Digital television and
the consumer perspective

Report from the seminar Digital television as a consumer platform
Tdorshavn, Faroe Islands, September 12—-14, 2002

ed. Minna Tarkka
National Consumer Research Centre Finland
Funded by
Nordic Advisory Committee on Consumer Affairs
Nordic Council of Ministers 2003

DISCUSSION PAPERS 34 - 2003

(W

‘ Ba. NATIONAL CONSUMER RESEARCH CENTRE



. Description
The publisher Date of publication

National Consumer Research Centre 16.5.2003

Authors
Ed. Minna Tarkka

Name of the publication

Digital television and the consumer perspective

ABSTRACT
This report publishes results — papers, findings and proposals — from the Nordic seminar on

digital television, Térshavn September 12—14, 2002 which approached digital television

development in the Nordic countries from the point of view of consumers, users and citizens.

Organised by the Nordic Advisory Committee on Consumer Affairs, the seminar aimed at
initiating a dialogue between consumer organisations and researchers in order to map out

research problems and approaches for consumer-led digital television development.

The seminar presentations surveyed changes of media consumption in domestic and
community contexts, the uses of audience research and insight in programme development,

and the need for user-orientation in regulation and policy-making.

Kevwords
Digitalization, television, media, consumption, research, user studies, interaction

Serial name and number
National Consumer Research Centre
DISCUSSION PAPERS 34 - 2003

Pages, total Language Price Confidence status
86 English 11,70 euro Public
Distributed by Published by

National Consumer Research Centre National Consumer Research Centre




[contents]

Eila Kilpio, Minna Tarkka Foreword ...................c....... 4
[ABSTRACTS AND CV S] ..ceeuiiiiiiiiiirieenssissssssssssnsssssssssssssssnssssssssssssessssnsnnssssssssssssssnnnnnns 5
[INTRODUCTIONT] ... . coiiieeiiiirieirirrcmss s s rssmsss s s s s mas s s s s mas s s s e s masssssrnmnsssssnnmnsssssennnsssssennnssnsnnnnns 9
Minna Tarkka, Why television resists digitalisation? A user/producer point of View ........coceeiosseresssesssseses 10
[PRODUCTION CONTEXTS] ... ciiiiieiiriirinnairrrmnsssrsnmsssssrsnmsssssssnnsssssssnssssssssnnsssssssnnssssssnnnnnns
Frank Boyd, BBC in search of audiences: public service and the challenges of digitalisation ................. 18
Arild Boman, Digital television, local broadband and influence from beneath......... 21
[COMMUNITY CONTEXTS]..cieeuiiirrmmnisirrmnnssrrsmnnssssrsnnsssssrsmnsssssssmnsssssssnnsssssssnnssssssnnnssssens 26
Olli Sotamaa, Developing audiences: a community-oriented point of view ....... 27
Tanja Sihvonen, TV chat COMMURILIES ......evereeresenviosserosssssscnerne 30
[POLICY CONTEXTS]..cieeuiiiieemeiiirrmnnssrrsmssssssssmnsssssssmnsssssssmnsssssssmnsssssnsmnssssssnnnssssssnnnssanens 33
Pernilla Severson, Dialogic policies for public Service...........coesvessrereens 34
Pertti Nirdnen, Missing perspectives in European regulation of digital television......... 43
[HOME CONTEXTS] ...ciiiiiimuciiierirrrsemmnssssssssssssssmnssssssssssessssnmnssssssssssssssnnnnssssssssssssnnnnnnnnns 46
Jo Helle-Valle, Eivind Ste, Digital TV and the moral economy of the home......... 47
Tove Rasmussen,Television and Internet use in the home: patterns of use......... 55
[RESEARCH CONTEXTS] ... . cciiiiiiiiiimmmssssssssrsssssmsssssssssssssssnmnssssssssssssssnnnnssssssssssssssnnnnnnns 63
Pirkko Raudaskoski, How can (digi) TV viewing be researched? .......... 64
Mika Saastamoinen, Digital tv and consumers — a literature review ......... 70
[CONCLUSIONS] ... oot s e s e s s i s s s s e e s e s e nms s s s s s e e e e s s nmnss s sssereennnnnssssssssssnennnnnnnnn 72
Key problems and findings ..........cceeveressnrescnercscnressnnscssencsens 72
Agendas for consumer policy and research certesseresstesstessstsessstesastesansiesssnesaraeses 74
11221127 500 e N o o I 4 76
N 2 = 111 0. ) S 83



Eila Kilpio, Minna Tarkka Foreword

The Nordic seminar “Digital Television as a Consumer Platform” was organised by the
Nordic Advisory Committee on Consumer Affairs NKU together with the Nordic
consumer research coordination in Torshavn, Faroe islands on September 12-14, 2002.
This report presents papers and key findings from the Faroe seminar.

The seminar was coordinated by the National Consumer Research Centre Finland which
in the recent years has placed a significant emphasis on researching consumers of new
technology, especially focusing on the user-producer collaboration and the role of
design, marketing and policy in the domestication of new technologies. These interest
areas involve the opening of consumer research towards the disciplines of cultural and
media studies, sociology and history of technology, and design research.

This multi-disciplinary approach also guided the organisation of the seminar, which
aimed at creating an overview of digital television development in the Nordic countries,
from the point of view of consumers, users and citizens. The objective was to initiate a
dialogue between consumer organisations and researchers in order to map out research
problems and approaches for consumer-led digital television development and to
address the issue of how consumer organisations could contribute to the process.

The seminar was rich in discussions which revolved around consumption, production,
policy and research of digital television. The presentations surveyed changes of media
consumption in domestic and community contexts, the uses of audience research and
insight, and the need for user-orientation in regulation and policy-making. The
workshops dealt with issues of prosumerism and concrete actions for consumer policy,
while the researcher meetings prepared agendas for continued research in a Nordic
network.

The missing perspective of the user, consumer, citizen in much of digital television
development so far was a common problematic of the seminar. However, the
participants brought in a host of constructive approaches, methods and proposals on
how to make the missing voices of audiences heard. Among these also the importance
of consumer policy and research was emphasised. The move from reactive consumer
policy toward a proactive one is needed especially when dealing with new, emerging
technologies and their development.

We wish to extend our warm thanks to all the participants in the Torshavn seminar. Our
special thanks to the NKU and the Nordic Council of Ministers, research coordinator
Herdis D. Baldvinsdottir and to senior advisor Eeva-Liisa Koltta-Sarkanen, without
whose contribution the seminar would not have been possible.

Helsinki, January 20, 2003

Eila Kilpio Minna Tarkka

Director, NCRC seminar chair,
senior researcher, NCRC



[abstracts and cv’s]

Minna Tarkka, Why television resists digitalisation? A user/producer point of
view

What makes digital television problematic, and much resisted, is probably the fact that
TV is an ‘old’ medium: digitalisation is a translation process in which new ‘scripts’, new
uses for television are still being invented. A successful translation requires the creation
of new contexts and uses, as well as overcoming resistances in use and production. This
paper argues that the digitalisation project should not only look at television as
technology but also as cultural form. User representation and participation in design and
policy-making, as well as qualitative and contextual research and development are
discussed as ways to reach a cultural turn in DTV development.

Minna Tarkka has been active as critic, producer and educator in media art and design.
In 1996-2001 she was professor of interactive and multimedia communication at the
Media Lab, University of Art and Design Helsinki) where she initiated study and research
projects in digital museums, interactive television as well as critical art and design
practice. Currently she is chair of m-cult, the Finnish association for media culture, and
finalizing a doctoral thesis on media design discourses at the National Consumer
Research Centre.

Frank Boyd, BBC in search of audiences: public service and the challenges of
digitalisation

The BBC faces an enormous challenges in the shift from analogue, mass-media broadcast
to digital interactive networks. What is the role of a public service media organisation in
a digital, multi-platform, multichannel environment. Do approaches learnt and developed
in new media development and production environments apply to television? What tools
and techniques are being used by development and production teams exploring new ways
of connecting with audiences? This paper describes the BBC experiecne in coming to
terms with the radiclly changed madiea landscape.

Frank Boyd is Director of Creative Development in the BBC’s Innovation and Learning
Department where he has responsibility for support innovation across all BBC
departments. reviously Director of London’s Arts Technology Centre (Artec) and a
founder member of Cultural Partnerships, a participatory media company, he has
extensive experience as adviser on new media to governmental bodies in the UK and
Europe.

Arild Boman, Digital television, local broadband and influence from beneath

Local broadband initiatives started in Norway in the 1980’s, and now over 7000 of these
user-operated networks have been registered. This paper describes experiences from
these projects and their effects on consumer confidence, local vs. transnational
broadcasting as well as their role in conducting practical research and development in
new communications.

Arild Boman is associate professor at the Intermedia research department, University of
Oslo. He has participated in local broadband projects, media art initiatives, like the start
of video art teaching at the Art Acedemy, Oslo, and has published research on them. A
leader of the MediaCulture research and cultural network. and coordinating the
‘Knowledge Channel” at InterMedia, an open network of production and communication



of electronic research and e-learning, consisting of university- and research institutions,
and cooperating with the NRK in tv transmissions.

Olli Sotamaa, Developing audiences: a community-oriented point of view

Interactive television services affect the way we watch, use and think of television, while
the developing television user cultures have an influence on what kind of television
contents succeed and what forms they take. User communities of new technologies invent
new means, functions and meanings through a “creative misuse”. Many television user
communities already produce material based on television programmes: e.g. television
series fan sites and fan fiction based on the series’ characters and milieus. Examples from
gaming culture show that field editors and game engines are also used as tools for
storytelling. This kind of community-based content opens up new possibilities for
interactive television concept development.

Olli Sotamaa is currently Assistant Professor in the Hypermedialab at the University of
Tampere, Finland. From 1999 through 2001 he worked at the Hypermedialab as a
research fellow. His latest articles focus on user culture research methodology and hybrid
communities that utilize latest digital technologies. Sotamaa’s research interests include
creative practices among digital media user communities, social usability and combining
user culture research, concept development and design practices.

Tanja Sihvonen, TV chat communities

TV chat is a "new kind of interactive TV programme", which was launched in Finland in
2000 on a cable channel called TVTV!. The TV chat is like a chatroom on the Internet,
except that it works through the TV screen and the mobile phone. Today TV chats are
hugely popular and have specialised in, e.g., dating. There are also hosted chat
programmes ("chat shows"). It is interesting to look at what kinds of messages people
send to TV chats. Could there be some reasons for sending messages that are not
explicated and cannot easily be analysed? What purposes does seeing the message on the
screen serve for the viewers? In my opinion, TV chat messaging can be interpreted as a
form of self-expression, communication and social interaction.

Tanja Sihvonen is a cultural historian and a PhD candidate in Media Studies, who
interlinks several aspects of media culture in her PhD thesis, titled "Inter/National
Perspectives on Digital Media, Politics and Cultural Production”". She has been working
on a variety of topics, ranging from 1960s French popular film to Finnish digital
television. Currently she is studying contemporary phenomena - such as chat
communities - while also working on a major publication on the cultural history of
television.

Pernilla Severson, Dialogic policies for public service

This paper addresses the end-user of digital TV within a policy framework. Examples are
given on how public service TV in Sweden lacks an end-user orientation, and what
consequences this has for digital TV development. From the research discipline of media
studies two issues are brought forward: 1) Is it desirable to have a user-oriented public
service digital TV? 2) How is it practically possible to put this end-user-oriented public
service into action in the digital future? The paper concludes with general principles on
dialogic policies for public service, pointing out some problematic areas and research
recommendations.

Pernilla Severson is a media and communications researcher at Uppsala University. Her
dissertation thesis is to be completed by the end of 2003 and deals with the transition in
Sweden from analogue to digital terrestrial television. Principal focus of the thesis is on
the policy implications indicated by an end-user perspective. A theoretical framework is



constructed by integrating perspectives from media technology development, media
policy, and media audience research. The result is a scenario for the future for how it is
possible to secure more public in public service broadcasting.

Pertti Naranen, Missing perspectives in European regulation of digital television

The missing user perspective in the development of digital television (DTV) in European
media policy is due to the focus on accelerating the development of digital television
markets, not on protecting the interests of the citizens and their cultural and social needs.
The neo-liberal minimal regulation of the EU in the DTV standardisation has in practise
played against consumer interests. Because of the missing public interest regulation, we
do not yet have a common standard platform for interactive services or digital pay
television. Instead, the private, proprietary standards of the major satellite corporations
dominate the markets. In practice this prevents the viewers from accessing a full range of
digital channels and services with one, compatible set-top-box-device. Open standards
and open access regulation are an important part of user-orientation urgently needed in
new media policy.

Pertti Niréinen is a researcher, doing his dissertation on digital television in Finland
from the perspective of television journalism. He has been active as coordinator for the
university network of communication sciences (http://www.uta.fi/viesverk/), taught
courses on audiovisual media and held various confidental posts as editor of the Finnish
journal for media research, chair of the Finnish Society for Cinema Studies and
webmaster of various web-pages. He has also worked as a journalist in print and radio
media.

Eivind Ste, Jo Helle-Valle, Digital TV and the moral economy of the household

The paper reflects on two interactive TV pilots that were tested with families in the
Telenor’s Future House. In using the services, the test families expressed ambiguities: it
seems that interactive TV draws time and attention away from the families’ mutual
interactions, and may seem a threat to the moral economy of the household — the
domestic values of intimacy and sociality, and the families’ allocation of temporal as well
as monetary resources.

Jo Helle-Valle is researcher at SIFO The National Institute for Consumer Research in
Norwary, where he specialises in consumer culture. He holds a PhD in social
anthropology and his interests include local politics, race and sexuality.

Eivind Stg is research director of SIFO, The National Institute for Consumer Research in
Norway. He has specialised in market and distribution research and also acts as
coordinator of the international network for sociology of consumption.

Tove Rasmussen,Television and Internet use in the home: patterns of use

Based on the research project at Aalborg University “Multimedia at Homes”, and
comparing the experiences with British studies of television use, the paper discusses
audience interest in digital and interactive television: 1) In terms of social or individual
use of television findings suggest that digital television tends to gather the family around
the main TV set in the living room whereas analogue terrestrial television has become
more individualized 2) The social uses of television in the home seem to undergo a
change in digital families which has consequences for the digital programs and services
preferred by the audience.

Tove Arendt Rasmussen is reseach fellow and Associate Professor at the University of
Aalborg, Denmark. She holds a Ph. D. in Media and communication.and her research
background is in media ethnography and cultural studies. Her thesis was about young



boys’ collective reception of action videos. Lately she has taken up the new formats of
reality television — both in terms of cross media consumption and in terms of hybrid
genres. She participates in the Aalborg university’s research project Multimedia at
Homes, where she works together with Pirkko Raudaskoski on possible methodological
convergence between media- and computer studies from a situated perspective.

Pirkko Raudaskoski, How can (digi)TV viewing be researched?

Mika

In media studies, reception is traditionally regarded either as a cognitive phenomenon to
be studied within the framework of cognitive science, or a cultural issue which can be
researched through interviews. Within the latter paradigm the interest is in how people
interpret television programmes in a larger cultural context. However, interactions at and
with TV can be researched as a sense-making activity that takes place through situated
sequential interpretation and that can exhibit cultural interpretations, as well.

Pirkko Raudaskoski is reseach fellow and Associate Professor at the University of
Aalborg, Denmark. Her academic background include studies in English (Ph.D, Oulu
University) and Aritifical Intelligence (University of Edinburgh, Scotland). Her interest
is in meaning making processes as social, public phenomena (including citizenship as a
social practice) and in how the material environment influences the way people
understand what is going in a specific situation.

Saastamoinen, Digital TV and consumers - a literature review

The paper surveys research relating to consumers and digital television, presenting a
selection of reports from the Nordic countries and the UK.

Mika Saastamoinen is Master of Social Sciences (sociology), Helsinki University 1999.
His doctoral project studies consumer representations and images in relation to new
technology, including digital TV. He is researcher at the National Consumer Research
Centre NCRC since 1999.
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Minna Tarkka, Why television resists
digitalisation? A user/producer point of view

“Everything is fine — the only problems we’ve met are in the receivers” — this statement
was made by a director of broadcasting recently, around the first anniversary of Finnish
digital television. The utterance is typical of digital television development in two ways.
Firstly, it addresses a technological problem as the only one to worry about, and soon to
be solved. Secondly, it uses a very telling metonymy which replaces the user with the
receiver (the machine). Our broadcaster is speaking of machines only, while knowing
very well that the real problem is with the users, the audiences, the consumers who are
still unwilling to buy into digital television.

Digital television: change the script!

In fact digital television does not exist yet — what we are witnessing is broadcasting
practices going digital, a mess of standards and platforms, contents and contexts. It is a
technology in the making, still a matter of controversy. Digital television has not yet
been sealed into a ‘black box’, which is when, according to Latour (1987) the neat
separation of content and context can be made and the technology seems to find its
‘natural’ place. Once the controversies are resolved, our broadcaster friend’s dictum
“Once the machine works, people will be convinced” will be proved wrong and
replaced by “The machine will work when all the relevant people are convinced”. This
reversal of common (engineering) sense stresses the point that technologies are
constructed rhetorically in a process of finding allies, convincing them and aligning
them into a network that holds, and in turn makes society durable (Latour 1987, 1991).

Turning an old medium to a digital, ‘interactive’ one seems to be even more difficult
than introducing completely new technologies. Television is not only an item of
technology, but also a cultural form (Williams 1974), a familiar object of the household,
deeply entwined with the social and material practices of everyday life. Instead of
projecting a completely new set of needs and wants (such as mobility and ubiquity in
gsm communications), the culturally rooted uses of television have to be reinvented or
replaced by new ones. This is why we speak of digitalisation.

Using the language of actor-network theory, the digitalisation of television is a process
of translation. The ‘script’ attached to television as we know it has to be changed — but
this involves more than the technical issues of switching from analogue to digital
signals and receivers, or of compressing channels into multiplexes which can be
browsed via the Electronic Programme Guide. Translation processes are not simple
transfers, but they are always transformations, betrayals of the original (Law 1997).
Like a film script, a technological script describes the whole environment — the roles of
the actors, the settings and the discourse they represent (Akrich 1995). In the case of
digital television, this implies that we should look at digitalisation not only from the
perspective of new ‘contents’ and ‘platforms’ — but instead situate the process in a wider
social and cultural context. Considerations of technology, market and regulatory
frameworks should be enriched by an understanding of the cultures of use and
production.
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So far, the efforts to translate television have been centered around the figure of
‘interactivity’ and the notion of a ‘value-added’ television, where digital technique
allows new interactive features and services added on top of the familiar medium. The
new interactive uses of television have in the last decade been envisioned to include, eg.

- a wider choice of programme content — by selecting channels through the EPG or
programs from video-on-demand services

- simultaneous ‘seamless’ transactions — electronic shopping or betting related to the
programme content

- value-added information services — either relating to the programme or more general
(citizen information services)

- cross-media — programmes spanning a combination of media channels such as tv,
internet, mobile

- poll-type interaction using the return path or telephony

- interactive programmes and games where the storyline and actions are modified by the
user in a dynamic or exploratory way

Very often the trials of interactivity on television have been quite cumbersome and
haven’t yet proved to produce the much awaited ‘killer applications’. The slowness of
the process of reinventing television is strikingly illustrated when one compares the
contemporary proposals with the new forms of television as listed by cultural studies
father figure Raymond Williams three decades ago. Cable television, combined with
computers could yield services such as:

(a) wired news, weather and traffic information services;

(b) shopping services, with the telephone system keyed in, so that goods can be seen and
ordered;

(c) educational programmes of all kinds;

(d) ‘demand’ information services from libraries and memory-banks;

(e) ‘demand’ television programmes, films, etc. ordered from a library catalogue;

(f) telefax or ‘homofax’ replication of newspapers, magazines and other printed material;
(g) medical consultancy services;

(h) public meetings, discussions, conferences and voting

(Williams 1974, 137)

There seems, then, to be something about television that is highly resistive to change. If
we look at the explosive development in information technology in the decades since
Williams’ listing (from a time when even portable TVs and VHS tapes were novelties),
it becomes clear that technology itself has not been the resistive factor. The ‘problem’
with digital television then clearly lies within the cultural forms — in the practices of
television’s use and production, and in the ways how they have or have not been
enrolled and represented in DTV development.
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Resistances in use and production

The most significant allies needed the process of television’s translation are probably
the users — as long as they are not convinced, digital television simply will not work.
However, in most countries, there is considerable resistance to the uptake of DTV. In
Finland, during the first year of digital terrestrial television, less than 40.000 set top
boxes had been sold. In Sweden, 17% of the population are on DTV after three years,
while 80% remain not interested (Severson 2002). Even in the UK, the leading nation
in digital television uptake, recent research on consumer attitudes showed that large
parts of the population are unable to get, unclear or confused, unconvinced about the
offering or unwilling to switch to digital television; the last group representing a quarter
of the population (Consumers’ Association 2001).

The phenomenon of resistance is not a new one in technological projects, on the
contrary. It actually seems to be a key, if usually not explicitly pronounced, aspect in
implementations of information systems. Phil Agre (1995) has reflected upon the
different strategies and user conceptions in countering resistance towards IT
implementations at the workplace. He singles out a technical conception, which more
or less sees the user still as a kind of system externality, figuring out ways to improve
system functionality and simplicity; and a managerial conception, which attempts at
persuading the users through rhetorical and educational campaigns. Both of these
discourses are present in DTV policy. A fine example is given by the digital television
campaign on the Finnish PSB YLE, where a humoristic trailer depicting ‘real-world’
situations of choice (what if you could affect your lottery result, or the routes of public
transport?) is followed by a didactic animation, where a faceless male shows his partner
— equally faceless female called Soile — how easy it is to install the set top box.

The reasons for resistance are familiar too: so far, the development of DTV has
proceeded in a technology and market driven manner, neglecting the user’s or
consumer’s point of view. The development is conducted at locations of strategic
planning such as the Finnish digi-tv forum or the European DVB group. The futures of
television are mostly extracted by consultancies, based on executive and expert views
(see, for example Pelkonen 2002).

When audiences are turned to, the tools of market research — such as surveys and focus
groups - are taken along. Through market research, models from neoclassical economics
and rational theory of choice still guide the questioning of consumers — and this is true
of digital television too. Typically the surveys apply a kind of SWOT model; consumer
hopes, fears and attitudes, together with their willingness to pay are surveyed in order to
extrapolate a time of technology saturation, when hardware pricing and availability of
choice have reached a level where the purchase is supposed to be rational enough. As
Daniel Miller (1995) has pointed out, a major problem with the research based on
economic models is that consumers are represented on the one hand as individuals
(rational market actors) and on the other hand as an abstracted ‘aggregate’ (the mass
constituted by a statistic of individuals). Besides obscuring from view the social,
cultural and material aspects of consumption, the tools have a performative power: they
actively participate in reproducing their premises — while quantitative results often
become translated as qualitative indicators (cf. Severson in this report).

Another problem with market research is that its tools are not accurate in finding out
about new technologies, of which the consumers have little or no actual experience
(Carey and Elton 1996, 47). Instead of existing markets or actual business opportunities,
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with digital television it is still a question of envisioning possible revenue models (ctf
Pelkonen 2002) — of forecasting demand for products and services which are yet to
come. Studies on forecasting techniques show that they mostly tend to overestimate
demand (Carey and Elton 1996), and exceeding reliance on them proved to have fatal
consequences in the 3G telecom crash. Even the establishment of standards, which is
supposedly premised on the ‘market’, is too much upstream in the design process for
any actual market requirements to be identified yet (Hawkins 1997) — which may have
drastic consequences for subsequent user access (see Nérdnen in this report).

The one thing that market research shows us is that user resistance towards switching on
to digital television is manifested as a passive resistance '— a refusal to purchase the set
top boxes required for signal reception. But resistance isn’t limited to the users alone, it
seems to find its counterpart in producer cultures, within the organisations of
broadcasting.

For example, the EBU digital strategy group foresees major organisational restructuring
in turning public service broadcasters from ‘mono-media’ to multimedia organisations
(EBU DSG 2002). The old media-oriented organisation is replaced by a functionally or
multimedia oriented one, and possibly combined with a production market structure
which renders in-house and external producers in ‘healthy’ competition. With
digitalisation, business process re-engineering has finally entered the broadcasting
corporations, which for a time seemed relatively untouched by the workplace turmoil
brought about by the IT ‘revolution’. The ways to ‘manage change’ in broadcasting are
various, but they often involve regroupings according to genre and audience segment,
with the aim of reaching generic cost-efficient production for multiple platforms. Thus
at YLE the organisation has recently been restructured into ‘centers of expertise’ based
on broad subject categories (eg. sports, culture, education, drama). The old model
actually had very similar departments, but the renaming and reorganisation signals a
shift towards ideas of ‘core competencies’ and ‘transferable skills’ — the familiar
trademarks of the new flexi-work of technoculture (cf. Robins & Webster 2000).

The change thus affects work practices, not only in terms of new digital tools and the
‘lifelong learning’ required in keeping up with their updates. The organization of work
changes from hierarchies of expertise to multi-tasking teamwork, a change which seems
a threat especially to the senior professionals in broadcasting (Teinild-Smid 2000).
Through increased outsourcing and subcontracting, a lot of the jobs are made redundant
too. From the television producer’s and programme maker’s point of view, then, there
is good reason for resistance: digitalisation clearly brings very concrete risks - even
unemployment.

The resistance in production cannot be belittled — how is a project to succeed, if even its
producers are skeptical? In order to become successful, technology projects need to be
loved by their creators (Latour 1996), while enthusiastic spokespersons are required to
spread the word and convince actors about the innovations (Pantzar 2000). But even the
spokespersons seem to be skeptical: upon leaving his post a former chair of the Finnish
Digi-tv operators’ forum compared digital television to an empty ketchup bottle:

' The resistance is not organised into movements, nor is it aggressively ‘luddite’ or anti-
technological. Within cultural studies, the notion of resistance has also been extended to
describe the creative, and sometimes subversive appropriations of mainstream culture. Cf.
Sotamaa in this report.
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“however much you squeeze it, no content will emerge”. The post-IT-boom skepticism
in Finland is deep; besides ketchup bottles, digital terrestrial TV is often compared to
the WAP failure.

The BBC, interestingly, answers the challenges of changing user and producer cultures
by a twofold strategy. The internal campaign “One BBC — Making it happen” launched
in 2002 announces the mission of “putting creativity and audiences at the heart of
everything we do” (One BBC 2002; Dyke 2002). Creativity, innovation and
collaboration are the strategy’s inward aspects, and their emphasis on audience insight
links them with the outward strategy, which is the BBC’s response to increased
competition over committed audiences (cf. Boyd in this report). Thus traditional ratings-
based audience research becomes supplemented by participatory audience development,
a process which has been used in cultural institutions such as museums in their outreach
projects. The BBC projects even include innovative ‘prosumerist’ programme schemes,
where UK citizens produce short documentaries of their everyday life (Videonation®) or
the young homeless are invited to act as sports journalists.

The BBC strategy is significant also in that it strongly introduces a culture of design to
act as intermediary to the user and producer cultures. Audience insight is gained by
introducing user-oriented design methods, such as co-design and contextual inquiry
(‘follow the viewers home’), which are brought to resonate with traditional programme-
making practices. Digital ‘content production’ projects usually tend to treat content and
technology as separate domains and thus neglect the importance of design — the
necessary process of translation where contents and platforms are woven together into
an interactive piece. Designers also profess to act as the users’ representatives in
product and programme development, ideally not only negotiating contents and
technologies, but also the styles and uses of the applications.

Content to context, interactivity to participation

Is television, then, gradually becoming a new media, a matter of designing interfaces
and interactivity — or is content still king, the ‘core product’ of broadcasting? The latter
view seems to please the EBU, whose strategy for entering the digital marketplace is
based on further developing the “three methods of accessing content” — channel flow,
multi-channel flow and on demand (EBU DSG 2001). Many surveys point that
increased program and channel choice are also the users’ main interest in DTV, but the
results also point to possible changes. It seems that more persuasion is needed to attract
the users’ desires; increased program choice and access methods are not sufficient.
According to the Consumers’ Association (2001), the DTV-resistant 25% would be
happy with the current five free-to-air channels still after the analogue switch-off. Even
if experience with pay-tv has clearly been inducive to DTV takeup, the CA criticizes
digital television policies for their reliance that the offerings of commercial channels
will be persuasive enough to go digital, and stresses the importance of public service
broadcasting in delivering attractive digital free-to-air services.’

It is also possible that the current visions of interactive services are not so persuasive
either - isn’t the user more or less represented as a ‘choice operator’ in them too? Even

2 http://www.bbc.co.uk/videonation/
* Also Born (2002) sees a crucial role for the PSBs in risk-taking and innovation, activities
which are often restricted in broadcasting companies driven by commercial imperatives.
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in the much awaited open standard for added services, MHP, the return path remains too
narrow for any richer interactivity or participation. Using Williams’ vocabulary from
the 70’s, when the activity is of a button-pressing kind, we should perhaps rather talk
about reactive than interactive use (Williams 1974, 139).

The ‘return path’ is a good example of how user representations invisibly migrate from
policies and research tools to implementations. Aided by the market notion of rational
agents of choice, the broadcasting model — ‘one to many’ — has been translated into
digital form and hardwired in the interactive technology itself. The user of digital
television is conflated with a one-dimensional notion of the consumer — and also of the
citizen, whose role in decision-making is reduced to the activity of voting.

But the notion of interactivity is not related to content and services only. As was
indicated above, interactivity can also refer to the process of development, implying a
set of procedures — research methods and design approaches that engage in close
observation of the users’ context. In the wide field of human-computer interaction
research, the conception of the user has proceeded from cognitive and usability factors
to cover contextual, situated and qualitative aspects of the user experience.
Ethnographic observation and communication studies produce insight on the ways users
interact with their material environment and with each other; joined with interaction
design methods, these insights guide design projects that are conceptualized, prototyped
and tested in a continuous dialogue with the users.

Research, development and design are thus a necessary element in all digital media
development — a multidisciplinary approach is needed in creating ‘scripts’ for platforms
and user cultures that co-evolve in constant change. Related to digital television
development, also the disciplines of media reseach and cultural studies - with their
qualitative understanding of media, identities and meaning - will contribute to a richer
conception of DTV wusers and consumers. Participatory design, with its roots in
Scandinavian workplace democracy, has been effective in creating motivated and
committed user and producter communities. The method is currently used in the
Swedish project Avatopia®, a hybrid of TV programme and 3D online environment
targeted for teenagers, with the aim of encouraging societal engagement through
collective storytelling.

Finally, user representation and participation should not be limited at the contents and
services only — also the development of platforms and standards (and yes, even
spectrum allocation) should be guided by a user-oriented approach in order to guarantee
universal access. Television is not an island, but just one ‘content provider’ in a
multimedia landscape, where several other sources of content and signal provision, and
a variety of reception contexts and platforms coexist. From the consumer perspective, it
would be ideal to develop this media environment to suit the shifting contexts and
situations of use. To achieve an ‘anytime, anywhere’ access to contents, across delivery
channels (terrestrial and aerial, wired and wireless) active developments in multi-
platform interoperability and open standards are necessary.

This already brings us to the politics and policies of regulation, issues that are seldom
brought to the knowledge of the audience at large. Direct citizen representation in
technology policy-making is scarce, but there are some promising initiatives. In order

* To be launched in 2003, see http://www.animationenshus.eksjo.se/Avatopia/
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to secure the public’s interest before the switch-over to digital television, the British
government established a Viewers’ Panel in 2000, with representation from various
local and minority communities and non-governmental organisations. The panel
assesses the evidence provided by industry, broadcasters and Government and performs
reality-checks at different stages of the digitalisation project (Viewers’ Panel 2001). The
Danish Board of Technology, directly connected to the Danish parliament, provides
another example. The board has successfully used the ‘consensus conference’ and other
collaborative forae for MPs and ‘ordinary people’ to raise conflicting agendas, produce
dialogue and reach agreement in technological decisions.” The model could well be
applied also in raising public interest and participation in digital television development.

The local broadband initiatives in Norway (cf. Boman in this report) and in the UK®
indicate that citizens are not passively waiting to be invited to panels. They are already
at work: taking over unused spectrum, building their own cross-media platforms and
producing content for them, while also testing out new technological solutions and even
influencing regulation. In many successful technologies, it has been the case of ‘user
revolutions’, of users taking over the networks at an unforeseen (and unforecasted)
speed, turning the network to suit their immediate needs and wants (Pantzar 1996,
Locke 2001).

Activist consumers, NGO’s, and user subcultures are thus very important groups to
learn from. Their approach to technology is usually based on quite practical needs and
desires, which tends to produce solutions that are culturally and socially motivated, but
not without technological innovativeness or market potential. The community
perspective may also yield a communicative conception of the user, which will certainly
enrich the still powerful technical and managerial conceptions, and the tendency to see
consumers as a mass consisting of individuals or households.

Conclusions — a cultural turn for DTV development

In conclusion it is obvious that a ‘cultural turn’ in digital television development is in
place. Instead of individuals (represented as rational market actors) or aggregated
masses (represented as figures in audience segments or market forecasts), richer
representations of the users should be devised from a qualitative understanding of the
users’ cultural context, the social practices and meanings involved in media
consumption. Accompanied by actual user participation in DTV design and policy
these representations would very possibly produce new, socially and culturally
innovative televisual practices and applications.

In the past year, the initial plans for switching off analogue television have been revised
and in most countries the schedule has been extended to between 2007 and 2010. This
new time span allows a thorough rethinking of the process of DTV development —
changing its direction to a consumer-directed one. As we have seen, there is a host of
good practices and methods for user involvement — and these should be brought to
guide the strategy towards the final switch-off.

3 http://www.tekno.dk/EPTA/members/danmark.php3
% See, for example, the London-based initiatives http://www.consume.net and
http://www.free2air.org
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Frank Boyd, BBC in search of audiences: public
service and the challenges of digitalisation

Television in search of its new role

Television is a medium in crisis. In the era of analogue, mass media broadcast when
there was extremely limited bandwidth network television was the dominant cultural
medium in Western society. The accelerating transition to ubiquitous, digital, interactive
(participatory) networks has diminished television’s importance and left it struggling to
attract audiences, having to redefine its role in a bewilderingly expanded field of
competitors for users’ attention.

There are profound and continuous changes in the way that people use media: how,
where and when they get access to information, what technologies they use and, most
significantly, why they use the services provided by media publishers, distributors and
‘platform’ providers. The changes are driven by four major factors: technology push,
creative pull, consumer demand and the flow of money.

Especially the young are consuming more media and less television. Recent surveys
also show, that TV is increasingly becoming an ambient media — people spend less and
less ‘quality time’ in front of the TV set and ‘potter about’ with the TV on. It is
important to understand the consumers’ daily use of media, across a variety of contexts
and platforms. The BBC also manages a public service portfolio of channels and
services which spans a multitude of technical platforms.

The challenges of digitalisation for PSB

There are manifold challenges for public service media providers in this radically
changed landscape. In the UK the BBC feels the need to justify the licence fee by
continuing to attract mass audiences for the main terrestrial television channels. This
has lead to accusations of ‘dumbing down’ in the press. While there is no real evidence
to support the assertion that the BBC has lowered its intellectual, artistic or moral
standards in pursuit of ratings, this is not a rational argument. Most people do not make
day by day comparison of schedules from the present and a posited ‘golde