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Lesson 01
Cyberspace

Online journalism is journalism more or less pragtliéor the World Wide Web (unlike print, radio and
television journalism) .It exploits the unique cheteristics of the Internet. A network of networks,
joining many government, university and private poers together and providing an infrastructure for
the use of E-mail, bulletin boards, file archivegpertext documents, databases and other commahtio
resources The vast collection of computer netwevkgch form and act as a single huge network for
transport of data and messages across distancels edn be anywhere from the same office to anywhere
in the world.

First conceived by the Advanced Research Projegengy (ARPA) of the United States government in
1969.The ARPANet was a project funded primarilyUhys. military sources such as the Department of
Defense. Journalism is any non-fiction or documsntarrative that reports or analyzes facts andhtsve
firmly rooted in time (either topical or historigalhich are selected and arranged by reportersensyi
and editors to tell a story from a particular pahtview. Journalism has traditionally been pubd#idhn
print, presented on film, and broadcast on telemisand radio. "Online" includes many venues. Most
prominent is the World Wide Web

Distinguishing characteristics of online journalismas compared to traditional journalism

Online = real time

Online journalism can be published in real timedating breaking news and events as they happen.
Nothing new here -- we've had this ability witheiglaph, teletype, radio, and TV.

Online = shifted time

Online journalism also takes advantage of shifietkt Online publications can publish and archive
articles for viewing now or later, just as printyf, or broadcast publications can. WWW articles te
infinitely easier to access, of course.

Online = multimedia
Online journalism can include multimedia elemené&xt and graphics (Newspapers and books), plus
sound, music, motion video, and animation (Broadicadio, TV, film), 3D, etc.

Online = interactive

Online journalism is interactive. Hyperlinks regasthe primary mechanism for this interactivitytoe
Web, linking the various elements of a lengthy, ptem work, introducing multiple points of view, and
adding depth and detail. A work of online journadisan consist of a hyperlinked set of web pageseh
pages can themselves include hyperlinks to othdr sies. Traditional journalism guides the reader
through a linear narrative. The online journaletsireaders become participants, as they click iy
through a hyperlinked set of pages. Narrative mdomnand a strong editorial voice pull a reader
through a linear narrative. With interactivity, theline journalist can pre- determine, to a certaitent,

the reader/participant's progress through the mahtdsut manifold navigation pathways, branching
options, and hyperlinks encourage the reader/[jaafit to continue to explore various narrative lise
assembled by the reporter/writer/editor. A webrdéilinked pages is also an ideal mechanism to give
reader/participants access to a library of soumeuchents and background information that form the
foundation of an extensive journalistic investigati Readers/participants can respond instantly to
material presented by the online journalist; tleisponse can take several forms. Email to the report
editor resembles the traditional letter to editbipant publications, but email letters can be pshxd
much sooner online than in print. Online journalisan also take advantage of threaded discusgians t
let readers respond immediately to an article, tanithe comments of other readers, in a bulletirrdroa
style discussion that can be accessed at any Readers can become participants in the ongoing co-
creation of an editorial environment that evolvesnf the online journalist's original reporting ati
initial article. Blogs (short for "Web log", a Wddased journal) make this easy.
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Much of the journalism published on the Web andwlere online amounts to nothing more than
traditional magazine or newspaper articles andtdgeap perhaps with some added links to related web
sites. By providing an instant, ubiquitous, cheggbrithution medium, the Internet adds tremendouseva

to such articles. Journalists are still experinentand discovering how best to take advantage of
interactivity and hyper linking to create distingtiworks that take advantage of the benefits obtiime
medium

Characteristics of online journalism

Hypertextuality
A news story is connected to other stories, archigad resources and so on through hyperlinks

Interactivity

» Complexity of choice available

» Responsiveness to the user

» Facilitation of interpersonal communication

» Ease of adding information

e Multimediality
It has to do with the media format or formats timaty best convey given news story. Media are mefans o
disseminating knowledge.

Characteristics of the Internet

1. Anonymity

2. Interactivity

3. Beyond geography

4. Online community

5. Lower cost to participate in the public sphere

6. Lower threshold for self-expression of politicplinions

Potential of the Internet

1. Active, participatory citizenship

2. Not only consumption but production

3. Undermines the centralized control of informatio

4. Reflects the range of views and ideas

5. Improve the level of civic engagement among gaurgeneration

Limitations of the Internet

Inaccuracy: misrepresent and lie

Internet news audience is smaller than that ofttaditional media Entertainment rather than pdiitic
engagement

“Digital divide”: a class system based on (a) cotepwwnership, (b) Internet access, and (c) compute
literacy that corresponds with social economicusies

How digital journalism has changed the way we acceshe news?

The development of digital journalism has radicallyanged the way people access the news. The
introduction of the internet opened the way for tiheation of an entirely new medium of journalism a
online journalism. Online journalism presents useith the unprecedented ability to chose when, eher
and what news they will receive. The traditionalvaanedia of broadcast, print and radio all broaticas
publish or air their bulletins at the time they sbpin the order they chose and to the depth thegec
However, online journalism allows the user to asdes news at any time from any computer or pefsona
device with an internet connection. Once connedtezlser can select the stories they wish to aed

can easily access further information on the sifahey so desire.
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Interactivity of Online Journalism

These developments have given the user an unpraeeldamount of interactivity when accessing the
news. People have always interacted with the misolrgever, interactivity is far more flexible in oné
journalism (DeWold, 2001: 102). Users can sign apdn online newspaper and be regularly emailed
stories about their interests; online journalisnsoalives the user unprecedented possibilities in
responding to the story. After reading a story @iser can email the journalist to tell them whatythe
though of the article, join a chat group to disdiresarticle or post a comment on a feedback page.

Construction of Online Journalism
Studies into how users digest content on onlinen@lism sites show that users consume the stoay in
completely different way to users of traditionalijpalism media. In the early stages of online jalism
many sites where attached to news outlets who gipmsted their print story or the script of theicad
story onto the page. This proved to be ineffectisenriting for the online world is vastly differefitom
writing for the printed page (DeWolk, 2001: 90).tAar Martha Sammons pointed out in her Internet
Writer Book that people read off the computer seridnérty percent slower then they read off papdsoA
people do not read carefully online, rather thegnsclf they cannot quickly and easily find the
information they are after they promptly leave #ite (DeWolk, 2001: 90).To complement this, online
journalism developed its own style of story condfian. Presenting the story in chunks allows tresles
to quickly scan the story and single out the passaglevant to them (Ward, 2002: 148). Presenting
information in the form of bulleted lists, tablegaphs or other clear graphic elements allow thdeeto
get the information they want quickly (DeWolk, 20(82). The writing towards the end of the page
should not conclude the story but rather shouldpmirthe user to link onto other pages connectaleo
story.
In broadcast, print and radio the story is preskhtethe user in a linear fashion. The journalstides
how the story should be constructed and it is prteseto the audience in the manner chosen by the
journalist. The user would then hear, read or \ilesvstory from start to finish giving the user thgion
of either consuming it or not. To a certain extéme, journalist can try to guide the user througgh gtory
but ultimately the result rests with the user (ddh, 2004). The hyper textual nature of onlingfalism
allows the user to read the parts of the story thish to, link onto other pages within the sitegyphudio
grabs or view short video pieces. To encompass ttésjournalist must construct the story to be-non
linear, allowing the user to be able to easilydallthe story as they want to. Online journalisnhis
place "where television, radio, and the new median§ of the internet collide" (Hall, 2001: 6). This
Convergence within Journalism is likely to chamyerything journalists think they understand
about mass media (DeWolk, 2003: 85)

Immediacy of Online Journalism

Immediacy has always been a fundamental elemgntiofalism as the very nature of the new is thet it
new Broadcast and radio were traditionally the miwshediate form of journalism as, should a major
story break, they could interrupt their programmivith a bulletin. However, they are still constredhby
deadlines and cannot explore the story in too naegbth (Gunter, 2003: 48). Print journalism allows
story depth but often the story is not reported! timt morning after. Online journalism provideslpaps
the best arena for distributing news quickly (Deky@001: 51) as it presents the immediacy of braatc
and radio with the depth of print. However, thissharesented a problematic question for news
organizations that run both a traditional and anbutlet whether or not to break a story on théenerdite
before broadcasting or publishing it. "In the ormadh the news organization wants to take advarifige
the incredible speed of the internet and be thetoreak the story. On the other hand the orgéiniza
does not want to beat its own primary news veh#oid tell competitor what it has. The again, the
organization wants to use the web site as a pramddir its primary news product. But it does nohtva
to make it unnecessary for people to purchase g¢lepaper or to watch or listen to a broadcast lsecau
they saw the story on the Web already." (DeWoll32172-3)
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Lesson no 2
Advantages and disadvantages associateith advertising online

There are many advantages and disadvantages dsdowiith advertising online. The first aspect of
advantages is the World Wide Web opens up new carimation possibilities for personalized messages
to be delivered to targeted individuals (Davis 20008). By positioning an [advertisement] on a vitebs
which relates to the target markets specific ird&sreinterest and further speculation should occur.
Advertising online enables target marketing, messtajloring, information access, sales potential,
creativity, exposure and speed. Secondly, onlinerdiding has the capability to reach a global ende

at a fast rate. This enables extensive exposurésardimportant characteristic of online advengsiand

a major component of why online advertising is socgssful.

Thirdly, marketers undertaking new possibilitiesprform traditional marketing strategies in elesic
environments push higher chances to create synéagyl (1995, 47) mentioned that the Internet sffer
the best multimedia tools for presenting informatidhrough the World Wide Web, a hypermedia
environment. It is as further explained that idiglace where marketers can present their infoomatith
pictures, animation, sound and text. Indeed theepowf Internet has impact on the multitude of
advertising formats. This can be seen from the maugeweb tools such as banners, rich media, iaterti
and interactive broadband commercials as seeneowdibsites nowadays. These are the multiple forms
of online advertising tools used by advertisersrotfee time aiming towards developing exciting,
interactive, eye catching advertisements that caw @onsumers’ attention, at the same time incngasi
their brand or sales online. Strauss and Frost91992) states that the Net's big strength is direc
response advertising where direct response levertige Internet’'s unique opportunity for two way
communication with consumers. Placing advertisimghis environment will grants advertises unique
opportunity for in the element of interactivity. &@hnteractive capabilities of ‘cyberads’ offer key
advantages for vendors to establish and maintaioglies with customers (Janal 1995, 269).

The opportunities for creativity in online adveirig are limitless. I1AB (2005) on the other hand had
drafted out a very comprehensive set of 28 goodomesto use interactive advertising that places the
overview of interactive advertising advantagesthim list, it provides 28 points on a marketer’sembial
uses of the internet and corresponds with 28 whyseasure performance.

Disadvantages

Even though there are many advantages for compavities advertise online, there are also some
disadvantages involved. Disadvantages of advegtisimline include: measurement problems, audience
characteristics, websnarl, clutter, potential feception, costs, limited production quality, poeach and
lack of Intrusiveness.

Definition

Online advertising is advertising carried out ire thnline environment. For example, via Web Sites,
email, ads supported software, etc. Though thecleshihave changed, (for example web space and
advergaming as opposed to magazine and outdoortastivg) many of the basic principles remain the

same as traditional advertising - organizationlizing paid space to promote their businesses.

Online Advertising

Online advertising is an important element of aifiess online marketing operations. Online advegisi
is considered as non-personal information usuahgymsive in nature about a product or servicerby a
identified sponsor, hence all paid space on the aveb an e-mail (Strauss, El-Ansary and Frost,32Q0
367). Businesses clearly recognize that by advegtisnline they reach their target market in a fsd

an efficient way where they can interact with canets; this is clearly indicated by the fact that
advertising spending is up to 12.6% [1] during fivst part of 2005. In Australia alone, online
advertising expenditure rose by 64% in 2004 hiténgecord high of $388 million (The audit Bureau of
Circulations). Online advertising can be dividedointwo categories: legitimate and illegitimate.
Legitimate advertising can be found in the formadfvertising networks and opt-ine-mail advertising.
lllegitimate advertising is predominantly evidenti  spamming. Online  advertising  creates
innovative, comparatively low cost and highly tasgeopportunities for the online advertisers/maeket
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Types/Examples of Online Advertising

Spyware/Adware

Types of online advertising and the vehicles, whicks displayed within, grow daily as technology
expands to create more opportunities. Some of @@nntrusive and are usually labeled as spy ware o
aware. For example,  Pop-up advertisements are ragbitp drive traffic to the sponsor's website.
They usually occur when a new browser is opendtially, pop-ups were extremely effective due te th
surprise and novelty factor. However, constant andoying pop-ups have left viewers jaded and
resentful, and have increased sales for pop-ugkinlgprograms. Pop-under ads were developed
as a response to pop-ups perceived negativity. uRdpr work in a similar way to pop-ups, except
they appear behind the newly opened browser aagesonly visible after the viewer closes the page.

Web Banner

Web banners or banner ads are advertisements rihansbedded into web pages similar to the way
advertisers pay for space within a magazine. Welnéa are designed to drive traffic to a websitg an
account for 54% of total online advertising revefizjdNeb banners and pop-ups can be the usefu$ tool
for online advertisers; however new web browseosipe the web surfer with options to prevent pop-up
and turn off images from selected (or all) websitésside that, similar to the protection of compute
against the virus here come the anti-spyware oraatare softwares, such as SpywareBlaster and
Lavasoft Ad- Aware.

Web Portal/Portal Site

Web portal or portal site is another way of onlakvertising. Through web portal there are more cean
to exploit the entire user by putting up web baan&hus, the advertisers can target the user aplace

by choosing the relevant category provided in wetigb. For example, Yahoo! have provided users with
search engines, email, chat rooms, instant megsagals, etc., which are all free for registratiavith
web banners or interactive broadband commercidlidiecl. Using this strategy can attract more users t
visit their website and use their product, at thime time increase the number of advertisers toraske

Weblog/Blog

A more recent addition to the online advertisingemtoire is weblogs or blogs. The full economic &op
blogs will have on businesses at the current tirreérameasurable; it is obvious however that thelg ho
significant impact as they have had the power ttegete awareness, burnish brands, direct onlififictra
and alter the existing organic flow of traffic. Biiis has once given a chance to the spammersdigcad
link to their commercial website in others' blog#ich is called blog spam or link spam.

Interactive Broadband Commercial

Another type of online advertising that is risimggrominence is Interactive Broadband Commercials:
TV-like "video ad" units placed in the virtual matplace, a highly targeted way to reach consumers.
Examples of content include (but are not limited streaming video,  animation, online gaming,
and online music video content in a player envirennThese ads can be put out in live, archived,
and downloadable streaming content. There are kdsdof other examples and types of online
advertising tools and techniques; increasinglylitias restricted only by a marketer’s imagination

Capabilities of Online Advertising

Customization Features

“Customization is a website’s ability to presendiindualized content for each user (Mcgraw-hill 020
pl186). There are two different ways for a websiteustomize their site for users: personalizatiod a
tailoring. Personalization allows the user to cosie the personal preferences on the site. To leetab
give the specified preferences to the user each timy log on to the page, the website uses Log-in
registration and/or cookies ( Mcgraw-hill, 2004 8L Tailoring is used by the site to publish a weiq
version of the site to address the users spenticasts, habits and needs (Mcgraw-hill, 2004, p187
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Banner Advertisement -A graphical image, usually in the shape of a regls, used as an advertisement
on a Web site.

Pop Up - A type of advertisement that is automatically tigpd in a second smaller browser window
upon loading or unloading a normal web page. Papaalvertisements tend to cost advertisers more sinc
their visibility is higher but are often consideradnoying by web site visitors since they are abergd
obtrusive.

Advertising is rapidly becoming the backbone of ke#ing. Different firms opt to different mediums of
advertising in accordance with the nature of a pebdrloday, Internet Advertising has become onhef
most up-to-date and fastest medium of making prisdpepular. In 1990’s, Internet Advertising became
popular and the companies started building thelrsites. A website, ‘www.geocities.com’ gave birnth t
a new form of advertising, offering a layman a a®to post his/her own homepage. Geocities placed a
banner at the top and/or bottom of every pagewaat displayed off of their server. This way, Geesit
got free advertising each time somebody was seaiveaige from one of their member's sites (as @ sit
were hosted on Geocities hardware). This develogedhe banner ad, now a common form of Internet
advertising found throughout the WWW. Electronicilniganother major form of Internet Advertising. A
few companies began to amass collections of pelrgamail addresses with the intention of sellingsth
lists to companies wishing to mass market thoseesdds. This form of advertising, also known asrsp
mailing", is now predominantly used by adult siéesl other small companies with little ability teeube
other two forms of Internet advertising stated ahov

Advantages as an Advertising Medium

Interactivity

The Internet has the facility for individuals andjanizations to communicate directly with one apoth
regardless of distance or time. Interactivity i® @i the most prominent features of Internet adsiag.
Some people mention that the Internet advertisimapkes marketers to communicate actively with their
target customers, and to solve problems immediately

International Audience

The Internet is, by definition, the internationaéadium. Wherever Internet users are, even on a small
island in the Pacific Ocean, they can be onlineeahey hook up with the Internet. This is one ative
characteristic of the Internet as an advertisinglioma: the Internet can reach a worldwide audience
without asking advertisers to pay more.

Upscale Audience
The Internet reaches an audience long seen a<titrao advertisers. In terms of demographic
characteristics, they are higher-income, educates;ale, young and managerial people (Hyland, 1998)

Tracking

Advertisers can track how users interact with tH®iands and products, and get to know what is
interesting to their current and prospective custi@emFor example, a car manufacturer can track daow
user progresses through its site to determine wehetiore users are interested in the safety infoomair

the "extras" that come with a particular model.

Low Cost

For now, Internet advertising can be done relagiiexpensively. However, actual cost per thouszam
be high, compared with traditional media, so thmtdvertiser can get into Internet advertisingféaver
total dollars, yet actually spend more to reactheansumer.

Convenience
From the consumer’s perspective, Internet advaedgibias the advantage of convenience. Consumers can
browse, order, and receive products without leatioige.
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Blog -- (web LOG)

A blog is basically a journal that is availabletbe web. The activity of updating a blog is "blaggji and
someone who keeps a blog is a "blogger." Blogstypieally updated daily using software that allows
people with little or no technical background todage and maintain the blog. Postings on a blog are
almost always arranged in chronological order wh#tnmost recent additions featured most prominently

Portal

Usually used as a marketing term to describe a Sitelthat is or is intended to be the first placege
see when using the Web. Typically a "Portal si@$ b catalog of web sites, a search engine, or Both
Portal site may also offer email and other serticentice people to use that site as their maimtpf
entry" (hence "portal”) to the Web. Home page. @atly, the web page that your browser is set ® us
when it starts up. The more common meaning retethd main web page for a business, organization,
person or simply the main page out of a collectibweb pages

* Blog is short for weblog. A weblog is a journal fiewsletter) that is frequently updated and idéeh
for general public consumption. Blogs generallyresent the personality of the author or the Weh sit
May or may not be interactive.

* Blogging (action), Blogger (person)

» Wiki - website that allows the visitors themselve easily add, remove, and otherwise edit andgdha
available content, and typically without the need registration. This ease of interaction and opana
makes a wiki an effective tool for mass collabamtuthoring.

Internet as a tool for journalist

Help for journalists

There are specialist sites for different types eygarting, like business or environment, or for #jec
skills like copy editing/sub-editing. For informati on wider journalism and media issues, try the
International Federation of Journalists, includaghors' rights, gender issues, and trade uniotersat
the International Freedom of Expression Exchange Reporters Without Borders.

Reference tools

Wikipedia, the volunteer encyclopedia

Compilations of reference facilities abound on theb.Infoplease have a useful selection, including
almanacs for current information. One of the innmres of the web is the great co-operative
encyclopedia, Wikipedia, which now attracts 50m+s ha day. Written by volunteers, it spans over
700,000 articles in English, with smaller quansitia dozens of other languages. Individuals cahtkdi
contributions, but their changes are monitoreddants of other volunteers, so there are controls ove
what appears. A real plus is that entries can loateo in a matter of hours when something sigmifica
changes. Traditional encyclopedias have migratelth@rand can be useful for general knowledge
gueries, especially in fields where current evangsnot likely to outdate entries. Free offeringraitto be
smaller, or older, versions: Encyclopedia Britaanicffers only limited results unless you buy a
subscription. Other possibilities include the CotuenElectronic Encyclopedia, with over 50,000 exdyi
and Microsoft's Encarta, through the free passreffen MSN Search (their paid service covers some
60,000 articles). Yearbooks or almanacs may lacngls that have occurred since publication; it's
another area where the net can keep ahead. Theeomdision of the CIA World Fact book is updated
through the year. It offers a welter of facts aiglfes on the countries of the world, and is also
downloadable.

Experts:

ProfNet provides links to thousands of news andrinftion officers in the Americas, Europe and Adric
and offers a searchable database of 16,000+ expeottly in the US, UK and Canada, it appears)yThe
operate for email queries on weekdays from 9anijorl Greenwich Mean Time. Journalism Net has a
good round-up of sources for experts from variaumeries and different disciplines.
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Figures Statistics:

The UN is a central starting point. Go to the Stats division — as well as social indicators fbe t
member countries, there are links to figures faddy;, environment and much else. Go to the different
world bodies, like the World Bank or the Food angridulture Organization, for detail on specialist
areas. Via the home pages of the UN missions foh state, there are links to government information
for each country.

The UN's Info Nation is a really straightforwardesior creating charts of comparative data fromugeo

of countries. You can produce bar charts on angtfiiam crime to tourism. As a way of providing an
instant customized illustration, for articles orbjgets ranging from TV ownership to refugees,vittgth
trying. CALCULATIONS: For everyday computations,eus search engine like Google. MONEY: Plenty
of search engines and portals will convert foragrrencies, but watch when little-traded currenerese
last updated.

Words Dictionaries:

There seem to be shelves of dictionary sites. Biingthat Google provides word definitions, why et
going elsewhere? AskOxford.com, based on the Conafrd English Dictionary, was probably the
best

Style Guides:

There are no absolutes when it comes to writinggstyt is up to an organization to decide whabést

for its readers or listeners, in terms of gramrmsgelling, names, titles etc. But if no-one is laythown

the rules for you, consult a manual from an esthbll media concern. AP style is commonly used, not
only in the USA, but the AP Stylebook must be paid— likewise the Reuters guide. There are several
UK guides offered freely over the web (downloadablsome cases):

eThe BBC

eThe Times

eThe Economist

eThe Guardian

Quotations:

The net should be a good place to find quotatiotiey can be easily indexed, and it is possibleutoa
phrase or sentence into a search such as Goodjledt@out who said it. There are plenty of sites for
guotations, but they are none too comprehensivaesmweak on recent quotes.

Translators:

Machine translation is one of the boons of the Wétile it used to be good enough to give only trst g

of the original text, it is increasingly reliablevertheless, human intervention is still requit@@nsure
accuracy and make perfect sense. Typically, tlasstated passage can just about be understood, but
requires editing to be used in a news report BabodBe and Yahoo! offer a 'translate this page' link
alongside search results in foreign languages. éduas improved its facility by a huge throughpfit o
translated documents from the UN and elsewhereueatithg its own system. It has a 'language tools'
button on its search page, offering to translagdwben varieties of languages, either a text (wigimin
paste in) or a web page (write the URL). It progid® pairs of languages — a 'pair’ would be Engtigih
Chinese, or German to French.

Places Time:

Knowing the time in other countries can be impdridgou are trying to contact people, or check whe
events happen. Time Zone Converter starts autoatigtieith the time where you are, and you seleet th
place where you need the current time. An altevaatipproach from World Time Server lets you set a
time in one place, and then check the time someavbise.

Maps:

© Copyright Virtual University of Pakistan 9



Online Journalism — MCM 517 VU

To find a local map, writing the place hame andghiato a search engine may produce better rethats
using the leading map sites, which lack detailedecage for many countries. Google Earth, with
downloadable software, offers the ability to swadbgvn from space, looking at ever more detailed
satellite images, and then searching for stregt®sircodes on the results.
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Lesson 03
Diffusion of Innovation
Innovation:
An idea, practice, or object that is perceived @& by an individual or other unit of adoption (Roge
1995)

Diffusion: The process by which an innovation is communitdteough certain channels over time
among the members of a social system (Rogers, 1995)

Definition

In his comprehensive book Diffusion of Innovatidyerett Rogers defines diffusion as the process by
which an innovation is communicated through certdiannels over time among the members of a social
system. Rogers' definition contains four elemémds are present in the diffusion of innovationqarss.

The four main elements are:

(1) Innovation - an idea, practices, or objectd thgerceived as knew by an individual or otheit oh

adoption.

(2) Communication channels - the means by whiclsages get from one individual to another.

(3) Time - the three time factors are:

(a) Innovation-decision process (b) Relativeetiwith which an innovation is adopted by an indist
or group. (c) Innovation's rate of adoption.

(4) Social system - a set of interrelated unitg #ra engaged in joint problem solving to acconfphs
common goal.

Rogers’ Diffusion of Innovation
Stages of adoption:

Awareness -the individual is exposed to the innovation bukkcomplete information about it Interest -
the individual becomes interested in the new idehseeks additional information about it

Evaluation - individual mentally applies the innovation to lpigesent and anticipated future situation,
and then decides whether or not to try it

Trial - the individual makes full use of the innovation

Adoption - the individual decides to continue the full usehs innovation
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Awareness

Adoption

Factors affecting diffusion

« Innovation characteristics

Individual characteristics

» Social network characteristics

* Innovation characteristics

Innovation characteristics

» Observability
The degree to which the results of an innovati@wésible to potential adopters

* Relative Advantage
The degree to which the innovation is perceiveldgsuperior to current practice

Compatibility
The degree to which the innovation is perceivedbdoconsistent with socio-cultural values, previous
ideas, and/or perceived needs

* Trialability
The degree to which the innovation can be expegigion a limited basis

» Complexity

The degree to which an innovation is difficult ewr understand

Individual characteristics
* [nnovativeness
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Originally defined by Rogers: the degree to whichirdividual isrelatively earlier in adopting an
innovation than other members of bizcial system—

Modified & extended by Hirschman (1980):
Inherent / actualized novelty seeking
Creative consumer

* Reliance on others as source of information (Migg Dowling)
Social network characteristics

 Opinion leadership: number of nominations as @wof information
Other possible factors

* Lyytinen & Damsgaard (2001)
Social environment of diffusion of innovation
Marketing strategies employed

Institutional structures (e.g., government)

2.5% 13.5% 3% 34% 169
Innowestors  Early Eatly Late Laggardz
Adopters hlajority hajority

Diffusion research examines how ideas are spreamh@rgroups of people. Diffusion goes beyond the
two-step flow theory, centering on the conditiomattincrease or decrease the likelihood that an
innovation, a new idea, product or practice, wdldtopted by members of a given culture. In rstdp
diffusion, the opinion leader still exerts a laiguence on the behavior of individuals, calledpikrs,

but there are also other intermediaries betweennibdia and the audience's decision-making. One
intermediary is the change agent, someone who eages an opinion leader to adopt or reject an
innovation (Infante, Rancer, & Womack, 1997).

Innovations are not adopted by all individuals isogial system at the same time. Instead, thay tie
adopt in a time sequence, and can be classifiedaitibpter categories based upon how long it takes f
them to begin using the new idea. Practically kipgg it's very useful for a change agent to bes dbl
identify which category certain individuals belotng since the short-term goal of most change agents
to facilitate the adoption of an innovation. Adopt of a new idea is caused by human interaction
through interpersonal networks. If the initial ptir of an innovation discusses it with two memludra
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given social system, and these two become adopterspass the innovation along to two peers, and so
on, the resulting distribution follows a binomiajpansion.

Adopter Categorization

The criterion for adopter categorization is inndweness. This is defined as the degree to which an
individual is relatively early in adopting a neweal then other members of a social system.
Innovativeness is considered "relative” in thairadividual has either more or less of it than oshier a
social system.

Fig. 1 - Adopter categorization on the basis of inovativeness

Adopter distributions closely approach normalityThe above figure shows the normal frequency
distributions divided into five categories: innovedt, early adopters, early majority, late majoaiyd
laggards. Innovators are the first 2.5 percerd group to adopt a new idea. The next 13.5 petcent
adopt an innovation are labeled early adopterse Adxt 34 percent of the adopters are called tHg ea
majority. The 34 percent of the group to the rightthe mean are the late majority, and the last 16
percent are considered laggards.

Adopter Categories

Innovators are eager to try new ideas, to the peimtre their venturesome ness almost becomes an
obsession. Innovators’ interest in new ideas lgads out of a local circle of peers and into social
relationships more cosmopolite than normal. Uguéainovators have substantial financial resources
and the ability to understand and apply compleknaal knowledge. While others may consider the
innovator to be rash or daring, it is the hazardiskstaking that is of salient value this typeirdividual.

The innovator is also willing to accept the occaalsetback when new ideas prove unsuccessful.

Early adopters tend to be integrated into the Isoalal system more than innovators. The earlytais
are considered to be localities, versus the costiteponovators. People in the early adopter categ
seem to have the greatest degree of opinion ldagdars most social systems. They provide adviog an
information sought by other adopters about an iatiom. Change agents will seek out early adopters
help speed the diffusion process. The early adaptasually respected by his or her peers andahas
reputation for successful and discrete use of weas.

Members of the early majority category will adoptmnideas just before the average member of a social
system. They interact frequently with peers, atreot often found holding leadership positionss the

link between very early adopters and people latdmpt, early majority adopters play an importaart p

in the diffusion process. Their innovation-deaisittime is relatively longer than innovators andlyear
adopters, since they deliberate some time befamgpkaiely adopting a new idea. Seldom leading.yearl
majority adopters willingly follow in adopting inrations.

The late majority are a skeptical group, adoptiegv ideas just after the average member of a social
system. Their adoption may be borne out of ecooamicessity and in response to increasing social
pressure. They are cautious about innovationsasmdeluctant to adopt until most others in tiseicial
system do so first. An innovation must definiteiBve the weight of system norms behind it to corwin
the late majority. While they may be persuadedugltioe utility of an innovation, there must be sgjo
pressure from peers to adopt.

Laggards are traditionalists and the last to adoghnovation. Possessing almost no opinion lesiler
laggards are locality to the point of being isaddatempared to the other adopter categories. ahey
fixated on the past, and all decisions must be nratierms of previous generations. Individual lagts
mainly interact with other traditionalists. An owation finally adopted by a laggard may already be
rendered obsolete by more recent ideas alreadgdrby innovators. Laggards are likely to be suspii
not only of innovations, but of innovators and apaagents as well.
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Adopter categorization

Innovators (2.5%),
1. Innovators - venturesome, educated, multiple info sourcestgrepropensity to take risk
2. Less self-conscious / ‘the bleeding edge of teahmgdl
Early Adopters (13.5%),
1. early adopters -social leaders, popular, educated
2. Tend to be well-connected opinion makers
3. Some tend to look for new innovations - looking mew fashions
Early Majority (34%)),
Early majority - deliberate, many informal soaiahtacts
Adopt since something has been shown to work

Late Majority (34%),
late majority - skeptical, traditional, lower so@oonomic status

Laggards (16%)

Laggards - neighbors and friends are main infocasjrfear of debt

Don't like the new innovation - But they might kight!
Interactive media have grabbed the attention ofraanication researchers in the latter half of theak9
but the focus to date has been primarily on mediiemces and their use of these new forms. Thismpap
suggests four approaches that may help provideythesed underpinnings in a different area: thdystu
of journalists and the ways in which their rolesl §obs are changing. The approaches are gate-lggepin
theory; diffusion of innovation theory; sociologicperspectives, particularly those involving the
sociology of news work; and a somewhat eclectispertive that explores the idea of journalism as a
potential force of cohesion in an increasingly fmegited society.

Introduction

The explosion in interactive media forms has grdbthee attention of communication scholars in the
latter half of the 1990s. The number of studiesisgeoning, and new ones appear at a steadily
accelerating pace. The focus to date has beennisiroa the audience for computer-based media forms
particularly on the uses and effects of these nexdim Adding to our understanding of computer-
mediated communication have been explorations efyiing from the effects of computer and video
games on adolescents' self-perceptions [(Funk andhman, 1996)] to audience perceptions of
interactivity in e-mail sent to a network news sHMewhagen, Cordes and Levy, 1995)] to a whold hos
of forays into the constitution, implications anthies of online community (see, for example, [Jones
1995]; [Brennen and Primeaux, 1997]; [Weinrich, 7]99

The interest in online audiences may be especallyte because of the nature of these newer media
forms: by definition, interactive media blur th@ds between the receivers and senders of a mediated
message. The use of a medium such as the Intdmieiusly involves not only active participationtime
traditional audience roles of selecting and prdogssiedia messages, but active participation iatorg
them, as well. However, the traditional receiveesraot the only ones profoundly affected by thiarde.

The traditional senders of media messages -- theadists -- are faced not just with a new delivery
method but with what may be a fundamental shifthieir role in the communication process. How is
what we know as "traditional” journalism similar @0 different from online journalism? How does the
nature of the interactive medium affect what joliste.do?

This paper will suggest four foundations, restimgexisting theories and conceptual approaches, upon
which researchers might build in studying that diag journalistic role. Morris and Ogan [(1996)Mea
provided a valuable framework for exploration aof thternet as a mass medium, outlining the appdicat

of such theories as critical mass, social presandamedia richness. This paper seeks to providweikas
framework, but with a narrower focus: journalistgept up in challenges to their one-time franchibe o
creating and delivering mass-mediated messages.ddaeseptual paradigms eventually may evolve to
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help us study their role. But before we take tleapl we have much to learn by using familiar aids t
guide us along new paths.

Gate-keeping Theory

One of the most easily accessible theories is dhenplist as gate-keeper, a role that clearly seems
threatened by a medium in which users can put fivggers on virtually any bit of information that
interests them. "No other medium," one observer baggested, "has ever given individual people such
an engaged role in the movement of information @idion or such a proprietary interest in the mediu
itself" [(Katz, 1994,50)]. Though the term "gatecker" originated with sociologist Kurt Lewin, it wa
first applied directly to journalists by White, wistudied the choices made by a wire service edit@r
small Midwestern newspaper. "Mr. Gates,"” who dekka relatively limited number of stories for
publication and rejected the rest, saw to it tiiae "community shall hear as a fact only those asvent
which the newsman, as the representative of hisireyl believes to be true" [(White, 1950, 390)].
Subsequent studies have indicated that the jostisafielf-perception as the person who decides what
people need to know is deeply ingrained. Indeedhas been suggested that the identification and
dissemination of what is worth knowing is the jaalist's most basic and most vital task in a dentacra
society, in which information plays a central r@l@éanowitz, 1975)]. It would seem that the notafn
gate keeping goes right out the window with thernét. The 'Net, and its user-friendly World WidehV
graphical overlay, is the best example yet of atrpodern medium; it provides the opportunity for
creation of a highly personal pastiche, in whichiraportance, all meaning is relative to an induadi
perspective. Users can find anything they wantnenliThey don't need someone else to do the picking
and choosing. They don't need someone else toaledidt's important. They don't need someone else to
digest and package their information. They doréd®omeone else to interpret that informationtent.

Or do they?

Gate-keeping theory may provide a more valuablésldas study in this new media environment than it
first appears. "What happens when the gate keepes gway?" is not the only question to be asked. It
might not even be the best question. Although fedslished studies have specifically addressed gate-
keeping in the online environment, there is somdeance that journalists see that function as ewglvi
and adapting rather than disappearing. A studyibge® [(1997)] indicates people inside the newsroom
are modifying their definition of the gate keepeiiricorporate notions of both quality control aetse-
making. In particular, they see their role as dskdinterpreters of an unprecedented volume oflaviai
information as fundamental to their value -- evhairt survival -- in a new media environment. Her
findings are in line with the most recent survey Weaver and Wilhoit [(1996)], who found that
journalists continue to see their primary role iagerpreters, rather than mere gatherers and
disseminators, of information.

Those findings raise interesting follow-up questidor interactive media researchers to

pursue. Do the growing numbers of journalists nawkiwng online also value the interpretive role®df

how might they see themselves fulfilling it? Anatleoproach might be to examine whether the real or
perceived need for a gate-keeping or sense- makieg-- among both journalists and members of the
public -- increases or decreases as the amounfarmation expands and people are empowered to make
their own news judgments. Although the evidencstilslargely anecdotal, there is some indicatibatt
online user -- despite much-publicized exclamatiohslation at their new freedom from media control
over information -- may actually be looking for sensort of gate keeper. For instance, with the
Communication Decency Act thrown out as unconstifistl, one of the hottest topics for Internet asces
providers today is how to keep children from se&iegain content online. The perceived solutionfasp

has largely been a technological one: filteringwafe such as Cyber Sitter or Net Nanny to carty iou
effect, editorial decisions about what is apprdperiand what is not. It seems that people do stlhtw
someone or something to make -- or help them makgidgments about content.  Or consider
"knowbots," the little personalizable pieces oftaaie that will go rooting around like truffle-humg

pigs in the incomprehensible, and exponentiallyagxiing, vastness of the online universe to findewn
that matches users' identified interests. In aoldito help making judgments, people are searctong f
help in finding information. Indeed, they alsoym@ looking for help of a more human nature -nfro

in fact, the very journalists whose influence tloay, if they choose, escape online. Aside fronsdeach
engines, the most popular and widely used sitegshenWeb include many of those produced by
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employees of traditional media outlets, from CNNUBA Today to ESPN.People are even willing to pay
$49 a year for access to the online Wall Streetniuln other words, they are turning to theirdate
selectors, organizers and packagers of informationes whose brand identity they know and, att lesas
some extent, trust. Matt Drudge, the pseudonymaliseoscribe who boasts of having no editor, ala® h
no credibility. Michael Schudson began his redemvk, The Power of News [(1995)], by inviting
readers to imagine a world in which everyone i dbl deliver information directly to everyone else
through a computer, a world in which everyone carhis or her own journalist. He suggests that peopl
would quickly become desperate to figure out whsohrces were legitimate and would soon be begging
for help in sorting through the endless informatiBarthermore, he said, they would prefer to hénas t
help come from a source that was at least relgtisayvy about what all those other people werariglk
about, relatively nonpartisan and therefore reddgivtrustworthy. Journalism, in short, would pyett
quickly be reinvented.

The world Schudson describes is, of course, motessrthe world in which we live, one in which gver
politician, advertiser, hobbyist and lunatic iseatd communicate with us directly through our coteps!

So perhaps it is time to revisit gate-keeping tier this new environment. Though the role is
undoubtedly changing, it seems unlikely to loseralevance any time soon. Potential questions for
additional intellectual exploration might include:

* Who are the gate keepers online? What attriboteskills will online gate keepers need?

* How does the concept of news judgment, which dieke gate-keeping theory, change as the media
change? Does it become a matter of personal tastees it encompass a broader, more public-minded
component?

* If users do want gate keepers -- at least of seane at least some of the time — what sorts o€tions
might those gate keepers perform? Do users piiederole be performed by humans or by software? Are
the ideal functions different for each?

* The original need for gate-keeping journalists White's conception and the studies that follovwis
came about because of the limited space (or tiovehrbadcasters) available in traditional medialir@n
media such as the Internet have unlimited space.tBere other limits, such as the user's time and
patience, or the media organization's resources,cteate comparable constraints? If so, how cawn th
best be handled?

* How is the gate-keeping function influenced by tinteractive nature of this medium? For instance,
"push" technology lets users specify their intexemtd receive updates about them in an e- mailbox.
There is already concern that online journalistsV® decisions are being perhaps unduly influetged
user feedback [(Tucher, 1997)]. Will those influesccontinue to escalate? A re-examination of gate-
keeping theory, then, can generate questions thdiah plentiful and meaty. They offer opportwstio
connect some of the existing scholarly emphasisrdime users to studies whose focus lies within the
newsroom. The following two approaches also caneshght in the same vicinity.

Diffusion of Innovation

Diffusion of innovation, a theory applied most dittg to communication studies by Rogers [(19954 an
those who have built on his work, deals specificalith the spread of change through a social systiem
therefore is a natural for this field of study. Agamuch of the emphasis has been on diffusion @mon
members of the media audience, ranging from anoexipbn of readership characteristics of early
adopters [(Schweitzer, 1991)] to the degree to Wwiie Internet is being incorporated into consumers
information-gathering patterns [(Stempel and Hargral996)] to a examination of likely predictors of
personal computer adoption ([Lin, 1997], and eathierk). Studies within the newsroom also have been
undertaken; the adoption of such new technologesoanputer pagination, to offer an example from the
world of print journalism, has received considegaldttention (see, for instance, Russial, [1994];
Underwood, Giffard and Stamm, [1994]). Researclaso have begun to trace the use of computers
within the newsroom for a variety of informationtigaring tasks, from data analysis [(Friend, 19%d)]
searches of online records [(Davenport, Fico anth®ieck, 1996)]. Garrison, who did extensive, earli
work with the adoption of computer-assisted repgrtihas been at the forefront of efforts to trdoe t
increasing use of the Internet and other interaatiedia by journalists([Garrison, 1997a], [1997blg
has documented, among other things, a steadyrrigeeiuse of online information sources by reperter
and a strong perception that such sources canlbabla journalistic tools.
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Studies such as these provide solid data from mithé newsroom, involving changes in journalis¢& u
of and attitudes toward new communication technglagm which to continue building. More explicitly
theoretical approaches would enable researcherdraw connections with the diffusion of other
innovations, particularly within a fairly narrowtjefined social system such as that created by gdism
professionals. Studies

such as those cited above indicate that the use@®ptance of online media are spreading, butom# d
have a clear picture of just how that processkmtpplace. Specific aspects of diffusion theorigeaa
number of questions that have not yet been addtesBer example, innovations likely to gain a more
rapid acceptance are those perceived as havingharélative advantage, or as being better thandéee
they supersede, and as being highly compatible thighexisting values of potential adopters. What ar
the perceived advantages of online information e@aitover more traditional news-gathering methods?
How do such sources mesh with the value that jdisteacontinue to place on investigating government
claims -- or on avoiding stories with unverifiedntent, a media role deemed "extremely important" by
almost half the journalists in Weaver and Wilhoj{’$996)] latest study? The role of opinion leaders
individuals within a social system who provide imf@l information and advice about innovations to
others within the system, also raises intriguingsgions. Who are the people within the newsroommvho
others will follow? And what gives them the socséhtus that marks them as leaders in this area? Ar
they the same people seen as leaders in othes fatetewsroom life, or do different opinion leaders
emerge for technological innovations? For instatfoe investigative reporters who are already atdpe

of the newsroom food chain may now be winning @it stories based on online sources, stimulating
interest in other reporters seeking to advancele@ders may simply emerge as random individuals,
perhaps caught up in the diffusion of computer-dasedia outside the newsroom, become excited and
spread the word among their colleagues. Or maybeofiinion leaders are journalists at other media
outlets, such as the ones that serve as eitheroreigleal destinations for large numbers of working
professionals: "If it's good enough for The New Kdimes, it's good enough for me." What role, iffan
do reports carried in trade journals play? The @nswo such questions are not just of academiceisite
they have significant implications for managerss&gto encourage adoption of computer-based tools.
These are examples of diffusion-related questiorask in looking within the newsroom at journalists
use of interactive media to carry out traditionahdtions, primarily reporting. But journalists are
beginning to use interactive media not only to gatinformation but also to disseminate it. There ar
numerous questions to be raised relating to diffusif the idea of online media services as accéptab
places for journalists to work. Indications arettbaline journalists have not yet achieved pariifhw
their traditional peers. Some report being denigulakaccess to news events [(Quick, 1997)]. Pay and
benefits for a media outlet's online staff vary &lid but online staffers often are young and reédyi
inexperienced, and their compensation reflects skatus. How to treat them is a subject of ongoing
debate among union and management negotiators iy mawvsrooms [("On-Line: Guild Work, Guild
Jurisdiction,” 1996)]. In general, traditional joatists have seemed reluctant, in these early yéars
consider online counterparts as peers. Among thstiquns that spring from this situation are:

* How does acceptance of the idea of working inam-traditional environment diffuse within the
traditional newsroom? Again, who are the opinicadkrs, and what factors are significant in the gse@
Right now is an ideal time to launch studies irs thcause right now is when the process is ocgurrin

or not. Are online media going to become sepamatitias, as television became separate from pfnt?
will they become arms of existing media forms?

* Can the innovation-decision process for new amrent journalists considering a career in intexacti
media be identified? Rogers [(1995)] lists a sedésteps, starting with knowledge and ending with
implementation and confirmation. What do thesesstepk like for journalists faced with a new wrigkl
on their jobs and professional roles? What factoight affect where an individual is in this adoptio
sequence?

* Another key element of diffusion theory is the#of reinvention, or the degree to which an intiova

is modified as it is adopted and implemented. Vigloats of reinventions -- of roles, of content, afues,

of practices -- are taking place as journalistob@e involved in online delivery of information?

* Ultimately, Rogers suggests, the components waalin the diffusion process come down to an
evaluation of consequences: What will happen ilnaovation is adopted or rejected? Today's joustsli
are, consciously or not, weighing that questiorcamsidering whether to become involved in online
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media. A better understanding of the factors tloaingp that judgment may lead to a better undedsian
not just of tomorrow's media but of today's medmyvell.

Such questions only scratch the surface of pogsbilfor applying diffusion theory to the explacat of
how journalists and journalism are affected by retéve media. But even this brief overview raises
guestions that point to a third fruitful approaotstudying the changing newsroom environment, drgwi
on a different body of work.

Gate keeping Theory examines one of the most emglwdncepts in mass communication scholarship.
Simply put, gate keeping is the process by whiehtitlions of messages that are available in thddvo
get cut down and transformed into the hundredsesfsages that reach a given person on a given day.
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Lesson 04
World Wide Web has introduced journalists tonew writing forms

1. Know Your Audience

Write and edit with online readers' needs and kabitmind. Web usability studies show that reatensl

to skim over sites rather than read them intefthey also tend to be more proactive than printeeadr

TV viewers, hunting for information rather than giasly taking in what you present to them. Think
about your target audience. Because your readergedting their news online, chances are they ame m
interested in Internet-related stories than TV deswor newspaper readers, so it may make senad to p
greater emphasis on such stories. Also, youmsitentially has a global reach, so consider whegbar
want to make it understandable to local, natiomahi@rnational audience, and write and edit whtattin
mind.

2. Think First — And Think Different

Before you start reporting and writing a storynthabout what the best ways are to tell the swwhgther
through audio, video, clickable graphics, textkéinetc. — or some combination. Collaborate wittiau
video and interactive producers. Develop a planlanthat guide you throughout the news gatherimg) a
production process, rather than just reporting arysand then adding various elements later as an
afterthought. Also, look for stories that lend tismtves to the Web -- stories that you can telleddhtly
from or better than in any other medium.

3. Tailor Your News Gathering

Just as print and TV reporters interview differgritecause they are looking for different thingspagst
online journalists tailor their interviewing andfanmation gathering specifically to their needsinPr
reporters tend to look for information. TV reposdéook for emotion on camera, sound bites and pastu
to go with words. Online journalists must constanktliink in terms of different elements and how they
complement and supplement each other: Look for svtwdyo with images, audio and video to go with
words, data that will lend itself to interactivéc.e. Remember that photos look better online wheat sh
or cropped narrowly, and streaming video is easiavatch when backgrounds are plain and zooming
minimal. Tape interviews whenever possible in casaeone says that would make a powerful clip. Look
for personalities who could be interesting chatstgieAnd always keep an eye out for informatiort tha
can be conveyed more effectively using interadibas.

4. Write Lively And Tight

Writing for the Web should be a cross between lrasidand print -- tighter and punchier than pibot,
more literate and detailed than broadcast writivgite actively, not passively. Good broadcast wgti
uses primarily tight, simple declarative senterened sticks to one idea per sentence. It avoiddoting
clauses and passive writing of print. Every exprdsglea flows logically into the next. Using these
concepts in online writing makes the writing easteunderstand and better holds readers attergioe

for lively prose, leaning on strong verbs and shawpns. Inject your writing with a distinctive veito
help differentiate it from the multitude of contamt the web. Use humor. Try writing in a breezyestyr
with attitude. Conversational styles work particlylawell on the Web. Online audiences are more
accepting of unconventional writing styles. At th@me time, don't forget that the traditional rutds
writing apply online. Unfortunately, writing qualitis inconsistent throughout most online news sites
Stories suffer from passive verbs, run-on sentemesd metaphors and clichés. This is a resulastf
paced new gathering, short staffing and inexpeeérjournalists. This is also a big mistake. Resder
notice sloppy writing and they don’t forgive. Thiéystop reading a story and they won’t come baak fo
more. Unlike local newspaper readers, online resldave options.

5. Explain

Don't let yourself get caught up in the 24/7 wieevice mentality and think all that matters in tlyat
have the latest news as fast as possible. Reaatetg notice, or care who was first. People warkrtow
not just what happened, but why it matters. Andhait the information sources out there now, ine¢he
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it will be the sites that explain the news the libat succeed. Write and edit all your stories \wlitis in
mind.

6. Never Bury The Lead

You can't afford to bury the lead online becausgmif do, few readers will get to it. When writinglime,

it's essential to tell the reader quickly what shery is about and why they should keep readiray else
they won't. One solution is to use a "Model T"rgtatructure. In this model, a story's lead — the
horizontal line of the T -- summarizes the stord,adeally, tells why it matters. The lead doear'td to
give away the ending, just give someone a reasosai on. Then the rest of the story -- the vdrtina

of the T --can take the form of just about anyduite: the writer can tell the story narrativelypyide an
anecdote and then follow with the rest of the stiump from one to another, in a "stack of blocks'm;

or simply continue into an inverted pyramid. Thisables the writer to quickly telegraph the most
important information -- and a reason to keep mgeéi and yet still retain the freedom to write Htery

in the way he or she wants to.

7. Don't Pile On

Another story structure that has evolved onlinestigoby accident, is what | call The Pile-On. A
common problem with online writing occurs in breakinews stories. In an effort to seem as current as
possible, sites will often put the latest developtria a story at the top -- no matter how increraétiie
development. Then, they'll pile the next developim@nthe top, and the next -- creating an ugly mish
mash of a story that makes sense only to someoehak been following the story closely all day.
Unfortunately, the only people who are usually doso are the journalists. Few readers visit arsitee
than once a day. Remember this when updating starel always keep the most important news in the
lead.

8. Short But Sweet

Most stories online are too long for a Web audieraeel | imagine few readers finish them. Roy Peter
Clark has written a wonderful essay arguing that story can be told in 800 words -- a good guidelin
for online writing. But let that be a guideline,trerule. Readers will stick with longer storiedioa if
there is a compelling reason for a story to be liwag -- and if it continues to captivate theireation.
Making readers scroll to get to the rest of a siergenerally preferable to making them click. @ali
news users do scroll. If someone has clicked tagatpage, it's generally because they want i ttea
story, and thus chances are high that they wile Pbhynter eyetrack study showed that about 75 perce
of article text was read online -- far more tharpimt, where 20 to 25 percent of an article's igats
read, on average. Print readers have less vestagyimgiven story, because they haven!t done argythin
proactive to get the article.

9. Break It Up

Larger blocks of text make reading on screensaifff and you're more likely to lose readers. gsin
more subheads and bullets to separate text and fdgps. Writing should be snappy and fast to read.
Keep paragraphs and sentences short. Like thiy.reding sentences out loud to see if they'rddng.
You should be able to read an entire sentence utitbausing for a breath. It also helps to extract
information into charts, tables, bulleted lists amractive graphics. Even a simple box with ardeén

or summary can help break up text and convey irddion in an easy-to-read format.

10. Eliminate The Guesswork

People often don't know what they're going to geemthey click on stuff. And people are not goiag t
click on something unless they know what they'rgingeg When they click on something that's not \wort
it, they lose trust in you as a source and arelilesly to come back and click on things in theufiet. So
make sure you tell people what they are going tb §tudies show online news user’s preferred
straightforward headlines to funny or cut ones.eCheadlines didn't do as good a job of quickly
explaining what a story is about and thus discaenlagnline users from clicking through.

11. Do Not Fear The Link
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Don't be afraid to link. Many sites have a pararfe@r that if they include links to other sitesaders
will surf away and never return. Not true! Peopfefer to go to sites that do a good job of comgilin
click-worthy links -- witness Yahoo's success. #gple know they can trust your site, they will come
back for more. At the same time, journalists hawesponsibility to apply news judgment and edidori
standards to the links they choose. Avoid linkingsites with blatantly false information or offevesi
content. Select links that enhance the value ofstbey by helping readers get additional informatio
from the people behind the news. And of course 10 related stories on your site, past and ptesen
This is truly one of the advantages of the Web. liBking to other stories to provide context and
background, writers have more freedom to focushenrtews of the day without bogging stories down
with old information.

12. Take risks...but remember the basics

Online journalism is a new and evolving industrg ave are writing the rules as we go along. Chakeng
yourself and your colleagues to question the wingthare being done and to stretch the boundafies o
what can be done. There are no rules, only idesse Tisks. Try something different.

But don't forget the fundamentals of journalismctBastill have to be double- and triple-checkedtimg

still needs to be sharp, lively and to the poitdries should include context; and ethical prasticeist be
followed. Don't let the 24/7 speed trap and the mtaols distract you from these basics. With so many
alternative news sources now at everyone's finggettianks to the Web, it is now more important than
ever that we stick to the fundamentals of jourmalits produce news people can trust, because iaritie
that's what will keep people coming back for more.

Tips for Writing for the Web
Text Formatting

Short Paragraphs :>A 100-word paragraph looks pretty long on a Webepd_ong paragraphs send a
signal to the reader: This will require effort. Thater expected you to have a lot of spare timed&wn
and read awhile. Short paragraphs send a diffenessage: I'm easy! This won't take long at all'dRea
me!

Headings >The heading at the top of the page should makelatesy clear what the page contains or
concerns. The text under the heading must not tepeaheading information (see redundancy, below
right).

Subheadings >If the page text exceeds 300 words, subheadingshelp the reader scan the page
efficiently and happily.

Boldface >Depending on the content, words or phrases infcddcan help readers find what they want.
Combining boldface and subheadings could leadgoalinoise, so do not overdo it. Combining linkd an
boldface text in the same paragraph could haveahe unsightly result.

Lists > Numbered, bulleted or other indented lists hekprdlader make sense of the information on the
page. In many print contexts, lists would look ughd thus are not used. On Web pages, lists wollk we
in almost all contexts. Like paragraphs, lists @bpeore to the reader when they are short.

Text Content

Brevity > Write tight. Omit all unnecessary words.*

Sentence Structure > be straightforward. While amdering introductory clause may seem like a good
idea to you, the reader might stop reading -- leefthre gets to the heart of your sentence.

Active Verbs > It is easy to write with passive verbs (am, i, dras, have). Using active verbs makes
the writer work harder -- but the reader benefithe writer also benefits, because the reader stays
interested. Passive verbs bore readers. Boredreelzdwe.
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Say What You Mean >Try saying it out loud before you write it. We teto speak more directly than
we write. We get to the point more quickly, too,emhwe can see the listener's eyes glazing over.
Redundancy >Reading the same information twice wastes a p&rsiome

Links

What They Say >Link text should not break any of the rules gifentext (at left). A link must give the
reader a reasonable expectation of what she wilvhgen she clicks. Linked phrases such as "click'he
or "Web page" do not provide helpful information.

What They Do > A link that does not open something or take ther ts a new Web page seems to be a
broken link. When the link will take the user taddferent place on the same page, or open a media
player, give the user a cue.

How They Look > A long phrase (more than about five words) caméxel to read, or just ugly, when
underlined and/or in a highlight color. Links ttzae not underlined and do not appear in a diffecetdr
from the surrounding text are almost impossiblettierusers to see.

Introduction

Cyberspace belongs to readers, not writers. Thagtist who carefully crafts a story with a leadddie
and ending is at the mercy of World Wide Web usédre resemble TV couch potatoes with a mouse for
a remote control. With a world at their fingertipsaders can link to another Web site in an indtafire
they even access the story. That doesn't diféen forint readers who scan headlines. But newsestanm
the Web offer more diversions and problems. Withudtitude of links to others sites and technoldugtt
causes poor readability and slow download timeiirgetand keeping readers' attention is more difficu
online than in print.

How then should we write news for the Web?

Should we write inverted pyramid stories, with thest important information at the top of the story?
Should we write in narrative form like a fictiorosg with a plot that unfolds from beginning to end?
Should we organize stories in chunks for readeddi¢k on or in continuous screens they can scroll?

Or should we create new forms of storytelling foe Web?

This study will explore several forms of writinglome news. It features interviews with media leader
research from studies, models for news, and ressdor writing on the Web.

Nonlinear Form

Linear and nonlinear defined

The distinguishing characteristic of the World Widleb is hypertext, clickable links to other infortioa

on the same or other Web pages. Hypermedia adds,atisual and video. The result is nonlinear
information, a format that allows users to read awcdess information in any order they choose. In
contrast, linear information is presented in aosdéer from beginning to end like a straight linfereladers
want to understand the story, they must readthiénorder it is presented.

Useful links needed

George Landow, a Brown University professor andokohof hypermedia, says hyperlinks must be
useful, coherent and purposeful. "When usersyolioks and encounter materials that do not appear
possess a significant relation to the document fndnch the link pathway originated, they feel cosdd
and resentful,”" he writes in Hypermedia and Litg/&tudies.

Reader/writer relationship changing

Using these principles, an online news story besomere like a Sunday package with related sidebars
than a simple news story. Whether the story costhitks to other Web pages or links to topics withi
the same page, nonlinear structure changes therwritader relationship. The writer relinquishestoa

over the information to the reader. Sven Birkeatuthor of The Gutenberg Elegies: The Fate ofiiRga

in an Electronic Age, says hypertext "changes thiree system of power upon which the literary
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experience has been predicated.” Once a readealdesl to collaborate, participate or in any wagaaye

the text as an empowered player who has some dhg ioutcome of the game, the core assumptions of
reading are called into question,” Birkerts writéBhe imagination is liberated from the constraiafs
being guided at every step by the author." Buingjthe reader freedom of choice in paths to foltam
disrupt comprehension. Birkerts describes his egpee of reading a hypertext fiction story creaited
chunks and links to different sections as a comstaerruption: "The reading surface was fractured,
rendered collage-like by the appearance of stdegdiords and suddenly materialized menu boxes."

Shovel ware persists

Birkerts would have less trouble reading online sieites. The majority of them still feature the sam
linear stories that were published in print. Thegpurposing” of material from print to the Web is
called"shovelware." The term carries a negative notation. Elizabeth Osder, former content
development editor for the online New York Timeays readers of The New York Times want the
newspaper's content online. "l don't think therangthing wrong with a Web site that is straighs
ware.”A good site should be useful to people armkhserve its audience," Osder said at a jourmalis
educators’ conference.

Original content increasing

But original content developed for newspaper Weédsss increasing. A study, "Media | in Cyberspace,
by Steven Ross, an associate professor at Coludmbiersity, and Don Middleberg, chairman and CEO
of Middleberg + Associates, conducted in 1997, shgts20 percent of newspapers with Web sites tepor
that at least half of the content on their sitesriginal material designed for the Web comparedrtly 7
percent the previous year.

Medium is evolving

Andy Beers, executive producer of MSNBC news, saysie news sites will continue to develop more
content just for the Web. "I think if | were ggirio pick the biggest mistake we made, we spent too
much time trying to reinvent the newspaper onlilggers says. "What you are starting to see maieeis
evolution of the medium as a unique way of tellangtory. There is a unique way of allowing people t
control information.” Beers cites a recent etattas an example of how the Web empowered people to
get the information they wanted when they wante®étople could log into the Web site and search for
election results they wanted instead of waitingtf@ newspaper to print them

or listening to a broadcast until specific eleciomere mentioned. Beers says online stories must be
constructed in layers that offer readers diffederels of information. Some readers want briefsilavh
others want full stories, multimedia, or in-deptformation, he says.

Significance for journalists

"This new media has some really exciting and usedphbilities for people," Beers says. "What dbés t

all mean for journalists? I think that all of usrgaaround a lot of baggage based on a kind oflentent
that we decide what people need. | think the I going to break through that concept and foice

to examine what journalism is. "People feel muclpewered by the Web," he says. "We have to learn to
use those capabilities that can change the way dbeynformation. We're involving the audience and
allowing them to be in control. That's a very poikething.”

Interactivity

Interactivity is what sets the Web apart from preivs. Like hypertext, it is another way to empower
readers. Polls, quizzes, and feedback questiona e ways to involve readers. They have become an
integral part of online news writing. Searchabl¢éatiases are another form of interactivity ideallifesi

to Web stories. The combined online Web site ofRhgadelphia Inquirer and Philadelphia Daily News
provides readers with a database of more than QQy@9sicians and other health topics that they can
search. Other databases such as education packbmyeseaders to search for test scores and statist
information in their own school districts. Howanditt, associate managing editor for interactive s&t

the Chicago Tribune, says Web readers want infoomdlat is relative to them and they want to iater
with it. Witt referred to a package of homiciderges that allowed users to click on a map and @at
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how many homicides occurred in their neighborhooBst for Witt, the defining moment of writing on
the Web came not from his staff, but from readé/ben famed columnist Mike Royko died in 1997,
within a week 700 readers posted messages to exibreis grief. "This is where | understood the pow
of this medium for the first time," Witt says. e had died five years ago, some people might gimpl
have written a letter to the editor. This (onlinegsage board) allows us to let people grieve tegethd
share something like this. This is a pinnacle oawhteractivity means."

Writing Process

* Topics in this section

* Planning the story

* Gathering information

* Organizing information

* Writing the story

* Rewriting
Writing in nonlinear form requires a different way planning, organizing and crafting a story. Iryan
medium, a writing process involves planning, gatiggrorganizing, and writing and rewriting. But o
news requires some elements unique to writinglferweb.

Planning the story
In a major online media site such as CNN, planmirnglves a team of a writer, editor, and technataff
- including a multimedia specialist. Jeff Garraskecutive producer of CNN Interactive, says the
planning process begins by listing the stories @ocbvered on a laminated white board like an old-
fashioned blackboard. "It doesn't crash,” he quipEhen a writer and associate producer team up. Th
writer sifts through wires, CNN reports and videeds. The associate producer tracks down multimedia
elements and consults with a multimedia designai/e® editor then searches the Internet for appatgri
links. A writer for a small online news site or ev@ major online newspaper may have to considesetho
elements without such a support team. Some qusstioronsider for planning:
Does the background for the story lend itself nddito separate Web pages?
Should background or related elements be presastadimeline or visually instead of text?
Should multimedia elements, such as audio or videcompany the story?
Does the story lend itself to discussion questmmsther interactive elements that will involve dees?
What visual elements does the story need: mapsoghetc.?
Who needs to be involved early in the process: BtBtors, designers, multimedia specialists?

* Back to topics menu

» Gathering Information
Reporting for the Web involves gathering materia brief and in-depth presentation. Even if a site
doesn't feature audio and video now, it probablly iwithe future. Robin Palley, former Web editar f
the online Philadelphia Inquirer and Philadelph&l{pNews, says writing for the Web has to starthwi
reporting for the online site. Palley says prayorters should take tape recorders and compisies tb
a news event. They should tape interviews for sdiited and ask if a full text of a speech or a cetap
list of science fair winners is available in congruform to post on the Web, she says. Reporters al
need to gather information to update the storylan ghe next step. A follow-up story could be pdsba
the Web in an hour rather then waiting for the nexdadcast or print edition. Every news Web site
becomes more like the all-day television or onlimews sites of CNN Interactive and MSNBC.
Competition of online news sites and the need taclneent are forcing a return to the days when
newspapers were published all day long, Palley.sayhkink the time will come when we will need a
rewrite desk."

* Back to topics menu
* Organizing Information
* Nonlinear stories pose enormous organizationalehges.

Should they be written in chunks linked to otherb/dages?
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Should they be written in one long screen with gheaut links to internal topics?

Before writers craft the story, they should outlie online storytelling the word "outline" has bbee
replaced by a more palatable term: storyboardingd Ahis is a crucial step in online writing. A
storyboard is a diagram like an organizational thaach chunk of the story is a box on the chart,
including audio and visual elements. The storybdésadconcept borrowed from film or cartooning wher
each panel of the cartoon is a box in the diagr&wowsg the sequence. Related Web pages for
background and other elements are parts of thgtsiard.

Dividing the story into subtopics is another waetwision its parts, even if it will be

presented as one complete story. Leah Gentrypreaditdirector of the online Los Angeles Times,
describes the nonlinear storytelling process asmgnucting and reconstructing a story. She suggest
Deconstruct: Divide your story into component pgedeook for similarities and relationships betwéles
pieces. Group those that are similar. Reconstiieeén use a storyboard to diagram the relationships
between the groupings. It doesn't have to be faBewtry says. "Mostly | scribble on paper. It beesma
blueprint for your site." "Every story has a noi@lement, the part of the story that must be lifieshe
says. "For example, a man walks into a room astiés. The man must have walked into the room before
he can be hit with the bullet, so that sentendbaamicro story, a linear part that explains wihat $tory

is about. It could be a sentence or paragraph airol a nut graph or several paragraphs.” The macro
story is the rest of it -- contextual and relatefthimation -- in an order the reader can chooset@say

a story also works using a point of view strateytory could contain a cast of characters, andstbey
could be told several times filtered through thesegf each character.

Not all parts of the story have to be text, Gestrys. Images or multimedia elements can

also tell the story. But she warns against usirgprielogy for technology's sake. "It must further
storytelling." she says. "Anything that doesnjuist noise and it gets in

the way of information." A storyboard might lookdi this:

Writing the Story

Good writing still begets good reading. Style dddwe dictated by content. Usability studies sugtjes
inverted pyramid to facilitate scanners. But if ters are trying to entice reading, other styles tnings
explored. Experiments with writing on the Web inImany fiction sites, and fiction is not writtem i
inverted pyramid style. The Web offers a chanckdas eclectic in writing styles as it is in itsdeg
population. One size does not fit all! Here are adips that can be used for any style of onlindimgi
Write a discussion question first, whether you wik it or not. That will help you create your feand
insert a context that will relate to readers. Yau enove the discussion question to the end |atéite a
nut graph at the top of your story as a teasers Whili help you put your focus high in the storyhi§
graph can be used as a tool and removed lateddieisn't serve as a subhead.

Use short sentences. Avoid connecting sentencescaitjunctions.

Use short paragraphs.

Write topic subheads.

Use lists to help the reader scan the page.

Write in chunks of information that can be splitarogical subtopics and related nonlinear parts.
stories are presented on different Web pages, ¢@at chunk as a separate story like a sidebatatees
the context. Use the blocking technique when ptessidspecially in a basic news story. If a storg ha
three or more sources, try to structure the storgach source is in one block and does not habe to
used again. See next point. Avoid the journalisticvention of using last-name only on second refsze
When readers scroll different screens or click nother chunk on a separate Web page, the second
reference is confusing. Ignore journalistic tabobsvriting questions for leads or transitions. Thvegrk
well on the Web, especially at the end of chunKsy cliffhanger endings if the story will link tanother
screen.

Rewriting

The Web has unlimited space, but readers don't haoligited attention. Cut every extra word,
conjunction and unnecessary adjective. Count thmbeu of lines in each section of your story. A
computer screen generally contains 29 lines of.tyfse this as a guide to see where subheads neght b
placed. Scan the story. Does your eye focus otopigs or other points of entry? If not, createnthe
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Check your endings and transitions to new screlbnss the story lure readers to continue to another
screen or Web page?

Eye movement study

Before you decide how to write a story for the Wiebglps to understand how people read onlinegyTh
don't," says Jakob Nielsen, a consultant and forgwer Microsystems distinguished engineer. He has
conducted several studies about reading and writinthe Web. He says readers are scanners irhsearc
of information. A leader in Web usability researblielsen says reading on the Web is 25 percene mor
difficult because of screen resolution. That ddesean writing should be 25 percent shorter, hiesar

in a bimonthly column on the Sun Microsystems Wig. sit should be 50 percent shorter, he says. His
advice: Writing for the Web should be short, simpted written in inverted pyramid style. But major
news stories in the past two years indicate thiih@meading is increasing. After the death ah&ess
Diana and during the scandal involving Presidemt@h and Monica Lewinsky, a former White House
intern, Web usage in news sites soared. Whethes ssanned or read thoroughly is still unknown.t Bu
studies by Nielsen and other researchers provillabi insights.

Writing for the Web study

Nielsen conducted three studies from 1994 to 198 iellow researcher John Morkes"Our studies
suggest that current Web writing often does nopsupusers in achievintpeir main goal: to find useful
information as quickly as possible,” they wrotéWVé' have come to realize that content is king in the
user's mind," they concluded. "When a page comesusgrs focus their attention on the center of the
window where they reathe body text before they bother looking over heddes or other navigational
elements.”

In their study, "How to write for the Web," condadtin 1997, they tested four models of writing.
Promotional writing using adjectives and "marketdeand on many commercial sites concise texhwit
half the word count of the promotional model swle layout, using bullets objective language,
eliminating adjectives.The concise text was the tnpagpular, followed by the scannable model with
bullets and then the objective language model. eNafnthe test subjects chose the promotional vgritin
model, which impaired credibility. Based on thiadst, Nielsen and Morkes suggest these techniques fo
writing scannable text on the Web:

Highlighted keywords

Meaningful subheads (not clever ones)

Bulleted lists (They help scanners move througbrmétion.)

One idea per paragraph

Inverted pyramid style

Half the word count (or less) than conventionakwvg.

The last study was one of the first to test diffiéreriting styles, and its results are significarBut it
must be viewed with caution for online news writinghe 41 users in the study were tested for tese

of searching for information, recall, and subjeetisatisfaction, not for reading news. The test only
involved different versions of a story about traa#ractions in Nebraska. And, as the researaiaes
content is still a major factor in readability. ®tmews writing styles can be as effective, asRuagnter
report will show.

Formula to Measure Readability

Another study by User Interface Engineering, a Makasetts consulting firm, tested nine Web siteafo
variety of design factors influencing ease of us@s part of the study, Jared M. Spool and other
researchers used formulas that calculate readalsilich as the Gunning Fog Index. This tool messur
readability based on the average number of wosddgeaces and syllables.

The researchers found that Web users find infoonabetter in online text that contains fewer
conjunctions and lacks standard grammatical strestu The study presumed that users were skimming
text in search of information, not reading it thagbly. They found that writing for the Web may uag
shorter sentences with simpler words.

Embedded links surrounded by text were anotherrégiieto readability. The researchers found that
links contained within a sentence make it harderdaders to find information. Readers who skindte
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to look for links. If links are buried inside texhey slow the readers' progress and are moriewifto
understand, the study says.

Clicking vs. scrolling

In early studies conducted by researchers Jakadketiend John Morkes, the majority of users preterr
to click rather than scroll below one screen toigitrmation. In their 1997 study on writing forethWeb,
they found that readers are becoming more recetigerolling past one screen if the content irsisre
them. My own studies with journalism students foe {past two years revealed similar findings. Five
unscientific surveys showed that in 1997 more sitgdeanted to click through screens than scrolthén
most recent survey conducted in 1999, students eweely divided among the clickers or scrollersalin
the experiments, almost all the students said #ueyined when they read text on the Web instead of
reading stories thoroughly. Their comments wereemevealing. Those who favored chunks of text with
links to click to the next part:

"l seem to lose my place when | scroll."

"Clicking is a more active thing. It seems morgaged."

"Scrolling tires your eyes because you have togigntion to the moving lines in order not to sctob
far." Those who favored scrolling:

"I hate waiting for the next page to load."

"I'm a scroller because | like to have everythimgome page, and it is easy to move up and downtivth
scroll. Ilike to click when the subject is diféet."

"In case | need to reread a little above, it'$ stilthe screen. | can take it at my own speed iteasier

to keep my place."

If there is any conclusion for writers on the Wilis that if the content is worth reading,

Web users will click or scroll to get it. But theajority will scan it and print it out if they wathiorough
readability.

Eye Movement Study

In the early 1990s, The Poynter Institute for Me8iadies conducted scientific tests by using eye-
tracking equipment to see how people read newspapdie study, Eyes on the News, by Mario Garcia
and Pegie Stark Adam, also concluded that mosersae scanners. Although it was primarily aimed a
testing the impact of color and graphics in newspaphe study found that only 25 percent of thepjee
tested began reading the text and about 12 peaotmally read stories thoroughly. These findings f
print readers are even more significant for ontgeders.

Garcia, author of Redesigning Print for the Webw moncentrates on consulting for online news sites.
The Web is obviously ideal for scanners, he saise average time spent reading on the Web is seven
minutes compared to 20 minutes for newspapers.

"People who use it are highly educated,” he saydhey want a lot of information. All the evidence
from focus groups shows that word links tend tomme effective than icons in making people click.
Good writing is crucial. We need headlines thaicenyou to click. We are going to need the bestdv
people in the world. The art of writing is back."

Teaser Study

* Topics in this section

» Teaser study overall results

* Summary vs. broadcast-style

* Repetition of headlines, subheads and leads

* Comparing print and online reading patterns

* Conclusion
Headlines and summaries that introduce Web stareghe first step in enticing readers. But summary
teasers often tell so much about the story, theg tlie reader little reason to click into it. thk reader
does click, repetition awaits because most subheadfie main page merely duplicate the lead in the
story. If most Web readers are scanners and weampeting for their average of seven minutes of
online reading time, should we ask readers to thadsame information two or three times? Or is the
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repetition of summaries and leads helpful to Weddees so they know they have accessed the right
story?

Teaser study

An unscientific study of the affect of writing st for Web headlines, subhead and leads on reygabil
revealed conflicting results. Although the majpaf respondents in the study said it bored theme&al
leads that had been repeated in headlines and agytthe repetition did not affect whether or atyt
would read the story. Nor did the style. conteaswhe major determinant. The study of 52 jourrralis
students, ranging in age from 20 to 50, tested fagtors: Summary versus broadcast-style teaser
subheads: Which were more effective in enticingrsigo click into a story? Students chose brostdca
style "stay-tuned" teasers over inverted pyrastichmary subheads in four out of five examples, but
they said they preferred summary style when scgntfie Web. Their comments: "Content would be a
major factor. If I'm interested in the story, ibwdn't matter if it were a summary or a teaser."

"l like summaries better. There's less chancenisreading the facts. It also cuts to the

Chase. | pay for online time. Cut to the chaskdon't be coy."

"| like teasers because they entice you. It makesvant to read on. But when | don't

have time to read the whole article, | like summs.t

Impact of repetitious headlines and subheads atabéiity of leads:

53 percent said repetition made no difference wdretiey would read the story.

18 percent said repetition helped their compreloensi

29 percent said repetition bored them.

Many students commented that they wanted headiindssubheads to be brief — not several paragraphs
that would be repeated in the story. However, 46qe said they often skip reading the lead inranli
stories if the subhead repeats it, and 29 percaidt they sometimes skip reading the lead if it is
repetitious. The percentages were similar for skimgnor skipping repetitious leads in print. Their
comments:

"l like, or don't mind, a repetitious headlineshlsead and lead if not too much of the

story is given before you reach ‘click here' foll &tory. If three paragraphs are given, theret g
annoyed because I'm into the story; one paragsy@Ki. "It helps to hammer home the point of the
story. And since | don't read stories on the Whdrdughly, it helps me get as much information as
quickly as possible.” "I hate repetition. It'svaste of my time."

Comparison of print and online reading patternsd sers read print stories that interested thememo
thoroughly than online news stories. Almost al tespondents show similar patterns for print ariche
news reading.

Always read print news stories of interest thordygh21 percent compared to 11 percent onlinee®ft
read print news of interest thoroughly -- 62 pet@ampared to 60 percent online. Most of theseesitsd
who answered often for print responded the samerfline.

Sometimes -- 12 percent for print news storiesp@sent for online. Age made no difference in regdi
patterns. Undergraduate students in their 20stidame patterns for print and online as did grtedu
students in their 30s, 40s and 50s.

Conclusion

Content is the main factor in enticing readerslickc Shorter subheads work better than detailegson
with several paragraphs. Subheads that don't repeaeads are preferable because readers will skip
repetitious leads. This unscientific survey shoutdly be viewed as a starting point to consider Wwhiet
summary or teaser subheads and repetition shouldgséd A more thorough scientific study would be
needed to derive definitive conclusions. Story Fofim

Topics in this section
e Overview: Coast to coast innovation
* A new generation of Web users
e Scanners' models
e Screen-size chunk model
e« Overview
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Eric Eaton is a designer for the Wired News sitetry to make sure everything is pure information,"
Eaton says. "l would like people to get everythirggn the top-level headlines. There's always nfiore
people who want the rest." Add Eaton to proponehtie inverted pyramid form.

Two desks away Taylor is experimenting with higbitevays of producing stories with graphics and
motion. "Everything we know about online is diet from print," he says.

This 20-something Web designer represents a neergegon. He even shortened his name to a one-word
click. He prefers Web stories in small chunks i@pdpically charged information that he can choosan
order he pleases. He can click from one Web pagmother without losing a mental nanosecond of
comprehension.

"You grew up in a world of three channels on TVé' tells this 50-something writer. "I grew up in a
world of 80 channels." He also grew up with vidgones, so multitasking - - switching from one task
another -- is just an extension of his childhootlsk Add Taylor to proponents of nonlinear churdés
writing.

In the middle of the country, John Caserta, Chicagbune's online Web designer, works on innovative
storytelling packages. Some tell a story with @eso of short text and photos. Others, like a sarie
classical music, depend on multimedia.

"Design is communication of information in a cleeay," Caserta says. "Text is not always the best w
to communicate it. | think the traditional stofyosild be questioned."Add Caserta to proponentsof n
writing models for the Web.

And on the East Coast, a team of designers, preyibgrs, writers and editors for The Philadelphia
Inquirer Web site labored over a 29-part narrageeial about the battle of Mogadishu. The series
features multimedia and compelling writing like@el with chapter endings in cliffhangers.

A new generation of Web users

From coast to coast, online news sites are expatintewith new ways of storytelling on the Web. dAn
around the globe, the next generation of Web raaaied writers is already rocketing through cyberspa
to create inventive ways of conveying information.

A million dollar-grant by the Advanced Network & S&es in a "Think Quest" program for high school
students throughout the world reveals their abildycreate Web packages that would humble most
American online newspaper writers and designersndst Web readers are only scanners now, the
generation that is growing up with the Web couldlwecome serious readers. To limit our vision of
writing forms for a current generation of scannisrshort-sighted. So which form is best? All oéth
above: the inverted pyramid for some hard newsestpserial narrative for others, screen-size chunk
with links to different Web pages if stories hawgital breaks and scrolling stories for those tlestd a
more linear presentation for comprehension. Défféforms for different functions.

Howard Witt, associate managing editor for intév@c news at the Chicago Tribune, says these
innovative storytelling forms for the Web take & &b time to produce. He says they work best on Web
specials that have "shelf life" but aren't pradtfcs daily news. But the models discussed here lman
adapted for daily news stories on the Web witkelithore than a few copyediting adjustments and some
nonlinear thinking. Other models to be discussédbdfecus mostly on the writing styles rather thme
interactive features and technical design.

Scanners' Models

A study of 50 metropolitan daily online newspapengeals that the majority present text in longpstiof
black rolls resembling toilet paper. No subheabl®. bullets. The lessons learned in print desigveh
been ignored online. In many online newspapeestéit spans the entire width of the screen, crgati
torturous task for eye movement. A few, howevefgromodels that adhere to readability for scanasrs
well as thorough readers without requiring majqusiinents in writing or design.

Star Tribune online model: This Minneapolis onlsie uses topic subheads on most stories, unlegs th
are very short, and bullets when appropriate fer gtory. The online newspaper also places links to
related items in a column on the side of the stirthe top of the page and again near the end ngaki
nonlinear navigation easy for readers without

Interrupting the flow of the story.
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American Journalism Review: Eric Meyer, a Universitf lllinois journalism professor and online
consultant for his company, Newslink, has create@wzen simpler model for scanners in the American
Journalism Review site he developed. He highligihsfirst few words in a paragraph in boldfaceetyp
periodically throughout the story to serve the sgugose as topic subheads.

CNN model: CNN uses topic subheads on almostalfiest but also frequently uses another technique fo
nonlinear readers: links at the top of the stoat ttonnect to the subheads on the same page. Reate
scan information within the story or read in linéam without clicking on the topics.

MSNBC model: This online site offers its lead imger type to serve the same purpose as a summary
subhead. Then the reader can click to read theofdke story on the same page or click on thkslin
placed under the summary to related stories armlress. This site also regularly uses topic sutihea
throughout the story. No attempt was made toiteste model is better than another. All of theserfs
follow readability guidelines supported by studibat show subheads and bullets help scanners move
through copy. And all will enhance readability ekt regardless of inverted pyramid or narrativetingi
style.

Screen-size chunk models
Writing in screen-size chunks may facilitate scasndut most of the sites using this technique are
relying more on design than suitability of contémtthis form. When media critic Jon Katz wrote an
online column for Hotwired, it was presented ineser-size chunks. But the columns were still linear
reading experiences. You couldn't skip to screemd still understand the column. The chunks often
ended at no relevant break in content. The desigh,a watermark on each screen to tell readeiistwh
one they are reading, is an innovative design,itbist not a new form of writing. However, Hotwired
editors say Katz's column was so popular that msadeuld click or scroll to follow his diatribes a@igst
the media. Katz has since become a columnist ferAreedom Forum, but his Hotwired columns are still
online. For screen-size chunks to offer readeaicels of nonlinear parts of the story, the pieageho
have coherent breaks. Few daily news stories thathselves to this treatment.  Since research is
showing that readers will scroll content that iests them, chunk writing is often design for de'sign
sake.
Related sites in this section
These links will open in a separate window whiles gite remains on your screen so you can retuin to
at will.

» Star Tribune

* American Journalism Review

* CNN

* MSNBC

e Think Quest $1 million contest winners

» Jon Katz's Hotwired columns

» Conclusion

Online newspapers are much maligned by media gritteit many of them are producing excellent
packages for the Web. However, on a daily badis livhited online staffs, Web newspapers are merely
duplicating their print news stories with little gaed to online readability. By employing minor
adjustments suggested in usability studies citafligireport, online news sites could make the tesie
readable for users, who are still primarily scasraar the Web.

The major recommendations from this study are:

Provide interesting, useful content.

Keep online news stories short.

Use subheads to break up type.

Keep subheads on main pages short and informatigetice readers.

Use bulleted lists when applicable to the story.

Avoid embedded links in stories.

Use teaser or summary headlines that don't repedead, especially when the news story features an
anecdotal lead. Use nonlinear formats when thewamgeéthe story. For a long, scrollable story, oers
internal links targeted to topics on the same pdf¢he story has logical breaks that might bespreed
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as a short series or sidebars, consider screercisiméks. Explore new writing styles such as thréake
narrative. Train reporters to gather full text askd, audio and searchable databases for onlimesto
Multimedia will soon become a regular feature ofirm all news sites. Consider alternative forris o
presenting information such as question-answerdbontimelines for background. Confine text toléab
of 350 to 450 pixels for ease of eye movement atstef spanning the entire screen. Add interactive
elements -- feedback questions, quizzes, calcglaiod search capabilities -- that let readers dignaw a
budget story will affect them.

» Experiment.

* Resources

Nonlinear form

Birkerts, Sven, The Gutenberg Elegies: The Fateezding in an Electronic Age, New York: Ballantine
Books, copyright 1994 by Sven Birkerts, pp.162-16Bandow, George, "The Rhetoric of Hypermedia:
Some Rules for Authors,” Hypermedia and Literarydgts, Massachusetts Institute of Technology,
1994, pp. 81-83. Ross, Stephen S., and MiddigbBon; Media in Cyberspace Study, 1997.
http://www.mediasource.com/cyberstudy/HOMEFR.HTM

Interactivity

Health Philadelphia at Philadelphia Online sitd bé Philadelphia Inquirer and

Philadelphia Daily News:

http://health.phillynews.com/pharmacy/search.asp

Internet Chicago Tribune www.chicagotribune.com

The New York Times, www.nytimes.com

Writing Process

The Philadelphia Inquirer and Philadelphia Dailyadewww.phillynews.com

User Studies |

Morkes, John and Nielsen, Jakob. Applying Writitguidelines to Web Pages, Jan.6, 1998
http:/www.useit.com/papers/webwriting/rewritingriit Morkes, John and Nielsen, Jakob. "Concise,
Scannable, and Objective; How to Write for the Web. Sun Microsystems, 1997.
http://www.useit.com/papers/webwriting/writing.htnNielsen, Jakob. "Be Succinct! Writing for the
Web." March 1997. http://www.useit.com/alertbdd@3b.html Nielsen, Jakob. "How Users Read on the
Web. Oct.1, 1997 http://www.useit.com/alertbox/@&html

Nielsen, Jakob. "Inverted Pyramids in Cyberspada;e 1996.

http://www.useit.com/alertbox/9606.html

User Interface Engineering, Web Site Usability: Asigyner's Guide, North Andover,

Mass: User Interface Engineering, 1997 (online digson at:
http://world.std.com/~uieweb/bookdesc.htm

The Smartest Person on the Web (an article ab&abJdielsen

Garcia, Mario and Stark, Pegie (now Pegie Starknfjdd&yes on the News, St. Petersburg, Fla: The
Poynter Institute for Media Studies, 1991.

Story Forms |

American Journalism Review www.ajr.org

CNN www.cnn.com

MSNBC www.msnbc.com

Think Quest $1 million contest winners
http://www.advanced.org/ThinkQuest/

Jon Katz's Hotwired columns
http://www.hotwired.com/synapse/archive/index/bliez

Star Tribune www.startribune.co

Story Forms Il

Blackhawk Down
http://www3.phillynews.com/packages/somalia/noveédlt16.asp
Clark, Roy Peter, "Three Little Words, What | leadli The Poynter Institute
online:http://www.poynter.org/research/nm/nm__clati
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Three Little Words (the series)

http://www?2.sptimes.com/3Words/Default.html

Fray http://www.fray.com

MIT News in the Future Consortium http://nif. www.dia.mit.edu/

Murray, Janet H: Hamlet on the Holodeck: The FubfrBarrative in Cyberspace. New
York: Free Press, 1997, pp. 58, 87

Janet Murray's home page: http://web.mit.edu/jheywww/

PLUM http://www.media.mit.edu/people/elo/plum.htAibout this study
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Lesson 05
Ethics related to cyber medium

1- Accuracy:

Accuracy is the indispensable value in journalisd enust not be compromised. Cyber journalists must
deliver error-free content. They must ensure thairtcontent is a verifiable representation of riess.
They should never intentionally mislead those wlepahd upon them for information. They must be
accurate with their target audiences. Sometime©iK to print information that they haven't confedh
with multiple sources.

Just make sure that you label it as such. Nevermudish information that you know not to be true.

2- Honesty:

Cyber journalists should be honest and fair in gaitiy, reporting and interpreting information. Yhe
must strive to keep news content free of speciar@sts, inside or outside the news organizatitweyT
should embrace the value of transparency.

3- Honor Copyrights and never plagiarize:

They should value original thought and expressldreir work should be free from fraud and deception.

- That includes plagiarism and fabrication. We \ailiribute content and honor copyrights. It inclsidet
just cutting and pasting whole articles, but cogyphotos, graphics, video and even large text pkser
from others and putting them on your web page db {figgou want to reference something on another
website, link it instead. If you are concerned ttre page you're linking to will disappear, giveuyo
readers the name of the publication that publithegage, its date of publication and a short suyioia

its content. Just like news reporters used to eefe other content before the Web. (“In a Sept. 20
report, the Wall Street Journal reported....").

4- ldentify and link to sources:

Cyber journalist should act honorably and ethicailglealing with news sources. He/she should Iéenti
and link to sources, whenever feasible. The puiliould entitle to as much information as possilsle o
sources’ reliability. He/she should always questonrces’ motives before promising secrecy. Clarify
conditions attached to any promise made in exchéargaformation.

5- Never distort the content of photos and videos:

Never distort the content of photos without distigswhat has been changed or digitally alter
photographs to mislead the audience. Image enhamters only acceptable for technical clarity.
Montage and photo illustrations should be labely Attempt to confuse readers or misrepresent visual
information is prohibited. In photographing news,ribt stage or restructure events. Similarly,ditireg
video, do not insert words or splice together statets made at different times so as to suggesthbgt
were uttered at the same time. Pieces of an ieterer address generally should be presented iarthes

that they occurred. If an interview is presentedjirestion-and answer format, the questions must be
presented as they were asked. Reaction shots nég mitered after the fact. Staging is prohibited.

6- Distinguish factual information and commentary fom advertising:
Cyber journalists should distinguish factual infation and commentary from advertising and avoid
hybrid or mixture that blurs the lines betweentilie.

7- Distinguish between advocacy, commentary and fa@l information:
Even advocacy writing and commentary should notepigsent facts or context of the news event. So,
Cyber journalist should strive to distinguish betwedvocacy, commentary and factual information.

8- Define and clearly Label, news and opinion:
Journalists and news organizations should undefstennecessity of defining, and clearly labelingws
and opinion. In an open environment like the Welnsistency in presentation can help the reader see
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clearly where the lines are drawn between newsoaitdon. Whenever journalists or organizations blur
or blend those roles, they need to recognize #keamd consider the consequences.

9- Privacy:

Recognize that private people have a greater tigbbntrol information about themselves than dolipub
officials and others who seek power, influence erdion. Only a dominant public need can justify
interruption into anyone's privacy. Be sensitiveewlseeking or using interviews or photographs o$eh
affected by tragedy or grief.

10- Balance/ Fairness:

Cyber journalists should create a balance by irictydll sides relevant to a news story and not tadtes

in news coverage. In covering controversial issgesk out intelligent, articulate views from all
perspectives. Reporters should try genuinely toetstdnd all points of view, rather than simply grab
quick quotations to create an impression of balance

11- Juveniles and victims of sex crimes

The Times does not identify the alleged victimsek crimes or personsder 18 who are charged with
crimes. Exceptions occasionally arise. Teeisionto name individuals in such cases rests with tii@ie
or managingeditor or an editor designated by them.

12- Criminal suspects

Cyber journalists should be careful about identifyjuvenile suspects, victims of sex crimes anchicral
suspects before the formal filing of charges. Cybarnalists should not identify suspects of criatin
investigations who have not been charged or ade§a occasion, the prominence of the suspecteor th
importance of the case will justify an Exceptiortha policy. In those instances, we must take tgzase
that our sourcing is reliable and that law enforertofficials have a reasonable basis for considete
individual a suspect. If someone we have identifisda suspect ultimately is not charged, we should
make that known in a follow-up story. Show Compasdior those who may be affected adversely by
content.

13- Corrections:

Cyber Journalists should admit mistakes and cothech promptly and prominently. Correct what we get
wrong as promptly and as clearly as possible. Estabystems to enable readers to alert us to kasta
and hold us accountable.

14- Principle of independence

Journalists should honor the principle of indepe&wde They should avoid conflicts of interest or the
appearance of conflicts that could put their abitib report or the credibility of their reporting o
commentary at risk. They should not accept giftdamors from people or entities they cover or over
whom they might influence coverage. They shouldyd&vored treatment to advertisers and special
interests and resist their pressure to influenceert.

15- Variations of tone and presentation in storyteing:

Variations of tone and presentation in storytellarg appropriate for reaching new audiences, lmseth
variations should be consistent with the core editgrinciples. Be clear on what you stand ford an
honor it. These principles apply across all congamt all platforms.

16- Linking decisions:

The linking decision  requires more specific congatiens, including the relevance and reliability of
the material that might be linked. Linking decisoshould be based on serving the audience with as
accurate and as complete a picture of the worldaasible. Such decisions should not be restricted b
commercial concerns about sending customers tortlées. Linking is at the core of the Web
experience, tying together content that allows eemdo discover unexpected treasures and contextual
information that can't comfortably fit into prinh@ broadcast paradigms. But linking also comes with
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challenges for media organizations. Until now, eobhtwas easily classified -- it was in the papeit or
wasn't; it was broadcast on the air or it wasninklng has created a netherworld in which media
companies can point to sites without assuming mesipoity for their veracity or standards. So hdw
media sites embrace linking without compromisingjiticore values?

17- Principles & Values

* A link to an external site does not signify amlersement of that site or its point of view. Ihigrely a
signal to the reader that there may be contenitefést on the destination site.

» Despite this, media sites should make it cledh#ir readers -- in the user agreement, site oekeor
via some other method -- that there's a differencgandards between the content that residetheir
own site and the content they link to.

» Because of the spider-like nature of the Web,iensies can't be expected to apply even theazael
standards to the content of sites that are lin@gitbin sites we link to (the two-click rule).

» When readers put their own links to content irssage boards, blog posts, etc., those links sHmuld
considered user-generated content and subject teatine controls.

» All media sites should to link to external sitésnking off-site is an extension of your site'seus
experience and fosters a feeling of openness tbatiducive to repeat visits. Trying to keep readers
within just your site is a losing proposition.

* When linking, sites should not be forced intolimling links that support all sides of an issue.il/h
news articles themselves should adhere to thdtitnaal standards of fairness and accuracy, asgurin
balance in links run counters to the concept ofiging only useful links to the reader.

Protocols
When deciding whether to links to other parts afiryown site, ask yourself the following questions:
Is this content being linked to relevant to somea@he would be reading/viewing this content?
When choosing whether to include a link to ano#ite, ask yourself the following questions:
Is the linked content relevant for someone who wdid reading/viewing this content?
Does the content being linked include content tioald potentially fall within the area of defamatio
or libel?
If the content being linked to falls outside thargtards of your site, should you include notificati
of that fact (i.e., notify users of profanity, ntydietc.)?
Are you responsible when you link to something adfge?
What about when that link links to something realtiensive?

17- How do you decide when a user should be bafioedpublishing on your site?

This question raises a fundamental tension fornalists working in digital media: the need for avse
organization to accommodate conflicting views & shme time it creates and maintains a community of
civil discourse and debate. News organizations Ishoteate terms of service for users contributing
content to the news organization's digital editidhisch terms cover such issues as the use of atyscen
personal attacks, etc. in material published by-staffers. Publishers should also be clear abaat th
consequences for violating terms of service, eagediate banning from further posting, suspenstm,

Ethics and Credibility in Online Journalism

Introduction

Ethics and Credibility in Online Journalism The rattogy of journalism, from the Latin diurnalis,
suggests a daily account or record. The term hasdo mean the collection and editing of news for
presentation via one or more forms of media. tdyaprint issues and hourly broadcasts in the fe#nt
century distanced the practice from its Latin rddgarly instantaneous transmission and updatesdhro
new electronic media forms further amplifies thigsedgence. When print was the only medium available
to the journalist, ample time was available forgmoresearch, editing, and publication. Indeedy an
few early publishers had access to a printing pregls which to make product. As mass media
progressed, and new forms of print and broadcasipgared, the time allowed for journalistic reflat
shrank. The Internet allows news and informatiomntove at tremendous dispatch, limited only by the
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speed of the electron or electromagnetic wave. ifireediacy brought by the online environment, a
medium where everyone is a potential publisheowa|for even less de liberation by the journalisd a
editor. Matters of anonymity, identity, accessrfmrmation and protection of intellectual propartpact

the practice of online journalism. This paper wilbcuss how journalists and media organizatiors ar
dealing with the issues of ethics and credibility the Web: how cyber journalists can use personal,
institutional, and technological tools to ensure ¢bnsistency, fairness, and believability of tipeaduct.

Ethics

Ethics and Credibility in Online Journalism

The speed and anonymity provided by the Internetptay fast and loose with journalistic ethics. The
Internet has created a fourth kind of journalismtrte radio, television, and print journalism. Odi
journalists have received little or no attentiolonfr researchers, perhaps because few, pure online
journalistic efforts exist, compared to the weadthtrivia, entertainment, personal communicatiomng a
pornography. These bedfellows make adherence &théral code all the more necessary, particularly i

a time when public trust in journalism has ebbedgiua, 2000).

The pessimist:

The newest news dispenser, the runaway Interndesreajournalist out of anybody who has a modem. It
values speed and sensationalism above accuracy. misdia will not accept our standards. We are
foolish to treat them as if they have. This is emgtime for newspapers. -- Portland Oregonian d&dit
Sandra Mims Rowe

The pragmatist:

It's past time to retire the Internet as a scapefgogournalistic ills, it's a medium, not a megsa and it
can be used as irresponsibly or as honorably aisiting press or a TV network can. --New York Es
columnist Frank Rich (Welch, 1998) Matt Drudge hmas own self-published Internet scandal sheet
(drudgereport.com). He is the poster boy for onlimrnalism ethics, i.e., what can happen without
concise ethical standards in a world where evernyiena potential journalist, broadcaster, columnist,
commentator, and media critic (Grossman, 1999) Bhementhal v. Drudge.

Ethics and Credibility in Online Journalism

Brill's Content, Columbia Journalism Review, and émgan Journalism Review critigue newspapers,
magazines, television, and radio. Founded in 1998 Annenberg School of Journalism, the Online
Journalism Review (www.ojr.org) critiques online dige (Stern, 1999). The Society of Professional
Journalists also maintains an ethics guide at rgggthics. New forms of journalism require new
approaches to ethics. Many current ethical issuils remain, and others will emerge. Increasing
consolidation of corporate media and the contineeolution of the Internet complicate the ethics of
online journalism further. The need for a globaprgach, requiring a shared set of values, alsogpase
challenge for journalists in all media (Richard999). Graphic manipulation, banner ads placed atop
newspaper web site, and commingling of editoriad advertising content are just a few of the many
ethical issues that new media raise for journalidtews organizations have built and maintain
compelling web sites; they now seek to make thées sommercially viable. Many online audiences
expect content to be free, but some news orgaaimthave turned to subscription services or paid
access. Nevertheless, as the online advertisingsindgrows, so do the number of ads on these. sites
Many media organizations maintain separate “new iafiedtaffs, and a good number of these
organizations use these “new media” staffers tateradvertisements: Advertising and editorial conte
intertwine (Pavlik, 1997). Hyperlinks are otheruss for online publishers; should a story providéd

to other web sites, even if these links are ndy fuivestigated or endorsed by the news entity?ugho
retractions be posted, or does the webmaster siayggwrite the incorrect content? Professional gsou
such as the Online News Association may provideesie@dership in these areas. Online

Ethics and Credibility in Online Journalism
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Journalism will surely face a great many legal atidcal challenges in the future. Leadership ahitet
standards are musts for the maintenance of jogtitatandards (Palser, 1999). The rules of cghyri
and ownership still apply to the Internet. Somessiipload a revised story, noting the time of &wsion

but leaving no trace of the original. Often, naeatpt is made to correct information for those weadr

the flawed version earlier. Ethical challenges nexed. The debates still rage over the applicatibn
standards to real life. It will be no different fttre Internet as it struggles to find its balanegKelly,
2000) Codes of journalistic ethics (www.asne.omgisicodes/codes.htm) have been written in a broad
manner to transcend time. Codes of ethics haveeflapnofessional careers. Most journalists contend
that traditional values remain relevant online. yfdesagree sharply about how those values playnoat
medium defined by immediacy, interactivity, burgegncompetition, and unflagging pressure to produce
revenue. Such ethical uncertainty has not slowedtubh to cyberspace. The problem, say some editors
and ethicists, is that the online environment cleangpidly and unpredictably. Decisions are mada in
culture still uncertain of itself, and the clamor profits too often drowns out other concerns.(Lynch,
1998)

Credibility

Journalism credibility has taken some hits of latee public view o f news media is on the wane
compared with recent decades. A 1999 survey ohpligts by the Pew Research Center for the People &
the Press found a profession in commotion. The ipoluded journalists from national print, broad¢as
and online news organizations; about half saidtapress lacks credibility with the public, asesa for
declining audiences. Also noted was the erodingngditon between reporting and commentary (Witt,
1999).

Also in 1999, editors and reporters at eight newspaiundertook projects intended to help shoreusgt t
within readership circles. The efforts were produaftthe American Society.

Ethics and Credibility in Online Journalism

of Newspaper Editors' credibility study, which fauthat “factual, grammatical, and spelling errars i
stories undermine credibility; that the readinglpubuspects sensational stories are overplayadther
findings: “...many think journalists are manipulateg powerful people and advertisers. Admitting esror
and running corrections helps, not hurts, crediBiliTruitt, 1999).

The Internet provides the news content equivalernthbusands of newspapers each day through web
sites, emails, instant messengers, listeners, siigmu groups, or personalized homepages. The &itern
also provides a lot of information of dubious valuehn Pavlik asks if online journalism is littleora
than another delivery system for "old" media. Héires news content on the Internet as having gone
through three stages.

1. “Repurposed” content from a traditional pareetdimm

2. Original content augmented with hyperlinks

3. Content designed specifically for the Web asesv rmedium of communication for an online
community.Pavlik notes that news organizations asare that young people seek news from online
media. Future audiences will be drawn by a welssitentent and perspective, as well as its quality
(Pavlik, 1997).0Open-source journalism makes newsdest available to online communities for scrutiny
and corrections before final publication; some i@y the “new journalism,” others strongly oppatdt

is not clear how this technique will jive with tigtleadlines (Moon, 1999). Dyed-in-the-wool joursisl
think mainstream news organizations should not faweir standards in the rush to get online. THe ro
of the gatekeeper has changed, however. Traditiogas organizations no longer have the exclusive
power of publication (Lasica, 1998).

Ethics and Credibility in Online Journalism

Online reporters struggle with credibility becausany who publish on the Web are untrained in
journalism or industry standards. Striving for aeay help. There is a pressure on journalists éakor
news, to scoop.abandon the scoop culture of 106 \ag0. Net journalists are taking even less time t
check their stories than they did in the old medize rush to put these online is undermining jolisna
everywhere. --Media analyst Ellen Hume (Hylan@®9) Many news stories self-criticize reportagd, bu
they only scratch the surface. Taking exceptioretlecto be late rather than wrong can increase
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credibility, something difficult to regain oncei# lost. The loss of balance and fairness througteu
sourced and inaccurate reporting will make it moadre difficult for the press to perform its watclydo
function (Cowan, 1998). Academia Journalism is gurecture where staid social systems and new
technologies converge, placing an unprecedented oficredibility and objectivity on gatekeepers.
Editors wield tremendous social power. Mass median@ longer linear. Communication once directly
conveyed messages related to survival. Such datgpaes through subjective media filters, endindwit
a product called “news.” Terms: “News” was firglidered after Gutenberg (c. 1457), and “journalist
began expressing themselves around 1833. Repaenber editors soon became powerful distillers of
information. The medium of data transfer was poimtpaper, readily subject to quality control. Ay
and balance were valued and controlled.

Ethics and Credibility in Online Journalism

The Internet has brought a multiplicity of sendansl receivers, destroying the linear paradigm. éwbl
was dealt to editorial agenda setting. Veracitpasamount in the synaptic ricochet of the onlinesie
environment. Retaining credibility in this new plgtogically intuitive medium is critical. Controlf o
content and quantity of the news appears to srtip feditors’ control. “Pathfinder” is coined asepe
evaluate newsworthiness. Perhaps future gatekeepletse dubbed “information specialists.” A paper
from the Netherlands reports the findings of a tpjooject involving online journalists and online
journalism graduate students who relate their egpees and views on ethical dilemmas in the new
medium; new media ethics are analyzed (home.psewnligleuze/publl5.htm).Loyola University
Chicago houses the Ethics Advice Line for Jourtglitis is a free service for journalists to @aitl talk
about ethical dilemmas. Volunteers staff the phloress. Three volunteers teach ethics and twaooare
the university’s ethics advisory board. The cemtdl log calls to identify areas where journalisise
having ethical dilemmas (Garcia, 2001). The Ursitgrof Florida recently filled its Knight Chair in
Journalism with online news professional, Mindy Mi@ns. The university has a thriving J-school
utilizing interactive media. Areas of research udlg gate keeping theory, diffusion of innovatioadty,
sociological perspectives, and a perspective tkplbees the idea of journalism as a cohesive fance
society (Singer, 1998).

Ethics and Credibility in Online Journalism

The developments of online relationships have bgewed as virtual communities. Findings from an
ongoing case study of web-based news suggest tlyeidzals of democratic community-building on the
Web are encountering resistance as media orgammgatiefine “virtual geographic space" and stake out
"territory” on the Internet. The traditional pressfusing with computing and telecom to create w ne
medium of human communication. The World Wide Weh space allowing global community-building
without regard to geography or time. Online jalists and media organizations would do well toenin
this resource. Common interests make connectiapgirig into these connections makes profits (Riley,
1998). In The Printing Press as an Agent of ChaBtjeabeth Eisenstein hints that credibility o&th
printed word accrues through reputation and prratity—two components inherently absent from much
of today’s online reportage. Post-publication matapon of electronic copy and lack of editoriaht@l|

are also cited for credibility concerns. Somehatd speculate on the future demise of press dljgct
and ethics, while journalists align with specidkeiests, advocacy groups, and titans of commelttoey T
see a dismantling of the firewall between advertjsand news: Ads, opinion, marketing, and news will
become intertwined as the audiences lose thelr faifournalistic objectivity. Advertisers havdang
tradition of influence peddling with regard to edial content; it is a vested interest. Media aftero
susceptible to this pressure. Online news reporisngiow dynamic and often “pre-verified.” Print
journalism is more static. This disparity fuels thegmentation of news consumers into readily tzigle
audiences or niches. These niche targets are soesetabeled as communities defined by shared
interests rather than simple geography. Ambient edsimercial links, a gauntlet of promotional data,
and the ever-

Ethics and Credibility in Online Journalism
Coalescing media empires threaten traditionallyeaive reporting. News and entertainment blur
together, as do news and opinion. The marketplameas and audiences are fracturing, i.e., subuhgi
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into mini- markets. Terms used include info hatwves and demographic nuggets. Each new
communications medium presents challenges to neketailoring messages and content to audiences
is key in the electronic media marketplace. Veltingegration of communications corporations, the
social implications of online journalism, and thé&cilitation of these niche audiences are sigaific
(Borden, 1998). Journalism schools are tappingitdtem other disciplines and from online newsrooms
“...but case after worrisome case...marketing and adugg discussions...slopped over into the
newsroom" (Harvey, 2000). Content is King says iMaeuze. Content influences the public agenda. It
helps to determine perception. Journalists anaexd#re responsible for content acquired througdiiane
and thus set an agenda. “...a new type of commumibatoarrived: the online journalist” (Deuze, 1998)
Some academic links: http://www.aejmc.org/pubsfaburnals.html
http:/www.aejmc.org/pubs/webcourses.html

http://www.worldinternettimes.com/

Vocational Journalism

The recent spate of firings at, and the downsizinglisappearance of, many online news outlets not
associated with major media companies are a conkeportant points to consider about these endsavor
and their employees’ job security, financial viéljland journalistic

Ethics and Credibility in Online Journalism

Independence. Advertisers, venture capitalists, iamestors have pulled back from these websites, as
have many subscribers. APBnews.com was gone (nbarmg and a sleeker Salon.com survives on a
shoestring, while Slate Magazine and MSNBC.comaletmotor on with backing from their huge
corporate parents. Niche sites, such as thosetitagg&frican-Americans, have struggled in the past,
hopes are that, given sufficient promotion, thely ftaurish on the Web. Promotion and new technology
are also essential. Listservs, web-based tip shanth electronic databases are the tools of the new
computer-assisted reporter (CAR). It is difficudténvision a world without email, the Internet, ameb
sites for most every niche. The field of onlinerjualism is still young. When Congress releasedStiaer
Report on the Web, making it instantly availabletbe public, the game changed. No waiting for
journalists to digest material before telling ydeoat it. It was right there, right away (Rieder,999
Lack of diversity plagues online journalism, claidsdam Clayton Powell Ill. A 1999 Freedom Forum
survey showed that a majority of journalists oforaht U.S. dailies expects to leave the news basine
"There's not just a glass ceiling, but brick waltal hostile gatekeepers" (Powell, 1999).

Recently the Seattle Post-Intelligencer set aldeutask of recruiting an online producer

to help energize its web site, but the job annoomerd was "purposely vague,” said Lee Rozen, the new
media manager at the Post-Intelligencer. Salanycatibn, and experience levels were omitted. "Rerha

a tolerance for ambiguity is one of the skills ¢lsg said Rozen. Lack of job standards createsusoof
(Perlman, 1999).

Ethics and Credibility in Online Journalism

In “We're All Nerds Now” (1999), Joel Simon and ©&Napolitano synopsize the advent, status, and
future of computer-assisted reporting. They dis¢hesavailability of some electronic databasesyels

as software used to manipulate these data. Compitgiexcy is seen as a challenge for inclusion and
improved credibility, rather than an obstacle togvess without specialization. This article serassa
primer for modern CAR. On 27 March 1999, CongeeS$anding Committee on Correspondents voted
to reinterpret its rules on who qualifies for aditation as a Washington reporter to include online
reporters. “The press pass not only provides peafeal seating in congressional hearings but aédpsh
open doors to the inner sanctums...” (Meddis, 1999).

http://ajr.newslink.org/special/

http://onlinejournalism.com

http://isyndicate.com/

http://www.netcontent.org/

Conclusion

One of the most easily accessible theories is doenplist as gatekeeper, a role that clearly seems
threatened by a medium in which users can put fimgjers on virtually any piece of information atllw
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There exists a proposal to certify web-based newsedtablishing a “dot news” (.news) domain.
Electronic media certainly can be credible, buirthevantages of speed and audiovisual enhancements
tempt the journalist to hasten his/her copy. Therhret can deliver in-depth stories and news, dk we
However, audiences mostly look to this medium foe fuick new bites rather than more detailed
information.

Ethics and Credibility in Online Journalism

In the last century of mass media, we have heaedligtions as to the demise of certain media
manifestations whenever a more complex form emerGeserally, each older form falls back into a
workable niche, when a new one appears. Just wieefegl assurance that we have reached a static
pinnacle of communications technology, we are ssepr (www.journalists.org). The evolving medium
of the Internet provides journalists a fresh meainsommunication and research. Companions to these
new capabilities are potential pitfalls. The

Definitions of journalists and publisher becomeveid. Legally, anyone who posts information on the
World Wide Web is a publisher; the people who cosgpthe information are journalists, regardless of
training or experience. Both are subject to the esgivileges and liabilities of their conventional
counterparts. The Internet spans the globe, encesmgp all manner of geography and
political/governmental entities. Today we seeranlweb casts of news (www.freedomforum.org) and
even the injection of audience input in breakingveigwww.cnn.com/cnn/programs/news.site). It is a
brave new world in the field of online journalisdhering to conventional ethics and credibility can
help ensure its success.

Ethics and Credibility in Online Journalism
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Impact of Internet on Journalism
Traditional media started developing online preseng:

Because of the massive and extraordinary developtheninternet has experienced, many traditional
media institutions like newspapers, magazines,radid and television channels started making plans
the Internet future, and put their presence owttle and tried to arrange audio and video broadcasts

the Internet. Most newspapers seem to have cloreeof two approaches to the Internet. The fiestd
most common - approach is to have selected artfobes the newspaper on the internet. The second
approach is the same, but with more focus on addimgent exclusive to the web pages. This allows th
internet pages to have more news aimed at narraierees. The latter approach also offers a better
integration with news and user interaction. It irtds interactivity and innovation.

Anyone can be publisher

When print media was the only medium availableotaripalist, a few publishers had access to printing
press with which to make the product. But the iméeiis largely uncontrolled; anybody can say amghi
s/he pleases. This has led to many news pages betngp by "The Common Man." Any one having
internet connection can be publisher.

Internet introduced Mass interaction to mass media:

Before the Internet, most communication has beenrgela unidirectional.
Journalists gather information and bring it backhte news desk. Here it is edited, and returneithe¢o
audience. However, "audience members are rardéytabuse the media to send their own messages.
Audience feedback is infrequent, indirect, and yis#dl The internet changed all this: "What distirsings

the Internet from other media is its ability to yide feedback quickly and easily from receivers to
senders. The Internet has introduced mass interaittimass media.”

Impact of internet on News gathering

Internet opens new avenues of information for jalists. Journalists can no longer ignore the weallth
valuable information on the Internet. Internet das the single largest source of informationlalubs
anywhere in the world. Journalists are now usirgItiternet for a wide range of purposes to enhance
their newsgathering. Common uses include findingpfee and news story sources, locating experts for
stories, checking clips of other news organizatiasile preparing stories, conducting background
research about businesses and individuals, idemifpew story ideas, and locating both public and
private information stored in digital form. Theseline tools save time and money, are more thorough,
and can link information in widely diverse locatiorinternet and web have totally revolutionized ynan
aspects of journalism in the past 10 years. "Tierhet and web have put an unprecedented amount of
information at a journalist's finger tips. The Imtet and web have also resulted in a great deal of
information becoming available globally, thus extimg the reach of journalists in quest of inforraatf
Reporters can use the Internet to search for irdtiam like sports results, company details andngho
numbers. It speeds up the process in finding inddion and contacts and. They can find statemeais fr
people online, which help with quotes. That fachal has meant that journalists in traditional méxdiee
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new sources and new research tools. "Developmehedhternet and web also mean that journalists ca
now obtain information and records which could hawve been accessed before without traveling to
particular courts, and government offices. “Onliressources have had the greatest impact on news
gathering providing rapid and easy access to magsisources for information, potential interviewees
and websites to help verify information, and analgata such as statistics. Search engines areeanoth
tool for gathering online information which opeihg tdoor to news resources. Search engines anconlin
directories have made it much easier than everddéofind experts to comment on issues. They have
revolutionized a journalist's ability to researfihd background information and to track down prigna
documents and sources.

There is so much information available online thaan be difficult working out where to start antdere

to stop gathering it. With the change to a muchates reliance on the Internet and web for newsillit
become increasingly important for journalists tonelti skilled able to work in more that one medjum
and preferably in several, in what has become krasva converged media environment.

Impact of internet on Access to information and digibution of news
Internet has changed the way people access to anadvprovided flexible delivery platforms to keeg th
audiences up-date. The internet provides ‘immedacgontent’ and has the technological ability to
instantly report an unfolding news event. It dissetes information
quickly. News consumers no longer have to waithfourly or half-hourly radio news updates, evening
television news bulletin or tomorrow's newspapers. Because Web  updating news,
simultaneously, repeatedly minute by minute. Nbeytcan access news online, almost as it is
happening. Internet gives preference to the msaaled users and provide them the choice toctsele
what kind of news they want to have andhwivhich frequency (includes details and contelxtua
information to the news story), from where and mHhe this medium content is user control. Users ca
access the news and information at any time thay,waere is no time limitation because data isesto
in archives which can be access afterwards, thetbirlg is to have an internet connection.

Flexible Delivery Platforms
Online news contents included in searchable da¢sbiasip readers to view content on the topic they a
searching for.

SMS on cells News web sites provide its users the facilitgtibscribe for news alerts and breaking news
and updates available through SMS on cell phones.

Breaking News emails alerts:is another flexible delivery platform through whiinternet users can
receive news updates and alerts by email in thbmx.

RSS feed.... RSS is a mechanism used to distribute news contigémout depending on the browser or
email client. RSS stands for “Really Simple Syntdad is a popular choice. In general it means time
savings because you stay ahead of what's new witieung to browse every site you normally visin A
RSS reader aggregates the content for you to viemé place; this saves time and brings you théeatn
like when you're reading a newspaper with the atdgpnto view only headlines. You're in control of
which articles you want to read. News servicesabases and many web logs are typically now RSS-
enabled. News feeds from major publishers thatgaou syndicate on your website for free. Cell phone
users can read online newspaper, see advertiseruetitezatch television with their phone because of
internet technology convergence. The cell phonenis of the vehicles upon which new media can be
distributed and broadcast.

Impact of internet on Process, Production, Storingretrieval and Presentation of news

The spread of computers, software and the Intamehanging how reporters work. Reporters now
routinely collect information in databases, analymeblic records, conduct interviews by e-mail, and
research background for articles on the Web. Othajor way the Internet and web have improved
journalism is that they have made it possible fipuanalist with a laptop, mobile
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Phone and digital camera to work from literally afhanywhere in the world, instead of being limited
working from newsrooms and bureau offices, as these in the past.E-mail interviews are also valeabl
because they provide a written record of answerd am a useful research tool for background
information in follow-up stories, features and istigative journalism. E-mail has become a gredtftmo
interviewing people and also for forwarding infotina and text as well as photos and graphics.dtde
particularly useful for interviewing people, or ¢acting people, who live in different time zones.
However, unlike other interviews it has the disadage of no voice-to-voice contact to detect nusmée
mood and character and no room for impromptu comesti E-mail interviews rarely stand-alone and
follow-up telephone calls are often needed forifitation and verification. Journalist can writedaedit
reports and news stories on the laptop or compuérsend his reports or news stories to the neams ro
from any location in the world. They can even spindures and images taken by mobile phone or digita
camera through email facility. The Internet pd®s the journalist with a vast range of new opputies

for feedback, customization of content, instantlighing, archiving, (hyper)linking, the
use of audio and video, etc., all of which can hesgous implication for online media productiordan
particular online news presentation.

A news story on the Internet should be structuredhunks of information, all linked to one primary
‘anchor text," which can be seen as the top I&atigrovides the essence of the story. This implieen-
linear type of storytelling that might combine asseof both print and broadcast media. It is, airse,
important that the online journalist can keep tbader curious enough to browse through the difteren
chunks of information (Fredin & David, 1998).

"Primary and highly related aspects of cyber-comigation which are at the core of its media logitd a
which will continue to present news to shape to fibienats of cyber-journalism in the future, are:
multimedia, hyper textual, interactional and avehi

Multimediality

we mean the extent to which text, graphics, souoide, and (still and moving) images are trans|aied
integrated into a common digital form (Dahlgren9@9p. 64). It must be emphasized that multimedia
refers to a new media format that results fromadbievergence and integration of traditional prinigia
and video formats.

Internet provides opportunity to the journalistspiesentnon-linear types of storytelling by using
hypertext and multimedia in innovative ways. Onehaf important implications of multimedia is that
the online journalist must learn how to work wittese different formats. For his writing, the jouista
will also need the skills to decide for each sttivgt which part or parts of the story will consittext
and which part(s) will carry audio and/or visuaraents.

The online media professional can use hyperlinks dine either internal or external. Internal lim&ger

to other texts (or sections) within the site, whaldernal links refer to texts or sites locatecgelsere on
the Internet. Effective use of internal and exteimgerlinks is a basic element of good online raedi
production. It enables journalists to refer theaders to all kinds of background or related ingtron,
ranging over archival documents, illustrations,maiy sources, multiple perspectives on a particular
topic, and so on.

Interactivity

It is related to the user's ‘control over conténtleed, on the Internet the consumer can deterwireze,
when, how and what he or she wants to consulthithrespect, communication on the Internet seems to
shift from the traditional ‘transmission' model @dmmunication) to more balanced communication
patterns of ‘consultation’ and 'conversation' (MaiQ2000, pp. 129-132). In a second sense, inigiyc

is described in terms of ‘feedback’ and two- wagnaltiple-way communication (‘conversation') betwee
producer and consumer. This kind of interactivityoatakes on different forms: e-mail, chat, message
boards, etc.

Internet has provided the ability of storing and@héring journalistic contents including that can be
viewed any time from any place. The ‘archival' timg, for its part, can be seen as an aspect df bot
interactivity and hypertextuality. Indeed, an ogliarchive - or the information it carries - is 'Byimked’
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with other (fragments of) texts, while the interagtelement lies in the user's ability to 'conttioé search
in the archive. This function by internet is prawgl more depth information to the journalistic cams.
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Lesson 06
Analysis of Web Sites

AIM: To brows and critique existing Web sites. Teate critical awareness of navigational, design,
aesthetic and content components of Web sitesaimtrbduce the features and building blocks obady
Web site. To create awareness of features thatsrakéeb site difficult or unfriendly to use. To guze

a list of do's and don'ts that applies to buildang/eb site.

Checklist for the analysis of Web sites
This list below includes various criteria by whiglou can evaluate Web sites. It is not always
immediately obvious why we prefer some sites t@hbut by taking the time to understand what make
a Web site 'work’ for us, we can begin to estaldisime best practice rules for creating really ¢ffec
Web sites.
Develop a list of some web sites for analysis asilgn each site and score for each question:

» Excellent

+ Good
* Not good, but not entirely useless
» Useless

1- How navigable is the site?
» Isit easy to find the information you're afterve the various signposts on the Home Page?
» s it easy to find your way back to the home pag®tber main section pages from the site's
'interior'?
» Are the navigation graphics self-explanatory?
» Do you have to click through too many pages, taggbur destination page?

2- How readabile is the information on the site?
* You've found the section of the site with the ral@vinformation for your needs -is it easy to
read?
» Are there clear headings on the page?
» Is the size and color of the text easy on your Byes
» Do the graphics on the page compliment, or defraot, the text content?

3- Is the site aesthetically pleasing?
» Do the colors of the site design work well together
* Is there a continuity of style between the graphics
» Is the spatial arrangement of text and graphicsptiomentary, incidental or Irritating?
* Is the design of the site in tune with the subjeatter/organization?

4- How informative is the site?

* Does the information on the site stick to overvieaval links to other resources, or are there
opportunities to access in depth resources?

» Are there opportunities to interact with the sitgl ask for additional?

* Information (e.g. ‘contact us' buttons etc.)?

* Are the search pages, discussion forums, guestshaudk other special features clearly explained
and easy to use?

» Are the lists of contacts, resources and links tatad with useful descriptions, explanations and
advice?

5- How long does it take to get the page loaded arthe screen?
* Are there large graphics that slow down the dejivdrtext onto the site?
» Are there text alternatives to the graphics to nghtist waiting for the graphics?
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» Does the length of the page force you to wait ajlome before you can read what is at the
bottom of it?

6- How does it look on the different browsers andifferent resolutions?
» How it appears on Internet explorer?
* How it appears on Netscape Communicator?
* Does it look same on the different resolutions?

7- How does it come with Daily Updates and Breakinijlews?
* Does it look static all the day?
» Does it provides follow ups and updates constattinpughout the day?

8- Does it provide any system to enable readers ébert to mistakes and hold us accountabfe
» Does it manage for the corrections, modificatiomd ehanges on daily bases?
» Does it make corrections in the follow up stories?

9- Does it provide the facility of Feed back?
* Does itinclude two-way, interactive communicatgystems?
» Does it provide the facility of inter personal Coommication?
* Does it provide the contact information or any otlvay of getting response and queries of users?
» Does it provide the way to users to comment on regary or other journalistic content?

10- Does it provide the facility to view or read tle old versions of news paper?
* Does it archives or create a directory for each pé&ssues?
» Does it provide the facility to search the artiolath respect to date of publishing?

11- Does it provide the facility of Search the sitbecause the larger sites need a search feature so
visitors do not get lost?

Information architecture

Information architecture, as its name implies,usdamental to your design. Information architestu
(also know as IA) is the foundation for great wedsidn. It is the blueprint of the site upon whidh a
oilier aspects are built - form, function, metaphmavigation and interface, interaction and visiegign.
Initiating the 1A process is the first tiling yoln@uld do when designing a site. Information Aratiitee
includes:

1- Defining the mission and vision for a site;

2- Determining the content and functionality of Hike:
3- Specifying how users find information on theséand
4- Mapping out how the site will accommodate groatial change.

When describing information architecture, design&ten focus on the third role, which is specifying
how users find information on the site. This rad@ ®e broken into role into the following tasks:

» Designing ways to group your content;

» Designing a labeling system for those content gspup

» Designing navigation systems to help you move adoand browse through the content; and
Designing searching systems for your content.

Navigation
Navigation is a sub-set of information architectultealso emphasizes the interlocking relationship
between navigation, content grouping and site 8tracwithin the overall information architecture.
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Navigation is the means you offer your users tatecheir position within your site and find theiay
around the structure, both forwards and back adiagives them something to hold on to and, if ymt
it right, it will increase both their confidenceyour site and their ability to use it.
Three fundamental questions of navigation on a sitebare as follows:

* Wheream I?

* Where have | been?

* Where can | go?
No matter what navigation design you pick for yeite, there is one common theme to all naviga##din.
it does is visualize the user's current locatiod alternative movements relative to the structdréhe
underlying information space. If the structure isnass, then no navigation design can rescue it.sUse
like to build a mental picture of the organizatioha site. This is not possible if there is no m@op
structure. Web sites are built around basic stratthemes. These fundamental architectures gahern
navigation interface of the web site and mould tiser's mental models of how the information is
organized.

User interface

For successful navigation design, it's importantctmsider the interface as well. In the graphical
environment of the Web, interface design has towdn constructing visual meaning. The happy
marriage of architecture and interface - of logslicture and visual meaning - creates a cohemsge
experience. The marriage is crucial to helpingsiget around on the web.

The user interface can extend, for example, to Wwell or badly you have labeled your content seation
If the labeling is ambiguous, you are making it endifficult for the user to operate within the
environment of your site. However, with the webe tlocus is on making sense of the environment
generated by the medium, with its interactive amaplyic capacity. You can structure your content
logically and provide the right navigational helyt how your user is able to relate to them andkwor
them is the key ingredient of interface. User ifsiee can be everything from having standard col@urs
visited links to using metaphors that help delithe other elements of the information architectierg.
content categories and navigation). You may usedikeiplines of graphic design to present your
interface, but they arc not your interface desigmat should centre on functionality and utility.

Graphic design

To some beginners, this is web design, i.e. theugyuse of typeface, colours and graphics. Ihifact

just one stage of the process, but a critical 8eéng a graphic designer must be a frustratingrass.

To the uninitiated it looks easy because you camgé the font and text layout with the click of ause.

This gives people the false impression that as theydo a little graphic design', they can trgrita web
page. This is not the case. There is a good argufoesaying that if you only have enough budgets t
call in a single expert for your web project, ydwsld make it a graphic designer. It is a highlilla#
discipline, particularly on the web, which is not enderstanding environment for graphic desigriers.
difficult for them to control how the same pageseen by every user because, among other things, not
every user uses the same type of web browser.

Usability experts

Usability is now a big issue in the web world. Esfadions have risen and choice has been extended.
Sites must deliver. But do not confine usabilityinformation-based content. If an entertainmerd st

not entertaining, it's got a usability problem. géod way to test whether a site is delivering tigh-h
quality is constantly to check with your users andsult a usability expert.

Site mapping
Aim: The aim of site mapping is:
* To develop a strategic approach to site planningdavelopment.
* To understand why it is necessary to develop tefsent of purpose' for a Web site and why the
target audience of the site should be identifidoiteebuilding a site.
» To understand why it is important to plan the stices of a Web site.
» To map out the site in a manner that ensures eabgffective navigation by users.
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* To map out the site in a manner that will makeagyeto maintain and add new information on an
ongoing basis.

Plan and build a site
You will now plan and build a site as follows:
1. Discuss the purpose of the site. In other wosdist do you want the site to achieve?

2. Who is the intended audience of the site? Naitthe people that will access it, but also theppethat
you really want the site to have meaning for.

3. How does the site relate to the broader goalssammunication strategies of your organizations?

4. What kinds of information circulate in the orgations in which you work, or have worked? This
could include: staff profiles; project work, recer@ws, events, newsletters etc. Try and make shed
long and varied as possible. Assess whether tfosniation is relevant for the Website. Use the psg
of the site, as defined earlier, as a yardstick.

5. Look at the list and try and come up with 6-&diags that are inclusive enough to accommodate all
the items on the list. These headings will formehéy points to information within the site, se@ymeed

to be as self- explanatory and useful as possittiey will become the main links from the home page.
Avoid acronyms, and keep the headings simple.

6. Now link the items in the first list to theirlegant section heading, by drawing lines from am¢hie
other. Some headings may contain several item@nidt, while others might contain only one item.
E.g., newsletter may be the only item that is lthkg with the News section heading, while staftdy
and Donors may all be linked to the About Us sectieading.

7. We now have enough information to draw a map¢lvehows the basic structure of the site. This map
will also show routes around the site, that is, hasers can navigate their way from one page of
information to another. The different headings Wwedlcome different sections of the site.

8. Draw a diagram that contains a box to repretenHome Page and boxes for each main section page,
on a single sheet. Place the Home Page in theefohdnd comer. Draw arrows from the Home Page to
all the pages it should link to.

9. Having established where the user can go to flrmrHome Page, we now need to look at links from
each of the other Main Section pages. Insert artowlemonstrate these links on your diagram.

10. Now we can start adding documents to the nexgtians to see how this affects navigation of fhe s
The news stories or 'documents’, which make upNehes Section, are all linked to from the News page,
and link back to it as well. They also link backtb® home page, but these are 'one-way streetdl Ea
Main Section page should give the user an oppdytuni return Home, or visit the site's other main
sections. This results in the site developing 'ay streets' between all these 'principal’ pages.

11. The site has been mapped for the user thahaiigate it. Now we can turn to the Web mastdéda:p
the file and folder (or directory) structure of thite.

12. Consider each of the Main Section Pages in @@heck which ones will form entry pages to other
documents, and establish which ones will contamt gection's information within that single Main
Section Page. For example, the News Page will jplgbiank to other pages with news, while the Links
Page may well contain all its information on thaegage. It is important to think ahead when making
these decisions. Assess which sections are likebyraw into collections of pages, and which onels wi
remain concise and no longer than one page. Arjose@hich looks like it will grow into several pag

of documents will become a folder:
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Design your web resource
Following are the key stages in developing a wabuece. These stages will guide you, as you take yo
content through the design process.

1- Ask yourself if online the right medium for yoomessage is.

2- Define who you are trying to communicate witld avhat you are trying to communicate.
3- Define your mission and the goals for your site.

4- Consider all your potential content.

Four main types of content are:
» Static - any information that is unlikely to change, foraexle contact details, site rules and
codes of conduct;
» Dynamic -'what's new' sections, daily news and articledsliand references;

* Functional - menus, navigation bars, etc.; and
* Interactive - e-mail, members' areas, forms and scripts.

5- Organize the content into sections.

6- Choose a structure for your sections.

7- Give users the tools to find their way arounel skctions.

8- Present the whole package effectively.

9- Ensure that the whole package works within thieme environment.

10- See what your users think before going live.

Quialities of a good web site:

1- The freedom enjoyed by users roaming where Wisly, gathering content, comes at a price that you
the provider, have to tell your users where theywathin the web and the site, and to help them fiveir
way around all the other pages; helping the useopérate in a screen-based interactive environment

2- Give users the tools to find their way arounel skctions.

3- The first thing you must offer is consistencyuymay want to offer a rich mix and variety of camtt

but if you want users to find it you must give the&hear and consistent guidance around your site
structure. Remember, not all your visitors will aothrough the front door. Some may be deliverea to
single page, deep within your site. by a link freleewhere. So each page should be able to stane alo
editorially with a clear identity and provenance.

4- Each of your pages should contain your sitetitlerusually a consistent logo or heading.

5- Each of your pages should state who createdahient on it.

6- Also inform the readers when it was createckwised.

7- Provide an informative title for the content.

8- Indicate which area of the site the user isanity in.

9- Provide a link to the home page.

10- Provide a link to an index or site map.

11- Provide a search facility;
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12- Provide a way for the users to return to presipages.

13- Provide a linkable summary of where else orsiteethey can go; and

14- Link them to web content anywhere that is dpdly related to that page.
15- Don'’t put ambiguous labels on content categorie

16- Standard features that can support navigation

There are certain standard features that can suppeigation, such as links being underlined ared th
cursor arrow turning into a hand when over an attve area. In theory, your browser window carphel
with backtracking by offering 'Forward’, 'Back’' aftdistory' buttons, although these do not help siser
who have parachuted in from another site to nagigatirs. The 'Back’ button will only return thenthe
previous site they were visiting. So you've stdt g bit to do.

17- Do not put search facilities at the bottom lvé page and, so, usually off- screen unless the use
scrolls.

18- A page must have a visual balance. The siggaghics and images should be in relation to others
19- Do not forget the white space:

White space- the space between visual elements - is an altggrt of the message ... the white space
tells you where one section ends and the othenbegisystematic use of white space can vastlyauep
the presentation of text for easier reading antebebmprehension. Designers have always been akare
its potency on the printed page. The screen idffereht. Some of the most successful web pageshese
background to the content to form a design as nasckhe content itself. The successful use of white
space is a great skill. It is not just the holdethe text, images, etc. It has a visual weightobwn.

20- Use of color:

Color is a powerful tool in the designer's box,ysa are advised to use it carefully. Color can saygh
about your site and you. It should be used inWita your mission statement. Color designed by ioiss
But if the purpose of your design is to communicatdor is an important part of this process. ydf
think carefully about your users and what they wgou can provide a color scheme that will enhance
your message and encourage user involvement.

21- Use of Type
Type plays an important role on almost any web p&ge two main issues for type are readability and
legibility.

Readability is important when reading a lot of bddyt. A serif text such as Times New Roman or
Georgia is often used because the extra lines eredge of each character helps the flow of our eye
movement and makes it less tiring to read largeusntsoof the text. However, poor screen resolutiam ¢
reduce the benefit of this by making the serifs lgistinct.

Legibility is important for short sections of testich as headlines. Sans serif fonts such as Arial o
Veranda are preferable, not just for headlinesalsd the body text if the serif font is indistinct.
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Lesson 07
Useful Tips for Effective Web Design

Here are some essential web design tips that eveby site should follow. Design your web site by
following these tips and | guarantee that visiteils have a great first impression of your site.

1. Fast Loading web site designsTFhis is the number 1 tip that every web desigheuk follow. You
might design a web site that looks fantastic but feople are going to see it if it takes a longetita
load. Your designs should be optimized for the wald should not take more than 15 seconds to load.
Remember, you might have a great design but vevypiEople are going to see it if it takes a longetitm
load.

2. Clear Navigation -Once a visitor has come to your site you needdkemnthem go through your site.
To do this you need to have clear navigation. Make all your important links are at prominent plc
Preferably right on top - that's usually where sitor first looks. Make use of menus on the rigid ¢he
left. Try to link to as many pages of your sitet {zeur information be accessible from all partstaf site.
You never know what a visitor may be interestedny.to also use the footer for your important 8nk

3. All Resolutions -Today, there are computers with all kinds of resoh. They range from 640 x 480
to 1024 x 768 and go even higher. Your job is tsigleyour site for all these resolutions. The lvesy to
do this is to design your site in terms of percgatand not pixels.

4. Browser Compatibility - Make sure your site is browser compatible. Yoebwite should look good
in Netscape as well as in Internet Explorer. Dst@p designing your site as soon as you find tHabks
great on IE. Usually Netscape gives some problesecially when you try doing complicated HTML
designs. But don't give up too soon; usually wilkignce these problems can be easily fixed.

5. Readable and professional looking fontsDon't ask me how many times I've clicked out sfta just
because the font is in Comic Sans and the colarbgght pink or green. Just by looking at the fooiti

feel that the site is not a professional site. Dosé Comic Sans and other fancy fonts that mayaot
available on most computers. If the font you useatavailable in a visitors computer the web witié

use the default font of your computer which is muarse. So try to keep to common and professional
web fonts. The fonts that | always stick to areahand Verdana.

6. Minimize the use of images } believe that sometimes simple designs are thst mifbective for the
web. Keep your site simple but neat. Don't clwtmur page with big, bulky images that take agdsad.

Instead use tables creatively and design eye hicgtdcons that will draw a visitor's attention &
particular section of your site. Tip - Visitors arsually more interested in content than in design.

7. Use of white space Try not to clutter up your page with too many ireagbackgrounds and colorful
fonts. Again use the Keep It Simple principle byhnmmizing the use of graphics and using a lot oftevhi
space. White space gives a sense of spaciousnsvarall neatness to a site. Notice the white sjac
our site.

8. Check for broken links - Always check for broken links within a site befajgloading it to your web
server. In Dream weaver you can check for brokeksliby right clicking on any file in the Site Files
Window and then clicking on Check links - EntireeSif you don't have this facility you need to agudi
your site and then check it using online tools Net Mechanic.

Tips to Fast Loading web site designs

The Number 1 rule that every web designer shouldviois to create a fast loading web site. You nhigh
have a great design but very few people are gairsge it if it takes a long time to load. While igegng

a web site always think about how long it will takeload. Try out our tips to build a great lookwgb
site that also loads fast.
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1. Minimize the use of images The key to a fast loading web site is to minimilzae use of images.
Images do enhance a page but don't make 80% ofwelorsite only images. Instead break it down as
much as possible to simple HTML. Notice the popsites like Yahoo, Google, Ebay, Amazon etc., they
have very few images because the load time is imgrertant. Very often simple designs are the best.

2. Optimize images for the web ©Once you have decided on the images that you eegdur site, make
sure that it is optimized for the web. They shduédin the gif or jpeg format. You can also minimihe
size of the image by choosing the number of cojors need, from the color palette. The less thersolo
you choose, the less the size of the image. Yowtsanuse online tools like Gif Wizard to optimizaur
images or to get a recommendation on how to cundbe size of an image.

3. Use Tables creatively You can get some great looking designs by usibigsacreatively. Tables load
very fast because it is just HTML code. Tablesloamised in the

homepage, menus or anywhere you like. Check ouhoarepage and our menus to see how we have
used tables in our site.

4. Cut down the use of animated gifs Pon't use animated gifs unless it is necessarimated gifs take
a long time to load and can also be very irritatiBgt since they catch your attention you could srsell
animated gifs to draw a visitor's attention to gipalar section of your site.

5. Design simple icons Instead of using big, bulky images use simplé samall icons that add a
little color and draw the attention of a visitoreWave used small icons in our homepage to hightigh
main sections of our site.

6. Use background imagesstead of big images whenever possible - Usedrackid images whenever
possible. This is usually a very useful tip for thets and footers. Instead of using an image ofhna@0
which is a uniform design you can use just a phtihat as a background fill. This reduces the sizthe
web page as the image is small.

7. Try out CSS Styles Have fun with CSS styles to get some cool textaf. Again, a CSS Style is
simple HTML code so it loads very fast. You canateecool rollovers using CSS Styles. Rollover the
text on the right menu to see how we have used &fi8s to get a simple but nice text effect.

8. Use Flash cautiously -There seems to be a lot of hype about Flash becémmend that you
minimize the use of

Flash on a site.Don't make entire sites using Flash. It may lookat) but it takes hours to load and can
really put off visitors. If you do want to use Htasse it within an HTML site and make sure it loéais.

9. Design most of your site in HTML -As much as possible try to design your site usiig/L. You
can create great designs by just using HTML codse tdbles, CSS Styles and simple fonts to design
your site. Minimize the use of animated gifs, Fldsliky images etc.

10. Keep checking your load time Last but not least, before you decide on the fileaign of your web
site, check its load time.

Effective Navigation Guidelines

Website navigation is the most important aspecotwsider while designing a website. The primary aim
for effective navigation is get your visitors t@ptin you site and also for visitors to easily fintat they
are looking for easily and quickly. Designing effee navigation can also entice your visitors o dut
the other things you offer on your site. In thificke we will look at some of the basic guidelingsu
need to follow while designing the navigation alebsite.

While designing the navigation for your site kel tollowing points in mind:
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» Organized Links

Make sure your links are well organized accordimdghie order of importance. Visitors should be gasil
able to find what they are looking for under diéfet categories. All main links should found on tbge.
Other interesting links are found on the right loé page. These are common and consistent throughout
the site. You can also place the related linksheoweb page category below the right menu andatlso
the bottom of the page.

Note: Related links are very important as visitors cagrim a particular page will probably be interested
in more information you have under the same topic.

Clear and Prominent

Once you have decided on your navigation links, yeed to think of the best place to put them.
Navigation should be clear and consistent. Trydsigh your navigation on the top or on the lefthese
are the first places our eyes go to. Also locateptimary links high enough on the page so that tre
visible without scrolling. Navigation images shoudd seamlessly integrated into the site designidivo
putting navigation links at the bottom of the pagevisitors will need to scroll right down to see tinks.

If you like you could put the important links atetiop AND bottom of the page just to make sure your
visitors don't miss the link.

* Consistent

Navigation should be clear and consistent. The iapt links of your website should be on every page
in the same location, and in the same sequencét Bamfuse your visitors by putting your navigation
links in different places in different pages.

 Easy to understand

Make your links easy to understand and to the palaually you won't have enough place to have long
links so make use of the space wisely. Visitorsdnge know where they will go on clicking on a
particular link, so make sure your links are untergable or nobody is going to click on your links,
which will defeat the purpose of designing a goadigation system.

* DHTML Menus

If you have a large number of links under categoaled sub- categories you could use navigation snenu
to organize your links. There are many cut 'n' @astripts available on the Net that you could wse t
create great navigation systems. You can find édnseful navigation menus that are very easydtalh

on your site. Keeping these basic points in mind gan go ahead and design an effective navigation
system for your site. Take a look at other siteggbsome ideas on good navigation techniques!anot
good idea would be to use eye-catching visualssamall chunks of information to draw visitors tockli

on a link.
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Lesson 08
Telecommunication

Telecommunication is the assisted transmission ighats over a distance for the purpose of
communication. In earlier times, this may have Iagd the use of smoke signals, drums, semaphore or
heliograph. In modern times, telecommunicationdgfly involves the use of electronic transmittarsis

as the telephone, television, radio or computerlyBaventors in the field of telecommunication inde
Alexander Graham Bell, Guglielmo Marconi and Jologie Baird. Telecommunication is an important
part of the world economy and the telecommunicaitiustry's revenue is placed at just under 3 perce
of the gross world product.

The word telecommunication was adapted from thedfrevord telecommunication. It is a compound of
the Greek prefix tele, meaning 'far off, and théin.@ommunicare, meaning 'to share. The French word
telecommunication was coined in 1904 by Frenchrexegi and novelist Edouard Estaunie.

Basic elements

A telecommunication system consists of three belsiments:

* A transmitter that takes information and convérte a signal;

* A transmission medium that carries the signadt, an

* A receiver that receives the signal and convieliack into usable information.

In a radio broadcast for example, the broadcasetas/the transmitter, free space is the transomssi
medium and the radio is the receiver. Often telenamication systems are two-way, and a single device
acts as both a transmitter and receiver or tramscelor example, a mobile phone is a transceiver.
Telecommunication over a phone line is called ptrpoint communication because it is between one
transmitter and one receiver. Telecommunicationough radio broadcasts is called broadcast
communication because it is between one powerdnktmitter and numerous receivers.

Analogue or digital

Signals can be either analogue or digital. In aalague signal, the signal is varied continuouslyhwi
respect to the information. In a digital signak thformation is encoded as a set of discrete ga{for
example ones and zeros). During transmission tfenmation contained in analogue signals will be
degraded by noise. Conversely, unless the noiseedsca certain threshold, the information contained
digital signals will remain intact. This represeatkey advantage of digital signals over analoggieads.

Networks
A collection of transmitters, receivers or transees that communicate with each other is known as a
network.

Channels

A channel is a division in a transmission mediumtlsat it can be used to send multiple streams of
information. For example, a radio station may boaest at 96.1 MHz while another radio station may
broadcast at 94.5 MHz. In this case, the mediumbleas divided by frequency and each channel has
received a separate frequency to broadcast onrnatigely, one could allocate each channel a reoyirr
segment of time over which to broadcast — thisnigvin as time-division multiplexing and is sometimes
used in digital communication.

Modulation

The shaping of a signal to convey information i©wn as modulation. Modulation can be used to
represent a digital message as an analogue wavefdiis is known as keying and several keying
techniques exist (these include phase-shift keyireguency-shift keying and amplitude-shift keying)
Bluetooth, for example, uses phase-shift keyingxthange information between devices.

Modulation can also be used to transmit the infdionaof analogue signals at higher frequenciess i
helpful because low-frequency analogue signals atape effectively transmitted over free space. Hdenc
the information from a low-frequency analogue slgmaust be superimposed on a higher-frequency
signal (known as a carrier wave) before transmissithere are several different modulation schemes
available to achieve this (two of the most basimdgp@mplitude modulation and frequency modulation).
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An example of this process is a DJ's voice beipgsmposed on a 96 MHz carrier wave using frequency
modulation (the voice would then be received oadiaras the channel "96 FM").

Mobile:

The mobile phone, cellular phone, or simply celbpé is a long-range, portable electronic deviceal use
for mobile communication that uses a network otcgdzed base stations known as cell sites. Intaudi

to the standard voice function of a telephone,anirmobile phones can support many additional cesvi
such as SMS for text messaging, email, packet bimiycfor access to the Internet, and MMS for segdin
and receiving photos and video. Mobile phones gdlyepobtain power from batteries which can be
recharged from mains power, a USB port or a citaiigghter socket in a car.

Applications

Mobile news services are expanding with many omgiuns providing "on-demand" news services by
SMS. Some also provide "instant" news pushed ousMB. Mobile telephony also facilitates activism
and public journalism being explored by Reuters daoo and small independent news companies such
as Jasmine News in Sri Lanka. Companies like Morast starting to offer mobile services such as job
search and career advice.

Features

The camera phone now holds 85% of the mobile phuoaget. Mobile phones often have features
beyond sending text messages and making voice, dattkiding Internet browsing, music (MP3)

playback, memo recording, personal organizer fonsti e-mail, instant messaging, built-in camerak an
camcorders, ringtones, games, radio, Push-to-TRIKT), infrared and Bluetooth connectivity, call

registers, ability to watch streaming video or dtmad video for later viewing, video calling andseas

a wireless modem for a PC, and soon will also sasva console of sorts to online games and otlyar hi

quality’s games.

Technology

Mobile phones and the network they operate undey smnificantly from provider to provider, and
country to country. However, all of them communéc#tirough electromagnetic radio waves with a cell
site base station, the antennas of which are ysoalunted on a tower, pole or building.

Cell Broadcast

It is also known as Short Message Service - CeflaBcast (SMS-CB). Cell Broadcast is a mobile
technology that allows messages (up to 15 pagesp @b 93 characters) to be broadcast to all mobile
handsets and similar devices within a designatedjrg@hical area. The broadcast range can be varied,
from a single cell to the entire network. Cordledephone (portable phone) Cordless phones ardastin
telephones with radio handsets. Unlike mobile pBpoerdless phones use private base stationsrihat a
not shared between subscribers. The base statimmigected to a land-line.

Fax:

Fax (short for facsimile, from Latin fac simile, ake similar", i.e. "make a copy") is a
telecommunications technology used to transfer eogfacsimiles) of documents, especially using
affordable devices operating over the telephoneaorét The word telefax, short for telefacsimile mea
for "make a copy at a distance". The device is &lsmvn as a Telecopier in certain industries. When
sending documents to people at large distancessfaave a distinct advantage over postal mailan th
the delivery is nearly instantenous.

Traditional Fax

A "fax machine" usually consists of an image scanaenodem, a printer, and usually a phone combined
into a single package. The scanner converts theegbprinted on a physical document into a digital
image, the modem sends the image data over a fihente another device, and the printer at thesfad
produces a copy of the transmitted document.

Fax machine — Phone line — Fax machine
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It transmits data in the form of pulses via a thtape line to a recipient, usually another fax maehi
which then transforms these impulses into imagasd, @ints them on paper. The traditional method
requires a phone line, and only one fax can be@emceived at a time.

Computer-based faxing

Another alternative to a physical fax machine isike use of computer software which allows petple
send and receive faxes using their own computers.

As modems came into wider use with personal comgutikee computer was used to send faxes directly.
Instead offirst printing a hard copy to be thentsga fax machine, a document could now be printed
directly to the software fax, and then sent viacbmputer's modem. Receiving faxes was accomplished
similarly.

» Computer — Phone line —ax machine

» Fax Machine— Phone line —Computer

A disadvantage of receiving faxes this way is thatcomputer has to be turned on and running tke fa
software to receive any faxes. Note: This methatisgnct from Internet faxing as the informatiansient
directly over the telephone network, not over thetnet.

Internet Fax

One popular alternative is to subscribe to an maefax service. Internet fax uses the interneeteive

and send faxes. Fax service providers allow usesend and receive faxes from their personal coenput
using an existing email account. No software, favear or fax machine is needed. Faxes are receised
attached .TIF or .PDF files, or in proprietary fat® that require the use of the service provider's
software. Faxes can be sent or retrieved from aaysviat any time that a user can get internet access
Utilizing a fax service provider requires no pagener, fax line, etc.

Advantages of using the internet can include

1. No extra telephone line required for the fax

2. Paperless communication, integrated with email

3. Send and receive multiple faxes simultaneously

4. Reduction in phone costs Internet fax servetrsygays

The Internet has enabled development of several atiethods of sending and receiving a fax. The more
common method is an extension of computer-baseddgaand involves using a fax server/gateway to the
Internet to convert between faxes and emails. dftisn referred to as "fax to mail” or "mail to faX his
technology is more and more replacing the traditidax machine because it offers the advantage of
dispensing with the machine as well as the addititelephone line.

» Fax machine — Phone line — Fax gateway — email message (avierriet) —computer email
account

A fax is sent via the Public Switched Telephonewdek (PSTN) on the fax server, which receives the
fax and converts it into PDF or TIFF format, acdéogdto the instructions of the user. The fax isnthe
transmitted to the Web server which posts it inWeb interface on the account of the subscribeg ish
alerted of the reception by an email containingféhein an attached file and sometimes by a message
his mobile phone.

Sending:

» Computer — Internet — Fax gateway — Phone lin&ax machine

From his/her computer, in the supplier Web site, tber chooses the document s/he wants to send and
the fax number of the recipient. When sending dibeument is usually converted to PDF format and sen
by the Web server to the fax server, which thenstrdts it to the recipient fax machine via the Stad
Telephone Network. Then the user receives a coafion that the sending was carried out, in his/her
web interface and/or by email.
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An Internet fax service allows one to send faxesfla computer via an Internet connection, thanks to
Web interface usually available on the supplier&b\Wite. This technology has many advantages:

* No fax machine— no maintenance, no paper, toner expendituresilplesepairs, etc.

» Mobility — All actions are done on the Web interface; thevise is thus available from any computer
connected to Internet, everywhere in the world.

 Confidentiality — The faxes are received directly on the accounthefuser; he is the only one who
can access it. The received faxes are not likehettbst any more or read by the wrong people.

* No installation of software or hardware— All actions are done on the Web interface ofghpplier,
on the account of the user.

* No telephonesubscription for an additional line dedicatedte tax.

» Many faxes can be sent or received simultaneously, and faaasbe received while the computer is
switched off.

Fax using Voice over IP

Making phone calls over the Internet (Voice ovetetnet Protocol, or VolP) has become increasingly
popular. Compressing fax signals is different frommpressing voice signals, so a new standard heas be
created for this. If the VolP adapter and gatewayTa38 compliant, most fax machines can simply be
plugged into the VolP adapter instead of a reqgoif@ne line.

» Fax machine— VolIP adapter — VolP gateway — Phone lineFax machine (or vice versa)

Fax using email

"IFax" was designed for fax machines to directlymoounicate via email. Faxes are sent as e-mail
attachments in a TIFF-F format. A new fax machisepporting iFax/T.37) is required, as well as a
known email address for the sending and receiviaghimes.

* IF ax machine— email message (over Internet) cemputer email account

Video Conferencing:

A videoconference (also known as a video telecemieg) is a set of interactive telecommunication
technologies which allow two or more locations riteract via two-way video and audio transmissions
simultaneously. It has also been called visuabbaltation. Video conferencing uses telecommuninatio
of audio and video to bring people at differenesitogether for a meeting. This can be as simpk as
conversation between two people in private offigesint-to-point) or involve several sites (multitpt)
with more than one person in large rooms at diffesites. Besides the audio and visual transmissfion
people, video conferencing can be used to sharentenats, computer-displayed information, and
whiteboards. The core technology used in a videEzdaference (VTC) system is digital compression of
audio and video streams in real time. The hardwarsoftware that performs compression is called a
codec (coder/decoder).The screen of the dual plasmnthae left is primarily used to show people dgrin
the conference or the user interface when setinthe call. The one on the right shows data in ¢hise
but can display a 2nd 'far site' in a multipoirit.ca

The other components required for a VTC systerudelVideo input: video camera or webcam Video
output: computer monitor, television or projectouddo input: microphones Audio output: usually
loudspeakers associated with the display devicelephone Data transfer: analog or digital teleghon
network, LAN or Internet Issues Some observerai@rghat two outstanding issues are preventing
videoconferencing from becoming a standard form cofnmunication, despite the ubiquity of
videoconferencing-capable systems. These issues are

Eye Contact:

It is known that eye contact plays a large roledanversational turn-taking, perceived attention iaeht,
and other aspects of group communication.12 Whdelitional telephone conversations give no eye
contact cues, videoconferencing systems are argualiise in that they provide an incorrect impressio
that the remote interlocutor is avoiding eye contdibis issue is being addressed through reseasath t
generates a synthetic image with eye contact istergo reconstruction.1
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Appearance Consciousness

A second problem with videoconferencing is that amditerally on camera, with the video stream
possibly even being recorded. The burden of presean acceptable on-screen appearance is nonprese
in audio-only communication. Early studies by Alpge Chapanis found that the addition of video
actually impaired communication, possibly becausb® consciousness of being on camera. The idsue o
eye-contact may be solved with advancing technolagyd presumably the issue of appearance
consciousness will fade as people become accusttongideoconferencing. Videoconferencing is now
being introduced to online news websites, in otdénclude the element of more liveliness.

Cable TV:

Cabile television is a system of providing televisto consumers via radio frequency signals transthit

to televisions through fixed optical fibers or c@dxcables as opposed to the over-the-air methed irs
traditional television broadcasting (via radio ws)ve which a television antenna is required. Caias

a system that uses cables rather than antenndisefdransmission of TV programs and commercials. A
broadband communications technology in which midtiglevision channels, as well as audio and data
signals, may be transmitted either one way or éddional through an often hybrid (fiber and cogxial
distribution system to a single or to multiple sfiedocations.

It is a TV broadcasting service that delivers sigria households via a fiber optic cable rathentha
conventional aerial or a satellite dish. Like déagglit also requires a set top box. A set top & box
that connects to your TV and allows you to recaligital television either through cable, satellite,
aerial or through the phone line. It literally tstates the digital information and displays it couy
television screen. It is a component of your vidgetem that takes an external signal (cable, &atell
etc.) and converts it into a format for your TVview. And it is typically known as a cable box,edkie

box, etc.

Coaxial cables are capable of bi-directional cggi@f signals as well as the transmission of large
amounts of data. Cable television signals use arggrtion of the bandwidth available over coaxis.
This leaves plenty of space available for othertaligservices such as broadband internet and cable
telephony.

V-sat:

A Very Small Aperture Terminal (VSAT), is a two-wagtellite ground station with a dish antenna. An
innovative feature of VSAT is that the technologslevolved to the point that previously could dmdy
done with large, high-powered transmitting sateltiishes can now be done with a much smaller and
vastly lower-powered antenna at the customer's isesmNearly all VSAT systems are now based on IP,
with a very broad spectrum of applications.

VSATSs (Very Small Aperture Terminals or Via SatelliTerminals) have emerged as the preferred means
of wide area networking for financial institutiondilities and services sector, as the VSAT hasathikty

to integrate data, voice, fax and also voice acnasmote locations. There are different VSAT
technologies namely SCPC, DAMA, TDM/TDMA, and FTDMAdding a new location takes less than a
week, and enhancing services is limited to addinghodifying software at Headquarters (Hub Control
Station) only. VSATs offer high network reliabilit§99.5 %), remote accessibility at lower costs,
transmission costs independent of distances, anttatieed network control, independent of a public
carrier. VSATSs offer more flexibility in network pansion and redesign whereas the terrestrial nketwor
requires re-engineering, which is process that ted&ke@ months and involve scores of vendors. Car
dealerships, gas stations, lottery systems, bainissirance companies, drug stores, general stores,
supermarkets, healthcare companies, manufactweusiers, hotel chains, car rental businesses, food
manufacturers, heavy industries, mines, electugéties, oil and gas pipelines, energy productamd
exploration, timber companies, plantations, varigogernment departments and agencies use VSAT
systems. VSAT services can be deployed in houeven minutes (with auto-acquisition antennas).

E-mail:

E-mail, short for electronic mail and often abbeted to e-mail, email or simply mail, is a storal an
forward method of composing, sending, storing, eeaiving messages over electronic communication
systems. Messages are exchanged between hostshssiBgnple Mail Transfer Protocol with software
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programs called mail transport agents. Users camidad their messages from servers. When a message
cannot be delivered, the recipient MTA must serlbance message back to the sender, indicating the
problem. Despite these disadvantages, and deshée availability of other tools, email-based
communication is still the most widely used writt@edium in businesses.

Challenges

Spamming and computer viruses

The usefulness of e-mail is being threatened bsetiphenomena: spamming, phishing and e-mail worms.
Spamming is unsolicited commercial e-mail. Becanfsthe very low cost of sending e-mail, spammers
can send hundreds of millions of e-mail messages €ay over an inexpensive Internet connection.
Hundreds of active spammers sending this volumenail results in information overload for many
computer users who receive tens or even hundrgdsilboimessages each day.E-mail worms use e-mail as
a way of replicating themselves into vulnerable patars. The combination of spam and worm programs
results in users receiving a constant drizzle okje-mail, which reduces the usefulness of e-nmiha
practical tool.

Privacy concerns

E-mail privacy, without some security precautiorem) be compromised because:

» E-mail messages are generally not encrypted,;

» e-mail messages have to go through intermed@tguters before reaching their destination, meaning
it is relatively easy for others to intercept ardd messages;

» Many Internet Service Providers (ISP) store copiyour e-mail messages on their mail serversrbef
they are delivered. The backups of these can reomito several months on their server, even if you
delete them in your mailbox;

» The Received: headers and other information énatmail can often identify the sender, preventing
anonymous communication.

Video Technology:

Digital Camera

A digital camera is a camera that takes video ibrpstotographs, or both, digitally by recordingages

on a light-sensitive sensor. Many compact digitdl cameras can record sound and moving video as
well as still photographs.

Digital cameras can include features that are mond in film cameras, such as displaying an image o
the camera's screen immediately after it is reahrthee capacity to take thousands of images ongiesi
small memory device, the ability to record videdhasound, the ability to edit images, and deletién
images allowing re-use of the storage they occuidgital cameras are incorporated into many device
ranging from PDAs and mobile phones (called carpbmes).

Digital photography

Digital photography is a form of photography thétizes digital technology to make digital images o
subjects. Until the advent of digital technologhofgraphy used photographic film to create images
which could be made visible by photographic procgsdigital images can be displayed, printed, etior
manipulated, transmitted, and archived using diggéad computer techniques, without chemical
processing.

Camcorders

A camcorder is a portable electronic device foordmg video images and audio onto an internabsger
device. The camcorder contains both a video cameda(traditionally) a videocassette recorder in one
unit, hence its portmanteau name. This comparpeetgous technology where they would be separate.

Broadcasting:

Broadcasting is the distribution of audio and/ated signals which transmit programs to an audience.
The audience may be the general public or a relgtilarge sub-audience, such as children or young
adults. There are wide varieties of broadcastirgesys, all of which have different capabilities.eTh
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largest broadcasting systems are institutionalip@aldress systems, which transmit nonverbal messag
and music within a school or hospital, and low-predebroadcasting systems which transmit radio
stations or television stations to a small aredidNal radio and television broadcasters have nuaiite
coverage, using retransmitted towers, satellitetesys, and cable distribution. Satellite radio and
television broadcasters can cover even wider asegs) as entire continents, and Internet chanrals c
distribute text or streamed music worldwide. Tedeam and radio programs are distributed througlorad
broadcasting or cable, often both simultaneouslye Term "broadcast" was coined by early radio
engineers from the Midwestern United States. Brastiltg forms a very large segment of the mass
media. Broadcasting to a very narrow range of angdies called narrowcasting. Recorded broadcasts an
live broadcasts

One can record and live broadcasts. The formewalloorrecting errors, and removing superfluous or
undesired material, rearranging it, applying sloation and repetitions, and other techniques to ecda
the program. However some live events like spa@lscasts can include some of the aspects including
slow motion clips of important goals/hits etc inveen the live telecast.

A disadvantage of recording first is that the pubtiay know the outcome of an event from another
source, which may be a spoiler. In addition, prerding prevents live announcers from deviating from
an officially-approved script, as occurred with paganda broadcasts.

An overview of current technology trends in ICEf@inrmation, Communication and Entertainment) and
digital convergence and future of media - What Next

The key factor of change in ICT (Information and n@ounication technologies) today is digital
convergence. Convergence is bringing a fundamemaification not only to the ICT sector but also to
the way we use ICT across society and the econtveyare on the verge of a whole new wave of ICT
applications and services that will transform treeywve live, do business and spend our leisure fithe.

ICE (Information, Communication and Entertainmantgjustries are being shaped by the constant drive
of convergence and the commoditization of prodacis services. These drivers are placing tremendous
pressure on telecom, media, software and IT corepaamiound the globe. In order to plan a successful
path, the various players will need to recognize tieed to adopt new business models that reflect
emerging ways in which consumers want to accespaydor content.

Digital convergenceis mainly driven by the TIME industries (Telecommuation, IT/Internet, Media
and Entertainment) and provides new, innovativeitgmls to consumers and business users. Based on
digital technologies and digitized content it enpaisses converged devices (such as smart phones,
laptops, internet enabled entertainment deviceslverged applications (e.g. music download on RLC an
handheld) and converged networks (IP networks).

Convergence describes a process change in indststigtures (Computer Industry, Information/Content
Industry, & Communication Industry) that combinesrkets through technological and economic
dimensions to meet merging consumer needs. Thtepsochange takes place, inter and intra industry,
the following structure:

* Computer Industry S
* Computers S

* Software S

* Interfaces

Digital convergence brings together the separatdde®f audio, video, data and voice communication
services. Already today we can access the samécagrand content (e-mail, music television) using
different terminals over different types of netwarlRhe borders between fixed-line and wireless haobi
networks are disappearing. In the convergent waddsumers will be in control of their entertainihen
and media content; what they want, when they waaind where they want it. The process by which all
separate media become digital and come to be detiveia the global network is known as Digital
Convergence.
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Information/Content Industry

Databases

I nformation Services

Audio-Visuals products

Films

Music

Photos
Communication Industry

PSTN

Cable Networks

Broadcasting

Mobile networks

Digital convergence is increasing the importancecarfitent and services in the ICT sector. In many
European countries, operators already offer tnids- services, a bundle of voice, internet and wide
services. Triple Play service is a marketing teomthe 3 services: high-speed Internet, Video (@ngl
telephone service - all over a single broadbandchection. The main current examples of converged
services concern Voice and Television over thermhae Protocol. Voice over IP, as we know it, is
transforming telephony and will soon be deliveregromobile phones. Already today, there are more
radio stations on the Internet than radio statlereadcasting over the airwaves. The combinations of
these technologies are unleashing a wealth of tppiGes, blurring the boundaries between market
sectors, and proving a powerful driver for innogatand change in a global market. In the futunapat
every device will be a network device. Some of ¢hdavices will be large and immobile, like movie or
television screens. Others will be small and poéetdike wallets, watches, or cellular phones. Will be
hooked up to the global network.

Information, Communications and Entertainment (“[CHEepresents the converging industries of
communications, media, software and the Interdettmnics and travel, leisure and tourism. (KPMG,
1996) defines that convergence entails the coniggther of content, infrastructures, the storagd an
processing capabilities of computers, and constetemtronics. Convergent technologies, which blend
multiple streams of information into a single presdéion on a single device, are central to ther&tu
growth of IT industry. Digital networks redefine athkinds of infrastructure are possible under the
sweeping trend of convergence and highlight thedné® privatization and regulatory changes
commensurate with such developments. Convergendecbhologies takes place at the transmission
level, the terminal level and the service levelcbhvergence began with the digitization of switchand
transmission and the utilization of Intelligent Wetk (IN) platforms.

The result is a Big Bang of convergence, andikislyt to produce the biggest explosion of innovatio
since the dawn of the Internet. As these technefogvolve over the next decade, a new digital wwilld
emerge. Analysts predict that these nascent nesmwilk speed up by an average of 50% a year, the
historic norm. As networks grow and chips contitoiestrengthen, companies will work madly to come
up with winning products and services. Within tlextrfive years, industry analysts say, practicailgry
machine in the wide realm of communications -- gvgadget that sings, talks, beams images, or
messages -- will sport a powerful computer and twark connection. And every bit of digital
information, whether it's a phone call, a song, @\Wage, or a movie, will flow among these machines
the very same river of data.

Think of the force of digitization as the "mothdradl forces" the underlying tectonic shift thatcisating
change everywhere. New media rely on digital tetdgies, allowing for previously separate media to
converge. Media convergence is defined as a phemamef new media and this can be explained as a
digital media.” The idea of 'new media' capturethidbe development of unique forms of digital media
and the remaking of more traditional media formadopt and adapt to the new media technologies.”
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Convergence captures development futures from @dianto new media. It is the fundamental building
block of tomorrow's world
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Lesson 09
Convergence, its nature and levels of coengence

The ability of different networks and user equipténm carry similar services & the ability of one
network or user equipment to carry different sexgidHandsets that carry voice, data and videoc&svi
Cellular networks carrying streaming video in breagt mode and broadcasters being able to provide da
services on unused portions of their spectrum.

Towards multi channel environment
» Same services via different networks and technekogi
e Same terminals use different networks
 Same customized services in different countries

Possibility of various networks platforms to provide practically the same set of services.

Unification of user’s devices, such as telephoneCRand TV set in the form of a single terminal
Convergence is the coming together and integratiotwo or more technologies. Digital television,
computers and telecommunications being combinad sxample of convergence.

Device Convergence
» Endpoints (devices) are converging.
» Integrated service platform for phone, Internetsimuvideo games, and PDA functions allows
end users to access a variety of services thatdweguire multiple terminals previously.
» Computer with multimedia player/soft phone.
* GSM Wi-Fi handsets.
* GSM DVB handsets

Network Convergence
» Convergence of service platforms.
* The integration of voice, data and video netwotkahsport and signaling infrastructures in a
single unified networking system, often referrecsoa "multi service network*
» Broadband wireless technologies delivering botediand mobile services.
* IP multimedia subsystem (IMS), an enabling seryilzéform which offers to support both fixed
and mobile services.

Services Converged
» Service providers have the capabilities to prowderent services that could only be provided
by one service provider previously.
» Cable TV service provider deploying VOIP to offaice service.
» 3G service provider offering broadband interneeasc
» Digital terrestrial TV offering mobile data service

Media convergence?

» Convergence of media occurs when multiple prodemtse together to form one product with the
advantages of all of them.

* Media Convergence is gathering and disseminationesis across a multi-media platform.” -
Traci Mitchell.

* Media Convergence is the process of combining aademting of different media (multimedia)
into a single delivery system. The Internet is saneple of convergence.

+ Data and Voice Services - from separate voice ata services to multimedia applications (IP-
Telephony, Web Contact Centers)

 Fixed and Mobile Networks and Services - from safgaones to the single infrastructure:
CAMEL, VHE, IPv6, IMS

*  Public and Corporate Networks — from dedicatesvadts to open networks
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* Phone, TV and Computer Terminals — from separateee to combined multimedia terminals

» Broadcasting services-from broadcasting servicesMgb-based TV services: IATV, VoD,
WebTV

*  For the consumer: more features in less space.

* For media companies: remaining competitive in theggle for market dominance.

* An ever-wider range of technologies are being eoged into single multipurpose devices.

Convergence within Journalism

In the converged media organizations of the futtine, journalists who best understand the unique
capabilities of multiple media will be the ones wér® most successful, drive the greatest innovation
and become the leaders of tomorrow, (Kawamoto, 2093

Therefore it is important for journalists to undarsl what convergence within the media is and How i
affects journalism.

Kawamoto describes convergence as the melding wririy of historically discrete technologies and
services. (Kawamoto, 2003: 4) Convergence is ogcgyon many levels. Convergence within content,
within the newsroom, within the way news is disseatéd and within the way information is collected.

A good example of where convergence within jousmlhas been successful is Media General in Tampa.
The company combined three of its branches newspEg@pa Tribune, television station WFLA-TV
and web site TBO.com- into the one building. THeuision and news staff still operates indepengentl
but share resources and communicate with one andthe branches all cross promote each other, the
website has its choice of content from both the ne@nd television branches and reporters from the
tribune are often interviewed by the televisiontieta for its newscasts (Thelen, 2002: 98).Different
journalists mean different things when they tallowbconvergence. But generally, convergence takes
three forms.

Newsroom convergence

In a converged newsroom, journalists from differev@dia (TV, radio, newspaper, online) all share the
same workspace instead of occupying separate sffiteseparate buildings. One of the most notable
examples is the News Center in Tampa, Fla. In 2688 staffs of the Tampa Tribune, WFLA-TV and
TBO.com — all owned by Media General Inc. — movatbia huge $40-million facility with a TV
studio on the first floor and a joint newsroom abatv Sharing a newsroom encourages cross-platform
cooperation. When editors from different mediaratt¢he same meetings and plan coverage together,
they can steer each story to the format that itetlest.

Newsgathering Convergence

Here, reporters, editors and photographers collbaon story production. In its simplest form, news
crews might share a helicopter to report on a fldodV newscast might borrow one of the newspaper’s
graphics. A TV reporter might cover an event foodatcast, and then write a longer story for the Web
site. With training, print reporters learn to deliviV news reports; photojournalists shoot photidgo
and conduct interviews. In other words, journalistaltitask in multimedia, whether it's one story
produced by a team of TV, print and online stafferor one reporter preparing variations of oneystor
for several different media.

Content convergence

This is where the final story is presented in nodtilia form, combining text, images, audio, viddogh,

pod casts, slideshows — the options are contingibanding. At present, content convergence isirstil

its infancy, but you can glimpse the future on waiitve Web sites. Imagine, years from now, a new
hybrid medium combining the audio and video of Thg responsiveness and resources of the Web, the
portability and print quality of newspapers. Editand reporters will become “content producershad

to choose the most effective, entertaining stoliptgkechniques from a vast menu of multimedia @i

Media convergence
Text + photos + audio + video + graphics = multimed.
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Suppose you decided to profile, a brilliant paiftemposer. Which medium, or media, would produce
the best story? To display his paintings, yousé photographs. To present his music, you'd us@aud
recordings. To show him at work — conducting a rbekd or painting — you’'d use video footage. To
explain the meaning and impact of this art, yowse text. In short, to create the ideal profile, gaweed
multimedia, Cross-platform journalism, Media corgesrce. Whatever you call it, it's an idea whoseetim
has finally come. Stories once trapped on papemoanbe posted online; stories once confined tb tex
and photographs now integrate audio, video anddatiity. Technological innovations are transfangni
21st-century journalism. Your job, your newsroonvere the stories you write will soon change
dramatically. Kawamoto makes a prediction aboutngrconvergence will take journalism over the next
decade:

1- Content management systems will be createdmitiddia companies that will be able to store cdnten
in digital formats allowing it to be delivered releely easily to different platforms.

2- Wireless internet access will be proliferateitieri through cellular telephone systems or thraughe
localized wireless networks that in turn connedh®wired internet.

3- Television sets will transform to take on moned amore attributes of computers. Technology
convergence will enter the living room by allowitejevisions to connect with the internet creating t
ability for viewers to receive and store digitahtent, and the ability for viewers to interact wabntent

on the screen. This area has already begun todfikeith the invention of digital broadcasting and
products such as TiVo.

4- A new generation of portable devices will beateel that come closer to replicating the advantafjes
paper by being lighter and having longer battdig: [These devices could be descendants of tod&yplap
computers, personal digital assistants or cellpifemes.

Vision of a Converged World
» Consumers use a single terminal point to accessl@siyed information available on any network
without limitations.

* Media convergence is prompted by the developmemifofmation technology.

» Convergence will lead to:

» Reformulation of media economics and politics

» Reorganization of media companies

» Radically change media environments in the nantigifalization

* With the advent of IP technology, competition ifet®m services becomes a global phenomenon
and is no longer confined to within the nationategional boundary.

» The potential for change will be felt in differeways and at different levels (e.g. technology,
industry, services and markets).

* Regulators and the policy makers need to put ioegpéaforward looking and adaptable regulatory
framework, or they will be left behind and becomelevant.

» The unrestricted exchange of information througingmission of images, text, voice or other
forms of data, the info-communications infrastruetuwill improve the productivity of
knowledge-based activities and help to bring alaouinformation Society.

» Efforts will continue to be needed to equip work®rwith the skills which the Information
Society requires.

» This will open opportunities and challenges esplgdia the developing countries.

* The global nature of communications platforms todspecially the Internet, is providing a key
which will open the door to the further integratiointhe world economy.
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» Telecommunications, media and information technplsgctors are seeking cross-product and
cross-platform development as well as cross-satt@re-holding.
Examples of new products and services being delived include:
* Home-banking and home-shopping over the Internet
* Voice over the Internet
* E-mail, data and World Wide Web access over mgttilene networks, and the use of wireless
links to homes and businesses to connect thenetixtbd telecommunications networks
More examples:
» Data services over digital broadcasting platforihy;
* On-line services combined with television via systesuch as Web-TV, as well as delivery via
digital satellites and cable modems;
* Web casting of news, sports, concerts and of @bdiovisual services.

Advantages of Convergence

Technology is so positive, it allows for interadivreal time-and promotes public dialogue and
communication.” -Larry Pryor

Convergence is collaborating in a way that be tee news.”

Challenges for Convergence
Market

* Convergence phenomenon requires adaptation ofapgproaches to be applied to issues of market
entry; licensing; customers; pricing.

Training

* Convergence reporters must be trained to repartuliple media. They should be multi skill abte t
work in a converged media environment. If necessargonvergence reporter might file a brief for the
Web, edit video for television and then write argtior the next day's paper. Convergence repocies
specialize in a single medium, but their familsastith other forms of storytelling gives them argedn
today's ever-changing media landscape.

Digitalization?

Digitization is the process of converting infornaattiinto a digital format. In this format, informai is
organized into discrete units of data (called kits}t can be separately addressed (usually in predbit
groups called bytes). The process by which allehssparate media become digital and come to be
delivered via the global network is known as Dig@anvergence.

Digital Divide

The term 'digital divide refers to the gap betwdbose people with effective access to digital and
information technology, and those without accesi.tti includes the imbalances in physical acdess
technology, as well as the imbalances in resouandsskills needed to effectively participate asgital
citizen. In others words, it's the unequal accegsstime members of the society to information and
communications technology, and the unequal actpnsdf related skills. Groups often discussed & th
context of a digital divide include socioeconomitt{/poor), racial (white/minority), or geographica
(urban/rural). The term global digital divide refeo differences in technology access between oesnt
Many expressions were used to describe the dichotdmpeople’s participation or not in the Informaati
Society such as information poor/ rich or have/ehawet, but the most widely spread now is the "Rigit
Divide". Used by most international organizatiotiis expression has become the reference term. At
first, some narrower definitions of the digital idi¢ were focused only on access to computers and
Internet but access alone does not bridge the téwim gap. As a result, definitions are much wider
today.
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"The term'digital divide' describes the fact that the world can be divideod people who do and people
who don't have access to - and the capability ® -usnodern information technology, such as the
telephone, television, or the Internet. The digitizide exists between those in cities and thoseural
areas. It also exists between the educated andrimtucated, between economic classes, and, glpbally
between the more and less industrially developddms.

* "The digital divide is the "Differences basedraee, gender, geography, economic status, andgathysi
ability:

* In access to information, the Internet and othirmation technologies and services
* In skills, knowledge, and abilities to use infa@tmn, the Internet and other technologies".

Access:

When looking at access, you can see that the kitésrexpanding its territory so rapidly that sgau
might be able to get it anywhere and in multiplarfe (you can already find it in mobile phones @itdi
Televisions). However, today it is still mainly tugh computers that one can access the web. Byiboier
can buy your own computer to access

Internet but this is not affordable for all. Goverents aware of this financial problem are pushimg f
installation of computers in public spaces, suclibaaries or post offices. The market also trizanswer
this new demand by the creation of cyber cafédieikTsuccess relies on fast access connectiomsvat |
price and a 24 hours opening and clearly showttieae is a demand for such access. These different
approaches might well be part of the answer toghaitcess for all. A study done in the UK shows that
success of bringing a new audience to the Intgorietarily relies on the social environment, as vl
on the staff support you can get. Therefore, dhiallenging the value of attempting to extend asces
unstaffed Internet access points (Milne, 2000, p57)

Necessary knowledge to use Internet:

There are user’s needs for information and traimngrder to participate in the Information Socjeind

this is definitely another major risk of exclusidbearning the potentialities of the information and
communication technology may be a bigger barrierrfew users than lack of technical access. For
example, people who are not computer literate mavehance to take advantage from the Internet. The
education system must be the main provider ofrtbig knowledge.

Moreover the fantastic pace of evolution of infotima technology obliges any participant in the
Information Society to continually improve one’scdiedge; learning does not stop once one has
completed a training course. In addition, mastetirginternet, one needs formal training, but krealgke
also develops through learning by doing (Milne20@@)e can improve it by trying things out, sharing
one’s problems and seeing what others are doirigthAl will contribute to a lifelong learning sotye
where people will have to continuously learn to teashese constantly changing technologies, and
therefore to be able to participate in their sgciet

Content

Finally to participate, people must have accedsftrmation that is relevant for them; the contecds

be found on the Web will determine the succeskisfgarticipation. Currently on the web, more wedssi
are in English (bridges.org, 2001, p20). The domweaof English, and especially US content, makes it
less useful to other countries. English speakenrs wree first users of Internet, so the predominawice
their language was natural. So there is a necessiftyave more variety in languages on the Web.
Additionally, non-English countries produce lessdiocontent making the Internet less relevant &rth
lives. It is also necessary that users become obateators as well by the creation of their owrbsites.

By doing that, they participate in the constructidrthe Web and produce sites that might intertsrs.

There are two different forms of Digital divide,ebetween countries but also between groups wéthin
country. Bridges organization extensive report puta these terms "Real disparities exist in ascies
and use of information and communications technol@T) between countries (the "international
digital divide or global digital divide") and betee groups within countries (the "domestic digital
divide™)".
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International Digital divide:

The International Digital Divide, also sometimedl ¢he global DD, is easy to understand but hugely
difficult to overcome. Firstly, this divide is anfrastructure problem. For example, in all of Afj¢here

are fewer phone lines than in New York City alomel @wning a phone is seen as a luxury item. The
costs are enormous and this is why developing ciesnheed support otherwise they might not even be
able to give access to their population. The stiatfproblem is not the only one.

In developing countries, the majority of peopleides wealthy individuals cannot currently affore th
technology, even when it is available, so usageamsnlow. Poverty is the greatest barrier to Irgern
growth in Developing countries. Costs to accessrit are in comparison to developed countries much
higher and therefore unaffordable.

Domestic Digital Divide
The domestic digital divide is more complex to defi because multiple factors are involved. Access
within countries can be looked according followsario-economic factors:

* Age

* Income

» Geographical location
* Education

* Gender

» Disability

Income: It is interesting to notice that socially exclddeeople have mostly a low income and once more,
this economic factor could affect their participatiin the Information Society. Income is the fitsttor

of exclusion, because even if computer prices andss costs drop by a large margin, they wouldbstil
inaccessible to poor people who need to cover Hasiic needs first.

Age: There is a normal difference because ICT areyasid and adopted by younger generations and
they benefit from their school training.

Geographical gap there is a difference in use between differemtspaf same countries. It is easier to get
an Internet access in cities and this trend mighbe changed soon.

In Fact, the new fast access technologies to latesnch as the optical fibre for example, are rgostl
available in urban areas and there is a risk tinatdivide increases. This is why there is a netes$
national planning at a country level to insure tilhareas have the same possibilities.

Education: is closely correlated with employment and incoifigose with higher levels of education are
more likely to have ICT at home and at work. Thesleducated people show least interest in getting 0
line, may be because they do not see the inteoegshém. All these questions related to the doroesti
Digital Divide are mainly studied in developed ctiigs but there is evidence indicating that these
inequalities are far more pronounced in developtogintry where small elite own everything and
cumulate the advantages leaving most of the pdpualatith very little.

Disability: Internet and Information Technologies are prongdior people with disabilities because it
can assist them in overcoming their handicaps, kewthe potential may not be realized if they cdnno
afford assistive technologies or if accessibilityequipment or web-content is not ensured.

Gender: Women have less access to the IT use and skifle. Working women have lower levels of IT
use and skills than working men.

Concrete examples of the global digital divide
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In the early 21st century, residents of First Wartdintries enjoy many Internet services which are n
yet widely available in Third World countries, inding:

Affordable and widespread Internet access, eitm@ugh personal computers at home or work, through
public terminals in public libraries and Interneffes, and through wireless access points; E-comanerc
enabled by efficient electronic payment networke kredit cards and reliable shipping servicesrtudl
globes featuring street maps searchable down twidu#l street addresses and detailed satellite and
aerial photography;

Online research systems like LexisNexis and ProQuxich enable users to peruse newspaper and
magazine articles that may be centuries old, witlh@ving to leave home; Price engines like Froogle
which help consumers find the best possible orgimees and similar services like Shop Local whiictal f

the best possible prices at local retailers; Ebaitr services delivery of government services, sagthe
ability to

Pay taxes, fees, and fines online.
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Lesson 10
Prospects and challenges of online journalism

» Speed vs. Accuracy
When print was the only medium available to therjalists ample time was available for research,
publishing and editing. Indeed, only a few publishigad access to printing press with which to niake
product. As mass media progressed, new forms ot pnd broadcasting appeared, time allowed for
journalistic expression shrank. Internet allows s¢@v move at tremendous dispatch limited only ey th
speed of electron or electromagnetic wave. The idiaty brought by the online environments everyone
is a potential publishers, allows for even les® darthe journalist and editor.
The speed and anonymity provided by the internetptay fast but loose with journalistic ethics arah
affect accuracy and credibility.
Accuracy -- to get the facts and context of a stgiit -- is a fundamental norm of ethical joursail
Inaccurate reporting undermines important newsiestoand can mislead the public. Accuracy is the
indispensable value in journalism and must notdrepromised in Cyber Journalism.
Accurate reporting has never been easy, given @ism'’s deadline- driven nature. But today, accyrac
is further challenged, as news-making adopts tteenet medium.
One of the greatest benefits of online journalismits ability to reach millions of people almost
instantaneously. But the pressure to keep newsmiurronline within minutes of an event’s occureenc
can put at risk the accurate reporting of even st ethically-conscious journalist. Adding to the
pressure is the public’s increasing demand to seesras it happens. So it is certainly extremelynd a
increasingly — challenging. A balance is necesbatyeen speed and accuracy. The public demands it,
and so do journalistic codes of ethics. The corsecgs of disseminating falsehoods can be equally
serious as the consequence of delayed news-dissonin

* Trained and multi skill able reporters

Another challenge towards online journalism is tbavergence. Convergence reporters must be trained
to report in multiple media. They should be mskill able to work in a converged media environmént
necessary, a convergence reporter might file d fmie¢he Web, edit video for television and theriteva
story for the next day's paper. Convergence repoméien specialize in a single medium, but their
familiarity with other forms of storytelling givabem an edge in today's ever-changing media lapdsca
Furthermore, there is so much information availadiéne that it can be difficult working out whete
start and where to stop gathering it. With the ¢eato a much broader reliance on the Internet astal w
for news, it will become increasingly important fournalists to be multi skilled able to work in reo
than one medium, and preferably in several, in whas become known as a converged media
environment.

From gate keeping to gate watching

For a long time, gate keeping has provided a domiparadigm for journalistic news gathering and siew
publishing in the mass media, both for journalistsn conceptualization of their work and for academ
studies of this mediation process. In media sucprias, radio, and TV, with their inherent struasarof
available column space, air time, or transmissioegdencies, it is necessary to have established
mechanisms which keep watch over these gates dect swents to be reported according to specific
criteria of newsworthiness. Gate keeping is thecgge by which selections are made in media work,
especially decisions whether or not to admit aigaler news story to pass through the “gates” néas
medium into the news channels. Lately, however dffiectiveness of gate keeping has been questioned
from a number of perspectives: on the one handeasingly ‘the practice of journalism is being
contaminated from outside. The “fourth estate’nislanger of being overwhelmed by the “fifth estate”
the growing number of “PR merchants and spin dsttorfluencing the news agenda’ (Turner et al.
2000: 29, following Franklin) and undermining thadiability of the gate keeping process itself. Tlis
also related to the fact that ever since the emergef 24-hour broadcast news services and evea seor
since the advent of online news the reporting spegdired of news services has also increasedistead
which has made gatekeepers even more likely toaelprepared material from this ‘fifth estate’ math
than spending time and money on their own, indepenicesearch.
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Further, the addition of the World Wide Web to thedia mix has meant that news consumers are now
far less reliant on what passes through the gdté#seomainstream news organizations, but can bypass
these altogether and turn directly to first-harfdrimation providers. Technological advances arenoye

up opportunities for individuals to express themwsglto a wider audience. The consumer is turning
producer as the affordability and ease of operatibdigital recorders, still cameras and DVCs make
confident non-journalists to record and transmitezage of news events.

This disintermediation has meant, therefore, thdihe the gates are now located with the informmatio
providers (ultimately, with anyone who publishe®/absite with potentially newsworthy information) as
well as with the end user.

Thus, for the online context gate keeping may mgyéw be the most appropriate newsgathering paradigm
instead, it is replaced with an alternative apphoacgate keeping altogether that is gate watchiings
practice of monitoring the content of external sigad alerting the community to new developments ca
usefully be described as ‘gate watching’ I: usexgeairnalists watch the gates of other publicationsee
what material passes through them — but they havebility to prevent that material from being
published, or to keep other users from reportingen which they themselves might have considered
less than newsworthy.Gatewatching is a significaatlification to the power structures of journalism;
the focus has shifted away from a strict seleatibfall the news that's fit to print’ (leaving arying else
unpublished), to the alerting of readers to thetmelevant of information from all the content waiis
currently available. Gate watchers fundamentallplipize news (by pointing to sources) rather than
publish it (by compiling an apparently completeaetgrom the available sources). While maintainihg
benefits of gate keeping (specifically, the ability provide readers with an overview of current key
news), this addresses several problems inher¢héigatekeeper approach:

» Stories have the potential to be more deeply inédie, since readers are able to explore the
source materials directly, and in full;

 The speed of news reporting increases since neriestoan be posted as soon as source
information is found anywhere on the Net, withouheed to wait for journalists to file their
stories or gatekeepers to complete their evaluation

the newsgathering process becomes more transparahtteaders are not prevented from checking a
report’s sources for themselves, but instead eagmar to do so; the news gatherer’s personalnss

still affect their own report, but since readers anore likely to consult original sources this bial have

a reduced effect; Gate watchers do not requirafgignt journalistic skills, but instead need torhanore
general online research skills.

This is linked to the new media-driven shift fromws as information to news as myth. Some downsides
or challenges are clearly visible:

» Gate watching relies almost entirely on the avditgtof existing news sources

* It evaluates and publicizes news, but does notermaws reports itself.

* Misinformation and bias in the original sources wikrefore be passed through to the reader.

» Gate watching also requires more work of the readko (in line with general trends for online
audiences) really must be an active user rather ghpassive recipient of news, and takes on
some of the role of the traditional gatekeepergalist themselves: by passing through the gates
pointed out by the gate watcher, the user in tbedarch for information and their evaluation of
what they find becomes their own gatekeeper. Bopleein developing countries are not much
aware and are passive users.

» Finally, gate watching also continues to rely oa tjfate watchers’ intuition of what news topics
might interest their users. News as myth is myfterall — but at the very least the plurality of
gate watcher sites enables a plurality of divergeyths. ‘People are increasingly able to seek out
stories and storytellers who challenge and rejemtvy of the state scribes [i.e., of the major
political and economic interests].

» People tell each other news as myth. News as raytiyth, after all — They must have the ability
to find others who share and confirm their viewshaf world.

* People must have the research skills and theityatnl make the most of electronic networks and
cheap digital equipment for news production anttitistion.

» Ethical and legal challenges
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Following re the ethical and legal challenges ofirenjournalism and must not be compromised to
maintain the issues of credibility and reliability.

Accuracy:

Cyber journalists must deliver error-free contefitey must ensure that their content is a verifiable
representation of the news. Those who depend upam for information should never be intentionally
mislead. Journalist must be accurate with thegeaaudiences. Sometimes it's OK to print inforprati
that they haven't confirmed with multiple sourcégst make sure that you label it as such. Never eve
publish information that you know not to be true.

Corrections:

Cyber Journalists should admit mistakes and cothech promptly and prominently. Correct what we get
wrong as promptly and as clearly as possible. Estabystems to enable readers to alert us to kasta
and hold us accountable.

Copyrights and never plagiarism:

Journalist must value original thought and expwmssiTheir work should be free from fraud and
deception. That includes plagiarism and fabricatidmey must attribute content and honor copyrights.
includes not just cutting and pasting whole aricleut copying photos, graphics, video and evegelar
text excerpts from others and putting them on yeeip page as well. If they want to reference somethi
on another website, link it instead. If they area@rned that the page you're linking to will disagp
give your readers the name of the publication phdiiished the page, its date of publication antiats
summary of its content. Just like news reporteesiue reference other content before the Web.

Identify and link to sources:

Cyber journalist should act honorably and ethicailglealing with news sources. He/she should Iéenti
and link to sources, whenever feasible. The puiliguld entitle to as much information as possilsle o
sources' reliability. He/she should always quessonrces’ motives before promising secrecy. Clarify
conditions attached to any promise made in exch&rgaformation.

Privacy:

Recognize that private people have a greater tigbontrol information about themselves than dolipub
officials and others who seek power, influence erdion. Only a dominant public need can justify
interruption into anyone's privacy. Be sensitiveewlseeking or using interviews or photographs o$eh
affected by tragedy or grief.

Distortion of the content of photos and videos:

Never distort the content of photos without distigswhat has been changed or digitally alter
photographs to mislead the audience. Image enhamters only acceptable for technical clarity.
Montage and photo illustrations should be labely Attempt to confuse readers or misrepresent visual
information is prohibited. In photographing news, bt stage or restructure events. Similarly, itiregl
video, do not insert words or splice together statets made at different times so as to suggestHbgt
were uttered at the same time. Pieces of an ieterer address generally should be presented iarthex

that they occurred. If an interview is presentedjuestion-and answer format, the questions must be
presented as they were asked. Reaction shots nég mitered after the fact. Staging is prohibited.

Distinguish factual information and commentary from advertising:
Cyber journalists should distinguish factual infation and commentary from advertising and avoid
hybrid or mixture that blurs the lines betweentthe.

Distinguish between advocacy, commentary and facthaformation:
Even advocacy writing and commentary should norepiesent facts or context of the news event. So,
Cyber journalist should strive to distinguish betwedvocacy, commentary and factual information.
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Define and clearly Label, news and opinion:

Journalists and news organizations should undefstennecessity of defining, and clearly labelingws

and opinion. In an open environment like the Walnsistency in presentation can help the reader see
clearly where the lines are drawn between newsoaitdon. Whenever journalists or organizations blur
or blend those roles, they need to recognize #keamd consider the consequences.

Linking decisions:

The linking decision requires more specific consatiens, including the relevance and reliabilitytioé
material that might be linked. Linking decision®shl be based on serving the audience with as atecur
and as complete a picture of the world as posstleh decisions should not be restricted by comialerc
concerns about sending customers to others' sitelsing is at the core of the Web experience, tying
together content that allows readers to discovexpected treasures and contextual informationciuat
comfortably fit into print and broadcast paradigrBsit linking also comes with challenges for media
organizations. Until now, content was easily clésgi-- it was in the paper or it wasn't; it wa®ddcast

on the air or it wasn't. Linking has created a eetlorld in which media companies can point to sites
without assuming responsibility for their veracady standards. So how do media sites embrace linking
without compromising their core values?

Principles & Values

A link to an external site does not signify aersement of that site or its point of view. Inierely a
signal to the reader that there may be contenitefést on the destination site.

* Despite this, media sites should make it cleah&ir readers -- in the user agreement, sitestjuiels or

via some other method — that there's a differencgtandards between the content that resides an the
own site and the content they link to.

» Because of the spider-like nature of the Web,imeiles can't be expected to apply even thesgeela
standards to the content of sites that are lin@gitbim sites we link to (the two-click rule).

» When readers put their own links to content irssage boards, blog posts, etc., those links shmuld
considered user-generated content and subjece teatihe controls.

» All media sites should to link to external sitésnking off-site is an extension of your site'seus
experience and fosters a feeling of openness tbatiducive to repeat visits. Trying to keep readers
within just your site is a losing proposition.

* When linking, sites should not be forced intolimling links that support all sides of an issue.il/h
news articles themselves should adhere to thétitmaal standards of fairness and accuracy, asgurin
balance in links run counters to the concept ofiging only useful links to the reader.

Protocols
When deciding whether to links to other parts afiryown site, ask yourself the following questions:
» Is this content being linked to relevant to somewhe would be reading/viewing this content?
* When choosing whether to include a link to ano#ity, ask yourself the following questions:
* Is the linked content relevant for someone who wdd reading/viewing this content?
* Does the content being linked include content taild potentially fall within the area of
defamation or libel?
* If the content being linked to falls outside thearstards of your site, should you include
notification of that fact (i.e., notify users ofgbanity, nudity, etc.)?
» Are you responsible when you link to something éfge?
* What about when that link links to something realtiensive?

How do you decide when a user should be banned fropublishing on your site?

This question raises a fundamental tension fornalists working in digital media: the need for avse
organization to accommodate conflicting views & shme time it creates and maintains a community of
civil discourse and debate. News organizations Ishoteate terms of service for users contributing
content to the news organization's digital editidhisch terms cover such issues as the use of atyscen
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personal attacks, etc. in material published by- rstaffers. Publishers should also be clear abwoait t
consequences for violating terms of service, engnediate banning from further posting, suspen®tm,
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Lesson 11
Important Terminologies
ARPANet
(Advanced Research Projects Agency Network) theysser to the Internet. Developed in the late 60's
and early 70's by the US Department of Defensenasxperiment in wide-area-networking to connect
together computers that were each running diffesystem so that people at one location could use
computing resources from another location.

Bandwidth
How much stuff you can send through a connecticually measured in bits-per-second (bps.)

Binary
Information consisting entirely of ones and zerdkso, commonly used to refer to files that are not
simply text files, e.g. images.

Bit -- (Binary DigIT)
A single digit number in base-2, in other wordshei a 1 or a zero. The smallest unit of compugelriz
data. Bandwidths usually measured in bits-per-sg:con

Blog -- (web LOG)

A blog is basically a journal that is availabletbe web. The activity of updating a blog is "blaggji and
someone who keeps a blog is a "blogger." Blogstypieally updated daily using software that allows
people with little or no technical background todafe and maintain the blog.Postings on a blog are
almost always arranged in chronological order \tlign most recent additions featured most prominently
It is common for blogs to be available as £SS feeds

Blogosphere or Blogsphere
The current state of all information available dogs and/or the subculture of those who createused
blogs.

Bps -- (Bits-Per-Second)

A measurement of how fast data is moved from omeelto another. Broadband generally refers to
connections to the Internet with much greater badithwthan you can get with a modem. There is no
specific definition of the speed of a "broadbandhmection but in general any Internet connectidngus
DSL or via Cable-TV may be considered a broadbamthection. A Client program (software) that is
used to look at various kinds of Internet resources

BTW (By The Way)

Shorthand appended to a comment written in an erdbnum. Byte A set of Bits that represent a single
character. Usually there are 8 Bits in a Byte, domes more, depending on how the measurement is
being made.

Client

A software program that is used to contact andioldata from a Server software program on another
computer, often across a great distance. Each tQlimgram is designed to work with one or more
specific kinds of Server programs, and each Seeagrires a specific kind of Client. A Web Browsgai
specific kind of Client.

Cyberspace
Term originated by author William Gibson in his ebWeuromancer the word Cyberspace is currently
used to describe the whole range of informatiooueses available through computer networks.

DHTML (Dynamic Hypertext Markup Language)
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DHTML refers to web pages that use a combinatiot®ML, JavaScript, and CSS to create features
such as letting the user drag items around on #ie page, some simple kinds of animation, and many
more.

DNS -- (Domain Name System)
The Domain Name System is the system that trassslaternet domain names into IP numbers. A "DNS
Server" is a server that performs this kind of station.

Domain Name
The unique name that identifies an Internet sitemBin Names always have 2 or more parts, separated
by dots. The part on the left is the most specdiwg the part on the right is the most generalivirgy
machine may have more than one Domain Name butesm ddomain Name points to only one machine.
For example, the domain names:

* matisse.net

* mail.matisse.net

» workshop.matisse.net
Can all refer to the same machine, but each donaire can refer to no more than one machine. Usually
all of the machines on a given Network will have #ame thing as the right-hand portion of their Biom
Names (matisse.net in the examples above). Itsis pbssible for a Domain Name to exist but not be
connected to an actual machine. This is often dorthat a group or business can have an Intermetile-
address without having to establish a real Intesitet In these cases, some real Internet machus m
handle the mail on behalf of the listed Domain Name

Download
Transferring data (usually a file) from another poner to the computer you are using. The oppodite o
upload.

DSL -- (Digital Subscriber Line)

A method for moving data over regular phone lifeSL circuit is much faster than a regular phone
connection, and the wires coming into the subscslj@emises are the same (copper) wires used for
regular phone service. A DSL circuit must be camfegl to connect two specific locations, similarato
leased line (however a DSL circuit is not a leated. A common configuration of DSL allows
downloads at speeds of up to 1.544 megabits (nghbytes) per second, and uploads at speeds of 128
kilobits per second. This arrangement is called ADAsymmetric Digital Subscriber Line. Another
common configuration is symmetrical: 384 Kilobitsrgecond in both directions. In theory ADSL allows
download speeds of up to 9 megabits per secondi@lodd speeds of up to 640 kilobits per second. DSL
is now a popular alternative to Leased Lines ardNSbeing faster than ISDN and less costly than
traditional Leased Lines.

Email -- (Electronic Mail)
Messages, usually text, sent from one person tdhanovia computer. E-mail can also be sent
automatically to a large number of addresses.

FAQ -- (Frequently Asked Questions)

FAQs are documents that list and answer the maatrmn questions on a particular subject. There are
hundreds of FAQs on subjects as diverse as Petntsngoand Cryptography. FAQs are usually written
by people who have tired of answering the sametiquesver and over.

Finger

An Internet software tool for locating people ohatInternet sites. Finger is also sometimes usgive
access to non-personal information, but the mostnoon use is to see if a person has an account at a
particular Internet site. Many sites do not allewaming Finger requests, but many do.

FTP -- (File Transfer Protocol)
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A very common method of moving files between twteinet sites.FTP is a way to login to another
Internet site for the purposes of retrieving anddending files. There are many Internet sites tizae
established publicly accessible repositories ofemat that can be obtained using FTP, by logging in
using the account name "anonymous", thus these aite called "anonymous ftp servers".FTP was
invented and in wide use long before the advemh®World Wide Web and originally was always used
from a text-only interface.

GIF -- (Graphic Interchange Format)

A common format for image files, especially suigafiir images containing large areas of the sanw.col
GIF format files of simple images are often smatlhem the same file would be if stored in JPEG ftrm
but GIF format does not store photographic imagewsell as JPEG.

Gigabyte

1000 or 1024 Megabytes, depending on who is maasuGopher Invented at the University of
Minnesota in 1993 just before the l/l/feb, gophersva widely successful method of making menus of
material available over the Internet. Gopher wasgieed to be much easier to use than FTP, while sti
using a text-only interface. Gopher is a Client &edver style program, which requires that the hage

a Gopher Client program. Although Gopher spreaidhamcross the globe in only a couple of years, it
has been largely supplanted by Hypertext, also knass WWW (World Wide Web). There are still
thousands of Gopher Servers on the Internet anchwexpect they will remain for a while.

HTML -- (Hypertext Markup Language)

The coding language used to create Hypertext doctgtier use on the World Wide Web. HTML looks a
lot like old-fashioned typesetting code, where gawround a block of text with codes that indicabevlit
should appear. The "hyper" in Hypertext comes fthenfact that in HTML you can specify that a block
of text, or an image, is linked to another filetbe Internet. HTML files are meant to be viewecdhgsa
"Web Browser".HTML is loosely based on a more coshensive system for markup called SGML, and
is expected to eventually be replaced by XML-based ML standards.

HTTP -- (Hypertext Transfer Protocol)
The protocol for moving hypertext files across bhiernet. Requires a HTTP client program on one end
and an HTTP server program (such as Apache) owottier end. HTTP is the most important protocol
used in the World Wide Web (WWW).

Hypertext
Generally, any text that contains links to othecwtoents - words or phrases in the document thabean
chosen by a reader and which cause another documeeatretrieved and displayed.

Internet (Lower case 1)
Any time you connect 2 or more networks togethey flave an internet - as in inter-national or inter
state.

Internet (Upper case 1)

The vast collection of inter-connected networkd @iv@ connected using the TCP/IP protocols and that
evolved from the ARPANET of the late 60's and edilys.The Internet connects tens of thousands of
independent networks into a vast global internet isnprobably the largest Wide Area Network in the
world.

Intranet
A private network inside a company or organizatiost uses the same kinds of software that you would
find on the public Internet, but that is only fatérnal use. Compare with extranet.

IP Number -- (Internet Protocol Number)
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Sometimes called a dotted quad. A unique numbersistimy of 4 parts separated by dots,
€.9.165.113.245.2Every machine that is on the netenas a unique IP number - if a machine does not
have an IP number, it is not really on the Interidiny machines (especially servers) also haveoone
more Domain Names that are easier for people temdvsr.

IRC -- (Internet Relay Chat)

Basically a huge multi-user live chat facility. Teeare a number of major IRC servers around thddwor
which are linked to each other. Anyone can creatbamnel and anything that anyone types in a given
channel is seen by all others in the channel. Rrichannels can (and are) created for multi-person
conference calls.

ISP -- (Internet Service Provider)
An institution that provides access to the Inteinetome form, usually for money.

IT -- (Information Technology)

A very general term referring to the entire fielidloformation Technology - anything from computer
hardware to programming to network management. Muostlium and large size companies have IT
Departments.

JPEG -- (Joint Photographic Experts Group)

JPEG is most commonly mentioned as a format fogemniiles. JPEG format is preferred to the GIF
format for photographic images as opposed to liherasimple logo art. It is an image format thidwas

for compression of the image when it is stored.

Kilobyte
A thousand bytes. LAN -- (Local Area Network).A cputer network limited to the immediate area,
usually the same building or floor of a building.

Login
Noun or a verb.

Noun: The account name used to gain access to a compuséem. Not a secret (contrast with
Password). Verb: the act of connecting to a conmpsygetem by giving your credentials (usually your
"username" and "password")

Mail list (or Mailing List)

A (usually automated) system that allows peoplsetad e-mail to one address, whereupon their message
is copied and sent to all of the other subscriberthe mail list. In this way, people who have many
different kinds of e-mail access can participatdigtussions together.

Mashup
A web page or site made by automatically combiniogtent from other sources, usually by using
material available via £SS feeds.

Modem -- (Modulator, Demodulator)

A device that connects a computer to a phone knéelephone for a computer. A modem allows a
computer to talk to other computers through thenphgystem. Basically, modems do for computers what
a telephone does for humans. The maximum pradimadiwidth using a modem over regular telephone
lines is currently around 57,000 bps.

Mosaic

The first WWW browser that was available for thedutéosh, Windows, and UNIX all with the same
interface. Mosaic really started the popularityttoé Web. The source-code to Mosaic was licensed by
several companies and used to create many othebregisers. Mosaic was developed at the National
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Center for Supercomputing Applications (NCSA), teg tJniversity of lllinois in Urbana-Champaign, in
Illinois, USA. The first version was released iteld993.

Netscape
A WWW Browser and the name of a company. The Neesd¢tm) browser was originally based on the
Mosaic program developed at the National CenteStgrercomputing Applications (NCSA).

Network
Any time you connect 2 or more computers togetlerthat they can share resources, you have a
computer network. Connect 2 or more networks tagedind you have an internet.

NIC -- (Network Information Center)

Generally, any office that handles information éonetwork. The most famous of these on the Internet
was the Inter NIC, which was where most new donma&mes were registered until that process was
decentralized to a number of private companieso Aieans "Network Interface card”, which is the card
in a computer that you plug a network cable into.

Node
Any single computer connected to a network.

Open Content

Copyrighted information (such as this Glossary} tkamade available by the copyright owner to the
general public under license terms that allow reafsthe material, often with the requirement (ashwi
this Glossary) that the re-user grant the puble ghme rights to the modified version that theser-u
received from the copyright owner. Information tistn the Public Domain might also be considered a
form of Open Content.

Packet Switching

The method used to move data around on the Intdmetcket switching, all the data coming out of a
machine is broken up into chunks, each chunk hasatidress of where it came from and where it is
going. This enables chunks of data from many differsources to co-mingle on the same lines, and be
sorted and directed along different routes by sppenachines along the way. This way many people can
use the same lines at the same time. You mighk tfiseveral caravans of trucks all using the sevad
system to carry materials.

Password
A code used to gain access (login) to a lockedegysGood passwords contain letters and non-ledtets
are not simple combinations such as virtue?7.

PDF -- (Portable Document Format)

A file format designed to enable printing and viegviof documents with all their formatting (typeface
images, layout, etc.) appearing the same regardfeshat operating system is used, so a PDF documen
should look the same on Windows, Macintosh, lifD$/2, etc.

Portal

Usually used as a marketing term to describe a Sitelthat is or is intended to be the first placege
see when using the Web. Typically a "Portal si@$ b catalog of web sites, a search engine, or Both
Portal site may also offer email and other serticentice people to use that site as their maimtpf
entry" (hence "portal) to the Web.

Posting
A single message entered into a network commupigsitsystem.

PPP -- (Point to Point Protocol)
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The most common protocol used to connect home ctargpuo the Internet over regular phone lines.
Most well known as a protocol that allows a comptteuse a regular telephone line and a modem to
make TCP/IP connections and thus be really ang tmulthe Internet.

Protocol
On the Internet "protocol” usually refers to a @etules that define an exact format for commurniarat
between systems.

PSTN -- (Public Switched Telephone Network)
The regular old-fashioned telephone system.

RSS -- (Rich Site Summary or RDF Site Summary or Re Simple Syndication)

A commonly used protocol for syndication and shguf content originally developed to facilitate the
syndication of news articles, now widely used tarshthe contents of blogs. Mashups are often made
using RSS feeds.RSS is an XML-based summary oflkasite, usually used for syndication and other
kinds of content-sharing. There are RSS "feeds'tlwlare sources of RSS information about web sites,
and RSS "readers" which read RSS feeds and digp#aycontent to users.

RTSP -- (Real Time Streaming Protocol)

RTSP is an official Internet standard (RFC 2326)delivering and receiving streams of data such as
audio and video. The standard allows for both tiead- ("live") streams of data and streams fromesdor
data. SDSL -- (Symmetric Digital Subscriber Line)

A version of DSL where the upload speeds and doaeh&peeds are the same.

Search Engine

A (usually web-based) system for searching therimédion available on the Web. Some search engines
work by automatically searching the contents ofeotiystems and creating a database of the results.
Other search engine contains only material manusgigroved for inclusion in a database, and some
combine the two approaches.

SEO -- (Search Engine Optimization)

The practice of designing web pages so that thely as high as possible in search results from bearc
engines. There is "good" SEO and "bad" SEO. Godd Bkolves making the web page clearly describe
its subject, making sure it contains truly useffbimation, including accurate information in Métays,
and arranging for other web sites to make linksh page. Bad SEO involves attempting to deceive
people into believing the page is more relevant ih&uly is by doing things like adding inacclwedfleta
tags to the page.

Spam (or Spamming)

An inappropriate attempt to use a mailing listJSENET or other networked communications facilisy a

if it was a broadcast medium (which it is not) lending the same message to a large number of people
who didn’t ask for it.

Spyware
A somewhat vague term generally referring to soféathat is secretly installed on a users computdr a

that monitors use of the computer in some way withibe users' knowledge or consent. Most spyware
tries to get the user to view advertising and/otipalar web pages. Some spyware also sends intfama
about the user to another machine over the Int@pgwvare is usually installed without a users'
knowledge as part of the installation of otherwafi, especially software such as music sharingvacé
obtained via download.

Tag
The term "tag" can be used as a noun or verb. #®ua, a tag is a basic element of the languagestose
create web pages (HTML) and similar languages siscKML. Another, more recent meaning of tag is
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related to blogs where blogs and the postings tweyain may be "tagged" which means to assign a
keyword, such as "politics" or "gardening", thisables searches for "all the blog postings in th& pa
week that are tagged 'prenatal care™

TCP/IP -- (Transmission Control Protocol/Internet Protocol)

This is the suite of protocols that defines therdnét. Originally designed for the UNIX operatingt®m,
TCP/IP software is now included with every majandiof computer operating system. To be truly on the
Internet, your computer must have TCP/IP software.

TLD -- (Top Level Domain)

The last (right-hand) part of a complete Domain Mankor example in the domain name
www.matisse.net ".net" is the Top Level Domain. ifehare a large number of TLD's, for example .biz,
.com, .edu, .gov, .info, .int, .mil, .net, .org,daa collection of two-letter TLD's corresponding tte
standard two-letter country codes, for example,.ass .jp, etc.

Upload

Transferring data (usually a file) from a compugeu are using to another computer. The opposite of
download. URI -- (Uniform Resource Identifier) atdaess for s resource available on the Internet. Th
first part of a URI is called the "scheme". The mwesll known scheme is http, but there are mangisth
Each URI scheme has its own format for how a URusthappear. Here are examples of URIs using the
http, telnet, and news schemes:

http:/www.matisse.net/files/glossary.html telne@tdll.sf.ca.us news:new.newusers.questions

URL -- (Uniform Resource Locator)

The term URL is basically synonymous with URI. URls replaced URL in technical specifications.

Virus

A chunk of computer programming code that makesiesopf itself without any conscious human
intervention. Some viruses do more than simplyicagg themselves, they might display messageslinst
other software or files, delete software of filet,.

VOIP -- (Voice over IP)

A specification and various technologies used fowalmaking telephone calls over IP networks,
especially the Internet. Just as modems allow céengiio connect to the Internet over regular tedegh
lines, VOIP technology allows humans to talk ovgetnet connections. Costs for VOIP calls can lo¢ a
lower than for traditional telephone calls. Becatls® IP networks are packet-switched this allows fo
vastly different ways of handling connections araterefficient use of network resources.

WAN -- (Wide Area Network)
Any internet or network that covers an area latgan a single building or campus.

Web
Short for "World Wide Web."

Web page
A document designed for viewing in a web browsepidally written in HTML. A web site is made of
one or more web pages.

Website

The entire collection of web pages and other infiiom (such as images, sound, and video files) etc.
that are made available through what appears s asea single web server. Typically all the ofgsam

a web site share the same basic URL, for exampldéolfowing URLs are all for pages within the same
web site:

http://www.baytherapy.com/

http://www.baytherapy.com/whatis/
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http:/www.baytherapy.com/teenagers/

The term has a somewhat informal nature sincege larganization might have separate "web sites" for
each division, but someone might talk informallypabthe organizations' "web site" when speakinglbof

of them.

Wi-Fi -- (Wireless Fidelity)
A popular term for a form of wireless data commatiimn.

Worm

A worm is a virus that does not infect other proggalt makes copies of itself, and infects addalon
computers (typically by making use of network castimms) but does not attach itself to additional
programs; however a worm might alter, install, estdoy files and programs.

WAP

This stands for wireless application protocol. WiBRx secure specification that's allows users tess
information instantly via handheld devices suchnasbile phones, smart phones and some two-way
radios to name a few. WML (wireless markup langyiaggports HTML and XML but has special
elements that have been designed for the use olh stneens and on-hand navigation devices with no
keyboard. Wap enabled devices run what are calledoMBrowsers, they are designed to be able to deal
with the low bandwidth restrictions that are fowordwireless handheld devices.

Website

A Web site is a presence on the World Wide Web.wdb sites contain a home page which is the first
page that you would see when you arrive at the Aiteeb site will almost certainly contain more pag
other than the home page, these are usually ableebsi clicking on an area on the screen, callédka
that will then take you to another page.

JavaScript

JavaScript is a scripting language developed bysdégie to allow the design of interactive sites.
JavaScript can interact directly with HTML codeisoan add dynamic content to a web site. There are
not many design issues with the use of JavaSthipttwo main browsers Internet Explorer and Netscap
Navigator do show some differences when the samipt $& run in both browsers, both are working to
change these problems.

Web Browser

A web browser is a software application that isdusedisplay web pages. The two most common web
browsers are Netscape Navigator and Microsoft hetieExplorer. Both of these are capable of displgyi
text, graphics and multimedia information such@ss and video.

CSS

CSS which is short for Cascading Style Sheets, ithia feature added to HTML that allows web
developers to have greater control over how welepage displayed. The one set back when using
cascading style sheets is when a page is displayéternet Explorer it can have a different look i
Netscape Navigator, these two web browsers arenttet common ones in use so both are creating a
standard in which all pages will look the same.

WYSIWYG

WYSIWYG stands for what you see is what you getisTit a type of application used for designing a
web page it will let you see on the monitor exagtlyat you would see when the document is finished.
With some web design software you can place grapdma text on the screen and see what they would
look like once the document was finished, so whatl gee is actually what you would get once
completed.

The Difference between the Internet and the Worlde/AWeb
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Many people use the terms Internet and World Widdb\(é.k.a. the Web) interchangeably, but in fagt th
two terms are not synonymous. The Internet and\thb are two separate but related things. The latern
is a massive network of networks, a networkingasfiructure. It connects millions of computers thget
globally, forming a network in which any comput@nccommunicate with any other computer as long as
they are both connected to the Internet. Infornmatiat travels over the Internet does so via setaof
languages known as protocols. The World Wide Welsjraply Web, is a way of accessing information
over the medium of the Internet. It is an inforraatsharing model that is built on top of the IngtriThe
Web uses the HTTP protocol, only one of the langaagpoken over the Internet, to transmit data. Web
services, which use HTTP to allow applicationsammunicate in order to exchange business logic, use
the Web to share information. The Web also utilizemvsers, such as Internet Explorer or Netscape, t
access Web documents called Web pages that aetllickeach other via hyperlinks. Web documents
also contain graphics, sounds, text and video.Weé is just one of the ways that information can be
disseminated over the Internet. The Internet, netWeb, is also used for e-mail, which relies onT&M
Usenet news groups, instant messaging and FTPheS@/eb is just a portion of the Internet, though a
large portion, but the two terms is not synonymainid should not be confused.
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Lesson 12
Blogs and Blogging

A blog is a website in which items are posted aegular basis and displayed in reverse chronolbgica
order. The term blog is a shortened form of weldogveb log. Authoring a blog, maintaining a blog or
adding an article to an existing blog is calledotiging”. Individual articles on a blog are calleldg
posts,” “posts” or “entries”. A person who postegh entries is called a “blogger”. A blog compritsed,
hypertext, images, and links (to other web pages tanvideo, audio and other files). Blogs use a
conversational style of documentation. Often blégsus on a particular “area of interest”, such as
Washington, D.C.’s political goings-on. Some bldgscuss personal experiences.’

Like an online dairy. This can be about and be dsednything at all, it can be used for news, eis,
products etc for a business, organization etc. Thigreat as it helps the user stay in touch whih t
website with new and up to date information. Thaee very popular these days online. Each weblog
develops an audience, and there’s also camaraaledieolitics between the people who run weblogs,
they point to each other, in all kinds of structjrgraphs, loops, etc. Blogs are typically updataiy
using software that allows people with little or technical background to update and maintain thg.bl
Postings on a blog are almost always arranged rianckogical order with the most recent additions
featured most prominently. Popular blog softwaiedude Moveable Type, Blogger, or Word Press.
Each blog is generally maintained by one to threepjfe, usually one. Adding a blog to your web site
makes it dynamic, drawing your visitors with retwisits and encouraging their interaction. You cae
blogs to build relationships. Blogs are quickly imgva major cultural impact in politics, religion,
business, and other areas. The blogging phenamisrep grassroots movement that may sow the seeds
for new forms of journalism, public discourse, natetivity and online community. Thousands of wotkin
journalists produce bogs on the internet. Web logigivill drive a powerful new form of amateur
journalism as millions of Net users — young peaspecially — take on the role of columnist, reporte
analyst and publisher while fashioning their owrnrspeal broadcasting networks. It won't happen
overnight, and we're now seeing only version 1. jost wait a few years when broadband and
multimedia arrive in a big way.

With the rise of the blogging, people don't neetveédoounded by those traditional filters anymofiéng
role of the journalist is to ensure that the vaife¢he people should be exposed. "Now, thankfulig,
protesters who want to get their story out can bgphe media by using live audio or a Webcam teroff
raw feeds during a live protest or forum. If yowdrguy with a video recorder filming an event iceatain
neighborhood and streaming it on the Internet ambnting it on your Weblog, you're practicing a
straightforward kind of amateur journalism." Itisstantaneous as "With a Weblog, you hit the send ke
and it's out there while in the print media if yate working for the weekly magazine or even datly,
seems like it takes time to see your work in pilitg.the perfect throwaway journalism for our dge.

Its interactive as it's a kick to get feedback frgmople you've never heard of who stumble on your
Weblog. You don't have to necessarily tailor yowrkvfor a certain readership or demographic or for
other marketing constraints or you don't have atoetb pitch the story to. Here's a media formt tlets
you write at any length about any issue you casplgeabout and find of sufficient significance.

Definitions of Blog:
1- Blog is an online Journal. It is a frequentlydafed journal or diary usually, often hosted byiadt

party.

2- Short for "Web log," a specialized site thabat an individual or group of individuals to share
running log of events and personal insights withinenaudiences. Blogs with political or current-ptse
themes have grown in popularity and allows foransimass-audience commentary.

3- Web LOG is a journal kept on the Internet. Tjuarnal is often updated daily and contains all
information that the person maintaining the BLOKe(blogger) wishes to share with the world.

4- A blog is information that is instantly publighéo a Web site. Blog scripting allows someone to
automatically post information to a Web site. Thivimation first goes to a blogger Web site. Thea t
information is automatically inserted into a temeltailored for your Web site.
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5- ABLOG is a publication of personal thoughtspesiences, and web links. It is updated frequesntig
is usually a mixture of what is happening in a peislife and what is happening on the web or & th
media.

6- Blog is a frequent, chronological publicationpafrsonal thoughts and Web links. It offers reatlees
opportunity to reply to opinions and link to theivn blogs.

7- It is a web-based publication consisting of @&ig contributions, often in reverse chronologicaler.
8- Blog is a journal on the web, which may be pudsiprivate, individual or collaborative.

9- BLOG is short for Web log, and our Web pages Wk as a journal that our normally updated daily
Blogging sites can provide excellent informationnoany topics, although content can be subjective.

10- Blog, short for web log, is an online diary tieh on a computer and posted on the World Wide.Web

11- A blog (short for weblog) is an online jourmaldiary of an individual's opinions and latest rsetivat
is updated regularly, in chronological order. Mdnhggs allow visitors to make comments, or “postings
in response to the blogger, or ask questions.

12- A blog (short for "Web Log") is basically a jmal or personal diary that is available on the web
Blogs are typically updated daily using content agement software that allows people with littlenor
technical background to update and maintain them.

13- It is an online diary where people can postsagss and others may view and respond to the posts.
14- This is a term coming from the combination lud terms web log — it is a web page that serves as
publicly accessible journal for the author. It da® formal or informal, is usually updated daily and
reflects the personality of the author.

15- Blog is a web journal which is otherwise caléeda "weblog". Entries are made on a regular ity da
basis in a blog like an online diary. Some bloggehdefinite authors who disclose their names amaeso
with anonymous authors who use a nickname.

16- Blogs have been identified as an increasingiputar source of online publication, especially
regarding political information, opinion publicati@nd alternative news coverage.

17- Weblog is a website with a series of postigjegs are easily written and published via a waimfo
using free or low cost software. Many libraries addog format as their website.

18- A weblog is a hierarchy of text, images, maibgects and data, arranged chronologically, thatbea
viewed in an HTML browser.

19- A blog is a user-generated website where entnie made in journal style and displayed in arssve
chronological order.

Components of Blogs:
1- Subject or Header: Subject or header is the'bldte.

2- Content or Body: The text is typed or pasted the body.

3- Comments: The comment feature allows otherste part in a discussion regarding the contents of
your blog. When visitors add their own two centgareling the subject matter, a lively discussion can

© Copyright Virtual University of Pakistan 86



Online Journalism — MCM 517 VU

proceed. Many bloggers and blog readers appretimesense of community blogs offer thanks to
comments.

4- Time and Date Stamp: Because blogs are arrainggttonological order, it's important for visitais
note the time and date of each post.

5- Community:

The blog builds community around a common visiologBers will often link to other blogs and websites
as a way of illustrating a point or citing a sourthis not only adds an air of credibility to thiedp, but it
also allows readers to visit blogs they might reténotherwise heard about. The blogger on the etfer
of the link is sure to appreciate the resultingrbdn traffic. In fact a community made up of likénded
bloggers and commenters usually form as a resulteofinks. These bloggers will cite each otheltg®

in their own and even discuss and analyze each'stopics.

6- Blogroll: A list of links to other blogs, ofteralled a blogroll.

7- RSS feeds: that permits automatic notificatibblog subscribers when new entries are posted.
8- An archive feature for older articles.

9- Blogs also focus on a particular topic such asrporate vision, politics, religion, sports, @alth.
Types of Blogs:

There are various types of blogs, and each diffetise way content is delivered or written.

1- By media type

A blog comprising videos is called a vlog, one casipg links is called a linklog, a site containiag
portfolio of sketches is called a sketchblog or epenprising photos is called a photoblog. Blogshwit
shorter posts and mixed media types are called lalogs. An Artlog is a form of art sharing and
publishing in the format of a blog, but differeméd by the predominant use of and focus on Art work
rather than text. A rare type of blog hostedten@®opher Protocol is known as a Phlog

2- By device
Blogs can also be defined by which type of devikceised to compose it. A blog written by a mobile
device like a mobile phone or PDA is called a mgblo

3- By Genre

Some blogs focus on a particular subject, suchaditical blogs, travel blogs, fashion blogs, prdjec
blogs, niche blogs, classical music blogs, legagl(often referred to as a blawgs) or dreamlodsileN
not a legitimate type of blog, one used for thee qmlirpose of spamming is known as a Splog. A Slog
(Site or website log) is a section or 'slice’' afegular business website, which is seamlessly iiated
within the regular website structure but is prodlegth blogging software.

Legal status of publishers

A blog can be private, as in most cases, or itbmfor business purposes. Blogs either used irtgiioa
enhance the communication and culture in a corjporadr externally for marketing, branding or PR
purposes are called corporate blogs.

Blog search engines

Several blog search engines are used to searchcbldgnts (also known as the blogosphere), such as
blogdigger, Feedster, and Technorati. Technoratiges current information on both popular searches
and tags used to categorize blog postings.
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Blogging Communities and Directories
Several online communities exist that connect peoplblogs and bloggers to other bloggers, inclydin
BlogCatalog and MyBlogLog. A collection of localdgjs is sometimes referred to as a Bloghood.

Advantages and disadvantages of blogs:

Bloggers are people with attitude. They say thead®ok inside everybody. The Web and blogs have le
the book out! There has literally been an explosibapinion. Now, we can hear all sorts of voicestioe
subject. It's true democracy at work. Talk ofddds everywhere. Corporations, authors, and expért
every stripe are finding that blogs can be valuatdeketing and PR tools. But blogs aren't for evney

So before you join the blogosphere, consider duhatlvantages and the caveats.

The major advantage of blogs is that they are @ctere and require no knowledge of coding by the
content creators. The major disadvantage is thattaiaing a successful blog requires skillful resba
professional writing skills and a huge commitmehtime and effort. There simply is no such thingaas
perfect marketing tool, or an effortless way tolduraffic to any site, including blogs. The 2004
Presidential race inaugurated the blog into thdnreaf serious marketing tool. From in-house
communication, file sharing, and sheer speed ddte to interactivity with an audience, blogs #re
cheapest, most effective content management toblcyeated. There are more advantages than
disadvantages to blogging, but the disadvantagksl@finitely cause your blog's failure and coulcer

put you in the midst of controversy or see you neachy other bloggers.

Advantages of blogs:

1- The consumer and citizen are potentially bettkrmed and this can only be good for the longrter
health of our societies and economies.

2- Blogs are an excellent way to share knowleddk athers on both a personal and business level.

3- Blogging permits team communication in a grolattis scattered geographically, with many
advantages over traditional email.

4- Blogs have potential to help the organizatiowettep stronger relationships and brand loyalty witsh
customers, as they interact with the ‘human faé¢he organization through blogs.

5- Blogs, in an intranet environment, can be anekswst way of sharing knowledge within the
organization.

6- Blogs can be used to provide feedback, idead,cancepts. They can be a positive way of getting
feedback, and keeping your finger on the pulseeaders react to certain pieces, suggest storg,idéa

7- Blogs can build the profile of the writer, sh@stg the organization as having talent and exgeerti

8- Blog software is often free and easy to useoA-technical person can use a blog. Blog pagedean
created quickly and updated easily by a non-teehmierson. Blog software is so user friendly that i
frees you from the tyranny of the IT departmentefita technical clunk head can post content, images,
photos, articles and more to the Internet instantly

9- Journalists troll blogs for source material hessabloggers often break stories before traditioredia.
Posts in your blog can lead to coverage in maiastrdraditional media. Key people in the media &ear
the blogs for information. We often get news frologs well before the same information is seen in
CNN. FOX, traditional networks, or other news seegi.

10- Blogs are a perfect way to organize large arsoohinformation because posts are automatically
archived and searchable.

11- Blogs generate traffic. Search engines lovgdlso a good blog will drive traffic to you anduyo
web site. Blog page listings are updated frequeimtlyhe search engines because they are strong on
content and changed often. As a result, blogs daa High-quality listings for a web site.

12- Blogging is a very inexpensive form of advengsand there is a high click through rate for
advertising on the better blogs. Its good advergisind marketing. Click-through rates on blog aals c
reach 5%, and blog advertising is particularly gdodniche marketing. Banner ads are nowhere near
that. Some bloggers are getting 6-figure incomas ftheir support advertising in their blogs.
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13- Blogs establish you as an authority on theestlgf your blog, increasing your credibility.

14- Several blogs reach over 100,000 unique vssioday. In other words, if you do it right you ba
very large audience.

Disadvantages of blogs:

1. Like practically everything else on the Web,dsdcare easy to start and hard to maintain. Writing
coherently is one of the most difficult and timeisaming tasks for a human being to undertake. &o, f

from blogs being a cheap strategy, they are a ggpgnsive one, in that they eat up time. As a tesul

many blogs are not updated, thus damaging ratheréhhancing the reputation of the organization.

2. Most people don’t have very much to say thatteresting, and/or are unable to write down traeias
in a compelling and clear manner. People who hawst time to write have least to say, and the people
who have most to say don’t have enough time tcevitit

3. It is easy for a non-technical person to mamgablog. This is both a plus and a minus. The thzat
updating is easy makes it possible for a non-teehmperson to update the blog. At the same tims, th
means you can find a large number of blogs ouettteat add nothing to the blogosphere but garbade a
mis-information.

4. Blogs are time intensive. You need to do resetodind and verify information. You have to keap
with many other blogs. You have to keep your blpgated, or you lose your readers. It also takes tim
and effort to build your audience. Once the auddeasdouilt, however, it is a loyal audience. Of thesr

11 million blogs out there, only about 4 millioreaactive. People quit keeping the blogs up forréetsa

of reasons. Most of these relate to the difficidtyd time required to author quality content and the
research required to keep it accurate.

Blogging requirements:

* Blogs are writing intensive. Most people would mtlhave root canal than write something
coherent, pithy and provocative every day. It tatiedsnt, skill and training to write down ideas
clearly and make them interesting to read.

* Maintaining a blog is hard work. Searching and wgtis a complex and extremely time-
consuming task. A blog that isn't kept up to datiek]y loses its luster and its audience.

» Blog software is cheap and easily configured. Haweyou need to have a designer customize
the appearance and navigation of your blog andsé&mplates to make using it easy for you.

» It takes time, effort, and skillful promotion toiltban audience for a blog. Just like a newsletter,
report, Website or e-book, driving traffic to a @pleequires marketing.

* You have to register your blog in blog search eegjirand use subtle PR to push traffic to your
blog. Blogs are no more of a "build it and theylwdme" medium than Web sites. Beyond time
and consistently good content, you need to thirduabending out press releases and media alerts
about your blog's scoops. (And of course you nedtve scoops to do that.)

* A blog that isn't well-written and frequently updédtwill simply be ignored.

* A blog that is an obvious attempt at self promotiogly be mocked by other bloggers. You could
be a laughing stock of the blogosphere.

The Pros and Cons of Blog Comments

Blogs are an excellent way of sharing informationany subject under the sun. Blogs allow you taédoui
a global following of readers that may be basedimdoa common interest. As well as sharing your
identity with readers, you also get to hear theeinmorkings of like-minded folks. Blogs help create
more interactive and socially aware universal comitgu One of the most exciting features of the
blogging experience is that it is not just aboutipg your thoughts on the World Wide Web but geiti
feedback or comments from and connecting with atieésimilar interests. Blog comments let readérs o
your blog from around the blogosphere give a piecéheir minds on what you share on your blog.
Receiving comments from readers is one great wdgam and widen your perspectives about things.
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Blogs are akin to conversations. One of the keyattaristics of a blog is the ability of readerddave
comments on what you have posted. This ability pakie way for two-way communication that creates
the feel of a true conversation and in many caegstuilds meaningful relationships.Blog commeras c
be also used to facilitate another conversatioheyTcan serve as catalysts that will let readershee
agenda for your next posting and in the processrgém even worthwhile and longer conversationsg Blo
comments provide you with a topic for a new posagBers do run out of things to write about. Blog
comments provide you with ideas for new posts eldtof conversations waning fast as the post dgts o
the conversation stimulates new excitement and praceed to another level when you draw your
readers’ attentions back to the conversation. Smon@ments can even change your opinion on a topic or
present another point of view. You can give ammknawledgement to your readers for contributions
and the effect will be significant — a worldwiddléwving of loyal readers. On some blogs, commengs a
threaded so that readers can also comment onahenents.

However, some bloggers especially those with heeaffic or massive readership are reluctant tovallo
blog comments. A highly trafficked blog would needstaff to manage the influx of comments.
Comments can be lots of work and if not managegenty can reflect poorly on a company blog or a
celebrity blog. Some comments even need to becditederated and sometimes out rightly deleted. A
comment is said to be moderated when the bloggarale the comments on the different article posts.
This helps tackle comment spam and delete unwattetments. Comment spam is one reason why
some bloggers do not allow blog comments.

Comment spam refers to useless comments to postblay. They usually contain links to other blogs
websites. Spammers use comment spam to obtairrduidding in search results. Spammers can be quite
relentless thus bloggers sometimes get overwhelaradl just decide to shut off blog comments.
Nevertheless, there are anti- spam and spam cargbgtols to control comment spam. The Internet
community is constantly working on more and bettys to combat these annoying blog comments.
Comment spam can be minimized thus there is aledplnb reason to totally turn off blog comments.
There are times too when an influential bloggertegrisomething controversial and ends up with
hundreds of comments. Since some of them are rextdinks, it is hard to conduct a real conversatn
blog comments especially if you get a deluge of mamts. These comments can sometimes be rude, off-
topic and offensive. For a blogger who doesn’t héhheetime or doesn’'t want to make time, comments
may not be worth it. Sometimes it takes so muctine¢ to even think about them. A good solutionois t
scan the comments and respond in summary in a gquasting. It is all a question of handling blog
comments you receive.

It is common etiquette to respond to comments. Waut to build relationships effectively so if ressle
leave comments, then make an effort to reply. Dtefin there will be times when comments will n@t b
favorable. This is to be expected. This is whatislgaand learning is all about. You should stil} to
respond and present your side in a professional lwahe end you will gain respect and credibiliythe
blogosphere plus more readers. Common etiquetteexigects you to respond to comments in a post.
Take time to acknowledge commenter. Assure youdersathat their comments do influence your
thought process. Comments and the communicatioy bineg are key elements that make a blog
effective.

For a blog to be effective, comments should addesabt only to specific blog post but to the whilieg
itself. Some bloggers speak out that blog commbat® been reduced to the point where they add no
significance. There are comments that are not thelkght of, others are even rubbish. In situatidees
this, bloggers cannot be held at fault if theyatlle their blog comments. Comments should refine or
challenge your thinking and educate you, the conteneand the readers.

Another advantage of blog comments is that thep h@drease your blog’s ranking in the all powerful
search engines. When you post a comment, Yahodvisd will count the link within comments as a
backlink to your blog. This can help search engiaeking if done right. For the vast majority of
bloggers, blog comments will be a most welcomeufeatBut in defense of bloggers who do not allow
comments, it is their prerogative. The general iopirseems to be that a blog is not a blog without
comments. According to Wikipedia, a blog entry taglly consists of the title, body, and permalinklan
post date. A blog entry optionally includes commsenategories and trackbacks.

There are basically two choices when it comes t@ og. You can set it up So you can post entires
visitors will just read your post or you can allgaur readers to comment on your posts and engage th
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in dialogues. Anyway, blogs are not just about cemis. They are about trackbacks, pingbacks and
tagging. All these will also pave the way for malgnamic conversations. Track back helps you notify
another blogger that you wrote something relatedriat he had posted on his blog. A pingback lets yo
inform a blogger if you link to his article. Withimgback and trackback, blogs are interconnected.
Tagging is simply assigning keywords to blog pokts a means of remembering links and discovering
other blog entries. So, not allowing blog commetdes not mean that the blog author fails to paeie

in the conversation. A conversation need not camryrom its originating blog. Anyone can continbe t
conversation anywhere, anytime.
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Lesson 13
Online Storytelling

Storytelling is a concept used for various methofdsonstructing and performing or distributing &er
The methods can be used in numerous ways and foenous causes as entertainment, education,
advertising, etc. Digital and interactive mediaé@ased the production process for making multianedi
stories and increased the opportunities for petgliag their stories. The Internet has given ploisities

for individuals as well as enterprises to distribtiieir stories to a global community. Also, indiwals as
well as organizations that did not reach an au@idrefore because of for example a narrow or wide
spread target group, may now be able to find thenthe web. One of the greatest opportunities of
multimedia journalism is the ability to make diféet design choices. Although most online organizesti
present digital derivatives of their "parent” prothu— newspaper sites present columns of text Isit#s
feature audio files, and TV sites provide video e @are seeing an increase in the number of sites
embracing all design options. Radio sites are cemphting their audio with photos and/or text,
newspaper sites are presenting video and audie shidws along with their text, and TV stations are
supplementing their video pieces with text storie$ncreasingly, news organizations are challenging
themselves and their staffs with stepping outsitléheir format expertise and trying to produce news
packages that take full advantage of the arrayedisnformats available. Online news sites are ¢ryin
integrate different media types into the story pagk— creating rich multimedia experiences forrthei
audience. Exploration in the use of Flash helpsgdess create a common interface those transitions
easily from graphics, to video to photos to auditheut interrupting the user. Creating these rigdia
experiences is a commitment of time and specialtageht that news organizations cannot afford for
every story. This is the biggest challenge for ndesigners.

The workflow of online storytelling

The models for distribution of stories look diffatdor each user (messenger) or purpose. Here'sthew
production process of a online story may look atwb avhat kind of functions are involved in the
production process.

1- Objective
The first stage is to define purpose and objectofethe story to be produced. Questions to answes h
is: Who is the messenger? Who is the target group?

2- Message
The second stage is to define the message of ahg fitom out of that one also defines the plothad
story, the roles, context etc.

3- Choice of media
The third step is to define what Medias and tealesqgto use to produce and distribute the storyt(pri
TV, Internet, but also pictures, movie etc.).

4- Story structure
In the fourth step the script is written and sbwgrds produced to define what visuals, sounds and
graphics should be used in the story.

5- Creative production
Visual material, sound, graphics are produced.

6- Editing
The material is being edited until the story is lwebduced and ready to be published or distributed
selected media.

7- Publishing/ distribution
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When published and distributed the story on therhdt or via e-mail it reaches its final receiveuser.
Here's a look at how to tell stories online and thege of forms being used by major online news
organizations. This list was the first compreheasgffort to document online storytelling forms (Has
since been updated). It makes infinitely easiemfiedia instructors to explain the convergence -taed
divergence - among the various media platformsin@niveb writing was more informative multimedia
writing moves towards entertainment more like tifeecence between news writing and feature writing
in print. Through multimedia you "add" the eye dhd ear. Telling news stories online is excitingl an
challenging because of all the tools at our dispd3aline journalists must think on multiple leveds
once: words, ideas, story structure, design, actere, audio, video, photos, and news judgment.

TV is about showing the news. Print is more abelling and explaining. Online is about showing,
telling, demonstrating and interacting. It's e&styonline journalists, most of who have beenntedli in
traditional media, to stick to broadcast and pstarytelling forms. But that would be a waste. hiiwe
journalism you have many more elements to choos@ f— so use them. Combine the best of each
world:

* Use print to explain
* Use multimedia to show
» Use interactive to demonstrate and engage

Layer information .

Aim to present news in small, digestible bits dbmmation, rather than everything at once. Thea us
some combination of text, art, audio, video, ligksl interactive to provide deeper layers of infdrama
the readers can dig into as they desire.

Give choices, but limit them.

Too few choices and you're not taking advantagehef strengths of the Web. Too many choices and
readers may not select any because they mightogétised or not want to spend the time decidings,Plu
the more choices you give, the less control yolelaxer how the news is conveyed. Remember, readers
are coming to your site in part because they yrast news judgment, so don’t be afraid to use it.

The Basic Forms
Here’s an overview of some of the most common $ttimgg forms being used by major news Web sites.

Print Plus

This is the basic form of online journalism, useddvery major news site. The form is built arownd
text article, often one that was not specificallytien for the online medium, such as a wire or saper
story. Other elements — such as photos, links adeov— are then added to the page containing the
story. The form is efficient for resource-strappenivs organizations, making it easy to slap togediner
already-written article with a clip from TV. Bthe form doesn't take full advantage of the medilns.
primarily a way to repackage news produced by ticathl media.

Clickable Interactives

In the most common forms, these are simply intaractersions of traditional newspaper and TV
graphics, used to provide information to supplen@estory. But the same tools and techniques also ca
be used to tell stories. Generally, they combinedr and non-linear storytelling, giving the useoices
but guiding him or her along a path. Animation, iaudnd video can be incorporated. This form has
produced some of the most innovative online jousnal It tends to be very popular among users, $ut i
very time-consuming to produce.

Slideshows

Slideshows are more than just an easy way to preseltiple images about an event. The form can be
used to tell stories all by itself, by combiningsdeptive photos and using the caption field toweyn
additional information. Rather than just throwilgéther a bunch of interesting photos, select hibtat
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will, when placed in a certain order, tell a cokiesstory — creating a type of photo essay. Wharedo
right, this is one of the more effective ways ahgsthe Web to tell stories.

Audio Stories

Audio can be an incredibly powerful way to telltarg. There's a reason radio didn't disappear afér
came along. Use audio when there are sounds thatbmdescribed in words; where the way a person
says something adds meaning that the words alorieazmvey. Don't just hotlink text to a sound ctip

a quote. Use photos of the speakers to draw usefsd use audio in creative ways.

Narrated Slideshows

This form combines slideshows, audio and the viftemat to create powerful stories. The producer
selects a series of photos and audio sound bitgsctmplement one another. As the photos advance
automatically, the corresponding audio plays. The package is played as streaming video or shFla
movie. The result often resembles the documersiytg of Ken Burns. This is a useful form for séari
with strong images and sound.

Live Chats

Chats may not seem like storytelling, but they tan When moderated properly, live chats are an
interactive version of the Q&A story format, whete readers are asking the questions. This can be a
very powerful way to convey information becauserémders help create and shape the story. Of gourse
many online chats are either not moderated atralire poorly moderated, and as a result are nearly
worthless.

Quizzes And Surveys

These too may not seem like storytelling, but threns can be used to do so. Rather than just mgkéza
as a fun aside to a story, an entire story caroloettirough the quiz format by breaking the infotima
into questions and answers. This can be very @feebecause it engages the reader.

Animated Stories

Stories can be told entirely through animation.sTisia great way to tell stories visually when éhare

no photos or video. A lot of animation being usedine doesn't tell a story. Heck, it doesn't tak
reader anything. And along with all the annoyimtg,athat's just helped train online readers to rigno
animation. So don't overuse it. That said, it bana great tool. It's OK to use it to grab thedezs
attention, but do so sparingly because it canatistthe user from the real story. Use animatiohriog
newspaper infographics to life, when you want tcreate an event that has motion or action, to show
how something happened or works. Or use it for oo stories, such as editorial cartoons.

Interactive Webcasts

The term "Webcasting" is used to describe thetglitdi use the Web to deliver live or delayed varsiof
sound or video broadcasts. It is a broadcast shdelivered over the Internet. Participants cam\aad
hear streaming media, and they can participateahtime online chats. Webcasting streaming vide® h
been around for a while, but news sites are juginipéng to combine various interactive tools wikte t
Webcasts into packages. Adding links to relatedestpchats, polls that are referred to in the Vdets
create a very different experience than just watgfiVV. More advanced versions use technologies such
as Flash and SMIL to embed instructions within ¥igeo so that text, links, etc., can be called up a
certain points in the video. During the 2000 prestidl debates, for example, MSNBC.com users could
watch the debate on their computer and on the sareen see a “Debate Monitor” panel that was
continuously updated with facts related to theestants each candidate made, as they made them.

Multimedia Interactives

Many online journalism elements and stories comlmindtiple forms, creating, in effect, new, hybrid

forms. The most complicated of these use Flashimaion technology to integrate text, clickable

graphics, audio, photos, video -- and sometimes ea@ls or quizzes -- to create comprehensive
interactive packages that tell stories in ways th@iomedium can.
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Other Forms
Here are some other interesting examples of ostlioigtelling:

» Stories without words:

e Surround photos and video:

* Weblogs:

» Databases:

e Using community:

* Interactive memorial:

» Text chunking (Semi-linear storytelling with words)

* Games:
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Lesson 14
Prevention of Electronic Crimes Ordinane, 2007 an ordinance

To make provision for prevention of the electronitimes, WHEREAS it is expedient to prevent any
action directed against the confidentiality, intggand availability of electronic system, networksd
data as well as the misuse of such system, netvaorisdata by providing for the punishment of such
actions and to provide mechanism for investigatipmsecution and trial of offences and for matters
connected therewith or ancillary thereto; AND WHEAS the National Assembly stands dissolved and
the President is satisfied that the circumstankiss which render it necessary to take immediat®s;
Now, THEREFORE, in exercise of the powers confetrgdlause (1) of Article 89 of the Constitution of
the Islamic Republic of Pakistan and in exercisalbfpowers enabling in that behalf, the president
pleased to make and promulgate the following Omtiea-

Short title, extent application and commencement. -

» This Ordinance may be called the Prevention oftEdedac Crimes Ordinance, 2007.

* It extends to the whole of Pakistan.

» It shall apply to every person who commits an ofteminder this Ordinance irrespective of his
nationality or citizenship whatsoever or in any gelaoutside or inside Pakistan, having
detrimental effect on the security of Pakistant®miationals or national harmony or any property
or any electronic system or data located in Pakistaany electronic system or data capable of
being connected, sent to, used by or with any reeitt system in Pakistan.

» It shall come into force at once.

OFFENCES AND PUNISHMENTS

Criminal access

Whoever intentionally gains unauthorized accesthéowhole or any part of an electronic system or
electronic device with or without infringing sedyrimeasures, shall be punished with imprisonment of
either description for a term which may extendwo tyears, or with fine not exceeding three hundred
thousand rupees, or with both.

Criminal data access

Whoever intentionally causes any electronic systeralectronic device to perform any function foe th
purpose of gaining unauthorized access to anyldgthin any electronic system or electronic dewce
on obtaining such unauthorized access shall bespediwith imprisonment of either description for a
term which may extend to three years, or with finewith both.

Data damage

Whoever with intent to illegal gain or cause haarthe public or any person, damages any data Ik sha
be punished with imprisonment of either descripfimna term which may extend to three years, ohwit
fine, or with both.

System damage

Whoever with intent to cause damage to the publeny person interferes with or interrupts or absis
the functioning, reliability or usefulness of aredlonic system or electronic device by inputting,
transmitting, damaging, deleting, altering, tempgrideteriorating or suppressing any data or sesvit
halting electronic system or choking the networksllsbe punished with imprisonment of either
description for a term which may extend to threargeor with fine or, with both.

Explanation: For the purpose of this section the expressiomviwes” include any kind of service
provided through electronic system.

Electronic fraud
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Whoever for wrongful gain interferes with or uses alata, electronic system or electronic device or
induces any person to enter into a relationshiwitir intent to deceive any person, which act orgsiain

is likely to cause damage or harm to that persamgrother person shall be punished with imprisarime
of either description for a term which may exteadé¢ven years, or with fine, or with Both.

Electronic forgery

Whoever for wrongful gain interferes with data,ottenic system or electronic device, with intent to
cause damage or injury to the public or to anygersr to make any illegal claim or title or to sauany
person to part with property or to enter into @xpress or implied contract, or with intent to com
fraud by any input, alteration, deletion, or suggren of data, resulting in unauthentic data wigintent
that it be considered or acted upon for legal pseg as if it were authentic, regardless of thetFat the
data is directly readable and intelligible or nbals be punished with imprisonment of either dgximn

for a term which may extend to seven years, or Y or with both.

Misuse of electronic system or electronic device

a. Whoever produces, possesses, sells, procuresptnds, imports, distributes or otherwise makes
available an electronic system or electronic devimeluding a computer program, designed or adapted
primarily for the purpose of committing any of tldfences established under this Ordinance or a
password, access code, or similar data by whiehwthole or any part of an electronic system or
electronic device is capable of being accessets$ dumctionality compromised or reverse engineevigd

the intent that it be used for the purpose of comimgi any of the offences established under this
Ordinance, is said to commit offence of misuseletteonic system or electronic devices:

b. Whoever commits the offence described in subigedil) shall be punishable with imprisonment of

either description for a term which may extendi@¢e years, or with fine, or with both.

Unauthorized access to code

Whoever discloses or obtains any password, access aode, system design or any other means of
gaining access to any electronic system or dath witent to obtain wrongful gain, do reverse
engineering or cause wrongful loss to any persoforoany other unlawful purpose shall be punished
with imprisonment of either description for a tewhich may extend to three years, or with, or witthb

Misuse of encryption

Whoever for the purpose of commission of an offemceconcealment of incriminating evidence,
knowingly and willfully encrypts any incriminatingpmmunication or data contained in electronic syste
relating to that crime or incriminating evidencenunits the offence of misuse of encryption shall be
punished with imprisonment of either descriptiondderm which may extend to five years, or withefi

or with both.

Malicious code

a. Whoever willfully writes, offers, makes availap@istributes or transmits malicious code through a
electronic system or electronic device, with intentause harm to any electronic system or reguitin
the corruption, destruction, alteration, suppreassibeft or loss of data commits the offence ofioalis
code:

b. Whoever commits the offence specified in subisacfl) shall be punished with imprisonment of
either description for a term which may extendite f/ears, or with fine or with both.

Cyber stalking
a. Whoever with intent to coerce, intimidates, ordss any person uses computer, computer network,
internet, network site, electronic mail or any otkieilar means of communication to. -

« Communicate obscene, vulgar, profane, lewd, lasasvi
» orindecent language, picture or image;

* make any suggestion or proposal of an obsceneeatur
» threaten any illegal or immoral act;
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» take or distribute pictures or photographs of agnspn

» without his consent or knowledge;

» display or distribute information in a manner that

» substantially increases the risk of harm or viokettcany

» Other person commits the offence of cyber stalking.
b. Whoever commits the offence specified in subisactl) shall be punishable with imprisonment of
either description for a term which may extend éwesn years or with fine not exceeding three hundred
thousand rupees, or with both:

Spamming

a. Whoever transmits harmful, fraudulent, misleagdifiggal or unsolicited electronic messages irkhal
any person without the express permission of thipient, or causes any electronic system to show an
such message or involves in falsified online usecoant registration or falsified domain name
registration for commercial purpose commits themnde of spamming.

b. Whoever commits the offence of spamming as desdrib sub-section (1) shall be punishable with
fine not exceeding fifty thousand rupees if he catsitis offence of spamming for the first timedefor
every subsequent. Commission of offence of spamimeghall be punished with imprisonment of three
months or with fine, or with both.

Spoofing. -

a. Whoever establishes a website, or sends an adéctressage with a counterfeit source intendedto b
believed by the recipient or visitor or its eleclimsystem to be an authentic source with intergaim
unauthorized access or obtain valuable informatiaich later can be used for any unlawful purposes
commits the offence of spooling.

b. Whoever commits the offence of spooling specifiedub-section

(1) Shall be punished with imprisonment of eithesatiption for a term which may extend to threergea
or with fine, or with both.

Unauthorized interception. -

a. Whoever without lawful authority intercepts bychaical means, transmissions of data to, from or
within an electronic system including electromagnetnissions from an electronic system carryingisuc
data commits the offence of unauthorized interceti

b. Whoever commits the offence of unauthorized oeption described in subsection (1) shall be
punished with imprisonment of either descriptiondaerm which may extend to five years, or withefi
not exceeding five hundred thousand rupees, orlvgth.

Cyber terrorism. -

Any person, group or organization who, with terstid intent utilizes, accesses or causes to bessedea
computer or computer network or electronic systemlectronic device or by any available means, and
thereby knowingly engages in or attempts to engaga terrorist act commits the offence of cyber
terrorism.

Explanationl: For the purposes of this section the expressiendtistic intent” means to act with the
purpose to alarm, frighten, disrupt, harm, damagearry out an act of violence against any segroént
the population, the Government or entity assodittterewith.

Explanation2: For the purposes of this section the expressiemdtistic act” includes, but is not limited
to, -

i. Altering by addition, deletion, or change oreatipting to alter information that may result in the
imminent injury, sickness, or death to any segnoéitite population;

ii. Transmission or attempted transmission o a harmprogram with the purpose of substantially
disrupting or disabling any computer network opedldiy the Government or any public entity;

Aiding the commission of or attempting to aid themgnission of an act of violence against the
sovereignty of Pakistan, whether or not the comimisef such act of violence is actually completed;
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stealing or copying, or attempting to steal or camysecure classified information or data necgstar
manufacture any form of chemical, biological or leac weapon, or any other weapon of mass
destruction.

b. Whoever commits the offence of cyber terrorism aadses death of any person shall be punishable
with death or imprisonment for life, and with limed in any other case he shall be punishable with
imprisonment of either description for a term whiohy extend to ten years, or with fine not less tiem
million rupees, or with both.

Enhanced punishment for offences involving sensitéselectronic systems. -

a. Whoever causes criminal access to any sensitagrehic system in the course of the commission of
any of the offences established under this Ordi@aiall, in addition to the punishment prescribed f
that offence, be punished with imprisonment of exitHescription for a term which may extend to ten
years, or with fine not exceeding one million rupes with both.

b. For the purposes of any prosecution under thisasedt shall be presumed, until contrary is pridyve
that the accused had the requisite knowledge tthas a sensitive electronic system.

Of abets, aids or attempts to commits offence

a. Any person who knowingly and willfully abets thenamission of or who aids to commit or does any
act preparatory to or in furtherance of the commirssf any offence under this Ordinance shall bitygu
of that offence and shall be liable on convictionthe punishment provided for the offence.

b. Any person who attempts to commit an offence uriiex Ordinance shall be punished for a term
which may extend to onehalf of the longest terimprisonment provided for that offence.

Explanation: For aiding or abetting an offence to be committedier this section, it is immaterial
whether the offence has been committed or not.

Other offences

Whoever commits any offence, other than those asprerovided under this Ordinance, with the hdlp o
computer .electronic system, electronic devicengr@her electronic mean; shall be punished, irtzad

to the punishment provided for that offence. witliprisonment of either description for a term which
may extend to two years, or with fine not excegdimo hundred thousand rupees, or with both.

Offences by corporate body

A corporate body shall be held liable for an offenmder this Ordinance if the offence is committed

its instructions or for its benefit.” The corpordtedy shall he punished with fine not less than one
hundred thousand rupees or the amount involveldeimtfence whichever is the higher:

Explanation: For the purposes of this section corporate baayipdes a body of persons incorporated
under any law such as trust, waqgf, an associatictatutory body or a company.

Information And Communication Technologies Tribunal

31.Information and Communication Technologies Tribunal

a. As soon as possible after the commencement of@hiinance, the Federal Government shall, by
notification in the official Gazette, constituteetinformation and Communication Technologies Triadun
whose principal seat shall be at Islamabad.

b. The Tribunal may hold its sittings at such placelaces as the Federal Government may decide.

c. The Tribunal shall consist of a chairman and asymmembers as the Federal Government may
determine but not more than seven members.

d. The Chairman may constitute Benches of the Triband unless otherwise directed by him a Bench
shall consist of not less than two members. A Besithll exercise such powers and discharge such
functions as may be prescribed. There shall bdkstad at least one Bench in each province.

e. The Federal Government shall appoint the Chairamhmembers of the Tribunal.

Saving Tribunal’'s proceedings
No act or proceedings of the Tribunal shall beezhlh question in any manner on the ground merkly o
any defect in the constitution of the Tribunal.
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Right to legal representation
The parties in appeal may either appear in persautborize one or more legal practitioners, andase
of a corporate body any of its officers, to pregbetcase before the Tribunal.

Appeal to Tribunals
Any person aggrieved by any of the following ordesy, within fifteen days from the date of suchesrd
prefer an appeal to the Tribunal.

Appeal to High Court

Any person aggrieved by any decision or order efthibunal made under section 40 may prefer second
appeal to the respective High Court within thirtgyd from the date of the decision or order of the
Tribunal.
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Lesson 15
Revision of Important basic concepts

Distinguishing characteristics of online journalism
* Realtime
* Shifted time
* Multimedia
* Interactive

Characteristics of online journalism
* Hypertextuality
* Interactivity
e Multimediality
e Immediacy

Characteristics of the Internet

1. Anonymity

2. Interactivity

3. Beyond geography

4. Online community

5. Lower cost to participate in the public sphere

6. Lower threshold for self-expression of politicglinions

Impact of Internet on Journalism

1- Traditional media started developing online pres

2- Anyone can be publisher

3- Internet introduced Mass interaction to massianed

4- Impact of internet on News gathering

5- Impact of internet on Access to information aigtribution of News

Flexible Delivery Platforms

Online news contents included in searchable dagsbas

a SMS on cells

O Breaking News emails alerts

a RSS feed

Impact of internet on Process, Production, Stoniatfieval and Presentation of news.

What is media convergence?

» Convergence of media occurs when multiple prodemtse together to form one product with the
advantages of all of them.

* Media Convergence is gathering and disseminationegfs across a multi- media platform.” -
Traci Mitchell.

» Media Convergence is the process of combining aademting of different media (multimedia)
into a single delivery system. The Internet is saneple of convergence.

» Data and Voice Services - from separate voice ata services to multimedia applications (IP-
Telephony, Web Contact Centers)

» Fixed and Mobile Networks and Services - from safmamones to the single infrastructure:
CAMEL, VHE, IPv6, IMS

* Public and Corporate Networks — from dedicated ngte/to open networks.
* Phone, TV and Computer Terminals — from separateeg to combined multimedia terminals

» Broadcasting services-from broadcasting servicetVeb based TV services: IATV, VoD,
WebTV

* For the consumer: more features in less space.
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» For media companies: remaining competitive in theggle for market dominance.
» An ever-wider range of technologies are being cayeet into single multipurpose devices.

Text + photos + audio + video + graphics = multimad.

Suppose you decided to profile, a brilliant paut@mposer. Which medium, or media, would produce
the best story? To display his paintings, you'd peetographs. To present his music, you'd use audio
recordings. To show him at work — conducting a rbekd or painting — you'd use video footage. To
explain the meaning and impact of his art, you'd text. In short, to create the ideal profile, yboeed
multimedia, Cross-platform journalism, Media corgesrce. Whatever you call it, it's an idea whoseetim
has finally come. Stories once trapped on papemcanbe posted online; stories once confined tb tex
and photographs now integrate audio, video anddatiity. Technological innovations are transfangi
21st-century journalism. Your job, your newsroonvere the stories you write will soon change
dramatically.

Digital Divide
The term digital divide refers to the gap betwebasé people with effective access to digital and
information technology and those without accesg.tti includes the imbalances in physical access t
technology, as well as the imbalances in resourndsskills needed to effectively participate asgital
citizen. In others words, it's the unequal accegsstime members of the society to information and
communications technology, and the unequal aciprisif related skills. Groups often discussed ia th
context of a digital divide include socioeconomitl{/poor), racial (white/minority), or geographica
(urban/rural). The term global digital divide refeo differences in technology access between oesnt
Many expressions were used to describe the dichotdmeople’s participation or not in the Inforneati
Society such as information poor/ rich or have/ehawet, but the most widely spread now is the "Rigit
Divide". Used by most international organizatiottis expression has become the reference term. At
first, some narrower definitions of the digital idi¢ were focused only on access to computers and
Internet but access alone does not bridge the oboipn gap. As a result, definitions are much wider
today. "The term 'digital divide' describes thet fdxat the world can be divided into people whoaaol
people who don't have access to - and the capataliise - modern information technology, suchhas t
telephone, television, or the Internet. The digitizide exists between those in cities and thoseutal
areas. It also exists between the educated andri#ucated, between economic classes, and, glpbally
between the more and less industrially developé&dms!.

» "The digital divide is the "Differences based ooaagender, geography,

e economic status, and physical ability:

* In access to information, the Internet and othfarination technologies

* and services

* In skills, it refers to the gap between knowledagglities to use internet

» And abilities to use technologies".
There are two different forms of Digital divide,@between countries but also between groups wéthin
country. Bridges organization extensive report puta these terms "Real disparities exist in ascies
and use of information and communications technol@T) between countries (the "international
digital divide or global digital divide") and betem groups within countries (the "domestic digital
divide")".

Checklist for the analysis of Web sites

1- How navigable is the site?

2- How readable is the information on the site?

3- Is the site aesthetically pleasing?

4- How informative is the site?

5- How long does it take to get the page loaded tve screen?

6- How does it look on the different browsers aiffecent resolutions?

7- How does it come with Daily Updates and Brealiteyvs?

8- Does it provide any system to enable readeatetd to mistakes and hold us accountable?

9- Does it provide the facility of Feed back?
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10- Does it provide the facility to view or reactbld versions of news paper?
11- Does it provide the facility of Search the fiszause the larger sites need a search featwisit®os
do not get lost?

Useful Tips for Effective Web Design

. Fast Loading web site

. Clear Navigation

. All Resolutions

. Browser Compatibility

. Readable and professional looking fonts
. Minimize the use of

. Use of white space

. Check for broken links

O~NOOITA WNPE

Blogs and Blogging

A blog is a website in which items are posted aegular basis and displayed in reverse chronolbgica
order. The term blog is a shortened form of weldogveb log. Authoring a blog, maintaining a blog or
adding an article to an existing blog is calledotiging”. Individual articles on a blog are calleldg
posts,” “posts” or “entries”. A person who postesh entries is called a “blogger”. A blog comprited,
hypertext, images, and links (to other web pages tanvideo, audio and other files). Blogs use a
conversational style of documentation. Often blémgis on a particular “area of interest. Some blogs
discuss personal experiences.’

Components of Blogs:

1- Subject or Header:

2- Content or Body:

3- Comments:

4- Time and Date Stamp:

5- Community:

6- Blogroll:

7- RSS feeds:

8- An archive feature for older articles.

9- Blogs also focus on a particular topic such asrporate vision, politics, religion, sports, @alth.

------------------------------------------------- The End
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