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Chapter 2 – The Internet, Digital Media,

and Media Convergence

[p.44] “It used to be that we would sit down, log on, and go ‘on’ the Internet.  Now, the Internet goes with us, and knows, at every moment, where we are.”

Internet - a vast network of telephone and cable lines, wireless connections, and satellite systems designed to link and carry digital information worldwide…it was initially described as an information superhighway 

Nobody owns the Internet – each hub has similar status & power; no one has the authority to kick others off the playground. 

ARPAnet – 1960s Advanced Research Projects Agency of the U.S. Defense Department with a goal of national security.  The network used packet switching to break down messages into smaller pieces to more easily route them through multiple paths.  The end user’s computer reassembles the packets.

[p.47] Figure 2.1: Distributed Networks 

[image: image2.jpg]



1. Centralized

2. Decentralized

3. Distributed (2 advantages: multiple paths mean less clogging of traffic; less susceptible to technical failure or attack)

Refresher from Chapter 1 - three stages of media emergence:

1. Novelty/development – inventors & technicians try to solve a particular problem

2. Entrepreneurial – inventors & investors determine a practical and marketable use of a solution

3. Breakthrough to Mass Medium – business figures out how to market the solution

     to a consumer market

4. Convergence – older media are reconfigured in various forms on newer media
An essential innovation of the early Internet was e-mail, developed in 1971.  The first sign of Internet marketability also happened then with the introduction of microprocessors, or miniature circuits that process and store electronic signals.  Microprocessors enabled the first personal computers (PCs).

1. Four commercial potentials of early Internet:

· Service (ISPs)

· Web browsing

· E-mail

· Web directories/search engines
Mid 80s – fiber-optic cable became the standard for speedy data transmission; it consists of thin glass bundles of fiber capable of transmitting thousands of messages simultaneously via laser light.  Fiber-optics replaced older, bulkier copper wire.
· Internet History Highlights

· Hypertext – the data-linking feature of the World Wide Web

· HTML – <font size=“4” face=“Garamond”><b>HyperText Markup Language</b></font> - the language of the Internet

· Web browsers – software packages that help users navigate the Web

· Digital signals operate as pieces, or bits (BInary digiTS) of information representing two values such as yes/no, on/off, or 0/1.

1. Today the Internet is nearly a fully interactive medium known for user-created content (UGC) including:
2. Instant Messaging – users send/receive real-time messages; users fill out detailed profiles which provide advertisers with multiple ways to target them as they chat.  Text messaging via smartphone has surpassed IM in popularity.
3. Search Engines – an automated route to finding content by allowing users to enter keywords or queries to find web pages.

4. Social Media sites (Facebook, Twitter, LinkedIn, Google +, etc.) – allow users to create content, share ideas and interact with friends…SM networking is the most popular activity on the WWW.  It leverages users by selling contextual advertising.

5. Blogs – enable people to post their ideas to a website in the form of articles or posts in chronological order with reader comments; part of the information and opinion culture of the Internet because they give regular people a place to post their views.
6. Collaborative Projects – users build something together by using Wiki technology (Wiki means “quick” in Hawaiian); anyone can contribute or edit these sites like an online encyclopedia; not a good primary source for research but useful as an overview of an issue.

7. Content Communities – for sharing of UGC like photos & videos.

The Internet Today

A layered, connected database of information that software agents will sift through and automatically process for you, making life easier.  The hallmark of the WWW today is media convergence – the technological merging of content in different mass media (music, TV, radio, newspapers, movies co-exist).

Broadband Internet connections improved the multimedia capabilities of computers.

Smartphones are used for more than just voice calls (sending text messages, music, movies, Internet); the Blackberry was the first smartphone in 2002

Apple introduced the iPad, a tablet computer that functions like a larger iPod Touch in 2010 (magazines, newspapers, books, video, other visual applications)

[pp.54-5] The Internet and the Arab Spring
“Social media have also proven to be an effective tool for democracy, and for undermining repressive regimes that thrive on serving up propaganda and hiding their atrocities from view.  The flexible and decentralized nature of the Internet and social media is in large part what makes them such powerful tools for subverting control.”

· Our Changing Relationship with the Media

· the merging of content into one device (like a tablet or smartphone) blurs the distinctions of what used to be separate media

· Apple makes 5X more money selling iPhones, iPads and iPods as computers

· there are more than 12 billion Facebook users

· the small screens of smartphones are the preferred medium for linking to the WWW…but we don’t get the full, open Internet

· distributors of apps have become the new gatekeepers

Q: Who owns the Internet?

A: No one!

Governments may try to regulate (with mixed success).  In reality, service providers and their corporations have more control 

By the late 1990s four companies had emerged as leading forces: Yahoo!, Microsoft, AOL and Google.  Today the leaders are Google, Facebook, Amazon and Apple.

Advertising – traditional display ads gave way to paid sponsored links.  Click on a sponsored link and the advertiser pays the search engine for a click-through.

Many on-line ad opportunities require user to divulge personal information (name, age, gender, address, e-mail, shopping preferences) making Internet advertising the most targeted kind of advertising in the history of mass communication.

Data-mining – unethical gathering of data that results from participation in e-commerce, or the online buying and selling of products/services.

Cookies – information profiles that are automatically collected & transferred between computer servers whenever users access Web sites; they can be used to create marketing profiles of Web users to target them for advertising.

Spyware – information-gathering software secretly bundled with free downloads; used to send unwanted pop-up ads or to collect personal or account information

Phishing – identity theft scam involving phony e-mails from supposedly reputable places (banks, eBay, PayPal, etc.)

Open-source software – created by independent (non-corporate) developers to provide functionality at low or no charge
Digital divide – growing contrast between information “haves” and “have nots” (people who can afford computers & Internet vs. those who can’t); traditional media make the same information available to anyone who owns a TV, radio or newspaper but the Internet creates economic tiers and classes of service.  A second digital divide in the U.S. is the gap between users with slow dial-up access and high-speed Broadband connections (low-income households are less likely to have high-speed service).

African Americans are the most active users of mobile Internet devices so they are closing one aspect of the digital divide.

Net neutrality – the principle that every Web site and user has the right to the same Internet speed and access.  Major telephone & cable companies control 98% of broadband access in the U.S.  They want to eliminate net neutrality so they can provide faster connections and higher priority to clients willing to pay higher rates.  In 2010 the FCC adopted rules on net neutrality but a federal appeals court struck them down in January 2014.  A month later the FCC said it would try to craft new rules later in the year.

The biggest threat to the Internet’s democratic potential is increasing commercialization.  The growth of commercial  “channels” has far outpaced the emergence of viable nonprofit channels.  Fewer and fewer corporations have more and more control.
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