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Prof. Mirko Mileti¢, PhD*
Faculty of Culture and Media
“John Naisbitt” University, Belgrade, Serbia

PREFACE:
SCIENTIFIC AND TECHNOLOGICAL
REVOLUTION AS INFORMATION
REVOLUTION

The features of the beginning of the third millennium are larger, more radical and
engaging changes at all levels of social organization and in all functional areas of social
organization. They are equally visible in global society worldwide as well as in regional,
state national and local communities. Equally intensive, those changes are at the same
time present in industrial, political and civil sectors of social organization as well as
in public and private sphere of human existence. They are happening so fast that they
make obsolete the very notions of how new discoveries and new inventions in man's
life cycle have made our school knowledge inadequate insomuch that the rules we have
acquired in our childhood hardly match big occurrences which we will find ourselves
in the midst of when we grow up. Because the “new discoveries and new inventions”
make the previously acquired knowledge inedaquate within just a decade in a large
number of the cases; today, this does not happen in classical schools any more, but in —
the mediasphere.

The generator of all modern social changes is an ongoing scientific and technologi-
cal revolution. We are talking about the third quintessential transition of the produc-
tive forces in human history resulting in, as in the previous two transitions, creation
of a historically entirely new type of society. The first such transition, the agricultural
revolution, occurred more than tens of millenniums ago when people, gatherers and
nomad hunters, began tilling the soil, growing crops and livestock. The second one - the
industrial revolution, commenced with the manufacturing process during the middle
ages and continued with the invention of the so-called processing machine. Thereafter,
it significantly intensified with the invention of the steam engine at the end of the 17"
century, and completely affirmed itself with the application of the complex automation
machineries in the first half of the 20" century. Owing to the agricultural revolution,
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the primordial community transitioned into the agrarian type of society; the industrial
revolution transformed the people of agrarian society into industrial society; finally,
the ongoing scientific and technological revolution has introduced the mankind to the
future that already commenced - the era of postindustrial society.

The sources of the scientific and technological revolution are in higly developed
countries (USA, Western Europe, Japan, etc.), which reached their saturation point in
the second half of the 20" century during the industrial mass production. We are talk-
ing about the phenomenon contained in scientific, technical and technological break-
throughs in all the areas of social life of these countries. Although it occurred organically
in those countries, the scientific and technological revolution spread in various scopes,
velocities and ranges to other parts of the world. In essence, it stands for the process
of universal changes in all production forces which the industrial civilization is based
upon and is expressed by the unity of scientific, technical, technological, raw materials
and energy breakthroughs in the social life, thus becoming its integral and inseparable
part, and a part of fundamental social changes. The scientific and technological revolu-
tion is manifested empirically in many different ways: change and growth of the social
significance of science and scientific breakthroughs, accelerated increase of technical and
technological inventions and innovations, discovery of new materials and power sources,
development of new technologies and industry sectors, i.e. technological and industry
complexes, robotization of production, conquering the space, as well as new models of
production management, but implicitly also the management of society as a whole.

However, without disregard for all the above branches of scientific and technologi-
cal revolutions, the changes in human communications caused by the occurrence and
accelerated development of new media are, nevertheless, its most consequent expres-
sion. Therefore, this revolution is called, metaphorically speaking - the information
revolution, because different aspects of cognitive and practical solutions to the prob-
lems related to efficient collection, processing, dissemination and use of information,
as the most significant presumptions for the development of modern society, and the
postindustrial or information society, respectively, are at its core.

What is common to all the theorists rethinking about the information society, irre-
spective of the conceptual and philosophical boundaries in which they do so, is that they
understand it as the emerging mostpodern society which is a sort of result and expres-
sion of the ongoing scientific and technological, i.e. information, revolution. Also, in
it, apart from the three existing economy sectors (primary - agriculture and mining,
secondary - industry, tertial - services), the fourth one is starting to occur and become
more dominant. It is the so-called quartal economy sector - information and knowledge
production. Finally, the fifth sector is also recognized, so-called “quinary activities are
services that focus on the creation, re-arrangement and interpretation of new and exist-
ing ideas; data interpretation and the use and evaluation of new technologies.”

! https://www.clearias.com/sectors-of-economy-primary-secondary-tertiary-quaternary-

quinary/
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The understanding of social changes under the influence of the information revo-
lution is the topic of these thematic proceedings. The proceedings have been created
by inviting scientific researchers from the World, Region and Serbia to give answers
with the results of their researches to some questions that are extruded from the age of
transition between the industrial and information society, in which we have been living
for several decades already. “In a time of parenthesis we have extraordinary leverage
and influence - individually, professionally and institutionally - if we can only clearly
understand it, have clear conceptions, get a clear vision of the road ahead. Lord, what
a fantastic time” — marked as early as in 1982 in the cult book titled “Megatrends” one
of the most prominent world futurologists, John Naisbitt, whose name was given to the
University within which is the Faculty of Culture and Media, the publisher of the the-
matic proceedings “Information revolution, new media and social changes.”

The thematic proceedings consist of 32 papers of the renowned scientists, but also
the members of scientific youth, from the United States of America, Germany, Spain,
Hungary Romania, Greece, the United Arab Emirates, Montenegro and Serbia. The
thematic proceedings have been organised into two thematic wholes:

I.  “Information revolution, new media and social, economic and political changes”

II. “Information revolution, new media and changes in culture, education and arts”

The renewal of the thematic proceedings is one of the outcomes of the scientific and
research project titled the “Public policy improvement in Serbia aimed at improving cit-
izens' social security and sustainable economic development” (2011 - 2016), which was
executed by the “John Naisbitt” University under the auspices of the Ministry of Education,
Science and Technological Development of the Republic of Serbia (MESTD No. 47004).
Within the project, the lecturers and associates of the Faculty of Culture and Media exe-
cuted the sub-project titled “Management and organizational dimension of cultural, arts
and media practices as a presumption of sustainable development.” The research results
were communicated at three biennial scientific conferences (national in 2012, national
with international participation in 2014, international in 2016), and presented, except in
this one, in the two previous thematic proceedings: “Cultural policy, artistic creativity and
media practice aiming at sustainable social development” and “Contemporary art practice,
media literacy, cultural identity and social development,” collectively called “Culture and
social development” (I, IT and III).

The two already published thematic proceedings have been undividedly accepted by
the scientific public and have very quickly become an important scientific resource for
researchers in the fields of culture, artistic creativity and media practice. They have also
been included in the literature used by the students of social sciences and humanities dur-
ing their bachelor, master and PhD studies at numerous faculties in Serbia and the region.

The “John Naisbitt” University and the Faculty of Culture and Media will now leave
the third thematic proceedings of scientific papers, this time titled “Information revolu-
tion, new media and social changes” to the critical reception of our readers and scientific,
professional and public review.
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ECONOMIC AND SOCIAL PATTERNS
IN THE ADOPTION OF NEW MEDIA

Abstract: We are in a period of rapid media deployment. Economic and social pat-
terns associated with this era are both causes and effects of change. Despite much compe-
tition, many technologies have been able to reach critical mass and achieve mass adop-
tion. Early adopters of new technologies include more young people and women com-
pared to the 20" century. Failures of new media are difficult to assess since some may be
false starts that will eventually lead to successes with related and revitalized technologies.
Social media plays a prominent role in adoption as a way for early adopters to reach
and influence large numbers of people. The complexity of the digital media environment
makes audience measurement more difficult but the very high stakes of determining the
price for advertising based on audience measurement numbers make it a priority. Threats
to privacy are real and growing. There are many lessons from the introduction of earlier
media for marketing new technologies and services.

Keywords: MEDIA ADOPTION, CRITICAL MASS, AUDIENCE MEASURE-
MENT, SOCIAL MEDIA AND ADOPTION, SERENDIPITY.
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Introduction

In the 21* century, we have experienced a rapid deployment of new media tech-
nologies. There have been more changes in the first 15 years of this century than in
the previous 80 years. During the 20" century, there was generally one new technol-
ogy introduced each decade: AM radio in the 1920s; FM radio in the 1930s; the LP
in the 1940s; Black and White TV in the 1950s; Color TV in the 1960s, VCRs in the
1970s; PCs and cell phones in the 1980s; the Internet and DVRs in the 1990s. Since the
beginning of the 21* century, we have seen the introduction of HDTVs, Smart T'Vs,
4K TVs, 3-D TVs, broadband, Wi-Fi, tablets, smartphones, wearable technologies such
as smart watches, the Internet of Things (e.g. thermostats and other everyday devices
connected to the Web) and voice recognition technologies, among others. With these
recent technological changes have come a deluge of new services, including on-demand
video, tweets, user-generated video, interactive video, immersive video, customized
advertising, streaming music and apps for just about everything (over 2 million apps in
the Apple App Store).

This chapter explores economic and social patterns associated with this era of rapid
media deployment, both causes and effects, and compares these with some patterns in
the 20" century. Economic issues include pricing, economic effects of rapid deploy-
ment, failures and audience measurement that affects advertising revenue. Social issues
include the growing role of women and younger people in early adoption, mobility,
baby boomers and technology, privacy and negativity in social media.

1. Critical Mass

The rapid pace of change and accompanying competition would seemingly make it
difficult for many technologies and services to reach critical mass - a level of adoption
where enough people have the technology so that further adoption becomes self-sustaining
(Rogers, 1995, 313). However, this does not appear to be the case - many have reached crit-
ical mass, e.g., broadband, smartphones and social media. Perhaps technology use begets
even more technology use. However, in the author's research (Carey and Elton, 2010) over
the past 25 years, a few other factors are at work. First, people are more tech-savvy than 20
years ago and can adopt new technology with greater ease. Second, people have developed
many ways to “filter” the mass of content and information that is available to them and
get just what they want versus feeling overwhelmed with information, as were many in the
20™ century. For example, apps and search engines like Google serve as important filters
for people to control the information that reaches them (Herrman, 2016, C-1).

From a social perspective, there are many more women in the workforce, which
creates a need for them to adopt many new technologies and media services that are
necessary in the workplace. The workforce generally is more educated and better able to
use advanced technologies. There is also more work at home and a related need to adopt
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technologies that will support these activities. Also, many more people are in service
jobs that require media technologies versus many more who were in agricultural jobs
in the first quarter of the 20™ century and manufacturing jobs in the second and third
quarters of the century. And, people are acquiring media technologies at a younger age.
Many 8-10 year-olds have smartphones and some children as young as 3 or 4 are using
tablets to play games and watch videos (Pew, 2015).

Focusing on media use, there have been many changes that have helped media
technologies to reach critical mass. One factor is that people are spending more time
with a wide range of media. For example, the average American spends 12 hours a day
exposed to media. However, this occurs within a 9 hour time frame (eMarketer, 2016).
The extra hours of exposure are made possible by multitasking, e.g., using a smartphone
while watching TV. The presence of media in so many public locations also makes it
possible to use more technology. Some of this is TVs and information kiosks in public
locations but more is based on the mobile technologies that people carry with them all
the time, e.g., smartphones, tablets and laptops. Even sleep patterns are affecting media
adoption and use. Most people in the first quarter of the 21* century are sleeping less
than people in the first quarter of the 20" century and therefore have more time to use
technology (Brody, 2013).

2. Early Adopters and Price

A cartoon for The New Yorker in the 1970s, nicely captured the characteristics of
early adopters of new media at that time. In it, a middle-aged man is in an electronics
store and says to the clerk, “All my gadgets are old. I'd like some new gadgets.” No men-
tion is made of price. Indeed, this was typical of many early adopters: male, middle-aged,
a high disposable income and someone who liked technology for technology's sake.

In the 21* century, there have been important changes. The middle-aged, well-off
gadget guy is still part of the mix of early adopters, but many more younger people and
women are early adopters of new media. Further, many with less disposable income
(or generous parents) are adopting new technology even at higher prices because tech-
nology is so core to their lives. One example is the iPhone. More younger people aged
18-29 own iPhones than all adults of any age taken together and the number of women
owning iPhones is roughly equal to males (Pew, 2015). While there are some 'gadget
people’ among this younger group and women, more use the technology for functional
purposes (e.g., to find health information, the location of a restaurant, the weather, etc.)
and because it is central to their lifestyles of anytime, anywhere access to media serv-
ices (Katz, 2006, 3-14).

There is another group that is under-recognized as early adopters: baby boomers.
While they are not as likely to be in the first wave of adopters compared to younger
people and middle-aged gadget guys, they are present in very large numbers during the
second wave (Pew, 2015). And, as a group, they have a great deal of disposable income.
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It is surprising that marketers of new media technologies do not seem to recognize this.
How often do we see a commercial for the latest smartphone or tablet and the people in
the commercial enjoying the device are in their 60s?

In general, the pattern of introducing new media devices at a high price, then drop-
ping the price over time to achieve a mass audience has continued into the 21* century.
HDTVs, Smart TVs and 4KTVs followed this pattern. However, there are some excep-
tions, notably with Apple products. Apple has not dropped the price of its iPhone or
iPad. Apple does sometimes offer a cheaper, stripped down version of a product as in
the case of the iPad (Pro versus Mini models) but it has maintained the high price of its
premier products.

Few people pay the full retail price for iPhones. Generally, the price is bundled with
a mobile phone plan. In these cases, the mobile phone provider is subsidizing the price
of the iPhone, with the cost to the provider returned from the monthly usage plan. Sub-
sidies have also been built into the cost of some video game consoles in the expectation
that the supplier will get the cost back through the sale of video game software.

Unlike media technologies, the cost of media services has generally not declined
over time. For example, the cost of cable TV service, satellite service and satellite radio
did not decline. The key variable distinguishing the two groups is content. Where there
is no content or the service provider does not have to pay for content (as when users cre-
ate it), it has been possible to bring down the cost of the service. When the service pro-
vides and pays for content, the costs of talent and production increase over time. Many
other factors such as regulations and competition can affect the price of a service.

3. Replacement Cycles

The adoption of one technology or service may be linked to the purchase of
another. For example, sometimes people purchase a new technology because they want
a service or experience they do not have. However, in other cases they need to replace a
technology they currently have which is out of date. In purchasing a replacement, there
is an opportunity to upgrade and get the latest components and features. If the average
replacement cycle is long (as in the case of TV sets) there is less opportunity to intro-
duce new components and features. However, if the replacement cycle is short, as in the
case of smartphones, new components and features can be introduced at a more rapid
rate. This is a conservative model of adoption in which new technologies piggyback on
replacement cycles. This pattern of adoption is sometimes called a Trojan Horse strat-
egy. That is, if one technology can make its way into homes, it can open up the gates for
others to follow, building upon the first technology. This is one reason that smartphone
technology has advanced so quickly.

10
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4. Failures, False Starts and Fads

There has been no shortage of failures, false starts and fads in the digital era. Failures
and false starts can be difficult to distinguish in a first iteration of the technology or serv-
ice. In the 20™ century, laser videodiscs were a failure in the 1980s. However, a decade later
the same basic technology, only now miniaturized and with much greater storage was
reborn as the successful DVD. So, the laser videodisc was in fact a false start. In the 21*
century, 3D-TV has clearly failed. This was due to a lack of content, the reluctance of peo-
ple to wear the 3D glasses while watching TV and nausea experienced by some from the
3D experience. However, there are a few follow-on technologies that could turn the origi-
nal 3-D TV into a false start. Virtual Reality (VR) systems have been launched recently
and they can provide a 3D video experience. 3D TV without glasses is due in a few years (it
is available now on some portable video game devices) and a holographic TV is less than
10 years away. So, the jury is out whether 3-D is a failure or a false start.

New media fads have been plentiful in this century, as they were in the past (remem-
ber the boom box in the 1990s?). Ring Tones (i.e., when downloaded software in a mobile
phone plays a song chosen by the owner to indicate that there is an incoming phone call).
Ringtones experienced a surge of interest for three or four years, then faded quickly. How
often these days do we hear Elvis or Beyonce singing from a person's pocket or purse to
signal an incoming call? Most people now keep their phone on vibrate. The novelty of ring
tones has also worn off because of an annoyance factor - when they went off in a meeting
or important conversation. This created a social stigma for ringtones.

Among social media sites, MySpace experienced a surge of popularity followed by a
sharp setback and then reinvention as an entertainment site at a lower level of usage. Many
apps have been fads, e.g., the video game app Angry Birds which was very popular for a
while, then faded. Among the many other apps that have risen to great heights only to fall
were Peach, Meerkat, Ello and Secret, names most people have now forgotten but they had
their moments.

Too often, when technologies fail, the companies that introduced them do not learn
from the failure. There is a tendency to simply move on, throwing out research which
indicated why it failed and laying off staff who had direct experience in developing and
marketing the product or service.

5. Declines

If the pace of technology introductions has accelerated, it is reasonable to expect that
the pace of technology declines (devices and services being replaced by newer technologies
and services) would also accelerate. This appears to be the case. For example, land lines
have been declining across Europe, North America and Asia and are being replaced by cell
phones. This is particularly true among those aged 24-30. This also raises the issue of age
versus generational differences. In the 20™ century, young people did not have land lines.

11
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They used the land line in their parents' home, public phone booth or perhaps a phone
assigned to them in a dorm room. Later, as they moved out of the house, started a career
and had their own home, they got a land line. As they aged, they changed their behavior.
Young people today do not have land lines and they are not likely to get one as they age. It
is a generational difference.

The list of both technologies and services that have declined in the past decade is quite
long. Among the technologies that have declined are desktop PCs, DVD players, e-readers,
digital cameras and non-smart cell phones. Among the services that have declined are snail
mail, print telephone directories, DVD rentals, reading print newspapers and the use of
browsers on phones. These lists are not exhaustive. Depending on the time frame covered,
PDAs, public phones, hotel phones and many early Web sites could be added to the list.

6. Advantages and Disadvantages of Being First

The question of whether it is better to be the first to market or second was a conun-
drum in the 20" century and it persists in this century. The first-in potential advan-
tages are to attract general media attention, social media buzz and early adopters who
can pave the way for a second wave of adopters. It may also help in striking deals with
content providers who can learn firsthand what the technology or service can do. These
advantages are mitigated by higher cost, the potential of software bugs, early negative
publicity and a scarcity of content. With a second-in strategy, the product or service can
probably come in at a lower cost, have more content and avoid some of the mistakes of
the early entrant. As with many 20" century technologies, it is hard to predict which is
the best strategy. In general, a first-in strategy has the advantage if all the pieces nec-
essary to succeed are in place: the technology works; it can be offered at a price early
adopters will pay; there is sufficient content, if needed; and regulations do not impede
it from entering the market. If one or more key components are missing or weak, it is
often more advantageous to be second-in when the missing piece(s) can be filled in.

The Internet of Things provides a good example to illustrate the first-in or second-
in advantages. An early entrant could pick off the low hanging fruit, among thousands
of possibilities, that seem to make a lot of sense (e.g., thermostats) and leave less likely
successes (refrigerators that measure milk consumption?) to later entrants. However, a
later entrant could assess the field and develop a more comprehensive strategy that is
not apparent to early entrants.

There is another important factor in adoption that can play out in both the first-in
and second-in strategy: serendipity. Serendipity involves things that the company intro-
ducing the product or service did not plan. It happens sometimes because of luck, e.g.,
a major sports personality adopts the product and is seen widely using it, influencing
others, and sometimes because a third party creates a service that piggybacks on the
product or service and this leads to unplanned and unexpected new usage and users. A
good example of this in the 20™ century was mom-and-pop videocassette rental shops

12
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that emerged spontaneously in local neighborhoods, allowing people to rent movies and
providing a reason for many households to buy a VCR. A good example of the serendip-
ity in the 21* century is the hashtag to group topics on social media. The first hashtag
was proposed by Chris Messina in 2007 as a way to group topics on Twitter (Parker,
2011, ST-1). Previously, it was very difficult to find related topics. Twitter did not adopt
the hashtag at first but the practice took off with users on Twitter and then other social
media sites. It wasn't until 2009 that Twitter began to hyperlink all hashtags.

Ironically, some companies or industries have ignored or even tried to block seren-
dipitous innovations. In the 20" century, the movie industry took mom-and-pop vide-
ocassette rental shops to court to try to stop them. The movie industry lost the case and
as a result made tens of billions of dollars from videocassette rentals. In the Twitter's
case, they simply failed to see the value of the innovation that was handed to them. This
innovation too provided a significant revenue boost for Twitter since it increased usage
of and satisfaction with the service.

7. Media Consumption, Audience Measurement and Advertising Revenue

The adoption of new technologies has affected how people consume media, espe-
cially video which takes up most of the bandwidth on the Web. These changes, in turn,
have affected audience measurement and the prices set for advertising on the Web and
TV. We've come a long way since the 1950s when households had one device to con-
sume video (a TV set), few content choices and often watched as a group. Audience
measurement was much easier then because there were fewer variables.

Three characteristics of media consumption in the digital era complicate the proc-
ess of audience measurement. These are device shifting, place shifting and time shift-
ing. There are multiple devices for consuming media, e.g., TV sets PCs, laptops, tablets
and smartphones. Some of these were introduced only a few years ago, e.g., the iPad
was introduced in 2010. The experience using these devices can be quite different. For
example, the screen size could be 3 inches, 40 inches or even 70 inches. The device
might stand alone, as in the case of a smartphone or it could link Web video to a TV
set, for example, hardware such as Apple TV, Chromecast or Roku as well as videog-
ame consoles and laptops that can stream video content such as Netflix or Hulu to the
TV. This is sometimes called OTT or Over-The-Top. These devices may be used alone
or with other devices in what is often called multitasking, e.g., using a smartphone
while watching TV. Use of the two devices may be unrelated, as in sending emails while
watching TV or they may be related, as in going on the Web site for a TV program
while watching that program on T'V. The latter is often called sync-to-broadcast.

Some device shifting provides a much better experience than a few years ago. For
example, recent smartphones have much better resolution than the first generation of
smartphones. Further, batteries are more powerful, consumers are used to recharging
them constantly (many have chargers for the home, car and work) and they have much
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more access to WiFi which does not eat up a person's data plan. So, the experience is
qualitatively better but this is not factored into audience measurement.

Time shifting has been around since the days of the VCR but the VCR required physical
hardware to record on (videocassettes) and it was difficult to program multiple recordings.
The DVR made the process much easier, so much so that many people watch most of their
TV programs time shifted. Streaming services such as Netflix also provide content that
is not locked into a rigid schedule. Nearly any video on websites is on demand but it may
not be available for an unlimited amount of time. Time shifting has led to video snacking
(watching short clips on YouTube or Facebook) and marathon viewing, for example, when
a person watches a few or several episodes of a series at one time (often on a weekend).

Place shifting involves the use of portable devices such as smartphones and tablets
to access media just about anywhere. Place shifting also occurs in homes, as when a
person watches a video on a tablet in any room. Often, there are patterns of movement,
e.g., watching a video on a smartphone in the kitchen in the morning, in the living
room in the evening and in bed at night. The potential opportunity for advertisers with
place shifting is to provide location-based commercials, for example a commercial for
beer while the person is in a bar or a commercial for travel destinations at an airport.
This is sometimes called dynamic ad insertion. It is more common on the Web but it is
under development by many TV service providers.

These patterns of media use have implications for audience measurement. They
affect how people consume media - directly or indirectly, alone or with others, how
immersive the experience is and the degree of engagement with content (Yang and Cof-
fey, 2014, 55-60). Currently, advertisers know how many people watched a show or Web
video, for how long and the demographics of viewers; advertisers know more about
Web video viewers, for example what else they do on the Web, what they have searched
for and what they have purchased (Gunzerath, 2012, 99-104). Many, especially televi-
sion advertisers, want to know more about viewers and to be able to customize com-
mercials based on this greater knowledge. They also want cross media measurement,
i.e., knowing what people do both in television watching and the Web use. Cross media
measurement is at an early stage of development. Some question the accuracy and reli-
ability of audience measurements in these more complex environments (Napoli, 2014,
216-237). At the same time, there is a reluctance to question too loudly these audience
measurement numbers since they are the coinage of the realm in determining the pric-
ing of over $100 billion in advertising within the U.S. alone.

8. Social Media and Adoption

Research on the diffusion of innovations has found that early in the launch of new
media, external influences such as advertising and marketing have more impact than
internal influences such as word-of-mouth. Later, when many people have the technol-
ogy or service, internal influences such as word-of-mouth have more impact (Rogers,
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1995, 121-124). In the 20" century, this made complete sense. If there were 1,000 users
of a new technology or service, how many people could they reach by word-of-mouth?
So, advertising was likely to be more influential. However, if there were 10 million users,
word-of-mouth could be very influential, more so than advertising.

In a 21" century context, social media has changed things. The scale and scope
of social media are immense and the chances of 1,000 active and vocal users of a new
media technology or service influencing others are much greater. Whether through
product reviews, Facebook posts, technology forums, group emails or other forms of
social media, a relatively small number of people can reach a large audience. Further,
many people who are considering the purchase of a new technology or service actively
seek out reviews and comments by those who already have it. Traditional advertising
still plays a role in early phases of adoption, but less so than in the past. Further, many
advertisers understand the changes in the media environment and are themselves tak-
ing to social media to promote their products and services.

Social media has also become important in assessing how people react to video
content on TV and the Web. These assessments are called social media analytics. As
social media grew in volume and many companies began to pay attention to what peo-
ple were saying, a number of groups emerged to quantify those comments and interpret
their significance. They measure how many comments are posted on sites like Twitter
and whether they are positive or negative. While useful, there are many limitations
with the current state of social media analytics. For example, one program may gen-
erate more comments than another but this may not indicate that it is better liked. It
could simply lend itself to gossip about the characters in the show.

Many of the specific methods social media analytics companies use are not pub-
lished since they are considered proprietary. This may be less of an issue in measur-
ing volume but the interpretation of comments as positive or negative is subject to the
vagaries of linguistic patterns (a seemingly negative comment can be positive and vice
versa, something humans can readily distinguish but not necessarily software code). It
would be useful to know exactly how positive and negative comments are measured.

There is no dispute that some programs generate a large volume of comments about
them but we know little about how representative of the general audience those com-
menters are. It is clear that some people post many comments so the actual number of
people commenting is less than the volume of comments. There are undoubtedly many
lurkers who read but do not comment; their views are not known. There is also a dark
side to social media comments - a tendency for those with negative views to air them
vociferously (Streitfeld, 2013, B-1) This is a general pattern with social media com-
ments, not just about videos and programs. There is even a question as to whether all
the commenters have watched a show or video. We know that in other areas of online
comments, fake reviews are common (Streitfeld, 2012, B-1).
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9. Privacy

We have come to accept that websites record what news stories we read, what vid-
eos we watch, what we buy online and what terms we use in search engines like Google.
So, if we search for dining room chairs on a search engine, the next day we will see
ads for dining room chairs on multiple sites. Similarly, if we watch a video of Adele on
YouTube, the next time we visit YouTube, the opening screen will be filled with videos
of Adele and singers with similar styles to hers. In some ways, this can be seen as posi-
tive: isn't it better to see ads for products we want and be shown content that interests us
(Lohr, 2015, F-6)? However, this comes at the cost of losing some of our privacy.

As technologies like voice recognition and miniature video cameras become more
advanced and cheaper, new privacy concerns are emerging. One is that voice recogni-
tion systems can record our queries or even what is said in the room that is unrelated to
media use; another is that miniature cameras built into devices might observe what we
are doing in a room. Verizon has filed for a patent on a technology that can be embed-
ded in a DVR and watch as well as listen to what is happening in a room (Huffington
Post, 2012). Its intended use is to deliver targeted ads but its wider applications are clear
and foreboding.

Conclusion

We are in a period of rapid technological change and the proliferation of many new
media technologies and services. At the same time, there has been a remarkable consoli-
dation of content and applications in one device - the smartphone. There is really no
historical precedent for this. The personal computer may be the closest example from the
20™ century but very few PC owners in the 20" century had anywhere near the number of
applications that are in smartphones today.

Social media have thrived on user-generated content. However, user-generated con-
tent will not be sufficient for many high-resolution technologies such as VR and 4K T'Vs.
Some existing content can be adapted (e.g., movies) but much will have to be produced. The
business model for this - cost to produce and potential revenue - is a work in progress.

This chapter has also shown that a historical perspective on adoption of new media is
valuable to the study of recent media adoption. It can help us measure the pace of change
today in comparison to earlier periods, avoid pitfalls of earlier new media, learn positive
lessons about marketing successful technologies and check in the dustbin of failed tech-
nologies for what might be a false start. There are no perfect analogs in the past for a new
technology today but there are lessons. A quote attributed to Mark Twain (it is not clear if
he actually said this) sums it up, “History does not repeat itself but it does rhyme.”
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1. Introduction
“New technologies and global media are affecting societies and political structures.”

The hypothesis is leading this paper. The main focus lies on the impact of the global
media industry, new technologies and social networks on individual sectors in intercul-
tural and sociocultural tensions. Technology companies enter previously existing sectors
due to new technologies such as the Connected Car. With the current development of the
Google Car, the technology giant Google enters a new market. By developing the self-
driving cars, Google will compete in the future with the German automobile manufac-
turers like Mercedes or BMW. It is not just Google entering the future automotive market
as a new competitor, but also Apple and the start-up company Tesla Motors. These inno-
vative and financially strong competitors will have a direct impact on German society,
provided that changes are possible to the labor market or German laws (cf. Abdi, 2014).

Social media and international media groups have a global effect on political struc-
tures in different countries. In countries such as China, Tunisia and Russia, freedom of
speech and freedom of press is limited. Due to the social platforms and the global report-
ing, the pressure will increase on the existing governments. The West-mediated funda-
mental values are in contrast to the predominant values of different cultures (cf. GF, 2015).

In the face of hypothesis “New technologies and global media are affecting socie-
ties and political structures”, the following research question appears: how far are new
technologies and media globalization, particularly through social media, influencing
the sociocultural structures in selected countries like Germany and Russia at present
and in the future?

In order to explore these effects on the sociocultural sector, this paper examines
individual cases in the respective countries on the basis of statistics and reports. For
this purpose, this paper examines the technological impact of globalization due to the
new market entry of the technology companies. In a further step, a reference is made to
the influence of social media on political and social movements in tense political situ-
ations in the countries.

Furthermore, this paper will study the impact of global media groups on culture
groups. “With the help of products of the modern entertainment industry, movies and
television are publicizing the same ideas of an equal life all over the world, Western values
are increasing in different culture groups. A legitimate question is if it is generally legiti-
mate to convert other countries and cultures’ values and ethics by the Western civilization”
(see Media University Stuttgart, 2015). Afterwards, the results will get together in one
collective context to finally show a preview of intercultural and sociocultural changes
in the future by technology industries and media groups. The target of this paper is a
neutral elaboration on the named main focuses. A neutral evaluation is important for
our result, which factualizes the impacts of Western embossed and global influence by
technology industries and media firms on other cultures and ventures.
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2. Definition

Globalization: Globalization is the increasing worldwide network of nations in all
areas such as politics, economics, communication and culture. This happens both between
individuals and between organizations, enterprises, societies and states. Globalization has
been driven mainly by the advances in communication and transportation technologies
and affects the contact intensity between members of different cultures (cf. IKUD, 2009).
Other designations are mondialisation (from French) and denationalization. In the latter
term, the loss of power and the meaning of individual nation state are emphasized (cf. GF,
2016b). Cultural globalization states that it also leads to the level of cultural ideas, designs
and identities to increasing mutual interconnections and influences (cf. IKUD, 2009). A
nation is characterized by a common culture, language and also often by religion. In times
of global exchanges, boundaries are becoming increasingly blurred by massive peoples
movement and unrestricted freedom to travel. Most of the effects are perceived as positive
enrichment. Thus, people can find restaurants with exotic food from all over the world
and numerous spectators can find on stage all kinds of music and art from around the
world. Often, the influences of the leading, most Western, industrialized nations are also
critically evaluated. Smaller cultures often put over Western flair, their own language and
centuries old traditions are losing importance and a cultural mainstream expands. In this
respect, many scientists find that the striving aim is not the unification, but the coexist-
ence of different cultural influences. Cultural diversity is an expression of the globalized
world as well as the increase of international decisions in politics. The globalized policy is
necessary because of particular problems such as environmental protection or terrorism,
which cannot be fought at the national level. Only through international cooperation and
multilateral principles, these problems can be addressed (cf. GF, 2016b).

Digitalization: There are two interpretations of digitalization, digitalization as trans-
fer and digitalization as process (cf. Hess, 2013). Digitalization as transfer describes digitiz-
ing of analog media to binary formats. Transfer of analog media to digital media enabled
new media forms like social media and convergences between traditional media forms. A
new interpretation of digitalization defines a reference between digitalization and an indi-
vidual, organizational level or society (ibid.). Digitalization as process focuses on changes
to behavior and the environment by digital media. As an example of digitalization at the
individual and private level, social media changed human relationship between contacts.
For organizations, CRM and ERP systems are changing the whole environment and add-
ing opportunities like networks — internal and external. Internal networks allow fast com-
munication between all departments and cloud systems enable collective working on dig-
ital documents or simple EDI. External networks support communication between dif-
ferent organizations. Companies easily order products and resources from the suppliers
by SCM without delays in the value chain. Societies benefit from new infrastructures and
more participation in political, commercial and social problems. For example, educational
systems are changing because e-learning and new technologies support education.
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Auto connected car: A connected car is a vehicle “that provides Internet access to
all mobile devices used by the driver and passengers. It accesses the Internet via cellular
or satellite communications and provides tablet-sized screens for passengers or a Wi-Fi
hotspot for passengers' own devices” (see PCMag, 2016). The connected cars also allow
use of apps like parking apps via smartphones (cf. acc, 2016). The usage of apps and
new sensors simplifies navigation and reduces accidents. Because of this networked car,
automobile diagnostics are enabled anywhere and everywhere as long as the internet
connectivity exists. The drivers can react timely if serious problems appear. There are
two different communication systems in a connected car (ibid.). The first system is the
V2V system which enables communication between vehicles. With the V2V system,
the drivers can communicate with each other and each car can detect other cars via
a sensor. The second system is the V2I system which allows interactions with the car
environment. V2I is capable of “stopping a car from entering a dangerous intersection”
(see acc, 2016). Both are created for the safety of road users. The auto connected car
describes, in contrast to connected cars, autonomous driving cars. These cars are not
driven by humans, the systems will lead auto connected cars to selected targets.

Social Media: Social media allow the networking of users and their communica-
tion and collaboration via the Internet (cf. Bendel, 2016). The user can interact commu-
nicatively both via messages and comments, as well as actively participate in the design
of media content on a specific platform on the Internet. By this user-generated content,
social media clearly differentiate from traditional mass media (print, film, radio and
television) because social media dialogues arise from media monologues. The user -
who has so far only been the consumer - becomes a producer himself, because of the
broad opportunities and low entry barriers of social media. Typical social media appli-
cations are weblogs such as Spreeblick, micro-blogging services such as Twitter, social
networks like Facebook or StudiVZ, recommendation sites like Qype, photo sharing
sites like Flickr or video sharing platforms like YouTube (cf. Griinderszene, 2016).

3. Intercultural effects of globalization

Globalization and new media are changing society (cf. Stumberger, 2012). Nowa-
days, new technologies and social media arise fast and control our everyday life.

3.1. Effects of new technology on the German car industry
and sociocultural structures

As an industrial country, Germany is an example of technological influences
on existing markets. Within the globalization, Germany is one of the biggest export
nations. The next part will show why Germany is so successful in exporting goods,
which sectors will be in danger by present technological developments and what effects
it could have on German society.
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3.1.1. Made in Germany as standard for high quality and values

The brand “Made in Germany” was established as a warning label in 1887 because of
the bad quality of German products (cf. Wied, 2016). After some years, German products
were getting improved and “Made in Germany” became a high quality label. “Made in Ger-
many’ is associated with well paid employees, high quality and high reliability and innova-
tions (ibid.). Nowadays, “Made in Germany” is a seal of quality for German products and
one reason for Germany’s wealth. German companies earned 1.133,6 billion EUR through
exports of German products (cf. Spiegel, 2015). This profit out of the exported products
made a new record in Germany, and Germany is one of the biggest export nation world-
wide, behind China and the U.S. (cf. Statista, 2015a). One reason for this high revenue are
German values and high quality associated with “Made in Germany” (cf. Stocker, 2014).

But “Made in Germany” is in danger (cf. Slavik, 2013). Customers are paying attention
to labels from the organizations to make sure that products are produced in human and
eco-friendly environments (ibid.). Scandals like the VW diesel scandal are influencing the
“Made in Germany” brand and many car consumers lost trust in German values like hon-
esty (cf. Handelsblatt, 2015). Because of a new technology, the VW car manufacturer was
able to manipulate car emissions. So VW advertised with low car emissions and cheated his
customers with regard to the emissions test in the U.S. (cf. Hotten, 2015). With more than
600.000 jobs, VW is one of the most important employers in Germany (cf. Welt, 2015a).
Due to this scandal, VW will get high penalty and this will also have effects on the VW
employees and the German brand “Made in Germany”.

3.1.2. New Competitors — Google, Apple and Tesla Motors

Related to VW, German car manufacturers like Audi, BMW and Mercedes are
important for Germany’s wealth and growth (cf. Bundesregierung, 2016). With about
250 billion EUR revenue and one-fifth of total German industry revenue, the car indus-
try is one of the important industries in Germany (ibid.). The German car industry
revenue was 368 billion EUR, with 5.91 million produced cars in 2014 (Statista, 2015b).
Germany is one of the biggest car producers in 2014, behind China (23.7 million pro-
duced cars), the U.S. (11.66 million) and Japan (9.77 million).

Technology companies like Google and Apple are now entering the America’s car
industry with innovations such as the connected car or autonomous driving. Further-
more, as a new electric car manufacturer, Tesla Motors has also enriched the U.S. car
industry. 32 percent of German car drivers could imagine buying a car from Google,
Tesla Motors or Apple (cf. Statista, 2015¢). These technology companies are more favored
in the future markets like India and Brazil. 63 percent of all Brazilian car drivers could
imagine buying cars from technology companies (ibid.). As for China (74 percent) and
India (81 percent), a great deal of potential car consumers would prefer Google, Apple
or Tesla Motors cars instead of Toyota, VW or GM.
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Google, for example, is developing the Google car to enter the car industry. As an
auto connected car, the Google car will be navigated via Google Maps (cf. BDI, p.21,
2015). The development and testing of the Google Car will prepare the new Google
product for mass market (ibid.). In Image 1 you can see some more markets where
Google started its own projects. Google is also involved in medicine, robotic and drone
projects. With new drones, Google is trying to transport radio signals and develop new
supply possibilities. In medicine, Google invests in the development of lenses which
allow auto measuring of the levels of blood sugar.

INTERNETFIRMEN ENTDECKEN DEN INDUSTRIELLEN SEKTOR ALS WACHSTUMSFELD
Ausgewdhlte industrielle Projekte und Beteiligungen von Google

Beteiligung an Uber, dabei | Kauf von acht Robotikfirmen und Test
Pilotprojekt fiir Citylogistik R aeermen, VOD automatisierten Produktionsstrafien
Pilotierung unterschiedlicher Y " W & C(\ . .

Drohnenprojekte (Project Wing, ! & 08 ) I : i Linse zur automatischen
Titan Logistics) . . 3 Messung des
Blutzuckerspiegels

Investitionen in

@ 23andme und Calicio
: ;

e Entwicklung und Test
; E : von autonomen
% i Fahrzeugen fiir die

¥ \ Massennutzung

Echtzeitnavigation
; ' ; : ’ ’ mit Google Maps

*terrmens® LT Entwicklung von Drohnen
(Titan Aerospace) und Ballons zum
Transport von Funksignalen

Kauf von Nest, einem
Hersteller lemfahiger Beteiligung am Satelliten-
Thermostate hersteller Skybox

Image 1: new Google markets (see BDI, p.21, 2015)

As a tech company, Apple wants to equip each car with a new Apple iPad (Pal-
lenberger, 2015). With iCar rumors, Apple wants to be included in connected car tech-
nologies to reach 1.2 billion potential new customers (ibid.). Apple is about to produce
the iPads which can be used in every vehicle. Apple already invented Apple Carplay.
Carplay is a feature to use Apple Apps in vehicles by connecting iPhones with onboard
radio systems or similar (Wiesmiiller, 2014). With Carplay, drivers are able to use navi-
gation system App, listen to music out of iTunes or phone while driving. Beside the
rumors about Apple iCar, Apple is headhunting the professionals from Tesla Motors
and Mercedes and is in development of new electric motors (cf. Schmidt, 2015). Apple

24



Change of Society by Globalization

CEO Tim Cook mentioned that the software will be more important for vehicles and
the auto connected cars are important aspects of the future mobility (ibid.).

Tesla Motors, as the manufacturer of electric cars, started to sell the Tesla Roadster
model as its first product in 2008 (cf. Statista, 2016a). The Tesla Motors revenue was
three billion U.S. dollars in 2014. The U.S., Norway and China have been the biggest
markets for Tesla Motors so far (ibid.). In Germany, there are 800 Tesla cars licensed in
2014. The worldwide outlet of Tesla cars were 35.000 cars in 2014. In 2015, Tesla revenue
was 1.2 billion US dollars and the loss was 320 million U.S. dollars (cf. Eckl-Dorna,
2016). The Tesla stocks rose to 260 U.S. dollar in July 2015 (cf. Bourse, 2016). In Febru-
ary 2016, the stocks dropped to 140 U.S. dollar (ibid.). Within fluctuating income, Tesla
wants to sell up to 80 percent more cars in 2016 (cf. Eckl-Dorna, 2016).

3.1.3. Resulting consequences for the German car industry
and sociocultural structures

There is an enormous potential for Germany and Europe in the existing chain of
values (cf. BDI, p.3, 2015). In Europe, the growth of gross value could be 1.25 billion
EUR till 2015 (ibid.). To reach this growth, companies have to support digitalization
at an organizational level and in society and invest in new products and technologies
(ibid.). Furthermore, European standardization of industry is important in the follow-
ing years (cf. BDI, p.14, 2015). On the other hand, a loss of 605 billion EUR is possible.
For Germany, there is a chance of a loss of 220 billion EUR (cf. BD], p.10, 2015).

Germany has been one of the top industry nations for decades now (cf. BDI, p.9,
2015). The percentage of industry on economic performance is 22 percent in Germany
in 2013 (ibid.). In contrast, the percentage of industry on economic performance in
the U.S. is 12 percent. The important sectors in German industry are global acting car
manufacturers like BMW, Mercedes and VW. Germany is addicted to industry and
especially the car industry.

The next part will form an estimate of negative and positive scenarios for German
industry and sociocultural structures.

Negative Scenario: In case of a negative growth, because of the damaged quality
label “Made in Germany” and new strong competitors in the car industry like Google,
Apple and Tesla Motors, the effects on German society could be enormous.

In January 2016, unemployment rate was 6.7 percent in Germany (cf. destatis,
2016). Because of the flow of refugees, Nahles, the German State Secretary for Employ-
ment, declared rising unemployment rates (cf. Welt, 2015b). If the German car industry
cannot keep up with its new competitors in the next few years, more jobs will be in
danger. In the worst case, Germany’s entire economic recession and unemployment
rate will turn over 10 percent. Because of the missing revenue in car industries, wealth
in Germany will sink. Changes in society and politics will be the consequence of rising
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dissatisfaction. Because of the refugee crisis, a part of German society will shift to the
right because of dissatisfaction with German politics and fear of refuges (cf. Lithmann,
2016). Rising dissatisfaction and economic crisis can form radical groups and distur-
bances can arise. Germany’s role as an export leader and affluent country will disap-
pear and the European driving force for the economy will stop.

Positive Scenario: The German car manufacturer VW and European manufac-
turers like Fiat and Renault are the members of the open automotive alliance, lead by
Google (cf. BDI, p.13, 2015). OAA is a platform for collective development of connected
car systems (ibid.). With alliances between manufacturers and standards in European
Union, German industry will profit from new technologies. New competitors like
Google are entering the market but, through OAA, VW will also profit from connected
cars. With investments in new technologies, VW, Mercedes and BMW will participate
in future markets. New jobs will arise and the economy in Germany and Europe will
enhance stability or rise. The unemployment rate will sink and the citizens in Germany
and/or Europe will be more satisfied with liberal and social politics. With investments
in new technologies like an electric motor, green energy will replace fossil fuels. Eco-
friendly driving will help fight the problem of particulate matter in cities like Stuttgart.
Driving will be a new experience because of auto connected cars. The rate of accidents
will sink in Germany and traffic jam will be prevented. With alliances and investments
in new technologies, future problems in the society and integration of refugees could be
solved easier because of the affluent society.

3.2. Cultural globalization - adjustment by social networks

With social media we can exchange experiences amongst individuals or employees.
We communicate and work together by using text, image and sound (cf. Bendel, 2016).

They serve both for direct personal and professional communication as well as
for dissemination and discussion of informational and entertaining content. Different
intensities of communication reach from a private one-to-one contact on the exchange
in solid groups up to communication with all users of a network (cf. bpb, 2010a).

The use of social media is for many people a part of their everyday life. The follow-
ing section deals with the question of what impact social media have on society, culture
and politics.

3.2.1. Influence of social networks on society and culture

If one thinks of social networks today, Facebook, Twitter, Instagram and other
widespread communication possibilities come up to one's mind. For many people, the
communication via these platforms is hardly indispensable and has become a big part
of their everyday life. It is not only chatting, playing and data exchange that are char-
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acteristic for social media. In particular, they provide the opportunity for people to
present themselves on their own profiles. So, we often divulge many of our personal
data that other users can view on the Internet (cf. IuG, 2010).

In the ranking of the largest social networks and messengers in 2015, listed by the
number of active monthly users, Facebook is in first place. The micro-blogging plat-
forms Twitter, Google+ or Instagram follow Facebook at some distance. In the second
quarter of 2015, Facebook had nearly 1.5 billion monthly active users worldwide. In
Germany, with more than 600 million visits in December 2014, Facebook is the most
popular social media (cf. Statista, 2016b). In the fourth quarter of 2015, Internet users
from all over the world spent an average of 1.1 hours a day on social media (cf. Statista,
2016¢). These are huge numbers, which might explain only a part of the real impact of
social media on people’s everyday lives today.

Thus, the rapid development of information technology and the associated new
digital communities and networks have an immense impact on the way we communi-
cate today. With the introduction of the "'Web 2.0' our possibilities in online-based iden-
tity acquisition, relationship acquisition and information acquisition have increased.
This development can not only lead to a negative influence on today’s society and cul-
ture, but can also have a positive influence.

Communications expert Robert Spengler believes that social media can have a
negative impact on society, because direct communication becomes stunted by them
more and more. Artificial communication facilitates our everyday lives. But important
skills can become stunted, because many people then forget how human communica-
tion actually works. People replace encounters in the real world with virtual contacts.
They tap out more and faster than ever. But also incorrectly, superficially and imper-
sonally. Consequently, they talk less and less. Above all, digital stress can often miss the
real thing in life: real human encounters (cf. Spengler, 2012).

This development is also shown among the younger generation, which does not
know life without the Internet and its associated constant accessibility. The impact of the
Internet and social media has been most significant in the way it has changed the lives
of young people. Their digital children's room shows a childhood that is significantly
affected by social media, mobile phones and the Internet. Friendship interaction and
face-to-face communication are increasingly conducted online or through text messag-
ing. These interactions have had major cultural consequences. Online communications
have influenced the evolution of language. They have thrown up new rituals and symbols
and have had an important influence on people’s identity. Consequently, young people
do not know how to hold a conversation offline, how to behave in such face-to-face situa-
tions and how to present themselves in real life. Texting and other online communication
forms, inter alia through symbols and pictures, constitute the immediate impact of social
media on the everyday culture (cf. Ahmad, 2015). All in all, social media can lead to less
face-to-face communication and to less personal encounters, which also leads to a loss of
the ability how to approach people, hold a conversation or win sympathies.
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On the other hand, social media can also have a positive influence on society and
culture, as social media enable people to feel as a part of a community that shares the
same fundamental interests and values and give an opportunity to exchange informa-
tion and participate in conversations and decisions. Basically, social media are prima-
rily a platform for user emancipation. This emancipation has a direct, definite con-
sequence for politics, society, economics and marketing. The interesting thing is that
people are becoming more familiar with the world of social networks across the world.
If these people then have to report something important, they will also increasingly use
these networks. They will retain less information for themselves and participate more
in discussions. One country after the other will see how the exchange of information
via social media has changed radically. Every message that can generate enthusiasm has
also the potential for viral distribution. Today, they are primarily messages about par-
ties or gossip. Now, the customers themselves act as multipliers. If they want to assess or
comment on a product or service, they can spread this information quickly and easily
via social platforms. If they are dissatisfied, they can manifest this displeasure virally.
The more people have access to smart phones, the more quickly this development pro-
ceeds. People are no longer bound to a place and are everywhere and always connected
and reachable (cf. Kirkpatrick, 2011).

Whoever is logged onto a profile is also at the same time a part of a large online
community and thus gets a certain feeling of togetherness. The Piratenpartei Deut-
schland describes the digitized society as a supportive progress, because the personal
opinion, which is represented on the platforms, can sometimes have an impact on deci-
sions. These opinions are also reflected outside the media world. This is, for example,
demonstrated by the protests in relation to the Arab Spring in 2011 (cf. Damrow, 2012).
Consequently, social media can influence political structures by supporting the free-
dom of opinion, in which the users can exchange their personal opinions and organize
social movements to fight against prevailing political structures.

3.2.2. Effect of social networks on people’s participation in political subjects

Social media have a huge impact on public opinion and people's actions over poli-
tics. The Arab Spring in 2011 is an example of an enormous influence that the social
media have on politics. In the spring of 2011, hundreds of thousands of people in the
Arab world took to the streets and protested against the autocratic regime, which was
called a quick Facebook revolution. Despite censorship and repression, the social media
helped the dissatisfied people to organize demonstrations and to defy the state power.
Thanks to Facebook, Twitter und YouTube, the protest made it from the living room
to the streets. The citizens learnt via the social media that they were not alone in their
anger, and that also other people dared to raise their voice. The Arabic countries were,
inter alia, Egypt, Tunisia and Syria. Thanks to this "technological revolution", critical
mass had come together, said Fadi Salem of the Dubai School of Government. Research
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results have shown the importance of Facebook, Twitter and YouTube. During the riots,
a team led by Tufekci interviewed 1,000 users in Egypt. Although the survey was not
representative, the results provided good insight: almost half of the surveyed Egyptians
(48 percent) learnt about the protests in direct talks, at least 28 percent on Facebook.
And a quarter of the Egyptians disseminated on their own several pictures and videos
of the demonstrations in Tahrir Square and elsewhere. In a large-scale survey of the
Arab Internet users, the researcher Fadi Salem found out that social platforms had been
less used for the private chat, but rather for political purposes during the protests. Up
to 90 percent of Tunisian and Egyptian Facebook users used Facebook to disseminate
information. The social networks had a massive influence on the Arab Spring, not only
among the educated, but also in all milieus. This shows that social media are especially
used for exchanging political subjects in countries where dissatisfaction and repression
of the freedom of opinion dominates (cf. Focus, 2012).

With internet censorship in their countries, the governments of China and Russia
are trying to prevent protests via social media, like the protests of the Arab Spring. Any
comment or any platform that represents a threat to the government is blocked. These
primarily include social media, like Facebook, Twitter and YouTube. 1.3 billion peo-
ple live in China, of whom 600 million have Internet access, according to the CNNIC.
While the Chinese Firewall blocks foreign sites like Facebook, domestic Chinese social
media like Weibo were offered. However, these social media are monitored by the gov-
ernment. The Communist Party of China wants to control every public expression
exactly. Critical content will be deleted in order to prevent potential unrest in Chi-
nese society (cf. Scheuer, 2013). In Russia, conservative Russian politicians also want a
stricter control over the Internet. Big demonstrations by a Facebook group are not pos-
sible in Russia, because the Internet sites that promote calls to unacceptable gatherings
can be blocked without a court order. In addition, bloggers are more strictly controlled.
Each blog or account user on social networks like Twitter, Facebook or Vkontakte is
entered into a register when his/ her page is visited by more than 3,000 readers per day.
It can be assumed that this law is an opportunity for the government to set bloggers
under pressure and to close their sides finally (cf. Smirnova, 2014). This suggests that a
free opinion formation via social media is not possible everywhere and can be strictly
controlled by the governments in order to prevent unrest and possible protests in the
country and to impede democratization. However, people are familiar with methods
that enable them to get access to blocked websites. For example, it is assumed that most
Chinese know how to bypass the Internet censorship in order to get access to social
networks such as Facebook (cf. Welt, 2010).

Social media also pose danger. Extremists can use it to spread their messages and
as propaganda platforms. One of them is the IS militia who uses social media like Twit-
ter and Facebook as a propaganda machine to spread their ideology and hate messages.
At the end of 2014, a study by the Brookings Institution According revealed that there
were already tens of thousands of Twitter accounts which were attributable to the IS
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and its supporters. This service is a key propaganda platform for the terrorist group.
Twitter wants to take action against it. The short message service has already adapted
its guidelines and now threats or advertisements of terrorism are classified as abuse,
and consequently violate the terms of use (cf. Spiegel, 2016). Obvious propaganda of
extremists can be prevented with this measure. However, this again raises the ques-
tion of whether Twitter and other social media that act in such a way do not allow the
freedom of expression. To protect the security of society and prevent further terrorist
attacks, this limit on the freedom of expression can be viewed as necessary, which is
accepted by the majority of society.

Another point is that there is also strong evidence that the sorting algorithms of social
media also contribute to the opinion formation. Whoever gets to see only radical views
and assertions on Facebook and elsewhere is perhaps more likely to become radical. Con-
sequently, social media are presumably changing the society. Just how the current refugee
crisis in Europe is a topic of conversation for many people on social media - also in Ger-
many. Unclear and unconfirmed allegations increasingly lead to distrust of refugees and
therefore to a distorted picture of the reality that people might believe in. On networks,
rights propagandists can use these sorting algorithms very effectively and target and spread
fictitious rumours about refugees. Users of networks have a tendency to gather in commu-
nities of interest so that they get to see especially appropriate content. This leads to “confir-
mation bias, division and polarization.” Confirmation bias is a psychological phenomenon
in which humans preferably close knowledge gaps with allegations they already believe in.
This leads to distribution of a distorted narrative, fueled by unconfirmed rumours, distrust
and paranoia (cf. Stocker, 2016). Thus, social media can also lead to a one-sided opinion,
since users cannot see all the information and facts for a neutral opinion. The one-sided
flow of information may eventually lead to a reorientation of political views.

3.3. Global Media as motor for cultural changes process

The development of so-called information society via networked devices is the foun-
dation of globalization in the cultural and social field. The Internet, as well as all other glo-
bally provided media of the modern mass communication such as satellite TV, etc., com-
bine cultures and societies of the countries in the world across all nations and geographical
boundaries. Apart from a global understanding and a desirable exchange of world cultures,
critics also see dangers in the new global availability and distribution of media content and
information. It is feared that previously independent cultural traditions and social values
will be aligned, especially among the powerful influence of exported American culture
and, therefore, also American ideology (cf. University of Media Stuttgart, 2015).

By using the products of modern entertainment industry, music, film and televi-
sion propagate the same ideas and the same lifestyle worldwide. Western values reach
foreign cultures increasingly. The question arises whether global media actually propa-
gate Western values and what influence global media generally have on the society.
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3.3.1. Music, movies and series as intermediary for values of western culture

The entertainment industry is considered as an intermediary between lifestyles
and living worlds and plays therefore a particular role for young people as an orienta-
tion basis for their expression and personal style formation.

Currently, there are four so-called major labels. Their share of the worldwide rev-
enues is about 80 percent. The “Big Four” are the Universal Music Group (US), Sony
Music Entertainment (Japan), EMI Music (UK) and the Warner Music Group (US).
These multinational corporations dominate the global music market and decide which
music songs will be played. The entrepreneurial oligopoly in the music market has
been therefore criticized particularly because the globally offered contents mainly
transported western values and ideologies. Amongst them, the English language with
specific and new terms. This has lead to the fact that central areas of cultural life are
influenced by universal imagery, mode shapes and consumer goods. Criticism of the
monopolization of the music market has also led in Germany to the fact that a gov-
ernment regulated quota for the entertainment sector such as in France, Switzerland,
Canada or Poland is required. In France, for example, broadcasters have been obliged
since 1996 to send 40 percent of the French language titles. At least half of them should
not be older than six months. The German Bundestag enacted a German music quota
on 17" December, 2004. With the commitment of the German radio station, a 35 per-
cent share of German artist or music produced in Germany is to be achieved. A final
decision on the music quota can only be made the respective provinces since they are
responsible for the broadcasting policy. The aims of this controversial requirement are
the prevention of a monoculture created by globalization of the music market and the
support to national and regional diversity (cf. bpb, 2010b). It becomes visible that the
government itself perceives an increasing influence of Western values on songs that are
disseminated through global media such as radio, television and the Internet. There-
fore, by the introduction of state regulations, the government is trying to prevent that
not only Western musics of the so-called “Big Four” are played. By these regulations,
local language titles are played, reflecting the culture of the country and thus bringing
the own culture to the locals closer again.

Asamass medium, television has a far-reaching effect on its consumers. As television
and films are easy to consume and are very popular in all populations, they play a central
role in the expression and style formation. For some time, entertainment programs such
as the talent show Pop Idol have achieved the highest audience ratings. Within the popu-
lar entertainment segment, international trade has increased significantly with specific
program formats in recent years. The integration of bought up broadcasting formats has
lead to the increasing adjustment of television programs worldwide.

Due to the fact that communication technology and television have been developed
and spread around the world, the idea of man and conception of the world will be changed
for many people by the content of television. Communist or authoritarian countries, such
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as North Korea, use the television as a way to disseminate propaganda. However, globali-
zation critics decry the dominance of American films in the telecommunications chan-
nels. Critics, especially from an Islamist background, see this as an insidious infiltration
of Western values, which they see as a threat to their culture and lifestyle.

In contrast, many proponents of globalization welcome the influence of Western
values such as the women's equality, legal system and freedom in religious matters.
Especially in African or Muslim societies, where patriarchy still exists, these values
could lead to more freedom and therefore to a higher standard of living (cf. GF, 2016a).

3.3.2. Influence of global mass media on personal self-improvement

After school, media are the main source of lifelong learning and political educa-
tion. This includes not only textbook knowledge of the structure of state institutions,
but also personal experiences with the actual processes of political decision making
processes. People learn in school what powers the President has according to the Basic
Law. What role does a politician actually play - this can only be understood by the
observation of daily events, consequently by using media.

Mass media influence people's opinions about politicians, political parties and
social controversies. In the short term, the media coverage of parties or individuals
often changes very quickly. Politicians who are criticized by the media can lose con-
sent in the population a short time later. Even elections can be decided in this way,
because shortly before the election more and more people are uncertain which party
they should give their votes to. In the long term, the media coverage also influences the
fundamental opinions of citizens about politics. Thus, since the early 1990s, the increas-
ingly observed disenchantment with politics has been also attributed to the fact that the
media criticize predominantly all parties in the long term and also describe politicians
as those who cause rather than solve social problems (Media Malaise hypothesis).

Mass media influence the awareness. People can give their attention to a few social
problems. But they mainly concentrate on those problems which are most frequently
reported by the media (agenda-setting effect). Therefore, they consider those problems
as important. This effect can be positive on the one hand, because it contributes to the
fact that the society agrees on certain issues that need to be solved. However, on the
other hand, this effect can also have negative consequences if the media deal with the
issues that are actually secondary and that distract from the real problems. Examples
include the extensive media coverage of alleged risks like BSE or swine flu, which occu-
pied the Germans for months, although the actual threat was rather low. Mass media
can therefore have many different effects. From a social perspective, some of them can
be seen as positive, but others have to be viewed as negative. Their occurrence has noth-
ing to do with the fact that people are gullible or manipulable. But people often have to
rely on the media reports if they want to make a judgment, because they have no other
source of information (cf. Bpb, 2011).
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4, Result

New technologies and global media are affecting societies and political structures
in the following ways: advantages of new technologies like an auto connected car are
a more comfortable lifestyle, more security and possibilities for eco-friendly driving.
New technologies can create and also delete jobs. Humans are correlated with digitali-
zation on a private level, organizational level or society. Social networks enable human
relations via the Internet and new possibilities to take participation in social and politi-
cal issues. Misbehavior of politics and industry is now “public” for everyone, anywhere
and anytime. If misbehavior happens in politics, work or society, people will react with
shitstorms and public criticism in social networks. And all over the world people can
hear and see what happens in other countries, because you can consume your favorite
media all around the world by global media. Societies are no longer addicted to the con-
tent of media that a government purports. The only important thing is access to global
media and new technology and people will generally use it. Consequently, social media
assume an increasingly important role in people's everyday lives today.

Social media also affect society and culture both positively and negatively. On the
one hand, social media strengthen the freedom of expression for people of different cul-
tures and nations and promote the feeling of togetherness as they can represent and share
common interests on social media platforms. On the other hand, social media and the
constant networking lead to the pressure to be always reachable. Consequently, the real
social communication skill stunts such as holding a conversation face-to-face decrease
due to the increasing communication via the Internet. Especially the younger generation
is affected by this development, because they grow up with the usage of social media.

Global media, such as music, films and television convey especially American west-
ern values. In the music market, for example, they are conveyed through the so-called
major labels which publish mostly American music titles. Therefore, European coun-
tries such as Germany try with a state rate to prevent that not only American title, but
also German produced titles are played on the radio. This should bring the locals its own
culture closer and oppose a loss of their own culture. But the distribution of western val-
ues such as the women's equality, legal system and freedom in religious matters can also
have a positive impact, particularly in African or Muslim societies. These values could
lead to more freedom and therefore to a higher standard of living in these societies.

Within new technologies or global media, if companies or countries do not invest
in new products and infrastructure, they cannot keep up with innovative competi-
tors from all around the world. Structures in nations, societies and companies have to
change to adapt to new conditions and environments. Politics or management have to
react, otherwise people get unsatisfied and/ or jobs and wealth get lost. Demonstrations
of the freedom of expression reached a new level through social media. If people do not
want to be kept down by politicians or ripped by big companies, they get through the
social media in communities that hold together against racism, suppression and exploi-
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tation. But on other hand, in dilemmas extreme groups are also using social platforms
to communicate and plan demonstrations.

This is the reason why it is important to learn about responsive handling with each
new gadget and opportunity via the Internet. Social media responsibility and new tech-
nologies like smartphones should be taught as a new school subject to prepare young
people for danger coming through these gadgets. Irresponsible handling of new media
and social media can escalate quickly. Shitstorms with racist comments and defamation
of people cannot be endured. Laws and security have to be prepared for contraventions
to prevent irresponsible handling of new media. Not every new media and technology
is evil, but humans can do evil things with it if they do not know how to handle new
media and technologies in a responsible way or they do not get punished because of
missing laws or the police and security infrastructure is not up-to date.

At least new technologies and social media enable new ways of collective work and
life. Beside new complex structures, dreams like the united European Union have been
more realistic than ever before. Through social networks and global media, people all over
the world and especially in Europe are in contact with each other. The dream of liberty
and democracy is expanding and structures, like in Russia or China, are changing. Social
character is changing, but not because of the crisis like the current refugee crisis in Europe.
It it changing because of modern technologies and opportunities of collective life between
work, individuality and society. The future is coming, it is our task to set basics for upcom-
ing structural changes and support responsible handling of future technologies.
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1. Empowerment and lateral power

Much has been written about power across all disciplines. Aristoteles considered it
to be an ingredient of happiness. With the arrival of means of communication, the con-
cept was permanently transformed. Yet, with their appearance, technology is not the
only thing that has changed the way that power is wielded and lost. We often think that
information and communication technologies (ICT) or economic changes are behind
this trend, but sometimes shifts in expectations and values are just as important. Joseph
Nye (2001) tells us about the transition from “hard power” to “soft power” in culture.
There are three categories of “soft power™ culture, political values and foreign policies.
Antonio Gramsci considered cultural hegemony to be a means of reinforcing the power
of a nation state and of capitalism itself whilst Michael Foucault associates power with
surveillance.

Power is the ability to direct or impede the current or future actions of other groups
and individuals... it is “what we exercise over others that leads them to behave in ways
they would not otherwise have behaved” (Naim, 2013, p. 38). This definition, inspired
by Robert Dahl, encompasses different ways of imposing one’s will such as influence,
leadership, persuasion, coercion, etc. As Ulrich Beck might say, we live in a world that
must manage fears.

At any rate, power is being eroded since it is becoming more and more difficult to
maintain and because people have tools such as social networks and the Internet that
weaken it. Yet, the opposite might also be observed: the Internet empowers the people.
However, there are additional factors that underpin the dilution of power in all socie-
ties, thus leading to the appearance of societies with greater freedom and opportunities
for their citizens. There are three reasons behind this process: “the revolution of more,
that is characterised by the increase in and abundance of everything...”; the revolution
of mobility, that refers to the fact that not only is there more of everything but “more”
of everything (people, products, technology, money) is on the move; this is increasingly
taking place and largely because it can be done at a lower cost and with a global reach,
even to those locations that until recently were inaccessible; and the revolution of men-
tality, that reflects major changes in the way of thinking, expectations and aspirations
that have accompanied these transformations (Naim, 2013, p. 32).

Social change is being caused by social, cultural and economic factors. Jeremy Rifkin
asserts that the traditional hierarchical organisation of economic and political power is
making way for lateral power that is organised nodally in the 3" Industrial Revolution. He
states that “social networks have bloomed... creating a new distributed and collaborative
space for sharing knowledge and spurring creativity and innovation across every field”
(Rifkin, 2011, p. 165-166). Change is underway: “Societies evolve and change by decon-
structing their institutions under the pressure of new power relationships and construct-
ing new sets of institutions that allow people to live side by side without self-destroying,
in spite of their contradictory interests and values” (Castells, 2007, p. 258).
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Weber was right when he insisted that bureaucratic power is based on the power of
compliance with rules and regulations. On the Internet, this is the first thing that fasci-
nates: how easy it is to bypass rules and/ or create parallel systems of rules and regula-
tions (netiquette). Parental orders, intellectual property, anonymous insults, etc., are
the trolls. The rules of the so-called “Internet generation” are very different from those
of past generations and are making appeals to change the world by calling for: freedom,
customisation, scrutiny, integrity, collaboration, entertainment, speed and innovation
(Tapscott, 2009, p. 74).

The Internet fosters debates between contents generated by companies, that must
be commercialised in order to attempt to generate profits, and non-profit contents that
only aim to achieve broad distribution. The interests and confrontations between these
two approaches are very diverse (Van Dijck & Nieborg, 2009). The Web 2.0 (i.e. sharing
social networks) has made a mistake by attempting to commercialise contents created
by users (Jenkins, Ford & Green, 2015). “While today's media environment is charac-
terized by tailored media products, global media conglomerates, deregulation, flexible
work arrangements, casualization of the labour force, and increased consumer surveil-
lance, these changes are extensions of earlier historical processes more than a radical
break with the past” (Havens & Lotz, 2012, p. 199). What has changed are the partici-
patory capabilities of users. It is true that “we are at the beginning of a revolution that
is fundamentally changing the way we live, work and relate to one another” (Schwab,
2016, p. 13). Yet, power should involve achievement of adequate balance between large
media conglomerates and the participation of people on the Internet.

In spite of technologies and lifestyles that encourage the individualisation of almost
everything, new ways of belonging and community linked to the so-called “transmedia
culture” are appearing. Moreover, all of this intersects with a new freedom of power to
choose at any time and any place because the decisive factor is access. The motto of this
age could be “anyone, anywhere, anytime” (Alvarez-Monzoncillo, 2011), giving rise to a
new empowered consumer (Fuller, Mithlbacher, Matzler & Jawecki, 2009).

This participative culture does not have any precedents. Young people embrace
the Internet where they can find things that they love and as it allows them to self-
confirm themselves. They tend to get pulled in by a magical attraction and perhaps
embrace the “Californian Utopia” too quickly (Barbrook & Cameron, 2001), in contrast
with critical capabilities when it comes to using mimetic reproduction models. In fact,
“The cyber-utopianism updates an idea very much present in the modern revolution-
ary movements: overcoming the traditional community guardianship and the appear-
ance of a type of social interaction that is simultaneously both caring and respectful of
individual freedom... And promises us new digital lands, albeit perhaps too utopian”
(Rendueles, 2013, p. 121).

Traditionally, in our societies, property is power. Yet, change is also underway on
that front. Sharing without owning homes, cars, computers, bicycles or energy implies
the retirement of Adam Smith as Rifkin (2011) proclaims. There are some shattered
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dreams hiding behind the participative culture. There is a lot of criticism of “work-
ing for free due to the ‘cool’ aura of free creative work and a confusion between what
is free vs. work” (Fuchs, 2015). In the view of this author, who has a Marxist focus, the
limits of the categories of industrial capitalism such as worktime/ leisure time, produc-
tion/ distribution/ consumption, office and factory/ home and privacy have begun to
be more porous. The goal of capitalism is to intensify and spread the exploitation of
workers via dualistic characteristics of Fordist capitalism (Fuchs, 2015).

The dynamics of individualisation of the Internet and the ability to participate have
brought the rhetoric of empowerment and the digital revolution with them, remixed
with utopias involving social change, and with other types of representation and/ or
democratic participation. Yet, this empowerment capability has two sides: the empow-
ered individual and the disempowered individual. The former feels that he/ she has
more power because technology allows him/ her to become more informed and com-
municate and organise him/ herself better whilst the latter feels excluded and stripped
of all power. It is the same old debate between the elites and the common people. There
are two categories: the very active that are experiencing new ways of participating in
civic life (underpinning the revival of the concept of citizenship), and those who have
no influence, no organisational capabilities, and are silent.

Effectively, there are contributions concerning social networks and the public sphere
that may be a bit too optimistic regarding social change and that distance themselves
from the approach of the concept developed by Habermas: social networks allow all
citizens to change their relationship with the public sphere (Benkler), the emergence of
a new sphere 2.0 (Papacharissi), the construction of a new public sphere in the network
society (Castells) and the public sphere (Burges and Green). Empowerment involves
more factors than merely having access to technologies that allow for more efficient
communication and greater organisational power than others (Fuchs, 2015, p. 315).

The digital revolution has given more power to the people. The hierarchical organ-
isation of flows of authority and power is something that belongs to the past. Political
systems are also changing to adapt to new ways of organising ourselves and of dissemi-
nating opinions. However, the new power can control or even lead to battles in order to
obtain programming (Rushkoff, 2010).

2. The business model era

Until the 1990’s, the term “business model” was hardly ever used (Osterwalder et
al., 2005). However, this term quickly gained prominence among both practitioners
and business scholars with the development of information and communication tech-
nologies (ICT) and the emergence of Internet companies. As a result, it was necessary
to analyse a new set of companies that was beginning to create markets and no longer
resembled traditional industries (DaSilva and Trkman, 2013). In fact, most business
models are currently affected in some way by technology (Kinder, 2002).
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A general definition of the concept has not emerged, but it can be said that there is
an agreement among scholars that a business model must link the workings inside the
firm to outside elements, including the customer side, and how that value is captured or
monetised (Baden-Fuller and Mangematin, 2013). In short, we can say that a business
model “defines how the enterprise creates and delivers value to customers, and then
converts payments received to profit” (Teece, 2010, p. 173). It performs two important
functions: value creation and value capture (Chesbrough, 2006).

Business models answer the question “How is it being done?” and must design the
organisational structures that a company needs in order to enact a commercial oppor-
tunity (Foss and Saebi, 2015). However, this is not the same as strategy. In fact, all com-
panies aim to put some type of business model into place, but not all companies have
a strategy (DaSilva and Trkman, 2013). Strategy is about building dynamic capabili-
ties aimed at responding efficiently to future and existing contingencies. Its purpose
is to successfully compete, whilst a business model aims to create value with the effec-
tive coordination of business resources (Osterwalder et al., 2005). To wrap up, strategy
“reflects what a company aims to become, while business models describe what a com-
pany really is at a given time” (DaSilva and Trkman, 2013, p. 383).

There is not a unified typology of business models either (Foss and Saebi, 2015). Yet,
consideration of fundamental architypes is important because of the features of market
economies where there are consumer choices, transaction costs, heterogeneity amongst
consumers and producers, and competition (Teece, 2010). Broadly speaking, with regards
to the media, we would mention: participatory models, where the contribution of users is
vital for value creation; distribution models, where contents must be created and revenues
generated in several ways; and editorial models, where all content is offered in exchange for
payment and free offerings are a rare exception (Lyubareva, Benghozi, and Fidele, 2014).

Participatory models tend to mix, in particular, user-generated content with those
from external producers. Value creation is dependent on users’ contributions, so that
the presence of free content is vital for the model (Anderson, 2010). Consumers have
free access so that it is necessary for audiences to be sold to advertisers. Thus, compa-
nies thereby become multisided platforms that match users with advertisers (Evans and
Schmalensee, 2016). As they are closely linked to advertising, they are overly dependent
on economic cycles. This is the case of groups such as YouTube and Facebook. Only
those users contributing more successful content receive any economic compensa-
tion, which may lead to motivational problems over the long term. Costs are, thereby,
reduced by substituting consumer input for editorial decisions. Content openness com-
bined with sharing and peering have become the keys to the success of collective crea-
tivity (Lyubareva, Benghozi, and Fidele, 2014). However, there are multiple offerings for
commercialisation of contents (streaming, downloading, desktop, mobile, etc.).

As for distribution models, they tend to target a precise market segment and
develop original contents in-house. However, they also purchase contents in the market
that they cannot or do not want to create. They use several channels to generate reve-
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nues, such as public funding, donations, advertising, direct sales and/ or subscriptions.
These sources can be mixed in different proportions. In the case of usage of advertising
for financing, they also become multisided platforms. They utilise multiple distribu-
tion channels to reach their consumers and must control final monetisation with them.
Free-to-air TV, a free online newspaper, or a newspaper that puts a paywall into place
are some of the options within this general model.

Finally, editorial models tend to be based on contents from external professional
suppliers (although they may also have a small amount of in-house production). All
content is offered in exchange for payment and there are normally mechanisms in place
to restrict usage (DRM or similar). These companies must control the quality of con-
tents and tend to structure price discrimination. Pay-TV functions under this model.

Managers seeking to outperform their competitors should focus on: choosing the
right business model; implementing it as best as they can; improving the company’s
dynamics capabilities; and engaging in business model change when an opportunity or
threat arises (DaSilva and Trkman, 2013, p. 383).

The business model concept is gaining traction in different disciplines but it is
criticised for being vague and lacking theoretical foundations (Zott et al., 2011). Never-
theless, business models can be used to categorise the corporate world and explore the
economic possibilities offered by different architypes.

3. Mainstream, niche markets and globalisation

The disruption of the Internet has underpinned an economic crisis that endangers
the very survival of mass communication media which triumphed in the 20* century in
all countries. However, change has moved us towards the so-called “matrix era” that is
“characterised by interactive exchanges, multiple sites of productivity, and diverse modes
of interpretation and use” (Curtin, 2009, p. 13). While today’s media environment is
“characterised by tailored media products, global multimedia conglomerates, deregula-
tion, flexible work arrangements, casualization of the labour force, and increased con-
sumer surveillance, these changes are extensions of earli