finally, the paper 

proposes an integrated model consisting of four basic steps that can be followed by countries 

facing crises. The methodological approach is based on bibliography, previous studies, published 

case studies, field research and professional experience. The results of this study may help any 

scholar and practitioner avoid mistakes common in public diplomacy at times of crisis and add a 

new dimension to the relationship between nation brand and public diplomacy.    

 

Keywords: Nation Brand, Nation Rebranding, Public Diplomacy, Nation Identity, Nation 

Image, Campaigns. 

 

INTRODUCTION 

The objectives of this paper are to present an integrated model of promoting the 

image of a nation worldwide, underlining the importance of nation branding as 
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strategy, and of public diplomacy as the key-tool in national marketing promoting the 
strategy. This model could be applicable for all nations, especially nations in periods of 

crisis.   

It could generally be argued that image promotion is the ultimate goal of nation 
branding, and effective branding would require a long-term and consistent 

communication strategy implemented by a well targeted and organised public 
diplomacy.  

Rebranding is the term used to describe the process of taking an existing brand and 

changing it or building a new or updated brand, thus creating the opportunity for a 
country to embrace a new message or position worldwide, allowing it as a result to 

reach new markets and attract a new international audience. 
Rebranding can breathe new life into a country, for its products or services, 

changing the way it is perceived by the public. There are many reasons for a country 
to consider rebranding, most of them grounded in the need to reposition the country 

in the international marketplace. Nation-branding or rebranding can be a form of “soft 

power”, a way of gaining back-door influence in the international community. 
Moreover, in this paper it is argued that nation branding and public diplomacy are 

both dynamic processes which reflect the ability of a country to build and manage its 
attractiveness to achieve its strategic goals. To this end, it is underlined that the 

strategic goal of a nation brand is the repositioning of the country in the international 

marketplace and the best dynamic process to achieve this is by enabling the 
capabilities arising from public diplomacy.   

 
Definitions and background 

‘Nation branding’ as a term was first time used by British policy advisor Simon 
Anholt in 1996, and it incorporates political, cultural, sociological and historical 

approaches. According to Wally Olins, countries have always branded and re-branded 

themselves and it is just a new term for image management (2002). Also, nation 
branding can be seen as “branding and marketing communications techniques to 

promote a nation’s images” (Fan, 2006).  
Dinnie (2008) defines nation brand as ‘the unique, multidimensional blend of 

elements that provide the nation with culturally grounded differentiation and relevance 

for all of its target audiences’. This definition takes into account the target audiences in 
the minds of whom nation brands are ‘situated’.  

Gudjonsson (2005), an Icelandic brand practitioner, argues that nation branding is 
concerned with image and promotion, and image promotion is identified as its ultimate 

goal. Moreover, he identifies the government as the initiator of branding, 

acknowledging its indirect involvement and influence. He maintains that ‘nation 
branding occurs when a government or a private company uses its power to persuade 

whoever has the ability to change a nation’s image. Nation branding uses the tools of 
branding to alter or change the behaviour, attitudes, identity or image of a nation in a 

positive way’ (Gudjonsson, 2005). He underlines that nations or their governments 
cannot be branded per se but governments and other public institutions can use the 

techniques of branding. 

Nation brand can be defined as the strategic self-presentation of a country with the 
aim of creating reputational capital through economic, political and social interest 
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promotion at home and abroad, whereas public diplomacy traditionally means 

government communication aimed at foreign audiences to achieve changes in the 

“hearts or minds” of people (Szondi, 2008). 
Public diplomacy was defined as ‘direct communication with foreign peoples, with 

the aim of affecting their thinking and ultimately, that of their governments’ (Malone, 
1985).  

There are three dimensions in public diplomacy: The first dimension is the condition 
in which the communication occurs, the one-way relationship between the 

communicating and the target country. The second dimension involves the levels of 

the objectives of communication from persuasion (one-way) to relationship building 
(two-way communication). The third dimension is power, defined as the ability to 

affect the outcomes one wants (Nye, 2004).  In this context, Bátora (2005) defined 
public diplomacy as the promotion of soft power – using resources and capabilities at 

the disposal of a nation to achieve its purposes by affecting the behaviour of others - 

while Melissen (2005) argued that public diplomacy is only one of the key instruments 
of soft power. The primary objective of public diplomacy is ‘to influence foreign public 

opinion in a way that supports a country’s national interest’ (O’Keeffe and Oliver, 
2009). The vehicle used must appropriately engage foreign publics while at the same 

time delivering on the underpinning principles of public diplomacy. Those underpinning 
principles tend to encompass tailored credibility, dialogue and exchange, alliances and 

partnerships and authenticity of message (Ross 2006, Nye, 2004, O’Keeffe and Oliver 

2009). Where these principles are adhered to, public diplomacy has a  greater  chance  
of  building  soft  power  outcomes  for  the  nation. 

According to Ham (2001), the modern world of geopolitics and power is being 
replaced by the postmodern world of images and influences. He argued that traditional 

diplomacy is disappearing and identity politics is becoming the main activity of 

politicians and states. Especially in periods of crisis, public diplomacy should put up this 
world of soft power of images and influences in order to modify the climate of conflict, 

contradistinction and tension, so as to convey positive nation values to foreigners and 
to create a climate of opinion in which policies can be successfully formulated, 

executed and accepted. Also, during a crisis period, a nation’s public diplomacy is 

required to be shifted from achieving behavioural goals to attitudinal/cognitive goals, 
from information provision (monologue) to communication (dialogue), from persuasion 

to relationship building and from managing publics to engaging with publics. 
 

Relationship between Nation Brand and Public Diplomacy 
Nevertheless, whilst the term “nation branding” was introduced by Simon Anhold in 

1996, public diplomacy has been exercised by American foreign policy since the 1960s. 

As Szondi (2008) notes, both nation branding and public diplomacy have been defined 
in a plethora of ways which make them open to a wide range of interpretations. Nation 

branding has a more European root and appeal of clear British dominance by Simon 
Anholt and Wally Olins, the two ‘gurus’ and strong advocates of nation branding who 

have largely contributed to its evolution and practice, whereas public diplomacy was 

paved by American scholars and practitioners, and it was described as a ‘peculiarly 
American aberration’ (Laqueur, 1994). 

According to Szondi (2008), there are five different views that can be identified 
concerning the relationship between nation branding and public diplomacy.  
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The first one relies on the concept that these two areas are unrelated and do not 
share any common grounds. In this case, nation branding and public diplomacy have 

different goals, strategies tools and actors. During the 1990s, both areas were 

considered distinct with their own line of developments. This approach is followed by 
some countries, adopting both public diplomacy and nation branding without any 

coordination or synergy between them.  
The second view, which is the most popular amongst scholars and practitioners, is 

that public diplomacy is part of nation branding. Lewis (2003) described public 

diplomacy as ‘the branding techniques of politicians’. In this case, the view adopted is 
that foreign policy can also be the subject of branding, whereas the application of 

branding is referred to as the “commercialization” of foreign policy and public 
diplomacy. A branding-oriented approach to public diplomacy presents some 

advantages in the direction of making public diplomacy more strategic, facilitating 
strategic planning and co-ordination, integrating communication aimed at foreign 

audiences, improving public diplomats’ communication skills and competencies, 

increasing the nation’s competitiveness around the world etc.  
According to a third approach, nation branding is part of public diplomacy and is 

considered an instrument of public diplomacy, through which foreign nations and 
international audiences can be reached. Peter Van Ham was amongst the first scholars 

to explore the potential correlation between branding and international relations in a 

wider context, examining how branding could be used in international relations as well 
in public diplomacy (van Ham, 2001, 2002, 2003, 2008). In this case, the role of 

governments is crucial in directing and influencing public perception, and public 
diplomacy becomes the vital function protecting the country’s reputation, correcting 

poor or negative images and stereotypes and neutralising negative «attacks» or 
international pressure.   

The fourth approach suggests that public diplomacy and nation branding share 

some common grounds but that each has its own special characteristics. This approach 
is advocated by Professor Jan Melissen (2005) who identified some conceptual 

differences as well as similarities between them. He concluded that the two concepts 
are ‘sisters under the skin’.  

The final option argues that both nation branding and public diplomacy are the 

same concepts and cover the same activity: country promotion with the ultimate goal 
of creating positive nation image.  

Melissen (2005) and Dinnie (2008) have found that image, promotion and country 
identity are the key similarities between public diplomacy (PD) and nation branding 

(NB). In addition, Melissen has proved that the difference between PD and NB 

concerns the nature of the actors of promotion. According to his theory, Public 
Diplomacy is initiated by practitioners, whereas Nation Branding is exercised by all of a 

nation’s forces able to contribute to the promotion of its image abroad.    
According to the consensus of the Forum “New Exploration of Public Diplomacy and 

National Image Building”, public diplomacy and national image building are concerned 
as part of nation branding and have a joint responsibility shared by social entities 

including the government, mass media and enterprise. Furthermore, Forum 

participants agreed that international communication is a national strategy that 
requires coordination and collaboration among various diffusion subjects. 
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Questions of Research and Methodology  

Greece has faced a long-time economic crisis with very serious consequences for 

the Greek people and the country’s international image.    
Taking into account that Greece has to correct and improve its negative and fragile 

image around the world, which it is translated into an incapability to export its 
products and to achieve its purposes, the main hypotheses of the study are the 

followings:  
Despite the fact that Greece faced a deep economic crisis, did it follow any sort of 

nation brand or rebranding strategy in order to change its international image?  

Are the campaigns aligned to a certain branding strategy or do they serve as a 
temporary crisis management mechanism?  

Does public diplomacy serve as a tool for nation rebranding? Are these two areas 
correlated or do they work independently? 

What are the decisive factors in rebranding the image of a country with a negative 

brand and to what degree is its public diplomacy developed?  
What are the steps that must be followed in order for a nation to achieve the right 

rebranding? 
The methodological approach is based on literature review about the subject, 

previous studies, case studies, field research and professional experience gained over 
22 years of service in Public Diplomacy. 

The results of this study can help scholars and practitioners to avoid possible 

mistakes in international communication and promotion and to indicate steps that 
should be followed for successful nation rebranding mainly during difficult periods 

(economic crisis, social crisis, terrorism, immigration). 
 

Results 

An important source of information concerning Greece’s brand name was provided 
by two specific publications of the Secretariat General of Communication-Secretariat 

General of Information, “About Brand Greece” (2007) and “About Greece” (2007) 
which dealt with successful endeavours promoting Greece and laid out the advantages 

of the country in the form of a trade brand. (Petropoulos, 2011).  These publications 

have not been renewed.  
An easy and effective survey, like a quick Google search, of key issues relating to 

Greece can illustrate the country’s international image during the last years of the 
economic crisis. We have examined different topics, like ancient Greek culture, and 

symbols, like the Acropolis, and we compared them with “difficult” subjects producing 
negative reactions like Greek debt, Greek economic crisis and stereotypes like “lazy 

Greeks”. 
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Table 1: The Image of Greece on the Web 

Greece’s Image Results in internet Time (seconds) 

Acropolis museum 7.810.000 0,70 

The Acropolis 15.000.000 0,58  

Ancient Greece 15.400.000 0,70 

Greek Crisis 67.900.000 0,61 

Greek Debt 47.300.000 0,76 

Lazy Greeks 31.500.000 0,62 

Greek Corruption  20.700.00 0,39 

Sacrifices of Greek People 386.000 0,64 

Sacrifices in Ancient Greece 578.000 0,66 

 
Whilst Greece is an easily recognizable country for its rich ancient heritage, history 

and global symbols, negative themes like the “economic crisis” (67.900.000 references 
in 0,61 seconds) are predominant, overshadowing areas important to the country’s 

image.  
Figure 1 clearly shows that the greater part of online references concerns the Greek 

crisis, Greek debt, corruption and “lazy Greeks” as an example of bad stereotypes. 

 

 
 

Figure 1: The image of Greece during the years of the economic crisis (2010 – 
2017) 

 

In response to the first question concerning the application of any sort of nation 
branding or rebranding strategy in order to change the country’s international image, 

we examined the country’s ranking in recent years according to Anhold’s Nation Brand 
Index. This index measures the power and quality of each country‘s ‘brand image’ by 

combining six dimensions: Exports, Tourism, Investment and Immigration, Culture and 

Heritage, People and Governance. 
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Figure 2: Anhold’s Nation Brands Hexagon (six sectors) 

 
During the years of the economic crisis, 2010 to 2015, Greece was ranked between 

22th to 39th place on an Index of 50 countries, following on the tail of most European 

Union countries. 
 

Table 2: The Anhold’s Nation Brand Index – The Rank of Greece 

Year Rank Remarks 

2010 #22                

-8k 

Value for Money is down from 32 to 70 in 2010. 

“Economic crisis issues and political tension, plus the lack 

of proper tourism branding, are damaging the country 

brand.” 

2011-

2012 

# 27               

-5 

Greece was low ranked even in Tourism. Heritage and 

Culture attributes were the only factor for which it was 

ranked in place 5. 

2012-

2013 
# 39             -

12 

Greece’s business climate declined following a fifth year 

of adjacent economic crisis. Greece’s Good for Business 

ranking is at 78 place, with Investment Climate falling 13 

places to 97, Regulatory Environment falling 15 places to 

78, and Skilled Workforce falling 7 places to 84. 

2014-
2015 

#30               

+9 

Greece is characterised as ‘experience country’, strongly 

associated with Tourism, Culture and Heritage. 

 

Despite the fact that the country is associated with Tourism, Culture and Heritage, 
which give credit to Greece as a brand name, the 2010 the Anholt-GfK Nation Brands 

IndexSM edition underlines that the lack of proper tourism branding is one of the 

reasons damaging the country brand. It is also mentioned that, for the years 2012-
2013, the business climate is limited and declined, whilst in the research for years 

2014-2015, Greece is characterised as an ‘experience country’, which means that it 
doesn’t comply with the standards of a nation brand country. According to Professor 

Markesinis, the main problem of the Greek brand is the “tragic fact that those 
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characteristics by which Greeks are known, in their largest part, are being viewed 
abroad as negative”. In other words, the problem is not that the country does not 

have a distinctive identity, but that this identity, mainly in current times, is negative.  

In response to the second question, whether the campaigns were aligned to a 
certain branding strategy or merely served as a temporary crisis management 

mechanism, we note that Greece was focused on its tourism sector, concentrating on 
temporary campaigns promoting the «strong industry» of the country, which is 

tourism. Thus, there was no well organised brand name strategy, and consequently, 

the country’s efforts to influence its international publics were fragmented and 
temporary. 

Amid the current financial crisis, Greece has launched a large number of rebranding 
campaigns in the tourism sector in order to restore the country’s credibility with 

foreign audiences and global markets. Every year, the Greek Tourism Organisation 
chooses a different theme and motto for its advertising campaigns: 

•  "Live your Myth in Greece" (2005) 

•  "Greece 5000 years old: a masterpiece you can afford" (2006) 
•  "Greece: explore your senses" (2007) 

•  "My Greek experience" (2008) 
•  "Greece: Kalimera!" (2009) 

•  "Greece: You in Greece" (2010) 

•  "Greece: All Time Classic" (2014) 
•  Visit Greece, Gods, Myths, Heroes (2015) 

  
This paper notes that all these efforts are simply tourist campaigns and do not 

comprise a re-branding promotion. Campaigns are partial tools that help reach a short-
term goal without a central organised branding strategy. The main problem in this 

case is the lack of a central authority that should have been responsible for connecting 

and directing the several “voices” of Greece abroad. The function of public diplomacy 
has been shared by the Press and Communications Offices, which belong to the 

Secretariat General of Information and Communication but operate as departments of 
Greek Embassies abroad, and the Ministry of Foreign Affairs, through its Information 

and Public Diplomacy Department that operates as an independent sector under the 

aegis of the ministry. In addition, the Ministry of Tourism is considered to be an 
equally important PD sector through the activities of the Greek Tourism Organisation. 

Also, given that cultural diplomacy as a tool of PD has as special purpose to promote 
Greece’s image abroad, the Ministry of Culture and the Hellenic Foundation for Culture 

are also considered to be key players in the field. This multi-polarity creates confusing 

responsibilities, overlapping of efforts and a significant degree of malfunction.    
Analysing the way that Greece is promoted abroad, Gilboa noted the lack of a 

central political message and lack of coordination among the various competent bodies 
of Greece’s soft power.  

The third question concerns the correlation between public diplomacy and nation 
brand and whether public diplomacy serves as a tool for nation rebranding. It is 

mentioned that some initiatives have taken place during the period of economic crisis 

in order to attract the attention of foreign audiences and to provide a better image for 
the country. 
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The following initiatives are the most systematically organised ones by the private 

sector:  

• Reinventing Greece: It comprises young Greek-Americans who have travelled 
to Greece to conduct a media project to report on how Greeks are addressing 

the many challenges they face today. 
• Greece Is Changing: It is supported by large Greek corporations who invite 

foreigners to see through the stereotypes. They want to attract attention to 
the progress in Greece.  

• 'Give Greece a Chance’: More than 20 of Greece’s biggest businesses have 

joined forces to take out full page advertisements in several European 
newspapers calling on readers and politicians to “Give Greece a Chance” 

• GoodNews.gr: a website broadcasting only good news from Greece. 
 

All these initiatives are applied independently without any central planning and a 

certain strategy. They achieve some short-term goals but they are not organised under 
the same communication strategy umbrella. This means that they are endeavours 

undertaken by groups of citizens or organisations but not part of a broader strategy. 
They work on the sidelines and they do not contribute effectively to the main 

objectives.    
The fourth question concerns key factors in rebranding the image of a country with 

a negative brand and the way that public diplomacy is developed. As Szondi (2008) 

identifies, there is general agreement among nation branding scholars as well as 
practitioners that countries and their governments should engage in nation branding to 

differentiate their countries from others so as to gain competitive advantages. A core 
idea of nation branding is to identify the ‘uniqueness’ of the country, its people, culture 

or landscape. In nation branding, therefore, the appeal factor -known as the soft 

power - is the difference, the otherness. Gilboa as speaker in a forum about the New 
PD organized by the Greek Ministry of Foreign Affairs, pointed out that Greece has 

significant comparative advantages, such as a very high level of human development, 
a high level of democracy and press freedom, a good image as a travel destination, 

with a long history and established culture to which greater emphasis should be given. 

In this point of view, Greece and every country in crisis needs to identify its 
competitive advantages in some sectors and to form its brand name on that basis. 

Table 2 : Sectors with competitive advantage 

Greece’s Image Results in internet Time (seconds) 

Greek taste 63.000.000 0,60 

Greek night 134.000.000 0,79 

Wedding in Greece 36.600.000 0,52 

Energy in Greece  81.400.000 0,58 

Renewable energy in Greece  2.000.000 0,73 

Gas in Greece 16.600.000 0,71 

Rent in Greece 47.000.000 0,44 

Buy Greek  125.000.000 0,59 

Buy Greek products 50.400.000 0,66 

Use Greek services 146.000.000 0,65 

Economic Development 175.000.000 0,57 

Made in Greece 46.000.000 0,63 
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Greek gastronomy, the diet brand name, must be at the forefront of a challenging 
campaign. It could be rapidly developed with important results for the Greek economy 

and the country’s image. Another sector is Energy, taking into account the construction 

of new gas pipelines in the region as well as the hydrocarbon exploration and 
exploitation in different areas in Greece. Also, the creation of a strong “Made in 

Greece” logo as a high standard of quality should support the image and the credibility 
of a country.  

Concerning the last question as regards the steps needed to be taken on the path 

to the right rebranding for a nation, it is useful to follow the findings of scholars and 
practitioners.  

Some scholars argue that National Identity is the first step towards nation 
branding, which refers to the self-perception of a nation that could be followed by the 

nation brand identity and then by the perception of other people worldwide. A Nation’s 
image is defined by foreign publics and their perceptions are often influenced by 

stereotyping, media coverage or their personal experience of the nation state. The 

relationship between national identity, nation branding and a nation’s image can be 
summarised as below (Fan, 2009): 

 
According to Annika Rembe, Director-General of the Swedish Institute, a country 

cannot simply create a new image. First, there is the need for research to find out 
what the current image is. Then, it can try to strengthen the positive aspects of that 

image, targeting specific priority groups. Being credible, relevant and authentic is the 
key, whether it comes to developing or to maintaining a country’s image abroad. The 

end goal is to build trust and future collaboration and co-creation. (Annika Rembe, 

2016).  
What is really impressive however is the opinion of Anholt (2007) about Greece. He 

believes that the Greeks’ biggest problem is that they do not understand that they are 
sitting on a country treasure. Greece has lost its purpose, direction, and, he believes, it 

is very important to rediscover these. He sees a beautiful and unique nation which 
does not believe that it is wonderful and unique. It is very difficult to love someone 

who does not know how to love oneself, and maybe that is part of the problem. 

So, the three basic components to identify and rediscover the unique image - 
national identity, nation branding and nation’s image - can be summarized as below: 
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Table 3: Characteristics of National Identity, Nation Branding and Nation’s image 

 National Identity Nation Branding Nation’s image 

General 
Policy 
 

To find out how 
people of a country 
feel and think about 
themselves and their 
identity 

To identify comparative 
advantages. To produce 
qualified goods.   

To promote the strong 
views of a nation, 
country 

Strategic 
goals, 
Scope, 
objectives 

High self-estimation Arise of exports, 
investments and 
employment. Attraction of 
new international clients 
and investors. Reposition 
the country in the 
international marketplace. 

Building soft power 
outcomes for the nation 
(credibility, reliability) 

Target 
Audiences 

Nation’s people, 
citizens of the 
country 

Domestic citizens and 
foreign publics 

Foreign publics 

Strategy 
Context  

How to improve 
people’s perceptions 
and estimations 
   

People identity and culture. 
Destination branding with 
focus on tourism, exports 
and investments.  

Credibility, alliances and 
partnerships.  
Being credible, relevant 
and authentic.   

Actors People, opinion 
leaders, politicians, 
national heroes 

Government, enterprises, 
investors, banks, funds, 
institutions 

Government, mass 
media, think tanks, 
enterprises 

Tools, 
Instruments 

Polls, analyses Internal communication and 
Public diplomacy 

Public diplomacy 

 

Figure 3 describes the steps that correlate all the contributors of the model, mainly 

public diplomacy with nation brand and nation’s image. The four (4) steps follow each 
other and in the end of each session – every year or semester – the follow up and the 

results on nation’s image should be used as feedback for the new session starting from 
the first point which is the national identity.  

 
Figure 3: Basic steps for an integrated policy 

 
 
Public diplomacy could be considered the public communication aspect of the 

economic and every other dimension included in the nation brand. Public diplomacy 
should be viewed and executed as the marketing plan and promotion of the national 

strategy which should be defined in the framework of the nation brand. The national 
identity is the research of needs and desires of a nation of how it wants to express its 

image, the nation brand is the strategy, public diplomacy is the marketing mix plan at 

national and international level and the nation’s image is the result of the strategy.    
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Conclusions and Discussion 
Greece has been facing serious image and reputation deterioration due to its 

economic crisis. It is for this that a concrete plan of nation branding focusing on 

competitive advantages and mobilising the forces of all Greek sectors under a common 
public diplomacy plan is required.  

The lack of a central political message and coordination among the various 
competent bodies of Greece’s soft power is a huge mistake when it comes to the 

promotion of Greece abroad and its international face. Greece needs to obtain a 

common and unique “voice” abroad; therefore, the establishment of a Greek Strategic 
Public Diplomacy Committee that will manage and coordinate all PD issues, like 

international campaigns, is of paramount importance. This committee should be the 
central coordinator and the main consultant of the government. Amongst its primary 

responsibilities should be the strategic planning and management of every effort and 
activity for the nation’s image. 

Nation branding could be conceptualised as the economic dimension of public 

diplomacy, or as the public dimension of economic diplomacy. 
In this case, the success of nation branding relies on and taps onto the network of 

the country’s embassies, especially Counsellors and Attaches in public and economic 
diplomacy that can serve as local agencies in the particular countries, focusing on 

dimensions of nation branding that are relevant in the target country and taking into 

account special features of the target culture, people and think tanks. They would be 
responsible for correcting the effects of negative branding and to promote a new 

image based on a concrete strategy aiming for positive results.   
 The nation brand should be focused on a strong logo “Made in Greece” to support 

the image and the credibility of the country. Culture - history, civilisation, language - 
and heritage must remain exportable products. In parallel, gastronomy should take 

more standardised dimension and be in the forefront of a challenging campaign. 

An effective public diplomacy should include 1) a central authority in order to 
ensure the resources available and the maximum level of cooperation, 2) strategic 

communication in order to satisfy the main goals of the brand name strategy and 3) 
targeted campaigns, focusing on specific countries/stakeholders. The programme 

developed must be structured, taking into account the particular conditions and 

requirements of each country. Each programme must include an analysis of the 
operational environment, the status of the nation brand, definitions of objectives, key 

messages, target groups, tools, and, ultimately, an action plan. 
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ABSTRACT 

Widespread usage of the Internet services in all over the world has resulted in implementation 

of the Internet censorship -restrictions on what can be publicized or viewed on the Internet- and 

the surveillance society in many countries. The Internet access restrictions and censorship are 

being used by some governments to control and suppress individuals’ sharing and reaching 

information on the Internet. In this study, following a theoretical discussion based on the review 

of relevant literature, individuals' perceptions related to the Internet censorship in Turkey is 

demonstrated based on a qualitative research in the form of semi-structured interviews. The 

findings of the study revealed that the Internet censorship is considered as a major obstacle 

restricting individuals’ freedom of getting information, sharing their opinions and communicating 

with others. Furthermore, internet users implement self-censorship while posting their opinions 

about especially political issues since they feel fear, anxiety and pressure stemming from 

restrictions and surveillance.   

 

Keywords: Internet Censorship, Freedom of Speech, Online Communication, Internet Access, 

The Surveillance Society. 

 

INTRODUCTION 

Based on the developments in computer-mediated communication after the advent 
of the Internet with Web 2.0 a new form of society consisted of networked people has 

created.  These networked societies have led individuals to narrate their stories, 
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experiences, and opinions on social media and reach other networked people to interact 
and communicate with them. The interactive communication environment provided by 

online social networks let all individuals have their voices.  Increasing digital citizenship 

has drawn attention of governments to opportunities offered by computer-mediated 
communication; e-government structures have been built to provide services to citizens 

and other stakeholders in digital environment. Digitalizing government services have 
caused collecting, processing, and storing enormous amount of information, including 

sensitive information, therefore it has raised concerns related to privacy, ethics, and 

surveillance. The network culture emerged as a result of developments in information 
and communication technologies and dissemination of social media have made almost 

all societies in the world surveillance societies.  Security concerns have lead the 
governments to record, store, process and retrieve insignificant aspects of daily lives of 

ordinary people such as banking, traveling, using the phone and using the Internet and 
social media regularly (Lyon, 2008).  

The Internet has a potential to promote democracy and economic growth, and social 

capital by increasing digital citizenship. Digital citizenship is an expression which is used 
to identify membership of a networked society. These individuals use the Internet 

intensely in daily basis effectively and efficiently (Mossberger, Tolbert, and McNeal, 
2008). In theory, the Internet and computer-mediated communication have been 

expected to provide many opportunities and freedom to opponent people to share their 

opinions, resist, conduct a campaign against a government practice, and organize social 
movements, and mainly offered a possibility to democratization as "during 1990s, 

technology companies had trumpeted the wonders of borderless world and the power 
of information technologies to collapse authoritarian regimes and bring down the walls" 

(Klein, 2008: 302). However, in practice, it has not been the case; since governments in 
all over the world use the Internet and information technologies for surveillance. 

Activities of citizens on the Internet have been monitored, and in networked societies 

information and communication technologies have usually been used to exercise 
repression, censorship, and surveillance instead of supporting freedom of speech and 

democratization. Internet censorship can be defined as the planned damaging or 
blocking of access to certain websites, contents considered as harmful by proposing 

some reasons such as protecting national security, maintaining social order, protecting 

minors and families, protecting individuals from harmful content to legitimize the practice 
(Aceto & Pescapé, 2015).    

Intense usage of technologically mediated surveillance and the Internet censorship 
by governments invokes images of the Big Brother state of George Orwell’s famous novel 

Nineteen Eighty-Four (1949) and is perceived as a significant threat to privacy and liberty 

(Garfinkel, 2000). During recent years, especially after Law No. 5651 (Regulation of 
Publications on the Internet and Suppression of Crimes Committed by means of Such 

Publication) came into force in May 2007, the restrictions on access to various social 
networking sites such as Facebook, Twitter, and YouTube, throttling at the ISP level to 

slowdown the Internet connection, restrictions on messaging services such as 
WhatsApp, Skype, and Instagram, banning and blocking different websites, and full 

Internet shutdowns have seemed to become routine practices of the Internet censorship 

in Turkey. 
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The focus of this study is to explore perceptions of Turkish individuals related to the 

Internet censorship and surveillance in Turkey. In order to identify perceptions and 

reactions of individuals related to the Internet censorship and surveillance, in-depth 
interviews were conducted with purposively selected frequent users of the Internet. 

 
LITERATURE REVIEW 

Individuals’ attitudes towards the Internet censorship and surveillance are 
determined based on their perceptions of these practices (usefulness, goals achieved, 

and desirability of these practices); depth and intensity of surveillance; and level of 

exposure to surveillance (Murakami Wood and Webster, 2009). National security, fight 
against crime, enhancing quality of government services, increasing citizens' accessibility 

to better, effective and efficient services, protection of minors or society, protection of 
social order are some concerns which are used in order to legitimize the Internet 

censorship and technology mediated surveillance in the minds of citizens.     

Surveillance in modern societies is pervasive and ubiquitous, and in fact more intense 
than it is realized. Both public and private sector organizations collect and store large 

amounts of information related to individuals credit history, purchasing habits (via stores' 
loyalty cards, 'air miles' schemes, and so on), travel patterns (via GPS and mobile 

phones), telephone and e-mail usage. In the networked societies, all interactions 
produce vast amount of information about an ordinary individual’s daily routine, some 

of this information is shared by individuals voluntarily as in the case of loyalty cards, or 

involuntarily; however, all of the information collected is stored, processed, and used. 
In daily routine of individuals' lives, people may not notice the intensity of surveillance; 

however, an individual may turn into a suspect due to his/her suspicious behavior or just 
to be different. Sensitive information about a person could be misused and may create 

unwanted and harmful consequences for this person. Therefore, technology mediated 

surveillance invokes issues regarding responsibility of information protection, privacy, 
freedom, and ethics.     

Before the ICT revolution, censorship was the problem of traditional media; however, 
in today's networked societies the Internet has been the target of widespread censorship 

implementations at different levels in various countries. Some countries in the world 

such as China, Iran, and Turkey have long been criticized due to severe censorship and 
surveillance practices on the Internet (Arsan, 2013; Wojcieszak & Smith, 2014; Taneja 

& Wu, 2014, Akgül & Kırlıdoğ, 2015; Wang & Mark, 2015; Liang & Lu, 2010; Stevenson, 
2007; Chu, 2017; Xu, Mao, & Halderman, 2011; Köse  & Özen, 2010; Ozkan & Arikan, 

2009), today pervasive surveillance and censorship have become significant issues of all 
users of the Internet everywhere, even in democratic countries (Brown & Korff, 2009; 

Bitso, Fourie, & Bothma, 2013; Fuchs, Boersma,  Albrechtslund, & Sandoval, 2011; 

Wright and Breindl, 2013). 
In Turkey, Law No. 5651, entitled Regulation of Publications on the Internet and 

Suppression of Crimes Committed by means of Such Publication came into force in May 
2007. Despite the oppositions to Law No. 5651, child pornography (protection of minors, 

families, social order, and values) was proposed by the help of the widespread media 

coverage in order to legitimize the Internet censorship, to repress opponents, and 
disguise the real scope and context of censorship. Since then, access to a huge number 

of websites (including well-known sites such as YouTube, Geocities, DailyMotion, and 
Google, Turkish news sites, Turkish online gay community sites) have been occasionally 
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blocked in Turkey under the provisions of this law, by court orders and administrative 
blocking orders issued by the Telecommunications Communication Presidency (TIB) 

(Akdeniz, 2010; Akdeniz & Altıparmak, 2008; Akgül & Kırlıdoğ, 2015). Law No. 5651 lists 

the followings as catalogue crimes under Article 8 of Law No. 5651 (with the reference 
to the provisions of the Turkish Penal Code -TCK) which allows to block access to a 

website if there is a "sufficient suspicion" that these crimes are committed on a website 
(Akdeniz, 2010; Akdeniz & Altıparmak, 2008; Akgül & Kırlıdoğ, 2015):  

1. encouragement and incitement of suicide (TCK -Article 84) 

2. sexual exploitation and abuse of children (TCK -Article 103) 
3. facilitation of the use of narcotics (TCK -Article 190) 

4. provision of harmful substances for health (TCK -Article 194) 
5. obscenity (TCK -Article 226) 

6. prostitution (TCK -Article 227) 
7. facilitation of gambling (TCK -Article 228) 

8. the crimes against Atatürk (Law No. 5816) 

9. betting /gambling (football and other sports) (Law No. 5728, Article 256) 
According to Washington DC-based advocacy group Freedom House’s Freedom on 

the Net Report on Turkey (Freedom House, 2016), Turkey’s Internet freedom status had 
changed from “partly free” to “not free” in 2016. The reasons behind this status change 

can be summarized as follows (Freedom House, 2016): (1) Restrictions on connectivity 

(mobile and Internet connections were suspended in the southeast of the country) (2) 
Blocking and filtering (Twitter, Facebook, and YouTube were temporarily blocked on 

numerous occasions such as after the terrorist attacks (3) Content removal (almost 90 
percent of all content locally restricted by Twitter in the second half of 2015) (4) Media, 

diversity, and content manipulation (progovernment trolls have escalated their 
campaigns to harass opposition voices and organizations on social media through smear 

campaigns and fake accounts) (5) Prosecutions and detentions for online activities 

(several individuals including journalists, public figures, and young students received 
lengthy prison sentences for “insulting” public officials or spreading “terrorism 

propaganda” (6) Technical Attacks (A 14-day cyberattack brought almost 400,000 
Turkish websites offline and temporarily suspended retail banking services. 

 

METHODOLOGY 
In this qualitative study, in-depth interviews were conducted in order to receive the 

Internet users’ opinions about the Internet censorship thoroughly. Qualitative methods 
are used necessarily in order to collect rich data and reveal the silenced voices need to 

be heard when trying to bring a deep understanding into a complex issue (Creswell, 

2013).  
Table 1 shows the participants' demographic characteristics. Participants were a 

purposive sample of active Internet users with different demographic profiles and a total 
of 15 participants were interviewed. A balance was also tried to be maintained in terms 

of participants' gender, marital status, occupations, etc. Eight of the participants were 
female and the average age was 36. Eight of the participants had children.  
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Table 1: Demographic Characteristics of Participants 
 

Participant  

Number 

 

 

Age 

 

 

Gender 

 

 

Job 

 

Marital  

Status 

 

Number 

of  

Children 

Daily 

Internet  

Usage 

(hour) 

Participant 1 41 Male Restaurant Chef Married 1 3 

Participant 2 36 Female Teacher Married 2 4 

Participant 3 30 Female Academician Married 0 5 

Participant 4 39 Male Restaurant Manager Married 2 3 

Participant 5 36 Female Teacher Married 1 4 

Participant 6 22 Female Student Single 0 4 

Participant 7 52 Female Retired Teacher Single 1 4 

Participant 8 47 Female Academician Married 2 4 

Participant 9 26 Male Student Single 0 3 

Participant 10 35 Male Export Supervisor Single 0 3 

Participant 11 23 Male Student Single 0 4 

Participant 12 51 Female Retired Banker Married 1 6 

Participant 13 40 Male Government Officer Single 1 5 

Participant 14 30 Male Academician Single 0 7 

Participant 15 32 Female Lawyer Single 0 2 

 
Data collection of the study was based on semi-structured interviewing in order to 

enable a flexible interview setting that facilitated deeper investigation of specific 
concepts and issues raised by participants. In-depth interviews were conducted between 

the dates 15 Feb 2017 and 15 March 2017 and interview sessions ran for approximately 

30-45 minutes. All interviews were recorded with a voice recorder by the permission of 
participants and then transcribed. In order to ensure the reliability of the study, the raw 

data was read and coded by all three members of the research. Content analysis was 
used to classify the answers and identify emerging themes.  

The questions were formed after the review of literature on Internet censorship and 
a total of 16 questions and related follow-up questions were asked to the participants. 

The findings were reported according to certain themes addressed by research 

questions. Accordingly, Internet usage habits of participants and their opinions on 
censorship, methods to overcome it, self-censorship, harmful content on the Internet, 

control mechanisms and the impacts of censorship decisions on daily lives were revealed 
in the study. 

 

FINDINGS 
Internet Usage Habits 

Most participants use the Internet from an hour to a few hours on daily basis. The 
most visited websites by the participants are social media sites such as Twitter, Facebook 

and Instagram, various news websites, professional websites related to their 
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occupations and other hobby related websites. Additionally, it was revealed that some 
participants shop and watch movies online.  

Participants also reported that they prefer to follow and read the websites rather than 

post or share something online. Most participants pointed out that, at present, they post 
or share less content on internet when compared to the past.  

 
Opinions on the Internet Censorship 

When asked about their opinions on the Internet censorship, participants mostly 

complained about restrictions on their freedom to get information and news. Most 
participants indicated that they are unable to reach up-to-date, reliable and objective 

information from the Internet, which was an alternative information source when 
censorship occurs since they do not trust in mass media in Turkey. Participant 15 shared 

her opinions: 
For example, you can find some news on the web, which you would not be able to 

read or hear about on the newspapers or on TV because they are censored due to 

jurisdictional decisions or political connections. Therefore, internet censorship, primarily 
restrains you from learning! 

The Internet censorship also affects participants' abilities and intentions to share their 
opinions and other contents. Firstly, when a website is blocked or Internet connection is 

down completely, they cannot reach websites and post anything materially. On the other 

hand, they hesitate to share because of fear and anxiety stemming from censorship 
related pressure.  

Additionally, some participants stated that they are worried that unfortunate things 
are happening in the country which caused the censorship, even if they do not know the 

reason. Thus, it could be stated that censorship attracts attention of people and makes 
them curious about the reasons.  

Although most participants find the Internet censorship unfair, disturbing, frustrating 

and useless; some participants support the practices of censorship as long as it is 
beneficial for the country's interests. On the other hand, one participant stressed that, 

as a consumer, she cannot get the service she already paid for when the censorship is 
applied. To sum up, most participants complained that whatever the reason behind the 

censorship is, their daily lives are influenced negatively. 

 
Opinions on the Internet Censorship Methods 

When comparing the Internet censorship methods, throttling of Internet connection 
was the mostly complained one. Participants said that throttling affects all of the 

websites and therefore their daily internet-related works are interrupted. Some of them 

pointed out that throttling is a kind of latent censorship which the Internet users cannot 
react directly since it is not accepted by authorities. They also admitted that they cannot 

come up with a solution for throttling while they can overcome other censorship methods 
such as blocking a specific website. Participant 13 complained about throttling of 

Internet connection: 
Most disturbing one is throttling! It is even worse than cutting it completely or 

blocking. It annoys you more because you cannot even give a reaction to it. They claim 

it is not throttled. Most people cannot notice slowness of the connection. So it is a kind 
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of latent censorship. You can talk and complain about open censorship but you cannot 

talk about the latent one. Because they will not accept it! 

Cutting the Internet connection completely, blocking a website and removing a 
specific content were other censorship methods addressed by participants. Some 

participants told that they feel uncomfortable with the complete cut off because nothing 
can be done and no websites can be accessed. On the other hand, blocking a website 

was the least complained method because some additional solutions can be adopted to 
overcome the blockage. 

 

Overcoming the Internet Censorship  
All participants reported that they are aware of the programs and techniques in order 

to overcome the Internet censorship such as using VPN, changing DNS settings, entering 
through proxy websites and other programs and applications. While some participants 

told that they use these techniques and programs only if they are free of charge, some 

other participants mentioned that they buy various applications in order to enter the 
restricted websites. 

However, not all of them are using these programs or techniques. Interviews 
especially with elder participants showed that individuals are not comfortable with these 

kinds of solutions. Some of them find these programs or techniques complicated and 
state that they do not know and understand how to use them. On the other hand, some 

participants reported that although they have knowledge about overcoming censorship, 

they prefer not to use any of them since they consider this process as a waste of time 
or they just simply do not care and prefer to wait until censorship is removed. 

 
Implementing Self-Censorship 

Most participants remarked that they implement self-censorship while posting or 

sharing any content on the Internet for various reasons. The most common reason 
behind self-censorship is fear of getting arrested or punished because of sharings related 

to politics. Other reasons include families' concerns and warnings on this matter. 
Sometimes participants want to protect their families, especially their children, and 

sometimes their families want to protect them. Participant 7 revealed her concerns: 

Especially, as a mother with a child, I cannot be reckless. If I were younger, single, 
without a child I would say “what the heck”. I would fight for my ideals. But now there 

is a human being committed to me. So whenever I need to make a decision, my priority 
has always become my son. That’s why I am controlling myself. 

Additionally, some participants stressed that they do not trust in legal system and 
they worry that their "legal" sharings might be considered "illegal" in the future. 

Therefore, participants generally avoid posting or publishing any other kind of sharing 

on political issues. Even if they post anything on politics, they try to choose their words 
carefully. Usually, they prefer to share casual and funny contents which are considered 

as "harmless".   
On the other hand, self-censorship is sometimes caused by social pressure. Most 

participants stated that they choose the subjects they intend to share carefully since 

they do not want to disturb followers. They try to avoid negative reactions and aim to 
protect some of their followers (like children) from the potentially harmful effects of the 

content. Concerning this issue, some of the participants do not post or share content on 
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sensitive issues such as moral, religious, ethnical, sexual issues, etc. Participant 12 
reflected that: 

I am implementing self-censorship. For example, my son’s friends, at the ages of 13-

14, are following me on Facebook and Twitter. I do not share the things that are written 
very detailed or explicitly because they can read everything I write. I am concerned that 

children would read those sharings. 
 

Usage of Personal Information When Sharing  

Most of the participants indicated that they use their personal information (name, 
surname, age, occupation, etc.) on social media sites, forums and other user-generated 

content sites. As stated in the previous findings, participants restrict themselves due to 
pressure stemming from both authorities and society. Therefore, their using and sharing 

behaviors are influenced from being associated to their real identities on the Internet, 
so they don't feel comfortable when posting and sharing content. As a result, they prefer 

to limit their followers and prevent anonymous users from reaching their profiles and 

posts. Participants also remarked that they also carefully choose the subjects on which 
they make comments or share contents as their identities were known. Sometimes they 

limit themselves from making detailed comments and from posting too much. Participant 
14 explained the reasons behind his hesitation: 

Now, I refrain myself from criticizing anything. Maybe this process just happened by 

itself. I bristle with thoughts such as ‘Don’t intervene with people’, ‘Just share about 
work’, ‘Do not share your opinions’, ‘Do not share anything at all’... I think the basic 

reason behind it is the sanctions! 
Most participants indicated that they use only their real identities and object to 

posting anonymously under a nickname. However, a few participants stated otherwise 
and reported that they do not use any personal information on any website, including 

social media sites, because they feel anxiety and fear. 

 
Opinions on Harmful Contents on the Internet 

When participants were asked if there is any content, they believe that should never 
be allowed on the Internet, the answers were detailed and varied under different 

categories. First of all, most participants emphasized the importance of protecting 

human lives and rights. According to them, any content which exposes private lives, 
targets specific individuals, insults or dishonors them and threatens people's security 

and quality of life should not be allowed on the Internet.  
Some participants indicated that internationally accepted crimes such as human 

trafficking, child pornography and pedophilia, illegal drug use, sexual abuse and rape 

and illegal arms trade should never be on the Internet. Moreover, some participants 
remarked that sensitive contents such as hate speech containing religious, ethnic, racist, 

sexist elements and appraisal of Nazism should also be restrained. 
In addition to those categories mentioned above, some participants reported that 

violent and aggressive contents related with war, terrorism, torture, etc. should not be 
allowed because they might encourage, spoil or traumatize people, especially children. 

Participant 6 revealed her opinions about harmful content: 
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I believe that some contents, especially those about child abuse, should not be on 

the internet. Because internet is now used by people at very young ages. There may be 

children aged 11-12 who can see these harmful contents. 
In accordance with this issue, one participant contradictorily suggested that the 

contents of the related news should not be banned, because they continue to occur in 
real life and people should be aware of the events and their consequences. However, 

disturbing images might be removed or filtered not to influence people's psychology 
negatively. Participant 3 explained her opinions from a different perspective: 

I also do not want to see racist speeches and I do not want to see tortured animals 

on the Internet but this kind of things still exist in real life even if I do not want to see 
them. So that kind of content must also be shared so that people can take precautions 

against them. By this way, people can react and find a solution. 
 

Opinions on Control Mechanism on the Internet 

Most of participants reported that they consider the Internet as a part of daily life, 
so it should be controlled likewise. Participant 10 associated the rules on Internet with 

the rules in daily life: 
For example, there are inspections on the roads related to traffic, that have emerged 

because of certain needs and are being implemented. And there are certain places and 
times that you need to throw your garbage. Can you leave the garbage in the middle of 

the road? This is forbidden. You need to follow the rules in daily life. The Internet is also 

a fundamental part of today's life. I do not think that today's world is a real world, 
internet environment is a virtual world. Yes, there are some places, some parts which 

are virtual, but the internet is a part of our lives. So there should also be rules and orders 
on the Internet. It should be controlled appropriately. 

In accordance with this view, all contents which might constitute a crime should be 

controlled carefully. On the other hand, some of the participants suggested that the 
Internet should also be controlled to maintain more qualified content in order to avoid 

misuse.  
A few participants did not support the idea of their actions being controlled on the 

Internet. According to them, there is no need for a control mechanism since the Internet 

users are of rational minds. Subsequently, individuals can apply their own filtering for 
specific reasons, especially in order to protect their children. 

When the participants were asked how control mechanism should be maintained, 
answers varied on who should be responsible for this practice and how it should be 

applied. Those participants, who think that there should be no censorship at all, claimed 
that control should be under the initiative of the Internet users. Other participants, while 

having different opinions on the management of the censorship council, mostly pointed 

out that whoever would be responsible for this assignment should be objective, neutral, 
independent from politics and fair to all parties. Participant 4 explained how the control 

mechanism should be in his ideal world: 
In my opinion, the Internet must be audited by an independent institution. The most 

distressful problem is that this audit is made by the government. Sometimes 

governments apply this audit to limit criticism made to themselves. Therefore, a 
supervisory board should be established and should be fully independent. Audits should 

be made only in accordance with the constitutional provisions and laws.  
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While some participants think that censorship should operate locally, others defend 
that an international control board on censorship would be more effective. Most 

participants indicated that there should be a local multilateral platform formed by all 

local stakeholders such as civil society organizations, the Internet users, government 
officials, members of opposition parties, representatives of websites, etc. On the other 

hand, some participants remarked that all countries should act together against 
malicious contents on the Internet and therefore an international umbrella organization 

should be formed by all related parties. 

 
Effectiveness of the Internet Censorship Practices 

Finally, participants were asked whether the Internet censorship practices achieve 
expected goals or not. Most participants mainly indicated that censorship reaches its 

primary goal since it restrains people from reaching the news and other prohibited 
contents. They suggested that even if a minority of the Internet users can overcome 

censorship, most of the community cannot reach the content. Thus, by implementing 

censorship on specific contents, public reaction would be postponed, softened and even 
eliminated by making people forget about it. Moreover, participants claimed that since 

censorship practices and related sanctions cause feeling of pressure and fear among the 
public, self-censorship is implemented by users and this helps authorities to reach their 

goals even without the need for more severe censorship. In addition, some people might 

get tired of looking for various methods to overcome censorship, they finally might stop 
fighting.  

On the other hand, those participants who think the Internet censorship practices do 
not achieve the goals suggested that the Internet users can overcome censorship and 

the specific contents subjected to censorship would be found out eventually. 
 

CONCLUSIONS 

This study's major contribution was the exposing of Turkish individuals' perspectives 
towards the Internet censorship and surveillance. Firstly, the Internet censorship is 

considered as a major obstacle restricting individuals' freedom of getting information 
and news, sharing their opinions and experiences and communicating with others. 

Consistently, the Internet should be accepted as a service provided within the scope of 

digital citizenship as a requirement of a modern and social state (Mossberger, Tolbert & 
McNeal, 2008). One of the most stressed issues by the participants was the disruption 

of their daily lives due to various censorship implementations, especially throttling of the 
Internet connection by authorities. While some of the participants use various programs 

or techniques such as using VPN, changing DNS settings, entering through proxy 

websites in order to overcome the Internet censorship, the majority thinks that it is a 
waste of time and prefers to wait until censorship is removed.  

Most of the participants implement self-censorship while posting their opinions and 
feelings on especially political issues because they feel fear, anxiety and pressure 

stemming from restrictions and surveillance. These findings are consistent with previous 
researches proving that the Internet users self-restrict their postings due to fear of 

punishment or even imprisonment (Aceto & Pescapé, 2015; Arsan, 2013; Bitso, Fourie 

& Bothma, 2013). In addition to self-censorship, individuals hesitate to share their 
personal information on social media websites, forums and other user-generated content 
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sites and limit both their followers and anonymous users to reach their profiles and 

sharings due to similar reasons. Most of the participants think that the Internet should 

be a platform providing freedom of expression and enabling users to connect alike ones. 
However, they necessarily suggested that there should be rules, restrictions and related 

sanctions in order to maintain a secure and safe platform for society as it is a part of 
daily life. The Internet users think that any content which exposes private lives, insults 

and dishonor individuals, and threatens people's security and quality of life should not 
be allowed.  

While some participants think that the Internet censorship should operate locally, 

others mostly defended that an international control mechanism should be maintained 
in order to prevent harmful contents on the Internet. It was noted that the management 

of the censorship council should be objective, neutral, independent from politics and fair 
to all parties. If the Internet is controlled locally, all stakeholders such as civil society 

organizations, the Internet users, government, opposition parties, websites, etc. should 

be taken into consideration. The study has identified a need for an open global dialogue 
on online privacy and security in order to ensure an effective fight against catalogue 

crimes such as child porn, drug trade, human trafficking and hate speech on religious, 
ethnic and sexist elements. In addition, findings suggest that an international consensus 

should be maintained for a global understanding and cooperation on human rights, 
freedom of speech and democracy.  

The study's findings should be considered in the light of a number of limitations. The 

sample had similar social statuses in terms of their education levels and occupational 
clusters, since snowball sampling method was used in this study. A future research could 

be performed with a larger sample size consisting participants from different education 
levels and political opinions in order to assure and expand these results. 
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ABSTRACT 

The problem of cultural differences has been the subject of scientific research for many 

years. Particular importance was given to this issue in the context of analysis of cultural 

dissimilarities in the light of globalisation processes that influence unification, including in 

particular cultural unification. At the same time, rapid development of new media, particularly 

social media, influences the way of communication, mainly of younger users, thus supporting 

the processes of cultural unification. The considerations made in this article refer to the analysis 

of behaviour that in network communication accompanies the representatives of a low-context 

culture (German students), a high-context culture (students from Kiev) and Polish students, who 

in their behaviour are identified as the representatives of features attributed to both a high-

context and a low-context culture, according to the typology proposed by Geert Hofstede. The 

text indicates at the most important cultural differences that occur in network communication 

and that are identified in attitudes and interactions of students, at the same time also marking 

similarities in communication behaviour of representatives of different types of cultures. The 

following text and the research results included in it are part of the stream of analyses of the 

social media influence on the processes of cultural unification and cultural change that occur in 

digital reality, including pointing to the possibilities for the use of new media to strengthen social 

processes connected with multiculturalism. 

 

Keywords: social media, cultural identity, communication behaviour, high-context culture, 

low-context culture. 

 

INTRODUCTION 

The attempt at identification of high and low context cultures undertaken by 
Edward T. Hall, was based mainly on the interpretation of cultural differences that 
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occur in the communication aspect. The creator of the sentence "culture is 
communication, and communication is culture" claims that the level of communication 

of individuals determines their cooperation and ability to identify differences, the 

understanding of which makes it possible to build relations and enter into interactions 
between individuals (Hall 1984). The considerations of Edward T. Hall became the 

point of departure for the continuation of research into the essence of communication 
processes that occur in culturally diversified environments. Geert Hofstede, identifying 

indexes defining cultural differences characteristic of collective and individualistic 

cultures, revealed in what way cultural differences influence attitudes, behaviour and 
identity of the individual, also in confrontation with the representatives of a culture 

presenting other systems of values. According to Geert Hofstede differences lie in the 
values that are imperceptible, while identities are manifested in attitudes and 

behaviour. Studying the importance of cultures in the functioning of structures and 
institutions, Hofstede emphasised stronger connections with values than with 

differences in identities of individuals (Hofstede 2007).  

The processes of network communication are more and more often becoming the 
subject of analyses treating communication in social networking services as an 

alternative source of shaping social attitudes and behaviour, identifying interactions 
the network users are involved in. Using social websites influences individualisation of 

users' attitudes. Leah A. Lievrouw notes that: "Media culture in the digital era has 

become more personal, sceptical, ironic, unsteady, idiosyncratic, based on cooperation 
and extremely diversified." (Lievrouw 2012: 265). On the other hand, Manuel Castells 

emphasises that new media enable "mass self-communication", which means 
horizontal, interactive communication networks based on the Internet, mobile phones, 

digital media and social websites (Castells 2007). Simultaneously, the research shows 
that interactions taking place in network communication are usually unstable, 

temporary and weaker than those that occur in real reality. They are also multiple and 

they exist in connection with other forms of social existence (van Dijk, 2010). 
According to Lyn Gorman and David McLean the potential of new media lies in the 

radical transformation of relations between the media and their recipients i.e. the 
consumers of content (Gorman, McLean 2009: 265). But at the same time the authors 

claim that no social reconfigurations occur thanks to new media but what takes place 

there is merely a continuation of structures and processes from real reality. Thus 
communication in new media does not exert an important influence on social change 

but it only replicates attitudes and actions occurring in real reality. Social research also 
points to different effects of using the Internet, usually emphasising the weakening of 

relations in the real world as a result of time spent in virtual reality (van Dijk, 2010). 

However, all the more often it is also proven that virtual contacts are complementary 
to relations existing in the real world. If it is impossible to keep up personal relations 

with some people in the real life, such contacts are usually continued on the Internet. 
Krystyna Skarżyńska emphasises that the level of activity based on interaction is 

growing with the intensity of using new media - by participation in discussion groups, 
online chats and collective games (Skarżyńska 2009: 404). On the other hand, David 

Dombrowsky emphasises the role of social media in shaping new identities of 

individuals, that are the effect of network communication, writing that: "The 
individuals` profiles on social networks are manifest social interactions. The profiles 
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are manifest offers to others to engage with them, to engage with the individual`s 

constructions of identity that are realized on these profiles and to react to them. Social 

networks are spaces which are made to enable constructions of identity /…/ These 
online platforms do not just provide space for communication but they animate the 

users to interact with others on the social network" (Dombrovsky 2012: 94). 
Undertaking the analysis of the meaning of cultural differences in the context of 

network communication processes the objective is to establish if the Internet 
reconciles cultural differences thus becoming the platform enabling a dialogue between 

cultures (supporting multiculturalism processes), or if attitudes and behaviour declared 

by network users are so different that in network communication there rather occurs 
confrontation of values than a dialogue between them. The analysis contained in this 

article is based on results of research that was carried out as part of the international 
research project in Berlin, Krakow and Kiev in 2016. Surveys were conducted in a 

group of randomly selected 200 university students in each city - Protestant University 

of Applied Sciences in Berlin, Andrzej Frycz Modrzewski University in Krakow and Boris 
Hrinchenko University in Kiev. The aim of the project was to establish how the 

representatives of different types of cultures shape their communication attitudes and 
what interactions they enter into in the processes of network communication. 

In order to establish research criteria in the project a division of cultures made by 
Geert Hofstede was used, that consisted in identification of cultural differences 

(Hofstede 2007). On the basis of specified criteria of identification of cultures, students 

in Berlin representing a low context culture and students in Kiev as the representatives 
of a high-context culture took part in the survey. On the other hand, in Hofstede's 

typology students from Krakow were identified as representatives of high or low 
context cultures, depending on which cultural criterion the analysis concerned. 

  

Cultural differences in network communication - identification of 
similarities and differences  

In all three cities students treat the Internet as the main source of information, 
using first of all social and content websites and using mobile applications. The most 

frequent reason for using the social media according to the respondents' declarations 

is the access to current information (answers: Berlin - 56.71%, Krakow - 67%, Kiev - 
72.5%). Similar responses were given to the question about the use of social media 

for keeping up or building relations on the Internet (answers: Berlin - 48.98%, Krakow 
- 52.58%, Kiev - 42.5%). Social media were regarded as channels not important for 

presenting one's own opinions and views by students in Berlin and Krakow (answers: 
Berlin - 54.64%, Krakow - 51.54%, Kiev - 29.5%). The respondents in Kiev revealed 

different attitudes in this respect because as many as 45% of them pointed that such 

channels were an important place to present their views and opinions. Access to 
entertainment and fun was indicated as an important possibility by 55.16% of students 

in Berlin. For respondents in Krakow and Kiev this reason was not that important. As 
many as 42.86% of the respondents in Krakow and 57.5% in Kiev treated it as 

unimportant. On the other hand, the respondents from Kiev (53.5% answers) treated 

social media as the most important possibility to create and share content with other 
users, while students from Krakow (25%), and the majority of students from Berlin 

(54.12%) indicated at this aspect as completely unimportant. 
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Analysing the presented data we may state that using social media by students in 
each city has not so much a cultural importance but a political one. The political 

system in Germany and Poland may be treated as stable so Internet users are less 

engaged in activities aimed at overcoming the deficit of democracy through new 
media. Channels in new media are more often used as carriers of entertainment and 

fun, information and the means to keep up relations with other users. Ukraine is in this 
respect far from political standards of the other two countries. It is a country where 

there is still a deficit of democratic values, so the Internet is the source of knowledge, 

information and building Ukrainian identity, particularly for young people. Social media 
were used widely and on a mass scale during protests at EuroMaidan and also at the 

time where there were no mass media promoting democratic values in Ukraine, what 
reassured young people (and it was mainly because of them that the events at Maidan 

took place at the turn of 2013 and 2014) that the Internet was an important carrier of 
information, making it possible to show one's views freely. As regards students from all 

of the studied cities they thought that the dominating reasons for which they used the 

social media were: access to information and building and keeping up relations with 
friends.  

Students from Kiev representing a high-context culture use social media to promote 
content that is culturally different than their own (50% declared sharing such content 

on the Internet). In this they differ from students in Berlin who are not particularly 

interested in it (21% share such content on the Internet) and in Krakow (30% share 
culturally different content). This may result from the fact that students in Kiev treat 

differences as something unique and at the same time interesting. Respondents in 
Berlin have everyday contacts with representatives of other cultures, what 

automatically means that they do not treat communication on the Internet as a place 
where it is interesting to share content referring to different cultural values. However, 

the above data emphasise that for the respondents in Kiev social media are an 

important channel through which they get to know multiculturalism. This may confirm 
the deficit of such experiences in everyday life of respondents, which they try to 

overcome by analysing issues devoted to multiculturalism on the Internet. 
Studying students' behaviour they were asked if they read electronic versions of 

newspapers on the Internet and if they share links to interesting articles through social 

websites. Also in this case students' answers were similar. 57.81% students in Berlin, 
62.76% in Krakow and 61.11% in Kiev declared themselves as readers of electronic 

versions of newspapers sharing links on their social websites. Students' answers to the 
question about commenting on the content of articles to which they published links on 

social websites also looked similar (in Berlin 35.83% answers, in Krakow 41.5%, in 

Kiev 41.09% answers). The responses also confirmed a similar attitude of students 
towards content published by them on the Internet - they share it more often than 

they comment on it. Similarity of attitudes towards content disseminated by the 
respondents was also shown by friends of the respondents - commenting on published 

articles was declared more often (answers: 61.54% in Berlin, 65.57% in Krakow and 
57% in Kiev). This data proves that network communication behaviour of users is the 

same, regardless of the type of culture represented by them. Differences appear as 

regards the topics of content shared on the Internet. And thus students in Berlin (as 
representatives of a low-context culture) share information concerning politics (which 
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does not simultaneously mean that they comment on it or talk about it), but the issues 

connected with religion, patriotism and history are not interesting for them. For 

students in Berlin social issues and topics connected with globalisation and migrations 
are also important. For respondents from Kiev (as representatives of a high-context 

culture), on the other hand, topics connected with history and religion are important, 
as well as patriotic and national issues (what may mainly stem from the shaping of the 

Ukrainian identity after the events at EuroMaidan). Another important type of content 
that the respondents from Kiev share on the Internet are issues connected with 

education. Explanation for the use of Internet information in educational processes 

should rather be found in the students' search for knowledge alternative to the one 
offered by the Ukrainian educational system. In Berlin and in Krakow using the 

Internet in educational activities is normal. The issues of migrations and globalisation 
that take place in the world to a much lesser extent arouse interest of people in 

Krakow and Kiev, what may result from the fact that in both these cities this issue is 

not an identifiable problem that directly concerns the respondents. 
Students also differ as to the declared content that they would share on a social 

website as a message promoting their homeland. Respondents in Berlin, as 
representatives of a low-context culture, where individualistic values dominate, are 

more divided in their preferences as to the propagated advertising message about 
their country. They also allow publicising such materials that would ironically refer to 

the presentation of history of their country (26.96%), or would ridicule national vices 

of their fellow countrymen (35.96%). Attitudes of students in Krakow and Kiev are 
much less varied, both groups present rather collectivist values that minimise 

individualism and promote thinking about the group. Students in Krakow and Kiev are 
prone to sharing information that describe their country only in positive terms on social 

websites - presenting values that are shared by the inhabitants of the country as a 

group and describing the beauty of the country. None of the respondents in Kiev 
would decide to publish information that would ridicule national vices of their 

countrymen on the website used by them and only 5% would decide to publish 
content ironically treating the history of their country (for students in Krakow it was 

respectively 7% and 8% of answers). 

The analysis of the use of social websites for self-presentation purposes, i.e. 
promoting the achieved success, revealed that 56.12% students from Krakow and 

44.44% from Kiev do it, while in Berlin using social media for this purpose was 
declared by 32.47% of respondents. The identified differences may be the result of 

cultural differences - an individualistic or collectivist culture, where individuals have 
different relations with the group, resulting from their attitude towards rivalry. 

However, taking into account that simultaneously with the representation of different 

cultures there occurs the phenomenon of a varied level of economic development, 
differences in presenting achievements (in the study it was not precisely stated what 

kind of success this exactly concerned), may also be an illustration of success in the 
economic sense, which in the German society, with dominating values encouraging 

free expression, are less important than in the Polish or Ukrainian society, where 

values still promote survival (Harrison, Huntington 2000).  
Differences in interactions entered by students representing different types of 

cultures illustrated the tendency to quarrel on the Internet. The analysis seems to 
show that the propensity to quarrel is not a derivative of a culture represented by the 
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respondents. Half of the students in Kiev, who are representatives of a collectivist 
culture, where entering into direct confrontations is frowned upon, declared that they 

enter such relations as quarrels when they participate in discussions on the Internet. 

On the other hand, students in Berlin, as representatives of an individualistic culture, 
show a smaller propensity for quarrels and confrontational way of discussing things on 

the Internet. Ukraine, according to the cultural criterion proposed by Geert Hofstede, 
represents a model of a low masculine culture, as opposed to Germany or Poland. In 

masculine countries, verbal fights are present and the level of aggression in Internet 

discussions established in studies has a reversed distribution. Looking for a justification 
other than the cultural indexes we may find the explanation in the fact that in Ukraine 

an intensive process of political changes has been going on for a few years and it has 
influenced the shaping of identity. This may be important for network communication, 

where users, differing in opinions, freely use the freedom of expression and hold 
disputes about their views. Research also revealed that respondents in Berlin are more 

prone to remove from their circle of friends people who have different views than their 

own. Students from Berlin, as representatives of an individualistic culture, have loose 
relations with other people, value harmony and voluntariness of interactions and are 

reluctant to confront views other than their own. Also, responses given by students in 
Krakow were quite interesting. They rather represent an individualistic culture 

according to the model by Geert Hofstede, but the attitudes revealed in the study were 

closer to those presented by their counterparts from Kiev, as representatives of a 
collectivist culture. This may indicate that students from Krakow do not share values 

characteristic of the model of an individualistic culture, or being also representatives of 
a high masculine culture, they are interested in having in their circle of friends people 

representing other cultural values, with whom it is possible to talk, also as adversaries 
(research revealed a relatively high level of aggression shown by Polish students who 

quarrel on the Internet). Simultaneously, analyses revealed a high level of anxiety of 

students in Berlin connected with exposing and presenting their own views in Internet 
discussions, different than the content of posts they comment on. It seems that 

sources of this anxiety should be looked for in the phenomenon of political correctness 
that prevents frank articulation of views in network communication, where comments 

do not have a private character and their content is visible to other users. Although 

students from Berlin represent an individualistic culture, openness in speaking their 
mind is limited in the public space for them. Political correctness as a social 

phenomenon is not that strong in Poland and in Ukraine, what is also confirmed by 
students declaring bigger openness to commenting on content they do not agree with, 

thus revealing their own views. At the same time, although students in Kiev and 

Krakow hold open disputes on the Internet, also quarrelling, they are not prone to 
remove friends who do not share their views and opinions and who express differences 

having cultural sources. 
 

Conclusions 
The surveyed students have shown different attitudes in processes of 

communication in social media in a few analysed areas identifying communication 

behaviour. Social media are used first of all to access current information and keep up 
or build relations with friends. Students in Berlin treat social media as the source of fun 
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and entertainment more often than their Ukrainian friends. On the other hand, 

respondents in Kiev put much more attention to the possibility of presenting their own 

opinions and views on the Internet and the chance to create and share their own 
content. Differences in these attitudes should rather be found in the political and social 

situation of respondents than in cultural differences. For a few years, students in Kiev 
have taken part in the processes of shaping the national identity, which was 

manifested during protests at Maidan at the turn of the 2013 and 2014 initiated by 
young people, mainly students. Moreover, Ukrainian students intensively used social 

media as communication channels during protests, creating alternative content to 

news presented in Ukrainian mass media, thus revealing their own views and opinions 
about the changing political and social reality. Looking for a reference to cultural 

differences identified by Geert Hofstede we may conclude, that German students, as 
representatives of the individualistic culture, are more focused on satisfying their own 

needs than on building a network community in the processes of communication. 

Creating a community may in this case mean being active in social media, that is 
designing one's own content and sharing it, at the same time identifying and 

disseminating one's own views. 
Respondents in all three cities declared using the same channels in social media. 

Students in Kiev use chats and forums more often than their counterparts from other 
cities, what would confirm previous findings about bigger engagement in the area of 

presenting one's own opinions and views on the Internet. For students in Kiev social 

media are a place of popularising content presenting different cultural values, what 
may also mean that the respondents find on the Internet information they are not able 

to obtain from other sources, including from their own experience. This is interesting 
information for them and they pay attention to it and notice cultural dissimilarity with 

its source in Internet news. Research revealed that preferences of students concerning 

the choice of channels in social media and communication behaviour on the Internet 
are similar, regardless of the cultural model the students belong to. Respondents are 

more willing to share information on the Internet than comment on it. 
Cultural differences are distinctly visible in students as regards the thematic scope 

of content that they promote on the Internet with the use of social websites. German 

students clearly demonstrated their belonging to a culture where individualistic values 
dominate and which is orientated on the future, by showing that the topics concerning 

history, religion, patriotism and national values were much less important for them. 
But important issues include politics, globalisation, migrations, and social matters. For 

students from Kiev, as representatives of a collectivist culture, important topics are 
those regarded as quite unimportant by their German counterparts. Students from all 

studied cities chose satirical and jocular comments about reality as the most important 

content for them. This would confirm that network communication is less formal and it 
enables more humorous comments about reality than in media regarded as traditional 

channels of communication. Sharing satirical messages by students is explained by the 
global phenomenon of memes, which usually comment on the reality in a jocular 

manner. However, it should be emphasised here that interest in looking for satirical 

and humorous content alone does not mean that the same jokes are acceptable for all 
respondents. This results from distinct cultural differences which were shown in 

students' declarations concerning the advertising message about their country that 
they would share on social websites. The respondents in Germany, as representatives 
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of a culture with a low power distance, not only had differing opinions but in over a 
half of the answers allowed ironic content, ridiculing national vices of their compatriots 

as these materials that they would be able to publish. Students from Krakow and Kiev 

confirmed that in this respect they shared values characteristic of a culture with a 
higher power distance index.  

Analysing the declared activity of students in social media it should be emphasised 
that it presents strong influence of cultural values on attitudes and behaviour of 

students, particularly in the context of identification of individualistic and collectivist 

cultures. Such attitudes are noticeable in the answers of Polish students who 
sometimes are located between individualistic and collectivist culture but more often 

show features of the former. However, attention should be drawn to the fact that 
more often it is the representatives of collectivist cultures who tend to show 

individualistic features in network communication processes than the other way round. 
This enables putting forward a hypothesis that social media may in the long run 

influence the increase of the level of individualisation of attitudes of individuals, 

simultaneously leaving from the model of a collectivist culture and moving towards the 
individualistic one, not only as regards attitudes revealed in virtual reality but also 

actual sharing cultural values different than those where this identity was formed. 
More often it is also Ukrainian students who treat the topics published on the Internet 

as a potential source of education and thus in the long run the reason of potential 

cultural changes, than students in Berlin. It is interesting to establish that German 
students are much more anxious to reveal their own views on the Internet than their 

counterparts from Krakow and Kiev (also as regards presenting opinions and views on 
the Internet, students in Berlin showed much less interest). It seems that the influence 

on the reluctance of students in Berlin to manifest their own views and to comment on 
posts of other users is exerted by political correctness, which introduces a dissonance 

between what the student would want to show and what they really think, what is 

limitation of their freedom of speech in the context of political correctness and 
participation in public debates. 

To sum up, the above research presented a dependence of content showed on the 
Internet on sharing certain cultural values by students, what usually results from the 

fact of socialisation going in accordance with defined dominating cultural patterns. 

Despite the fact that attitudes and communication behaviour are similar, the message 
itself depends on the cultural model shared by the student. The most important 

criterion that determines differences in content published on the Internet depends on 
the type of collectivist and individualistic culture. And it is possible to observe that 

students from collectivist cultures show tendencies to individualistic attitudes in 

network communication and not the other way round. This leads to a conclusion that 
communication with the use of channels in social media may lead to increasing 

individualisation of attitudes which, as a result, may modify cultural identities of an 
individual.  
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ABSTRACT 

Social media (SM) is considered to be the most popular tool for increasing brand awareness 

as well as enhancing customer acquisition by companies (Goud, 2016). Multinational companies 

as well as small-to-medium enterprises (SMEs) are using various social media websites for 

expanding their business growth across different parts of the world (Kaplan and Haenlein, 2009). 

Recent research has found that almost 80% of the customers in the near future will be inclined to 

purchase products on the internet rather than by visiting physical stores. In addition, social media 

websites provide details of customer’s preferences and choices, which help companies to develop 

marketing strategies aimed at stimulating and targeting customers. Companies use both the 

traditional marketing approach and the digital marketing approach in order to increase brand 

awareness and customer acquisition. This paper aims to illustrate the effectiveness of social media 

in the marketing approaches of companies compared to traditional marketing approaches. 

Businesses today collect customer feedback from social media websites by introducing various 

promotional campaigns. Businesses not only collect feedback from their existing customer base, 

but also help attract more customers by converting the followers of the websites into potential 

customers. Due to the immense opportunities available through the use of social media websites, 

businesses prefer social media channels to legacy media (O’Murchu et al., 2004).   
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INTRODUCTION 

Contemporary marketing is related to the process of planning and executing the 

pricing and distribution of goods and services through co-creation, shared values and 
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other contemporary theories (Boone and Kurtz, 2013). These contemporary marketing 

practices are directly related to business level strategies. Business-level strategies are 

concerned with the development of products or services (Taylor, 2017). On the other 
hand, non-contemporary marketing theory involves the use of traditional advertising 

methods through media such as television and radio, printed flyers and poster 
campaigns in order to attract customers towards product offerings. Several channels 

have further developed from the above non-contemporary marketing, such as digital 

media, which provide contemporary approachable methods for capturing audience 
attention (Salehi et al., 2012). 

Social media has become a new and effective tool to combine technology and 
marketing strategies (Safko and Brake, 2009). It increases brand awareness and 

promotes marketing of products for businesses. It gives marketers the opportunity to 

interact with peers, target customers and personalize their brand. The numerous utilities 
of social media for business include creating an identity of product and company, 

developing a business relationship, communicating with consumers and associating with 
peers. However, social media alone cannot help in the development of enterprises; it 

needs to integrate with different approaches to marketing in order to strengthen brand 
awareness and company image (Goud, 2016). Within this context, this paper explores 

the role of social media marketing for business and determines its effectiveness as 

compared to traditional marketing approaches. It aims to present the key developments 
and challenges posed to business through the use of social media. The table below 

shows the advantages and disadvantages of contemporary marketing and non-
contemporary marketing. 

The review and assessment of advantages and disadvantages of contemporary 

marketing practices help in increasing the effectiveness of the entire range of business 
processes and help in bringing out positive outcomes for the organization (Boone and 

Kurtz, 2013). One of the advantages of the contemporary marketing techniques is that 
it is based on fast-paced as well as ever-evolving actions required for the evaluation of 

the business procedures of the firm concerned. Another advantage is that with the 
expansion of the internet and associated information technologies such as smart devices, 

the opportunity for targeting customers increases significantly through effective product 

promotion and direct customer engagement. There are also some disadvantages 
associated with contemporary marketing processes, such as handling social media 

accounts, which demand varying levels of employee time and effort. Moreover, the 
information posted needs to be re-posted in order to reach a maximum number of people 

(Manrai, 2015). Another disadvantage is that there are certain risks associated with the 

controlling of customers’ expectations regarding the promotion of the products and 
services concerned. This has the potential to generate great impact on all business 

processes. Use of effective marketing research is supposed to be vital, in order to 
execute contemporary strategic approaches to marketing. See Table 1.1. 

The second category researched is non-contemporary marketing, which has some 

advantages as well as disadvantages. One of the biggest advantages is that the risks 
associated with this category are very low, as it is merely based on proven methods 

having the higher rate of success (Bochel and Daly, 2014). This category helps in offering 
tangibility and personalized marketing and promotional techniques aimed at a specific 

group of consumers, who are infrequent internet users. The disadvantages show that 
traditional marketing methods, such as radio, televisions and different types of 

campaigning, constitute a time-consuming and costly approach. Moreover, this category 
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is considered inefficient; due to the low conversion rate of typical advertising types and 

also due to the fact that customer interest cannot be adequately determined These 

considerations need to be evaluated on a large scale in order to adopt suitable methods 
for the marketing of products (Bai et al., 2013). Different approaches are therefore 

adopted by considering the effectiveness of the marketing processes used throughout 
the targeted market segments, and thus, the selection of the contemporary or the non-

contemporary techniques helps in bringing out positive results for the organization 
concerned. Table 1.1 shows a comparison between the two types of marketing 

approaches used, in order to achieve a competitive advantage within market areas. 

 
Table 1.1: Advantages and Disadvantages of Contemporary Marketing vs. Non-

Contemporary Marketing 

Type of 

Marketing  

Advantages  Disadvantages 

Contemporary 

marketing 

• Enables competitive 

advantage as it is 

based on fast-paced 

and ever-evolving 

actions.  

• The expansion of 

internet use and smart 

devices gives adequate 

opportunity to engage 

with captive audience 

and deliver value to 

customers (Tiago and 

Veríssimo, 2014). 

• Handling social media 

accounts requires time 

and effort; there is a 

challenge in posting and 

reposting the 

information. 

• Unrealistic customer 

expectations and lack of 

control over corporate 

component; also poses 

a risk to business 

(Boone and Kurtz, 

2013).  

Non-

contemporary 

marketing 

• The level of risk is low 

as it is based on 

proven methods, which 

have high success rate. 

• It offers tangibility and 

personalized marketing 

to a specific group of 

consumers who do not 

utilize the internet 

(Srinivasan et al., 

2016). 

• Traditional marketing 

using television, radio, 

and legacy advertising is 

a costly and time-

consuming approach. 

• Inefficient, as the 

conversion rate of ads 

and consumer’s interest 

cannot be determined 

(Srinivasan et al., 2016).  

 

The Social Media Tools  
Social media are perceived as a networking hub to formally connect people who share 

similar interests. Different types of social media used in marketing include: i) personal 

networks; ii) internet-based networks; iii) social publishing; iv) e-commerce and v) 
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online reviews, discussion forums, and media-sharing networks (Sharma, 2008). 

Relationship networks such as Facebook, Instagram, and Twitter offer an opportunity 

for corporate brands to connect with their customers on a personal level. They are also 
useful in getting feedback and reviews about products. Similarly, online review services 

help an enterprise whilst at the same time having the potential to make or break their 
business (King et al., 2014). The ability of a company to leverage user reviews helps in 

obtaining knowledge about their customer base and their product or service perceptions. 

It consequently helps in building client relationships and identifying the brand’s value-
added offering from the users’ perspective. The most important platform is the company 

website to showcase the brand product or service to the world (Brynjolfsson et al., 
2013). Finally, e-commerce is the most emerging trend in business by which consumers 

get the convenience to shop and purchase products with the click of a button. It has 

highly revolutionized the marketing strategies of companies, enabling businesses shifting 
to e-commerce platforms. Hence, this diverse classification of social media marketing 

tools supports brand recognition practices in the organization. It acts as a means to 
establish authority, facilitate online reviews and minimize total marketing expenditure 

on products (Scott et al., 2017).  
 

The Role of Social Media Marketing for Business 

Social media marketing has the potential to reach a larger number of customers, and 
correct implementation of marketing with social media can bring great success to a 

business. The importance of social media is realized today because of the ability to 
readily connect with prospective consumers. Both multinational corporations (MNCs) and 

SMEs plan various strategies to engage their customers with their brand via online 

platforms, whilst promoting the building of trust with their respective customers. Two 
other important benefits of social media to business are i) reduction in cost and ii) 

increased opportunities for revenue generation. Social media marketing can evaluate 
their business prospects through closer interaction with consumers, and this opens a 

window of opportunity to more readily receive customers’ feedback. Apart from this, 
social media marketing enables the business to identify peer groups or competitors in 

the industry, to continuously realign business strategy and stay ahead in business (Goud, 

2016). 
Building a brand image with traditional marketing tools is a time-consuming and 

expensive process. With the shift from a traditional marketing approach to social media 
marketing, the mode of communication with consumers has drastically changed. 

Currently, about 47% of the world population is using the internet, and the rise in 

smartphone sales has further increased the penetration of the internet in the various 
geographical regions of the world (Taylor, 2017). Although social media marketing has 

an impact on brand building, it also challenges business companies consistently as 
consumers regularly browse various online sites before buying products. This highlights 

the need to adopt new age marketing strategies to enhance brand image and sustain a 

credible reputation in the business market (Singh et al., 2017). 
The advent of the social media platforms along with digital marketing are also leading 

to rapid changes in consumer behaviour, and this means businesses need to realign 
their marketing strategies. The opportunities offered to consumers as a result of social 

media include: wider choice of product selection, diverse product offerings and 
competitive pricing. Thus, businesses need to develop promotional strategies which 

emphasize content. It is therefore understood that the more a business understands 
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digital marketing, the more they can benefit from it. Businesses are facing several 

internal and external pressures to have a presence in the digital world (Edelman Trust 

Barometer and Global Results, 2017).  
However, correct implementation of social media marketing gives them the chance 

to directly engage in customer support and market research, and to boost online sales. 
 

SWOT Analysis  
SWOT analysis helps to evaluate company strategies. SWOT is highly beneficial in 

framing policies and strategies related to social media (Mintzberg and Quinn, Prentice 

Hall, 1997). The aim of SWOT analysis is to present arguments related to social media 
and to assess their impact on business organizations. SWOT analysis therefore refers to 

work that will be carried out, which is related to the online business, the strengths, 
weaknesses, opportunities and threats that will ultimately help in improving marketing 

strategies.  

 
Table 2.1: SWOT Analysis of the Use of Social Media 

Strengths Weaknesses 

• High availability: 24 hrs/7 

days per week.  

• Direct communication with 

customers.  

• Low operating cost.  

• Fast and effective.  

• Difficult to control.  

• Lack of short-term ROI. 

• Time-consuming. 

• Privacy and data security. 

Opportunities Threats 

• Share expertise with other 

countries. 

• Reach people wherever they 

are. 

• Wide business growth. 

• Advertising. 

• Lack of social media policy.  

• Many competitors. 

• Negative comments. 

• Limited resources.  

 

Strengths 
• High Availability 24 hrs/7 days per week 

The social media platforms including Facebook, Instagram, Twitter, and LinkedIn are 

always available, and the company can use them at any time to market their products 
(Taylor, 2009).  

• Direct Communication with Customers  
Social media provides the social interaction platforms where customers can access 

the scalable communication techniques. It involves the use of mobile and web-based 

technologies that transform “communication into an interactive dialogue” (Kaplan and 
Haenlein, 2012). Through social media, the company establishes a permanent 

connection that links its people, customers, and resources. It has thus created a platform 
that prompts the sharing of information, attracts the attention of clients, and shares the 

services and capabilities of the company. 
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• Low Operating Cost  

Social media technologies seem to have reduced the cost of distribution, content 

creation, and discovery methods. Businesses can now create an online presence 
economically and efficiently. With this presence, companies have produced large levels 

of company/product following and information-sharing. This justifies research, which 
states the online community is the focus for every company because of its relatively low 

cost and customer access (Kaplan and Haenlein, 2012). 

• Fast and Effective 
Social media platforms are the fastest way to communicate with customers or clients. 

In fact, the company can receive responses and feedback instantly, based on the content 
of the information (Kaplan and Haenlein, 2012). 

Weaknesses 

• Difficult to Control  
Social networking has the potential to damage a marketing campaign because 

customers can post negative comments or responses (Taylor, 2009). For instance, when 
customers are unhappy, they can make negative posts that are offensive and 

disparaging, in the form of videos or posts. Marketers have little chance of controlling 
such posts. 

• Lack of Short-term ROI 

Businesses struggle with how they can measure ROI from social media marketing. 
Lack of a proper method to measure ROI in the short term makes it difficult to analyze 

the situation and gauge the success of the internet. Taylor and Bowen (2012) have 
affirmed that this method can never measure financial sense or give an accurate picture 

of the marketing campaign. 

• Time-consuming  
Since social media is interactive and embraces exchange of information, it requires 

commitment. As such, it requires individuals or businesses to monitor each network by 
answering questions, responding to comments, and posting products valued by 

customers (Dipietro, 2014). When a company lacks enough services to manage the 
networks, it will find it impossible to survive. 

• Privacy and Data Security 

Social networking is intrusive to privacy, thus making many social media users avoid 
sharing their personal information. It justifies the fact that social networks have low 

security confidence. Kaplan and Haenlein (2012) have argued that the practice of 
shaping campaigns and advertising may leak members’ information as collected from 

the social media sites, thus triggering a confidentiality controversy. 

 
Opportunities 

• Share Expertise with Other Countries 
Through social media platforms, companies can share techniques and designs on 

how to outwit their rivals (Taylor, 2009). For instance, the company can develop the 

best logo on its website to boost its marketing efforts. 
• Reach People Where They Are 

The business can reach out to many customers across the world as long as they have 
access to the internet.  

• Wide Business Growth 
The platforms expose companies to different opportunities through marketing, thus 

improving their market base in the market. 
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• Advertising  

Social platforms provide the best opportunities for businesses to advertise their 

products. The firms can use different sites including Facebook, LinkedIn, Twitter, and 
YouTube among others, to reach more customers. 

 
Threats 

• Lack of Social Media Policy 
Businesses use social media, but they lack clear policies to guide their use, thus 

posing a grave danger and concern relating to internal audits (Dipietro, 2014). 

• Many Competitors 
Many businesses have adopted social media sites to reach out to many customers. 

This has triggered fierce competition and rivalry among the players in the market. 
• Negative Comments 

Disgruntled customers can always use negative comments or responses that put 

companies into disrepute. This can give rivals an edge in the market. 
• Limited Resources  

Companies face difficulties in prioritizing their resources for managing social media 
sites that require continued monitoring. 

 
Comparison between Social Media Business and Traditional Business 

A traditional business is one typically engaged in promotion of their products through 

advertisements on billboards, magazines, and legacy media channels. Traditional 
business marketing was all about broadcasting business through television and radio. It 

involved waiting for a considerable time to understand the response of the consumers. 
However, the advantage of the social media business is that it has promoted 

transparency in business as consumers rely on informative content and online reviews 

to make decisions on buying products. The response is rapid and social media marketing 
immediately attracts the attention of target consumers (Aral et al., 2013). Therefore, 

traditional business could not target specific consumer groups, while social media 
business could achieve accuracy by targeting desired users. The investigation into the 

impact of brand equity through social media compared to traditional media showed that 

traditional media has an impact on brand awareness and social media strongly influences 
the brand image of companies (Bruhn et al., 2012). 

The need to adapt to digital social media means a certain investment by the company 
is needed. It may involve strengthening with special digital characteristics such as setting 

internal digital infrastructure, deciding media choices and recruiting staff for the 
management of websites. However, its advantage is that very low investment is required 

in digital infrastructure, as compared to traditional promotion methods (Tiago and 

Veríssimo, 2014). Currently, sales through social media have significantly increased in 
the world and companies continuing with traditional media have had a dip in sales. See 

Figure 1.   
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Figure 3.1: Social Media Sales Worldwide 2012-2017 Source: (Eland Digital 

Marketing, 2017). 

 
Business Development and Challenges  

Social media presents several opportunities and challenges to business executives. 
They are constantly seeking ways to engage in the profitable use of social media tools 

like Facebook, Twitter, discussion forums and other tools (Burt, 2000). The rise of the 

internet and smart device users worldwide has contributed to the massive transition 
from traditional marketing methods to social media marketing. It has revolutionized the 

way people work and has led to business development in many ways (Leonardi et al., 
2013). Some of the opportunities for business firms include the ability to directly target 

customers, efficiently promote new products or services, enhance brand awareness, 
interact with potential customers, analyze the influence of referrals, and review boosted 

sales figures (Quinton and Wilson, 2016). Hence, adopting a social media network is the 

opportunity to promote business relationship development. 
Many firms are also challenged by the advent of social media, as they are not clear 

about the most effective platform to use and how to go about using social media tools 
for marketing. Although this gives a chance to promote brand awareness and customer 

loyalty, it also creates many issues through participation in public forum discussions. 

Handling negative feedback or reviews may be difficult. There is a need to judiciously 
handle websites and posts, in order to avoid any misconception or legal issues for the 

business. The main priority for business executives will be to carefully choose social 
media platforms based on the target consumers they aim to reach. Once this is clear, 

social media or own business applications can be used to engage in straightforward 

advertising and selling. Alignment of activity will also be important to resolve ambiguity 
and uncertainty issues (Kaplan and Haenlein, 2010). 

 
Conclusion and Future Work 

This paper illustrates some ways in which social media has changed the mode of 
business marketing and explained its role in brand recognition and building relationships 

with consumers. Both small and big business firms are now shifting to social media 

$1,058 $1,251 $1,505 $1,771 $2,053
$2,357

2012 2013 2014 2015 2016 2017

B2C social media sales worldwide 2012-
2017

social media sales
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marketing in place of traditional marketing to ensure that they reach target consumers 

and identify market trends and consumers’ interests. The rise in consumers’ choice of 

products and information related to products also puts the business at the sharp end. 
Business executives are challenged to understand the digital market to maximize 

profitability in business. The drastic change in social media sales figures worldwide 
compared to traditional media is a reflection of how social media facilitates business 

development and growth.  
Social media are becoming a prominent tool in business level strategies, as they 

stimulate innovation and change for MNCs and SMEs. They are contributing towards the 

development and implementation of contemporary digital marketing strategies due to 
their engagement with big data.   

 This paper has provided much-needed insight for business executives and marketing 
practitioners towards their understanding of their correct approach and development in 

terms of social media marketing strategies. It presents efficient and effective 

implementation approaches to contemporary marketing tools and specifically social 
media marketing strategies. Such a development will catalytically facilitate contemporary 

corporate challenges in marketing, using research on current trends and changes in 
customer practice. 
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ABSTRACT 

In recent years data journalism has drawn significant attention not only in academic literature 

but also in the media sector. Data Journalism is a new form of journalism that has gradually 

appeared over the last decade, driven by the availability of data in digital form. Currently a 

significant amount of data journalism projects are being produced all over the world. These 

projects vary considerably in terms of structure and visualization characteristics. As a result of the 

above it would be interesting to propose a taxonomy of data journalism projects that can help 

future data journalists to choose the appropriate type of projects that will be suitable for their 

needs. This classification could be based on certain characteristics of the data journalism projects. 

The proposed taxonomy will take into account various parameters that play an important role in 

data journalist projects and especially in the type and the role of the visualization.    

 

Keywords: Data Journalism, Taxonomy, Visualizations, Stages, Interactivity. 

 

INTRODUCTION 

The introduction of Information and Communication Technologies (ICTs) has 

transformed journalism by the digitalization of the work process as well as the 
introduction of the internet along with its services (Veglis 2009). New types of journalism 

have emerged, namely multimedia journalism (Bull 2010), and data journalism 

(Gray/Chambers/Bounegru 2012; Felle/Mair/Radcliffe 2015), which require journalists to 
have special ICT skills. 

In the recent years data journalism has drawn significant attention both in the 
academic literature but also in the area of new developments in digital news production 

(Appelgrena/Nygren 2014; Bradshaw 2011a; Bradshaw 2011b; Fink/Anderson 2015; 
Mair/Keeble 2014). Data journalism is widely considered to be the future of journalism 

(Knight 2015). It is a new form of journalism that gradually appeared through the last 

decade, driven by the availability of data in digital form. In today’s digital world almost 
everything can be described with numbers (Gray/Chambers/Bounegru 2012). Data 

journalism is a journalism specialty reflecting the increased role that numerical data has 
in the production and distribution of information in the digital era (Thibodeaux 2011). 
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Data can be the source of data journalism, or/and it can be the tool with which the story 

is told (Gray/Chambers/Bounegru, 2012). 

Deuze argues that interactivity is the added value of online journalism, since it adds 
characteristics that do not exist in traditional journalism (Deuze 2001). Data journalism 

when conducted online inherits all online journalism’s characteristics, plus the possibility 
of interactive visualizations that opens new possibilities for interaction between users 

and content. 

Today there are a significant number of data journalism projects which are being 
produced all over the world. These projects vary considerably both in terms of structure, 

and visualization characteristics. Thus, it will be interesting to create a classification of 
data journalism projects that can help future data journalists to choose the appropriate 

type of projects that are suitable for their subject.  

This paper will attempt to propose a detail classification that will take into account 
the various parameters that play an important role in data journalism projects and 

especially in the part of visualization. The first obvious parameter should be the existence 
or absence of interactivity. Certainly, static visualizations are more suitable for print but 

they are also used on the web. A second parameter that must be included is the type of 
interactivity a data journalism project may utilize. Many scholars in the last 15 years 

have studied interactivity especially in media web sites (Spyridou/Veglis 2008). Another 

parameter that must be examined is the amount of text that is included in the project 
as well as its role. Specifically, we can have a case where the visualization supplements 

the text as well as one where the visualization in the centre of the project and the text 
plays a supplemental role; explaining parts of the visualization. 

The rest of the paper is organized as follows: a brief discussion on the evolution of 

data journalism in presented in section two. Sections three and four include the definition 
of data journalism as well as a discussion on the data journalism stages. The interactivity 

in journalism is briefly presented in section five. The main section of the paper (types of 
data journalism) presents existing taxonomies which have been introduced by data 

journalists and discusses the proposed taxonomy of data journalism projects. This will 
be followed by the proposed taxonomy that has been tested by classifying data 

journalism articles from the Guardian. The last section of the paper summarizes the 

findings and briefly discusses future extensions of this work. 
 

EVOLUTION OF DATA JOURNALISM 
The term data journalism started to attract attention at the end of the previous 

century. Examples of data journalism appeared quite early. According to Simon Rogers 

the first example of data journalism was published in the Guardian in 1821. It concerned 
the number of students who attended school and the costs per school in Manchester 

(Gray/Chambers/Bounegru 2012). 
The concept of data journalism is not new, it has been around since the beginning 

of the digitalization and digital data has been utilized in news production since the late 

60s in US newspapers (Parasied/Dagiral 2012).  
At the end of the 20th century, employing a great deal of/large amounts of data to 

write an article was difficult and required skills that went beyond the capabilities of the 
average journalist. Some news organizations in the United States and Great Britain even 

hired programmers that worked on novel news products (Parasied/Dagiral 2012). 
Journalists used to rely on information provided by various sources (governments, 

officials, research studies, etc.). Of course, there were some cases of investigative 
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journalism where journalists were able to find resources to gather and analyse their own 

data and publish their results in articles. However the situation changed rapidly as a 

growing amount of data gradually became available online and efficient tools, with which 
anyone could analyse, visualize and publish large amounts of data, appeared 

(Bradshaw/Rohumaa 2011; Sirkkunen 2011). 
Data journalism gradually emerged with the rapid introduction of ICTs and the 

availability of data in digital form. The term data journalism is synonymous with data-
driven journalism while the older term, computer-assisted reporting has vanished since 

it was introduced at the early stages of computer history (Bradshaw, 2010). It is worth 

noting that in the case of data journalism there is an increased interaction between 
journalists and people in several other fields such as design, computer science and 

statistics (Thibodeaux 2011; Veglis/Bratsas 2017). 
 

DEFINITION OF DATA JOURNALISM 

The term data journalism is attributed to Simon Rogers who first mentioned it in a 
post to the Guardian Insider Blog (Knight 2015). It can be viewed as a process that 

begins with analysing and continues by filtering and visualizing data in a form that links 
to a narrative (Lorenz 2010). It combines spreadsheets, graphics data analysis and the 

biggest news stories (Rogers 2008). It is fundamentally the production of news graphics 
and includes elements of design and interactivity (Bradshaw 2010; Lorenz 2010; Rogers 

2008). Megan Knight (2015) describes data journalism as “a story whose primary source 

or “peg” is numeric (rather than anecdotal), or a story which contains a substantial 
element of data or visualization”.   

Veglis and Bratsas (2017) proposed a definition in order to better address the power 
of visualization and interactivity that are significant factors in data journalism. They 

defined data journalism as the process of extracting useful information from data, writing 

articles based on the information and embedding visualizations (interacting in some 
cases) in the articles that help readers to understand the significant of the story or allow 

them to pinpoint data that relate to them. 
 

DATA JOURNALISM STAGES 

Veglis and Bratsas (2017) organized the data journalism workflow in six stages, 
entitled: Data Compilation, Data Cleaning, Data Understanding, Data Validation, Data 

Visualization and Article Writing. The stages are depicted in figure 1.   
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Figure 1: Data Journalism stages (Veglis and Bratsas, 2017) 

 
Data compilation: a data journalism project begins in one of two ways: either the 

journalist has a question that needs data or a dataset that needs questioning. The 

compilation of data can take one of the following forms: (i) data may be supplied directly 
by an organization (in some cases in the form of open data), (ii) data may be found with 
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the help of advanced searching techniques, (iii) data may be compiled by scraping web 

pages, (iv) data may be collected by converting documents to other formats that can be 

analyzed, and (v) data may be collected by means of observation, surveys, online forms 
or crowdsourcing (Bradshaw 2011a).  

Data Cleaning: also known as data scrubbing is the process of detecting and 
correcting corrupted or incorrect records from a dataset (Wu 2013). This can be 

accomplished by removing human errors and converting the data into a format that is 

consistent with other data the journalist is using (Bradshaw 2011b).  
Data Understanding: datasets usually include various codes that represent 

categories, classifications or locations, and special terminology that it is not understood 
by journalists. Frequently further data is required in order for existing data to become 

meaningful. Overall journalists must be data-literate, meaning that they must be able to 

consume knowledge, produce coherently and think critically about data (Veglis/ Bratsas 
2017). 

Data Validation: this stage includes the process of cross-checking the original data 
and obtaining further data from sources in order to enrich the available information 

(Silverman 2014; Veglis 2013). It is necessary to say that like any source, datasets 
cannot always be trusted since they come with their own histories, biases, and 

objectives. That means that journalists have to investigate issues like: who gathered it, 

when, for what purpose and how it was gathered (Bradshaw 2011a). This can be 
accomplished by investigating the history of the creation of the dataset, by finding 

references to the dataset or by using other sources of information that refer to the same 
subject being investigated (Silverman 2014; Veglis/Bratsas 2017).  

Data Visualization: is the graphical display of abstract information for data analysis 

and communication purposes (Cairo 2013). The information and more specifically 
statistical information is abstract since it describes things that are not physical. The 

transformation of the abstract into physical representation can only succeed if we 
understand a little about visual perception and cognition. In other words, in order to 

visualize data effectively, one must follow design principles that are derived from an 
understanding of human perception (Card/Mackinlay/Shneiderman 1999; Few 2013).  

Static data visualizations offer only pre-composed ‘views’ of data. Interactive data 

visualization supports multiple static views in order to present a variety of perspectives 
on the same information. Important stories include ‘hidden’ data and interactive data 

visualization is the appropriate mean to discover, understand and present these stories. 
In interactive data visualization, there is a user input (a control of some aspect of the 

visual representation of information) and the changes made by the user must be 

incorporated into the visualization in a timely manner (Veglis 2015; Veglis/Bratsas 2017).  
Article Writing: is the last stage in a data journalism project and depending on the 

intended publication medium, the article may include special characteristics (for example 
external links other articles or related material, multimedia content, mash-ups, static or 

interactive visualizations) in order to fully exploit the medium’s potentials (Veglis/Bratsas 

2017). The amount of text that is included in the data journalism article along with the 
visualizations may vary considerably. Specifically, we can have the case where the 

visualization supplements the text (which is quite extended) as well as the case where 
the visualization is the centre of the project and the text plays a supplemental role, 

explaining parts of the visualization. 
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INTERACTIVITY IN JOURNALISM 

Since the introduction of the WWW in the journalism practices, the concept of 

interactivity has attracted the attention of media scholars (Bucy 2004; Jensen 1998; 
Spyridou/Veglis 2008).  Many definitions of interactivity were introduced 

(Spyridou/Veglis 2008), but the definition that best suits the case of interactive 
visualizations in media projects is: “a measure of a medium’s potential ability to let the 

user exert an amount of influence on the content and/or form of the mediated 
communication” (Jensen 1998). 

According to Bucy (2004) there are two types of interactivity (i) content (or user–to–

system) interactivity (involves the control that news consumers exercise over the 
selection and presentation of editorial content), and (ii) interpersonal (or user–to–user) 

interactivity (involves person–to–person conversations mediated by a network).  
Jensen (1998) categorizes interactivity into four types: 

Transmissional interactivity: it is a measure of a media’s potential ability to let the 

user choose from a continuous stream of information in a one–way communication.  
Consultational interactivity: in this case there is a measure of a media’s potential 

ability to let the user choose from an existing selection of pre–generated information in 
a two–way media communication. 

Conversational interactivity: it is a measure of a media’s potential ability to let the 
user produce and input his/her own information in a two–way communication, which his 

stored or displayed in real time. 

Registrational interactivity: in this case there is a measure of a media’s potential 
ability to register information from and thereby also adapt and/or respond to a given 

user’s needs and actions. 
In the above-presented typology of types of interactivity, we can distinguish those 

types that can be applied in the case of interactive visualizations. The transmissional 

interactivity can apply to the majority of the visualizations. Also, the consultational 
interactivity can cover all the visualization projects that offer many views of the same 

data. Lastly, the registrational interactivity can be applied to the interactive visualizations 
that allow the input of user data that can produce an altered visualization in real time. 

 

TYPES OF DATA JOURNALISM PROJECTS 
Megan Knight (2015) proposed a ranking of the data element types based on the 

level of interpretation and analysis required to produce them. This ranking included: 
number pullquote, static map, list and timelines, table, graphs and charts, dynamic map, 

textual analysis, and info graphics. Simon Rogers (Bradshaw/Cairo/Doig/Rogers/Kayser-
Bril 2015), a journalist and data editor, proposed five types of data journalism projects. 

This classification is based on the type of data they include and the methods they 

employ. Specifically:   
By just the facts:  usually includes publicly available data and produces a single 

visualization that supports the issue of the project. 
Data-based news stories:  refers to issues that are in the public eye and reveals 

numbers behind the news typical examples are data journalism projects on election or 

voting results. 
Local data telling stories:  involves the production of data journalism projects on 

subjects that interest the local community from local news organizations with small 
resources. Data is usually provided by governments. 
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Analysis and background: this kind of data journalism project attempts to explain the 

facts behind the news by contacting a thorough analysis and exposing great exclusives. 

Such projects may take many months to complete and they combine public data and 
reporter analysis.  

Deep dive investigations: in this case we have extensive investigations on big 
datasets and the construction of databases which can usually provide more than one 

news story. Typical examples are projects that were conducted by well-known news 

organizations around Wikileaks data dumps.     
Martha Kang (2015) proposed seven different types of stories, namely: 

Narrate change over time: the data is used in order to visualize the changes and then 
they explain the forces at work. 

Start big and drill down:  in this case, the data can guide the reader from a wide view 

to a focused view. The reader can zoom in and out from areas (for example on a map) 
and access data for each specific area. Readers can also be provided with interactive 

filters in order to access certain data. 
Start small and zoom out: in this type of journalism story, the reader initially focuses 

on a particular part of the available information (for example in a specific country or in 
a specific city in a country) and then he can expand his view in a larger view and get 

information with a wider perspective. 

Highlight contrasts: in this case the narrative of the data journalism story is based 
on outlining the differences. 

Explore the intersection: this kind of data journalism story attempts to explain the 
case of two divergent lines of data that intersect and one overtakes the other. 

Dissect the factors: in this case, journalists investigate the relationship between 

different factors of a story. 
Profile the outliers: in this case, the story is focusing on outliers and attempts to 

explain why this is happening. Usually finding the outliers involves some data 
exploration. 

It is worth noting that the above types were derived from working with the same set 
of data and thus these data types should be considered as a start (Kang 2015).  

Martin Rosenbaum (Gray/Chambers/Bounegru 2012) based on his experience in BBC 

has drawn up a list of different types of data stories. The first type is measurement, 
which can be considered the simplest story that includes counting or totalling some 

numbers. The problem is that such a data story does not provide any context. The later 
can be accomplished with the other types of data stories, namely, proportion, internal 

comparison, external comparison, change over time, league tables, analysis by 

categories, and association.  
All the previously presented taxonomies are included in table I. It is worth noting 

that the proposed taxonomies are not based on the same principles. The taxonomies of 
Kang and Rosenbaum have some common features and they are based on the method 

of presenting data in a context. On the other hand, the data journalism types proposed 

by Rogers are based on various parameters (kind of data they include, the method they 
incorporate, the potential audience of the story, etc). 

 
 

 
 

 



Journal of Media Critiques [JMC] – Vol.3 No.11 2017 
 
 

115 

Table 1: Types of data journalism projects/stories proposed by others. 
Simon Rogers  Martha Kang Martin Rosenbaum 

by just the facts narrate change over time Measurement 
data-based news 
stories 

start big and drill down Proportion 

local data telling 
stories 

start small and zoom out internal comparison 

analysis and 
background 

highlight contrasts external comparison 

deep dive 
investigations 

explore the intersection change over time 

 dissect the factors league tables 
 profile the outliers analysis by categories 
  Association 

 
In the majority of the cases of data journalism stories the visualizations supplement 

the narrative which is conveyed through the text. However, it is worth noting that in 
some cases the visualization is constructed in such a manner so as to include the 

narrative of the news story. Thus, the visualization becomes the centre of the data 

journalism story and the text (which is usually quite limited) supplements or explains 
the visualization. Alberto Cairo refers to it as structuring the info-graphics as a story 

(Bradshaw/Cairo/Doig/Rogers/Kayser-Bril 2015). 
Based on the previous discussion a novel data journalism project taxonomy will be 

presented. It is obvious that data journalism projects have many features and thus many 

taxonomies may be produced that take into account different characteristics. The 
visualization in a news story is an important characteristic but it cannot be used 

exclusively in order to establish data journalism taxonomy. The taxonomies proposed by 
Kang and Rosenbaum fall in this category (Gray/Chambers/Bounegru 2012; Kang 2015). 

Simon Rogers (2014) approaches the issue from a different angle. He treats data 
journalism projects as a total and classifies them based on specific characteristics namely 

type of data, method of gathering data and intended audience. The problem with this 

approach is that it totally excludes the visualization parameter and especially the case 
of interactive visualization that offers enormous capabilities in exploring the available 

data. 
So the proposed approach is not to suggest a taxonomy that will substitute the 

existing Rogers’ taxonomy. The proposed taxonomy will not take into account the 

method of investigation or the intended audience or the method of data gathering but 
will focus exclusively on the method of presenting the information to the audience. 
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Figure 2: The proposed taxonomy. 

 
The proposed taxonomy is depicted in figure 2. The taxonomy has a hierarchical 

structure. Initially there is a distinction between projects that include only numbers, 
projects that include tables and projects that include some kind of visualization. Projects 

that employ visualizations can be categorized between projects where the visualization 

is part of the story (and supplements or adds value to the narrative) and projects where 
the visualizations are structured as a story (the visualizations are the main part of the 

story and the actual text of the project is quite limited and attempts to explain and clarify 
parts of the visualization).  

Both of the previous mentioned categories can include static or interactive 
visualizations. Projects with static visualizations can be published in both static (for 

example print) and also interactive mediums (for example the WWW).  

Finally projects with interactive visualizations can be further categorized depending 
on the type of interactivity they utilize:  (i) transmissional that includes projects that 

utilize simple interactive visualizations that allow the user to view the visualization and 
provide him with some additional explanation of various elements of the visualization in 
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the form of pop up information, (ii) consultational that includes projects that offer 

multiple views of the same data, as well as projects that include interactive visualization 

that allow the user to zoom in certain areas (maps, timelines, etc), and (iii) 
conversational that includes projects that visualization that accept input data from the 

user which can alter the visualization. It is worth noting that consultational and 
conversational interactive visualization projects support the customization of the user’s 

experience to its needs. 
In addition to the above characteristics that were employed in the proposed 

taxonomy, there are some other features that are considered to be important and can 

be applied in several of the previously described categories, thus, it is worth presenting 
them. The annotation layer is a feature that highlights interesting issues in the data 

which can be explored by the reader. This layer supplements the visualization that 
usually consists of a visual representation of the data and a navigation layer which can 

be used by readers in order to explore the data (Bradshaw/Cairo/Doig/Rogers/ Kayser-

Bril 2015). It is important to mention that the annotation layer can be employed both in 
static and interactive visualizations, each visualization included in a project usually 

incorporates a proper headline, a short introduction that explains the context of the data 
for the graphic. This introduction to the graphic can help the reader understand the data 

more easily. 
 

SURVEY OF DATA JOURNALISM ARTICLES 

In order to test the proposed taxonomy, a survey was conducted regarding the data 
journalism articles which have been published by one of the leading media organization 

in the world as far as data journalism in concerned, The Guardian 
(http://www.guardian.co.uk). The survey was conducted from March till October of 

2016, and 62 data journalism articles were found and classified based on the proposed 

taxonomy. 90.32% of the articles in the sample included some kind of visualization, 8.07 
included only numbers and 1.61% only tables. It is worth noting that many articles with 

visualizations also included tables. The majority of the visualizations (78.6%) that were 
included in the data journalism articles were static and only 21.4 were interactive. 41.2% 

of the visualizations were found to be part of the story and 58.8% were structured as a 

story. Finally as far as the type of interactivity is concerned 25% were found to be 
transmissional 37.5%, consultational and 37.5% conversational.  

Overall the survey indicated that the proposed taxonomy can be employed in order 
to classify data journalism projects and no discrepancies in the taxonomy were identified. 

Based on the results of the survey we can conclude that the majority of the data 
journalism projects tend to include some kind of visualization and three out of four 

visualizations are static. Also there seems to be a tendency to structure the visualization 

as a story rather than it being part of the story. Lastly when interactive visualizations 
are employed there is no clear preference to a certain type of interactivity, but the 

number of article which included interactive visualizations was quite limited. 
 

CONCLUSIONS 

This paper discusses the issue of taxonomies of data journalism projects. A detail 
discussion concerning data journalism was conducted that offers valuable knowledge 

about a potential taxonomy. Special attention was given to interactive visualization and 
to journalism interactivity. The proposed taxonomy addresses issues that are related to 
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the characteristics of data journalism. An important role in the proposed types of data 

journalism is played by the existence of visualizations and the interaction they may offer 

to the potential user. The proposed taxonomy was put into test by classifying data 
journalism articles published in the Guardian.  

Future extension of this work should include an analysis of the types of data 
journalism projects which are produced from major news organizations around the 

world, and also an attempt to correlate the subject of the articles with the types of the 

proposed taxonomy. 
Without doubt, data journalism is a very promising type of journalism with many 

possibilities that have not been exploited yet. As society gradually moves to the era of 
big data, the value of data journalism will increase exponentially. Journalists need to see 

this development as an opportunity to seek and acquire the necessary skills in order to 

stay competitive (Veglis/Pomportsis 2014). 
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CULTURAL DIFFERENCES AND TECHNOLOGY 
ACCEPTANCE: A COMPARATIVE STUDY 

 

NACIYE GÜLIZ UĞUR 
 

ABSTRACT 

Research on the adoption and diffusion of new technology has long been of interest to IS 

researchers. As business globalization has increased, interest in IT adoption in cultures has 

increased. What aspects of adoption and diffusion are important to understand and acknowledge 

when considering IT adoption in countries that are culturally different? This paper provides a 

review of academic articles that have investigated adoption and diffusion around the world. A 

framework summarizing the main topics on cultural values as they relate to systems use, 

adoption, and development is presented.  The paper concludes with findings that can enhance 

future research. 

 

Keywords: Technology Acceptance, Cultural Differences, Cross-country study, Comparative 

study. 

 

INTRODUCTION 

Information technology is now a top priority for many organizations. IT has become 

essential in the running of businesses, both internally and externally. With the need to 

efficiently carry out business processes and cater to customers’ needs, information 

systems are continuously developed and enhanced to provide a competitive edge for 

organizations. The increased use of information systems has given organizations 

opportunities to expand beyond their country’s borders. 

Many business organizations today are striving to move beyond their geographical 

boundaries by expanding into international markets.  To be successful in the global 

market, companies must understand the obstacles they face when implementing new 

IT, not only in their own country but in other countries as well.  The opportunity to 

move beyond one’s own country has produced many benefits to global businesses but 

has also raised issues when considering adoption of IT in different cultures. While the 

use of the technology acceptance model (TAM) has been used extensively when 

studying IT adoption in the US, researchers have noted that TAM is not valid when 

applied to other cultures (Straub, Keil, and Brenner, 1997). Differences in national 
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culture can explain differences in adoption of technology (van Slyke, Belanger, and 

Comunale, 2004). End users’ attitudes toward new technology may be shaped by their 

different values and lifestyles (Choi, Lee, Sajjad, and Lee, 2014). National culture 

dimensions have been used extensively to differentiate countries (Hofstede, 2001); 

other studies have simply noted the difference in IT adoption between developed and 

developing countries (Baker, Al-Gahtani, and Hubona, 2007). 

This review will synthesize findings of academic articles that focused on IT adoption 

in a cross-cultural context. Major themes related to cross-cultural IT adoption as well 

as specific variables that were found to be related to IT adoption in various countries 

will be identified. 

 

RESEARCH METHOD 

Database searches were conducted to find research articles that have looked at IT 

adoption in global environments. The words “IT adoption” in the abstract were paired 

with a variety of search words such as “global” and “culture” to find articles that have 

examined IT adoption from a global perspective. Both ABI Inform and EBSCO Business 

Source Elite databases were used. Only peer-reviewed journal articles were 

considered. Ultimately, 38 articles were reviewed. Of these, four were deemed out of 

scope, leaving 34 articles for this paper. The articles chosen for the paper were 

published between 2000 and 2016. Articles came from 20 different journals. 

After reviewing the 34 papers, two main areas of research on cross-cultural IT 

adoption were identified. These were Individual factors (ease of use, subjective norms, 

trust, and gender) and national factors (uncertainty avoidance, 

individualism/collectivism, power distance, and masculinity-femininity). Figure 1 depicts 

the main areas studied in the cross-cultural adoption literature. 

 

 

 

 

 

 

 

 

 

Figure 1. Framework of Cross-Cultural Values and System Adoption Literature 

 

INDIVIDUAL FACTORS 

One area that emerged from reviewing papers on the cross-cultural impact of 

system adoption were variables associated with the individual. Culture has an influence 

on individuals working in an organization, and that in turn can impact the adoption of 

IT in the organization/country. Factors that come into play when determining 

INDIVIDUAL FACTORS 

• Subjective Norm 

• Ease of Use 

• Trust 

• Gender 

NATIONAL FACTORS 

• Uncertainty Avoidance 

• Individualism / Collectivism 

• Power Distance 

• Masculinity / Femininity 

The Effects of Cultural Values on System Adoption 
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individual factors hindering IT adoption might be enforced by culture. While several 

individual factor variables have been investigated in studies of cross-cultural effects on 

IT adoption, perceived ease of use and subjective norms were the most common. 

 

 

 

Subjective Norm 

Subjective norms, or perceived social pressure, is a second individual factor 

investigated in cross- cultural studies on IT adoption. Those studies investigating 

subjective norms were more likely to compare results between two culturally different 

countries. Comparing the US and Korean consumers, higher levels of collectivism in 

the Korean consumers led to higher levels of subjective norm, which were positively 

related to intent to adopt (Choi and Geistfeld, 2004). 

When comparing the US and Greek adoption of e-commerce, there no significant 

relationship between subjective norm and intent to adopt e-commerce in Greece, a 

country characterized by high uncertainty avoidance. However, in the US, a country 

characterized by low to moderate uncertainty avoidance, there was a significant 

relationship between subjective norms and intent to adopt e-commerce (Chai and 

Pavlou, 2004). This same relationship was replicated in a study using consumers in 

Malaysia (a country with moderate to low uncertainty avoidance) and Algeria (a 

country with high uncertainty avoidance) (Belkhzmza and Wafa, 2014). In a study 

examining a single country, authors examined users in India, finding social influence 

was significantly related to intent to use e-Government systems (Gupta, Dasgupta, and 

Gupta, 2008). Subjective norms were also found to be significantly related to 

behavioral intent in Saudi Arabia (Baker, Al-Gahtani, and Hubona, 2010). 

 

Ease of Use 

Several studies that examined the ease of use in the context of cross-cultural 

values looked at a single country. For example, in China, technology ease of use not 

only influenced the user’s motivation but also made the technology more adaptive in 

the organization (El-Haddadeh, Weerakkody and Peng, 2012). In South Africa, the lack 

of knowledge of the use and importance of social media and social networks has a 

negative impact on the diffusion and adoption of new social network technologies 

(Lekhanya, 2013). In Saudi Arabia, the complexity of systems (related to ease of use) 

was negatively related to acceptance of new technology (Al-Gahtani, 2004). In India, a 

country defined as “developing”, effort expectancy was found to be significantly 

related to intent to adopt (Gupta et al., 2008). Other studies compared individual 

factor’s impact on adoption in more than one country. For example, in the US, 

perceived ease of use had a strong relationship with intent to adopt a new technology 

but in Spain, there was no relationship between ease of use and intent to adopt 

(Rufin, Belanger, Molina, Carter, Figueroa, 2014). 
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Trust 

In Thailand, a country with different managerial practices than typically seen in the 

US or Western Europe, managers in organizations go through a trust period before 

engaging in economic transactions (Meissonier, Houze, and Lapointe, 2014). They 

prefer to make sure new technologies and their suppliers can be trusted and are 

beneficial, before adopting (Meissonier et al., 2014). Differences in how managers face 

challenges was also a reason given in another study that investigated factors that 

influenced knowledge workers in India to adopt social media. One reason found for not 

adopting social media included lack of trust in the quality of information (Mukkamala 

and Razmerita, 2014). 

Sociocultural similarity contributed to the creation of trust in both the US and the 

Republic of South Africa (RSA) and trust is essential in IT adoption (Gefen, Rose, 

Warkentin, and Pavlou, 2005). Finally, trust in the government was found to have a 

significant relationship with intent to adopt e-government technologies in Spain, but no 

significant relationship was found between trust and intent in the US (Rufin et al., 

2014). 

 

Gender 

A couple articles found gender had no impact on IT adoption (Baker et al., 2007; 

Gupta et al., 2008), but others found gender played a role in adoption in some way. In 

a study of Saudi Arabian nationals, women were less likely to adopt IT innovations (Al-

Gahtani, 2004). Gender plays a larger role in influencing adoption of IT innovations in 

Canada than it does in the US (Lippert and Volkmar, 2007) and Malaysian women were 

more likely to report adopting online banking than US women (Yuen, 2013). 

 

NATIONAL FACTORS 

As might be expected, most of the factors examined that relate to nations came 

from Hofstede’s national culture work (Hofstede, 2001). All five dimensions were 

commonly examined when studying cross-cultural IT adoption. The levels of 

uncertainty avoidance, individualism, power distance, masculinity-femininity, and long-

term orientation in a country can positively or negatively affect the rate at which a 

country adopts an IT, if at all. 

 

Uncertainty Avoidance 

Uncertainty avoidance (UA) is defined as the degree to which people in a 

culture/nation feel uncomfortable with uncertainty and ambiguity (Hofstede, 2001). It 

was the most commonly studied aspect of Hofstede’s five factors. The majority of 

studies found a negative relationship between UA and adoption (Bagchi, Hart, and 

Peterson, 2004; Erumban and deJong, 2006; Gong, Stump, and Li, 2013; Peters and 

denDulk, 2003; Stump, Gong, and Chelariu, 2010; Tsatsou, 2012). For example, 
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countries that have low uncertainty avoidance like Denmark, Finland, and The 

Netherlands are more likely to allow employees in their organizations to telework from 

home (Peters and denDulk, 2003) and Greece, which has a culture of 

uncertainty/novelty resistant cultures, discourages technical development, innovation, 

and internet adoption. (Tsatsou, 2012). Other studies looked in more detail at how 

countries were likely to adopt. Countries with high UA are more likely to adopt through 

the imitation effect (Lee, Trimi, and Kim, 2013; Sundqvist, Frank, and Puumalainen, 

2005), while countries with low UA are more likely to adopt through the innovation 

effect (Lee et al., 2013). Uncertainty avoidance is significantly related to perceived risk 

for Koreans (high UA) but not for Americans (Low UA) (Choi and Geistfeld, 2004). 

Finally, a couple studies found evidence that contradicts the above findings. In one 

study, no significant relationship was found between UA and adoption (Gong, Li, and 

Stump, 2007) and in another, a positive relationship was found between B2C adoption 

rates and UA (Gong, 2009). 

 

Individualism / Collectivism 

Higher levels of collectivism typically occur in countries with a Confucian cultural 

background. Countries higher in individualism tend to desire uniqueness and 

independence (Choi and Geistfeld, 2004). Results from studies that examined 

individualism/collectivism and IT adoption was mixed. An equal number of studies 

found that individualism was positively related to IT adoption (Bagchi et al., 2004; 

Erumban and deJong, 2006; Haapaniemi and Makinen, 2009; Jobs and Gilfoil, 2012) as 

studies that found no significant relationship between individualism/collectivism and IT 

adoption (Alhirz and Sajeev, 2014; Gong et al., 2007; Gong et al., 2013; Sundqvist et 

al., 2005). A single study found individualism to be negatively related to mobile phone 

adoption (Stump et al., 2010). Another study, not surprisingly, found that in collectivist 

countries the positive effect of social influence is stronger than in individualist 

countries (Choi et al., 2014). Individuals in individualist countries tend to seek 

information on IT innovations on their own from formal/external sources while 

individuals in collectivist countries tend to seek out new information from others like 

themselves who have already adopted the innovation (Lee et al., 2013; Sundqvist et 

al., 2005). 

 

Power Distance 

Power distance refers to the boss-subordinate relationship. Countries with high 

power distance have highly centralized organizations with several levels of hierarchy 

and a more directive management style. Countries with low power distance have 

organizations with fewer layers of supervision and a more participative style of 

management (Hofstede, 2001). Nearly all the articles that examined power distance 

found the same results. There is a negative relationship between power distance and 

IT adoption (Bagchi et al., 2004; Erumban and deJong, 2006; Gong et al., 2007; 

Haapaniemi and Makinen, 2009; Peters and denDulk, 2003) although two of the more 
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recent articles found no significant relationship between power distance and adoption 

(Gong et al., 2013) or power distance and resistance (Alhirz and Sajeev, 2014). 

 

Masculinity / Femininity 

Masculine cultures value achievement and materialism while feminist cultures value 

social relationships and concern for others (Hofstede, 2001). While several studies 

hypothesized that masculine countries - assertive, competitive, achievement-oriented 

cultures - would adopt IT innovations at a higher rate than feminist countries, results 

were mixed, and most of these results were not statistically significant. In some 

studies, the hypothesis that masculine countries would adopt faster was not only not 

significant, but the opposite result, feminist countries adopt faster, was found (Gong et 

al., 2007; Stump et al., 2010). In another study, several IT innovations were examined 

and while no significant results were found in relation to masculinity-femininity, 

masculine countries were more likely to adopt some of the innovations while feminist 

countries were more likely to adopt other innovations (Haapaniemi and Makinen, 

2009). IT innovations can be used for competition, to get ahead of other 

organizations, or they can be used to enhance communication.  The purpose of the IT 

innovation influences whether masculine countries will adopt the innovation first or 

feminist countries will adopt first (Erumban and deJong, 2006). A recent study looked 

specifically at social network sites (SNS); an innovation that targets communication. 

The hypothesis that feminist countries would more likely adopt SNS was supported 

(Gong et al., 2013). 

 

DISCUSSION AND CONCLUSION 

Because of the cultural differences between diverse nations, numerous factors may 

be important in the decision to adopt IT innovations. From this review, it is apparent 

that most research has focused on national factors in IT adoption. These include 

uncertainty avoidance, individualism/collectivism, power distance, and 

masculinity/femininity. A smaller number of studies have looked at individual factors 

such as perceived ease of use, gender, subjective norms, and trust. 

There are several avenues for future research on cross-cultural factors and IT 

adoption. At the national level, while the factors Hofstede identified are important, 

there are so many other factors that can be examined in more depth. Long-term 

orientation is the newest factor identified by Hofstede, and more research can be done 

examining how this factor related to cross-cultural IT adoption. Factors such as GDP, 

GDP growth, government regulations/national policies, and growth have been 

examined by a single research article. More research needs to investigate these types 

of national factors and how they impact IT adoption in different countries and cultures. 

While some research has focused on individual and national factors, fewer have 

examined organizational characteristics and how organizational characteristics may 

influence adoption in different cultures. There is also a dearth of research looking at 

how technological factors of IT innovations may affect adoption rates in different 

cultures. In future research, comparing various countries and cultures on 
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organizational and technological factors, as well as additional national factors is 

warranted. 

Information Technology has become a global affair; it is involved in enhancing 

many functions and processes in businesses around the globe. Research has shown 
cultural values influence systems use, adoption, and influence in many diverse 

cultures. There are numerous factors that need to be taken into consideration when 
expanding or engaging with businesses in different countries. These include individual, 

national, organizational, and technological factors that might either enhance or hinder 

the use or implementation of systems in diverse cultures. Research has made a dent in 
the outcomes of cultural impact on numerous countries, which aids in the 

understanding of their adoption rate. Though some countries might have factors that 
hinder or enhance their adoption of IT, the right tools and processes can bridge gaps 

can and connect countries to further globalize businesses. 
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ABSTRACT 

Our communication takes place between the "cultural communication", "Communication 

Technology and Digital Media" and "media studies" axes. It tries hard to present the organization, 

the methods and the search results of an interdisciplinary team for the implementation of an 

effective patrimonialization process of the immaterial heritage. Our search concerns the problems 

of understanding, protection and transmission of the mythical narratives of our island. That 

requires an intertwining of anthropological, mesological, linguistic and communicational 

approaches to this object of study, with the aim to make elements of popular memory an alive 

heritage. This paper handles the patrimonialization processes of the mythical narratives stemming 

from the oral tradition through three key-steps namely the collection, the analysis and the 

valuation. The already existing productions offer tools of valuation of the immaterial heritage 

mainly based on the theoretical information having authority to present and to explain various 

"objects". However, these tools offer only little room to the imagination, understanding and 

transmission of the narratives. The innovative aspect of this communication lives in the fact that 

it considers the patrimonialization processes as a tool of a real appropriation, or reappropriation 

of the cultural heritage. Its major stake is to expose an inductive method, which practises the 

cross-disciplinarity, potentially transposable for the development of the other types of immaterial 

cultural heritages on other geographical zones. 
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INTRODUCTION 

Bernard Miège could not be more right when he proposed that the future of the 

Information and the Communication Sciences was in the interdisciplinarity and by means 

of transversals methodologies and teams. Thus, the Information and the Communication 
Sciences can be more easily called an interdiscipline than a discipline. 

Formerly profoundly anchored in the family sphere, the notion of heritage no longer 
represents only tangible assets, but also ideas, values, beliefs, and practices. One of its 

fundamental notions is that of the intergenerational transmission, which involves a shape 

of progress from present to the past, a return in the origins of the social groups. Finally, 
the globalization and the industrialization of culture, partially carried out by economic 

and commercial factors, have finished settling the image of an expanding heritage 
holding identity, oneness, and vector of social link. 

The “immaterial cultural heritage” notion which we use is based on the official 

definition by UNESCO. It groups the practices, the representations, the expressions, the 
knowledge and the know-how. It expresses itself in particular in the traditions and the 

oral expressions, and also understands “the language as the vector of the immaterial 
cultural heritage”.† 

In search of a past to protect, folklorists tended to freeze a culture for fear of 
damaging it. Observed from the top, the object was analyzed, classified and listed, then 

tidied up in a drawer which it could only be taken out occasionally, on the condition that 

not be distorted or damaged. In parallel, we met the desires of researchers, but more 
widely of social players, to separate heritage and folklore, and to design the transmission 

as a phenomenon inherent to the preservation and to the development of a regional 
culture, but not as an object of entertainment or consumption. This vision - certainly 

emotional - decreased folklorism heritage to the rank of an historic object losing its 

function and thus its sense.  
The interdisciplinary approach of patrimonialization requires the presence of 

communicational, anthropological and societal fields. We postulate that the valuation of 
the territory is closely linked to the valuation of its heritage, and hence is a necessity of 

the implementation of patrimonialization processes.  
The orality is the character of a civilization which expresses itself by the oral tradition, 

not by written texts. According to Jean Pierre Vernant, the mythical narrative is a matter 

of transmission and memory. Orality, memory, and tradition are conditions of existence 
and survival of the myth (J.P. Vernant, on 1999). According to Marc Lits, the " myths, 

the legends tales and fabulous narratives allowed [to the man] to ward off his fears and 
to give a direction to its existence as to the one of his social group " (M. Lits, on 2008). 

These make sense only by their transmission, and call inevitably a arousal process of 

the imagination, both at the time of the statement and for the various phases of 
mediation inherent to the transmission. 

Corsican society possesses a strong immaterial heritage of oral tradition. Its 
knowledge and know-how were transmitted by generations in generations by means of 

the gesture and speaking. Contact by the most technically advanced civilizations which 
held developed writing cultures did not change Corsican’s immaterial medium. Paper 

was then imposed on the island by a powerful campaign of Frenchifying led to the XIXth 

                                                 
† Cf article 2, §1 et 2 de la Convention pour la sauvegarde du patrimoine culturel immatériel de l’UNESCO. 
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century, followed soon by Jules Ferry's school. The introduction of writing in the 

instruction and public administration, the ban to speak corsican to school, the 

depreciation of the corsican tongue, or still the drift from the land are so many 
anthropological and cultural factors - whose list is not exhaustive - which favoured this 

new report to the world. In these, we can also add the explosion of the new information 
and communication practices and technologies which represent what Daniel Bougnoux 

names "the communicational opening‡" (D. Bougnoux, on 1993). This phenomenon 
without comparison participated in the geographical modification of this world, 

abolishing certain borders, to draw new ones and upsetting ways of working, 

entertaining, spending time and sharing information.  
If we have, by means of these new technologies, never been so close, we notice that 

the feeling which dominates our societies is the one of the individualism. 
We shall add that The Information and the Communication Sciences are not 

conditioned by the object they wish to approach but, as Bruno Olivier asserts, " by the 

way it establishes the object by articulating problems " (B. Olivier, on 2001). This is why 
our team, between the Information and the Communication Sciences and Languages 

and Regional Cultures sections, suggests observing the evolutions of the oral tradition 
practices connected to the mythical narratives with the societal, economic, cultural and 

communicational evolutions, that the Corsican territory has known and continues to 
know. The aim is then to conceptualize tools of collection, understanding and valuation, 

allowing an effective distribution, without distorting the object. This approach could offer 

a possibility of full and whole reappropriation, beginnings of an essential transmission 
by integrating the phenomenon of suscitation of the imagination crucial in term of oral 

transmission. 
 

USING THE GROUNDED THEORY TO COLLECT MEMORY  

The object which we study is difficult to collect, as the panel of population in touch 
with this kind of heritage being small. It was necessary, at the beginning of our research, 

to set up a non-directed methodology of effective qualitative harvest of data. Thereupon, 
we went to an inductive methodology, leaving priority to the data. The Grounded Theory 

method, defined by Glaser and Strauss (1967) and developed further by Guillemette and 

Luckerhoff (2014), seemed interesting due to its adaptability in several domains, in 
particular human sciences. This lets the theory emerge from data from the ground, by 

means of individual or collective interviews, where the collected material is joined to the 
scientific material only at the moment of the analysis. Besides, with the corpus of 

mythical narratives for which we tried to collect, it was also necessary to collect 
contextual data, factors of the nonverbal communication, to identify markers of 

imagination and transmission, essential to propose a patrimonialization process.  

Once the methodology was defined, it was fundamental to clarify the frame of the 
research and to actually identify contacts susceptible to bring us material to be studied. 

Without a database of the immaterial cultural heritage, it has been necessary to begin 
with our personal contacts. First, we naturally favoured individual interviews, which we 

thought more relevant, in particular to sketch a first link between the contact and the 

object of study. However, this type of interview constituted one of the main difficulties 

                                                 
‡ Traduction of « l’ouverture communicationnelle » wich means the opening to the new practices of collection 
sharing and communicating informations. 
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of our research; indeed, most of the contacted people were not conscious of what they 
could know. The misunderstanding was added to the depreciation of their knowledge, 

but also a lack of spontaneity, quality of transmission and condition of request of the 

imagination. We observed the witnesses returning to a scholar way of recitation of 
narratives beforehand listed by fear of forgetting something.  

This form of interview produced little results, it has been necessary to revalue the 
method of collection. Hence, we proceeded to group interviews, voluntarily organized in 

the form of Corsican vigils§. It seemed to us that to request a social memory in this form 

could help the emergence of the remembrances, by playing between sensation and 
imagination. To give the vigil appearance, even in an artificial way, allows the study of 

the narrators performance in a frame created for that purpose. The idea was then to 
modify one or several parameters of context to estimate the impact of these 

modifications on the oral performance. In consequences, we were able to collect 
narratives but also mental representations of the participants.  

Due to the need for contextual data, the collection was made face to face. The means 

of distant communication was favoured to return to the informants after the vigils to 
extract further information from our sources. 

To bring to a successful conclusion of these conversation groups, the sampling was 
an important stage. Indeed, it was first necessary to enable collection, but also begin a 

reappropriation. To avoid falling into spectacularization, we created a first restricted 

group with people selected according to several representative criteria of the population:  
- Objective data: age, place of residence, home village and language skill. Note 

that Corsophones** were an essential condition, because in their traditional 
social frame, narratives were transmitted in Corsican tongue. 

- Subjective data: association or not with family and existence of emotional 
and/or restricted ties between them. 

We wanted then to favour the exchanges around a fluid discussion, rather than to 

emit a survey. Accordingly, the collection concerns at the same time narratives, 
impressions, discussions, expressed representations, but also elements of nonverbal 

communication which play an essential part in transmission.  
The imagination of each individual is governed by their personal memories, real-life 

experience, remembrances, and ability to build a symbolic thought (Eliade, on 1952). 

The group interviews brought to the foreground similar contextual data. It seems that 
the traditional Corsican vigil is not a compulsory frame of transmission, but that certain 

criteria are enough: a restricted group, a friendly atmosphere, time and listening. In this 
days and age when screens offer in a loop of imagination, the vigil came to be a 

demonstration that it was possible to mobilize the imagination of young adults. We 

brought to them a kind of narrative performed in a form of rite the images of which were 
only mental, their imagination and sensibility did the rest.  

The choice to be at the same time transmitters, to tell them stories we knew and 
receptors, to collect the narratives they heard younger is a big part of our inductive 

approach and is particularly efficient for our research. Indeed, it is obvious that we do 

                                                 
§ Corsican vigils are moments of sharing and exchange often organized in a family and/or friendly frame, it 
constituted a source of distraction for Corsican people. 
** We understand by « Corsican speakers » active speakers who understand and speak the Corsican language, 
and passive speakers who understand but not speak the Corsican language (Quenot, 2009, pp. 31-33). 
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not imagine in the same way when we listen to a narrative and when we tell it. During 

the performance, we truly created this imaginary universe in which we tried to give life 

to characters. To tell a mythical narrative stemming from the oral tradition requests a 
technique resting on markers different from those in work in the listening. The group 

conversations, here associated to the device of the vigil, favoured the transmission 
between the participants. Substantial meditative data arose from interactions between 

participants on evenings where the communication was really orchestral, each playing 
its own partition.  

By this inductive research we were able to collect a more important number of 

narratives, even if they were not exploitable altogether. The quality of the sample 
encouraged the information sharing, of impressions, ideas, stories, because of the 

emotional link between witnesses which favourites the spontaneity of the group. The 
check of this quality and this composition with one another sampling allowed us to see 

that a group without emotional links was neither comfortable nor spontaneous; we could 

feel that everyone was under control, that the participants did not leave space to their 
imagination. We could raise in this context no narrative and no marker saying an 

effective imagination. 
 

ANALYSIS AND COMPREHENSION OF THE CORPUS: A MESOLOGICAL 
TAXONOMY 

The collected narratives are categorized according to a taxinomy of mesological kind 

(Berque, on 2010) which on principle, considers the reality from the “middle” notion. 
From this point of view, the oral traditions seem to tell that our world is made by two 

circles: firstly, a visible middle, which concerned the trivial activities of the man and 
secondly, an invisible middle, inhabited by the spirits of the ancestors and the divinities. 

The mythical narratives stemming from the oral tradition are the expression of 

transgressions between these two circles. (DM Santini, work to appear). These initiatory 
narratives can be divided up in the following categories: 

- The myth, which in an oral and religious society in the sense understood by 
Marcel Gauchet, is a founding narrative giving origin to something or 

someone in the visible middle of the man. 

- The legend, which is the counterpart of the myth, in the sense that it tries 
to establish a reality on a founding act. This narrative is in the service of an 

ideology, the stake is in the legitimization of the power; it is temporal and\or 
spiritual, within the framework of a political civilization. 

- The tale, which expresses an imaginary synthesis of the visible and invisible 
circles, with indefinite spatial and temporal marks, as well as places and 

generic characters. 

- Finally, the finzioni which is an intrusion narrative, corresponding to the 
demonstration in the visible middle of an entity of the invisible middle 

(spirits, white lady, etc.) or conversely (dreams or initiatory trances), with 
places, time and real and defined characters. It is an experience lived by a 

direct witness. 

Thus, we at first proceeded to the categorization of the collected narratives, looking 
for some criteria previously defined in this taxinomy. In this way we put aside some 

stories (as for example anecdotes), to only keep mythical narratives for analysis.  
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The fieldwork (vigils and interviews), permitted to clear this year ten mythical 
narratives stemming from the oral tradition: four legends and six narratives of 

appearances. A major axis of our current research concerns the collection of markers of 

the popular imagination, this one being understood as the sum of the links existing 
between imagination, memory and invention. We tried to define these markers through 

three keys-moments of our research, potentially in a simultaneous way, but which we 
have to, by an analytic necessity, consider according to three stages:  

1. The captation  

2. The oral performance  
3. The transmission 

It was thus necessary to identify these markers during the captation and during the 
oral performance, in the experimental frame of the vigil, and to apply them to propose 

an efficient oral transmission.  
Concerning the contextual data, the verbal and nonverbal communication study 

constituted an important stage of our analysis. Indeed, the used tongue, the 

onomatopoeias, the use custom of popular expressions, or still the intonation, the body 
movements, the management of the silences may influence strongly the imagination of 

witnesses, and establish markers of the popular imagination conveyed by the oral 
character. 

We noted during the first vigil we organized, that the used tongue as well as the 

expressions which strengthen it influenced the imagination of witnesses, sometimes 
unconsciously. Indeed, witnesses let us know that the use of the Corsican tongue had 

brought their imagination in local representations. They represented themselves 
territories, objects, monuments which can be inserted into the island landscape, making 

the story credible, besides that the use of the French tongue favoured the link with film 
or literary memories, representations which were as "copied" in their spirits. We are 

convinced that this report to the tongue is a powerful marker of imagination. Even in 

the societies where the vernacular languages were erased by the State tongue as in 
France, the use of idiomatic formulae is current in the literary versions of the tales and 

the legends of the country. This is certainly because a tongue co-builds the world with 
the concrete landscapes of our individual and collective memory.  

The rhythm, the intonation, the tone are also factors of influence. We noticed that 

an overly supported rhythm slowed down the imagination and prevented it from 
developing, as well as a too low rhythm put to sleep and checked the dynamics of 

mobilization of the images. The mobilization and the analysis of these contextual data 
are essential in the identification of our markers. The oral transmission integrates these 

markers inevitably, unlike the written transmission which off-loads it to keep only the 

quintessence: the narrative. 
Thereupon, as for the captation of a narrative, we are attentive to the markers of 

imagination that are: 
1. The characters of the narrative  

2. The places and routes of the narrative  
3. The archetypes  

4. The archetypical themes  

5. The idiomatic formulae  
6. The paralanguage  
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7. The creation of an imaginary space 

Our researchers-actors position feeds on these markers by trying to reproduce them 

(1-2-3-4-5) or by experimenting them during their statement (6-7). It is in these micro-
silences, when we draw from our memory the continuation of a narrative, that we start 

this imagination.  
Once these analyses made, we look for the saturation of markers by proceeding to 

the extraction of the sample. We turn back to our informants, to complete words or 
answers. Finally, and that constitutes the last stage of our analysis, we confirm each of 

the points by realizing one - even several - watched by validation, during which we 

integrate our markers which will become vectors of an efficient transmission. 
 

THE TRANSMEDIA STORYTELLING: KEY OF A PARTICIPATIVE VALUATION 
As written by Claude Lévi-Strauss: [translation] “the myth never offers to those who 

listen to it a determined meaning. For the participants the culture of which raises the 

myth, this railing confers a sense, not in the myth itself but in all the rest: that is in the 
images of the world, the society and its history the members of the group of which have 

more or less clearly consciousness, as well as the questioning which throw them these 
diverse objects.” (Lévi-Strauss, 1950/1968, 41).  

There is no society and no territory without History and so without stories. These 
narratives do not circulate inevitably and that's the least we can say, by means of 

material supports, on the contrary they have an impalpable dimension in the sense 

where they live and evolve from mouth to ear. It is thus particularly dangerous to impose 
to them a static system where the spectator slides towards consumer's attitude and is 

excluded from the process of appropriation and from broadcast of the narrative.  
M. Lits assert in his work “Du récit au récit médiatique” that [translation] “The media 

build narratives that organize now society.” (M. Lits, 2010, 36). We can move forward 

the hypothesis that this “sense givers” role formerly played by the mythical narratives is 
partially assured by the media today. These media, through the stories and thus the 

narratives which they convey, build and give a sense to our societies.  
Nevertheless, the orality supposes the presence of the voice and thus the body, it 

involves notions of performance and contact which the alone hearing and\or the view 

cannot replace, and this is why the mediatization of an immaterial heritage establishes 
a real challenge.  

The Transmedia storytelling term, invented by Henri Jenkins, Professor in 
Information and Communication Sciences at the South Carolina University, is a form of 

participative experience based on the convergence of the media. According to him, the 
transmedia defines itself as [translation] “A process in which the elements of a fiction 

are scattered on miscellaneous platform media with the aim of creating a coordinated 

and unified experience of entertainment.” (Jenkins, 2008). The transmédia narrative is 
particular because the same information will vary according to the platform of 

distribution which we shall use. This will have an impact on the reception, the 
understanding and the interpretation made by the receiver. It will be a question then of 

setting up an organized syntactic and semantic strategy, a code, to adapt every narrative 

or part of narrative to the chosen medium.  
The major innovation, which allows the transmedia in terms of valuation of the oral 

transmission, rests on the dumping of the public in a narrative universe. The user leaving 
its spectator's place to become an actor of the story and participating in the narrative 
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journey by means of media gateways named rabbit holes : Television, computer, mobile 
phone, tablet, games console, social networks. The transmedia storytelling adapted to 

the mythical narratives will thus aim at valuing at the same time, a territory, a history a 

culture by immersing the participants in a singular universe. The point is to make of 
every participant at the same time a spectator, a reader, an actor or a visitor coming to 

fit into a story between fiction, virtual reality and real life. 
While the dumping is a central element in oral transmission, the specialists of the 

transmédia also agree on the essential aspect of this notion. To design a transmedia 

story is then no other than the design of an experience allowing the user to enter in a 
universe shaped to pass from a medium to another one in the style of a journey.  

To propose solutions in terms of experience, to think about the creation as a project 
and to condition the societal upheavals are the basic principles defining the valuation 

such as we wish to approach it. It asks then to see the object, in this particular case the 
tale, as sense producer, not only as a consumption product.  

The experience we propose in terms of valuation of the mythical narratives is based 

on three major principles: 
1. Replace at the heart of society an immaterial heritage formerly vector of social 

link and vehicle of identity. 
2. Make a part of this culture available to the largest number without making a 

consumption product or a museum piece. 

3. Create around a mythical narrative an experience based on the exchange and 
the participation that could be at the same time physicall (vigil) and virtual 

(dumping 2.0). 
While our societies are in perpetual transformations and while the whole 

communication is reigning on our everyday life, it seems essential to get closer to what 
makes us what we are. The immaterial heritage, in this particular case the mythical 

narratives, that they are tales, legends or myths, is a powerful way of linking the 

populations and the social groups. Underlining the specific nature and the importance 
of the oral tradition and admitting new communication technologies unifying power, in 

particular by means of the transmedia storytelling, the possibility is given to us to offer 
to live actively a heritage.  

From this perspective, the use of the new technologies does not have authority 

anymore to substitute itself for the oral tradition, but is seen as a complementary tool, 
arousing the interest and provocating the participation of a public in search for new 

experiences and on returning to sources. 
 

CONCLUSION 

In conclusion, it is necessary, before any process of collection, to study and to 
understand the immaterial cultural heritage notion, to be able to collect it and value it 

in an effective way. The inductive approach allowed us to collect in an efficient way a 
by nature impalpable heritage, but also to begin, and that from the moment of the 

investigation, a reappropriation of this heritage, at the same time by the participants but 
also by the researchers.  

Also, the inductive methodology in qualitative research is the adequate tool for 

multidisciplinary and interdisciplinary teams. This interdisciplinarity participates of the 
strength and the efficiency of the inductive methodology. 
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Finally, it seems clear that the methods and the valuation here applied do not divide 

up in a purely island heritage, but that they belong potentially transposable to every 

types of cultural heritages immaterial, and in all the micro-regions, the regions and the 
country of the world. 
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NEW MEDIA, TIME MANAGEMENT AND ADDICTION 
 

NIKI MENELAOU 
 

ABSTRACT 

The negative consequences of too much engagement with the Internet and the New Media 

on the quality of life are examined in this paper. The researcher also examines the positive 

outcomes of the use of technology in terms of the bulk of work produced as a result of 

eliminating time and space in communication. Additionally, the element of people of different 

standards being brought together as they take part in the same dialogue is emphasized, which 

activates fluidness in speech. The piece of research also presents evidence on the sharp increase 

of time spent online with the use of online technology no longer being optional. The need for a 

‘mindful’ use of digital technology is underlined, meaning that one should be aware of what he is 

doing on the web and cultivating an ongoing inner inquiry into how he wants to spend web time. 

The amount of time spent producing results and the amount of time wasted on unproductive 

thoughts, conversations and actions is also examined. The writer is additionally engaged with 

the problem of Computer/Internet Addiction, especially in children and teenagers. The ways in 

which Internet or Computer Addiction manifests are also discussed and the causes and 

symptoms of such an addiction are brought to surface. Lonesome individuals seek 

connectedness with others through the Internet but are at the same time deprived of the joy of 

face to face interaction, collaboration and live communication with others. The author concludes 

that unless someone defines ethics and is clear about what will or will not be done on the 

Internet and how time will be managed on the Internet, the danger of being overwhelmed by 

the web will always be imminent. 

 

Keywords: Internet, New Media, Time Online, Internet Addiction. 

 

INTRODUCTION 

What are the consequences of too much engagement with and usage of the 

Internet and the Νew Μedia on the quality of life? Can the excessive use of the New 
Media (including websites, online newspapers, blogs, wikis, video games, and the 

social media) affect professional performance or productivity, children’s life ambitions, 

relationships with friends and family and even the conception of our own selves 
negatively? Does the excessive use of technology interfere with the skill of managing 
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our lives in terms of choice of activities, every day time allocation to activities, short or 

long-term scheduling, even choices of ways and styles of living?    

Or on the contrary, does technology make individuals more communicative and 
productive, especially in terms of the bulk of work produced due to the advantage of 

saving time and space that it offers? The immediate interaction among readers of 
different ways of life and educational standards activates fluidness in speech. 

Especially the comment section, in which a post can be taken to the next level as 

readers share their thoughts, ideas and experiences on a topic is where the real action 
takes place in most successful blogs (Menelaou, N. 2013). Nobody can deny the 

immediate transmission of information that the New Media offer. 
 

INCREASE OF TIME SPENT ONLINE 

It is generally accepted and proven by research as will be noted below, that in 
recent years there is a sharp increase of time spent online. As a result, several 

unpredicted consequences come to surface. 
Mike Langlois, (2012) argued that ‘two years ago, the average amount of time 

adults in the U.S. spent online was 13 hours a week excluding email, and with the 
advent of the iPad it has undoubtedly increased from there’. He goes on to argue that 

fortunately, people are starting to talk about ways to reflect on the way we use 

technology, such as Howard Rheingold, (2014) suggests in his new book, Net Smart. 
Rheingold argues that knowing how to make use of online tools without being flooded 

with too much information defines personal success in the twenty-first century.  
Skills associated with the use of technology are included in the necessary 

qualifications to join the work force, either as a member of the scientific personnel or 

of the technical personnel in the sectors of science, health, education, food and 
beverage etc. Literacy in the use of technology is no longer optional but required. 

Langlois agrees with this reality by commenting that “we have passed the point where 
using technology is optional”. He gives tips that are helpful in learning how to manage 

time while we use technology. For example, he suggests figuring out what thing is the 
most time consuming for the Internet user and what particular elements are taking up 

most of his time. He also suggests making priorities as not everything needs to be 

attended to. Langlois refers to Peter Bregman, a blogger for the Harvard Business 
Review, who makes the excellent suggestion of having two lists for our day. The first 

list counting the things that we need to pay attention to on that day; the second list 
counting the things that we do not need to pay attention to.  

Rheingold argues that a ‘mindful’ use of digital media means realizing the 

importance of being aware of what we are doing on the web and cultivating an 
ongoing inner inquiry into how we want to spend our time. He focuses on five digital 

literacies that contribute to a ‘mindful’ use of the digital media: ‘attention, 
participation, collaboration, critical consumption of information and network smarts’. 

The writer believes that the act of combining individual efforts wisely produces a more 

thoughtful society. Agreeing with Rheingold we may note that what really happens is 
that very often, users of the Internet act automatically without really thinking about 

the possible consequences of their posts and without having in mind the reality that 
the Internet is a public platform. Thoughts are not only shared, but they are also 

criticized. That is the reason why one should always be careful and skeptical before 
posting his views. Undoubtedly a more thoughtful society is produced with the 
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combination of thinking energized through online dialogues, but online posting may 

very well generate problems.  

 
SPENDING TIME ON THE INTERNET AND MANAGEMENT OF EVERYDAY 

LIFE 
Before we try to manage our time on the web, we may at first simply contemplate 

on what time really is. Many definitions have been attributed to ‘time’. If we accept 
that time is ‘the point or period at which things occur’ we automatically accept the fact 

that we measure time in respect of happenings. In other words, we refer to real time 

which is related to our activity and not to clock time.  
Having the above in mind, the way of spending time on the Internet can define the 

way we manage time in our lives. Most importantly, it can define how much time is 
spent producing results and how much time is wasted on unproductive thoughts, 

conversations and actions. Is time spent on the web contributing to our progress in 

life, to success? Can we take some time off the web or are we dangerously addicted to 
it? Do we spend time thinking about how to act and react on the web or do we behave 

spontaneously? Do we have a plan of how to use the Internet? Mathews, J., Debolt, D. 
and Percival, D. (2011) give some more tips on effective time management with 

technology in general advising that ‘one should practice not answering the phone just 
because it's ringing and e-mails just because they show up, but instead disconnect 

instant messaging and schedule a time to answer email and return phone calls. 

Similarly, one should block out other distractions like Facebook and other forms of 
social media, unless one uses them to generate business’. 

If we take into account the fact that the amount of time that is lost due to being 
occupied with the Internet for entertainment purposes could be used up to produce 

units of work, productive dialogues, useful services, works of art and other creative 

practices beneficial to society in general, then we can understand the real dangers of 
not using the media ‘mindfully’, to quote Rheingold once again. 

With the increasing use of tablets and smartphones, ‘people are spending twice as 
much time online compared to 10 years ago’ as an Ofcom (2015) research has shown. 

Using a large sample of 1,890 adults aged 16 and over who were interviewed as part 

of the research, Ofcom has revealed that over a period of ten years, the amount of 
time spent online had dramatically increased from 30 minutes in 2005 to nearly two 

and a half hours in 2014 and that by 2014 nine in ten adults were using the Internet 
whereas in 2005 only half of them were doing so. 

The research has also shown that numbers of people watching TV or films, gaming 
online and text messaging on mobiles have also risen sharply. Nearly all mobile phone 

users were sending text messages (90% in 2014, compared to 70% in 2005). People 

were also increasingly using their mobile phone to email (52% were regularly using 
their phone to email, compared to 5% in 2005) or make a phone call over the Internet 

(VoIP) – (43% in 2014, compared to 27% in 2013).  
Additionally, the Ofcom research has demonstrated a sharp rise in the use of the 

social media, which has tripled since 2007, when Ofcom first asked people about their 

social media habits. ‘Nearly three quarters (72%) of Internet users aged 16 and above 
said they had a social media profile, compared to 22% in 2007’. However, the biggest 

rise was seen among 35-44 year olds. 80% of the Internet users who had a social 
media profile belonged to this age group in 2014, compared to just 12% in 2007. Also, 
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in 2014, nearly half of 55-64 year olds were online with a social media profile, 

compared to one third (33%) in 2013. 

Findings of the same piece of research have also revealed that people are much 
more likely to go online for public or civic activities in 2014 than they were in 2005 and 

that more Internet users had visited political or campaigning websites, up from 19% in 
2005 to 44% in 2014. 

The research was conducted in the framework of Ofcom acting in accordance to the 

Communication Act of 2003 requirements, as its Section 11 requires Ofcom to promote 
media literacy in the UK. Under Section 14 (6a) of the Act, Ofcom has a duty to make 

arrangements for the carrying out of research into the matters mentioned in Section 
11 (1).  The Communications Act 2003 is an Act of the Parliament of the UK. The act, 

which came into force on 25 July 2003, superseded the telecommunications Act of 

1984. The new act was the responsibility of Tessa Jowell, Culture Secretary. It 
consolidated the telecommunication and broadcasting regulators in the UK, introducing 

Ofcom, the Office of Communications, as the new industry regulator. On 28 December 
2003 Ofcom gained its full regulatory powers, inheriting the duties of Oftel, the Office 

of Telecommunications. 
The results of the piece of research referred to above, as well as everyday 

observation and experience, lead to the conclusion that today, the Internet has 

become ‘the center of our lives’. If we elaborate this reality with a positive mind 
attitude, we feel that life has become more interesting with the richness and depth of 

information that can be so effortlessly obtained and with the interaction opportunities 
and time and space elimination so amply offered. A common trait of “connecting” on 

the Internet is that it makes an individual feel an active member of society as his ideas 

travel past and away from the boundaries of home, school, working place or any 
gathering place to groups, communities, countries and even the world.     

However, if we elaborate this reality in terms of missed opportunities to enjoy real 
life and not just observe happenings around us or the life of others presented on a 

screen, we may very well speak of Internet or computer addiction; in other words, the 
excessive use of the Internet or the computer that interferes with daily life is a 

dangerous addiction that leads to imbalances in life that have to be cured. 

 
COMPUTER/INTERNETADDICTION – ‘EVERY FOURTH CHILD IS 

ADDICTED TO THE INTERNET’ 
An addiction may be defined as an excessive use of a kind of food, drink, medicine 

or substance, an excessive need for the presence of a person or an excessive use of a 

product of technology like the TV, the Internet and the computer in general. The latest 
edition of the Diagnostic and Statistical Manual of Mental Disorders (DSM-V) actually 

refers to addiction to the Internet as a disorder that needs further study and research. 
DSM is the manual used by clinicians and researchers to diagnose and classify mental 

disorders. The American Psychiatric Association (APA) has published DSM-5 in 2013, 

culminating a 14-year revision process. In a publication on the National Center for 
Biotechnology Information website, the study which was conducted by the Department 

of Adult Psychiatry in the Poland Medical University, showed that ‘Internet addiction 
was seen to be quite popular and common among young people, especially those who 

were only children. In fact, every fourth child is addicted to the Internet’ according to 
Zboralski, K., Orzechowska, A., Talarowska, M., Darmosz, A., Janiak, A., Janiak, 

M.,Florkowski, A., Gałecki, P., (2009). Computer and Internet addiction among pupils 
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is a serious and alarming finding and a way to fight against it has to be found as soon 

as possible.  

After pointing out that ‘the Media have an influence on the human psyche similar to 
the addictive actions of psychoactive substances or gambling’ and that ‘computer 

overuse is claimed to be a cause of psychiatric disturbances’, the writers  argue that it 
is worth considering preventive activities to treat this phenomenon. They also state 

that it is necessary to make the youth and their parents aware of the dangers of 
uncontrolled Internet use and pay attention to behavior connected with Internet 

addiction. They go on to demonstrate the different ways in which Internet or computer 

addictions manifest: 
• Information overload. Too much online surfing leads to decreased productivity 

at work and fewer interactions with family members. 
• Compulsions. Excessive time spent in online activities such as gaming, trading 

of stocks, gambling and even auctions often leads to overspending and 

problems at work. 
• Cybersex addiction. Too much surfing of porn sites often affects real-life 

relationships. 
• Cyber-relationship addiction. Excessive use of social networking sites to create 

relationships rather than spending time with family or friends may destroy 
real-life relationships. 

 

CAUSES OF AN ADDICTION TO COMPUTERS OR THE WEB AND THE 
VICIOUS CIRCLE 

One can argue that if people are well-bonded to others and well related to the 
organizations and institutions of their environment, they will have no desire to use the 

Internet addictively. The lack of bonding and emotional support makes people to turn 

to the Internet. The fact of being stressed and unhappy can contribute to the 
development of a computer or Internet addiction. Introvert and shy individuals who 

are not able to easily relate with others are more prone to get addicted to the 
Internet.  

However, what happens is a paradox. The very potential of global and instant 

communication through the Internet and social networking that is offered to the 
friendless and emotionally deprived individual, can cause the exclusion of the individual 

from the fullest kind of communication, the physical/bodily communication. As a result, 
the effect of nonverbal communication is cancelled (Menelaou, N., 2016).  A vicious 

circle is generated as lonesome individuals seek connectedness with others through 
the Internet but are at the same time deprived of the joy of face to face interaction, 

collaboration and obviously live communication with others due to this Internet 

addiction of theirs. 
 

SYMPTOMS OF INTERNET ADDICTION 
Physical and emotional symptoms of such an addiction manifest like headaches, 

insomnia, poor vision, anxiety, isolation and agitation.  Long-term effects can be as 

severe as leading to bankruptcy, especially if the time spent online is focused on 
shopping, gambling and gaming (Computer/Internet Addiction Symptoms, Causes and 

Effects). The study which lead to these findings, which was conducted by the 
Department of Adult Psychiatry in the Poland Medical University, has also brought to 
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surface the fact that another symptom of Internet addiction is the inability to keep 

time schedules and in cases losing the sense of time. 

The inability to keep time schedules and in cases the fact of losing the sense of 
time as symptoms of Internet addiction, severely affect the life of the Internet user 

and most importantly his/her ability to shape the near future and construct his/her real 
life in terms of planning. The consequences of this phenomenon are not yet clearly 

manifested as the emergence of the Internet and social networking is quite recent and 

some time is needed for them to be assessed. But as the numbers of Internet users 
have grown and continue to grow dramatically, we can expect real changes in the 

future regarding the short and long-term goals of individuals, their missions and 
visions and the quality of their expectations.  

Zimbardo, Ph. and Boyd, J (2008) talk about the past, present and future 

perspectives that every individual has and argue that every important decision made is 
determined by a force operating deep inside our minds which is our perspective on 

time, our internal time zone. They go on to point out that we are unaware of this 
influential force in our life and as a result we do not manage our life efficiently. They 

speak about how past, present and future perspectives shape our lives. If we apply 
this to time spent excessively on the Internet, especially by young users, then we may 

speak of focusing on present perspectives rather than future perspectives. This in its 

turn has a very negative effect on the visions of young people for the future. Surely it 
would be horrific to find out that young people no longer have aspirations and that 

technology has managed to sweep away their dreams. Succeeding in life without a 
plan is risky indeed. Usually, no planning means no desire for progress in life, no 

meaning in life. Lots of arguments have been at times made on the importance of 

setting missions and visions in life. "A soul without a high aim is like a ship without a 
rudder", as Eileen Caddy, spiritual teacher and new age author claimed. 

 
CONCLUSION 

Unless someone defines his ethics, unless he is clear about what he will and 
especially what he won’t do on the Internet and how he will manage time on the 

Internet, the danger of being overwhelmed by the web will always be imminent. To 

quote Rheingold (2014) on the issue of ‘mindful’ use of digital media, ‘knowing how to 
make use of online tools without being overloaded with too much information is an 

essential ingredient to personal success in the twenty-first century’. He insists on using 
the digital media in a way that ‘they make us empowered participants rather than 

passive receivers’. 

An intelligent person is surely aware of the shortness of his time on earth; an 
intelligent person will not allow the Internet take advantage of this time but use the 

Internet as a tool for facilitating, not stealing away real life. Let us shape our lives 
ourselves and not allow the world of technology shape it.  Real life does not consist of 

happenings demonstrated on a screen that may be altered and manipulated in several 

ways by those who post them. Real life consists of what really happens in everyday 
life. 
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ABSTRACT 

In the realm of video, humans use machines to record human histories, beliefs, attitudes, 

desires, and dreams. Humans and a range of digital media devices are becoming increasingly 

fused into “human-machines” with trans-humanist lives and existences. Viewers stare at the 

screen, and the screen of the device “stares” back. Through data collection and analysis, machines 

can “analyze” and “understand” viewer’s choices of and reactions to videos. Through big data, the 

internet, and other means, machines are reaching the roots of video creation. Intelligent human-

machine interaction in video creation and dissemination is happening. This re-use of data helps 

people to make decisions about the production and dissemination of video content. Human-

machine interaction in video creation and dissemination is inevitable as machines intervene in a 

networked society and as big data and algorithms intervene in the emotional expressions of video 

creators.    

 

Keywords: Video, Human-Machines, Simulacra, Agent, Big Data, Artificial Intelligence. 

 

INTRODUCTION 

We are accompanied by various digital media devices, and humans and machines 

are becoming increasingly fused into “human-machines” with trans-humanist lives. The 

spread of the internet means that video is present in our lives at all times. Viewers stare 
at the screen, and the screen of the device “stares” back. Smart media devices are 

constantly collecting viewer data and monitoring viewer behavior. Through the internet 
and algorithmic analysis, machines can “understand” a viewer’s reaction to a video and 

generate data. Big data on audiences generated by the internet provides a foundation 

of data for the creation, dissemination, and production of video. With the rapid 
development of machine learning and artificial intelligence, machines are relying on the 

deeper learning of internet video data. This paper will examine the latest developments 
in big data and algorithms with respect to the creation and dissemination of video, 

combined with recent case studies in video, artificial intelligence, and deep learning. 

Through the dual perspectives of audiences and video production companies, this paper 
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will explore how big data and the internet engage with the sources of video culture and 

how human-machines interact with the future creation and dissemination of video. 

 
The Big Data Analysis of Video: Viewer Simulacra and Agents in Creation 

Video was invented in the modern humanist context, so video creation and 
dissemination are centered on the significance of humans. Video is a tool for telling 

cultural stories and video works allow humans to express their ideas and emotions. 

Technological advancements related to video have focused on improving the creation, 
dissemination, and experience of video. As Robert Hughes noted, “People inscribe their 

histories, beliefs, attitudes, desires, and dreams in the images they make,” and it is 
people (directors, videographers, and producers) who decide to use machines to create 

video content. 

In humanism, the value of the person is fully respected, and the creation of video 
has an intensely personal quality. The stories may come from the author or 

screenwriter’s life experiences and personal thoughts, and the director interprets these 
stories through his or her own audiovisual language. Through their performances, the 

actors shape characters with distinctive personalities. The cameraman crafts images with 
his aesthetic, while the art director creates the visual effects. Through video, we can 

appreciate personal taste, will, and intellectual freedom. A work with personality draws 

individual viewers, establishing a pathway for communication, and if the work is 
appreciated by many viewers, they form an audience that constitutes the foundation of 

cultural communication. As tools, machines only differ in their functions within video 
creation. The creation of a video is first and foremost attributed to the creator’s 

decisions, but a video is also the creative result of an individual’s use of machines based 

on specialized knowledge.  
Interactions with the viewer reflect a kind of respect for the individual’s significance. 

Those who create and disseminate video attach importance to the viewer’s reaction to 
the content, and they want to build an interactive, communicative relationship with the 

audience. Through TV ratings surveys, organizations “obtain continuous information on 
a sample family or individual, touching on whether they watched TV during a given time 

slot, and what channels and programs they watched” (Chang, 2014) to provide feedback 

for video creators. Viewer statistics are analyzed to gauge viewers’ reactions to film and 
television content, such that film and television production and distribution organizations 

can tailor their work to the viewing market. The primary goal was to improve viewership 
and provide other commercial services. 

However, with the rise of the digital humanities, big data, algorithms, and intelligent 

analysis have already intervened in the study of video viewership. “The digital humanities 
is work at the intersection of digital technology and humanities disciplines” (Drucker, 

2013). Through the digital humanities we obtain knowledge using digital technologies; 
big data, statistics, and algorithms can provide an intelligent analysis of complex cultural 

and social phenomena. With the spread of the internet to all corners of society, digital 

media devices continuously convey information to people, and people are faced with the 
pressure of information overload. Every day, every hour, and every minute, we can 

choose from a vast amount of video information. YouTube statistics for March 2017 
showed that “300 hours of video are uploaded to YouTube every minute” (Fortunelords, 

2017) and “almost 5 billion videos are watched on Youtube every single day” 
(Fortunelords, 2017). At this point, it is impossible for an individual to view all of the 

video content in the world. Internet videos are viewed differently than traditional 
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television, as anyone can select and view these videos on a smart phone or tablet 

anywhere and at any time. Traditional research methods cannot accurately determine 

individual viewers’ reactions to this kind of video content. Thus, in June 2006, Nielsen 
began to use cross-media research methods to develop video viewership research for 

smart phones, tablet computers, digital video recorders (DVRs), internet streaming, and 
other media devices. In October 2013, Nielsen released its Twitter TV Ratings, which 

was “the first-ever measure of the total activity and reach of TV-related conversation on 
Twitter. Nielsen Twitter TV Ratings measure not only ‘authors’—number of people 

tweeting about TV programs—but also the much larger ‘audience’ of people who actually 

view those Tweets” (Nielsen,2013). 
Big data and algorithms construct an audience database through the collection and 

categorization of many individual behaviors. These constructed audience databases 
become data simulacra (Baudrillard, 2006) for individuals and information agents for 

video creators. Big data and algorithms translate viewer behavior into data and 

information; these informative and quantifiable methods categorize various kinds of 
information and obtain data on viewer reactions and behaviors related to video creation 

and dissemination through intelligent analysis. This material, quantified in data, is the 
foundation for an institution’s understanding of the individual viewer. A basic 

understanding of an audience is rooted in the classification of information, so the 
viewer’s individual value is to provide data for audience information classifications. 

However, a viewer’s complex personal emotions, which do not fall within the scope of 

the quantified material of these classifications—and therefore, do not have “tag-able” 
value as data—are considered noise. As individual feelings and viewer data diverge, 

human emotions are reduced to data flows from viewers, which concentrate data 
analysis on constructing an audience; the information obtained from data analysis are 

the viewers’ feelings. Video creators’ understandings of this data are prioritized over the 

understanding of the individual: the audience data can represent the “individual.” Thus, 
online data has replaced the individual, becoming data simulacra for individuals. Video 

creation based on viewer data simulacra is an interaction between the creator and 
audience data. The data tells the creator about viewer reactions to video content, 

providing a market reference for the creation and dissemination of video that is hiding 

within the experiences, aesthetics, and even intuition of the creators and distributors, 
becoming an agent of information for the video creators. 

 
Figure 1. Viewer feelings, audience information, and video creation and dissemination decisions 

Video Creation 
and 

Dissemination 
Decisions

Information Agent: 
Viewer Market 
Ineteraction 
Feedback

Data Simulacra: Audience Data

Data: Personal Viewer Reactions Quantified 
in Data

Noise: Complex Personal Viewer Feelings
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Data simulacra act as “agents” intervening in the creation and dissemination of video, 

and bring digital technology into humanism; the coexistence of humans and machines 

is the result of these new core values. At almost all times, people’s lives are closely linked 
to the rest of the world through various digital devices, creating human-machine lives. 

People not only receive a large quantity of video data, but they also upload their personal 
data to the internet; thus, video and personal data become part of the big data flows on 

the global internet. “Big data is being generated by everything around us at all times. 

Every digital process and social media exchange produces it. Systems, sensors and 
mobile devices transmit it” (IBM, 2017). Big data flows are staggering; according to IBM 

Big Data statistics, the world has generated 2.5 EB of material every day since 2012. 
(Prior to 2011, the total capacity of the internet was less than 525 EB). In addition, “big 

data is arriving from multiple sources at an alarming velocity, volume, and variety” (IBM, 

2017). The constant arrival of new digital devices has also made data sources more 
complex. Institutions that create and disseminate video content and rely on traditional 

methods, such as personal experience and aesthetics, find it very difficult to manage 
such a large and complex body of information. When faced with market competition 

pressures and driven by commercial goals, some video companies (such as Netflix) have 
moved toward a data-driven approach facilitated by algorithms. Data analysis provides 

an important reference point for creation and distribution decisions, and when combined 

with the ideas, intuition, and judgment of experts, it is an additional strategy for ensuring 
a film’s success. The media devices that are with us at all times can provide individual 

data for algorithms, so these devices play a role in monitoring viewer behavior; the 
personal data uploaded to the internet constitutes this quantifiable data. In a networked 

society, machines will become a part of humans and the coexistence of humans and 

machines replace the individual as the core source of value. Algorithms can also become 
a part of modern humanism, a new source of meaning hiding within video culture. 

 
Monitoring Viewer Behavior: The Data Simulacra in the Video’s Meaning 

Network 
Human-machines allow the internet to monitor individual behavior, and intelligent 

analysis can be used to determine an individual’s preferences and habits. Every action 

that humans take on machines such as smart phones, computers, smart TVs, and online 
gaming devices leaves a personal trace. All of these traces can be translated into data, 

which can be collected and collated into databases as a resource. Every viewing choice 
on a video website, every viewing comment, every online purchase, every piece of 

information posted on WeChat or microblogs, and every click on the screen leaves data 

on the internet, including “customer ID, movie ID, rating and the date that the movie 
was watched” (Marr, 2015). Through the internet, companies can obtain basic 

information on a user’s hobbies and personal habits. With the spread of streaming 
media, the internet can dive deeper into viewer behavior data through the smart devices 

used by viewers, which means the more detailed monitoring of the individual viewer’s 

behavior. Some video companies are closely analyzing and studying the details of an 
individual’s viewing behavior. Netflix tracking, for example, is rather detailed, including: 

When you pause, rewind, or fast forward; What day you watch content (Netflix has 
found people watch TV shows during the week and movies during the weekend.); The 

date you watch; What time you watch content; Where you watch (zip code); What 
device you use to watch (Do you like to use your tablet for TV shows and your Roku for 

movies? […] When you pause and leave content (and if you ever come back); The 
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ratings given (about 4 million per day); Searches (about 3 million per day); Browsing 

and scrolling behavior. (Bulygo, 2013) 

 
Netflix is transforming more behavioral details into data, from where and when 

viewers watch, to choice of content, to viewing frequency and even fast-forward and 
rewind patterns. “Data such as time of day that movies are watched, time spent selecting 

movies and how often playback was stopped (either by the user or due to network 
limitations) all became measurable” (Marr, 2015). Data on small behaviors are the 

foundation of the algorithmic analysis of individual preferences and habits.  

Commercially-driven data collection means that an audience segment constructed by 
data represents the viewer. Individual reactions to videos are just categorized 

information within collections of data, and the viewer’s individual value lies in the 
personal data her or she can provide to the internet. Through algorithms, data such as 

personal preferences and habits become market information and serve the commercial 

aims of film production and dissemination. Based on the results of viewer data, 
companies make market determinations and formulate production and dissemination 

plans to obtain more views and seek greater commercial benefit (Marr, 2015). 
Algorithms directly utilize personal data to create commercial value. Audience segments 

comprised of multiple individual viewers of course have more commercial value, so the 
collective satisfaction of this audience segment is very important. The value of the 

individual lies in contributing one’s own data to this audience segment. Although the 

audience segment does not indicate a specific person (it is simply a temporary collection 
of individuals who expressed similar preferences for a given film at a given time), 

recreating the audience’s web data can represent the personal preferences of viewers 
in this group to meet commercial needs. The unique personal preferences of the viewer 

are no longer most important; what is important is the ability to input data into the 

column defined in the company’s data set. Individuals exist in data form within these 
various data sets. The audience segment and the individual are comprised of data, and 

commerce and consumerism transform web data into data simulacra for individual 
viewers. 

Machines transform the individual person into a data node on the internet, and 

numerous nodes, together with machines, constitute the video’s meaning network. 
Audience segments mean that the viewers are no longer the central concern; the 

transition from humanism to the digital humanities means that people are no longer 
focused on themselves, and they are gradually moving toward the fusion of man and 

machine. The coexistence of humans and machines allows machines to participate in 
human will. As the limits of human judgment and machine intelligence become vague, 

the human-centric model is shifting toward the grey area of the fusion of humans and 

machines. Online communities bring together people from different places around the 
world to communicate online. Through micro-videos on WeChat and the microblogs, or 

liking or commenting on video content, humans and machine intelligence influence one 
another, conveying video information to each other. Viewers’ choices of video can also 

be influenced by internet data. (e.g., rating or commenting on a film on Rotten Tomatoes 

can influence a viewer’s choices). Video sites can track viewer browser history, and 
through a smart analysis of the viewer’s preferences, these sites can automatically 

recommend videos to the viewer (Marr, 2015). Conversely, viewers’ individual video 
viewing behaviors can become computer-recorded data that is uploaded to the internet 
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to influence others. (e.g., comments on Rotten Tomatoes or a video barrage can also 

influence other viewers). Through the internet, the individual receives constant video 

information, but the individual is constantly sending personal data out through the 
internet, such that the individual becomes an information node in the online world. These 

information nodes are interconnected and trade information with one another; with 
machines, they intelligently participate in the collective consideration and judgment of 

the ideas and values in the videos. People, machines, and the global internet together 

constitute a video’s meaning network. 
 

Data-Driven Video Creation: An Agent in Intelligent Creation and 
Dissemination in Film Culture 

With market competition and the development of artificial intelligence technologies, 

a data-driven approach can act as an agent in video investment decisions, play a role in 
video creation, and even directly produce video. The exchange of data between video 

companies and the audience constitutes a new process of video reproduction: the videos 
are disseminated in data form on the internet, and by analyzing the audience data for 

those videos with AI, video companies are provided with possibilities for the next 
production. Using rational means, algorithms participate in the decision to begin creating 

a video. Thus, AI and data intervene in the innovations of video creators. With the 

constant improvements in artificial intelligence’s ability to recognize video content, the 
machines of the future may even be able to directly create for themselves, independently 

producing video. Video creators’ ability to formulate plots and characters, as well as their 
aesthetics, judgments, will, and even creative motivations could be gradually learned 

and imitated by AI, which will gradually become an agent in the production process. The 

interactive dissemination of video information between people and between people and 
machines will develop human-centric video creation and dissemination in the direction 

of AI creation and dissemination. 
Thus, big data and algorithms begin to participate in TV and film investment 

decisions. Big data and algorithms draw on the massive amounts of data on the internet, 
especially viewer behavior data, to predict viewership in advance. Based on the 

probabilities predicted, big data and algorithms can have significant commercial value. 

Film data and statistics can influence production decisions at film production companies, 
as they did in Le Vision Pictures’ film Tiny Times (Bangshang You Mingmao,2014) and 

Netflix’s web series House of Cards (Bulygo, 2013). Before deciding to invest, Le Vision 
Pictures took microblogs as a primary data source, and supplemented this data with 

information from video sites. Data mining can provide a production company with 

detailed viewer behavior information. The data showed the target audience’s 
preferences and focuses, and predicted the market value of shooting the script; the data 

partially acted as an agent in the decision to invest in production and directly influenced 
the shooting of the film. 

In the future, data-driven approaches and artificial intelligence can even serve as 

direct agents in the creation and production of video. Machine learning technologies for 
recognizing video mean that machines can actively recognize video content, and video 

image recognition will develop toward intelligent, automatic recognition. (e.g., at 
Google: “The Cloud Video Intelligence API (Application Programming Interface) […] uses 

powerful deep-learning models, built using frameworks like TensorFlow and applied on 
large-scale media platforms like YouTube. The API is the first of its kind, enabling 

developers to easily search and discover video content by providing information about 
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entities (nouns such as “dog,” “flower” or “human” or verbs such as “run,” “swim" or 

“fly”) inside video content. […] These APIs let customers build the next generation of 

applications that can see, hear and understand unstructured data […]”) (Google Cloud 
Platform, 2017). The intelligent recognition of video content means that machines can 

begin to identify the natural, societal, and human content represented in videos, and 
even gradually understand our “histories, beliefs, attitudes, desires and dreams.” 

Content recognition is the foundation of video editing, and AI could become a new 
“brain” for video creation, laying the foundation for intelligent video production in the 

future. 

 
 

Figure 2. The Cloud Video Intelligence API in Google Cloud Machine Learning 

(Google Cloud Platform，2017) 

Through specially-trained artificial neural networks (ANN), the deep-learning vision 

system developed by the Computer Science and Artificial Intelligence Laboratory (CSAIL) 

at MIT has been “trained on YouTube videos and TV shows […], the system can predict 
whether two individuals will hug, kiss, shake hands or slap five. In a second scenario, it 

could also anticipate what object is likely to appear in a video five seconds later” 
(Conner-Simons & Gordon, 2016) Based on the recognition and analysis of internet 

videos, machines can learn to “understand” the actions and thoughts of a character in 
a video through algorithms, and even “predict” the next action. The understanding of 

and familiarity with human behavior is also the foundation of performance in video and 

its creation. Machines rely on data and internet videos and use algorithms to begin to 
imitate human “will” in an attempt to determine the character’s behavior. 

 
Figure 3. The deep-learning vision system can predict what happens next: a 

handshake (Conner-Simons & Gordon, 2016) 
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Carl Vondrick, Antonio Torralba, and Hamed Pirsiavash developed a system that 

generates videos with scene dynamics. By identifying and analyzing the foreground and 

background of a static image, the system can automatically generate a short video based 
on that static image. (Vondrick, Piriavash & Torralba, 2016) After a static image is 

entered into the system, the machine relies on web video data to intelligently identify 
the content of the image, predict movement, and automatically produce a short video 

based on the predicted movement from that image. Thus, the machine uses web video 

data analysis and algorithms to create independently. The creation of video could be 
separated from human will, and video could be created independently by an algorithm; 

the machine could be an agent with creative “freedom” and begin to produce video on 
its own. 

 
 

Figure 4. Conditional video generation (Vondrick, Piriavash & Torralba, 2016) 
 

Data-driven video creation shows that the digital humanities can come to more 

deeply understand nature and society and participate in the development of cultural 
reproduction. Humanism holds that humans are the source of all meaning, but as people 

are becoming deeply intertwined with machines, people are changing. As result, humans 
are no longer the only center. In the context of the digital humanities, the grey area of 

the human-machine is becoming a new center, creating new sources of meaning. In the 
context of humanism, video presents people’s observations, experiences, thoughts, and 

expressions of nature and society, and people rely on themselves to create a source of 

meaning, using video to create culture. In the context of the digital humanities, video is 
the reuse of web data filtered through algorithms; it is used to produce new data and 

constantly expand the amount of information on the internet. Based on their 
understanding of our algorithms, intelligent machines take meaningless data and 

produce meaning that suits people. They trade data for data, and the coexistence of 

humans and machines is the medium of this data exchange. Thus, data-driven video 
creation is based on the recreation of web video; it is the reproduction of data based on 

big data and it is a machine’s development of cultural intelligence rooted in video. Data 
and algorithms have begun to intervene in the sources of video production, which further 

promotes the development of the digital humanities in future society.  
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CONCLUSION 

Data simulacra and artificial intelligence can serve as agents in video creation. 

Intelligent dissemination methods mean that video has become an exchange of data 
over the internet. The fusion of man and machine is the medium for the transfer of this 

data, which means that the “individual,” whether viewer or creator, becomes a node of 
information in the global internet. Agents in intelligent video creation and dissemination 

are layered into human culture through data. By constantly reproducing video that 
satisfies the market and constantly expands the quantity of big data on the internet, 

data can become more detailed and algorithms can become more accurate and effective. 

This in turn will make video productions that satisfy even more people, in an endless 
cycle. When the creation and dissemination of video by machines intervenes in global 

meaning networks, algorithms can become sources of meaning and create the cultural 
stories of video today. People need and even rely on video; because video provides 

information, entertainment, communication, and knowledge, people are unavoidably 

influenced by data and algorithms. With the future development of AI, the media devices 
that come everywhere with us can actively observe, analyze, and study viewers, and 

machines may even be able to independently consider how to automatically adjust video 
content to constantly satisfy viewers.  

Cultural stories shape societies and people. The cocoon created by video in the digital 
humanities is developing through the constant augmentation of smart technologies, and 

with artificial intelligence continuing to learn, it will come to better understand humanity, 

society, and nature. If the internet creates the future spectacles of society through the 
increasingly intelligent and deep control of video creation and dissemination, where does 

that leave “Us”? 
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BIG DATA ANALYTICS FOR MARKETING REVOLUTION 
 

MERVE TÜRKMEN BARUTÇU 
 

ABSTRACT 

The Big Data potential in marketing is colossal and with data being generated and collected 

in real-time, around the clock, seven days a week, and the marketing industry is now able to see 

what people are buying, following or communicating about. Being able to overlay numerous 

amounts of data sets such as social media posts, money spent on product promotion, etc, the 

marketing industry business can now see which efforts were effective, which were not effective, 

and quickly adjust their marketing plans accordingly. The purpose of this study is to understand 

how Big Data will ultimately change the landscape of how business is transacted within 

industries, and more specifically, how the future of marketing will be grounded in data and 

analytics. The main question discussed is how our data is being excavated and what companies 

do with it. To answer this question, it is necessary to explore and compare how Big Data has 

already affected other industries. It is essential to explore the opportunities and challenges 

presented by this topic because as technology continues to grow at an ever-increasing 

exponential pace, in order to find new outlets and ways to survive and flourish as a business, 

industries must be able to adapt. 

 

Keywords: Big Data, Marketing.  

 

INTRODUCTION 

The exponential growth of technology has brought about a new industry called 

“Database Marketing.” Simply put, this type of industry collects, aggregates, and 

commercializes personal data and information. The digital activities of many millions of 

people around the world can be tracked through a variety of new techniques ranging 

from a store’s loyalty/credit cards to targeted advertisements found on social media 

platforms such as Facebook, Twitter, Instagram, and others alike. Personal data, 

including both online and offline behavior, are combined, analyzed, and then are sold 

to different types of business and corporations (Marwick, 2014). Companies that 

collect, combine, and analyze this type of data are known as data brokers. 

Data brokers represent this wave of change that deals with personal information 

and how it’s handled both online and offline. This dramatic shift has created a new 
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movement towards what is known as “Big Data.” For illustrative purposes, Big Data is 

simply made up of raw “little data.” In most cases, these little data give deep personal 

insight into a consumer’s individual and purchasing profile, and the consumer’s habits. 

Doug Laney, a tech analyst, first defined Big Data in 2001 as being “high-volume, - 

velocity and –variety information assets that demand cost-effective, innovative forms 

of information processing for enhanced insight and decision making.” (Sicular, 2013) 

Businesses, across any industry, value these types of insights that were once 

unavailable before this growth in technology and have become interested in how these 

analytics are collected and can be used. 

This evolution of service intelligence combines both online and offline user behavior 

to determine what consumers are busy with, what they’re willing to spend money on, 

what type of service they prefer,” and how and why to keep them coming back. 

Companies use Big Data to not only target their community and consumer but also to 

give its consumer exactly what they want, and customize the consumer experience in 

a way that is relevant to their interests (Byfield, 2014). Customization is allowing 

industries to find new ways to drive consumer loyalty and with the assistance of Big 

Data, companies are able to easily match up consumer-relevant products/brands with 

targeted consumer profiles, and with data-backed decisions. Instead of decisions being 

based on a mere guess or feeling, the facts and numbers are now available (LaValle, 

et al., 2011). 

 

DATA EXCAVATION AND ANALYSIS 

To explore and fully understand the shift and change happening currently in the 

marketing industry we need to explore several areas: the first area involves how Big 

Data analytics enables companies to make high probability predictions about trends 

while also allowing them to hone in on strategically targeted marketing. Before this 

can happen, the data first must be collected. It is important to understand how that 

data is being deeply mined on a daily basis. What has been described as “The Internet 

of Things” will connect everyone to everything in an integrated worldwide network, 

and this will happen through collecting and linking every aspect of economic and social 

life (Halpern, 2014). Imagine the world where people, natural resources, machines, 

logistic networks, consumption habits, production, recycling flows, and virtually every 

other facet of life are linked and interconnected through software and sensors that 

feed the “Internet of Things” platform. To truly understand the magnitude of data that 

can be generated, Gartner, Inc. estimates that by 2020 over twenty-six billion Internet 

devices will be interconnected. In turn, this collecting and linking of data will generate 

what we know as Big Data in real-time (Sagiroglu and Sinanc, 2013). 

There are many companies such as Google, Target, the automotive industry and 

even political campaigns such as the Obama presidential campaign that have relied on 

data and analytics techniques to market themselves favorably to the public. 

The views and definitions revolving around Big Data vary, depending on the 

company and the industry involved, what they use the data for, what the value of the 

data is to them, and the results they can gain and generate from the data. More or 
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less, Big Data can be looked at as a collection of data from both digital and traditional 

sources, outside and inside your company that represents a hub for ongoing analysis 

and innovation. Using the data collected efficiently helps a company to better sell 

products or services, target marketing efforts, and improve services and products 

overall (Uğur and Türkmen Barutçu, 2016b). 

Big Data analytics are becoming essential for industry and enterprise growth. In a 

recent Forbes’ article, it is said that 87% of enterprises believe that Big Data will be 

what redefines the competitive landscape of many different industries, within as little 

as three years (Columbus, 2014). Eighty-nine percent also believe that companies who 

do not adopt Big Data strategies will risk losing their momentum and market share 

(Columbus, 2014). The Industrial Internet Insights Report for 2015 has emphasized 

that investments in Big Data analytics are becoming stronger than ever and found that 

not only do companies presently invest more than 20% of their overall technology 

budget in Big Data analytics, but also they expect this to increase over the next year 

(Industrial Internet Insights Report, 2015). Many industries are using these analytics 

to differentiate their competitive strengths and are doing so successfully. Therefore, 

the primary real risk to not implementing the use of Big Data is missing out on 

opportunities and overall growth in a market and allowing competitors who adopt an 

analytic strategy to have an upper hand. 

Technology has increased the use of Internet-connected devices and has created a 

new position that the more information you put out about yourself, the more the world 

can tailor itself to your needs and give you exactly what you want. In short, the more 

technology collects information about you through your daily activities and interactions 

the more particular industries can manipulate that data to “benefit” you. Acxiom 

Corporation is the second-largest company in the database marketing industry that 

excavates, aggregates, and sells personal data. This giant data collector is said to have 

records of hundreds of millions of people that includes: 1.1 billion browser cookies 

(data that gets sent to a website and tracks a user’s activity), 200 million profiles of 

mobile users, and an estimated 1,500 pieces of data per consumer, according to the 

New York Times (Singer, 2012). 

 

First-Party and Third-Party Cockies 

Data collected not only includes public records, but also cookies placed on websites 

that are providing information about online behavior. For example, when you use a 

computer a “first party” cookie is placed on sites such as Google that can save 

passwords and other information to avoid having users log in every visit. “First-party 

data” is your personal information, this ranges from behaviors, interest, and actions 

taken on websites visited, also including cross-platform data from when you access 

apps and the mobile web (Uğur and Turan, 2016; Benjamin, 2015). In addition “Third 

party cookies” travel across all sites tracking, in order, what sites are visited. “Third 

party” data generates on these visited platforms and often collects information from 

other websites as well (Chester, 2012). 
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The Apple Ecosystem 

Apple is one company that has made collecting data easier by building the world 

that involves a computer for every single interaction. It is now possible for users to 

sync browsing histories across multiple devices, combining your behaviors on your 

laptop with your iPad and your iPhone (Uğur and Koç, 2015a). The result has been 

better marketing efforts and new ways to deliver advertising to consumers through 

with the help of these behavioral insights. The Apple brand has created a product that 

can pay for all your purchases, open your hotel room door, monitor your movements, 

control your devices in your home, track your sleep patterns, tell you where you 

parked, how many calories you burned, recommend movies for you to watch, etc. All 

the while, this Apple ecosystem is collecting data about your behavior every step of 

the way, creating more software and products that the Apple user wants. Intelligence 

collected by these devices is only a small part of the interconnected world in which we 

are now living (Türkmen Barutçu and Uğur, 2016; Fan, et al., 2015). Take for instance 

arriving at your hotel room, where the temperature, lights, stereo, mini bar, and even 

window shades are not only controlled by a single device but can adjust to your 

preferences before you even arrive at your room. This is just one of the many ways 

data collected on consumers is being put to use to give people exactly what they want 

(Gandomi and Haider, 2015). 

The more data put out there and collected, the easier it will be to create different 

types of consumer profiles about any number of people that can include information 

such as: your education level, your health profile, the type of car you drive, how many 

children you have, your race and age, your recent purchases, and even your stock 

portfolio (Uğur and Koç, 2015b). 

 

The Important Role of Algorithms 

Apple isn’t the only one that has caught onto the wave of collecting personal 

information and digital activities of people across the world. The creation and use of 

algorithms have made it possible for companies to collect and analyze Big Data 

through different data points. Algorithms consist of mathematical equations that create 

step-by- step instructions that calculate different data points, provide automated 

reasoning, and process data (Deangelis, 2015). Klint Finley states in his article on 

Wired.com how the Internet today is ruled by algorithms. We witness these 

mathematical creations every day from what movies Netflix recommends to you, what 

ads pop up in your email, what users Twitter recommends you to follow, and what 

shows up on your Facebook feed (Finley, 2014). Algorithms produce quantifiable 

results and answers. 

The real value of algorithms comes from being able to examine as many data 

points as possible about someone and creating equations that solely are meant to 

build an accurate representation of a consumer (Dormehl, 2014). For example, Google 

created an algorithm that knew if a user was more or less likely to purchase a specific 

product online and could change the prices of items like videos, e-books, computer 

games, etc. By tracking your search history and website activity, Google was able to 
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use that data to produce an “automated response” based on the calculations 

(Dormehl, 2014). In other words, Google can sell you a product at a price you are 

willing to pay. 

Companies and organizations are not just using Big Data for their own benefit but 

the use of Big Data is now allowing them to treat customers on more of an individual 

basis, building long-term loyal relationships (Chen, et al., 2012). Big Data allows for 

companies to predict exactly what customers want and in most cases before they even 

ask for it. Consciously, and in some cases subconsciously, the technological world in 

which we live has gotten us excited to want to see and use data. For instance, the 

craze over Jawbone’s UP and the Nike+ FuelBand, a product that tracks your daily 

steps and activity, and the food diary app MyFitness Pal, has provided users with more 

data about their health and eating activities than ever before possible. Big Data is now 

becoming meaningful to consumers the more they become interested in their own 

personal data, which in turn leads them to continue logging in and using these types 

of data collecting products. Luke Dormehl describes this new wave of individuals who 

enthusiastically take part in some form of self-tracking, called the Quantified Self 

movement (Dormehl, 2014). Simply put, these Quantified Self-devotees seek self-

knowledge through numbers (different data points). 

Companies are also using Big Data to improve their interactions with consumers 

and for that reason makes Big Data analysis key to effective marketing and 

development. With numerous brands being able to connect through more channels to 

consumers, improving and maintain relationships are essential (Uğur and Türkmen 

Barutçu, 2016a). Across many industries, the presence of Big Data and use of analytics 

is successfully helping companies understand their consumers and target markets, 

giving them a competitive marketing advantage (Linoff and Berry, 2011). 

 

SOCIAL MEDIA EMPOWERS BIG DATA 

Social media provides insight into purchasing habits (Uğur and Türkmen, 2014). 

Within the last few years, the marketing industry has started to take an active interest 

in big data and more importantly how to use it to determine what consumers like. Big 
Data has the ability to help the marketing industry better identify new waves of 

consumption trends, discover new products, and market those products more 

strategically (Boyd and Crawford, 2012). 

Social media outlets have played a tremendous role in continually creating and 
gathering numerous data points about consumers and their interests and purchasing 

habits that can be used for analysis. Every time we “like,” share something, use a 

hashtag, like/share a page, stream video, buy something, or comment on a shopping 
blog on various social media outlets such as Facebook, Twitter, Instagram, YouTube, 

Tumblr, etc. we’re creating data points for those in the marketing industry to make 

better predictions (Uğur and Turan, 2015a). 

Studying consumer’s purchasing habits provides important data points that can lead 

to endless marketing possibilities. Social Media analytics have opened the door for new 
analytics to boost marketing strategies. Facebook and Twitter have allowed consumers 
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to like, follow, and talk and comment freely with their peers about their favorite, or 

least favorite, products, and brands (Uğur and Turan, 2015b; Gantz and Reinsel, 

2012). 

Big data also promotes personalization. Big Data is allowing us to have a better 

understanding of the world we live in and a deeper understanding of consumers, and 
not just of a few people but billions. As we continue to use data collected to determine 

what consumers like, there will be other ways to manipulate the same data to figure 

out how to get them to buy what they like (Tirunillai and Tellis, 2014). 

Similarly, to how online shoppers leave a trail of their movements through their IP 

address, which opens them up to being targeted with personalized offers through ads 
or emails that later pop up regarding either a page you visited or a purchase you 

made, consumers enable this personalized advertisement based not on only their 

purchases but their social interactions, both online and offline. Luke Dormehl gives an 
example, in his book The Formula, how something as small as mentioning the words 

“Cape Town” in an email will trigger airlines to send email promotions for “Cheap 
flights to Africa” emails to your inbox (Dormehl, 2014). Airlines and other travel 

companies have algorithms in place that sort through data that can indicate which 
users have a higher probability of being interested in traveling to South Africa in the 

future. Even though the context of the email could have been irrelevant to traveling, 

Big Data allows more efficient marketing promotions based on better predictions. 

The marketing industry now has the opportunity to use similar tactics to ensure 

they are making improved decisions when it comes to directing their marketing efforts 
or creating new ones. Quantcast is one of the largest companies in the world that 

measure consumer consumers through the use of data and algorithms. Co-Founder 

Konrad Feldman came up with the notion of using data to measure a business’ 
campaign, looking at what actually worked. He then analyzed the massive amount of 

data to determine the characteristics of a consumer rather than determining the ideal 
consumer for a product and then hoping to figure out where to find those consumers 

(Dormehl, 2014). This would do away with the traditional shotgun approach to 
marketing. Amazon’s user recommendations are similar to the vision Quantcast had in 

creating insights for online retailers to tailor their promotions on their websites to each 

user and ultimately generate a formula that can depict and describe specific users, 

then be able to use that to influence their purchasing behavior. 

Being able to split up consumers based on granular categories such as lifestyle, 
interests, demographics, geographic location, and psychographics has made it easier 

to interpret and read behavior patterns found in data. Understanding the consumer’s 

behavior and studying data to see where different types of consumer profiles are 
going, and how they are getting there can aid in influencing their decisions. The more 

personalized the promotion, the higher probability that the said advertisement will 
work. Big Data is allowing for this huge aggregation of all your personal information 

that you’ve ever put out there to build a precise representation of who you are, now 

more than ever before. Moving forward it will only continue to be if not more 

important, to use data to determine what consumers want to buy. 
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DISCUSSION AND CONCLUSION 

Without a doubt, Big Data and analytics are changing the landscape of many 
industries. Technology has created a new digital world that allows businesses to track 

digital activities of millions of people through a variety of different techniques that 
allow companies a personal look at consumer behavior and purchasing habits. Data 

collection has propelled other industries forward keeping them abreast with the current 

times. Marketing data can offer the same benefits by aiding those in the marketing 

business to make better decisions. 

Generating and collecting Big Data in real-time, 7/24 will give insight into what 
people are buying, downloading, and communicating about. Data collected both online 

and offline can be combined to better determine what consumers like and want to see, 

what consumers are more inclined to buy. With consumer social interactions 
happening frequently online, the industry can now see which marketing efforts were a 

success, which was not, and adjust their plans accordingly. 

The rise in Big Data and analytics put a magnifying glass on the consequences that 

come from the use of the Internet in this digital age. Newer products entering the 
markets now have a better probability of finding ways to distinguish themselves, 

thanks to Big Data. Up and coming products have always had a difficult job finding 

their target consumer. But now, with the use of data and analytics, it will be much 
easier to pinpoint how to reach those consumers, which ones to avoid entirely, and the 

most effective route to get there. Big Data provides similar advantages to established 
products but more importantly, it helps these well-known brands stay relevant to their 

demographic and, possibly, build new consumers they would have never been aware 

of before. 
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THE SOCIAL MEDIA EFFECTED ON USER’S 
INTERPERSONAL COMMUNICATION SELF ESTEEM 

ERIC STENLY 

ABSTRACT 

This paper focuses on how the social media effects on user’s self esteem. The paper’s main 

goal is to investigate the relationship between social media and user’s self esteem factor. The 

paper collected data from a number of the most active social media users to participate with 

probably random sampling system. Data was collected with the use of a questionnaire that 

contained closed-ended questions. This paper has been effectuated by the examination of the 

events such as the the effect of social network sites on adolescents’ social and academic 

development: current theories and controversies. The paper examines the relationship between 

social network and social capital, privacy, youth safety, psychological well-being, and educational 

achievement. Last paper explored the social network sites effects on active social media user’s 

social and academic development, this research highlights the importance relations of the user’s 

self esteem and  the affected physiologycal, safety, love,  and self actualization need factors. 

Keywords: Social Media, İnterpersonal Communication, Self Esteem, User Need. 

INTRODUCTION 

With the expansion of the internet, social media have become more and more 

familiar. Recent studies have shown that social media use is a good predictor of body 

dissatisfaction, eating disorder symptoms, and life satisfaction in adolescent girls 
(Ferguson, Muñoz, Garza, & Galindo, 2014). Other studies have shown that increased 

feelings of envy are significantly related to decreased feelings of life satisfaction and 
self-esteem for women who use online blogs and social media (Cretti, 2015).  Among 

the most popular, Facebook, Twitter and Instagram seem to be social media platforms 

that many people use frequently in their everyday lives. İn a social life, social media 
supports the primary needs. Social media is a crucial self-confidence vehicle.  From 

2005 to 2016, the number of internet users worldwide reached 3.5 billion, it increased 
to 2.21 billion in the previous year. The Repubic of China is estimated to reach 640 

million internet user (21.97%) and European Union reached 412 million users. The less 
internet users can be found in Marshall Islands, this population has only 10,709 users 

from 53,069 population. The number of the social network users worldwide is 

 Master Student, Public Relations and Promotion, Ege University, İzmir; Turkey. Email: 
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2.34billion. Facebook’s number of active users worldwide is 1,71 billion users. 

Facebook users use their time on Facebook via mobile device almost 68%.  The 

Number of monthly active Twitter users 313 million, around 100 million are active daily 
users even Fınally, almost 44 % of twitter users have never sent a tweet.  

Social media also allow users to construct electronic profiles for themselves, provide 
details about their lives and experiences, post pictures, maintain relationships, plan 

social events, meet new people, make observations of others’ lives, fulfill 

belongingness needs, and express their beliefs, preferences, and emotions (Boyd & 
Ellison, 2007; Ivcevic & Ambady, 2012; Nadkarni & Hofmann, 2012; Tosun, 2012).  

Given the relevance of social media to a variety of social functions, we suggest that 
people also used as a basis for social comparative functions, such as self-evaluation 

(Festinger, 1954) or self-enhancement (Gruder, 1971; Wills, 1981).  Many social 

medias like facebook, twitter or instagram allow users to share personal information, 
pictures or videos with their friends’ or followers’ Networks. The user’s personal 

sharing makes another users to give comment, do likers. Consequently, the frequency 
of another user’s comment or like, increases the user’s self-confidence. Every minute, 

every second, every hour, the user can update social media. Sometimes social media 
users write daily thoughts and ideas to discuss these thoughts and present new ideas 

through social media. Not only personal information, the user’s photos, videos, 

sharing, searching for work, and even sharing something becomes public consumption 
without anykınd of like or comment.  

Participants of the social media users create negative or positive social comparisons 
which effect another user. Then, social media user’s participant encourages social 

media participants to join in social media activity next user’s activity stimulates 

feedback from another relevant user. Media users can do social participation by 
uploading photo, commenting photo or replying some comments. Dryll (2001, p. 8.) 

Social interaction is understood as combination act of communication and an activity 
directed at an object within the common field of attention, characterized by co-

operation as well as competition, in an unrestricted time frame. The social media 
effects on how the people fulfill their beliefs, preferences, and emotions needs to do 

interpersonal communication. This people needs can be classified as biological and 

physiological, safety needs, love and belongingness needs, esteem needs and Self-
Actualization needs.  Biological and physiological, safety needs are more basic needs, 

everyone needs biological and physiological, safety thing. Love, belongingness needs 
and esteem needs, both of them can be categorized as psychological needs. The last, 

self-actualization needs are more self-fulfillment needs.  

 
LITERATURE REVIEW 

Social Media 
Social media is a very active and fast-moving domain. What may be up-to-date 

today could have disappeared from the virtual landscape tomorrow. (Kaplan & 

Haenlein, 2010). Social Media is created and combined with web 2.0 technologies. 
Web 2.0 facilitates social media user to sustain platforms of the interactivity.  İn this 

platform, feedback and exchange are the important factors. Web 2.0 Social media 
advanced by identifying three social information processes that constitute three forms 

of interaction not only in business but also social side, cognition, communication and 
cooperation. Social media is means of connections among people inwhich they create, 
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share, and exchange information and ideas in virtual communities and networks 

(Shrestha lucky, 2013).  

New information technologies, changing behaviour in the use of technology and 
increasing demands of the information seekers bring new ways of exchanges not only 

on a two-way, symmetric communication process, but on a many to many exchange 
process (Shirky, 2008, p. 87).  A recent study examined the indirect relationship 

between Facebook use and self-perceptions through negative social comparison and 
whether that relationship differs depending on whether the individual was initially a 

happy or unhappy person (de Vries & Kühne, 2015). Social media include networking 

sites such as Facebook, YouTube, and LinkedIn (Kaplan & Haenlein, 2010; Lenhart, 
Purcell, Smith, & Zichuhr, 2010). 

 
Interpersonal Communication 

Heath and Bryant (2000) state: “One of the motivations underpinning interpersonal 

communication is the acquisition of information with which to reduce uncertainty” (p. 
153). Hanson (2008) defined interpersonal communication as one on one 

communication, the intentional or accidental transmission of information through 
verbal or non-verbal message systems to another human being and provides many 

opportunities for feedback through nodding, raising eyebrows, touch or simple 
answers.  

Dominick (2011) who mentioned that feedback is another difference that exists 

between interpersonal and mass communication in that the flow in mass 
communication is typically one-way, and feedback, in many instances is more difficult 

than in the interpersonal setting but the feedback is immediate and the use of non-
verbal communication cues is very effective.   

Interpersonal communication can be influenced by attitude similarity, cultural 

similarity, culture, and self-monitoring on attraction, intent to interrogate, intent to 
self-disclose, attributional confidence, and intent to display nonverbal affiliative 

behaviors (Gudykunst & Nishida, 1984) 
 

Self Estem 

Self-esteem can be increased by achieving greater successes and maintained by 
avoiding failures, but it can also be increased by adopting less ambitious goals: ‘to give 

up pretensions is as blessed a relief as to get them gratified’ (James, 1890, p. 311). 
Mead’s (1934) symbolic interactionism outline the process by which people internalize 

ideas and attitudes expressed by significant figures in their lives so individuals come to 
respond to themselves in a manner consistent with the ways of those around him. Low 

self-esteem is likely to result when key figures reject, ignore, demean, or devalue the 

person. Self-esteem is a variety of attitude that emerged as a key concept in the social 
sciences almost 40 years earlier than the effects upon behaviour of differences in 

attitudes could be studied and then the attitudes were defined primarily in terms of 
emotional or evaluative reactions, they constitute our reactions of approval or 

disapproval, liking or dislike, for social practices, habits of behaviour, categories of 

people, political policies, public figures and so on (Morris Rosenberg, 1965) 
Josephs, Markus, and Tafarodi (1992) exposed men and women to false feedback 

indicating that they had deficits either on a performance dimension (e.g., competition, 
individual thinking) or on a social dimension (e.g., nurturance, interpersonal 
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integration) so men high in self-esteem enhanced their estimates at being able to 

engage successfully in future performance behaviors, whereas women high in self-

esteem enhanced their estimates at being able to engage successfully in future social 
behaviors. Overall, then, it appears that males gain self-esteem from getting ahead 

whereas females gain self-esteem from getting along.  
 

Maslow Media User Needs  

Abraham Harold Maslow proposed a theory that outlined five hierarchical needs 
which could also be applied to an organization and its employees’ performance, one 

does not feel the second need until the demands of the first have been satisfied or the 
third until the second has been satisfied, and so on (Gordon, 1965). Some research 

has shown support for Maslow’s theory, others have not been able to substantiate the 

idea of a needs hierarchy that is considered to be influenced by western culture, and 
thus cannot apply to all scenario (Richard, 2000). These five needs formed the basis 

for the formulation of the survey questions supporting the data gathered to test the 
hypotheses 

 
Physiological needs 

Physiological needs more tend to biological needs which consist of the need for 

oxygen, food, water, and a relatively constant body temperature. This need is crucial 
needs because if a person gets deprived of all needs, the condition would come first in 

the person's search for satisfaction. 
 

Safety needs 

the first all the level needs, physiological needs are met then controlling thoughts 
and behaviors, the needs for security can be active not only about mentality but also 

physic.  
 

Needs for love, affection and belongingness 
The first need have been satisfied or the third until the second has been satisfied, 

and so on (Gordon, 1965) so the next step how the people reach their need for love, 

affection and belongingness and get their overcome feelings of loneliness and 
alienation. The people tend to get involved both giving and receiving love, affection 

and the sense of belonging. 
 

Needs for esteem 

This need refers to stable, firmly based, high level of self-respect, and respect from 
others. This need effect on how the people get the confident and the confident will 

raise the frequency of interpersonal communication.  
 

Needs for self-actualization 

Maslow explained that self-actualization as a person's need to be and do that which 
the person was "born to do." Being a good communicator, being a high self esteem 

person, being a good friend, part of family, society are the example of "born to do." 
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METHODOLOGY 

The data were collected from the most active social media users who participated 

in the study with probability random sampling and a closed-ended questionnaire.   
 

Population and Sampling 
A probability sampling with a simple random sample was used. A total of 23 male 

and female Dpoint Barcelona Community participants, ages 18-60, participated in this 
study. The selection criteria were age and ethnic groups.  Dpoint Barcelona 

Community has various  cultural segmentation and social class such as low, middle and 

high classes societies.  
 

RESULT AND DISCUSSION 
 

Respondents’ Demography 

The respondents’ demographic characteristic was categorized as economic statue, 
age distribution and gender.  From 23 respondents, 8 respondents were women and 

the remaining 15 respondents were men.  The age distribution range was 20-32 and 
the modus was 23 years old (39,1 %). Almost all of the respondents stayed in the 

center of city (95,3 %) and the remain respondents stayed out of town (4,7%).  
 

Demography Pie & Bar Chart 

 

 
Pie & Bar Chart 1. Gender. 
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Pie & Bar Chart 2. Education 

 
Pie & Bar Chart 3. Living Place 

 
Pie & Bar Chart 4. Education. 
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University graduation was the dominant education grade (91,3%) followed by high 

school (4,1%) and primary school (4,1%).   

 
Pie & Bar Chart 5. Internet Function 

 
In terms of internet function, education effected the participant’s daily internet 

usage. The respondents of Dpoint Barcelona perceived the internet’s function as a 

research facility, online marketplace, official services, update information about social 
media, a daily agenda setting and entertainment such as watching video and playing 

games. 
Respondents frequently spent 5 hours per day to using social media such as 

Facebook (95,7 %), Whats App (82,6 %), YouTube (87 %), İnstagram (60,9 %) and 

Twitter (30,4%). Furthermore, finding new friends, playing a game, online chatting, 
following friends and brands, updating profiles and sharing (uploading photos, videos 

etc.) were their reason to stay updated on social media. Sharing photos and videos 
was the dominant activity for social media usage (69,6 %). 
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Bar Chart 6. Social Media and Spending Hours 

 
 

Bar Chart 7. Social Media Purpose. 
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The first, second and third charts illustrate the percentage of social media use, 

purpose and variety. The majority of university graduated users used Facebook (95,7 

%) to share their photos, videos or statues (69,6 %) for average, an hour in a day 
(21,7 %).  In contrast, the game use in social media was less popular with 8,7 % of 

the population, then Twitter use was 30, 4 %. 
 

Table 8. The Pearson Correlation 

no Variable N Mean Mode 
Std. 

Deviation 
df t 

1 I don’t feel well when I used the interactive social media (physic) 23 2,27 1 1,170 22 2,217 

2 
During my Facebook use, İ am thinking, I am a person with good 

skills and capabilities 
 (physic ii) 

23 2,65 1 1,265 22 2,652 

3 
According to my social media friends, I can do something better and 

well (safety) 
23 3,39 4 1,340 22 3,391 

4 

After doing conversation or posting something through social media, İ 

think, İ have good confidence because İ have same capabilities 
compared to others (safety ii) 

23 2,57 3 1,161 22 2,565 

5 Social media makes me bad (love) 23 2,04 1 1,397 22 2,04 

6 In social media, I know how to have a good conversation (love ii) 23 3,65 5 1,301 22 3,65 

7 
Social Media taught me to communicate well and support others (self 

esteem) 
23 3,04 3 1,397 22 3,04 

8 

Social media videos taught me to support others and give positive 

feedback  
(self esteem ii) 

23 3,04 3 1,261 22 3,04 

9 
Social media supports me to keep and form my good body  (self 

esteem iii) 
23 3,09 3 1,505 22 3,087 

10 
 I can understand my friends feelings from social media (self 

actualization) 
23 3,43 4 1,237 22 3,434 

11 
 the Social media makes me having more self-confident and self-

aware.  

(self actualization ii) 

23 2,91 3 1,345 22 2,91 

12 
Social media gives me ideas and inspiration so İ can learn new thing 

(self actualization iii) 
23 4,22 5 0,795 22 4,21 

        

 
 

The first and the second column of the output gives us the t-test value t(22)=2,217 
and t(22)= 2,652. This first second column reflects the Maslow need about physic 

need.  The eleventh twelfth thirteenth reflects the Maslow need about self 
actualization (t(22)= 3,434; 2,91 and 4,21.  The critical t with 22 degrees of freedom  

 

In order to test social media’s effects on user’s self esteem, the survey is computed 
using 12 Likert scale (1 to 5) items measuring strongly disagree, disagree, undecided, 

agree and strongly disagree. The survay totally has 12 questions about Maslow’s 
Hierarchy of Need including 2 questions about physiological needs, 2 questions about 

safety, 2 questions about love, 3 questions about self esteem and 3 questions self 

actualization. T and df can reflect the rejection.  if the one-tailed critical t value is no 
more than the observed t. The second condition, the means are in the right order, 

then it can reject H0 the null hypothesis or not. 
 

 



The Social Media Effected on User’s Interpersonal Communication Self Esteem 182 

Table 9. The table of critical t values 

 
 

The one-tailed test, look in a table of critical t values to determine the critical t. The 
critical t with 22 degrees of freedom, α = .05 and one-tailed is 1.717. The critical all 

variable t is 1.717 (from the table of critical t values) and the observed t is more than 

1.717, so this data can reject H0 the null hypothesis. 
The 13 questions show the relation between social media and users’ self esteem. In 

each case about half agree or strongly agree with the statements (n = 23 M:2,57).  
Only 2 statements don’t reach M:2,5, ‘I don’t feel well when I used the interactive 

social media’ (N:23 M:2,27 Mode: 1) and ‘Social Media makes me bad’ (N:23 M: 
2,04 Mode :1). Both statements implicitly depict the positive social media effect on 

user’s self esteem. The result explains that the social media users feel happy during 

their social media use and makes them much better.  
Another correlation hypothesis test is Pearson correlation. Pearson is conducted to 

observe the possibility of a relationship between social media and users’ self esteem.  
Correlation is an effect size and so we can verbally describe the strength of the 

correlation using the guide that Evans (1996) suggests for the absolute value of r:   

• .00-.19 “very weak” 
• .20-.39 “weak” 

• .40-.59 “moderate”  
• .60-.79 “strong” 

• .80-1.0 “very strong” 
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Table 10. The Maslow Variable 

 
phys

ic 
phys
ic2 

safe
ty 

safe
ty2 

love 
love
2 

Self 
este
em 

selfeste
em2 

selfeste
em3 

actualizat
ion 

actualizat
ion2 

actualizati
on3 

Edu

cati
on 

Pear
son 

Corr
elati

on 

0,36
5 

-

0,23
1 

0,37
7 

0,20
9 

-

0,29
0 

0,2
39 

-

0,39
1 

0,231 0,202 0,324 -0,122 -0,275 

 

Sig. 

(2-
taile
d) 

0,08
7 

0,28
8 

0,07
6 

0,33
9 

0,18
0 

0,2
73 

0,06
5 

0,288 0,355 0,131 0,579 0,204 

 
N 23 23 23 23 23 23 23 23 23 23 23 23 

Old 

Pear

son 
Corr

elati
on 

0,23
2 

0,09
9 

-
0,29

4 

-
0,16

3 

0,22
6 

-
0,3

51 

0,14
9 

-0,353 0,132 0,100 -0,310 0,215 

 

Sig. 
(2-
taile

d) 

0,28
6 

0,65
3 

0,17
3 

0,45
8 

0,30
0 

0,1
01 

0,49
7 

0,098 0,547 0,651 0,150 0,326 

 
N 23 23 23 23 23 23 23 23 23 23 23 23 

 

From 12 variables, positive and negative correlation determine the relationship of 

the variable, the user’s education and variable to Maslow need factors. A strong 
positive correlation between the two variables, education and first physic theory r =. 

0,365, p = < .001, education and safety level r =. 0,377, p = < .001, education and 
actualization level r =. 0,324, p = < .001and education and actualization level r =. 

0,324, p = < .001.  
A weak negative correlation is also shown by above table Pearson correlation. The 

level education and actualization theory has r = -0,122, p = < .001. Another weak 

negative correlation is determined by the relationship between the age and the safety 
need level, r = -0,163, p = < .001. 

 
CONCLUSION 

The purpose of this research was to investigate the relationship between social 

media and user’s self esteem. In detail, this research sought to show  a link between 
frequency of  social media use and quantity of self esteem especially among 

multicultural communicators.  
Media users tends to spend more time participating in social media life, uploading 

photos, commenting on photos or replying to comments. Social media leads the users 

to fulfill their beliefs, preferences, and emotional needs on interpersonal 
communication stage. The interpersonal communication needs such as physiological 

needs, safety needs, needs for love, self-esteem and actualization drive users to be 
selective in social media use.  

The current study, were that more frequent social media use 
and physical need would affect self-esteem levels. The users felt comfortable while 

they used interactive social media, Next, the users perceived good skills and 

capabilities in social media use. Social media stimulates the user to start a good 
conversation and gain the self esteem.  Social media supports good communication 

and support other social media users. The users perceive in a positive light and initiate 
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interactions to receive positive feedback.  Needs for self-actualization, as Maslow 

explained, self-actualization as a person's need to be and do that which the person is 

worth to get. Understanding user’s friends feeling from social media, having more self-
confidence and self-awareness, developing ideas and inspiration so the users can learn 

new thing are the way of the  actualization achievement.  
Future studies should continue to be conducted on this topic, especially focusing 

more on specific cultural responses. This research has a general result and covers 

many cultural behaviors. The hypothesis posited is that social media  stimulates the 
frequency of  self esteem. In future research, the variable can be modified into 

another form such as smartphone applications or media of the communication. 
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ABSTRACT 

During the past, few years, the journalistic community were expecting the time that the use 

of drones in their day to day job would be a common place. Due to ethics and privacy 

considerations, as well as regulation restrictions that are applied in most countries, this moment 

has yet to come. However, the use of drones during conflicts, civil unrests and environmental 

disasters is a proof that drone-generated content can be a valuable tool to tell a story. Their cost 

effectiveness and data gathering capabilities let them integrate and extend existing technologies. 

The current study aims at outlining the wanted /upcoming Drone Journalism services and the new 

potentials in the various forms of Journalism. Practical considerations regarding technical expertise 

and know-how in operating the new equipment, ethical issues and privacy implications that are 

related both to the profession of Journalism and the associated regulatory framework are also 

investigated.   

 

Keywords: Drone, Journalism, Regulations, Framework, Immersive, Content, Video. 

 

INTRODUCTION 

Undoubtedly, the rapid evolution of Information and Communication Technologies 

(ICTs) has changed the ways that mass communication services are deployed, thus 
shaping and offering new forms of Digital Journalism. The flourishing of social media 

and the proliferation of User-Generated Content (UGC) have significantly affected the 
way that news, infotainment services, multimedia content and generally digital 

information are produced and shared through multiple-channels over the Internet and 
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other Social Networking Sites (SNSs). Among others, this effect has been propelled by 

the exponential growth in the use of smart devices and the associated capabilities of the 

mobile computing technology. Most of these devices (smart-phones, tablets, etc.) 
inherently offer networking capabilities along with increased multimedia capturing, 

editing and sharing utilities. They also embed sensors (GPS, clocks, device owner data, 
etc.) that can offer context- and location-aware information and services (Dimoulas et 

al. 2014; Dimoulas & Symeonidis 2015; Papadopoulos et al., 2015). The same way that 

the aforementioned achievements have changed the role of journalists and overall the 
journalistic profession, the same impact is expected by new technologies, focusing on 

extending audience engagement through immersive experiences.  
In particular, new media coverage and dissemination technologies have already been 

launched, with more characteristic the Drone Journalism paradigm. Various types of 

Unmanned Aerial Vehicles (UAV) have started to be utilized by both professional media 
organizations and freelancers, including UGC-producers. New potentials appear, offering 

timely and geographically-boundless coverage (i.e. catching breaking news without 
location restrictions), new shooting capabilities (i.e. aerial view), remote-operation 

services (i.e. in hazardous environments), immersive storytelling and others 
(Chamberlain 2017; Chapa 2013; Cooke et al. 2017; Corcoran 2012, 2015; Culver 2014; 

Goldberg et al. 2013; Gynnild 2014; Tremayne & Clark 2014). At the same time, new 

technical expertise and know-how in operating the new technology are demanded. 
These difficulties are further deteriorated by the appearance of various ethical issues 

and privacy considerations, which are related both to the journalistic profession and the 
associated regulatory framework (Jarvis 2014; Holton et al. 2015; Whitaker 2016). The 

present research attempts to outline the upcoming services and forms of Drone 

Journalism, associating their progress (and advantages) with social and legal 
implications, technical, economic and other practical concerns. The rest of the paper is 

organized as follows. Related background is presented in the next section, focusing on 
operational, technological and cost issues, along with ethical and regulatory 

considerations. The main thrust of the paper comes next, where, besides basic 
definitions and journalistic perspectives of Drone Journalism, a new computational model 

is presented, purposing to enhance audience engagement through collaborative 

immersive experiences. Future expectation and challenges are also evaluated through a 
focused SWOT analysis. Conclusion and future research remarks are drawn at the last 

section.  
 

BACKGROUND 

It is well known than UAVs have been originally implemented to serve the defense 
industry, for gathering information about opponent armies and generally for remotely 

operating military missions. The technology of unmanned aircrafts that are similar to 
today’s drones is dated at the end of the World War II, while entering to the cold war 

between the USA and the Soviets. However, the initial idea of using UAV in the battlefield 

was originated during the American Civil War and World War I, where balloons where 
used as “as training tools (targets) and eventually as delivery systems for bombs” 

(Tremayne & Clark 2014). Tremendous progress was conducted during the intensive 
cold war period (at 60s’), where the UAV program of USA was prioritized, resulting to 

the development of aircrafts resembling modern military drones, which were used for 
espionage (i.e. capturing a “photographic inventory of Soviet missiles”) (Tremayne & 

Clark 2014). Today, there are various names /acronyms that are used as synonyms of 
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what we call drones: “unmanned aircrafts (UA), unmanned aircraft systems (UAS), 

unmanned aerial systems (another UAS), remotely piloted aircrafts (RPAs), remotely 

piloted vehicles (RPVs), unmanned aerial vehicles (UAVs), uninhabited aircraft, drone 
aircraft, and drones” (Tremayne & Clark 2014). Regardless their names, these systems 

feature similar capabilities and purposes: they are relatively small in size and self-
powered aerial vehicles, they do not carry human operators so that are usually controlled 

remotely by the Pilot in Command (PIC), while they can also fly autonomously 
(Tremayne & Clark 2014). Given these attributes, drones are very useful in other 

applications besides military missions, such as in flight-transportation of lightweight 

objects (i.e. books, food, medicines, etc.) and, mostly, in aerial surveillance /coverage 
of various events that can be part of newsgathering and mass communication services. 

These latter cases led to the formation of Drone Journalism, which actually launched 
and started evolving within the last decade (Chamberlain, 2017; Chapa, 2013; Cooke et 

al., 2017; Corcoran, 2012, 2015; Culver, 2014; Goldberg et al., 2013; Gynnild 2014; 

Tremayne & Clark 2014). However, there is a variety of operational, technological and 
economic issues, along with multiple ethical and legal implications, whose settlement is 

considered a serious prerequisite, before Drone Journalism could be widely and safely 
deployed. 

 
OPERATIONAL, TECHNOLOGICAL AND ECONOMIC ASPECTS 

Operational, technological and economic issues outline the practical dimensions of 

Drone Journalism that are considered very important for all professional media 
organization, freelancers drone hobbyist and citizen journalists. First of all, immediacy 

and cost in obtaining and deploying the necessary equipment plays a very significant 
role in the practical adoption of the technology. While the cost of some primitive drone 

equipment might be kept at low levels (i.e. 300-500€), the spent amount is directly 

proportional to the offered surveillance capabilities. While the practical use of the 
aforementioned lowest-budged UAVs is very limited in real-word newsgathering 

services, drones with costs starting at 2,000€ can operate for over an hour in quite 
demanding scenarios (e.g. breaking news reporting, environmental journalism, sports 

coverage, dissemination storytelling in tourism and broader commercial actions, focused 

documentaries and others) (Corcoran, 2015). Reliability is a very crucial parameter that 
is depended on many related factors, such as weather conditions, Wi-Fi status and 

reliance, remote operation range, accuracy of the data provided by the embedded 
sensors and other unexpected situations, thus requiring for more sophisticated design 

and manufacture. Furthermore, the drone flying autonomy is linked to the technology 
and weight of the associated batteries (or fuel tanks), as well as the involved lifting 

motors. Likewise, high quality capturing of photos and videos require larger, heavier and 

more expensive optical lenses (and overall electronics). As weight increases, the safety 
precautions become more important for all the operating users, the public and the drone 

equipment itself. Therefore, dedicated know-how is needed for controlling UAVs in real 
newsgathering situations, for carefully scheduling proper operation and maintenance of 

all the involved systems before, during and after the flight. This technical, procedural 

and operational expertise is necessary to the new journalists that will play the roles of 
drone commanders (PIC) and observers (Culver 2014; Corcoran 2012, 2015; Tremayne 

& Clark 2014).  
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On the other hand, in all of the above aspects, drones (and UAVs in general) feature 

certain advantages when compared to other aerial means, such as helicopters. For 

decades, news media corporations depended heavily on “hiring helicopters, planes, and 
professional aerial photographers for specific events” (Gynnild 2014). Technological 

evolution of UAV technology, result in significant reduction of aerial imagery and videos 
costs. Undoubtedly, the cost of piloted helicopters is much higher, while related 

newsgathering missions require for certified pilots and trained professionals. The same 

applies for the safety aspects, where drones are considered advantageous, especially 
for operating in hazardous and /or hostile environments. Thus, journalists can enjoy 

safer conditions when working under unpredictable occasions, where expected 
eyewitness account is replaced by the “robot eye-witnessing” of “UAVs-vision” (Gynnild 

2014). Furthermore, drones seem to be beneficial in terms of portability and rapid 

deployment, which is also facilitated by the light-weighted and less complex nature of 
the associated regulatory obligations (i.e. flight-plans submission to the corresponding 

authorities). Due to these features and the underlying adventure in remotely flying and 
observing through unmanned aircrafts, the number of drone amateurs is steadily rising. 

Hence, media organizations could exploit these drone enthusiasts through the paradigm 
of citizen’s journalism (Gynnild 2014). At the same time, a large number of websites, 

blogs, instructional forums or even academic study programs are created, aiming at 

supporting users and settling the “degree of complexity” of the Drone Journalism 
innovation, which is also considered an important factor for its successful deployment 

(Gynnild 2014; Waite & Kreimer 2016; Whitaker 2016). Overall, drone advantages can 
be synopsized in the expected improvements in a) the existed business models, b) the 

journalistic working conditions and c) the quality of the offered journalism services and 

products (Gynnild 2014; Tremayne & Clark 2014). 
 

ETHICAL AND REGULATORY CONSIDERATIONS 
As already explained, two major drone advantages, especially when compared to 

helicopters in urban newsgathering scenarios, is convenience and low-cost (Corcoran, 
2015). This is very important considering that the new technology is still maturing and, 

in no case, it can be considered at the same maturity level with the news helicopters. 

Among the issues that haven’t been properly settled yet it can be considered the moral 
implications that are related to journalism ethics, the privacy and security concerns, as 

well as their accommodation into an integrated regulatory framework. While a single 
worldwide-adopted regulatory framework is missing, there is observed a systematic 

effort for many states /countries to settle legal issues related with Drone Journalism, by 

following some ground rules. For instance, by Jan 22, 2014 only forty-three states of 
USA allowed drones use, while just nine of them have enacted related legislation (Jarvis, 

2014). Experts, academic /researches and practitioners that are actively involved in the 
field insist that number one priority of operating UAVs is safety, which should not be 

compromised at no time or reason (Waite & Kreimer 2016). Security and safety concern 

all the people and surrounding objects near the taking-off /landing zone and the areas 
neighbouring the flight plan (in ground or air). It is very important for both the safety of 

the PIC and the used equipment that the flight will terminate properly, with the UAV 
returning intact to its base. Hence, all the flight operations are controlled by the PIC, 

who has the ultimate authority, so that is entirely responsible for submitting and 
executing the proposed flight plan. For this reason, a related certification by the 

corresponding authorities is necessary to verify that a person has the knowledge and 
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skills for acting as a PIC. The roles of the Observer and Journalist have also been 

foreseen, although the same individual can fulfil all the three positions (Waite & Kreimer 

2016). The former (Observer) monitors the operation area and examines for potential 
hazards, case that is obliged to immediately notify the PIC. The latter (Journalist) 

determines the flight purposes with respect to the needs of media capturing and 
storytelling but, again, all the final decision is entirely up to the PIC (Waite & Kreimer 

2016). 
The Professional Society of Drone Journalists (PSDJ, 

http://www.dronejournalism.org/) has been created, aiming at providing some ground 

rules for journalists in operating drones. While most PSDJ members admit that drones 
can invade privacy and rise security concerns, they also criticise lawmakers and those 

who object Drone Journalism for overreaction. At the same time, PSDJ tries to form its 
own “ethical code” that drone journalist should follow. For instance, a generic guideline 

is to use drones only in cases that no other newsgathering mean is available /applicable 

and in case of a newsworthy story. On the other hand, it is obvious that drones, besides 
eye-witnessing, can also offer rich media experience (i.e. aerial view /footage, 

immersion, etc.), so that rising of content- /theme-related constrains is not such helpful, 
or even fair and deontological. Otherwise, such types of “when, where, what, why, who” 

restrictions would have been applied on traditional journalism as well, deteriorating the 
access of reporters and photographers to private areas (Gynnild 2014; Chapa 2013). In 

addition, drone journalists should avoid conflict of interest with respect to the 

independency of the used newsgathering source, or in terms of intentionally sabotaging 
their colleagues, issues that have both moral and security (safety) dimensions (Culver 

2014; Waite & Kreimer 2016). Besides the privacy and ethical implications, emphasis is 
also given on the wanted drone aviation rules. Considering their importance, such 

regulation frameworks apply to many countries. For example, in the US a drone has to 

be registered ($5 cost) if it is heavier than 25Kg and lighter than 25Kg, in case of no 
professional use. Among the requirements to fly a UAS commercially include flying below 

400 feet, only during daytime and less than 100 miles per hour.  But the standout 
requirement is that commercial drone operators will need to take a written, in-person, 

drone-specific, aeronautical knowledge test (Part 107 certification) (Chapa, 2013; 

Goldberg et al. 2013; Gynnild 2014; Waite & Kreimer, 2016; Whitaker 2016). 
 

DRONES AND DRONE JOURNALISM BASIC DEFINITIONS AND 
JOURNALISTIC PERSPECTIVES 

Drone Journalism refers to the utilization of drones as newsgathering mean in a wide 
range of journalism and mass communication services. A simpler and stricter definition 

has been provided by Matt Waite, who runs the Drone Journalism Lab: “It’s using a small 

unmanned aircraft to gather photo, video, and data for journalism” (Whitaker, 2016). 
While the definitions describe the typical uses of drones in journalism, there are also 

some not such obvious cases. Hence, UAVs can collect additional data offered by the 
embedded sensors (i.e. invisible /infrared light cameras, atmospheric pollution 

measures, smoke detection, location and geographical information, and others), so they 

can be utilized in Data Journalism and associated news /story validation processes. Also, 
they can be programmed to capture multiple high-resolution photographs from different 

angles, which can be combined to create photorealistic 3D models through the principles 
of photogrammetry. These graphical models can be then exploited in immersive stories 
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and virtual /augmented reality services (VR/AR) that are considered as the next big thing 

in Journalism. Apparently, these innovative services trigger active audience collaboration 

and enhancement and they have been used for raising public awareness in various 
circumstance. Characteristic examples are the (civil war) Syria Project 

(http://www.immersivejournalism.com/project-syria-premieres-at-the-world-economic-
forum/), the Dandora Dumpsite in Nairobi, Kenya (https://ejatlas.org/conflict/dandora-

landfill-in-nairobi-kenya), and others (Corcoran, 2015; Ogleby & Joshi 2016; Tremayne 

& Clark 2014; Whitaker 2016). 

 
 

Figure 1: Four broad categories of UAVs based on cost, physical dimensions and 
operational capabilities (Corcoran, 2015) 

 

In terms of technological and functional characteristics, UAVs can be classified into 

four main categories, having different cost, weight and operational capabilities (Figure 

1). Most UAVs are guided through GPS, especially in outdoor scenarios. Newsgathering 

drones would probably have battery life of about 20 min flights, with lower costs 

machines (~1,000€) being sensitive to wind and rain (Chapa 2013; Corcoran 2015). 

Typical drone uses that are both “technologically feasible and journalistic advantageous” 

involve capturing of aerial images and analytic data (e.g. wind speed, atmospheric 

pressure etc.), live video streaming, digital mapping and topographic modelling (Culver 

2014). As it happens with all robots /machines, accuracy and context of the data 

supplementing a story are not such self-evident, as long as empathy and human 

perception are missing (i.e. in contrast to news-helicopters, where the human element 

exists). However, semantic processing technologies are rapidly evolving thus offering 

new potentials in improving the accuracy and extracting thematic concepts /semantics 

of the provided multimodal information (Corcoran 2015; Chapa 2013; Culver 2014; 

Goldberg et al. 2013; Papadopoulos et al. 2015; Tremayne & Clark 2014). 
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Figure 2: Representative drone footage examples (historic and environmental 

documentaries, nature monitoring, highway and traffic surveillance)  

 

Among the most popular Drone Journalism use case scenarios it can be listed the 

nuclear disaster of Fukushima Daiichi, Japan, in March 2011. For evident reasons, the 

hazardous environment could not be directly accessed from ground or air, the same time 

that questions were arisen regarding the validity of the radiation level measurements, 

which were taken and announced by the Japanese government. Hence, news 

organizations had no other choice in validating the given data but to compare them with 

those of other official agencies, reporting important deviations when observed. A year 

later, drone technology was applied in the Fukushima, gathering images and associated 

information, thus providing a much more sophisticated and accurate solution to the 

above reporting problem. Likewise, drone journalism could be the ideal tool for reporting 

physical disasters (e.g. an earthquake or hurricane, etc.), while offering valuable civil 

protection informing services to the public (Culver 2014). We are not far from the 

moment that drones would become a common news reporting tool and/or an 

indispensable item of most media organization or freelancer’s backpack (Corcoran 2015). 

Drones are very useful on newsgathering, where immediate and geographically 

unconstrained coverage is valuable (i.e. major conflicts, civil unrests, disaster coverage 

and relief: floods, fires, earthquakes, etc.). Additional cases include environmental 

journalism, aerial surveillance, nature monitoring, wildlife protection, sports coverage 
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and retrieval, investigation and documentation of crimes and generally illegal activities, 

where, besides immediacy and mobility, multiple viewpoints are essential. As already 

mentioned, drones are very important in hostile and hazardous environments, where 

human approach is considered dangerous and unsafe, and/or when ground coverage is 

not feasible; there is also the “disposable drone scenario”, where it is expected that 

UAVs might not return to the land zone (Corcoran 2015; Ogleby & Joshi 2016). Featured 

documentaries have also been created using drone footage, like the “Auschwitz: Drone 

video of Nazi concentration camp” (https://youtu.be/449ZOWbUkf0) and the “Postcards 

from Pripyat, Chernobyl” (https://vimeo.com/112681885). Related drone footage of the 

above examples is presented in Figure 2. 

 

DRONES, IMMERSIVE JOURNALISM AND AUDIENCE ENGAGEMENT: 
A collaborative model 

The motivation of the proposed model stems from the particularities residing in 

contemporary digital storytelling and media coverage, where multiple users and 

publication channels are involved in capturing and sharing events, experiences and 

places. It is very common for professional media organizations to utilize UGC content in 

their broadcasting /streaming program. Besides the streams that are captured and 

shared through mobile devices, drone footage from both journalists and hobbyist is 

usually involved. Moreover, terrestrial audiovisual surveillance modules (including UGVs 

–Unmanned Ground Vehicles) and integrated monitoring networks can be part of such 

multi-channel media coverage systems. Given that exploitation of the various content 

versions may lead to significant content enhancement, difficulties regarding their 

detection and synchronization have to be overcome. Hence, some events can be initially 

identified based only on audio features, thus performing a coarse /cost-effective 

annotation. Refinement is possible through motion analysis and image-matching (i.e. 

near-duplicate detection and other similar techniques), while GPS and time-related 

information can be further utilized along with user-provided metadata. In general, 

different users will focus on the part of the story they find interesting (in any context), 

so practically they capture different parts and/or views of the same event (Dimoulas & 

Symeonidis 2016). This plurality of streams offers the wanted multiple viewpoints, which 

can be combined and enhanced, augmenting audience interaction and engagement 

through immersive storytelling experiences (i.e. multi-view selection, AR projection, 

location and language adaptation, channel- and terminal-oriented playback, 3D-

reproduction, panoramic and time-lapse virtual navigation, etc.). Specifically, in the 

newsgathering case, reporters (professional journalists and/or UGC-users) impose their 

own subjective point of view, either unintentionally or purposely (this is usually reflected 

on the involved audiovisual captures, but also on the textual comments and reportages). 

Hence, a wider, more complete and versatile view of the event can be offered, purposing 

to meet audience demands in a more personalized manner. Apparently, advanced 

machine learning (i.e. deep learning) and multimodal semantic processing algorithms 

are required for both synchronizing and documenting all the footage of the associated 

https://youtu.be/449ZOWbUkf0
https://vimeo.com/112681885
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events, as well as for adapting the storytelling to the personalized needs of the audience 

(Dimoulas & Symeonidis 2016; Papadopoulos et al., 2015).  

The architecture of the proposed collaborative model is presented in Figure 3, where 

it is also depicted the key role of UAVs. In particular, the journalistic needs for timely 

and geographically unconstrained news coverage can be sufficiently satisfied through 

the associated immediacy and mobility advantage of drones. The model anticipates 

human and media resources allocation and collaboration in an integrated manner, so 

that the captured multimodal information could be exploited in compound added-value 

services for joint informing /infotainment, communication and storytelling, fulfilling 

multiple aspects (i.e. news, entertainment, education, culture, tourism, social 

awareness, etc.). For instance, a footage that is capture for environmental surveillance 

purposes (i.e. observe long-term environmental changes and analyze their impact to our 

life), can also be exploited for arising related public awareness and/or for civil protection. 

The same material can demonstrate the area as a touristic destination, boosting digital 

economy through dissemination actions, while it can provide important information to 

targeted agricultural producers. Besides the completeness in end-uses, different parts 

of the media network can fulfill the missing viewpoints, confronting weakness of one 

technology with advantages of the others. Hence, drones will offer the aerial view 

benefits in case that ground view is not feasible, although additional audio tracks would 

be probably required due to the drone noises. Equally important is considered the 

implementation of a decision-making system for suggesting and selecting media 

resources. Given the guideline of using drones only if necessary and in newsworthy 

stories, the system would be able to scan social media through proper topic detection 

mechanisms, deciding drone engagement when it is actually needed. On the other hand, 

the provided drone footage and its synchronization with the remaining media assets 

would validate the importance and authenticity of the initial triggering information, while 

it will also offer feedback for further improving the alerting mechanisms. The proposed 

model requires both technological sophistication and human effort, but once constructed 

it can be applied in almost all forms of journalism (i.e. environmental, sports, news, 

documentaries etc.). 
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Figure 3: Drones, immersive journalism and audience engagement: A collaborative model  

 

CONCLUSIONS: Future expectations and challenges 

Many researches support that the rush of Drone Journalism has been started and 

cannot be undone. This is expected to decrease the human resources that are required 

in a typical newsgathering team. In any case, as it happened with the transformation of 

journalism during the social media era, it is unlikely that the journalistic practice will be 

radically changed. Still, the role of the human element will remain important for editorial 

decision, storytelling methodologies and overall mass communication policies. Similarly, 

it is not expected that drones will entirely substitute news-helicopters. However, there 

are many cases where the low cost and the fast deployment of UAVs are preferred (i.e. 

traffic /jam monitoring, protests, etc.). In the long-term, it is expected that drones will 

add another newsgathering tool for journalists that would be combined with all the other 

contemporary media technologies (Corcoran 2015; Chapa 2013; Jarvis 2014; Mancosu 

2016). This expectation is also reflected in the proposed collaborative model, but also 

on associated SWOT analyses, pointing out Strengths, Weaknesses, Opportunities and 

Threads. Apparently, most of the advantages that have been presented so far are listed 

in the strengths of Drone Journalism. Equally significant is the fact that newsgathering 

UAV technology is rapidly evolving and hasn’t reached its maturity roof, yet. On the 

other hand, there are certain weaknesses coming from technological and socioeconomic 

limitations. For instance, battery operated drones have short-duration autonomy, while 

the adoption of stronger gas-operated motors will create other problems (i.e. cost 

increase, noise and annoyance to the surrounding areas, increased risk of accident and 

safety compromises, etc.). Undoubtedly, the most important weakness is related to the 

need of an applicable regulatory framework that will offer to the drone journalists the 
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wanted freedom, settling all legal and operational aspects, but without violating ethical, 

privacy, safety and generally security implications. These latest concerns can also be 

listed in the associated Threads (Corcoran 2015; Chapa 2013; Waite & Kreimer 2016). 

The most important advantages of the future of Drone Journalism stem from the 

innumerable challenges that we have in sight. For instance, environmental issues and 

better management of earth resources is considered very critical for the upcoming 

decades. Journalists and news media are obliged to inform people, so that understanding 

of what is really happening will lead to the most effective solutions. UAV surveillance 

allows for long-term environmental monitoring, which could be very useful in the above 

directions. New technologies (i.e. multispectral imaging) would allow the monitoring of 

invisible changes, which can be conducted on a regular basis (due to the low cost of the 

flight). While the technology of multispectral imaging is expensive at the moment (and 

rather not fully compatible with drone at UAVs, yet) it is more than certain that such 

monitoring tools will be commonly available in the not-so-far future (Dorroh 2015; 

Whitaker, 2016). In the same context, based on the foreseen technological advances a 

research was conducted on media experts asking them about the top opportunities of 

drones in Journalism (Mancosu 2016). Most of them agreed to the following top-listed 

opportunities: “extended storytelling options”, “cost effectiveness /affordability”, “data 

gathering”, “integration with emerging innovative technologies”, “human life 

saving/safety for journalists & operators”. They also verified all of the challenges that 

have been already discussed in this paper: “legal/regulatory framework”, “operational 

safety risks /hazards”, “negative public perception”, “privacy violation risks”, “quality of 

training of operators on aerial visual grammar” (Mancosu 2016). As it is also reflected in 

the proposed model, the progress of related technologies, like Data and Immersive 

Journalism, as well the acquisition of the wanted know-how and the constructive 

collaboration between all the involved parties will determine the success and the future 

of Drone Journalism.  

 

 

 
 

 
 

 
 

 

 
 

 
 

 

 
 

 



Drone Journalism: Generating Immersive Experiences 198 

REFERENCES 

Chamberlain, Phillip. (2017): Drones and Journalism. New York In: Routledge.  

 

Chapa, Lilly. (2013): ‘Drone journalism begins slow take off’ In: News media and 

the law 2013 37(2): 9-10. 

 

Cooke, Nancy., Rowe, Leah. & Winston, Bennett., (2017): Remotely piloted aircraft 

systems: a human systems integration perspective In: Chichester, West Sussex, United 

Kingdom John Wiley & Sons, Inc.  

 

Corcoran, Mark., (2012): ‘Drone journalism takes off’, ABC News. In: 

http://www.abc.net.au/news/2012-02-21/drone-journalism-takes-off/3840616 

[Accessed Oct 10, 2016].  

 

Corcoran, Mark., (2015): ‘Drone Journalism: Newsgathering applications of 

Unmanned Aerial Vehicles (UAVs) in covering conflict, civil unrest and disaster’ In: 

https://assets.documentcloud.org/documents/1034066/final-drone-journalism-during-

conflict-civil.pdf [Accessed Oct. 10, 2016]. 

 

Culver, Kathleen Bartzen (2014): ‘From battlefield to newsroom: Ethical 

implications of drone technology in journalism’ In: Journal of Mass Media Ethics, 2014 

29:52–64.  

 

Dimoulas, Charalampos., Veglis, Andreas., & Kalliris, George. (2014): “Application 

of Mobile Cloud-Based Technologies in News Reporting: Current Trends and Future 

Perspectives”. In: J. Rodrigues, K. Lin, & J. Lloret (Eds.), Mobile Networks and Cloud 

Computing Convergence for Progressive Services and Applications, IGI, pp. 320-343. 

 

Dimoulas, Charalampos, & Symeonidis, Andreas (2015): ‘Syncing shared 

multimedia through audiovisual bimodal segmentation’ In: Papadopoulos S., Cesar P., 

Shamma D.A. & Kelliher S. (Eds.) Special issue on Social Multimedia and Storytelling. 

MultiMedia IEEE 2015 22(3): 26-42.  

 

Dorroh, Jennifer. (2015): ‘Environmental Reporting and Media Development: 

Equipping Journalists with the Training and Tools to Cover a Critical Beat’, Center for 

International Media Assistance (CIMCA) In: 

http://www.cima.ned.org/publication/environmental-reporting-media-development/ 

[Accessed Feb. 1, 2017]. 

 

Goldberg, David., Corcoran, Mark., & Picard, Robert. (2013): ‘Remotely Piloted 

Aircraft Systems & Journalism’, Reuters Institute for the Study of Journalism In: 

https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Remotely%20Piloted%20Air

craft%20and%20Journalism_0.pdf [Accessed Feb. 1, 2017]. 

 



Journal of Media Critiques [JMC] – Vol.3 No.11 2017 
 
 

199 

Gynnild, Astrid. (2014): ‘The Robot Eye Witness: Extending visual journalism 

through drone surveillance’ In: Digital journalism, 2014 2(3): 334-343. 

 

Jarvis, John. (2014): “The ethical debate of drone journalism: flying into the future 

of reporting” In:: http://opensiuc.lib.siu.edu/gs_rp/475 [Accessed Oct. 10, 2016]. 

 

Holton, Avery., Lawson, Sean., & Love, Cynthia. (2015): ‘Unmanned Aerial 

Vehicles: Opportunities, barriers, and the future of <drone journalism>’ In: Journalism 

Practice 2015 9(5): 634-650. 

 

Mancosu, Marco., (2016): Opportunities & Challenges In Drone Journalism: 15 

Experts Share Their Views. Skytango In: https://skytango.com/drone-journalism-

opportunities-and-challenges-15-experts-share-their-views/  [Accessed February 20, 

2017]. 

 

Ogleby, George. & Joshi, Cameron., (2016): Five ways drones are being used to help 

the environment. Edie.net In: https://www.edie.net/news/8/Drone-technology-

environmental-sustainability-impact-for-the-UK/ [Accessed February 20, 2017]. 

 

Papadopoulos Symeon., Cesar Pablo., Shamma David & Kelliher Aisling (Eds.) 

(2015): ‘Special issue on Social Multimedia and Storytelling’ In: MultiMedia IEEE 2015 

22(3): 10-65. 

 

Tremayne, Mark., & Clark, Andrew. (2014): ‘New perspectives from the sky: 

Unmanned aerial vehicles and journalism’ In: Digital journalism 2014 2(2): 232-246. 

 

Waite, Matt. & Kreimer, Ben. (2016): Drone Journalism Lab Operations Manual In: 

http://digitalcommons.unl.edu/cgi/viewcontent.cgi?article=1097&context=journalismfa

cpub  [Accessed March 20, 2017]. 

 

Whitaker, Nicholas., (2016): An interview with Matt Waite about the future of Drone 

Journalism, Medium In: https://medium.com/google-news-lab/drone-journalism-an-

interview-with-matt-waite-about-the-future-of-drones-in-journalism-

7b1811c661aa#.ua2mkwlzw [Accessed Oct. 10, 2016]. 
 



Vo l . 3  N o . 1 1  2 0 1 7  
COMinG Special Issue  3

P-ISSN: 2056 9785
E-ISSN: 2056 9793
doi: 10.17349/jmc117300


	Book-1-Front-B5
	COMING-SP-ContentTable
	article-1
	article-2
	article-3
	article-4
	article-5
	article-6
	article-7
	article-8
	article-9
	article-10
	article-11
	article-12
	article-13
	article-14
	article-16
	article-17
	Book-1-Back-B5

