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Abstract:

Mapping Communication and Media Researcthe UKis part of a larger international
research project called Mapping Communication aredlisl Research. It is a project
that examines the contents and trends of curreeareh in communication and media
in several countries. The project is funded by lHegis Sanomat Foundation.

The purpose of the projebtapping Communication and Media Research in thehdk
been to produce an overview of current issuesi@ trends and future challenges in
the media industries and related communicationna@dia research in Britain. The
focus is on media research.

The report is based on various data sources, bes reainly on interviews conducted
with UK academics and industry. In all, 28 commatien scholars and other experts
were interviewed for the report. Additional datalude content analysis of influential
journals in media and communication and variousiseéary sources.

The report is organised in five parts:

Chapter 1 describes the historical developmentanant state of the British media,
followed by sections on media markets, policies mamdilation, and contents and
consumption. Chapter 2 discusses research institiind organisations in Britain,
starting with universities and proceeding to conuiadly-focused media research
companies, think-tanks and non-governmental orgéiniss. This chapter ends with a
overview of research funding in Britain. Chaptdre®jins with an outline of the curren
main approaches and methods of British academidanaad communication research.
This is followed by an introduction to key trendsrésearch. Chapter 4 discusses th
future of communication and media research in Britdpecifically it concentrates on
the challenges and concerns identified by varieadihg scholars. Chapter 5 reaches
some conclusions on the basis of the report’sriigsli Key issues and discussions are
illustrated with examples and cases throughoutepert.
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The study raises certain key issues in the Britigllia landscape. The funding base ¢
the media is in turmoil as advertisers increasimglgst their money in the internet. T
traditional media, especially newspapers and cormialaradio, are suffering from this
development. Britain’s traditionally strong newspapector has been undergoing a
sharper decline in sales than has taken placéner &uropean countries. On the othe
hand, some newspapers have managed to make tieeirahiversions internationally
successful. The introduction of digital, cable aatkllite TV has led to the rapid

fragmentation of television audiences. Consequehdye are more channels competing

for diminishing audiences. Despite the ongoing teba its role, impartiality and
funding, the public service broadcasting compalmg,BBC, remains strong: it still
attracts large shares of both radio and televiaigtiences. British people are among
most active internet users in Europe, yet theeedsnsiderable digital divide: in a
survey conducted in 2007 one quarter of the pojamdtad never used the internet.

In the light of the data gathered, key developmehé&gping British media and
communication research can be identified. Fir&lytish media and communication
research might be becoming more valued and betigrated into the general body g
academic research, overcoming the traditional disatiof media subjects as less-
intelligent. Secondly, collaboration between indysind academia seems to be
strengthening in some areas. This developmenthareed by the government’s
research funding policy and the shared interetemedia industry and academia in
the changes taking place in the media landscapedlfhthe gap or even rivalry that
has existed between the cultural studies and palliiconomy approaches in media
research is diminishing. There are new attempksitige the gap and merge element
of the two approaches. The research areas thaitdrgiewees for this report identifie
as most important or promising included: (1) gladzgtion (e.g. transcultural identities
the media as global business and diasporic md@jgjpurnalism, the media and
democracy (e.g. the tabloidization of news, ci\actigipation, digital divide and war
propaganda) and (3) media convergence and itsteffilec example on media uses, th
media landscape and society.

Some fundamental reconsideration of the naturbefmhole field is taking place in
Britain at the moment. The basic theories, metlasconceptualisations are being
challenged. Efforts are being made to become mpitedate: less centred on the we
for example, and better suited to the new mediddeape being shaped by media
convergence and blurring boundaries between progacel audiences.

Key words: Communication and media research, mediatudies, mass media,
media industry, United Kingdom
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Introduction

Mapping communication and media research in thei®J& project which seeks to
examine the contents and trends of current commatioicand media research in the
UK. The focus is on media studies. The aim of ttegget is to examine the main
approaches in research in order to produce an ievef British communication and
media research — what is meant by communicatiomaadia research in Britain, what
is being studied and how? The project has beenumbed by the University of

Jyvaskyld’s Department of Communication.

Mapping communication and media research in thei®Jgart of a larger international
research project calledapping Communication and Media Resealitlis a project

that examines the contents and trends in curreeireh in communication and media
in several countries. The University of Helsinksh@eviously compiled mapping
projects of media and communication research irdieJapan, Germany, France,
Estonia, Finland and Australia. At the moment atiwg this report, similar projects are
taking place in the context of South Korea, thehddands, Belgium and Russia. The
Mapping Communication and Media Reseapebject is funded by Helsingin Sanomat

Foundation.

The objective of the project is to provide a gehevarview of communication and
media research in these countries. The project miegpain institutions and
organisations as well as each country’s approaghésational characteristics in media

and communication research.

The main source material for the project consistaterviews with key figures in the
field of communication and media research. In aoldjtmaterial is drawn from existing
research and statistics. There are also specBi stdies which are designed to
illustrate special future challenges, interestiegates, or innovations in each country

and in every subproject.



The project’s main research questions are:
* What kind of communication and media researchrigezhout in a specific
country?
* How do different approaches relate to each other?
* What is the relationship between communicationaeseand communication
industries and what kind of applications does #szarch have?
* What is the focus of communication and media re$e@r each country, and

what direction is this research likely to takehme future?

Each country provides a unique context for commatioa and media research: in each
of the countries examined research has been ogghmglifferent ways. In addition, the
definitions and conceptualisations of communicatiod media research vary from one
context and one country to another. This meansnieainingful comparison of the
research between different countries has provée @ difficult task. The national
statistics of the countries studied, for example,aiten based on incompatible data and
methods. Because of these difficulties in compéitgbévery sub-report provides

country-specific explanations for the concepts wmadifor its samples and methods.

To try to enhance meaningful compatibility among slub-reports, the research
guestions, research principles and structuresharsame for each. The same
organisation, themes and questions have also lsshini the interviews. Each report
starts with an introductory chapter describingttirget country and its media landscape

— i.e., communication and media systems and markets

The purpose of the UK subproject is to produce\armoeew of current issues and main
trends in Britain and to identify future challengeshe media industries and related
communication research there. The main focus @soanlemic research, but research

carried out by government institutions and privagencies is also included.

The UK report is based on various data sourcesnidia source material consists of
interviews conducted during the spring of 2008 ighkey people in the field of
British communication and media research. The essiphs on academic research and

the choice of interviewees was guided by the |d&estearch Assessment Exercise
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(RAE), which was conducted in 2001. The RAE isiearout jointly by the Higher
Education Funding Council for England, the Scotisimding Council, the Higher
Education Funding Council for Wales and the Depannior Employment and

Learning, Northern Ireland. The primary purpos¢hef RAE is to produce quality

profiles for the research activity of each instaat

After the institutions that ranked highly in thell of media and communication
research were identified, the profiles of theirgoemnel were looked at with the aim of
understanding the extent of the field. Some inewges were heads of their
departments, some well established and respecedrahers in their fields; some had
long academic careers or careers in one of theamedustries and could therefore
bring a different perspective to the subject. Idiidn, attention was paid to the
diversity of research topics and approaches tleaintierviewees represented: some
people were included because they were seen teseprnew kinds of approaches or
research institutions. To some extent geograpkiwalsity was also considered,
although institutions in Scotland and Northerndrel were excluded. In addition to the
face-to-face interviews, one representative froenrttedia industry’s own research
projects was interviewed by email. The interviewsdoice primary data covering not
only the facts of current communication and medgearch but also indications as to

how the interviewees foresaw research in this filgldeloping in the future.

The interviews took place mainly between the resesarand one interviewee, but in
one case the researcher talked with two interviswEee interviews were structured
around a written questionnaire but other themeg waken into consideration when
necessary. In the interviews, which lasted aboathlaur and were taped and later
transcribed, the interviewees talked freely abbeirtwork. The transcribed interview
material makes up over 400 pages. Although 28 thienmaerviews is insufficient to
make quantitative inferences with respect to theralmedia and communication
research conducted within British academia andrtbdia industry, they produced an

extensive and multi-voiced body of data for quéii@aanalysis.

A small scale quantitative analysis was also cdrogt on recent publications in order

to find more information on the main orientatiorisesearch.
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The report is dividethto five major sections: (1) the British mediadanape, (2)
research institutions and organisations, (3) mppr@ches in communication and

media studies, (4) issues of importance for theréubf research in the field and (5)
conclusion.
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1. Media Landscape in the United Kingdom

1.1. The British Context

The United Kingdom is a parliamentary democracy emwstitutional monarchy that is
one of the key players in the world’s politics amwbnomy. Owing to its historical role
as an industrial and maritime power, the UK hasd&hding role in developing
parliamentary democracy and in advancing literatun@ science. After World War 1l
the UK became a significant exporter of culturesrhiture, theatre, film, television and
popular music. The increasingly centralised systégovernment became more federal
when the Scottish Parliament, the National AsserfiriyVales and the Northern
Ireland Assembly were established in 1999. In méatias, Scotland is the most
distinctive region with its own national press (Stall 2004: 262). This presentation

will mainly focus on national UK media.

The estimated population of the United Kingdom w8 million in July 2007 (CIA
2008). British society is multi-ethnic, especiatylLondon and the larger urban areas in
England. According to the latest census in 2004 proportion of the UK population
from non-White backgrounds was eight percent, whigtans about 4.6 million people
(ONS 2001). A more recent sunfagonducted in 2006 suggests that the population
share of ethnic minorities has been on the incrgassibly due to East European
immigrants (Ofcom 2007d: 6). The largest minoritesne from former British
colonies: in 2001 Indians were the largest groajpded by Pakistanis, those of mixed
ethnic backgrounds, Black Caribbean and Black Afr&e(ONS 2001). According to
several interviewees, increasing immigration andtiouituralism affect British
academia as well as media and communication rdsearc

“What Stuart Hall said again a long time atie challenge of the Zkentury is
living together with the different found that a very challenging concept. The
demography of London is radically changing (...) &meltraditional working
class is disappearing. But who does the rotten Witk migrants. ”

“Young people from around the world just want toneoto London. | mean,
look at the PhD-program — not a single Brit.”

! The Quarterly Labour Force Survey (July - Septenr®@06) conducted by the Economic and Social
Data Service (ESDS) on behalf of the Office foribladl Statistics. Eastern Europeans are not defised
an ethnic group in ONS surveys to date, and thezefannot be isolated for analysis. However, the
biggest category increase is seen among thoseoceted as ‘other’. (Ofcom 2007d: 6.)

13



The British political and media systems are firimked. Professors Daniel C. Hallin
and Paolo Mancini (2004: 66—86, 198—248) categahsdJK, together with the US,
Ireland and Canada, as a liberal media model. Tégiarhistory of these countries is
bound together with strong political and culturastand their political system is
characterised by liberalism, early democratisatmaderate pluralism and
majoritarianism. Common to liberal countries is galy development of press freedom
and mass circulation of the commercial press, whatame overwhelmingly dominant,
surpassing party, trade union, religious and dtivats of non-commercial media. In
each country (except Ireland), commercial broadog$tas played a larger role than in
most continental European countries, and newspagedation has fallen after the
invention of television, still remaining relativellgw compared to Northern Europe. In
each liberal country, the professionalism of jolistgiis strong, as is the tradition of

political insulation of public broadcasters andulagory authorities.

However, according to Hallin and Mancini the Biitisystem differs in several ways
from other liberal countries, tending rather tovgttte Northern European media model
prevalent, for example, in Finland. Firstly, unlikeother liberal countries, state
influence in the British media is high, as is ithaged by the dominance of the BBC and
the public service ideology in British broadcastarmgl by the tight regulation of
broadcasting — even though deregulation has unddlybbeen the trend in this decade.
Secondly, the role of the print media in Britairsleen considerably larger than in the
US. Thirdly, while journalism in liberal model camies is considered to be neutral and
information-orientated, in the British press distipolitical orientations are clearly

manifested in news content, although party affdias have become weaker. (lbid.)

1.2. Development and Structure by Medium

The Press

The British newspaper sector is considered to bengnthe strongest within the western

democracies. Due to the early industrialisatiothefBritish press from the 1850s

14



onward$, newspaper readership has been among the highestape. Thus the British
newspaper market can support many national takésough the Nordic Countries such
as Finland exceed British sales per head of papualaih 2006 the UK ranked tenth in
the world for newspaper circulation per thousarbitants. (Hallin & Mancini 2004:
22-26; Sanomalehtien Liitto 2007.)

A distinctive feature in the British national nevager scene is the division into three
market clusters: downmarket, midmarket and upmailket readerships of popular,
midmarket and quality papers reflect to some exdenial status. Especially the
upmarket cluster has been strictly defined, wittp@tcent of readers being categorised
as more professional work&r§he most successful paper with the biggest $ates

over 25 years has be&he SunAs part of Rupert Murdoch’s News InternationaheT
The Sumredefined the popular market at the end of théd43% introducing the formula
of entertainment, consumerism, celebrity and sesgtsm. The midmarket is engaged
with popular themes too, but is not consideredet@t obviously populist. However, it
is argued that popular content is gaining grounallifields of British newspaper
journalism as the space devoted to serious corgeaial analysis and policy issues
diminishes. (Ward 2007: 73-86.) The characterigifidbe three markets are sharpened
by their different sources of profit, popular papdepending on daily sales and
highbrow papers on advertising revenues. The Britsually buy single issues of

papers; less than a third of national daily salesevdelivered to people’s homes in

2 Regular news print arrived in the UK in the eadyenteenth century, relatively late compared to the
European Continent. In the 1620s a group of pubtisktarted to issue regular bulletins called newakd®
that covered domestic and foreign news, and thusribated to the emergence of a news culture in
Britain. (Cranfield 1978:2; Conboy 2004: 9—-25.) Wtite beginning of the nineteenth century news was
luxury item for the bourgeoisie and highly educatggber class and the contents of papers pro-
establishment. The press as a genuine mass medasninwented with the rise of the literate working-
class. A radical press targeting urban workersvefrom 1815 on and, though vanished by the end of
the century, created the popular market of theédBrihational press. (McNair 1999: 144-145.) Therky

of three newspaper markets was completed WihenDaily Mailwas launched in 1896 to cover populist,
but conservative and tasteful, material targetimg éxpanding lower middle-class. The period from th
1850s to the early twentieth century marked thengtrindustrialisation and growth of newspaper
production all over Britain. Since the 1920s thenber of national newspapers has been stable asafmost
the current biggest nationals have their roothiéndarly twentieth century or beyond.

% The classification system widely used in the Ukoaives five broad socio-economic categories: A
(upper professional); B (lower professional); Clelical); C2 (skilled manual); D (unskilled); E
(unemployed).
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2004. Many readers in the UK are promiscuous ands#to read different titles on
different weekdays. (Tunstall 2004: 264.)

Table 1. The most popular British Newspapers by Crulation in December 2007

National Newspapers — popular

The Sun (News International Ltd) 2,985,672

Daily Mirror (Trinity Mirror plc) 1,494,114

Daily Star (Express Newspapers) 726,465
National Newspapers — middle market

The Daily Mail (Associated Newspapers Ltd) 2,316,80

Daily Express (Express Newspapers) 744,539
National Newspapers — quality

The Daily Telegraph (Telegraph Group Limited) 87235

The Times (News International Ltd) 615,313

Financial Times (Financial Times Lfd) 449,187

The Guardian (Guardian Newspapers Ltd) 353,436

The Independent (Independent Newspapers UK Ltd) , 4228
National Newspapers — Sundays

News of the World (The Sun / News International)Ltd 3,167,435

The Mail on Sunday (Daily Mail / Associated Newspep 2,209,642

Ltd)

Sunday Mirror (The Daily Mirror / Trinity Mirror p) 1,315,188

The Sunday Times (The Times / News Internationd) Lt 1,148,329
Sunday Express (Daily Express / Express Newspapers) | 677,480
The People (The Daily Mirror / Trinity Mirror plc) 674,781
The Sunday Telegraph (The Daily Telegraph / Telglgra 611,293
Group Limited)
The Observer (The Guardian / Guardian Newspapeis Lt | 429,420
Daily Star - Sunday (Daily Star / Express Newspsper 360,416
Independent on Sunday (The Independent / Indepénden | 198,222
Newspapers (UK) Ltd)

Source: Audit Bureau of Circulation

The upmarket sector is the largest in number lefstibut the smallest in total sales.
Former journalist and principal lecturer in joutisal Geoff Ward (2007: 83—84) has
presented three trends in the upmarket sectohthag been introduced to try to achieve
bigger sales. First of all, to attract advertiseese has been a trend to launch exclusive
supplements covering lifestyle, leisure or varibekls of work and social life.

Secondly, many quality papers have gone tablomare compact in size to serve busy
readers in a more user-friendly form. These measage led to gains in circulation,
though the effect seems to fade with time. Thirthgre has been a shift in the content

of the quality papers from newspapers to ‘viewspsip®ue to challenges from more

* The Financial Timess often categorised as specialised business pather than mainstream national.
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real-time media, quality papers have put more esiplan commentary and analysis
than on plain factsThe Guardian’day-out, for instance, has been designed to imitat
web pages and “old news” has been recorded btieftyve space for in-depth stories.

The Timedor its part has been absorbing features of trdnmarket agenda.

Table 2. Regional and local newspapers in Britaimi October 2007

Daily and Sunday titles Paid Mornings 22
Free Mornings 10
Paid Evenings 72
Free Evenings 6
Paid Sundays 10
Free Sundays 8
Paid Weekly titles 532
Free Weekly titles 648
Total 1.308

Source: The Newspaper Society database as in @QQ0b&

A peculiarity of British newspaper markets has béendominance of national
newspapers, while in the US and most large Europeantries regional dailies play a
much larger role (Doyle 2002: 125). However, théi& regional and local newspaper
field is also strong, with around 1,300 titles. Aating to the Newspaper Society, the
voice of Britain’s regional and local press, theteeis evolving into multimedia
businesses, which is demonstrated by the growingbeu of regional press websites,
radio stations, niche publications, stand-aloneanxgs and online television services.
(Newspaper Society.) By the 1990s the small-seat@ly businesses had become a
highly profitable and concentrated sector ownea fgw major corporations. Free
papers emerged to challenge the status quo idf@sland, as in Finland, they are
now a significant rival to paid papers. In the Ukeebies made up more than half of all
regional and local papers in 2007. (Freer 200718935

Magazines

The history of magazines in the UK, stretching baeér 400 years, has been recently
characterised by expansion. More than 8,300 consantebusiness titles were
published in 2007 and the number has been ongbdat over ten years, with new
items popping up at a rate of more than one per@agsequently, the “death rate” has
also been fast, indicating the competitivenessefsector. (PPA Marketing 2007: 3-8;
2008a.) In comparison, the emergence and demis@gézines in Finland has not led
to growth in the number of titles (Aikakausmedi®28; 2008).
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Professor of journalism and communication Brian MgN1999: 16-18) has noted that
there are thriving magazines in the UK, sucilas EconomisandPrivate Eye with a
clearly journalistic emphasis on investigation,kmaound, analysis and commentary.
During 2007 several news and current affairs mageziincludingrhe WeekThe New
StatesmamandThe Oldig increased their circulation, afitie Economishas grown
across all its editions in recent years. (PPA Mtinke2008a.) According to McNair the
majority of periodicals operate on a less journialisasis, straddling the boundaries of

journalism, leisure, entertainment and business.

Table 3. Number of Consumer Magazine Titles in Eaclector

Leisure Interests 477 Home Interests 109
Sport 321 Men’s Magazines 101
County, Town & Local Interest 305 Music 98
Women's Magazines 239 Outdoor Pursuits 96
Youth 217 Health, Fitness & Beauty 87
Travel and Tourism 211 Ethnic & Expatriates 8p
Education & Careers 207 General Interest 70
Entertainment & Leisure Guides 182 Computing 56
Motoring 176 Food & Drink 53
News & Current Affairs 136 Motorcycling 40
Buying & Selling 132 Personal Finance 16

Source: PPA Marketing 2007: 19.

As in Finland, the highest circulations are in oosr magazines — the fastest growing
sector in UK magazines, with a primary goal of cammmating business and product
information.Skymagthe customer publication for British Sky Broadaas (BSkyB)
subscribers, had the highest circulation of moas tbeven million copies in 2007.
Among actively purchased items, readership of wosgttes and TV guides has been
the highest. The latter contain information on TNdaadio coverage as well as TV
gossip and celebrity interviewSake a Breaka weekly magazine covering relationship,
health, beauty and housekeeping tips with an upstyte, has held the market
leadership in women'’s lifestyle since the 19908AMarketing 2008a.)

Behind the top lists, some trends are evident. &has been growth in the number of
children’s titles in recent years, and high pro@leldren’s launches took place in 2007.
ABC figures show growth for titles targeted at gaool, primary school and pre-teen
children. These titles include eByatz, Doctor Who Adventure MagaziaedGo Girl.

(PPA Marketing 2007: 34.) The increasing populasitgaming consoles is reflected in
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the success of Xbox 360 and Ninteriiles. A recent phenomenon in the men’s
lifestyle sector has been the especially succedsfi¢lopment of brands online. For
exampleNuts which has seen the circulation of its print extitdecline, launcheduts
TV and at the end of 2007 had attracted over 94Q)0@fue users. (PPA Marketing
2008a.)

Table 4. Total UK and Ireland Actively Purchased Majazine Circulation*
July—-December 2007

Rank & Title Publisher Category Circulation
1 TV Choice H Bauer Publishing TV Listing 1,403,512
2 What's on TV IPC TV Listing 1,385,840
3 Radio Times BBC Worldwide Ltd. TV Listing 1,03G66

4 Take a Break H Bauer Publishing Women's Lifestyl | 988,056

5 Saga Magazine Saga Publishing Ltd. Generaldstey 649,400

6 Reader's Digest Reader’s Digest Association Géhaerest 624,741

7 OK! Magazine Northern & Shell Women'’s Lifestyle | 606,198

8 Closer H Bauer Publishing Women'’s Lifestyle 936,

9 Heat H Bauer Publishing Women'’s Lifestyle 518,93
10 Chat IPC Women'’s Lifestyle 505,178
11 Glamour Conde Nast Publications Women'’s Lifestyl | 497,890

12 That's Life H Bauer Publishing Women's Lifestyl | 453,405

13 Now IPC Women'’s Lifestyle 450,969
14 Good Housekeeping National Magazine Compahy  &/srlifestyle 445,742
15 New! Northern & Shell Women'’s Lifestyle 440,309
16 Pick Me Up IPC Women'’s Lifestyle 413,424
17 Cosmopolitan National Magazine Company  Womeiitstyle 386,748

18 Woman IPC Women'’s Lifestyle 363,112
19 TV Times IPC Women'’s Lifestyle 357,848
20 Love It! News Magazines Ltd. TV Listing 354,125

*) Table does not include free papers such as roasiomer papers.

**) Saga Magazine concentrates on the interestscanderns of the over-50s market and simultanepusly
though subscription-based, serves as a marketoidaioSaga Group’s services.

Source: PPA Marketing 2008.

Television

In broadcasting the British were pioneers: BBCuisien was first launched before

World War Il, in 1936’ Today British television is a unique mixture ofia service

® BBC television broadcasting was launched in 1986 e-launched after World War 1l in 1946. The
BBC monopoly evolved into a duopoly with the emergge of a commercial ITV channel (now Channel
3) in 1955. However, ITV news, produced by Indemamidrelevision News ITN, was constrained with
the same impatrtiality and diversity objectives &CBNews. The ITN’s editorial decision-making prages
was to be free of any pressure from advertiseteeoowners of ITV companies. Even today ITV dedare
on its webpage that it is “the most regulated clkhrim Britain”. The duopoly was broken with the
introduction of new terrestrial channels, BBC2 ®64, Channel 4 in 1982 and finally Five in 1997. A
truly multi-channel television system, however,raxerrestrial television, was introduced to théig

in the early 1990s. Especially the satellite conypBritish Sky Broadcasting (BSkyB), the major paft
which is owned by Rupert Murdoch’s News Corporatiproved popular in part due to its UK-based 24-
hour news. (E.g. Tunstall 1983 and 2004; McNairdp®ue to the failure of cable, the BSkyB satellit
package was completely dominant in the pay-TV sdzydhe mid-1990s (Hesmondhalgh 2007: 124).
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and commercial broadcasting. The dominant play@ritsh television with the most
viewers is the BBC, a prototype of a state broadcdsnded through television license
fees. However, besides two BBC channels, all therdraditional terrestrial channels
in the UK are also engaged in public service. Ckadns a non-profit public
corporation funded by advertising revenues andgadjan public service tasks.
Commercial channels ITV1 (Channel 3) and Five (Gleab) have public service
responsibilities. There are also an increasing rarrnbpurely commercial channels
funded by advertising, sponsorship, subscriptioa orix of thes&.(DCMS 2007a:

243.) Despite the upward satellite and cable patietr, terrestrial TV — moving from

analogue to digital — still takes up the majorifyrain TV sets. (Ofcom 2007a: 3-17.)

Characteristic of recent television broadcastingthe UK is the fragmentation of
audiences due to the proliferation of the numbebfadcast channels and further
speeded up by the digitalisation and deregulatibnbmadcasting. Multichannel
viewing, referring to widened channel options tlglouhe use of digital, cable and
satellite television, has risen faster in Britaiveo the decade than in its European
neighbours (Ofcom 2007c: 3). Several intervieweggsrded the increase in the number
of channels, the fragmentation of audiences ansl dminishing advertising profits for
public service broadcasters (PSBs) as one of thret nmtable shifts in the British media
landscape over the past decade. It was arguedthtbauality of TV contents has
deteriorated. One interviewee said:

“It wasn’'t so many years ago when all of the chdsmmeBritain were public
service, now it's a very small proportion. (...) Weas we had five very well
funded channels [the PSBs] that could produce gugility programmes and
that had different remits (...), now they’re all soialing for the same pot of
money so they tend to invest in cheaper programrhing

® In addition, Welsh Fourth Channel S4C makes aiapease as it receives grants from the government
and benefits from the BBC.
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Table 5. Annual % Shares of Viewing (Individuals) »00—2007

Year BBC1 BBC2| ITV 1 C4 five Others
(incl.GMTV)
2000 27.2 10.8 29.3 10.5 5.7 16.6
2001 26.9 11.1 26.7 10.0 5.8 19.6
2002 26.2 11.4 24.1 10.0 6.3 22.1
2003 25.6 11.0 23.7 9.6 6.5 23.6
2004 24.7 10.0 22.8 9.7 6.6 26.2
2005 23.3 9.4 21.5 9.7 6.4 29.6
2006 22.8 8.8 19.6 9.8 5.7 33.3
2007 22.0 8.5 19.2 8.6 5.1 36.5

Source: BARB 2008b.

Since audiences are more difficult to attractas been argued that British television
has become more populist and commercial. Even thtelgvision output in Britain has
increased massively, Professor Jean Seaton (20@Bhas argued that audiences can
choose from an even greater concentration of pgugtt, soap and sport and that there
might be less incentive to make programmes abatisBisubjects for domestic
audiences. Emeritus Professor Jeremy Tunstall (Z888) claims that the 1990s saw an
increase in advertising minutes as well as in timaroercial sponsorship of
programming, in the promotion of what channelsadfering, and in spending on
celebrities to perform on screen. The televisionsa particular is said to have shifted
from traditional journalism to softer content, esipdly in the case of ITV (Beers &
Egglestone 2007: 146, 153). Apart from this, ther@n outstanding trend towards
broadcasting ‘on demand’ and time-shifting, wheteTV (24-hour news), digital TV
sets that perform a lot more like computers, theriret, or with sophisticated digital

video recorders.

Although the share of extraterrestrial and digaaly channels is growing, the oldest
British terrestrial channel, BBC1, alone still aonted for over a fifth and the BBC
channels together for around a third, of all tedmn watching in the UK in 2007. The
total audience share of terrestrial channels aoffepublic service contents was almost
two thirds in 2007. (BBC 2007: 66; BARB 2008b.)

Radio
Radio broadcasting started in the UK in 1922, whm@drks the birth of the BBC as well

as of the concept of public service broadcastiresfdilte the emergence of commercial
radio in the 1970s, the BBC alone still attracteravalf of all listening in the UK (see
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table 6)) Nowadays it is claimed that UK commercial radis hhandoned speech
content and focuses only on music, in order to camfor young audiences.
Meanwhile, BBC radio is considered the only zonserious content, analysis and
current affairs, although some BBC channels areeared only with entertainment.
(Drury 2007: 105-110.) Despite the competitionjoadappeal in Britain appears
strong. In 2005 total time spent listening to thdio was higher than in the beginning of
the 1990s, and apparently, new media applicatgud) as the self-scheduling of radio
listening through the web and podcasting, haveeamed interest in radio. (Rudin
2006.) In the past five years radio’s reach has bekatively stable, at around 90
percent, but total listening hours have fallen.c@f 2007b: 233-239.)

Table 6. Average audience share: BBC and competiter

The table shows the percentage of hours of listeimiran average week in 2006/2007.

BBC Radio 54.9
BBC Radio 1 10.1
BBC Radio 2 15.8
BBC Radio 3 1.2
BBC Radio 4 11.4
BBC Radio Five Live 4.3
BBC Radio Five Live Sports Extra 0.2
1Xtra 0.2
BBC 6 Music 0.2
BBC 7 0.4
BBC Asian Network 0.3
BBC Local Radio (including Nations) 10.2
BBC World Service9 0.7
All commercial radio 43.1
Virgin AM/FM 15
Classic FM 4.2
talkSPORT 1.9
All local commercial radio 32.3
BBC Radio 54.9

Source: BBC 2007: 66.

The deregulation and to some extent the digitadisadf radio has contributed to the

number of channels available in the UK. Althougmaaercial radio still hardly serves

" Radio was popular in Britain in the 1930’s bueafthe invention of television, the fate of radiasmo

be a secondary medium. Radio, however, preseneddre philosophy of the BBC in its serious and
educative contents with heavy deference to thetigali and cultural establishment. An important
innovation came from pirate radio, which flourishiedships off the British coast in the mid-1960s;
American-style programming with commercials and ¢mephasis on popular music came ashore. Soon
the BBC split into four radio networks with a sltgh modernised programming. Commercial radio
followed in 1973 and spread quickly to the biggases. The 1990 Broadcasting Act brought dozens of
community stations and several national channéts lieing. (Tunstall 1983: 45-53; McNair 1999: 10—
11, 132-136.)
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groups such as ethnic minorities, in London theed@cal commercial channels
dedicated to a wide variety of minority perspecigéetching from gays to
environmental issues. (Rudin 2006.) The BBC papditgs in the minority market with
its Asian Network, a channel dedicated to Britistiahs with the focus on news and
current affairs. The prospects for UK digital radeem currently a bit gloomy, as a key
national provider of digital radio services, GCapdv, withdrew from digital business
at the beginning of 2008. The decision was saréflect the doubts the company had
about the economic viability of the platform. (Pheitt 2008.)

Case-in-point: Diasporic Media

When Ofcom awarded television licenses in 2005, kimds of channels stood out as
most popular: entertainment and ethnic channelsr @wrty ethnic channels were
awarded a licence, a fifth more than in the previgear. (Ofcom 2007b: 6.) The figure
illustrates the fast growth of ethnic or diaspaeniedia in the UK targeting many
minorities. Among the 2005 licence receivers tiveas Channel Punjab, a Punjabi
family entertainment television channel that sthtteaming in September 2006 and
widened its service across Europe the next montho/ling to the channel’s webpage
it “offers a wide bouquet of informative and enéémtng programs and touches upon all
aspects of Punjabi life and culture, which has bgeared far too long”. In fact,
according to Beckett (2008: 149), there has beenidespread increase in the number
of e.g. black or Muslim journalists in the UK, whibas contributed to a growing

feeling among the young in minority groups thatm&instream media is not for them.

Diasporic media take many forms, from a local ragiegramme on social benefits
targeted at the UK Greek population to an Ethiopi@bpage addressing the UK
refugee community. In 2002 there were over 120pdies media in the UK including
newspapers, periodicals, radio and TV stationgudsion groups and web pages. The
majority of these media were published in Londod &nprint but the Ofcom figure
suggests digitalisation and deregulation has dauted to a rising number of especially
electronic ethnic media. (Georgiou 2005; 2002: Z8)-5
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The Question of the BBC

As in Finland, in Britain the legitimacy of publservice broadcasting and especially the
fact that the BBC is funded by the licence fee lhesn repeatedly questioned over the
past few decades. As Will Wyatt, the former mangglimector of the BBC said: “Every
decade we have a mighty debate about whether tiHaB a future in whatever is the
new world of broadcasting” (Wyatt 2006). At the memhlicence fee funding for the
BBC is guaranteed until the end of 2016 (BBC). Befihat date discussion on the role
of the corporation is likely to flare up again. Apfiom funding, questions of the core
purpose, reach and impact, quality of output, irakity and management of the
corporation have arisen. Critics claim that duthtoneed to win audiences, BBC
contents are less different from commercial chantien they should be; why should
the public pay for a service that could be delideteough a commercial business
model? It is also widely questioned whether the memntial PSBs, ITV1 and Five,
should have any institutional role in the delivefypublic service content in the future.
(Ofcom 2004; Ofcom 2008; Drury 2007: 110.)

Notwithstanding the critics, the BBC is trusted mtran the National Health Service,
the Church of England, the military, the media@megral and the government (BBC
2008). In attitude surveys the importance of PSRktae BBC in particular has been
highlighted. An undeniable fact is that PSBs maal®@ percent of total investment in
domestic UK content in 2008. (Ofcom 2004; Ofcom @00 unstall (2004: 268) has
observed that the BBC is the only British medialdiégader — though in the
diminishing field of public service broadcastinguitBhe BBC has appeared to realise its
monetary value: utilising its commercial armsnitrieasingly seeks profits outside the
UK, in particular in the world’s richest EnglishAlguage market. BBC America, a
largely entertainment channel with BBC World newddtins, has increased in
popularity and was available in 40 million US home&007. (Beers & Egglestone
2007: 142.)

New Media and Convergence

The emergence of new media and their convergenteting old was regarded by
several interviewees as the most important champeth the UK and global media
landscape. In his recent boSkiperMediaCharlie Beckett (2008: 41-86), the director
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of the journalism and society think thank Polistes$ that the idea of networked
journalism will lead interaction with the public éonew level and will eventually save
journalism. In this vision the journalist is therpen who alerts the network to the
emergence of a story and begins a process of bgjltiesting and linking the
information. Sharing the process with the publi@mea new relationship of greater

transparency and responsibility.

Driven by the widening availability of broadbankletpace of convergence has
accelerated in the UK from 2005 on. As a conseqeiémere are many new revenue
opportunities for producers of different kinds ohtent. In the UK music industry
singles sales have grown through online and malovenloads and the computer game
market has expanded due to rising broadband tak&hgse is increasing choice in new
video and audio services, from the UK and overseifered via broadband and 3G
mobile networks. Mobile operators partner leadmerinet brands that produce mobile-
enhanced versions of their services. But althobgltbnditions for the mobile internet
to take off have improved significantly, users haee so far widely embraced the
opportunity. (Ofcom 2007b: 5, 19-27, 57-59; Ofcddd@b: 110.)

The availability and usage of many technologieshaidened in the UK. The current
penetration rates for mobile phones and the intereelower than those in Nordic
countries but higher than in France and Germangpbethe slow roll out of
broadband, internet use and broadband penetradimihcreased steadily. Mobile
phones were almost ubiquitous in 2007, used bye®0emt of the UK population.
(Ofcom 2007b: 5-8, 266; Dutton & Helsper 2007: 20 2007a.)

Case-in-point: UK Media Brands Flourish Online

The traditional UK media brands attract online andes around the globe, with visitors
outside the UK outnumbering domestic ori#se Mail Onlineattracted the highest
proportion of foreign visitors, reaching 70 percenNovember 2007. Despite the
circulation falls of print editions, online traffigures of UK media brand websites

have been upwards. (ComScb2€08.) January 2008 marked a record month as

8 ComScore, according to its own webpage, is a coppisat measures phenomena of the digital world
by surveys.
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probably the US presidential elections and a voatebrity month led to the reporting
of record traffic figures on several UK newspapebvpages. For instance, thiil
Onlinesaw unique user numbers rocket more than 160 pecoerpared to the
previous year, to 18 million, and again a high patage of the users were outside the
UK (Kiss 2008a; Kiss 2008b).

Table 7. Top ten traditional UK media brands by webtraffic in November 2007

Property UK Audience Global audience Share of dlabdience
BBC Sites 18,897 45,967 59 %
BSkyB 7,654 9,565 20 %
ITV Sites 5,923 7,677 23 %
Guardian 3,666 8,301 56 %
TheSun.co.uk 3,321 6,000 45 %
Channel4 3,255 5,234 38 %
Telegraph 2,679 6,226 57 %
Times Online 2,422 5,390 55 %
DailyMail.co.uk 2,369 7,556 69 %
Independent.co.uk| 899 1,785 50 %

Source: ComScore 2008.

The mainstream media in the UK continue to expaed hews offerings online, often
encouraging user-generated material and offeriwlgpawisual programming on-
demand. The online business models are complelx,tixét most common sources of
revenue being advertising-supported services artapar full subscription services.
(Nel, Ward & Rawlinson 2007.) Even though inforneation the profitability of the web
is difficult to gather, scholars at the Cardiff 8ohof Journalism have come to the
conclusion that “[B]y far the most successful Biitionline news providers — the BBC
andThe Guardian- have both had their operations subsidised. fiaig indicate the
commercial limits of online news services.” Compmhvéth the other national papers
The Guardianowned by the non-profit organisation Scott Trugtjch “measures the
return on its investment in terms broader than finencial performance” [Guardian
Media Group], has been one of the most succes#dlarhouses in its web operations
and the one with most staff engaged with the wedw(s et al. 2008: 9-10.) However,
according to the UK Association of Online Publisheepresenting online publishing
companies including print, broadcast and pure emiredia, the total turnover for its
members’ digital operations grew by around twodkiover the course of 2006. (PPA
Marketing 2007: 73.)
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Table 8. Content and functionality offered online ly the UK broadsheets

Title Web- | Mobi- | Pod- | TV | Blogs | RS | Digital | E- Desk- | Busi-ness
site le cast S edition* | mail | top model
The Guardian | Yes Yes Yes - Yes Yes Yes Yes Yes Ads
The Times Yes Yes Yes Yes Yes Yes - - - Ads
The Telegraph| Yes Yes Yes - Yes Yes - Yes Yes Ads
The Yes - Yes Yes - Yes Yes Yes - Ads
Independent
The Financial | Yes - Yes - Yes | Yes| - Yes - Ads &
Times subscrip-
tion

* A digital edition is a full version of the priopy that can be accessed online.
Source: Ofcom 2007b.

Table 9. Audiovisual output distributed by PSBs ovethe internet

Broadcaster | On-demand Service Business model
BBC BBC iPlayer offers on-demand access to prognam Free to view

shown in the last seven days
ITv ITV.com offers access to recent episodeEmimardale | Free to view though ads

andCoronation StreelTV local offers on-demand accesanay be played
to local news and information
Channel 4 | 40D on-demand downloadable Access to range of Pay per download
archive programmes
Source: Ofcom 2007b.

1.3. Media Market in the UK

The Creative Industries

Since the late 1990s the media branch in Britagldesen categorised as belonging to
the ‘creative industries’, which means industriasdd on individual creativity, skill and
talent. It is estimated that the British creatieetsr, which comprises thirteen industries
including communications (see below), is the largeshe EU and probably the largest
in the world measured by the industries’ share BPGUNESCO estimates that the UK
is the world’s biggest exporter of cultural goodsjle only the US surpasses Britain in
its range of certain creative industries such Eviton, music, advertising and
publishing. The creative industries are a growiecfsr, the importance of which is
illustrated by the fact that it employed about ambion people in 2007 and accounted
for more than 7 percent of the total UK gross valdded (GVA} in 2004 — twice as
much as tourism in Britain. In 2007 the biggesttke branches by GVA share were

all related to communication. These are, in desognorder: software, computer games

° The link between GVA and GDP can be defined asAGat current basic prices) plus taxes on
products less subsidies on products equals GDé&ufegnt market prices) (DCMS 2007).
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and electronic publishing; publishing; radio and @MW advertising. (DCMS 2007a,;
2007b.)

Table 10. The creative industries

The creative industries are: Advertising; architeet publishing; radio and TV; design; film; music;
software and computer services; computer gamezréictive leisure); designer fashion; crafts;
performing arts; and the arts and antiqgue market.

Source: Department for Culture, Media and Sports.

Internet Attracts Advertisers

The internet attracts an increasing share of adimgtspending. British advertisers’
spending on the web has grown the most over thévasyears among the “key
countries®® included in Ofcom’s comparison. The revenue peitaagenerated from
internet advertising in Britain was also found &the highest among the countries
studied. The absolute revenue of internet advedisi the UK was twice as much as
that of Germany, Italy and France combined. (Of@d@7c: 18, 64—65.) According to
The Advertising Association, the internet’s shairéotal advertising expenditure was
more than one tenth in 2006, while the same figaeording to Ofcom was as high as
14 percent (Ofcom 2007c: 18). Nonetheless, thetivadl media have been losing in
advertising shares as well as in absolute advegtigvenues. (Advertising Association
2007a.)

Many interviewees considered the internet's appealdvertisers to be a regrettable
development, particularly for the economics of phiat press:

“It is going to put pressure on local newspapeas will lose their classified
advertising. It has already clearly put pressureational newspapers. (...) It's
difficult to predict what will happen; | think thaewspapers that are strongly
insulated from the market, likehe Guardianwill survive.”

The increase in online advertising was also reghie a threat to the whole media

system, as one interviewee said:

“The internet is one hundred percent dependentweartising. | think it shifts
our information systems towards being too dependerdvertising revenue
and there’s simply not enough of that revenue tkengiood quality media.”

9 The “key countries” include the UK, France, Genyditaly, the US, Canada and Japan.
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Table 11. Total advertising expenditure, percentagef total %

2000 | 2001 | 2002 2003 2004 2006 2006
National Newspapers 13.3 12.5 11.5 11.0 10.7 10.10.0 1
Regional Newspapers 16.3 17.1 17.2 17)1 17.00 8 15.14.6
Consumer Magazines 4.4 4.7 4.7 4.5 4.4 4.4 4.3
Business & Professional 7.5 7.3 6.5 6.0 5.9 5.6 5.3
Directories 5.1 5.8 5.9 5.9 5.8 6.0 6.2
Press production costs 4.1 4.0 3.8 3.7 3.6 34 .4 3
Total press 50.9 51.4| 49.6 48.2 47.3 45]3 43.7
Television 27.4 25.1 25.9 25.2 25.2 25.4 241
Direct Mail 12.1 13.5 14.2 14.2 13.4 12.5 12.p
Outdoor & Transport 4.8 4.8 4.9 5.3 5.3 5.5 5.7
Radio 35 3.3 3.3 34 3.3 3.1 2.8
Cinema 0.8 1.00 1.1 1.0 1.0 1.0 1.0
Internet 0.9 1.00 1.2 2.7 4.5 7.2 10.6
Total 100.0| 100.0] 100.0 100.0 100.0 100.0 10p.0

Source: The Advertising Statistics Yearbook 200¢ Advertising Association 2007b.

Slump in Sales in the Press

The new millennium has meant a slow and consistetd in British newspaper sales.
During the first half of this decade the circulatiof UK paid-for dailies declined
considerably more than in other European counsues as Finland (World Press
Trends 2005: 20). In the national sector, all thmeekets including Sundays saw their
circulation drop by about 7 percent between 20@iL2005. Despite the fact that there
has been talk of a ‘newspaper crisis’ ever sinlvitgon was invented, it seems that
this steep slump in sales is quite a recent trerftitain, as the decline has accelerated
after 1995. (Ward 2007: 76) In December 2007 eliertdbloid market leadd@the Sun
the flagship of News International, sold less thamverage three million copies a day
for the first time in 33 years. In the same yearRimancial Timesawarded the title
‘newspaper of the year’, was the only daily natldiike to increase its year-on-year
sales in most months. (Guardian Unlimited 2008 3dakding to Senior Lecturer Gillian
Doyle (2002: 129, 134), theinancial Timesa specialised niche paper, is valued for its
unigue coverage, not offered in any other UK dailg. She claims too that tHeT is
exceptional in that it is widely read outside itsnkestic market. With some exceptions,
there is also a downward trend in the circulatioihgaid-for regional and local papers,
with the steepest decline in regional dailies. dgJFreer, BA (Hons) Journalism
course leader at the University of Central Lanaasputs it, it is “an industry where

(...) afall of anything less than five percent isisidlered a success story”. (Freer 2007:
94.)
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As far as profits are concerned, the regional phpsiness has so far managed to
maintain or actually increase its profitability,eto its highly centralised corporate
structures which have enabled efficiencies of sczilgforced by stringent cost savings
(Freer 2007: 95). While not as profitable as regligrapers, the national newspapers
have generally retained healthy levels of turn@rat profits over the last twenty years.
There were marked differences between the natimabspaper groups, however: the
tabloid groups have demonstrated the most consiatehhighest levels of profitability,
which is especially true dfhe Surand theNews of the WorldLewis et al. 2008: 8-9.)

Nevertheless, some interviewees were quite pedgrmisout the economic capability
of the print media. One of them argued that “it Wwaéske place immediately, but it
looks as though we’re moving in the direction ofiée national titles”. It is claimed that
only the market leader$he SuntheNews of the Worldrhe Sunday Timesd the
Daily Mail are likely to stay substantially profitable in theture in the fiercely
competitive national newspaper sector (Ward 20@Y. All of these titles except the
Daily Mail are published by News International, wholly owihgdJS-based media
conglomerate News Corporation. According to Tuhgg8104: 264), market leadership
has been particularly rewarding in the UK newspdqusiness as a single issueloe
Sunday Timeghe market leader of quality Sundays, can geegmafits of over one

million pounds.

In the magazines sector development has been érighboth the UK and Finland.
Overall, average operating profit margins in UK mge publishing have been higher
than in the newspaper industry (Doyle 2002: 13énstimer and advertising
expenditure on magazines and total magazine salasrisen this decade, and many of
the UK'’s leading consumer titles generate profitdglly producing regional editions
appearing under a generic worldwide brand. Howe2@d5 seemed to be a turning
point, as figures peaked then and were followethbycollapse of UK sales in 2006,
with advertising revenues also declining. (PPA Mdirkg 2007: 10-11, 83-84;
Associated Newspapers.; Aikakausmedia 2007b: 6—7.)
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Subscription Revenues Grow in TV Sector

The UK television industry has managed to increasenues year after year. However,
the maturity of the sector means that growth has Isbower in the UK than in other
European countries. Subscription is leaving adsigiincreasingly far behind as the
main source of TV revenue. The change indicateg@sing competition, which has led
to the commercial public service broadcasters (P&Bsg audience shares and
advertising profits. The PSBs have responded hyclaing their own digital-only spin-
off channels, which have attracted especially yenmiewers and, most importantly,
advertisers. (Ofcom 2007b: 101-102, 168; 20079: 16.

Table 12. UK television industry

2002 | 2003 | 2004| 2005 2006

Total industry revenue (£bn) 8.9 9.3 10.1 10.6 10(8

Proportion of total revenue:

Public funds 25%| 25%| 239% 23% 239

Advertising 35% | 35%| 34%| 33% 32%

Subscription 32%| 35% 35% 37% 37%

Other* 7% 6 % 7% 7% 7%
* Includes e.g. TV shopping, interactive servigasy-per-view, sponsorship, program sales and public
funding.

Source: Ofcom 2007b: 101, 117.

Both multichannel development and online distribatwere considered to be threats to
the economic model of broadcasting by several®sttholars interviewed.

“If you're delivering podcasts of individual showsa small and selected
audience, | don’t know how you make money out of.it) Mass broadcasting
is very simple: you need lots of money to produsedyprogrammes to get a big
audience, now that's not rocket science. (...) Baheibroadcasting — quite a
different business. (...) You don’t have to be a Ndtré&ze winner to realize that
the amount of finance available for programmingaically (...) smaller than if
you have 20-30 percent of the audience.”

In 2007 the British television industry was thegkest in Europe, and many key
European operators in broadcasting appeared toitehBMeasured by revenue, the
BBC was the biggest free-to-air channel operatud, BSkyB the biggest in the pay-TV
sector. (Ofcom 2007c: 14-15, 111-112.) UK televiggooduction is also influential
around the world, which is seen in its heavy inmesit in programme production and
the export of television formats. The UK has a samigal and growing independent
television production sector made up of producetsrlonging to any broadcaster.
(Ofcom 2006c¢: 117-118; 2007b: 141-142.)
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Radio Revenues Shrink

The UK radio market is strongly influenced by thB@ While the BBC'’s expenditure
has been in steady growth over the decade, totalddi® revenue has taken a
downward turn after years of growth, partly assuleof increasing advertising on the
web. The gap between BBC and commercial radidflisated in listening figures: the
BBC has been able to gather more listening houes i last five years as the share of
commercial radios has shrunk. In comparison, theiBh Broadcasting Company YLE
has constantly lost its share of listening houraiour of commercial radio (Herkman
& Vahamaa 2007: 16). In 2007 the most thriving carcral radio formats, generating
the vast majority of commercial radio revenue, tardd to be chart-led and adult
mainstream genres. (Ofcom 2007b: 198-201.)

Two UK radio groups, Gcap and Emap, made it ineoworld’s top ten biggest radio
groups by revenue in 2006 (Ofcom 2006c: 155-156yvéver, the problems of the UK
radio business have been demonstrated by acqositxently. In 2007 Emap, the
second largest radio company in the country seldaidlio and consumer magazine
functions to the German publisher Bauer, and irs20@ third biggest UK radio group,
Global Radio, bought GCap. AccordingTthe Guardianboth Emap and Gcap had
suffered from the fast-changing advertising-marketth large amounts of spending

moving from print and radio to the web. (Allen 20@D08.)

Table 13. UK radio industry

2002 | 2003 | 2004| 2005 2006
Total industry revenue (Ebn) 1.083 1.128 1.1p8 @.151.149
Proportion of total revenue

BBC expenditure 53%| 529% 52% 549 55 %
Total commercial 47 %| 48% 489 46% 45%
National commercial 27 %| 27 % 25% 24% 23M
Local commercial 13%| 14% 159 15% 13 %
Commercial sponsorship 7% 7% 8 % 89 9%

Source: Ofcom 2007b: 189, 198.

Telecoms Grow Fastest

Telecommunications has been the fastest growingrsetthe UK economy since the
mid-1990s (accounting for around 3.5 percent of GDPO07). Since the privatisation
of the telecoms market, network coverage has ingatpprices have fallen and new

UK-based firms have emerged, especially in the fagisione sector — for instance
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Vodafone, the world’s largest mobile-telecoms conypia terms of revenue. The UK is
a leader in 3G mobile phone research and developasenell as a pioneer in

developing much of today’s electronic industry.yE1007a.)

Mobile telephony makes up the largest proportioKftelecoms industry by revenue
generation. Total growth in telecoms appears t@ seawed down as fixed-line
revenues shrink, growth in mobile and broadbandskand prices fall. (Ofcom 2007b:
271-292.) Due to the high saturation level of tlabile market and the limited scope
for further growth, UK mobile operators have attéeapto raise revenue by other
services besides voice and SMS. (EIU 2007a) In 200&6JK was the biggest mobile
data market in Europe in terms of revenue, withntlagor part of it coming from text
messaging (Ofcom 2007c: 178).

Table 14. UK telecoms industry

2002 2003 2004 2005 2006
Total retail revenue (£bn) 32.3 34.4 36.3 | 37.9 38.5
Total wholesale revenue (£bn) 8.6 8.8 8.6 8.3 8.5
Telecom service revenues (£bn) 40.9 43.1 44.8 46.2 47.0
Average weekly household spend in 60.7 64.2 66.7 65.7 64.7
telecoms services (£bn)

Source: Ofcom 2007b: 255.

Concentration of Ownership

In the UK, sales and audience reach are dominatediparatively few companies in
many media branches. The simultaneous forces afotidiation and fragmentation have
led to the co-existence of both large and smaé#rpnises, which is not, however, an
especially British feature. (DCMS 2007: 45.) Theadission about the concentration of
media ownership in Britain often refers to AustaliAmerican Rupert Murdoch’s
activities as a major shareholder and chief exeeutfficer of one of the world’s largest
media conglomerates, News Corporation. Murdoclothiced cross-media ownership
to the British at the beginning of the 1990s wherbacame not only the biggest owner
of their national newspapers but also the chiefavai the only direct satellite
television platform, BSkyB. (Tunstall 2004: 263—-269

In recent years, ownership in British televisios baen relatively static, but there have

been some significant mergers and acquisitionhdperthe most notable change has
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taken place within the ITV Network as the regioteévision companies in England
and Wales have merged into a single company. Fofdsckie Harrison (2006: 85) of
the University of Sheffield has noted that in regibtelevision the relaxation of
ownership rules has led to “the establishmentréws oligopoly in the commercial
sector (alongside a news monopoly in the publitcosc UK commercial radio has

also experienced major mergers and acquisitiondjrig to heavily centralised
ownership. In 2006 the two biggest groups of theetiGCap Media and Emap,
controlled over half, and the three biggest comgmmadding Global Radio to the group,
almost 70 percent, of all commercial radio listgni(Ofcom 2006a: 29; Ofcom 2007b:
6.) In 2008 Global Radio and GCap have agreed tgene

The nine most important general national titles #medr Sunday supplements are owned
by seven companies. In terms of sales, howeveremhip looks less diverse, as Rupert
Murdoch’s News International e Sun, News of the World, The TimedThe Sunday
Timeg accounted for over 30 percent of national saléiseabeginning of 2006.
Moreover, the three largest groups, News InternaticAssociated Newspapei3ajly

Mail andMail on Sundayand Trinity Mirror The Daily Mirror, Sunday Mirrorand

The Sunday Peoplevere responsible for over 70 percent of totaiomat circulation in
2006. (Ofcom 2006a: 37-38.) In the regional andllpcess sector, acquisitions and
mergers gathered pace in the early 1990s and oipgratterns within the sector have
been extremely lively ever since. As a result,rdgonal press is now largely owned by
only a few major players who have formed monopdhesany areas of the UK. (Freer
2007: 93.) In 2005 the top five regional publishemsnmanded more than 80 percent of
regional newspaper circulation (Ofcom 2006a: 38).

Table 15. Top five regional press publishers in Jarary 2008

Group name Titles| Total weekly circulation
Trinity Mirror plc 186 12,494,145

Associated Newspapers Lt 12 9,709,115

Johnston Press plc 295 9,406,659

Newsquest Media Group 210 9,172,723

Northcliffe Media Ltd 130 8,021,009

Total top 20 publishers 1,151 61,744,833

Total other publishers 141 1,817,583

Total all publishers (84) 1,292 63,562,419

Source: Newspaper Society
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Logically, conglomeration increases the scope abtying power of individual
corporations. In the case of the UK this is seenrfstance in the cross-promotion of
media products. (Hesmondhalgh 2007: 167.) But thasealso been more political
lobbying in the UK, carried out by owners restngtjournalistic autonomy in some
dominant media. For instance, afldre Timesvas taken over by Murdoch’s News
International in 1981 the once centre-right papas wade into a Thatcherite one, and
the overt pressure to re-orientate the paper ledai@ than 100 journalists leaving the

paper in five years. (Curran 1990: 132-133.)

Interviewees differed in their opinions of the efeof concentrated ownership of the
media. Some were concerned. One stated that ireade in stories is nothing
compared to the more subtle ways in which ownershgpan impact, such as on
decisions about the extent to which resources atreno investigative journalism, or
celebrity and muck-raking journalism, “and to wikatent do you just want to cut your
costs and rip and read and get it from the wirdadther interviewee saw that the
damage has already been done:

“[T]hey try to save money by economics of scalef@cexample (...) your local

paper now tends to be owned by one of four big Gomgs and they try and

make much more homogenised products. They will bsesense of locality.”
One scholar, however, did not consider concentrat be a big problem:

“I think it's clearer in Britain: you know who's Mdoch, you know who's
BBC... You know people are quite well informed.”

Tunstall (2004: 268) has noted that some branchétedritish media are almost
totally in the hands of foreign owners. In film ripglicals and books the British
industry almost follows the Canadian model of bemgprporated into the US industry,
while US influence is also strong in the cable satillite business in terms of both

ownership and content.

1.4. Media Policies and Regulation

The most recent and important change in reguldtiagnedia in Britain has been the
Communications Act 2003, which established thed@ftif Communications (Ofcom)
and gave free market competition more leverageth media content and media

ownership. Still, since broadcasting regulationth@ UK continue to rely on the
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principles of public service and universally aviai&aprogrammes, the regulatory model
involves intense public intervention and this is lileely to change in the near future.
(Fairbair 2006: 72.)

Regulating Media Content

Media content is regulated in the United Kingdonmgarily through codes of practice
agreed by a variety of institutions and bodies #nateither largely or entirely
independent. In addition to these codes, the basiduedia are subjected to a small
number of specific content rules. The print med&aentirely self-regulated, with the
obvious exception of being subject to laws of gahapplication, such as obscenity and
defamation. (See e.g. Article 19: 2000.)

According to the Freedom of Press 2007 SurveyBtitesh government largely
respects journalists’ rights. The stringent lilzal$, usually favouring the plaintiff, were
reformed in 2006. However, several laws concerthiegacquiring and passing on of
information, national security and terrorism havavenh criticism®! The report also
notes the situation in Northern Ireland, where falists routinely encounter
intimidation. In the 2007 rankings for freedom loé tpress, Britain was £8n Western
Europe and Zlin the whole world, whereas Finland was in firstoe together with
Iceland. (Freedom House 2007.)

Although Britain has a strong tradition of parliamtexy sovereignty in its legal
framework and still no written constitution to gaatee press freedom, there have been
few attempts to intervene in or subsidise the iess. The early professionalization of
journalists led to the formation of trade unionsisas the National Union of
Journalists, as well as formal institutions of seljulation, such as the Press
Complaints Commission (PCC). These organisatisieisommonly agreed codes of
conduct, partly to ensure that there is no neethigovernment to adopt legislative

means to control the press more firmly. (Hallin &anini 2004: 198—-203.)

1 E.g. The Freedom of Press Survey report 2007 @diatt especially the Freedom of Information Act
as having drawn criticism. This is due to sevepraneptions for sensitive issues related to national
security and health and safety, and frequent beratia delays in responding to requests. According
figures released in December 2006, the report nat@e of requests for information were turned down
by the government.
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The Press Complaints Commission, much like the Cibtor Mass Media in Finland,
receives most of its funding from the press industhe board of the PCC is comprised
of 7 editors and 10 non-media-affiliated membersimAFinland, the authority and
power of self-regulation have often been criticisgdhe British public. Partly because
of this, during 2006 and 2007 the PCC extendedditivities to not only resolving
complaints, but also offering advice to the publeca helpline. In 2006 the PCC dealt
with approximately 8 550 enquiries by telephon&,dad email, thus placing increased
emphasis on sorting out problems before publicadiweh offering the public a wider
range of corrections. Also, as of February 200& Gommission extended its remit to
include the editorial and audio-visual materiahefvspaper and magazine websites.
Interestingly enough, during 2007 the PCC recemede complaints about the online
versions of articles (56%) than hard-copy versi@$o). (PCC 2008.)

The total number of complaints the PCC receivedgstigated, resolved or upheld
reached an all-time high of 4 340 in 2007. Compa&oe2D06 there was a rise of nearly
a third (31%), which was partly attributable to titems that generated hundreds of
complaints from members of the public. In Novemb@d7Heatmagazine published
an issue with a sticker picturing model Katie PEatisabled child Harvey. The sticker,
which showed Harvey’s head with an imposed speabblb “Harvey wants to eat
me!” provoked 143 complaints. Earlier on, in OctoB807, a column authored by
Tony Parsons in thBaily Mirror, which reflected critically on the investigation the
Portuguese authorities into the disappearance dieMee McCann and was headlined
“Oh up yours, senor”, attracted 485 complaints.GP@an. 162008.)

Aside from the PCC there are other, mainly nonfalistic self-regulatory bodies in
the UK: The Advertising Standards Authority (ASA)a to ensure that newspaper
advertisements are legal, decent and truthful; Tdenage Magazine Arbitration Panel
(TMAP) ensures that sexual content in teenage niaesrs presented in a responsible
and appropriate manner; the industry-funded PbayRlus regulates all the premium
rate-charged telecommunications services. In angiseveral press organizations
actively engage in the debate about controllinghieelia. These organizations include
the Editors’ Code of Practice Committee; the SgoidtEditors; UK Publishing Media;
The Periodical Publishers Association (PPA); thevBlgaper Society (NS); the Scottish
Newspaper Publishers Association (SNPA); AssoaiatioOnline Publishers; and the

37



Defence, Press and Broadcasting Advisory Commifieere are also advice bodies,
such as the charity groups Victim Support and €itiAdvice, aimed namely at non-
professionals. (PCC 2008.)

As in most other countries, broadcasting is moeiteregulated than the print media.
Dominated by the BBC and the public service ideplogt also the first in Europe to
adopt commercial broadcasting, the TV and radiasty in the UK was long governed
through the Independent Broadcasting Authority (JBAntil the Broadcasting Act of
1990, the IBA held not only the power to reguldat also the licence to broadcast,
therefore retaining ultimate authority over prognaimg decisions of ITV, too. The IBA
was later replaced by the Independent Televisiom@ssion (ITC), which
subsequently had less power, though still remameadh more powerful than its U.S.
counterpart, the Federal Commission of Communiog#&C). (Hallin & Mancini

2004: 231-232.)

After the mid-1990s, discussion over communicatipolicy began to be dominated by
calls for a more unified system of regulation. $3n{2006) notes that the discussion,
which was followed by the establishment of a sirgienmunications regulator, the
Office of Communications (Ofcom), led to a shiftfo€us towards the control of
market power to facilitate free market competitidilith the support of a variety of
political and commercial stakeholders, Ofcom repthfive separate broadcasting and
communications regulators: the Independent Teleri€lommission (ITC), the
Broadcasting Standards Commission (BSC), the Radibority (RA), the
Radiocommunications Agency and the Office of Tetagnications (Oftel). The
statutory duties of Ofcom under the Communicatidos2003 include ensuring
optimal use of the elector-magnetic spectrum, a&wahge of electronic
communication, TV and radio services “of high gtyaéind wide appeal”, maintaining
plurality in the provision of broadcasting, ade@upatotection for audiences against
offensive and harmful material, and also unfairrashe infringement of privacy. The
act also deems among other things that Ofcom rnteealsvays seek the least intrusive
way of regulating, consulting various stakeholderd assessing the impact of what it

proposes before imposing regulation upon a market.
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In 2007 Ofcom was actively engaged, in additioiigenore traditional duties, in
ensuring a suitable regulatory framework for thgitdl switchover, spectrum planning
and leading international negotiations on spectusm It also assessed the market
impact of proposed new BBC on-demand services esiticted e.g. the amount of
series stacking permitted in the catch-up telexisiervices in order to secure
competition on the DVD market. The rules for pap@tory TV-programmes, such as
mobile game shows, were reviewed, but overall ratesut funding and sponsorship
tended to be relaxed rather than tightened. Fanpie the Broadcasting Code was to
be amended so that companies are allowed to spangbole radio station, rather than
just one programme. An attempt was also made temesduct placement rules less
strict. When it comes to licensing Ofcom has atd@h a specific interest in the effects
of digital radio and digital television on compigtit. Perhaps one of the most important
debates, though, has been that over food and domknercials in relation to child
obesity, which began already in 2003. This willdigcussed in the following case-in-
point. (Ofcom 2007a.)

Case-in-point: Restricting Food Advertising

In recent years the British government and sodiaise become increasingly concerned
about the rising levels of childhood obesity andltieproblems associated with dietary
imbalance. In 2003 Secretary of State for CultiMtedia and Sport, Tessa Jowell, asked
Ofcom to consider strengthening regulations oratheertising of food containing high
fat, salt and sugar (HFSS) foods to children. iye2004 Ofcom conducted some
research and found that television viewing/adviegisvas one of the many factors that
account for childhood obesity. They concluded thate was a case for proportionate

and targeted action with respect to broadcast &diey. (Ofcom 2006b.)

In November, the Department of Health publishedlateVPaper reiterating the
Government’s view that the advertising of unheaftityds and drinks to children
should be restricted. In 2005 the Food Standaraséyg (FSA) published a nutrient-
profiling scheme that was intended to help peadaiify harmful products. During

2006 Ofcom’s proposal for new rules went througioasultation process. (ibid.)

The new revised content rules came into force iy 2007, with full implementation

required from the beginning of 2009. Products #ratdefined as harmful according to
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the FSA cannot be advertised or promoted in orredguogrammes made for children
under the age of 16. This also applies to prograsrimegt have particular appeal in this
age group. All advertising of such foods and drinkis be removed from dedicated

children’s channels. (ibid.)

After implementing the rules, an Ofcom (2007b) gtudlicated that there was a 20%
reduction in food and drink commercials shown tdaml6s during the years 2005—
2007. The data also showed a 59% reduction inahreegype of advertisements in
children’s airtime. However, at the same time ttoelg showed an increase in exposure
during “adult” non-terrestrial airtime. Thus, thevgrnment considered imposing a pre-
9pm junk food ad ban in all channels that wouldehewst — according to Ofcom
estimates — 211 million pound a year in lost adsig revenues. The ban was
understood to be an extension to HFSS-food adiregtif the already existing 9pm-
watershed that concerned violence, offensive laggaad coverage of sexual
behaviour. To the relief of advertisers and thsthation of several citizens’
organizations that had promoted the extensiongetpiss were abandoned in January
2008. However, the restrictions are due to be vestkby the government again during
the summer of 2008. (Sweney 2008.)

Regulating Media Ownership

As in most western liberal and capitalist countr@mtroversies revolving around the
centralization of media ownership and how to reguighave been given far more
concerned attention than the actual regulationediencontent. Ralph Negrine noted as
early as 1994 that such woes are hardly of reagginofor example the establishment
of a Royal Commission on the Press in 1947 wasvai&d by the perceived need to
examine the degree and consequences of concentodtiovnership. Although this
concentration seems to be contradicted by e.gyritheth of competitive multichannel
television, in reality major channels are offshaaftthe existing big players (Anderson
2007: 61). A prime example of media concentratian loe found in one of the world’s
largest conglomerate companies, Rupert MurdochissNeorporation, which has

firmly extended its operations into every sectothef UK’s media landscape.

Given the tendency to concentration within liberdhodox free-market systems with

minimal regulation (ibid.) and the continuously mloing state of the media landscape,
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section 391 of the Communications Act 2003 requd&om to review media
ownership rules at least every three years. Basaleoresults of the review, Ofcom
must make recommendations to the Secretary of Biatees fit to change the rules.
After its 2003 review of media ownership rules andiecrease in regulation the
government also saw fit to create some new appatatiacilitate further liberalization
and to review the effects of the changes madeythaat Under the current legislative
frameworK? there are still a number of general disqualifimasi on the holding of
broadcasting licences or interests of licence hel|destrictions on the ability of certain
bodies to acquire a licence, limits on the owngrsiiimultiple radio licences and limits
on cross-media ownership. Also, in addition to moedia-related laws on competition,
additional rules may apply when mergers of medmaanies are in question: for
example, the Secretary of State may issue an eniéion notice to allow the
consideration of public interest factors other tt@very basic competition test.
(Ofcom 2006a.)

In its most recent report on media ownership inlKeOfcom (2006a) recommends no
further changes in the rules drawn up in 2003atrt ho public interest investigations of
media mergers were carried out between 2003 angl, 2ltbough the office notes that
such investigations are still a requirement. Of@aknowledges that consolidations
have been made, but not so many that reforms wailéquired. However, the policy
of “as much deregulation as possible” and the cim@es have been criticized as being
both too strict and too loose. For example Richdrdy reported foirhe Guardian

(30" November 2006) on the attack by BSkyB Chief Exweulames Murdoch at an
Ofcom conference on British regulators as “anstland almost authoritarian force”.
His anger was attributed to Ofcom’s decision toaaevBSkyB'’s acquisition of 18% of
ITV Plc. Murdoch found the status of BBC Channeisppecially disturbing and called
for change in the way the media are regulatedhétsame time a growing number of
citizen activist groups, such as the Indymedia dKective, criticise the effects the

centralization and commercialization of the medigehon news coverage.

2 The main laws governing media ownership are themBcasting Act 1990, the Communications Act
2003, the Media Ownership Order 2003 and the Engerg\ct 2002.
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1.5. Trends in Media Consumption and Contents

Media Consumption Overview

The traditional platforms dominate media consumpiioBritain. Television has
remained the most popular and time-consuming medakitmalmost all Britons
watching it regularly. In 2005 the second most papactivities were reading both
newspapers and magazines and listening to the, iadfomore than three quarters of
Britons engaged in both on a regular basis. (Of2606a: 11-12.) But there is a shift in
consumption patterns. In 2006 time spent usingritegnet and mobile phones was on
the increase (Ofcom 2007b: 79). Among internetauseR007, more time was spent on
the web than on listening to the radio or readiegspapers, and these web users
considered the internet at least as reliable asigébn and newspapers. Web use did not
appear to substantially replace the time speneading but instead reduced
significantly the hours spent watching TV. (Dut&rHelsper 2007: 8-28.) However,
among the young, the internet has appeared to eszkpecially the consumption of
print media. (Ofcom 2006b: 43.)

As in Finland (see e.g. Herkman & Vahamaa 20073@9-British young people have
embraced new media to a far greater extent thageheral population, and this has
been reflected in their diminishing use of tradisbmedia. Between age groups there is
a growing gap in consumption patterns that appties! media, beginning with young
people’s (16-24 years old) engagement in digitahdcasting, mobile technology, the
internet and the ‘on-demand’ delivery of servidas2006 young adults in the UK
watched less public service broadcasting outpurt éver before, turning rather to new
TV and radio channels which better reflected thalues and interests. Notably, the
young watched more than seven hours less TV atehéid to almost two hours less
radio per week than the population as a whole. @top is explained by the high rate of
ownership among young people of most of the neWnelogies, such as game consoles
and MP3 players. (Ofcom 2006b: 40.)

To illustrate the heavily stratified media consuimptin the UK, four separate groups in
terms of life context were identified in the resgacalled “Media Consumption and the

Public Connection”. Firstly, theaditional cluster includes people with high news
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engagement who follow mainstream issues such dghheame, the environment,
sports, events in Irag and specialised themedikepean affairs, local politics and
trade union affairs. These people are mostly nudéker than the other clusters and
members of the middle class, with relatively higlial capital. They tend to use a wide
range of media and spend more time with newspatiersadio and books. Secondly,
theissuesorientated cluster is more engaged with specatssuch us third world
poverty or funding for local services. This timeegsured group, close to average in
class and age, includes slightly more women tham @&ving to their own narrower
agenda, the media are perceived as unreliableraaieMiant to their lives. The third,
celebrity, group is dominated by women and young people whovi music, fashion,
celebrity gossip and reality-TV. These people aest likely to vote and their social
capital is considered to be low. This group is eltssaverage in terms of socio-
economic class. Fourthly, thew-interest cluster is lowest in socio-economic status
and overall media use but average in gender andTagg are most likely to find the
media irrelevant. The chances of their voting,rtierest in politics, their efficacy and
their expectation of knowing what is going on ie tlorld are all low. (Couldry et al.
2006: 32-33.)

The traditional media still served as the primayrse of news in the UK in 2006.
Television was by far the most important sourceaifonly national and world news
but increasingly also of local news, while the atif radio and newspapers as
providers of local news had diminished during teeatle. (Ofcom 2006a: 12-13.) A
survey conducted in the UK in 2005 suggested thit @ane in five people used the web
to access news, and it was unclear whether thegemébrated stable habits of news
consumption in the same way as the traditional endat. It was further concluded that
many people’s media consumption was oriented avway public issues. (Couldry et

al. 2006: 27-36.)

Europe’s Most Active Online Population

According to a survey carried out by comScore (200 UK has the most active
online population in Europe, with the highest ageraumber of daily visitors to the
web, internet usage days per month and time spetiteoweb per month per user.

Indeed, internet use in the UK has steadily ina@da$wo thirds of Britons used the
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web and accessed it at home in 2007, which is coabpeto the figures for Finland
(Herkman & Vahamaa 2007: 27). The Oxford internevsy 2007 showed that the
digital divide persists, however, as men, studdnger educated and higher income
individuals are more likely to use the internet. #stonishing fact is that in 2007 more
than a quarter of the UK population had never ubednternet, and five percent were
ex-users who had given up using the web. The mgsbitant reasons for non-use were
a lack of computer and internet skills. Ex-usersangpically either not interested in
the internet or thought the costs were too highutt@n & Helsper 2007: 4-10, 14-15.)

A major change in internet use patterns since 2@@5been the rise in popularity of
blogs and social networking sites. Almost everthflK internet user and less than half
of students had created a profile on a social rivwg site in 2007 (Ibid: 22-53).
Measured by time spent online, eBay, an onlineiam@nd shopping webpage, was the
most popular website in the UK, and social netwaglsites such as Bebo, MySpace,
Facebook and YouTube all ranked in the top terDiti72 The dominance of brands that
simply did not exist a decade ago reflects the fulgege the internet has brought to
the British media landscape: among the top 20 webgi use and reach, the BBC was

the only representative of the traditional medfcom 2007b: 310.)

User-generated Contents Spread

Fuelled by the take-up of media capture devicesedlsas the spread of home
broadband, UK consumers are increasingly keenesttiag and sharing rather than
purely consuming media contents. Ofcom suggestsrni2006 1.5 million UK adults
used the internet as a means of publishing their @ntent and opinion, bypassing the
traditional media. In the US the big broadcastéesady capitalise on the appeal of
user-generated sites by adding their own contept@sotion of their products and
sites. (Ofcom 2007h: 36—41; 2006b: 172-176.) Theisd has reached Britain too, with
the BBC adding its streaming to YouTube, and Chie#émellaborating with Bebo.

The traditional media are embracing user-generaatents with different levels of
editorial guidance. The most famous UK examplenofeased interaction between
journalists and the public is the contribution afinary people to the coverage of the

London bombings in 2005: the photos and videosurtagton mobile phones were
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integrated in BBC news bulletins and BBC Onlinelmlied survivors’ weblogs. Now
engaging user-generated content in big news idsgebecome common practice, and
media organisations have increased the public’aagpto post their own material on
sites by hosting blogs and message boards. (Bezb@8 41-86; Nel et al. 2006: 125—
126.) An interesting case is the BBC’s User Gerer&ontent Hub, which gives the
initiative to the public. Fifteen journalists pr@sethe vast amount of material sent in by
members of the public and verify the informatiorotigh journalistic practices of
phoning and fact-checking. The hub has producel et stories and withesses used
in BBC coverage. The material is tagged and savédlders for future use. (Beckett
2008: 82.)

Case- in-point: Byron Review and Child E-Safety

Children’s increasing use of ICTs has promptedtztieon the risks that children face
in the new media environment. An independent repthe risks to children from
internet and video games, the Byron Review, wadighdd in March 2008 and was
described by one interviewee as “a hot potatoeahibment”. Conducted at the prime
minister’s request, the Byron Review reported rigkated to e.g. cyberbullying,
stranger danger, contributions to negative behefs attitudes and exposure to violent
games or to inappropriate material on the web. Eiwengh the opportunities for fun,
learning and development were highlighted, seyen@bosals were made to improve
child e-safety. In terms of the internet, the répooposed establishing a UK Council
on Child Internet Safety to lead the developmera national strategy for e-safety that
would involve better self-regulation within the ugtry and better provision of
information for children, families and adults wargiwith children. Regarding video
games the report suggested that parents shoulettes belped to restrict children’s
access to games not suitable for their age. Théstovhe done by reforming the
classification system and by pooling the effortshaf games industry, retailers,
advertisers, console manufacturers and online gaprioviders to raise awareness of

what is in games and to enable better enforcenf@yton 2008: 2—13.)

Digital Video Recorders Affect Consumption

Television in Britain, while still a dominant mediuwith proliferating channel options,
has nonetheless lost some of its popularity oveldkt few years. Its average weekly

reach as well as the time spent viewing have belatively stable amongst older age
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groups, but have fallen among children and youraplee In terms of what is watched,
entertainment has performed most strongly in chisstreres over the past five years in
all social and age groups while all other genregtseen their audience share fall.
(Ofcom 2007b: 161-174.) The use of digital videzorders (DVRS) has provoked
considerable interest in the UK for their potentiafast-forward through
advertisements — a notorious function for the traxal economics of television.
Indeed, a significant percentage of DVR owners (Y}0fre found to regularly use their
DVRs not only for recording programmes but alsotfis purpose. Other habits were
e.g. pausing live television, rewinding a programmeatch the highlight again and
deliberately starting to watch a programme aftart$ime in order to skip the
advertisements. (Ibid: 84-87.)

Podcasts Prove Popular

During this decade the audience reach of radidobaa gradually declining,
particularly among younger age groups, especiallyng adults. The demographic
profile of listeners highlights older people, mendhose with lower than average
socio-economic status; the over-55s accounted &oertinan a third of all listening.
(Ofcom 2007b: 233-237.) In Britain digital radi@ded on the European DAB
standard, has been in continuous growth in termmeauth, hours and platform share.
(RAJAR 2007; DRDB 2007.) However, notwithstandihg tvidening options, listening
still tends to take traditional forms as over 9€écpat of the UK population said at the
beginning of 2007 that they used analogue rad& d&tvertheless, accessing radio
contents via the internet, whether in the formive ktreaming, listen-again services or
podcasting, has proved popular in the UK in regeairs. BBC figures indicate that
audiovisual BBC content accessed online accourmtes.6 million hours per week in
2007. Commercial radio has also established its@adio player service giving access
to the contents of hundreds of commercial stati@&om 2007b: 239-248.)

Tabloids Popular Among All Readers

With the exception of the tabloid$ie Surand theDaily Star, the net readership and
sales of most national newspapers declined bet2@eé and 2007. Less than half of
UK citizens (44.5%) read a national newspaper 0720 he biggest drops were among

men and those with higher social status. As meatlpthe readership of newspapers in
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the UK is stratified according to social class.iblal newspaper readership was
slightly higher among those classified as lesdeskivorkers and unemployed (44.8%),
who tended to read tabloids, than among more siafieal and skilled people (44.2%).
Although less skilled people hardly read highbrapers at all, tabloids and middle
market papers were popular among all social cla¥8emen in the UK lagged
substantially behind men in readership. Howevereis# Sunday supplements and the
middle market papers reached women better, witlDtily Mail the only paper to
actually attract more female than male readers.id@@ even more significant factor
than gender, as readership among younger age gnagpsiarkedly lower than among
older ones. (NRS 2008a.)

Besides the overall “release from the tyranny efghhedules” in broadcasting, one
interviewee suggested that a new way of consumengspapers may be emerging as
lack of time leads consumers to turn to web ariddiss that pick the relevant
newspaper articles.

“But there is one bad thing about that, which &t tyou don’t browse to the
same extent and you're more customized. (...) [B]iog/svould really be
luxury, much more of a luxury than it would haveehén the days before the
huge quantity there is there now to read.”

Almost All UK Adults Read Magazines

About three quarters of all adults read a consumagazine in 2008, and the figure was
even higher among women and young adults. The mr@faciany specialised business &
professional magazines has been higher still; 0¥ 20r instance, almost 90 percent of
business decision-makers read business magazimke85gercent of farmers read at
least one farming publication. (PPA Marketing 2008006; PPA Marketing 2007: 34—
35.) In Finland in 2004 half of the population stiifsed to a magazine while 60 percent
of adults read magazines (Sanomalehtien Liitto 2@8@kkakausmedia 2004.) Compared
to the mid-1990s, consumer expenditure on maganaggrown in Britain, but since
2005 there has been a downturn. Unlike in the UBFanland, where subscriptions
account for the vast majority of magazine saldsjlreales have traditionally been the
key market in the UK. Since the late 1990s, howessaiscription share has seen steady
growth. (PPA Marketing 2007: 11, 28-31.) Only a fgewneral titles, such as TV listing
magazines, attract readers from all sectors oblg@opulation, which illustrates the

strongly targeted nature of the medium. Therelima towards women, upper social
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groups and readers living in London and Southewgidsd. (PPA Marketing 2006;
2007: 36.)

The Quality of Journalism: Dumbing Down or Braining Up?

As in the USA, in Britain too there is widespreaskcdssion of the news media
“dumbing down”, referring to a shift towards moabloid formats and contents,
sensationalism, entertainment, leisure, consumeaarsihito deteriorating journalistic
standards. In this context, it is said that everCB®ws coverage is more “Madonna
than Mugabe”. (See e.g. Ursell 2001 or Harrison620@-19.) Several scholars
interviewed mentioned homogenised mainstream nuditents and the deterioration
of journalistic standards. One of them talked alibet‘therapeutic culture” that has for
decades driven our interest in personal, psychcédgemotional and individual issues
and that is evident not only in today’s reality-8"d gossip journalism but also in
political reporting. However, for instance McNa2003) has taken the opposite stand,
claiming that from the 1990s British journalism heeen, “if anything, braining up as it
interacts with and necessarily adapts to an inarggschoice-rich market of

sophisticated, media-literate consumers”.

Case- in-point: Sports Journalism as a Hook

According to senior lecturer in journalism Guy Hedg (2007), sports journalism has
become a key part of the bottom line upon whichd hreews journalism depends
economically in the UK. The big change came witleltite television: Rupert Murdoch
needed a hook to attract the public to pay for &annels, and the one that dragged in
most was live football. By the mid-1990s almosttlé national papers had increased
their number of pages, and on television 24-howsngervices demanded contents.
Hodgson claims that much of this space was fillét sports. As a result, over the last
decades the number of pages, column inches anddarsigng hours devoted to sports

has increased in the UK.

Television has become not only the main providespafrts, with 24-hour reporting and
frequent live coverage, but also a major influeraesport itself, for instance on the
times at which sports are played. Television figuig sports events in Britain are
enormous, easily exceeding those for popular soap¥ phenomena such 8y

Brother. Even though television has made serious inraaddacal, regional and
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national newspaper markets, the UK papers havebalsefited from their sports
coverage: quality papers use sports as a hookeoindaht page, and in the popular press
sports personalities have special currency dueeio kasting appeal compared to other

celebrities.

49



2. Research Institutions and Organisations

This chapter will examine the United Kingdom'’s edliien system from an institutional
viewpoint. To understand where and how the medibjaurnalism can be studied one
must first examine the overall structure of thetiBni education system. Thus after first
paying attention to the different types of univeesi, colleges and community colleges,
and to the complex degree structure in Britaincese then proceed to examine the
different schools teaching media and journalisrepEialized subjects. The main focus
of this chapter is on Master’'s and PhD level edooats these have the most to do with
the actual research conducted in the institutiblosvever, Bachelor’s degree courses in
media subjects are also considered, since theyagpfagjor part in defining a

university’s reputation, and thus also its reseaagabilities.

The ranking systems examined here are two indepeihegue tables, The Guardian
League Table and The Times League Table, and @eaneh-based ranking table, The
Research Assessment Exercise 2001. The two leaplestare considered to be
important criteria in determining how universitesd university courses are appreciated
and evaluated especially at the undergraduate (egther Education Funding Council
for England2008) whereas the RAE has more to do with positgite studies. The
Guardian league table does not even take resaarchdcount when compiling its
rankings. Every one of these ranking methods offpesific subject tables for
evaluating the performance of the universitiesiffecent subjects. However, the Times
League Table does not include a separate subfdetfta Media Studies, and thus is
examined here only as a rough guide to the ovstaiiis of different British

universities.

2.1. Universities and Colleges

Universities and higher education in general halag history in the United Kingdom:
in Oxford, for example, higher education has besmed on since 1096 (Oxford
University 2008), and the University of Oxford etworld’s oldest English-speaking

university. Nowadays, after completing secondamrycation it is possible for students
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to advance to higher education, to universitieBeges, community colleges or
technical colleges. Universities are the oldesnfof higher education and they have
the awarding power for undergraduate and postgtadiegrees all the way up to PhD
level. Colleges, technical colleges and communitieges mainly offer diplomas in
specified fields, although some of them are eutitieaward degrees even up to PhD
level. However, colleges tend to offer a more viocet! approach to higher education.
There are no longer any polytechnics as such ittiieed Kingdom, since all former
polytechnics were offered university status undert992 Further and Higher
Education Act. An institution must fulfil certaimiteria to be allowed to use the word
‘university’ or ‘university college’ in its name.hIs right is granted by the Privy
Council under the Further and Higher Education (A892). Universities and colleges
are independent and self-governing (Higher Edunaiimd Research Opportunities).

Universities in the UK can be divided roughly inkwee different categories: 1) Ancient
universities, 2) Redbrick universities, and 3) €lglass or New universities. The
ancient universities are the oldest universitiethecountry, and the term is generally
used to refer to Oxford, Cambridge, St Andrews s@tav, Aberdeen, Edinburgh and
Dublin. Dublin, the youngest of these universitieas founded in 1592, and is situated
in what is now the Republic of Ireland. Redbrickvensities are next in terms of their
foundation year. The term itself is vaguer, as sameersities claim to be redbrick
universities even though they have not been caedrds such. Normally the term refers
to universities built in the fdcentury and early 30century which all resemble each
other architecturally. The term “new universityfaes either to the many universities
established in the 1960s or to the polytechnicstibaame universities under the 1992
Further and Higher Education Act. This divisionBsftish universities according to
their age is important for the reason that a usitggs reputation and prestige are often
defined by its historical status, and the qualititoteaching and research is often seen
as correlating with its age and traditions. Thig/thave serious implications in the
discipline of media and communication studies, esitheese subjects are not favoured in
the traditional universities. As one interviewesetved:

“You're welcome to disagree with me.... But the pisto centre money into
certain leading colleges and Oxford and Cambridpese are not the
institutions that are known for their media and cmmications research, quite
the reverse. They are privileged by the sheerttaadof their history in
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literature and so forth. And they have small, laditodd media and
communications at best.”

According to the Higher Education Funding Counofl&ngland, Wales and Scotland
and Northern Ireland’s Department of Employment bedrning, there were 106
universities and a total of 168 higher educatiatiiations in the whole of the United
Kingdom as of August 2007 (Universities UK 2008H)is list excludes foreign
universities operating in the UK, and the univéesibf London (including the London
School of Economics and Political Science, Unitgr€iollege London, King’s
College, etc) and Wales are counted as one. Théawuaof students studying in higher
education institutions in the academic year 2003%2§tood at almost 2.5 million
(Higher Education Statistics Agency 2008b.)

The UK has a long history of welcoming foreign sots. Nowadays there are 1.6
million undergraduate students in British univeesit of whom 99,000 are international
students (UCAS 2008). The number of non-EU studiemnsojected to grow by four
percent until the year 2019 at the same time aEthand the UK are experiencing a
downturn in the number of native 18 to 20 year ¢ldisiversities UK 2008b).
Attracting international students has been a fir@rmstrategy for many UK universities.
In 2007/2008 the universities could charge undeigmte students who come from EU
countries a maximum of £3,075 per yd€British Council Finland 2008), but this set
maximum does not apply to non-EU-citizens. This msghat universities are able to
charge them fees that are closer to the actuad obseaching. In 2007 undergraduate
students from outside the EU were charged betw6gf08 and £12,800 per year
(Universities UK 2007).

In universities the time required to obtain a Baatie degree is normally three years,
after which a student can go to study for a Mastdegree or a PhD. The clear
exceptions are some vocational subjects such aEmedwvhich takes five years to
complete. The Bachelor’s degree consists norméllgatures, seminars, essays and
exams, of which it is compulsory to attend at lesashinars. Students concentrate on
their major, and additional modules or subjectsicamormally be taken to any large
extent. There are basically two kinds of Masteggrees in the British system, with one

being a taught degree and the other a researchaldgraddition there are some
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Master’s degrees which are awarded automaticay afcandidate has completed his
or her Bachelor's degree. These are found in theupiversities such as Oxford and
Cambridge, and are a heritage from the past, andrtiean that the graduate is allowed
to teach in the awarding institution. A taught Ma'st degree is a one- or two-year
course rather similar to the pattern of the Baatelbegree, with lectures and seminars
and a fairly short dissertation at the end of theerse. In many ways this is very similar
to the Finnish postgraduate (Master’s) degree, évamgh the period of study lasts for
only one year in most cases. Two years for a tadghtee is more common if it is
being taken as a part-time course. Some univessiffer research degrees which place
more emphasis on research, and often lead to caedidndertaking a doctoral degree
straight after obtaining the Master’s degree. Time required to obtain a research
degree leading to a PhD is often three to fours/é@raduate Prospeti®008a). A
student can also obtain postgraduate diplomasaidsita Master’'s degree or doctorate.
These are more common in the case of vocationahses such as medicine, education
or architecture. The quality of higher educatiostitions is monitored by the Quality

Assurance Agency, which publishes reports on thgst

Applying to British universities at the undergratiibevel is handled centrally by the
Universities and Colleges Admission Services (UCA®E service handles about half
a million applications per year, and offers infotima on every university and degree
course available in the UK (UCAS 2008a). Applying & postgraduate or PhD course
is often done straight through the relevant unityes college; there is no centralized
admission system for this level of studies. In otherds, the applicant is expected to
make direct contact with the university, and evwamyersity administers their own
application process. Universities and UCAS reqgapplicants to provide full
information on their previous academic or secondahool record, to give one or more
references and write a personal statement. Theerefes and the personal statement are
often seen as important factors when deciding vérathnot the applicant is
appropriate for this particular course of study #muniversity. Some universities
arrange interviews or require applicants to sengbitifolios in addition to their written

application.

13 Graduate Prospects is a commercial subsidiafyeoFHigher Education Careers Service Unit,
established in 1972. It aims to offer informatian §raduates on possible work opportunities as agll
postgraduate study opportunities. Its databasedes over 58 000 postgraduate courses.
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2.2. Journalism and Media Studies in British Univesities

According to the Universities and Colleges Admiss&ervice (UCAS 2008), there are
total of 96 British universities offering 983 medelated undergraduate courses in
2008/2009. In addition, according to Graduate Rrotgp(Graduate Prospects 2008b)
there are 619 taught postgraduate courses in Mdaies and Publishing. These
normally lead to a Master’s degree or a diplomaddition there are 133 research
programmes which normally lead to either a Mastée'gree or to a PhD. Media and
communication studies can be divided into two ocee¢hdifferent sub-fields, namely
media studies, communication studies, and jourmalidedia and communication
studies are more common since, according to Grad®aispects, out of 607
communication and media courses offered in 200§, 1itb are concentrated on
journalism. Of the almost 2.5 million students igtter and further education in the
UK, approximately 2 percent study mass communioatiod documentation subjects.

(Higher Education and Research Opportunities 2005.)

In Britain media subjects are often traditionaligvined upon by the public, and
therefore they also tend to be looked down on &dgitional academia. According to
some interviewees, this is mainly due to the flaat vocational subjects were often
taught in polytechnics, which became universitie$992 and are nowadays often
considered weaker universities. In addition, & isew subject which is still trying to
fight its way in the academic world, and peoplerasefully aware what is done in
communication and media studies departments. Asneriewee observed:

“It [media and communication research and studfeah upstart tradition. Or at
least, it still has strong critics (...) but (...) ié1become big partly because it's
been attacked (...) There’s a contrarian traditioom@gst young people, they are
quite deliberately doing things that they’re tolat to do. And they do media
studies and cultural studies, of course.”

Many interviewees draw the conclusion that medidist has taken up the role of the
“whipping boy” from sociology: “Sociologists werénays picked on, the long-haired
pinkos, Marxists, living off public money”. One sumed up the reputation of the

subject at the moment:
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“Media studies is used as sort of a whipping bayaioybody that thinks that
there’s a softer weak science. If there’s eversaudision about the decline of
universities or the decline of education, mediaistsibecomes the (...) target of
all. Media studies is not very serious, you knoweh films and (...) nobody
wants to be tarred with that.”

One interviewee commented that media and commuaoitatudies make an easy target
for populist mockery, as it is a more accessiblgext than for example biology.

“I'm sure some really, really batty stuff goes arbiology, but it's not
accessible to the outside. §.But in communication studies, you know... You
can read it, you can actually see it (...) partidylar the cultural studies side of
communication, and it deals often with out-groupstural kind of subgroups,
gays or whatever. And then when you get a kinduefeq theory... God! It's
asking for it.”

One scholar accepted the criticism by saying tnatetis a reason why media studies is
seen as a “noddy” subject:

“l go to conferences and you see papers, you kadnigh tell us, basically.
What was it? | couldn’t believe it.The Lesbian Iconography in Buffy the
Vampire[Slayet (...) | mean you're asking for abuse, don’t you?”

The reputation of media and communication studiedso affected by the fact that
very few of the universities placed high in thegea tables or the research assessment
exercise offer any kind of media or journalism sas. Conversely, many of those
universities that excel in this field come out lyaidl the overall league tables. These

ideas will be explored in more detail below.

2.3. University Rankings

University rankings have a significant effect oa British education system. Almost
every administrative decision made by the univesithemselves and also the
decisions made by students about where to studgtdeast in some way affected by
these rankings. This is because the rankings h&wegahistory in the UK, and a
university’s placement in the league tables toemgextent affects what staff members
they are able to hire, and consequently how thayatimact students to their institution.
It can be seen as a vicious circle, where the kesgies affect which scholars are

willing to teach at the university, which in paftexts what kinds of students the
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institution attracts, and both of these in turreeffthe university’s ranking in the league
tables. This can be especially harmful for universiwhich do not do well in the
league tables, but it also makes life difficult ftbe government because of its declared
mission to democratise university education andcedlifferences in the number of

students coming from public and private schoolsame universities. (Root 2007.)

The two main league tables published annuallyénUK areThe Guardian University
GuideandThe Times Good University Guidgoth of these tables evaluate the
universities on the undergraduate level as a wlaasleyell as within every subject. They
both tend to measure the same variables, althdweyhdo have some differences,
especially when it comes to weighting the varialoles with another. The Times league
table measures eight different variables: studatigfaction, research quality, student:
staff ratio, spending on services and facilitiedryestandards, completion rate, the
number of good honours degrees obtained, and gewpuaspects. The Guardian league
table on the other hand measures seven differeiatles: teaching, feedback, spending
per student, student: staff ratio, job prospectalae added score, and entry score.
Value added score means a comparison betweenenstidegree results and their
entry qualifications, and the job prospects scemevised from how many of the
graduates are working within six months of theadyration. In addition to The Times
and The Guardian league tabl€ke Sunday Timgsublishes its own league table

which differs from The Times’ league table mainiytihe criteria used. It uses nine
different variables to evaluate universities: shudmtisfaction, teaching excellence,
head’s/peer assessments, research quality, A/AHéyher points, employment,
firsts/2:1s awarded, student/staff ration, and dubpate. However, The Sunday Times

league table does not offer separate subject tables

The differences between The Times and The Guatdéague tables are evident even

when studying the top ten universities, as carelea $rom the following table:

56



Table 16: Top ten universities according to The Tiras and league tables

The Guardian overall league table

The Times olvkradjue table

1. Oxford 1. Oxford

2. Cambridge 2. Cambridge

3. Imperial College 3. Imperial College

4. St Andrews 4. London School of Economics
5. University College London 5. St Andrews

6. LSE 6. University College London

7. Edinburgh 7. Warwick

Warwick 8. Bristol

Loughborough 9. Durham

Bath 10. King's College London

Sources: Education Guardian 2008, The Times OQIQ@S8.

Even though most of the universities on the lis¢ésthe same, each list includes three
universities that do not appear in the other $ist] apart from the top three, the
universities are ranked in a completely differemten. The differences are mostly the

result of different accentuations of the variables.

Many of the scholars interviewed strongly criticigbe newspapers’ league tables,
especially on the grounds that it is not entirdgac what they actually measure, and
whether those measures have any significance.diti@al it was seen that they matter a
great deal to the university administration butr@oenecessarily of any importance to
the teaching staff. One expressed the situatiost thu

“It's an overstatement, but the senior managemiethteauniversity ‘live’ — in
inverted commas — by the league tables in the waleaision company lives by
its ratings. It's a... they might say ‘We don't liby ratings, we just produce
quality stuff’. Bollocks! They are worried aboutirays in the same way as the
vice-chancellor is bothered by the ratings.”

The Research Assessment Exercise is conductedappitely every five years on
behalf of the United Kingdom higher education furgdcouncils. Until now they have
evaluated research quality by means of a peer#o{peiew panel. The latest RAE in
2001 considered the work of almost 50,000 schdtars 173 higher education
institutions (Research Assessment Exercise 2008)diings that the universities
receive directly affect the funding coming to th&om the councils through so-called
guality-weighted research funding (Research Assessixercise 2008). This funding
forms a large part of a university’s total resedtaiding, and thus according to many
interviewees the RAE ranking is very significargpecially to the pro-vice chancellors

and heads of departments. The review is conducigieéct by subject, and the results
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are combined into subject tables as well as inteeusity tables. One can examine the
results either by university, which shows whatgsi the different subjects within the
university have received, or by subject, which shievhat ratings different universities
have received in that particular subject. The soatbe RAE is from 1 to 5*, with 1
meaning that no significant study has been madéesubject in the respective

university, and 5* indicating international excele in research in a particular subject.

The RAE is partly based on the number of works ighkl in scientific journals by the
professors and lecturers of each department. lgateered a lot of criticism in the
academic world:

“I mean that’s a very strange thing to measure,ibethphasizes only certain
things. So for example somebody might have haddaticles in academic
journals and they're seen as big stars. Somebaayneight have had four
hundred articles in serious newspapers discusgirgio issues and they’re seen
as a no-hoper because they’re not in a peer-redi@sademic journal.”

“I think the RAE destroys to some extent reseatalbise people won't do what
isn’t going to be RAE’able and that's a shame bseaumakes you wonder
what has been left in the process.”

The next RAE will be published towards the end @& After that the method of
evaluating research and allocating funding is jikelbe changed to a metric-based
system which is still under construction but whiab¢ording to some interviewees,
would be based on the number of citations in sifiequblications. This change is
especially likely in the fields of science, tectow}, engineering and medicine, but the
peer-review system will probably remain in the huitias, social sciences and arts.
The planned changes to the RAE, especially makiagitation-based evaluation
system, are drawing criticism from scholars: sornghase interviewed feared that
counting citations does not offer an accurate detsen of a university’s academic

guality, and the quality of its staff.

Assessment of Courses in Media Studies and Journstin

When analysing the subject rankings for Media Stsidind Journalism, it is noticeable
that, first of all, few of the universities and legles which do well overall in the league
tables appear in these lists and secondly, thde#grie table rankings differ

considerably from the research assessment ratdigg.one of The Guardian top ten
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universities appears in The Guardian’s top ten edid Communication Studies
subject table, and only two others in the Media @xdhmunication Studies top ten are
in the overall top twenty. Only one of the top tweuaniversities in The Times overall
league table is in The Guardian’s Media and Comupaiian top ten list. This is
probably because media studies and communicatigarieral is a fairly new academic
subject, and thus is not often included in theadyikes of the old, prestigious

universities which tend to dominate the leagueetsbl

Whereas The Guardian subject table for media ssud@mmunication and librarianship
includes 74 institutions, the Research Assessmescise 2001 subject table for
communication, cultural and media Studies incluoely 38 entries. The difference is
probably due to two distinct differences. Firsttye RAE was conducted in 2001, while
The Guardian league table in question is from 200 means that new programmes
and courses of study may have emerged duringithés ind so some of the courses
might not have even existed when the RAE was cdedu&econdly, the criteria for
media and communication studies might differ inhegmking, so that The Guardian
might consider some courses to be within the disapvhile the RAE does not. In
addition, The Guardian league table has librarigmsafith media studies and
communication whereas the RAE had cultural studibs. RAE awarded only two 5
star ratings to media studies in 2001, one to thiedysity of East Anglia and the other

to Goldsmiths College.

Six further institutions were awarded 5 in therrgs, and six more rated 4. The
University of East Anglia does not appear at allftve Guardian subject table list, and
Goldsmiths College is 10on the list. This is probably mainly due to thetfthat The
Guardian league table does not rate research &alising more on teaching quality
and student satisfaction. But from these resutid,feom the ones analysed above, it
can be concluded that to some extent at leastretsaad undergraduate teaching
guality do not necessarily complement each othdirivvéhe field of media studies and
journalism, as only a few institutions have dondl weboth rankings, the universities
of Cardiff and Warwick being the only exceptionstfbhaving RAE 5 rating, and both
placed in the top ten in The Guardian subject Jablee University of Warwick also did

well in the overall league tables.
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Table 17 shows all the universities receiving a Rs&Bre between 4 and 5*, and
compares this score to their rankings in The Gaardubject table for media studies,

communication, and librarianship as well as inTiraes overall league table.

Table 17: Research assessment exercise in companisath the league tables

University RAE The Guardian The Times
score Subject Table Overall Table
University of East Anglia 5* - 20
Goldsmiths College 5* 20 52
University of East London 5 69 99
Nottingham Trent University 5 13 56
University of Warwick 5 8 7
University of Westminster 5 11 91
University of Stirling 5 23 37
Cardiff University 5 6 28
University of Leeds 4 5 30
University of Sheffield 4 10 22
Staffordshire University 4 29 64
University of Sussex 4 21 35
University of West England 4 - 72
University of Ulster 4 32 53

Sources: Higher Education and Research Opportarf6e1,
Education Guardian 2008, The Times Online 2008.

Many of the scholars interviewed for this studyidetd that appreciation of media and
communication studies amongst the public and witttiademia might well grow in the
future. One indication of this could be that Theadon School of Economics and
Oxford University have both established media nedemstitutions within past five
years. The emergence of these prestigious uniiersit media research could put the
whole field in turmoil as their reputation makesdtsier for them to find money and
collaborators for their projects. As one intervievaaid:

“Today the most prestigious universities are beigigimo engage in media
studies. And | guess, the centre of gravity willvedrom these rather utilitarian
(...) institutions into much more elite institutiores;entually to Oxford and
Cambridge. (...) Those institutions will survivesflas it took them a long time
to discover sociology, it will take them a long érto discover media studies.
And in the end they will dominate it, because tbeyninate the society. They
are the best, they get all those grants (...) Thelealghe Director of the
Oxford Internet Institute] operates is completelyedent to the way in which
we can operate, because he can ask people foomsilif pounds and they give
it to him, because it's Oxford. | can go to ask some for 50 quid and they’re
like... fuck off. (...) It will make it much more diféult for us to recruit
students, it will make it more difficult for us tore high quality teachers, and it
will make it much more difficult for us to hold da teachers.”
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Top Departments lllustrated

As the above discussion illustrates, communicadioth media research is conducted in
several universities. To highlight some of the tapked as well as new department
within the field, communication or media reseanelated departments of seven
universities will be introduced in little more dittaelow. They are Cardiff University,
Goldsmiths College, London School of Economics, Oxéord Internet Institute, The
University of East Anglia, The University of Wankiand the University of

Westminster.

Cardiff University is renowned for its studies in journalism and jalist training,

which have existed since the 1970s. The Schoawilism, Media and Cultural
Studies (JOMEC) has received over 40 awards oeeyahrs. JOMEC is best known

for its research on journalism and news. Otherare$eareas include media coverage of
health, risk and science, race, representatiorcaltaral identity, children and media,
media audiences, media and cultural policy and apexinflict and war

Goldsmiths Collegeis situated in London, and is one of the best kmdepartments in
Media and Communication studies. The Universitydasw Centre for the Study of
Global Media and Democracy, which is a highly idteciplinary undertaking as it
brings together researchers from three departmiledia and Communications,
Sociology, and Politics (Goldsmiths College 200&a)addition it plans to develop
inter-disciplinary research bids, and it acceptslsnts from any discipline. The
research topics for the first two years (the Cewtns founded in September 2007)
include ‘National media and the construction og'ttitizen’ and ‘the human’,
‘Neoliberal discourse and the public realm’, andbial governance, the state and
cultural politics’ to name but a fewResearch projects in Goldsmiths include for
example studying the impact on journalism of the needia and webmagazine
openDemocracy’ In addition, Goldsmiths conducts a research ptajaanedia
reporting and public knowledge in different couesrithe US, Finland, Denmark, and

the UK). The project’s goal is to study what gefsarted in the main news programmes

14 OpenDemocracis an online magazine which specialises in palitind culture. It tries to encourage
people to contribute to the analysis of curreningésdy building an “open source model for news ysial
and opinion” (openDemocracy 2008). It is publisbgdpenDemocracy Limited, which is owned by the
openDemocracy Foundation for the Advancement ob&8I&ducation.
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and leading newspapers in each country. Followrofepts to this research are already
planned.

The London School of Economics and Political Scieedormed a Department of
Media and Communications officially in 2003. Befohat there had been an
interdisciplinary programme in the school spreativeen sociology and social
psychology, as well as joint programmes includimg $tudy of law, gender and
information systems. The research conducted iniépartment is now highly
interdisciplinary in that it focuses on wider prefls such as globalisation, inequality,
and changing identities, and incorporates medigare$ in to those questions. In
addition it addresses industrial, political andremmoic issues. The research is organised
according to five themes: 1) Innovation, Governaauee Policy; 2) Democracy, Politics
and Journalism Ethics; 3) Globalisation and Comparéstudies; 4) Media and the
New Media Literacies; and 5) Communication and &#&hce. (London School of
Economics 2008)

The Innovation, Governance and Policy theme encesgsasuch research areas as
international governance of the new media, intélieicproperty rights, and public
service regulation along with financial market riegion. Democracy, Politics and
Journalism Ethics is based on research conductgdicipation in global social
movements, and the mediation of suffering and jalism ethics, for example. Global
trends in media representation as well as theigagvand film industries in India and
China are just some examples studied under theal@@obalisation and Comparative
Studies, whereas Media and the New Media Literdo@sses on such research areas as
adult and youthful responses to mediated risksogpartunities. The research projects
under the theme Communication and Difference examifture and everyday life, the
politics of otherness, and the production of exoluss explored post-colonial and
innovation studies. Recent research projects imépartment that have won acclaim
include for example one called Social Contexts Radponses to Risk and Digital
Business Ecosystem (DBE). (London School of Ecaos2008)

The variety of research areas and the interdis@pli approach are reflected in the fact
that the research methods applied in the departamentaried, and there is no single

methodological approach which would necessary beuiged over others.
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The department has also established Polis, aijotigtive with the London College of
Communication. Polis is intended primarily to pevijournalists and the wider public
with a place for public discussion and policy intartion on key issues of journalism.

In addition its aim is to produce outstanding reslean the field, especially on the
impact of mediation and journalism in different sties. Polis was established in 2006.
(Polis 2008a)

The Oxford Internet Institute was founded in 2001 in response to the demand by
parliament for Oxford to conduct research in a@aserning the dot-com phenomenon
and the internet in general. Funding for the logtitomes from both government and
private industry. Unlike many other departmentstdrnet studies, the Oxford Internet
Institute decided not to focus on technology hargwsoftware, application
development or business development. Instead, i©sisidying the social implications

of the internet, what it means for people, busieessd governments.

The best known research project carried out byrtstitute is the Oxford Internet
Survey, which has thus far been conducted threestiewery two years. It is carried out
by door-to-door interviewing of approximately twwotsand people about their internet
usage. It tries to give researchers a picture of, nhy, when and how much people
actually use the internet. The survey is part ifsearch area called Everyday Life one
of the four main research areas in the Instituteréht projects in Everyday Life

include ‘Me, My Spouse and the Internet: Meetingtibg and Marriage in the Digital
Age’, ‘Digital Choices and the Reconfiguring of A&ss’, and ‘Cybertrust: The Tension
between Privacy and Security in an e-Society’'. fiits¢ of these is supported by an
online matchmaking company, e-Harmony, and trided& at how the internet has
affected intimate relationships in the modern w@@dford University Internet Institute
2008c). The ‘Digital Choices and the Reconfigurig\ccess’ project looks at how the
outcomes of internet usage are shaped by manyapyenlg arenas and strategic choices
in everyday life (Oxford University Internet Instie 2008b), while the ‘Cybertrust’
project tries to examine the perception of trusinfine activities (Oxford University
Internet Institute 2008a).
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The other three research areas are ‘GovernancBemadcracy, Science and Learning,
and Shaping the Internet’ The Governance and Deswggesearch area is concerned
mainly with the relationship between governments #hie internet. It examines both
how governments use the internet and how the pubks government-provided
internet services. For example, a project calleav&nment on the Web’ aims to
improve understanding of e-government and the itmwab technologies have on
governments (Government on the Web 2008). The 8eiand Learning area, on the
other hand, is concerned with how the internetlmnsed in learning and research. It
examines the possibilities of e-learning and eaade Finally, subjects as varied as
internet governance and stopping the expansion oaled badware (i.e. spyware,
malware, and deceptive adware) are covered irhilet iesearch area, ‘Shaping the

Internet’.

The University of East Angliais located two miles from Norwich, in Eastern Eagl.
Its School of Film and Television Studies, whichludes the East Anglian Film
Archive, is one of the longest-established film #eldvision studies programmes in the
UK. The school is known for its research into, daample, British and American film
history and gender and representation studiese@uresearch projects include for
example ‘The Post-Apocalyptic TV Drama in the UkddnS’, which analyses dramas
within a wider socio-cultural and historical conteExperiencing Anime: Anime
Culture in Contemporary Japan’; and ‘EntertainirdeVision: British TV, the BBC and
Popular Programme Culture in the 1950’s’. (Uniuvgrsi East Anglia 2008.)

The Department of Film and Television Studies eflimiversity of Warwick is
renowned for being the first free-standing depantnad film and television studies in
the UK. (University of Warwick 2008a) The univeysis located in Coventry, about 37
kilometres from Birmingham. Its current researokaarinclude television genres,
everyday television, the history and future of shedy of television and representation
of gender. An ongoing project is ‘The Cult of thade: Mussolini and the Italians,
1918-2005’, which aims to study the cult of Mussiodind its consequences until today.
Mussolini used visual arts and the media to his adwantage in ruling the country, to

reinforce the support he wanted for his rule. (@msity of Warwick 2008b.)
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Many of the interviewees mentioned taeiversity of Westminster as one of the
leading universities for media and communicatisesgch. The university specialises
in media policy and economics. The other researeaissinclude BBC history, media
policy and regulation, media audiences and glotedien The School of Media, Arts
and Design’s Research Centre contains two majearel groups: the Communication
and Media Research Institute (CAMRI), and the Gefdr Research and Education in
Art and Media (CREAM). CAMRI has research intesdstr example in global and
transnational media as well as in Indian and Afriogedia. Members of the Institute are
editing six scholarly journals, and are the fougdiditors ofMedia, Culture and
Society In addition, the Institute includes the China Née@entre and the Arab Media
Centre. CREAM, on the other hand, concentrategsaarch into ceramics, visual arts,

photography, film, digital media, and fashion.

2.4. PhDs

All British universities have the authority to awdhD degrees and do in fact do so.
Most Doctorates take two to four years of full-timeéependent study and research. The
most common doctorate is the PhD or DPhil. The Rmwte Doctor of Philosophy is a
PhD programme offering a mixture of research andhtielements which takes four
years to complete. (The British Council Finland @00 Part-time PhD degrees are
more flexible, but the guideline for their duratisrsix years (The UK Grad Programme
2008).

The costs of a doctoral degree vary notably intKedepending on the course and the
institution. In 2008 the average tuition fees fosfgraduate study for arts and
humanities courses were normally 7,000 — 9,000 geer year, science courses 7,500
—12,000 pounds a year, clinical courses 10,000,60B1pounds per year, and MBA
from 4,000 to more than 30,000 per year. (Educdti&r2008.)

Traditional UK doctorates are achieved throughaesg®e Doctoral programmes consist
of highly specialised study and independent reseancler the guidance of an academic
supervisor. At the end of their studies, doctoradlents submit a thesis (up to 100,000

words) that shows evidence of original researchcamdbe prepared for publication.
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Some institutions offer Split PhD programmes, whotfer students the chance to
benefit from the advantages associated with takkimmternational degree. Students
enrolling on a Split PhD programme spend part eirtime at an institution in their
home country and part in the UK. (The British CauRland 2008b.)

In 2006/2007 about a half of the nearly 500 Ph@letts in the fields of media studies
and journalism were UK residents before enterinQ Programmes. The British PhD
programmes in media studies and journalism wereagsiy popular with students
from United States, China, Germany, South Koreag€Ge, India and Canada. (Higher
Education Statistics Agency 2008a.)

Originally the programmes were based on a kindppfenticeship between the
supervising academic and the student. The desitreafourse was very thesis-centred.
According to interviewees, taught components priagdesearch training are
increasingly being added to the programmes, edpefoathe first year of the
programmes. The main requirement remains the ptmofuof a thesis under the
supervision of a tutor. In cases where the PhDestuldas not completed his or her
Master’s degree, more training in methodology drabty will be added to the doctoral
programme. In many departments one of the reasoraitling on training in
methodology and theory is the increasing numbéntefnational PhD students.

“By the time you got on to the doctoral programiymy were expected to be
familiar with the scientific literature. | think &t's no longer the case,
particularly as we recruit doctoral students whasdergraduate level was in
other countries. You can't make that assumption,gan make it to the Finns,
but you can’t make it of the Chinese.”

According to the academics interviewed, the growirgportion of foreign PhD
students reflects the lack of funding for doctosdte British students. It was suggested
that the scrapping of the grant system and thedntrtion of tuition fees has made
British students less likely to continue their sésdafter graduating with a Bachelor’s
degree, as further education would require additidebts.

“British middle class families pay for their kidsducation — up to BA, that is.
After that they’re on their own. (...) the appredatiof Master's degrees is not
very high. People find jobs without it. That's wits getting rare that a Brit
would do a Master’s degree. The same applies teliiestudents. Almost all of
them are non-Brits.”
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The shortage of money means that those who do &ppBhD programmes either have
grants or scholarships from somewhere else. “Orikegyot rich mums and dads”, as
one of the interviewees remarked. Many interviess®ught there is a struggle to get
students every year or a shortage of top qualify Stadents. Especially those working
in new universities found the situation worryin@ne interviewee said that except for
two or three of the most prestigious universitiethie field, who have plenty of
applicants and are able to choose the best, uitiesrare finding that the level of

applicants often leaves much to be desired.

One of the interviewees remarked that “a certaiicat mass” is needed in order to
have a good doctoral programme. In order to geptbgrammes running, some
academically less equipped students have to betmrteAs one interviewee pointed
out, “if you only recruit people who've got the nmeyn there’s no direct correlation of
having money and being any good.” The quality ef$tudents was described as
uneven: “Some are very, very good, some aren’'t.ésstnuggle to get through,

basically.”

Besides the funding problem, another reason foutfatractiveness of PhD
programmes among British students was thought thédgeneral unattractiveness of
an academic career in 21st century Britain. Aceuydo many academics, it is difficult
to find permanent jobs or get book deals and fupdamd at the same time the working
hours are long and social status and earningoare |
“Our salaries are pretty mediocre really in my vigau know, you earn as
much being a tube driver than as a lecturer.”

“Academics are badly paid, academics have got nmlstatus, and academics
are buried in bureaucracy. They [students] seendghey think ‘I could be a
TV-producer, thank you, and get three times as namcha much more
interesting life. What, become an academic?’

The latter interviewee thought that the number loih€se students in British PhD
programmes is growing because in China, in conttlastculture regards learning as
being a positive social good. One interviewee ssggethat the “more established
members of the profession” should “think more abeiat we can do to sustain the
culture of research within our institutions and enaidely” in order to make an

academic career more appealing to the younger geower

67



2.5. Research Agencies and Companies Conducting Rasch

The bodies outside academia that conduct medianagsean be divided into four
groups: 1) market research companies, 2) media aoi@g own research units, 3)

think-tanks and NGOs and 4) government-funded mesgiearch.

Market Research

There are several media-monitoring companies tfwatyze qualitative and quantitative
data on audiences. The biggest ones include Nidlezglia Research, Ipsos Mori, GfK
NOP Media, MRUK, BMRB, TNS, RSMB and MINTEL. Thesempanies sell their
services to the media and advertising industryalsd carry out their own research

projects on audiences and public opinion.

Ipsos-Mori, for example, is at the moment respdeditr collecting the data for Radio
Joint Audience Research Limited (RAJAR) i.e. commgilthe official statistics on UK
radio audiences. Another research company, RSMBjhigeand designs the sample for
RAJAR. (Radio Joint Audience Research 2008.)

The Broadcasters’ Audience Research Board (BARBnslar to RAJAR, but working
with the TV industry. BARB is responsible for prding the official measurement of
UK television audiences and it uses RSMB, IpsosRVMlielsen Media Research and
TNS as their contractors. (Broadcasters’ Audienesegdrch Board Limited 2008a.)

Media Companies’ Research

Commercially driven market and audience reseaitastalace within the research units
of all the major media companies, like the BBC biafinel 4, and is directed towards
measuring audiences, and getting information om tomsistency in order to sell them
to advertisers. The vast majority of this typeedearch is confidential in nature and its

results are rarely published.

Case-in-point: Measuring Cross-media Audiences

BBC Research conducts research among audiencess adrareas of BBC

involvement: on radio, television, websites andkating. The subjects of research
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range from micro level issues, such as detailb@feixecution of a particular
programme or a marketing campaign, to macro leveliss on general consumer
trends, uptakes on new platforms such as mob#egriet or the perceptions audiences

have of the value of the licence fee.

According to BBC New Media’'s audience research rgandlison Button, the most
important topics are at the macro end of the sesaieh as new ways of delivery of BBC
content. For example, the BBC iPlayer was introduatiéer research suggested that
mass uptake of home high-speed broadband conngetias taking place. Many
projects are ‘medium-sized’, such as launches wf T or radio channels or new
media services, or projects that try to explore hiovihe future, mainstream audiences

may want to access what is on offer.

The most popular methodologies and data BBC Relseses are analysis of industry
data such as BARB and RAJAR. They also maintainesee panels to provide
feedback on media content, analyse return-path(dagaways in which users navigate
on a particular website) for new media offeringgj aonduct different types of surveys,

focus group and individual in-depth interviews.

Knowing what audiences do with the media has alvign a difficult question for
industry-driven and academic media research. Noysdssearchers are faced with a
new fundamental question: what is ‘audience’. Tdmme media content can be
consumed using a wide range of technical devicasyatime that suits the individual
user. It is hard to find technical solutions that measure this kind of audience. At the
same time the fragmenting of audiences makesdt teaobtain large enough sample
sizes for analysis. BBC Research & Innovation ameently in the process of
developing a new cross-media measurement systeith vehaimed at measuring the
reach of BBC’s content across television, radio mem media platforms such as the

internet and mobile phone delivery.
Think-tanks and NGOs
Different kinds of think-tanks and NGOs with varsoleological backgrounds also

carry out media research in Britain. Many of thad®mics interviewed said that the
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quality and impartiality of their research variesmsiderably. None of the think-tanks
are concentrated wholly on media. However somé) asdemos UK and the Institute

of Public Policy Research (IPPR), also run mediatee projects.

Demos UK is part of the international network ofnas think tanks for 'everyday
democracy’. Politically independent, it works witiany different groups of people,
including policy-makers, companies, public senpeeviders and social entrepreneurs.
One of its past media-related research projeasstsidy on the ‘aged based digital
divide’ of elderly people i.e. the fact that arouf@percent of people over 65 do not use
the internet.(Demos 2008.)

IPPR was founded in 1988 by Lord Hollick. It debes itself as “the UK’s leading
progressive think tank, producing research andvatiee policy ideas for a just,
democratic and sustainable world.”(Institute fobRuPolicy Research 2008a) IPRR’s
recent media research includes a project calletitiBethe Screen: The hidden life of
youth online’, which looks at the other side of #ge based digital divide i.e. the way
in which British young people use the internet traissues this raises. (Institute for
Public Policy Research 2008b.)

As the significance of the media in society hasaased, so the interest of NGOs in the
media has also grown. The quality and range ofrégsarch varies significantly. Some

NGOs concentrate more on media training than ongdasearch.

Case-in-point: Training for diversity

The Media Diversity Institute (MDI) is a London-lgasNGO that aims to use media to
lessen inter-group conflict, advance human rights support understanding of social
diversity.

“| worked on national television in Serbia, whiclasvbombed later on for
spreading war propaganda, for portraying the otaemsvil doers and mongering
hate and things like that, so that's how | learhed dangerous journalism
could be”, said Milica Pesic, the executive direcod founder of MDI in an
interview for this research about how she got deaifor the institute.

MDI partners with organisations in a range of coestwith a focus on regions where
news media have played a destructive role. MDIgjivaining in diversity issues for

media organisations, journalists, journalism edwusaaind other NGOs. The training is
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most often done through workshops. Other of MDtB\wties include compiling

databases of ‘best practices’ in the field of réipgrdiversity in the media.

One of the groups that MDI focuses on in Europgéessocially and economically
disadvantaged Roma minority in South Eastern Europ2001 MDI ran a workshop

for Roma and non-Roma journalists from six coustriehey worked in pairs and
produced newspaper and magazine articles and aadidV packages on Roma-related
issues. The aim was to produce balanced storide Whilding professional and

personal contacts.

Ofcom

One of the guidelines directing the operationsashimunications regulator Ofcom is
that regulation has to be evidence-based. (The wio@fcom is introduced in detail in
this report in the chaptet.4. Media Policies and Regulationin its research activities
Ofcom both uses data from the commercial mediaareeecompanies and commissions

media research projects from universities.

In addition to policy-oriented projects, Ofcom cdhap an annual communications
market review, an international review on the medaket. Ofcom also monitors the
media literacy of British children and adults. Thist project was carried out in 2005,
with a follow-up survey to this being compiled tlysar. The research covers all media
including the internet and looks not only at thenevghip of technical equipment but

also at how people use and how confident they &enwising different technologies.

2.6. Research Funding

In the light of the data gathered one can concthdethere are currently three major
trends in British media research funding: 1) in&ionalisation, 2) an emphasis on ICT
and 3) knowledge transfer. These trends will béired later in this chapter, after the

sources of British media research funding have liieen examined.
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Sources of Funding

The main sources of funding for academic mediaareseare public research councils
that distribute government money. There are sewvendils arranged around different
areas of science. Most media researchers appbrdnts from either the Arts and
Humanities Research Council (AHRC) or the Econoamid Social Research Council
(ESRC).

In matters of funding, the social sciences and ities receive only a fraction of the
money that the hard sciences get. For examplé&igeneering and Physical Sciences
Research Council (EPSRC), which also funds mediaccammunication research
projects that involve ICT elements, has a budgé&b60 million (about 630 million
euros) to distribute each year (Engineering andiehi/Research Council 2008). In
comparison, the 2007/2008 budget for the EconomicZocial Research Council
(ESRC) is £181 million (228 million euros) (Econe@naind Social Research Council
2008) and for the Arts and Humanities Research €b(AHRC) £75 million (94.5

million euros) (Arts and Humanities Research Colu2@08).

The application process for Research Council fup@iregarded by many of the
academics interviewed as difficult and frustratifibe grants are awarded by a peer
review panel, which according to several intervies/kads to the exclusion of the most
critical and morally charged proposals. Furthermsogne types of media and
communication research were seen as not reallyditiearly in either AHRC'’s or
ESRC'’s area of expertise. The government has athoated that it might in the future
concentrate its funding on the larger researclitinigins, which some interviewees find

worrying.

Other sources of research funding include:
» The British Academy, which grants government maioeypost-graduate level
small-scale research
» Foundations e.g. the Leverhulme Trust, the JosepimRee Foundation, the
European Science Foundation (ESF)
* The media industry
* NGOs
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* The European Commission (EC)/European Researchdoun
* UN agencies, World Bank, OECD

* Ofcom

» UK and foreign government departments

* Local authorities (the mayor of London, regionalelepment agencies)

Many interviewees said the proportion of media stdumoney in media research is
relatively small at the moment. One person poitgig however, that in his experience,
many of the projects funded by the industry ardfidential in nature and therefore

people do not even know how much of it takes place.

Internationalising Funding

The fact that more and more UK research projeetsraernational in nature is at least
partly a result of the European Commission’s poliekich has emphasised
international collaboration. This has led to stesdiemparing media-related phenomena

in different countries and joint projects involvisgholars from two or more countries.

One separate sector within media research is dggadiding projects. Capacity
building refers to assistance that is directed td&@mproving society’s competence,
usually in the context of a developing country. Tinedia research capacity building
projects usually revolve around democracy issuel as citizen participation,
journalist training and freedom of expression. &mmple, one of the interviewees had
been involved in compiling a handbook for Africamio journalists.15 Another
example was some UK academics helping to set worenuinity radio in Georgia.
These kinds of international projects receive fagdrom sources ranging from UN
agencies to government departments and NGOs.

ICT gets the Money

When asked to list topic areas in media and comaation research that do particularly

well in terms of funding, the interviewees mentidmeost often those associated with

15 Gaber, Barber & Ledger ‘Live from Africa — Haradlk for War and Peace Reporting
<http://iwpr.net/pdf/LiveFromAfricaPartl.pdf> 222008
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ICT: the internet, interactivity, mobile phonesitval reality, e-society and e-
democracy. This applied to both research counailsthe private sector. ICT-related
research is funded by e.g. Fujitsu, Sony, Nokiayld& Packard and British Telecom.
Some more practice-oriented media departmentget¢sived grants from both the

private and public sectors for the digitalisatidrdifferent kinds of archives.

Another area that has recently been doing webims of funding is health. Projects on
health communication and 3D animation receive mdray the medical industry. For
example, Cardiff University’s School of Journaliskhedia & Cultural Studies runs a
research group on risk, science, health and théamiesl major funded research project
topics include public discourses of stem cell resdeaepresentations of women
scientists and media representation of genetiaegplons. Funding bodies include the
Wellcome Trust, CESAGen, UKRC and the Departmeniexdlith. (Cardiff University
2008a.)

Another type of medically related media researalmdertaken at the National Centre
for Computer Animation of Bournemouth University & School. Some of the
projects that the centre runs aim at developingpmgar animation software that can be

used for purposes of medical research (Bournemgdniversity 2008).

Towards “Knowledge Transfer”

The Knowledge Transfer initiative is part of thevgonment’s so-called innovation
strategy. Minister of State for Science and InnmvaMalcolm Wicks defines the
concept:

“Knowledge Transfer is about transferring good gleasearch results and skills
between universities, other research organisatmmsnesses and the wider
community to enable innovative products and sesvioebe developed.”
(Department of Trade and Industry 2006)

For the academic community the new policy has mimattthe research councils
nowadays prefer funding projects with practicaheyally economic, applications.
Buzzwords are ‘user engagement’ and ‘policy releearOne of the interviewees

described the situation:
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“Never has applied social research been so va(uefiCan it actually help the
economy, can it (...) solve political problems. (..Helgovernment has put
money in there and the government actually wargsrtbney back.”

The interviewees predicted that this knowledgesi@mnpolicy will have its winners and
losers. Amongst the winners they thought wouldpldy be numbered the ex-
polytechnics, which have always been more engagiudtie industry and applied
science. London-based institutions might also firghsier to build networks with the
media industry, which is concentrated on the chpitae name of the university or of
the department, which works as a kind of brand name is already regarded as a key
element in getting funding and networking, is liked become increasingly important

in the future.

The interviewees’ responses to knowledge sharimg weided. On the one hand there
was relatively strong agreement that academic relsdes to be relevant to real world
problems and have an impact on society or “thedvoutside academia”. Indeed, some
were very enthusiastic about knowledge transfert@rother hand, the idea of the
value of research being determined by its econealice was contested. There was also
a worry among them that an emphasis on knowledgerghwill make it difficult to

carry out basic research that develops the figkllactually.

“How can you find economic value in some creativeovative approach to
something in our field, it's just... it's ridiculous my view. So, because of the
pendulum going more and more to the applied dwactcross the whole field
we will resist and say there’s need for pure redearasic research.”

The whole idea of a need to operate with the inglwgas also strongly questioned:

“If you think of political science or sociology, gieople tell political scientists
to spend more time with politicians? Co-operat®©K, but both should take
care of their own businesses.”

There was also concern that less conventional ad oritical research questions,
“questions that question the nature of the waypthigical establishments understand
the world” are not likely to get funded in the ant climate:

“I mean questions like what is the impact of adgary on the way we
understand the world. (...) A research council mighd that but (...) the
advertising industry isn’t going to fund that, whpuld they. And actually
probably nor is the television industry who getitmeoney from advertising,
why would they want to ask such a question. The BEght be kind of vaguely
interested but it doesn’t really affect them.”
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There are several obstacles to the use of knowlgdgsfer in the field of media and
communication studies. Even if the topics of ins¢te the media industry and the
academic world are becoming more similar, the itrgusill operates on a different
logic and a different time-span than universityaléments. According to some of the
academics interviewed, the industry wants mainly tinngs of them: vocational
training for future media professionals and infotimaon their audiences.

“By and large the media industry — most researely thant, they want to know
about audience and consumption — there are s@akncies who can do it
much better than we can.”

On the other hand one of the interviewees thodwgttitgarticularly in the new media
area, companies are using “ethnographic technignesociologists” in order to
understand user preferences and interfaces:

“I had a PhD-student collaborating with somebodifeivlett-Packard who did
some really quite fascinating research from anaghaphic point of view on the
way people would use interactive devices on the ttdins in London, so
download music and exchange and share files with ether.”

According to many interviewees, the academic worlBritain is more distant from the
world of media professionals than in some othenates. This was brought up in
almost every interview. Several interviewees sh@td is relatively deep mutual distrust
between the media industry and media academicg, steasly manifested in the way in
which the British press mocks media studies amtailectual “Mickey Mouse

Studies”.

“It [media studies] is not viewed by journalistsasacademic subject or
something you should study in a university, whgla ivery striking contrast to
many countries.”

One of the interviewees compared this attitudegekperiences in the US. He pointed
out that British media research is more appreciatedad than at home, where there is
a strange “deep-rooted anti-intellectualism towangslia studies.”

“When | worked in the United States | mean thers aduge respect for media
studies in Britain and yet in Britain there’s not.”

Two main explanations for this distrust were putMard. First of all, a university
degree in journalism has not necessarily beenagarrequirement for finding

employment in journalism.
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“Increasingly what they’re doing now, they’re doitigeir Master’s in
journalism, at some of these places like Cardifiiji@rsity] et cetera, but that's
sort of less common than it is in American univiési”

In other words, journalism has not traditionallyebea graduate profession, but
something where “people went straight from schoéfcording to one interviewee,
self-educated journalists have traditionally tenttete “a little suspicious” towards
practitioners of media studies: “their image wolbddivory tower intellectuals who

don't really know about life.”

Moreover, institutions like the BBC have histoligareferred to hire people from the
old red-brick universities with degrees in subjeatteer than journalism. Finally, there
is no system or tradition in the UK that could loenpared to the US fellowship system,
which allows American journalists to spend somestimacademia and then return to

practise journalism.

The second explanation is that the expansion ofarstddies as an academic subject
took place at the same time as the widening ofsactteuniversities in 1992, when
polytechnics were given the status of universifldse new universities were looked
down on by “redbrick-educated BBC types” who thautiie whole university system
was being “dumbed-down” and that media studiesjustsypical of the sort of courses
that working-class people “with a precondition ttiay are more stupid” end up taking

“if you open up the universities” to them.

The data gathered suggest that this divide betwestha professionals and academics
might now be becoming narrower. Some interviewheadht that media professionals
and the academic world have recently started mosiioger to each other in many
ways:

“It's much easier to set up internships than itrevas (...) and you've had sort
of one or two highly successful careers of peogie did media studies. (...)
and then there’s a whole generation of people whgot a lot of television or
journalism experience, who are now coming to acaaeyou know, it's quite
common among people at the age of 45.”

In addition, the ongoing change in the media laapeds worrying the British media

industry. Despite the obvious differences in apphes, the media industry’s research
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units are nowadays to some extent interested inahee sort of issues as academic
media research. Shared topics of interest emefging this ongoing change include
e.g. media convergence, fragmenting audiencesndimng readerships of newspapers,

digitalisation and social websites.

As a part of its knowledge transfer policy the gowveent is also encouraging research
to be oriented towards solving political problerfikis idea fits in well with the
European tradition of academic-citizen, which iseahnd well in the UK too. l.e. there
is a strong belief that academics should also beeagarticipants in public life. It is not
unusual, for example, for there to be consultatlmetsveen British academics and

ideological organisations or government policy-ntake

One interviewee thought, however, that the govemrdees not always practise what it
preaches e.g. when it comes to the policy of remgamages of sex and violence in the
media.

“Media academics have been campaigning very stycagginst the kind of
legislation they’re proposing. (...) They want usetwage in their policies as
long as we support their policy.”

Another one criticised the government for implenmemits agenda on research
priorities and for the fact that they “focus funglianly on research that meets certain
central government targets such as global secthiydigital economy — various
government defined priorities” and are trying tosad down “the space within which the

research councils can work”.

Examples of academia — ‘outside world’ co-operation
» Students on the Postgraduate diploma programmaummadlism Studies at
Cardiff University are experimenting with Nokia N&%obile phones to explore
how they can be used to provide a full multi-mega&tform for journalists.
(Cardiff University 2008b)
* A professor from the University of Bedfordshirensrking on research on
ethnic media for ethnic minorities in London. Tlesearch has been

commissioned by the mayor of London.
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» Staffordshire University’s Faculty of Arts, MediacaDesign have collaborated
with the Alton Towers amusement park to produceAtien Towers Heritage
website. (Alton Towers 2008)

» The BBC commissioned the Department of Journalidedia and Cultural
Studies at Cardiff University to compile a repanttbe role of media coverage
of the 2003 Iragq war and the role of reporters wieoe embedded in the army.
(BBC 2003)

* From 2002 to 2005 the University of Bristol tooktipa a project called Mobile
Bristol together with the IT-company Hewlett PaakaBristol-based Appliance
Studio and an initiative sponsored by the Departroéfirade and Industry
called the Next Wave of Technologies and Marketgiive. The project looked
into how mobile devices and pervasive informatiechinology can be used to
enhance the ways in which residents and visitopgeence and interact with
their physical environment and with each otherrivan and public spaces.
(Mobile Bristol 2008)

Case-in-point: Networking Journalism

Polis is a joint initiative of the LSE and the Uersity of the Arts London/London
College of Communication (LCC) and it provides aaraple of an attempt to connect
the worlds of the university and the media. The &eycept of Polis is ‘networked
journalism’. Its goal is to develop a forum in whipurnalists, people in public life and
students both from Britain and abroad can examikediscuss the media and their

impact on society.

Polis was established in 2006 and can be descabedchybrid of a think-tank and a
discussion forum. Its activities include publictlees, panel debates, seminars,
conferences both at home and abroad, researcteaciking. It has recently run joint

projects with for example the BBC College of Jolism andThe Guardian

Polis’ main focus areas include media leadershgmds, media change, concepts and
ethics. So far the main work of Polis has beerptioenotion of public discussion

events, which have been attended by journalistsjexnics and members of the general
public. The topics have included, for example,diigih and media, media freedom in

China, Russia and Zimbabwe, the future of the pus@rvice ethos and the reporting of
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Muslims and extremism. (Polis 2008.) Some semitiashave dealt with particularly

sensitive questions have been held off the record.

One series of seminars was held last year undehé&mee ‘Future of the News’. These
seminars brought people from different sectordiefrhedia industry together to think

broadly about where the industry is going.

Case-in-Point: International Reuters Fellows at Qxff

The Reuters Institute for the Study of Journalisas wstablished in autumn 2006, and
is based in the Department of Politics and Intéonai Relations at the University of
Oxford. The Reuters Foundation has supported aganoge of visiting fellowships
based at Oxford University for journalists from @amnd the world since 1983.
Fellowships have allowed well established mid-cajeernalists from all over the

world to spend one or two terms in Oxford studyatghe university.

Previously the fellows, sponsored by the ReutertsmBation or other sponsors, have
been able to study any discipline at Oxford UniitgrsSince the establishment of the
new institute the area of study has been reduceddmational comparative journalism
within the broad subcategories of 1) politics gmdnalism 2) the economics of the
business of journalism 3) the future of journali@nd 4) specialist journalism, such as
science or business journalism. The approachuttyss multi-methodological and the

use of methods typically used in media studiessisaliraged.
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3. Key Approaches

3.1. A Multidisciplinary Field

The British scholars interviewed for this reportteof described the field as
multidisciplinary. Many scholars thought that thectf that ‘media studies’ can be
understood as anything and everything from film-mgkto journalism, production
design to discourse analysis, probably contributests poor reputation among the

public and academics.

Nevertheless its multidisciplinary nature was ats®n as an asset, something that
should be further strengthened rather than igndpeihts like “The more one can draw
from multiple disciplines (...) the better off we dend “we just have to remember it's
only a topic, it's only a subject, it's not a digltne and it gets its real intellectual

gravity from its parent disciplines” were mentioned

Many people defended this position by remindinghet what happens in the media
cannot be studied as something separate from #tefesociety, and called for a less
media-centric approach. Those interviewed also ntlael@oint that media research will
have more influence on social theory through serengagement with it.

“One has to see the connections, and | think twlernhe media studies literature
with a much more serious engagement with sociarihehe problems of social
theory. (...) And I think it's only through that bgjrdone on a broader scale we
media theorists, media researchers will actualipeto have a lot more
influence on social theory.”

Interestingly, this view is quite contrary to tlditAmerican scholars. In the report
Mapping Communication and Media Research in thg2087, p. 84), the American
scholars interviewed regretted that the field s frgmented and the theoretical bases
so distant from each other that the field itselias benefiting from the growing body of

research.”

In order to get some understanding of the rangisaiplines that British media and
cultural studies draw upon, a small content analy&is carried out. For this, from each
department in which general media and communicaeaarch takes place one of the

interviews conducted for this report was selec8mkcialised research institutions such
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as Oxford Internet Institute were excluded so ghgéneral view of the field could be
obtained. Then a list was made of the subjectdialu$ that were mentioned in these
interviews as being represented in each departr8entlar subjects, such as animation
techniques, computer animation and digital imaguege grouped together. It should
be emphasised that the data in this small listerivd from only ten interviewees and
cannot be used to draw any very profound conclssadiout the field.

* computer science, animation techniques, compuiaraion, digital imaging

(times mentioned: 6)

» sociology (6)

» visual arts, photography, design (6)

» anthropology, visual anthropology (3)

» history (2)

» politics (2)

» philosophy, philosophical aesthetic (2)

* Mentioned once: advertising, law, leisure induslitgrature, marketing,

postcolonial studies, psychoanalysis

In this small data analysis, the social sciencissiay arts and computing are all equally
represented in the field. Business-related subjectshe other hand, do not seem to
have a very prominent role in these ten departm@&his range of subjects and fields
mentioned appears surprisingly wide and includesgms unexpected elements such as

the leisure industry.

The Complexity of Defining the Field

Interviewees’ definitions of the key approachethmfield of British media and
communication studies were quite varied. One oitiest commonly agreed ways of
categorising the field was to divide it into theademic and the more applied tradition,
of which latter was labelled either creative, teabgical, production based or

practically oriented.
The academic field was most commonly divided imto traditions based on their

scientific roots: one deriving from the social swies and the other from the humanities.

The social science-based approach was seen acormrentrated on quantitative and
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empirical research while qualitative methods wamght to characterise the
humanities-based approach. This distinction waggdly agreed upon by the
interviewees. However, there was less agreemenit & ways of labelling the two

approaches and where the line between them sheuddaovn.

The categorisation of ‘film studies’ also provealpematic. For example, one of the
interviewees said the main approaches were ‘meédiies’ based on sociology and
history and ‘cultural studies’ based on Englisariture and film studies. Another one
said the field was divided into ‘film and TV studievith its roots in literature and the
visual arts and ‘media and cultural studies’ degvirom the social sciences. A third
interviewee characterised film studies as “quiseparate area” with “its very own
special concerns of psychoanalysis and so on” aed/little connection to the wider
media studies field”. This academic divided therapphes outside technological
research into political economy, cultural studied &lm studies. In addition he saw the
work of the Glasgow media group as a separatetivadiince, like cultural studies, it

works on audiences, but uses the methodology afdabil sciences.

There were also several other ways of definingilaéen approaches e.g. by the subject
of study (‘audience tradition’ and ‘institutiongbroaches’) and by scientific approach
(theoretical “that draws mainly from the culturaldies end of media studies” and

“fairly atheoretical” which includes “a lot of woiik journalism and politics of media”).

The categorisations mentioned above as well aditfigon into social science-based
approaches and humanist-based approaches camcée ack to the rivalry between
political economy and cultural studies in the fiefdBritish media and communication
research. Because of the interesting relationstiywden the two approaches, they will
be discussed together. After that the traditiofilof studies, which can be seen as
developing separately, will be examined, followsdHe tradition which can be called
creative, technological, production-based or peatli oriented research. After
describing these main approaches, this discussibmave on to methodology in
British media and communication studies. The last pf the chapter will be devoted to

introducing current and promising areas of research
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Political Economy & Cultural Studies — Old Rivals

Many of the interviewees identified political ecomp and cultural studies as the most
important approaches in British media studies amthposed the two. Both political
economy and cultural studies are highly criticathef media and have Marxism as their
ideological basis. Historically there has beenwdei between these two approaches and

they have been seen as rivals.

The political economy tradition looks at the waysaihich the dynamics of capital
accumulation and class power manifest themselvd®ioapitalist mode of production,
particularly the institutional structure, organipatand production processes of the
media industries (See e.g. Calabrese 2004:1-18 trHudlition is well presented e.g. in

the University of Westminster and the London Sclasdconomics.

The cultural studies approach was developed iraBrin the 1970’s and 1980’s. The
emergence of this tradition is associated withatablishment of the Centre for
Contemporary Cultural Studies at Birmingham Uniitgris 1964. Traditionally,
cultural studies looked at audiences and the pnablef ideology; how audiences in
different social positions understand the contéhe text, typically a TV programme
or film. Cultural studies was seen by many intemges as “the dominant flavour” of
media and communication research in Britain. “Qultstudies” was also a very
common answer to the question: “Is there somettiiagmakes British media and

communication research uniquely British?”

Cultural Studies in itself, however, is, accordingnany interviewees, an increasingly
fluid concept. As one interviewee put it, researnlideology and audience reception
“stopped in the mid-90’s, when the solutions seetodak too simple for the
complexity of the problem.” At the same time audestudies developed in new
directions such as fandom studies, which lookealidtence pleasures, and the social
process involved in media text. Consequently lés$s clear today what ‘cultural

studies’ actually is:

“Cultural studies can mean all sorts of things freeople doing text analysis of
Desperate Housewivelrough to studies of audiences in Bhutan. Itro@an all
sorts of different things. So there isn't, | thirkclearly defined field.”
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According to interviewees, political economy wastbiically seen as interested in
‘harder’ subjects and as using more quantitativehods and theories based on social
sciences. Cultural studies, in contrast, was seésodter’ in its focus and typically used
focus group interviews and different forms of teattanalysis as methods. The
interview data suggest that the rivalry betweenttfeapproaches was most clearly
evident in the way in which the practitioners ofle&radition “didn’t really read each
other’s work (...) and they tended to be very adv@akand object to each other’'s
positions.” Cultural studies-based researchers pessously regarded political
economy as a descriptive practice that lacked yhé&wlitical economists, for their part,
have in the past criticised cultural studies fangeheavy on theory, for the use of
“flimsy” methodology and for not having any realpact or interests in the real world.

One of the interviewees voiced this kind of crgrai

“I don’t think cultural studies is engaging in ahitg else than understanding
that world and from a particular intellectual, emous ideological framework. It
has always been very coltish.”

“You need the other method [in addition to focusugr interviews], which is
actually quantification and they just don’t doSb | actually think this is where
cultural studies actually becomes trivial. Absollyteivial.”
In practice cultural studies and political econdmaye generally been studied in the
same institutions. As one interviewee put it: ‘ihthmost of the courses and
departments you would look at in this country areally rather an uncomfortable

combination of both.”

Two different views on the rivalry between politie@onomy and cultural studies today
were voiced in the data of this report. First ¢f mlany of the scholars interviewed
thought that the rivalry between political econoamgd cultural studies was becoming a
matter of history, and they welcomed this developine

“One cannot look at one or the other. You haveatp gittention to some degree
to both, even if your interest is in one rathemtktze other.”

“Now | think you see a lot more work which triesaraw from both. (...) That's
not to say that those gaps don't still exist. hkhihey do, but there’s more work
that tries to work within that (...) which | think &positive shift.”

For example, one interviewee argued that the attéonynderstand the phenomenon of
reality-TV has brought political economy and cudtistudies approaches together, as it

has proved to be “a replication of an economicadlyy successful model for cheap
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programming, which was a new way of presentingadaeality in mediated form
involving new forms of interactivity, new forms sfory-telling, witnessing, new forms

of authority with psychologists and so on, new feroh play”.

The increasingly similar interests of practitionefgolitical economy and cultural
studies do not apply only to Britain and they hals® been noted in the literature. For
example, Professor Andrew Calabrese (2004: 9)eoStthool of Journalism and Mass
Communication of the University of Colorado argtiest both political economy and
cultural studies—oriented research nowadays shteseist in the meaning of citizenship
and the way in which audiences are commoditisedoiting to Calabrese the newly
found focus on audiences is enabling political eooists to “answer empirical
guestions about what we think we know regardingpttoeluction and circulation of
meaning, which is not of negligible importance,ggiwclaims on which the work of

political economists rest.”

The second often repeated view was that cultuidies and political economy are both
in crisis and both about to lose their radical tagge. Especially more senior academics
were worried about the departure from the critarad radical roots of media studies in
recent years.

“I think media studies was always very clearly ated in a kind of social-
political context and hence informed by a broad#itipal understanding. |
think we see now a lot more media studies thabisthat is just about the
media and doesn't really work within the broademteat of society.”

The de-radicalisation of the field was blamed by ititerviewees on the rise of neo-
liberalism, individualism and the “celebration b&tpopular” in society. One
interviewee thought it was mainly due to the cakpf Marxism as a critical strand of
thought.

In the past especially the British cultural studraslition was seen as the more critical
alternative to the more “often positivistic, relely empiricist”. Not many of the
interviewees agree with this view nowadays.

“It's a tragedy that cultural studies in Britainris longer critical like it used to
be. It still has a legacy of rhetoric, which ist ke actual, the underlying
assumptions are not as critical as they used to be.
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One of the interviewees thought that British cudtwstudies will soon hit a crisis, when
it will have to “rediscover its political edge arehch out to mean something different”

or “completely disappear as a term”.

Similarly, another interviewee pointed out thatsithosing its Marxist origins during
the generation shift and being theoretically unableenew itself, political economy has
become a mostly descriptive activity that is laygedncerned with giving detailed
mappings of the activities of certain corporationshe links between corporations and
is failing to take the field further.

“I think that the tradition of analysis has passethe straight-forward... what
could be called bourgeoisie economists. They agéople who are currently
analysing media industries, the people who areeatlyr saying about how these
industries work as opposed to simply listing thet that Rupert Murdoch is an
obscenely rich man.”

Film and Television Studies

The tradition of film studies (also labelled screstudies) was seen by interviewees as
less radical and critical than cultural studies palitical economy. Film studies
developed somewhat separately from the other nstdibes traditions. It is essentially

in the textual and humanistic tradition, i.e. ibks at media products as texts rather than
problematising them as ideological products. Tyjpmeathods for film studies include
close reading, different types of textual analgsid increasingly different ways of
analysing audience reception. Psychoanalysis, whiobt very commonly used in

other areas of media studies, has traditionally laeprominent tool in this field.

The approach is based on the study of fine afterdhan social sciences. Consequently
film studies research often takes place withinditg departments; for example, at the
University of Oxford film some courses is taughtte Faculty of Modern languages
(Oxford University 2008b). However, film studieealso well represented in media
studies departments, for example at Goldsmithse@el(2008b), Cardiff University
(2008a) and the University of Sussex (2008). Tlaeeealso departments that specialise
in film and television studies, such as the Scloddlilm and Television Studies at the
University of East Anglia (2008).
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The current research areas in British film andvislen studies include:
» History of film, television and popular culture.
* Representations of gender and sexuality.
» Practice-based approaches, in which practitionerénaolved in making
documentaries or fiction films.
» Global cinema e.g. diasporic taste cultures, etbimema, national identities,

culture- specific genres such as Japanese anime.

The area of film studies was considered by somavigwees to be changing. “I think
the whole area of film research has become mucle giyimamic in the past 10 years;
less heavily theoretical, but more empirically opestudying film across the world.”
According to one interviewee the ongoing changehnasght the tradition partly
towards “the bigger mix” of media and communicatiesearch. One part of it,
represented by institutions like Oxford, contintesnaintain a literary tradition, while
the other has since the 1990’s started to paymdoé attention to empirical variations
in the audiences.

“And that’s the type of films studies... this is muciore able to be linked in to
the wider media studies field and is facing indivection of social science type
guestions whatever methodology or practices it.tises

One of the interviewees remarked that British fédiadies remains less critical than its
American counterpart, which approaches film muchearas a social form.

“There’s a strong interest in the history of film fhe US] and through that
concern with history a series of social and cultgteestions emerge, which
rarely emerge in the British context.”
According to this interviewee, British film studiesstill largely dominated by the
textual tradition and suspicion of more sociologio@thods and sociological questions.

Social contexts are considered merely as backgrtarméading films as texts.

Practice-based Approaches

A practice-based approach is an applied form @aesh in the process of which,
instead of a piece of writing, the practitionerguwoes a technical or creative artefact. In
the field of media and communication research ithed product could be for example a

film, an interactive work, animation software, &tasion programme or a performance.
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This type of approach is more typical in thoseiBhitresearch institutions that
concentrate on the creative or technological sid¢ise media. Occasionally this kind
of research also takes place in departments ohgdsm. Interviewees working in this
type of institution described practice-based redeas an emerging area.

“I think we are a part of an emergent movementoii like, which is about
defining and developing this national practice-fegeresearch and that’s not
only the media field, that's going on in a numbedisciplinary fields and we’re
a part of a what seems at the moment to be amosptrokind of a multifaceted
development.”

There is debate surrounding the scientific natfifgractice-based research. This

discussion revolves around the question of whetheot the final product can be
considered a piece of research in its own rightn&mterviewees confessed their
doubts about this:

“In my view, there has to be some sort of commenéaound that to explain in
what way this is a piece of research, you know,tith@ontributes to

knowledge. There are some people | think who atlgakeartefacts can just in
themselves be research products and this is ot @ommon debates going on
nationally at the moment.”

One interviewee saw the emergence of practice-b&sedrch in the context of the
growing cultural, social and political importandeceeativity in society, and thought
that new ways of conceptualising research mightdmxled in order to achieve

creativity.

The practice-based approach to media researchresquew thinking in terms of
academic conventions, such as journals. A DVD-jal®treenworkwhich is
described as being for film-makers who producertfilens as pieces of research, was
established in 2007.

“It's the first time actually for people who areggtitioners to have the
opportunity to have their work peer-reviewed, sewkhey submit their films
it's subjected to a panel of experts and then they them and say should they
be published or that they should not be publisteedcsually that's quite a
significant kind of breakthrough really becausecfica is quite
underprivileged.”

Examples of practice-based research:
» Researcher Peter Hardie works at Bournemouth Usityss National Centre for

Computer Animation on artworks consisting of aegf computer-animated
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sequences and prints based on a visual investigativaterfalls (University of
Bournemouth 2008).

» Relocating Choreographic Procetssa joint project of e-science and dance
researchers from the University of Bedfordshire, @pen University, the
University of Leeds and the University of Manchestefocuses on the ways in
which practice-led dance research might be inforamedidocumented by e-
Science technologies, and how choreographic kn@el@shd sensibility can
help shape e-Science practice to make its applitatinore usable within the
field of arts research and the broader arts andahities context. (University of
Bedfordshire 2008)

3.2. Methodology

The interviews indicate that qualitative methodsndwte in the field of media and
communication research. Some interviewees mentighatl there is concern in the
research councils that media and communicatiorarekeas too often qualitative:

“That would not be my concern. And | don’t evenibet that that's necessarily
true. (...) Certainly the top down view from the rasdh councils is that there’s
too much gualitative, too many one-off case stutlies

Several interviewees also pointed out that somengoiof quantitative research,
especially large surveys, are expensive to cartyMareover, there may well be a lack
of the skills needed for this kind of research.

“There are not that many people who have the gkitlsloing good quantitative
research. And it's bloody expensive.”

The methods that were mentioned in the researehvietvs were counted in the same
way as the subjects and fields in the previousi@ecThe most commonly mentioned
methods for data gathering and/or analysis were:

« content analysis (times mentioned: 3)

» focus groups (3)

e surveys (3)

» discourse analysis (2)
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« textual analysis (2)

» ethnographic techniques (2)

* interviews (2)

* Mentioned once: thematic analysis, heuristic anmslysliary techniques,
participatory research techniques, analyses ofsimgwpractices, psychological

experiments

The list suggests that the interdisciplinary natifréhe field is reflected in the choice of
methods. Methods from the social sciences, sudua®ys, are represented as well as
more humanistic ones such as textual analysis. Bpihlitative and quantitative

methods seem to be used.

New Methods

The data gathered suggest there have not beenaoy methodological shifts in recent
years. However, there have been some experimetitsivei methods of collecting data
on audience engagement. The methods that havetie®out have been largely
variations on the relatively old method of audienkeeping diaries on their
experiences. New variants of this method have dedufor example video diaries,
interplay in which interviewees are asked to réacicenes that are played in front of
them and people drawing maps on how they undersaacke. These experiments
have, according to one interviewee, been commainetavhole field of general
sociology and have been taking place in the 1986<sarly 2000s. This interviewee
detects a methodological split nowadays: while spewple see that broadening out the
data collection methods is fundamental to undedstgnaudiences, others, including
the interviewee, are not so convinced about thersaity of these new creative

methods.

There have been some experiments on the use of fpowps. In new approaches to
focus groups, participants have been asked, fanpba to respond to lively scenarios
in order to find out about their moral judgememiscording to one interviewee, this
moves the method away from being quantitative tberaa qualitative one: “You get
people to actually think through the answers.” tidiion to scenarios, focus groups
have been formed into video-editing groups, a nethavhich the group acts and edits
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its own video. An interviewee gave an example @r@ect which aimed at defining
violence for the purposes of the industry.

“It's very difficult, so we use this method to getople to show... ‘You say this
is violent, show what you mean?’ And they were eg;tthough not editors, they
could say: ‘Take that back a bit, just have theescron the stick hitting that
person.” And they could actually play with it. Sdhey saw violence, they could
tell us and then we could re-edit it, lower thershthigher the sound, lower the
laughter... So we could see the situation, whatatewi.”

3.3. Current and Promising Areas of Research

This section will introduce both areas of resedhett were mentioned by interviewees

as interesting or promising at the moment and aregshould be studied in the future.
The questions of present and future research are@sincluded together in this section
as there was so much overlap in interviewees’ arsswevariety of research areas and
topics emerged, but the areas that were cited ofitest were the media and the global,

the media and democracy, and the influence of@fe These areas are outlined and

illustrated by case-in-points from on-going or m@ceedia research projects.

Globalising Media Studies

In the past the British academic world was oftetictsed for having “an island
mentality”. This criticism referred to the tendertioyfocus on British things (and media,
such as the BBC), and their lack of contacts withd@mics in other countries. If this
mentality ever truly existed, according to sevarrviewees it now seems to be
changing or has indeed already changed.

“Intellectually | think we are all working now muchore internationally and
reading the same journals and | think the kindadfamal curricula of the past |
think is really fragmented, broken down and foloadjreason you know.”

Growing interest in the transnational and globgkass of media and communication
has characterised the whole field for the pasyears. New study programmes, such as
the MSc in Global Media and Communications at tbadon School of Economics
(LSE), and new research centres, for instance teaCGnd Arab Media Centres at the
University of Westminster, have been establishe8cgtudents on the LSE’s Global
media and Communications programme study globalarfed one year at the LSE

followed by a second year at either the Universftouthern California or Fudan
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University in Shanghai. They graduate with diplorfrasn both universities. The China
and Arab Media Centres focus on media in Arab aeesiand China. They also run

international seminars and conferences for botblactand journalists.

At the moment it is even possible to argue thaabse of the abundance of global links
and interests there is no such thing as Britishiama@dd communication research. There
are several reasons for this trend towards theagjlodsides the reasons related to

funding that were discussed in Chapter 2.

First of all, the internet has made it easier fivadars to keep contact with their
colleagues in other countries. In a sense tharevimdays a global research community.

“You can sit at your desk and within seconds you al up articles by people
all over the world, many of which are in Englistss bery hard | think, today
anyway, for us to be a national, you know a s¥ridgfined national tradition in
anything.”
It is worth noting that according to the acadenmigsrviewed, this global community is
still largely limited to the English-speaking wodd the majority of scholars continue to

be monolingual.

Secondly, the media have changed. The media irydigstiowadays global business and
media products are also global. The globalisaticth® subjects of research requires a

global approach from the scholars who are engayéthi research.

The third reason for thinking globally is the mo#ttional nature of post-colonial British
society. The terrorist attacks in London dhJuily 2005, carried out by second
generation British Muslims, painfully highlighteldetimportance of research on issues
of multiculturalism, cosmopolitanism, transcultuidntities and the media’s role in
reporting migration. This urgency has also beercadtby funders. For example, the
former Mayor of London Ken Livingstone commissioreedenquiry into the portrayal

of Muslims and Islam in the British medi@he search for the common grou2@d7).
The fourth important factor is that the Britisheasch community today is in itself

increasingly global. This development was discussedore detail in Chapter 2. The

internationalisation of the research community shawthe type of research that is
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carried out. Several interviewees identified swgids as diasporic media, or the media
and identity as areas of interest to internati®d) students or to young academics
with an international background. According to sashéhe academics interviewed,
these young academics typically work on transnationtranscultural comparative

research approaches and/or approaches that quéstioconcept of the nation state.

The increasingly international body of students tiradinvolvement of British scholars
in international projects have led to questionifthe presumed universality of many
concepts and approaches. It is no longer possibigake assumption on students’
cultural or educational backgrounds. As an inteveie from the University of
Westminster remarked:

“We can’'t assume that they know about BBC prograsiriibey are much more
likely to know about Chinese television or somegtiin

The diversity of the global age has also shown(ttiete are limits to methods that were
once thought not to depend on their cultural can®re of the interviewees gave an
example based on the experiences of a colleagnersiwho collaborated in Algeria
with researchers from different cultural backgrosind

“She was acutely aware that her colleagues werengpaway with completely
different answers to the same questions, simplaums of who they are... the
context, etc. (...) If the issues can be that stattkink we need a much more
sensitive eye to... So it's not to say that sunaays interviews can’t work, but
it's just to be much more in tune with what the sb@mings might be.”

Another interviewee thought that a “radical intdimaalisation of media research” is
taking place and the traditionally Western and An§imerican paradigms of research
guestions are slowly beginning to be reconsiderett‘aur terms and our theoretical
concepts transvalued through a most serious irttena openness and then more

serious exchange of research knowledge.”

Case-in-point: How to Study Arab Media?

When researchers operate in areas that are ciyjtaral politically different from their
own, the methods used in western social scienag toelge reconsidered. The Arab
Media Centre of the Department of Communicatiorss Miedia Research Institute
(CAMRI) at the University of Westminster is lookiiag this issue.
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The director of the centre, Naomi Sakr, arguesttiedifferent concept of public life in
Arab countries raises a whole wealth of methodaligssues, which have been
insufficiently considered. The centre run a popwarkshop on this issue in 2006 and

continues to study it.

The authoritarian political systems of Arab cowegriorm serious barriers for
researchers. The use of surveys and questionnsipesblematic in societies where
conducting surveys or focus groups without offigiatmission is a public security
crime. Sakr says that research on Arab media ighisreason currently virtually

devoid of reliable data on audiences and medigptiexe

In these societies respondents are also ofterdadfajiving honest answers or having
their answers recorded. According to Sakr, diffiesl of access to respondents may
lead to excessive dependence on samples obtairedjthsnowballing. The informants
may not have been exposed to polling techniquesjaasdtions before, which makes
certain research methods more time-consuming.

“It has also been suggested that, in societiesackenized by extended families,
strict social hierarchies and tight collectiviti@slministering questionnaires to
individuals may not always be a wholly satisfactorgthod of gathering data.”

The Media, Democracy and Journalism

According to the interviewees, one of the areagséarch that is currently experiencing
a renaissance in British media and communicatisaaeh is the media, democracy and
journalism. This area is mainly studied in deparnta@f journalism. In the background
are worries about such issues as voter apathyisihg power of the PR industry in
journalism and the UK’s role in the US-led “war t@nror”. A lot of interest is also
directed towards the alleged “dumbing down of thersi’ i.e. the development in which
the news is becoming increasingly entertainmeindeid and affected by the culture of
celebrity. Many of the scholars interviewed saw warpaganda and its impact on
journalism as a very important research topic.

“America now officially recognises electronic pr@gaada or propaganda in
general as the fourth arm of its military servigey have the army, the navy, the
air force and you have the propaganda army. (...)r&/&¢he role of journalism
in that? Do something about it or oppose it? Or?”
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At the same time the war on terror has raised iclaggestions related to ideology and
power relations in society. One interviewee poirgatlithat states always create
enemies in order to “keep order and justify ledgislaand laws and so on” and the
media function to support “ideological state opersit

“It immobilizes ideas of comfort, by constantly ggion about Islamic
fundamentalists, but people ignore the fact thahese very powerful class
segregations in this country that are just... Notafles about segregation in
those terms and yet, fundamentally... This countrpassively more influenced
by class segregation than by any form of raciatbnic segregation.”

Another area within media and democracy-orientedaech is the role of the media in
the process of democratisation in transitionaleites (e.g. Georgia) or non-
democracies (e.g. China). These research projéets wse case studies on how the
media are organised and its consequences on tite dfjcitizens and democratic

processes.

Case-in-point: From Journalism to “Churnalism”

One of the most vivid current discussions on theimedemocracy and the quality of
British journalism revolves around “churnalism”hi$ concept refers to bad journalism
i.e. journalism that churns out rewrites of predeases. The concept was introduced by
The Guardiarjournalist Nick Davies in his bodkiat Earth Newg2008). Davies

argues that the whole profession of journalismorsupt: most reporters are generally
not allowed to dig up stories or check their fabtavies gives examples of both

national news stories that have turned out to begs events manufactured by the PR
industry (e.g. ‘the Millennium Bug’) and global newtories which have proved to be
fiction generated by new machinery of internatigmalpaganda (e.g. Saddam Hussein’s

weapons of mass destruction).

Davies’ book came out at the same time as the gatin of a study from the Cardiff
University School of Journalisnthe Quality and Independence of British Journalism:
Tracking the changes over 20 yefitewis et al. 2008). Cardiff scholars found that
while the number of editorial staff in the natiopaéss has increased slightly during
recent decades, they now produce three times as onpy as they did twenty years
ago. A survey of journalists revealed that presstoereate a higher number of stories
daily had intensified — in part due to the requiestto produce multi-media versions of

the stories. Most journalists felt that there wessIchecking and contextualizing of
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stories than hitherto and that there was incregsiagsure to use ‘pre-packaged’
material, both of which points were evident in tievs material studied. Domestic
news in the UK quality media was found to be hgadédpendent on PR material and
wire services: 60 percent of press articles ancertitan a third of broadcast stories
came wholly or mainly from one of these source® fidsearchers in fact felt that this
was almost certainly an underestimate. Almost efiithynewspaper and broadcast
story was verifiably derived mainly or wholly froRR material, while less than half of
the material appeared entirely independent of &laleePR. The main source of PR was
the corporate world and the most influenced topaalth, consumer and business news,

entertainment and sports.

Case-in-point: Tracking Down Internet Filters

The OpenNet Initiative (ONI) is an example of ajpob with an international research
network that looks at issues of democracy andritezniet in a global context. ONI is a
collaborative partnership of the Citizen Lab at bhenk Centre for International
Studies, University of Toronto, the Berkman Cemmterinternet & Society at Harvard
Law School, the Advanced Network Research GroupeaCambridge Security

Programme, University of Cambridge, and the Oxlotdrnet Institute.

ONI investigates, exposes and analyses internetifiy and surveillance practices all
over the world. ONI's goal is to see what type ofitent (pornography, political speech
etc.) gets filtered and how the practice of filbgris changing over time. Their data are
arranged in country profiles and regional repddNlI tries to uncover the potential
pitfalls and unintended consequences of theseipeactand thus help to inform better
public policy and advocacy work in the area ofingt censorship. (OpenNet Initiative
2008.)

Media Studies 2.0

The social and technological changes taking pla¢ke whole of the media landscape
have emerged as a major challenge for media andhcmioation research. Not only
have they brought into its domain new subjectsudys such as computer games and
the culture surrounding them, but they also pw question the conventional concepts,

theories and models of this field of research.
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This discussion revolves around the concept of &ludies 2.0’ established by
University of Westminster professor David Gaunt{2@07). Gauntlett argues that the
traditional form of media studies teaching and aede fails to recognise the changing
media landscape in which the categories of ‘audish@nd ‘producers’ are blurring

together, and in which new research methods aneagpipes are needed.

Several interviewees pointed out that new modefsotifical economy need to be
redrafted for the age of the internet as the boriesldetween producers and audiences
are blurring.

“The economy of the internet is very poorly docuteenand part of it changes
rapidly, even industry analysts don’t really undiemsl how to project the
possible earning potential of an internet idea.”

Similarly one interviewee saw a need for the degwelent of a “flexible successor to
traditional audience research” in order to pro\adeunderstanding of “what people do
online”. The same academic thought that the gemesed ‘audience’ itself could even

disappear over the next 10 to 20 years.

Also other basic concepts, such as television, tebeé reconsidered. As one of the
interviewees put it, TV is not really any longee thox in the corner of the room that
schedules people’s daily rhythms in the way thaséd to be.

“If you think about a programme likeost, (...) people are downloading it from
America before it gets to Europe (...) people)(are playing the ARG game
online and looking at bits of it on their mobilegute... (...) If we are looking at
YouTube or we are looking at a download or we aokihg at a bit torrent
that’s an illegal pirate, is it still television?”

This change was often discussed in the interviemamugh the concept of media
convergence, which is a subject of research in nBaitish media and communication
departments. Many of the interviewees highlightezlimportance of research in this
area and emphasised that this convergence is gleefadt, something that is happening
rapidly, especially among young people. Researestipns that were brought up
included:

* How does media production respond to convergingrelogies?

* How should journalism researchers and journalisactiers respond to

media convergence?
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* How is media convergence affecting audiences?

* How does media convergence affect the text?

* How interested are people really in converging medintents and
technology? Do they enjoy them, are they necessary?

* What benefits do audiences find in media convergewbat encourages

them towards it?

One of the interviewees also called for some irgonal comparative studies. He
argued that the area would be very fruitful forlseaquiries; the fact that the new
technology is globalised means that it would bé Ipuissible and interesting to see how

audiences in different contexts are reacting tdetgeelopment.

The rapid change in media landscape was thoughtdny to be likely to affect media
studies itself. One of the interviewees feared ti@atchange could mean that media
studies “will be outrun by its own object of studyfiless there is a convergence within
media studies itself. Similarly the view was expgegbthat the study of new media or
media technologies should be further integrateal tiné core of media studies.

“I'm hoping we’re going to move away from the idémat studying new media is
a separate ghetto, separate from the rest oféltednd with a special priority
because it's associated with the new. | think if&sort of irrelevant to the
dynamics of what’s actually going on.”

Many interviewees emphasised the importance of taiaing a critical approach to
media technology. In order not to become a paitsaharketing machinery, academics
need to be aware of the dangers of hyping up thefimew technology. The vital
critical questions are often historical ones. Salsiterviewees pointed out that big
claims about the effects of new media technologieBuman consciousness and
democracy have been made ever since the inverttide celegraph in the ¥century.

“Any new media, when it comes aboard, there amri@s of predictions. There
is a whole industry of futurology that exists ardufi..) The evidence of 200
years of history is that while media may changeghj they never change things
in the way that’s predicted at the time.”

Some interviewees thought that the human aspexirofmunication and media as
subjects of study will remain the same, despiteelbbnological changes:

“You are still going to want to look at narrativityultural identities, the make-
up of audiences, patterns of consumption... (...) Basause the technology is
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changing doesn’t mean (...) that people massivelypgtan relation to
technology. They still are humans and they havéhallheeds that humans do,
for relationships in the real sense, for food, wated safety and the sense of
belonging to particular communities.”

Case-in-point: Spaces, Connections, Control

At the moment of writing this report the Media rassh programme at Goldsmiths
College is carrying out a wide-ranging interdisiciply study in the area of the ongoing
transformation of the medi&paces, Connections, Contislfunded by the Leverhulme
Trust. Its aim is not only to study media spacesafso to design them to better

understand their future potential.

The project consists of five individual, overlappiand interconnected projects. 1)
Project one is interested in the future of jousraliand considers the spaces of news
gathering and how the dispersal of news sourc#d®iage of blogging and camera
phones changes the dynamics of news productidtdj¢ct two investigates the ways
in which new metadata (i.e. data about data) itwsoe make data accessible or block
it. 3) Project three is a design project which exgsd the potential of new media to
transform the vision of the city through an inténaeinstallation in the London Eye. 4)
Project four concentrates on media spaces thairardtaneously globalised and
transnationalised. It asks how the ability of migsato be simultaneously in Europe and
at home through media is transforming the Europpedatic sphere. 5) Project five looks
at how moving images and media usage shape losadimh how media images are
shaped by those locations. (Golsmiths College 2Q08b

Case-in-point: Creating a Language for Pervasivedide

The need for a new language to describe new phemomdeing taken up very literally
in the Department of Culture, Media and Dramahef$chool of Creative Arts in the
University of West England. While this report wasry researched the department’s
pervasive media studio was about to start an ethpbg-based research project aiming
at constructing a language for the new and inteiglisary field of pervasive media. In
the experience of the leader of the project, Peafle§onathan Dovey, people come to
pervasive media from a variety of fields includimgman-computer interaction,

programming, arts, psychology and design and ta#yspeak a different language”. A
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shared language would make the necessary co-apetstiween professionals from
different fields easier.

“My project is to convene a series of workshops nehee look at work and we
employ some ethnography expertise to talk to usleosit their experiences of
these pilot applications and we look at user resesm@and look at them with the
designers and over a period of a year we've wot&e@rds agreeing a set of
terms and a set of languages to describe this ieéav’f

3.4. A Thematic lllustration of Recent Publications

To illustrate current British media and communicatiesearch, a small scale
guantitative analysis was conducted on recent gaitidins in the field. The aim of this
section is to complement the interviews with sci®lay depicting the kinds of research
recently carried out within UK academia. Given Hastness of the field, only a
selection of the media and communication-relatehst published within the UK in

recent years could be considered.

The analysis consists of two sets of data: 1) jaluarticles by scholars within UK
academia published in the chosen six journals theepast four years and 2) other
publications by UK scholars or UK-based writers anganizations issued in 2006 and
2007 that were listed under the subject categtmess media” and “media studies” on
Copac, a British academic and national librarylogtae. Three features were analysed
within the data in the abstracts: the type of metti@ geographic scope and the
thematic area studied. All items were classifiedormore than two thematic categories
and as many geographic and media categories aswegrioned. The thematic
categorization was occasionally extremely ambigwsusany publications oscillate
between several thematic approaches and some dategeerlap with each other. The

analysis on Copac publications is introduced fidtpowed by the journal analysis.

Mapping the Themes in Academic Publications

To examine recent publications the British uniotattmyue Copaé was utilized. Copac

gives access to the merged online catalogues oy major UK and Irish academic and

'8 For more information see Copac website: <httppAooac.uk > 30.5.2008
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national libraries including e.g. the British libyathe National Library of Wales, and
the libraries of around thirty universities, incing Oxford, Cambridge and the London
School of Economics. Since the focus is on resealalied to the mass media, all items
under the Copac subject categories “mass media“raadia studies” published in
2006 and 2007 were examined. It is clear, howdkiat,Copac, and these categories in
particular, do not include all the media-relatedd®mic items published in the UK
during those years. Publications by scholars withkhacademia and by UK-based
writers and organisations, such as Ofcom, weretle The data in this section
consisted of 332 publications including monograiiser scientific publications,
textbooks, doctoral theses and reports. New editidrpreviously published items were
also included. The vast majority of publicationslgsed were research-related books
written by UK academics, although there were atsatributions from a few British

journalists and from solicitors.

The publications were classified in 13 themati@gaties according to short summaries
provided by Copac or the publisher. With some etioap, the categories used in
Estonian and Finnish reports within thapping Communication and Media Research
project were used as a guideline (Salovaara-Md&i@llas 2007: 60; Herkman &

Vahamaa 2007: 53-54). In the following sectiondategories are briefly introduced.

Table 18. Proportion of publications under the varous thematic cateqories

The media, society and politics 24 %
Media culture and popular culture 23 %
Journalism 16 %
Structure, ownership and economics 9%
Policy and Regulation 8 %
Globalization, ethnicity and identity 7%
Language and discourse 6 %
Media history 5%
Audience, reception and media use 5%
Research, methodology and theory 5%
Journalism education and media studies 3%
Media management 2%
Media technology 1%

1) The media, society and politicevered publications dealing with the complex
relationship of mass communication to politics andiety at large. This wide category
embraced items that examine mediated politicalsamwial phenomena (e.g. political

processes, or the legitimacy of war); and itemsftt@used on political and social
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implications of the media (e.g. on certain codesaafiety, foreign policy, democracy or
ethics). Within this area the focus was often aditronal news media. Mentioned in
almost every fourth item, the media, society anlips turned out to be the most

dominant area of research in the data analysed.

2) Media culture and popular culturas almost as popular a thematic category as the
previous one. Present in less than every fourttigatlon, this area depended on the
cultural and film studies tradition and typicallycused on popular culture and
audiovisual media such as television series, filapular music, video games and
photography. Media culture refers to phenomenaiwitie media such as cultural
meanings, practices and processes that are oféeniead using qualitative

methodology.

3) Journalismreferred to publications about journalistic worldgractices. The
guestions concerned e.g. journalistic culture,in@st news sources, working conditions

and textual practices. Journalism was the focu$gdercent of publications.

4) Structure, ownership and economamsvered studies with an economic or
institutional approach to the media. Typically arwh of the media industry, e.g. sports
broadcasting, was examined, but efforts to undedsséad analyse the whole media
systems in a certain society or at a certain titee accurred. This category includes
questions concerning e.g. the concentration of ostiie, media mergers and the
legitimacy of public service broadcasting. Lesstha percent of publications were

categorised in this section.

5) Policy and regulatiorwas concerned with questions of media law, pdieied
regulation. In geographical scope this category quate UK-centred, although the data
did also include some comparative studies withiroga and especially the EU.

Policies and regulations were studied in 8 peroépublications.

6) Globalization, ethnicity and identigncompassed the multiple implications of the
globalization of the media. This area looked imtcall, ethnic and minority media as

well as ethnic and national identities, often ia tdontext of globalization and
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immigration. This strictly defined thematic areasabominant in 7 percent of

publications.

7) TheLanguage and discoursmategory comprised publications with a linguistic
approach, often examining media discourse andidi¢ations for society or the
coverage of specific cases. This area of studgemtan 6 percent of publications, also

included thematic dictionaries made for media sttsle

8) Media historyfocused on past media-related phenomena sucle aetelopment of
certain media or the media industry, media coveodgmst cases or the role of the
media at a certain time or place in the past. Mbaditory was examined in 5 percent of

publications.

9) Audience, reception and media wgas typically approached as a part of a broader
framework in publications handling wide phenomanthe media. This section, studied
in 5 percent of publications, included e.g. studiesnedia literacy, video game playing
and the relationship between media consumptiorthabd public participation.

Traditional surveys were rare.

10) Research, methodology and theorgluded theoretical publications destined to
serve academic research. Publications lookingeattinrent state of the field were also

classified in this section, and it was dominar jpercent of the publications studied.

11) Journalism education and media studia@snarginal category covering only 3
percent of publications, included guide-like iteamsl textbooks dedicated to both

students and teachers within media studies or ghigsm education.

12) Media managemetribcused on issues of organisational communicatiahpublic
relations, often looking into ways exterior actargl organisations manage the media.
These publications offered guidance on how to petssmessage across and handle
media contacts. This section, infrequent in thadalso included items on the
implications of PR and political spin for media temts. Many items on media
management were probably excluded due to the atienttowards mass media-related

research rather than communication research inrgene
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13) Media technologyeferred to publications approaching the medienfeo
technological point of view. This area was pradlycaot touched on at all in the data,

probably due to the focus on mass media ratherdbammunication research.

The brief analysis suggested that media-relatetighithg in Britain over the past two
years has been orientated towards society andggoltside from the most dominant
category, publications on journalism, media strrggltand economics as well as policies
and regulations had societal dimensions, and wigga bnked with political economy.
The role and power of the media in societies anitiggwere highlighted in many of

the publications.

Along with social, political and economic mediagasch, the cultural studies tradition
originating in the UK and film studies appearedtimngly influence media-related
publishing in Britain. Common themes within reséaoa media culture and popular
culture included mediated stardom and celebrityuce) gender and sexuality, fandom
and lifestyles as well as the whys and ways of atedipopular culture in Arab and
Chinese societies. Media research under this categes engaged with both popular
and to some extent also highbrow culture. Witldissinctive approach this area of
research is often critical of phenomena in theemtrmediated world, such as its violent
contents and pornofication. Distinguishing betwtgencategories was often difficult as

social and political aspects were also examinealtir a cultural approach.

Interestingly, popular themes in the data thatsgdghe boundaries of the categories
were guestions of the media, war and terror. Bedide war in Iraq, other past and
present conflicts were studied in many publicatjdng there were also several items
wholly devoted to the themes of the information viae influence of the media on war,

failures of war reporting, representations of teemod media discourse legitimising war.

lllustrating the Approaches in Communication Journds

A content analysis was also conducted on recemhgd@abstracts written by UK
academics. With the help of strictly focused joliaréicles the aim was to throw further
light on the topics currently engaging researchrédf Six journals were chosen for

analysis according to the preferences of the acedenho were interviewed. It became
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apparent that there is really no such thing asi@gsBicommunication journal, as even
those journals published in Britain and with maiBlytish contributions are in fact
international in scope. The journals were choseeflect different focus areas of UK
media and communication research as well as sore gburnals in which British

scholars, according to the interviewees, seek ldighutheir articles.

Table 19. Academic journals and the number of abs#cts analysed

Media, Culture & Society (59)

Journalism Studies (53)

European Journal of Cultural Studies (41)
European Journal of Communication (21)
New Media & Society (19)

Global Media and Communication (4)

All the chosen journals are international and ihitgziplinary and have at least some
UK scholars among their editors or on their edatbiboards. All of them except
Journalism Studieare published by international Sage PublicatiMedia, Culture &
Societyis a bi-monthly journal with an extensive focudsldedicated to research and
discussion concerning the media within their paditi economic, cultural and historical
context.Journalism Studiesa bi-monthly journal from international academidlisher
Routledge, provides a forum for discussion andsthdy of journalism as both a subject
of academic inquiry and an arena of professiorattore. TheEuropean Journal of
Cultural Studiess a quarterly journal based in Europe promotiregdbncept of cultural
studies rooted in lived experience. It engagesiiital discussion on power relations
concerning e.g. gender, class, sexual preferentethnicity. Thus th&uropean

Journal of Cultural Studies not actually a communication journal althougbfien
handles media-related issues. Hwopean Journal of Communicatiasa quarterly
publication that seeks to reflect the variety aéllectual traditions in the field, with an
emphasis on work charting the changing characteomimunication processes and
institutions.New Media & Societis a quarterly journal engaged with issues arising
from the scale and speed of new media developrhanhched in 2005 and issued three
times a yearGGlobal Media and Communicatias a forum for critical debates and
developments in the continuously changing globalimand communication

environment.
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The analysis included a total of 197 abstractsiphbt in the chosen journals over the
past four years (2004-2007)Only the articles written by authors within UKaaiemia
were included. In the case of tReropean Journal of Cultural Studiesnly articles
concerning communication were selected. Practicllthe articles were orientated

towards the mass media.

Table 20. Thematic analysis of six journals

Thematic areas Total MCS JS EJGS EJC NMS GMC
The media, society and | 49 =25% 18 10 5 7 8 1
politics

Journalism 37=19% 5 24 2 6 - -
Media culture and 34=17% 9 3 21 - 1 -
popular culture

Audience, reception and | 30 = 15 % 4 1 12 7 6 -
media use

Globalization, ethnicity | 28 =14 % 6 2 12 3 2 3
and identity

Research, methodology | 22 = 11 % 7 1 3 6 4 1
and theory

Media history 19=10% 2 14 3 - - -
Policy and Regulation 11=6% 8 1 - 2 - -
Structure, ownership and 11 =6 % 7 - 2 - 1 1
economy

Media management 5=3% - 4 - 1 - -
Language and discourse 4=2% 4 - - - - -
Journalism education & | 2=1% 2 - - - - -
media studies

Media Technology 1=1% - - - - 1 -

The media, society and politics was the most dontitt'ematic category also in the
small scale analysis of journal abstracts: 25%efabstracts studied were classified in
this category. Research on journalism and mediareuand popular culture were the
next most popular categories, with around 20% efahstracts concerned with these
themes. Audiences as well as globalisation anda@thissues were touched on in
around 15 percent of abstracts, both equally populall the selected journals. As
expected, the focus areas of the journals varylwigee Table 20), and consequently
the actual selection of journals influences theifigs. In the following section, the

kinds of studies included in the most dominant gatties are briefly introduced.

7 Global Media and Communicatiosas launched in 2005. Thus only the issues frof526 2007 were
analysed.
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In the abstracts analysed the wide theme oftedia, society and politicavas often
approached through notions of democracy and thed@dsian ‘public sphere’. The
public sphere was typically examined as a spageamess of public, rational, critical
discussion that seeks consensus and deliberataordingly, the public sphere was
linked with questions of e.g. tabloidization, ciyarticipation, the digital divide,
empowerment, freedom of expression, class, andatoalemocratic processes in the
media. Another wide area of study in this secti@s articles looking into different
aspects of political communication. Abstracts véiteocial and/or political emphasis
handled e.g. whether the Scottish press acted &ty of the people or government
poodles in their Irag reporting; the formation loé tEuropean public sphere; the
participatory experiences of people who have cdbeablitical talk shows aired before
the general elections in Britain; and attemptsuwercome youth civic disengagement

through the design and promotion of public seatternet-based content and services.

Articles focused ofpurnalism practice often reflected a less theoretical, more diffuse
area of research. This area of study is foundeth@methodological basis of textual
analysis and interviews with journalists and neausrses. Besides UK-centred studies,
international comparative studies also occurre@. diticles were concerned with
themes such as sourcing and framing routines anahtplications of such practices,
editorial policies, professional identities and timpact of new technology on the
attitudes and practices of journalists. Items ia tategory looked into e.g. how online
journalists react to new ways of knowing aboutrtiaeidiences; sourcing routines of
alternative media; a journalistic technique comiggsatirical humour and investigative
journalism; and the changing editorial policiesJtf teenage magazines with an

emphasis on the current ‘dumbing down’ debate.

Articles onmedia culture and popular culture often focused on questions of identity,
gender, sexuality, cultural meanings, myths, nowakjes, style and ideology. Articles
in this category were more likely to be about tedien, popular music or film and to
use qualitative textual analysis or in-depth in@ms. An illustrative example of this
area in the data studied is the special issueedEtinopean Journal of Cultural Studies
dedicated to Spike, a character in Bhdfy the Vampire Slayaelevision series. In
articles written by UK academics, vampire fan adidan identities, readings of the

vampire(s), the narrative structures of the sesgetions as well as the identities, gender
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and sexuality of Spike were studied in detail. Hegre articles in this category could be
more related to journalism too, examining the aaltappeal of a magazine on metal
music and the fabrication of fantasy and new caltmyths in post-Soviet women’s

magazines in Russia.

The category ohudiences, reception and media useshich covers both a thematic
and a methodological approach, embraced severdbpping categories of media
culture and popular culture, globalization, ethiyieind social communication study.
The articles under this category can roughly b&d into two categories: those
concerning new media and the internet and thoseetnimg audiences with a cultural
studies approach. New technologies and their impacise were widely studied, as
well as practices of media consumption and intégtiree activities of audiences in
general. With regard to the internet, articles eixach e.g. the oscillation between
individualising and group-orientated patterns dafigbility on the web and the reasons
for non-use of the internet. An example of an &twith a cultural studies approach is
an examination of the ways in which the authortaifg made meanings with the

television programme, theeletubbies

Articles dealing withglobalization, ethnicity and identity comprise an outstanding
category: compared to those introduced above gshasmore strictly defined thematic
area of study that nevertheless appeared in 1£peot the abstracts studied and
apparently engaged some of the top UK scholargcl@stin this area included e.g. a
critical examination of the notion of globalizati®ystematic mapping of all 24/7 news
channels broadcast in the world; and a study otralian diasporic and indigenous

media in a global context.

The UK and Television Interest Scholars

The analysis of both the journal abstracts andtwéropublications shows that television
is the most studied medium. The internet and nediang the press were about equally
popular and were covered in 15 percent of pubbeati Film was studied in more than
10 percent of the publications in our data. Howewéthin books and other Copac
publications, film was the second most popular medafter television and was studied
in almost 20 percent of items, which indicatesdtieng presence of cultural and film

studies. However, in about 40 percent of publicegtjonformation on the particular
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medium of interest was not available because dhésretical point of view or the

limitations of the data in the abstracts. Researgtest in radio was noticeably low.

Table 21. Percentage of items covering a medium

General / not mentioned 41 %
Television 22 %
Internet and new media 15 %
Press 15 %
Film 12 %
Radio 5%
Magazines 4%
Popular music 3%
Photography 2%
Video /computer games 2%
Books 2%
Miscellaneous 2%

Table 22. Percentage of items covering an area

Not mentioned 48 %
UK 36 %
Europe 12 %
us 7%
Asia 5%
Middle East and Arab world 3%
Africa 2%
Latin America 1%
Australia 1%

Looking at the geographic scope of the publicatitims UK was the dominant area of
interest: the UK was in focus in more than 30 petroé publications. European
countries other than the UK, and Europe generalinéd the second most popular
area. It is notable that Asia and the Middle Eash& Arab world combined formed a
more significant area of research than the USInhost half of the cases the

geographical scope of the publication was not @efin

Case- in- point: British Journalism Review Briddhe Gap

Outside the analysis there is a unique Britishnalengaged with the media and
journalism bridging the gap between the media itrgiend the academy: tigritish
Journalism ReviepBJR, a forum for analysis and debate, dedicatededia
monitoring and raising the level of dialogue. As flist chairman of the editorial board,
Professor Ivor Gaber explains:
“British Journalism Review(...) which is non-academic, tries to get academics
to talk to journalists. That's the whole purposetpacademic written in
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journalistic style, journalistic writing on acadensiubjects. So it tried to cross
the divide.”

TheBJR published quarterly by Sage, mainly has contitimst from British journalists
but also from scholars, students and various gteessionals engaged with the media
and journalism. A wider audience than is normahvweitademic communication
journals is the aim, as tl&JRis directed at “anyone who cares about commurinati
The Guardiars media supplememedia GuardianandPress Gazettea weekly
journalists’ newspaper, is allowed to &R articles free of charge. Regularly, several
times per monthBJRarticles are featured in tii&uardian “So, it's not to make money,

we just want to spread the word”, Professor Gabiek. s
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4. Future Challenges

This chapter will discuss the future challenges tfaave arisen out of the research
interviews. Before outlining these challenges, haeveit should be stressed that the
majority of scholars considered the quality of Bhitmedia and communication
research to be very high at the moment and didhiok it likely that any dramatic

changes would take place in the foreseeable future.

In this chapter, attention is first focused onitiereasing institutional pressures faced
by academics, which worried many interviewees. Atliat the future challenges facing
British media and communication research will becdssed through the idea of the
subject’s approaching a “mid-life crisis”. Britishedia and communication research is a
young field compared with many other academic fieltbing widely considered to

have started in the 1970s. In the near futureiteedeneration shift in key personnel in
media studies departments will take place. It atlsmms that media studies is already on
its way to becoming an established part of maiastracademic research. At the same
time, though, media studies may lose its curresttigng appeal to students, which is
likely to affect the resources available for reshatn addition, the “age crisis” is
reflected in calls for serious rethinking of theldi. This is evident in the discussion of
Media Studies 2.0, which was discussed in Chaptéitilis report, and also in the way
in which the whole term ‘media studies’ has regeb#den challenged.

Mounting Pressures
The academic world in the UK is coming under insieg institutional pressure. Some
interviewees saw this as a major challenge fostisainability of media research.

“The pressures on each of us are hugely increasadten years ago, making
the energy for an independent research project armtenore difficult to
sustain. That’s a huge personal cost on each of us.

The issue was raised in the interviews mainly exdbntext of the Research Assessment
Exercise, which according to the information gagidgputs enormous pressure on
scholars to produce articles and publications aadit'the timetablé. One of the
interviewees compared the pressures caused byad@wggunding to those faced by

journalists today.
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Another major source of pressure that many interges identified was the increasing
emphasis on vocationalism or employability. Theasyn was voiced that the role of
media studies departments is reduced “to simplygyrimg a set of skills for
employability” for future media professionals. Tiiessure was seen as coming from
three directions: the government, the media ingiemtd media students themselves:

“It seems to me that people [students] are verysed on how many modules
they need to get a degree, how many do you nepas®each module, and that
tends to dominate over intellectual interest.”

The pressure was thought to be increased by mediseogence, as media graduates
nowadays need a whole range of technical skiltwder to be able to operate across all
media platforms. One interviewee thought that essalt media studies is in danger of
losing its “intellectual gravity”, drifting away &m its parent disciplines of sociology,

history, literature and semiology and becomingt‘jadustry training”.

This development was seen as worrying becausesokources that are needed for
vocational media teaching. As one of the interviesvpointed out, having practically-
oriented courses “requires a lot of capital invesimyou know, we’ve got very good
studios, theatres and editing suites”. Teaching takes it toll on time that academic
staff could otherwise use for research:

“If you teach in practical journalism (...) it takadot of time, so I think there
are constant time pressures which makes it haodgrgfople who teach practical
journalism to actually do research.”

The question of the personal well-being of academias also touched upon. As a
result of the rising work levels, an academic caresv “comes with a major personal
cost in terms of just keeping any balance in lded is reaching an unsustainable level,
said one interviewee. It is also getting hardéeststain a research voice” according to
one interviewee.

“That was really unchallenged 15 years ago; thexe mo question that that was
a privilege that came with the job and now all sfkmow from the inside that
it's increasingly difficult to sustain that voice.”
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“The Mid-life Crisis”

The ageing of British media and communication redewill take a very concrete form
in the retirement of many of its key personnelti# moment those who started the
tradition in the 1970’s and 1980’s in Britain at#l prominent figures in its leading
departments. Even if this generation of practitisrieave different areas of interest and
represent different approaches, as representativee same generation they have
certain experiences in common.

“Of course they have different research interestsideas and it is not a
homogeneous group as such, but it is homogenedasms of age and
experience. And | think these people hold the paatéhe moment.”

It is unclear how the retirement of the first gextien of media studies professionals is
going to affect the field. It could be that the tisciplinary nature of the field might

be lost as, instead of starting with something atskthen moving over into media
studies, practitioners will increasingly have spahtheir academic careers in the field
of media and communication studies. As one intare& put if at the moment the
“people who are involved in media studies themsetead to be people who didn't do a
media degree themselves, they did other thingslmmcame to media studies later
on.” The interviewee reckoned this “is going tolégs and less true, | think it already is
less true than it used to be. There’s staff in Bhondies that did do film studies and in

media studies that have a graduate degree.”

One trend that is likely to continue and intensifiyh the generation change is the
internationalisation of the field, as the stafinoédia departments will more often
consist of non-British people: people, who haveedtheir previous degrees somewhere
else and then come to Britain to do their PhD. §Thpply for the posts here and they
are very, very international and European peois.a result, the largely monolingual
nature of the British research community could beedistory and there will be an
increase in connections between British media studnd the non-English speaking

world.

According to many intervieweesiedia studies degrees have so far been very atgact
to students in British universities. Many scholéswever, predict a decline in the near
future as the novelty of the subject starts to veéband it is no longer seen as “a

particularly sexy subject” among today’s young geo@ne interviewee predicted that
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global warming will make the traditionally stablebgect of geography more popular, as
students will see it as “crucially important foethfuture”, while in comparison media

studies “will just be more the same.”

If there is a decrease in the number of studemtsyill probably be reflected in
reductions in funding and consequently also in aede According to many
interviewees, the growth of the whole field haseesislly been driven by the growing

number of students.

“In the end in Britain very few institutions are anposition to sustain a purely
research orientation. That's not even the LSEeHlloyou the truth. So you have
to have students. That demand over the years lessdodossal, but | think there
are signs that it's beginning to dry up.”
Some believe that advantage should be taken @fgpeaching “mid-life crisis” to
undertake a thorough self-reflection and reconaiiten of the field. Such a review is in
fact already evident in the way in which the Westeots and underlying assumptions
of media and communication research are now beintgested. Another discussion that
could be seen as reflecting the crisis is thefoalhew conceptualisations and methods
in order to meet the challenge represented byapielly changing and converging
media landscape. These discussions on de-Westgymisglobalising media studies
and Media Studies 2.0 have been discussed in Giapfehis report. The third area of
debate on the nature of the field that could besicimed evidence of an “age crisis”

revolves around the concept “media studies” itself.

In January 2008, Sally Feldman, the Dean of Medlits and Design at the University
of Westminster, suggested in a provocative newspagiamn (published in The Times
Higher Education) that the disparate nature anhbker quality of media studies
courses makes the title Media Studies meaningkeddman announced that the
Westminster Department will split the practice-ated pathways that students can
choose between (journalism, television, publictretes and radio) into separate
degrees. Feldman argued that the term media stsidiegd be reserved for purely
theoretical degrees only. By abandoning the “tredliag” of media studies it will be
possible to have each practice-oriented degrelé tstierpinned by a substantial core of

theory but without the Mickey Mouse connotatiorfsgJdman wrote.
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“Westminster was the first to offer a degree in mexudies. So now we're
going to be the first to chuck it out. It's notreach dissolution as reformation.
Not so much a killing as a glorious rebirth.”

One interviewee thought Feldman put forward goamiarents, but thought that there
were also other reasons why the concept of meddiest has become problematic: the
whole of society is now so thoroughly mediated thatlia has become a rather
meaningless term and there could therefore be dfoeéa different word”:

“Maybe we need to rethink what we’re actually dging the other hand it's a
brand that does encompass most of what we do e #mawkward — it's an
awkward issue — yes we probably do need a new agendhe next 20 years,
possibly need a new label also.”
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5. Conclusion

The British media landscape is going through chauitlgat are similar to those that are
taking place globally, but the volume and pacéheke changes is greater in the UK
than in many other European countries. The mosifgignt changes involve
diminishing newspaper circulations, convergencea@tlia, redistribution of advertising
money on the internet and fragmenting audiencegsairereased multichannel
viewing. Some UK-based media companies have sueddadheir strategies of

attracting global audiences for their online newsrangs.

British young people have embraced new media & greater extent than the general
population, and this has been reflected in thenmishing use of traditional media.
Between age groups there is a growing gap in copgsampatterns that applies to all
media, beginning with young people’s engagemeanigital broadcasting, mobile

technology, the internet and the “on-demand” dejivaf services.

Internet use in the UK has steadily increased.Ukéas the most active online
population in Europe, with the highest average remalb daily visitors to the web,
internet usage days per month and time spent owebeper month per user. A major
change in internet use patterns since 2005 hastheeaise in popularity of blogs and
social networking sites. Fuelled by the take-umeftlia capture devices as well as the
spread of home broadband, Britons are increaskegy on creating and sharing rather
than purely consuming media contents, and theyhesaternet as a means of
publishing their own content and opinion, thus tsgiag the traditional media.

Traditional media, however, remain the preferragtse of news.

Measured by time spent online, eBay, an onlineianend shopping webpage, was the
most popular website in the UK, and social netwaglsites such as Bebo, MySpace,
Facebook and YouTube all ranked in the top terOibi72 The dominance of brands that
did not exist a decade ago can be seen to reflecharkable change the internet has
brought to the British media landscape: amongape?0 websites in use and reach, the
BBC was the only representative of the traditionaldia. However, reflecting these

changes, engaging user-generated content in big isswes has become common
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practice also within traditional media organisasiowhich have increased the public’s
capacity to post their own material on sites bytingshlogs and message boards, for

example.

As regards research sites, in addition to acadessiarch, British media and
communication research takes place in market resemmpanies, media companies’
own research units, think-tanks and NGOs. Markstaech companies produce data
that monitor the media mostly for the needs ofrtteelia and advertising industries. The
media companies’ own research focuses typicallguaiences and product
development and is hence secret in nature. Asdedhe research within media
industries, BBC Research & Innovation is the magtiicant one — in fact the only one
the academics interviewed for this report mentionbdn they were asked to name
research institutions within the media industrye Huality of research that takes place
at NGOs and think-tanks varies. None of the thankks concentrates exclusively on the

media. However, their work on society and policguiss often involves media elements.

British academic media and communication researehproud tradition. Institutions
such as the Birmingham Centre for ContemporaryutailtStudies and the Glasgow
Media Group have widely influenced the whole Westeadition of research. Their
international success has not, however, been teflén the reputation that British
media studies enjoy in Britain. The field has bbeanded as unintelligent “Mickey
Mouse studies” by both academics and the pressolthgrestige universities, which
are slower at accepting new areas of study, hatierecently shunned media studies.
Hence the mockery could be seen as reflectingidrarshical British university
system, in which opinions about a university’s gyand status are highly influenced

by its age.

There are signs that the status of media and comeation research is improving.
Highly respected universities, like the London Sullaf Economics or the University of
Oxford, are nowadays active in media and commuioicaesearch. Furthermqnmedia
professionals in Britain are nowadays more likelyzave media studies backgrounds,
when traditionally they would have been self-ededain the job or done a degree in

some other area from a prestigious universityolii@ therefore be concluded that
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media and communication research is becoming a mtegrated and accepted part of

British academic research.

British media and communication research is a whisltiplinary field drawing on a

range of fields in the social sciences and hunesis well as in the visual arts and
computer scienc&.he academic community fosters the multidiscipynaots of media
and communication studies and sees their mainteraman asset for research. Many of
the scholars interviewed for the study thought thetwas a good thing, since what

happens in the media cannot be studied as sefamatehe rest of society.

The diversity of the field makes it rather difficth define. The definitions given by the
interviewees of key approaches in the field ofiBhitmedia and communication varied
considerably. One of the most commonly agreed wéygsitegorising the field was to
divide it into academic and more applied (or paethased) traditions. Traditionally,
academic research in this field in Britain has dram two major approaches, political
economy and cultural studies; the former based morhe social sciences and the
latter on humanities. Historically, the two apprioas have been seen as rivals, and
practitioners of cultural studies and political romy have worked quite separately
from each other. The rivalry now seems to have bagdade. There are new attempts
to bridge the gap between approaches and theneiteaconsensus that both are
needed. Political economy and cultural studiesath still strongly represented. Some
argue that both are facing a challenge as Marxisnwhich they are based, is in crisis
as a critical strand of thought. A third major agaarh is film studies, which is largely

based on literature studies and is not a partigutaitical tradition.

A small scale analysis of the topics of recent jmaltlons suggests that media-related
publishing in Britain over the past two years hasrborientated towards society and
politics. The role and power of the media in sgcatd politics were highlighted in
many of the publications. Along with social, paldal and economic media research,
cultural studies and film studies appeared to gisomfluence media-related publishing
in Britain. Common themes within research on mediture and popular culture
included mediated stardom and celebrity culturedge and sexuality, fandom and

lifestyles as well as the mediated popular cultnr@rab and Chinese societies. Media
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research under this category was engaged withgmyhlar and to some extent also

highbrow culture.

Media and communication research conducted witheniK is both diverse and rich.
However, as regards current and future researdheitight of the interview data
gathered some emerging trends could be tracedtdciganges in the media as a
business and in British society, interest in thabgl is one of the most prevailing trends
in media and communication research. The importahcesearch on issues of
multiculturalism, cosmopolitanism, (transculturagntities, ethnic and diasporic
media, among others, was highlighted in the ineawilata. It is worth noting, though,
that while UK-based academics embrace the globeir, sphere of reference is still by
and large limited to the English-speaking worldisTimight be changing with the
approaching generation shift. The interest in floba is accelerated by the
increasingly multicultural and international natofehe academic community in
Britain. Especially the PhD programmes in media @emimunication in universities in

London are dominated by foreign students

In addition to the global, another important aréeesearch seems to be the media,
journalism and democracy. This type of researditen based on the Habermasian
notion of public sphere and linked with questidke the tabloidization of news, civic
participation, the digital divide and empowermdat,example. There is also a focus on
war reporting and representations of terror innteslia. The third significant trend
seems to be the study of digital media convergance for example, its effects on the
media landscape and society or on the productidrcansumption of media (texts).
The study of new media and the internet is reptesen most media and
communication departments and seems to be rehativel integrated in the study of

“old media and communication”.

The British government has recently put a strongleamsis on applied and practice-
based research. This policy is accompanied by yress research funding towards so
called ‘Knowledge Transfer'. In the case of medid aommunication research this
means increased co-operation between the mediecemchunication industry and
media and communication policy-makers. In the ligihthe data gathered for this

report, not a lot of this kind of research seemisetdaking place at the moment. What
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collaboration there is seems recently to have be#re form of ICT-related projects.
Another typical example has been local authoriiethe media industry commissioning

research from departments oriented towards jolsmeditudies.

The new government policy has been treated with Heep suspicion and enthusiasm
among academics. Many people think that the govenims pressuring media and
communication departments to reduce their role éoahy vocational training institutes
for future media professionals. It is too earlytedict the scale and nature of the
effects of these policies, but this will definitddg an interesting area to follow in the

future.

Co-operation between the industry and academiarelseould be enhanced not only
by government policy but also by changes in théidrimedia landscape, which
represent a challenge to both academic and comaligrdriven research. Both
universities and the media industry have recewiyfl themselves faced with questions
such as what is meant by ‘audience’ when the saawantontent can be consumed at
different times and by using several different teabgies. As social networking sites
and blogging become increasingly popular, the batied between producer and
audience are increasingly blurring. There are aése initiatives that are aimed
specifically at reducing the gap between indusiiy academia. Perhaps one of the most
notable of these initiatives is Polis, establishgdhe London School of Economics and
the London College of Communication (LCC) (partteé University of the Arts

London) as a place where journalists, academicsrardbers of the public can

examine and discuss the media and its impact detgoc

As the field of British media and communicationaash prepares for its first transition
from one generation of practitioners to anothgmaxess of self-reflection is taking
place. In the first place, the demands presenteelsarch by the ongoing digital
convergence in the media are being discussed thriagidea of ‘Media Studies 2.0'.
This refers to the need to reconsider the tradiiapproaches and methods of media
and communication research in order to understamdniedia in the age of digital
convergence. Secondly, there is a call for theallsation or de-westernising of media
studies. The prevailing western domination in ie&lfof media and communication

studies is seen as problematic and so alternafiobal perspectives, theories and
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methods are being developed. A third area of sfléction is evident in the way in
which the whole concept of ‘media studies’ has beeently questioned. According to
its opponents, the area of study has become soiwinieth content and quality that an

altogether new label is needed.
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Appendix 1.

Interviewees (28)

Gézim Alpion is a Lecturer in the Department of Sociology at thmiversity of
Birmingham. Born in Albania, Alpion completed sowfehis studies in Egypt, and he
now takes a special interest in the sociology efrttedia, religion, nationality and fame.
He is particularly interested in the notion of “Bshness” and the representation of the
“other” in British and European media. His recpuablications include work on the
idea of fame capital.

Kam Atwal is Senior Research Manager at the Office of Comaations (Ofcom), the
media communications regulator in the UK. Specglim broadcasting, Atwal has
contributed to such reports and studie¥wmt Children WatcliOfcom, 2003), and
others.

Steven Barnettis Professor of Communications in the Departmédbarnalism and
Mass Communications, in the School of Media, Artd Besign at the University of
Westminster. His main research interests are npliey, the media and politics,
public service broadcasting, public opinion andjalism. Barnett's recent
publications, in such journals Bslitical Quarterly, include articles on television
programmes, Ofcom, media ownership and the crisdermocracy. He has also
directed a number of research projects on the pmeddroadcasting. Barnett is a
frequent commentator on media issues on radioaladision programmes and writes
regularly on broadcasting for the national and mist press.

Charles Beckettis the founding director of Polis, a think-tankncerned with
journalism and society that is supported by twoversities: the London School of
Economics and Political Science (LSE) and the Uit of the Arts/London College
of Communications (LCC). During his academic caieckett has served as Reuters
Fellow at Green College Oxford, where he focusedigitalization and the developing
world. Before his appointment at Polis, Beckett keat as programme editor for
Channel 4 news at ITN in London and in various BiBvs and current affairs
programmes. Beckett has won various awards forfilaking and programme editing.

Sarmila Boseis the founding director of the Reuters Institisethe Study of
Journalism in the Department of Politics and Indé¢ional Relations at Oxford
University. In May 2008 she was appointed to thstjed Senior Research Fellow in the
Department of Politics and International Relatiah©xford. Bose thus gave up her role
as Director of the Institute, but continues to beeanber of the Institute’s Advisory
Board. Bose’s main research interests are eleqtofdics and public policy issues in
South Asia. Her recent publications include ari@e wars in South Asia and have
been published in journals such asBwenomic and Political Weeklghe is now
preparing a book on the 1971 war in South AsianBoithe United States but raised in
Calcutta, India Bose has also worked as an assistigior and senior political writer
with the ABP Group newspapers in India.
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Alison Button is Audience Research Manager on New Media at thisiB

Broadcasting Company (BBC).The BBC conducts audieasearch across all areas of
the company’s involvement. Recently the BBC hasl ggecial attention to new and
emerging platforms and new ways of delivering BR@tent.

Simon Cottle, since the beginning of 2008, is Professor of Medlid Communication
and Deputy Head of the Cardiff School of Journalisfedia and Cultural Studies
(JOMEC), part of Cardiff University. He is also Bator of the Mediatized Conflict
Research Group. Cottle holds Honorary Professossdtithe Universities of Melbourne
and Tasmania, and is a Faculty Fellow of the Cdntr€ultural Sociology at Yale
University. His research interests include the @ogiy of journalism, news production,
research methodology and different mediatized cdsflCottle’s most recent book,
Global Crises ReportingOpen University Press), is due for publicatioduty 2008. In
2006 he authored the boMediatized Conflicts: Developments in Media and ficin
StudiegOpen University Press). Cottle is the seriesoedif theGlobal Crises and
Mediabook series.

Nick Couldry is Professor of Media and Communications at theaienent of Media
and Communications at Goldsmiths, University of lon. He is also Director of the
new Centre for the Study of Global Media and Deracgr Couldry’s research interests
include reality-TV, celebrity and fandom; the medrad democracy; alternative and
community media; media ethics; social and culttirabry; and anthropological
approaches to the media and media rituals. He utasr@d or edited altogether seven
books and most recently has been working with Sbiviagstone and Tim Markham in
a project called Media Consumption and the Futfifeublic Connection, which
published a book-length repoMedia Consumption and Public Engagement: Beyond
the Presumption of Attentigalgrave Macmillan, 2007).

James Curranis Professor of Communications at the Departménealia and
Communications at Goldsmiths College, University.ohdon. Curran has held a
personal chair at Goldsmiths since 1989 and novksvas Director of the Goldsmiths
Media Research Programme. He has also held endagigdg chairs at such
universities as Penn, Stanford, Stockholm and @lioran’s main research interests
include media political economy, media influencedna history and media theory.
Having written or edited eighteen books about tlassmedia, Curran is a renowned
scholar, best known for his bodedia and Powe(Routledge 2002), which has been
published in Japanese, Chinese, Greek and Koreangaather languages. Currently
Curran serves as the UK representative on the Earo@ommission committee
promoting research on broadcasting in central aasdeEn Europe.

Jonathan Doveyis Professor of Screen Media, at the Departme@uiture, Media

and Drama in the School of Creative Arts, Universit West England. His main
research interests are media technology and clftaurra. Dovey'’s recent publications
include chapters on video games and document#mi@906 he co-authored the book
Game CulturegOpen University Press 2006). Dovey is one offttumding members

of the Play Research Group at UWE and editor oStreenWorkournal. Currently he
is working on establishing a Digital Cultures ResbaCentre in the university. Before
becoming an academic Dovey worked as a producgo@imentaries and experimental
works within the independent film movements of 11980’s.
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William H. Dutton is Professor of Internet Studies and the Direcfdhe Oxford
Internet Institute (OIl) at the University of OxtbrHe is also a Fellow of Balliol
College, Director and Principal Investigator of theford e-Social Science Project
(CeSS) and Principal Investigator of the Oxforeéinet Surveys (OxIS). Dutton’s main
research interests include articles on conveyinsf in the internet, participation and
the information society. In 2005 he co-edited thelkoTransforming Enterpris€MIT
Press). Dutton has also worked as National Direwfttine UK’s Programme on
Information and Communication Technologies (PICT).

Ivor Gaber is Research Professor in Media and Politics aRssearch Institute for
Media, Arts and Design in the School of Media, Axt&l Design, in the Faculty of
Creative Arts, Technologies and Science at the &fsity of Bedfordshire. He is also an
Emeritus Professor of Broadcast Journalism at #éygalliment of Media and
Communications at Goldsmiths College. Gaber’'s mesearch interests are political
communication, television news and the relationlefwveen NGO'’s and the media.
Currently, Gaber is preparing a book calldid/Informing the Public: the Problem of
Political Communications in a Mass Media Democradg is an Editorial Board
Member of theBritish Journalism Reviewnd a member of the UK National Council of
Unesco. In addition to his academic career, Gahemlorked for various companies
including the BBC and Reuters as a news and cuaféaits reporter, a presenter and a
producer.

Tony Harcup is Senior Lecturer in the Department of Journal&wundies at the
University of Sheffield. His main research integeaste news values, alternative media
and journalistic ethics. Harcup is the authodadirnalism: Principles and Practice
(Sage, 2004) and has published several articldgeijournalslournalism Studieand
Journalism With more than 25 years’ experience as a prajessijournalist, Harcup
has a long history of activity within the Nationdhion of Journalists (NUJ).

Jackie Harrison is Professor of Public Communication and Headhefldepartment of
Journalism Studies at the University of Sheffiélér principle research interests are
EU media policies and regulations and the architecvf news, for the study of which
she received a British Academy grant in July 2G0%ong other scientific work
Harrison has published 16 research papers in mtiermal refereed journals, 11 book
chapters, 1 policy paper, 4 research reports asmgde-authored books, one of which is
News(Routledge, 2006). Harrison has served as an adwis&uropean Media
Convergence to the Taiwanese National Communic&mmmittee and the Taiwanese
Industry Experts Cable TV Forum.

Mark Jancovich is Professor of Film and Television Studies inHaeulty of Arts and
Humanities in the University of East Anglia. Havipgblished widely on film, the
media and cultural theory, he is the series edibgether with Eric Schafer, of the
Manchester University Press book setiesde Popular Filma founding membeof
Scope: An Online Journal of Film Studesd a member of the editorial board of
Intensities: An Online Journal of Cult Medidancovich is also a member of the
research panel 2 of the Arts and Humanities Resé2oard. His central research
interests include audience and reception studeegemporary popular television and
genre, particularly horror and porn. Currently,clanch is working on a history of
American horror in the 1940’s.
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Justin Lewis is Professor of Communication and the Head ofaaeliff School of
Journalism, Media and Cultural Studies at Cardiifudrsity. His main research
interests are the media and politics, public opintbe media and cultural policy, media
audiences and consumerism and citizenship. Hisitguelications include the books
Citizens or Consumers: The Media and the Declineaditical Participation co-
authored with Sanna Inthorn and Karin Wahl-Jorger{€&pen University Press, 2005)
andShoot First and Ask Questions Later: Media Coverafgde War in Iragco-
authored with Rod Brookes, Nick Mosdell and Tertydadgold 2006. Lewis is also a
regular commentator on media, politics and cultigslies for regional and national
media in both the United Kingdom and the United&awhere he worked for several
years at the University of Massachusetts.

Robin Mansellis Professor of New Media and Head of the DepamtroEMedia and
Communications at the London School of EconomickPRuwlitical Science. She is also
co-Director of the Department’'s PhD Programme aimddior of the MSc Programme
in Communication, Information and Society. Manseitiain research interests are the
social, economic and policy issues associated mitnmation and communication
technologies, political economy of the media arelgbvernance of new technologies.
She is currently involved in several research mtsjsuch as the Open Philosophies for
Associative Autopoetic Digital Ecosystems (OPAALS&3earch network and the EDS
Innovation Research Programme. Her recent puliicatinclude articles on
information and communication technologies, thauggcchallenges of networks and
the internet, published in books and in journatshsas thelournal of Economic Issues,
Global Media and CommunicatioasidNew Media & Societyin 2007 she co-authored
a comprehensive collection of articles entifldte Oxford Handbook of Information
and Communication Technologi@3xford University Press). Robin Mansell has also
worked in the OECD Information, Computers and Comitation Policy Secretariat,
with the United Nations and several other orgaimst She consults government
ministries and leading companies in the informatiad communication technologies
field. Mansell has served as President of the matissnal Association for Media and
Communication Research (IAMCR) since 2004.

David Morrison is Professor of Communication Research at thetinistof
Communication Studies, Faculty of Performance, Arnd Communications, University
of Leeds. His main research interests are theristosocial research, methodological
development, audience research on social issuethamdedia and the construction of
values. Morrison’s recent publications include sacthored bookyedia and Values:
Intimated Transgressions in a Changing Moral andt@al Landscap€Intellect

2007), and a co-authored article, The meaning afthifion of Violence in
International Journal of Media and Cultural Polig§2007).

Sally Munt is Director of the Sussex Centre for Cultural $tadht the University of
Sussex. She is also Professor of Media and CulBitalies and Professor of Media
Studies (Gender Studies) in the Department of MadéFilm in the School of
Humanities of the same university. Munt’'s main glisoary focus lies in cultural
studies: she is interested in the formation of abtyy gender, class and narrative. She
has also recently published a boGkieer Attachments: The Cultural Politics of Shame
(Ashgate 2007) on the cultural politics of emotibn2008—2009 Munt will be the
Principal Investigator for an AHRC/ESRC-funded padj“Queer Spiritual Space(s):
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An investigation into the practices of non-hegernanieer spiritual communities using
case studies”.

Milica Pesicis Executive Director of the Media Diversity Irigte. She is also the
founder of the AIM Independent News Agency andRleporting Diversity Network,
and she has lectured in several British, Canadidnfanerican universities. Pesic is a
regular commentator on political and media issneSautheastern Europe for the BBC
and CNN. Originally from Serbia, Pesic has worke@aresenter and editor for TV
Serbia and has been a reporter for the BBC ancdbRade Europe.

Christopher J. Priestmanis Programme Area Manager for Media Arts and Degig
the Faculty of Media, Arts and Design, at Staffbwds University. His main research
interests include radio in the area of new mediatae history of radio.

Terhi Rantanen is Professor of Global Media and CommunicationthenDepartment
of Media and Communications at the London Scho&adnomics and Political
Science. She is also a Docent of CommunicatioherFaculty of Social Sciences of
University of Helsinki. Rantanen’s main researdetliast are global media, global
news, post-communist and communist media, medtariand the history of media
studies. Her recent publications includinen News Was Ng®lackwell 2008), a 2004
book The Media and Globalizatioand articles in several books and journals on the
history of media research, global news and traimmatsocieties. Rantanen is the
founding editor ofGlobal Media and Communication

Barry Richards is Head of Research and Professor of Public Conwation in the
Media School at Bournemouth University, where hg d&ao established the Centre for
Public Communications Research. Richards’s maimares interests are the media,
politics and culture, news media and the dynamii¢sroorism, and politics and
emotions, on which he published a book in late 2@d7otional Governance: Politics,
Media and TerroPalgrave Macmillan). Prior to entering acaderBarry Richards
was trained and worked as a clinical psychologishé National Health Service.

Naomi Sakr is Reader in Communication in the Department afdalism and Mass
Communications, in the School of Media, Arts andiQe at the University of
Westminster. Since 2007 she is also the Direct@AfIRI's Arab Media Centre.
Sakr's main research interests are the politicahemy of Arab media, transnational
television, media policy, media development and &mghts. Her recent publications
in books and journals include articles on Al-Jazeeromen’s rights and media policy
in the Middle East, and journalism in Arabic couggr In 2007 Sakr authored the book
Arab Television Todafl. B. Tauris). For her 2002 bo&atellite Realms:
Transnational Television, Globalization and the MlEast(l.B. Tauris) Sakr received
the Middle Eastern Studies Book Prize in 2003. Befeer university career Sakr
worked in the Economic Intelligence Unit as a Mal@last specialist, as a consultant
for several international organizations and asuanalist.

Colin Sparks is Professor of Media Studies in the Departmerdiooirnalism and Mass
Communications, in the School of Media, Arts andiDe at the University of
Westminster. He is also the Director of the Comroatidon and Media Institute
(CAMRI). Sparks’s main research interests are tmagarative study of media systems
and theories of media and communication. His repahtications include articles on
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media systems, globalization and news productiseueral journals, and the book
Globalization, Development and the Mass Mg@age 2007). Colin Sparks is one of
the founders and an editor iedia, Culture and Societye has also edited such
journals aslavnostandWestminster Papers in Communication and Cult&@arks is
one of the founding members of the European Institor Communication and Culture
(EURICOM). During his career he has worked with adgised such organizations as
the European Union, UNESCO, the Open Society Fdiordand the British Council.

Frank Webster is Professor of Sociology and the Undergraduater€as Coordinator
at the Department of Sociology, School of Sociaé®ees, London City University. He
is also currently acting as External Examiner fociSlogy at the University of
Liverpool. Webster's main research interests amtered on information and
communication trends, the information war and thi&aar movement, on which
Webster is preparingnti-War Activism: New Media and Protest in theohnfiation Age
(Palgrave 2008) together with Kevin Gillan and JeRickerill. In 2006 he published
the bookJournalist under Fire: Information War and Jourrstic practicegSage)
together with Howard Tumber. Frank Webster is alsegular reviewer for the Times
Higher Education Supplement as well as for searatiemic journals.

Garry Whannel is Professor of Media Cultures and Head of theti@eor

International Media Analysis in the School of Meddaits and Design, the Faculty of
Creative Arts, Technologies and Science at the éfgity of Bedfordshire. Whannel is
best known for his work on cultural analysis of maesport, on which he has published
several articles and books, the most recent of wisiedia Sport Stars, Masculinities
and Moralities(Routledge 2002). In addition his research intsrexlude commercial
sponsorship and political humour. Prior to his aeslk career Whannel worked for
several years as a freelance television researeleurnalist and a media technician.

Henrik Ornebring is Axess Research Fellow in Comparative Europeamalism in

the Reuters Institute for the Study of Journaliarthe Department of Politics and
International Relations at the University of Oxfo@tiginally from Sweden, Ornebring
has also lectured in several Swedish universidiesyell as at the LSE and the
Universities of Leicester and Roehampton. His rasgearch interests are media history
and the role of journalism in the public spherenkeOrnebring’s recent publications
include articles on tabloid journalism and the tielasship between journalism and new
media in such journals dsurnalism Studies
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