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JOEL SNYDER

President, Audio Description Associates,
LLC (USA): Director, Audic Description
Project. American Council of the Blind

I describe Audio Description (or
»AD«) as a literary art form, a type

of poetry — a haiku. Using as few
words as possible, we provide a ver-
bal version of the visual - the visual
is made verbal, and aural, and oral.
We use words that are succinct, vivid,
and imaginative to convey the visual
image that is not fully accessible to

a segment of the population — new es-
timates by the American Foundation
for the Blind now put that number

at over 25 million Americans alone
who are blind or have difficulty see-
ing even with correction. But descrip-
tion is also valuable when the visual
image is not fully realized by the rest
of us: sighted folks who see but who
may not observe.

Or — those of us with 20:20 vision might
well have difficulty making out small print
on a screen or we might just be in another
room while the television is plaving — we can
»hear« what we can’t »see«. Indeed — audio
description is for people who are blind » and«
those who simply don’t have access to the
visual image, for whatever reason.

AUDIO DESCRIPTION-
A DESCRIPTION

Audio Description is a literary art form. It’s
a type of poetry — a haiku. It provides a ver-
bal version of the visual the visual is made
verbal, and aural, and oral. Using as few
words as possible, words that are succinct,
vivid, and imaginative, we convey the visual
image that is not fully accessible to a segment
of the population - and not fully realized
by the rest of us: sighted folks who see but
who may not observe (we who are »light de-
pendent). It's useful for anyone who wants

KOMMENTARE

to truly notice and appreciate a more full
perspective on any visual event but it is es-
pecially helpful as an access tool for peo-
ple who are blind or have low vision. You'll
find AD at arts events but I've also provid-
ed the service at weddings, parades, rodeos,
circuses, sports events ... and even funerals.
Let me help vou see what description can do
by asking you, figuratively, to close your eyes
and listen to an excerpt from the soundtrack
of the feature film »The Color of Paradise«.
There’s no video - just audio.

- http://voutu.be/HJhfQPsVuWs

What's going on? Birds chirping? Seagulls?
It’s a seashore scene! But was there a groan?
What could that mean? Clearly, without ac-
cess to the visual images of a film, confusion
abounds, lack of clarity reigns and argu-
ments may ensue ... Audio description to the
rescue! Listen to the same excerpt once again
but this time only with the addition of an
audio description soundtrack:

- http://voutu.be/4z2ZKbATmGO

Did you listen to the audio description care-
fully? This clip is from the middle of the film.
The main character’s »visage« was described

Numerous studies have shown the value of
captions (subtitles) to children in the devel-
opment of literacy. In a similar vein, I pro-
pose that a comparable benefit might be
observed in children exposed to audio de-
scription. In my work with The Children’s
Center in New Haven, CT, I experimented
with small children and reading teachers on
what I think represents a new application for
audio description: its application for and ef-
fect on literacy. During my time at The Chil-
dren’s Center I developed an audio described
tour for this interactive, multi-sensory muse-
um and I also trained teachers experiment-
ing with more descriptive language to use
when working with kids, picture books and
media. As you might imagine, some »picture
hooks« for toddlers are deficient with respect
to the language skills they involve — they rely
on the pictures to tell the story.

THE ORANGE BALL

But the teacher trained in audio description
techniques would never simply hold up a
picture of a ball and read the text: »See the
ball.« He or she might add: »The ball is or-
ange — just like an orange. 1 think that ball

earlier. But based on the description of the
character's interaction with the environ-
ment — with the tree, in particular — can you
imagine any physical characteristics of the
character? If not, it will become quite clear
to the sighted viewer once you have seen the
video for about 20 seconds:

- http://voutu.be/6li6Dvwc_Uc

If vou use the following hyperlink, itwill take
you to an annotated version of the audio de-
scription script.

- http://www.audiodescribe.com ( ... )

is as large as one of you! It’s as round as the
sun — a bright orange circle or sphere.« The
teacher has introduced new vocabulary, in-
vited comparisons, and used metaphor or
simile — with toddlers! By using audio de-
scription, these books (or children’s videos)
are made accessible to kids who have low vi-
sion or are blind and simultaneously all kids
develop more sophisticated language skills.
A picture is worth 1.000 words? Maybe.
But the audio describer might say that a few
well-chosen words can conjurevivid and last-
ing images. (... ) Effective describers must -

1) learn to »re-see« the world around us - to
truly notice what is perceived with the eyes;
2) express the pertinent aspects of those
images; 3) with precise and imaginative lan-
guage; and 4) vocal techniques that render
the visual verbal. In America there are over
25 million individuals who are either blind
or have trouble seeing even with correc-
tion — that amounts to almost 8% of our
population. Whether one speaks of public
or commercial broadcasting, why would a
broadcaster ignore such a significant propor-
tion of the population. There is simply a lack
of awareness of the need and a misunder-
standing of the public benefit that could re-
sult from reaching out to this population, not
to mention the financial benefit that might
be gleaned from this untapped market.

I recount a true story: a blind fellow visit-
ing a museum with some friends was once
asked, » Excuse me, but what you doing in a
museum? You can't see any of the exhibits. «
His response? »I'm here for the same reason
anyone goes to a museum. I want to learn,
I want to know and be a part of our culture.«
His inabhility to see shouldn’'t deny him his
rights — his access to a public institution.
I believe it is the responsibility of all pub-
lic institutions to be as inclusive as possi-
ble. It’s not simply about ease of access to
»entertainment« — it’s about access to our
culture, and that is everyone’s right. There
simply is no good reason why a person with
a particular disability must also be culturally
disadvantaged.

But the bad reasons remain — and it may be
that those who control access to our cultur-
al venues and resources will loosen their
grip on excuses for non-action only when
folks demand the access that is their right.
To paraphrase Star Trek, demand the op-
portunity to go where everyone else has al-
ready gone. It is the responsibility of public
institutions — and to their great fiscal and so-
cial benefit - to be as inclusive as possible.
Ultimately, I believe that here in the United
States, in this tremendously prosperous na-
tion, with all of its bountiful resources, there
shouldn’t be a state in this nation or a televi-
sion network or a cable channel or a movie
theater that doesn’t offer full access to cul-
ture. The United States is founded on the
principle that all people are created equal.
We all have a right to equal access —that's
what brings truth to the notion of univer-
sal equality. Even folks who have a quote-
unquote disability.

Here in the United States the principal con-
stituency for audio description has an un-
employment rate of about 70 %. I am certain
that with more meaningful access to our cul-
ture and its resources, people become more
informed, more engaged with society and
more engaging individuals - thus, more em-
plovable. With a focus on people’s abilities,
we will come much closer to greater inclu-
sion and total access.

. N N
SENDUNGEN MIT UNTERTITELN/ AUDIODESKRIPTION UND AUDIOKOMMEN-
IN GEBARDENSPRACHE: TIERUNG IN DEN PROGRAMMEN DES ORF
Sendestunden wurden in Stunden mit Gebarde wurden Sendestunden Audiodeskription Sendestunden davon live
ORF ecins und ORF 2 untertitelt. in ORF Il ausgestrahlt. im Jahr 2012
% 815 320
/77 ©0,03%
ist die ORF-TELETEXT- aller in ORF eins und ORF 2 ausgestrahlten Sendungen, in ORF eins, ORF 2 und Sendestunden davon in
Seite der Untertitel. Sendungen wurden untertitelt. ORF SPORT + sind far blinde und Form von Horfilmen
sehbehinderte Menschen zuganglich.
N v /
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UNIV.-PROF.M DR KATHARINE SARIKAKIS Universitdt Wisn

Is there room for pleasure in public service media, and what is the place of
public service media (PSM) in our pleasures? The role of PSM is deeply en-
grained in Europe’s public and normative debates as one for mediating rational
public spheres, understood to be the primary spaces for democratic praxis.
Information and education figure predominantly as the major contributions
of PSM: »1o entertain«, as its third function, is often an afterthought and to be
realised under strict conditions. Private media are unhappy when PSM offer
entertainment and upset when this proves popular. Conditions, guidelines,
»mission« and dilemmas can certainly take away all the fun of creativity and
do not seem to leave a lot of room for pleasure in the public media. Doing the
»right« thing is probably not about joy. Or is it?

A lot of assumptions are made in this
preceding paragraph: that entertainment
equals pleasure and that information most
probably does not; that pleasure is a private
affair, perhaps best entrusted in the hands
of private media, while citizenship is public
and based on reason; that public and private
are clearly separated with the primacy of the
former also clearly established; that citizen-
ship therefore is a public matter with very
few private elements; that reason and pleas-
ure do not usually meet in the same sentence
or act. Thar pleasure is subjective, personal,
individual, superficial, private, commodified
and occasionally anti-intellectual, uncritical,
in other words, low in quality, relevance and
priority. It is important to retuwrn to the ex-
amination of the role of pleasure, not in the
meaning of sVergniigen« but as enjoyment
in democratic praxis and the possible role of
PSM in creating the spaces and possibilities
for it.

FOR THE SAKE
OF NOBLE ACTS

The act of deriving and expressing pleas-
ure from cultural goods and its role in creat-
ing oppositional, critical and emancipatory
readings is neglected during anxious dis-
courses about public media. Pleasure is at
the heart of creativity, discovery and worth.
From science to politics, some of the great-
est minds have spoken of the joy of creativ-
ity and knowledge, of »finding things outs
(Richard Feynman) and creating some-
thing new, and the joy of actively contrib-
uting to communal life. Aristoteles, in the
Nichomachean Ethics, argues that Eundai-
monia — »the good lifes or living well -is a
flourishing, active life, not one simply of
happiness, but one of moral strength. This is
connected to qualities, such as self control

and tenacity but also, to the
quality of knowing what
ought to be done and act-
ing in accordance to it. In
this sense, good life is one
of public participation but
also one of actively engag-
ing in all aspects of life,
including home life. The ex-
istence of institutions, and
in particular of the state, is
not simply to provide com-
munal life but » for the sake
of noble actionsa.

Endaimonia is a state of
existence fueling the di-
rect kind of democracy the
Athenians enjoved, which
not only allowed for effi-
cient administration of the
state, but also provided
financial mechanisms for
the Arts and especially
Greek drama, as well as
great public works, such as
the construction of the Par-
thenon. Translating eudai-
monia into institutional re-
sponsibility requires us to
think of ways in which creative and substan-
tial contribution to all aspects of life is fa-
cilitated and enabled not only through the
provision of fora for the airing of sexpert«
views and scool-headed« discussions. It is
also for the construction of spaces and mak-
ing available of resources for the integration
of everyday, non-expert, non-professional
impact onto the culmural and political life
of a society. Pursuing »nohle acts« is there-
fore neither the privilege nor exclusive right
of highly educated elites, but indeed a right
and act of the »lay man«. What might these

»noble acts« be and how may they be con-
nected to pleasure in PSM? The work of the
soul in accordance to excellence is for Aris-
totle the epitome of Endaimonia. For this to
take place, citizens must be enabled to live
an enlarged citizenship, one which, accord-
ing to the works of T. H. Marshal and Ruth
Lister would involve the satisfactory cover
of material as well as legal conditions, eco-
nomic, social and cultural dimensions in ad-
dition to the — rather limited — political ones.
Where the symbolic dimensions of cultur-
al texts (whether sound, images or actual
text) do not directly allow for the develop-
ment of such dimensions, where the cultur-
al environment does not directly speak of
people’s experiences and hence the possibil-
ity for action, for creativity and joy, people
create their own cultural environments that
provide alternatives to existing ones, speak
directly against them or modify them.

In other words, people create their own sym-
bolic spaces from where they can derive
pleasure, These are not limited to spaces of
entertainment genres, but of cultural offer-
ings, including »factuals programmes, ra-
ticnal debates, evidence-based »texts« This
is what John Fiske called productive pleas-
ure in resistance culture making. His the-
sis is based on the observation that overall,
elites possess the resources for culture mak-
ing of myths and values, whereas society at
large has more limited options, and that be-
cause of this discrepancy culture is always a
terrain of conflict and compromise, a strug-
gle to »fite and see oneself belonging. Main-
stream institutions would therefore tend to
reflect these values and omit ideas and ex-
periences of the majority. Indeed, one of the
most prominent criticisms against PSM has
been their elitism, patronising approach
to culture and top-down values. This point
of critique is a common point between re-
formers of public media and proponents of
for profit media — beyond that understand-
ings of what opening-up of
narratives and democra-
tisation of culmre making
entails, become blurry. For-
profit media are concernad
with the functional mon-
etary outcome, which is
thought to be secure, if cul-
tural »recipes« for mass cul-
tural products are followed.
Popularity therefore is con-
flated with pleasure and
entertainment of one parti-
cular character, that of esca-
pism. Such pleasure does
not derive from creativity
and active partcipation but
from withdrawal. For Fiske
however resistance produoc-
es a special type of pleasure
productive pleasure.

PATERNALISTIC
APPROACH

Not to repeat ourselves tir-
ingly, but w remind our-
selves briefly, the media
are different and changing,
their usage is more complex
and creative, audiences are
inventive, curious, multiskilled and demand-
ing. At the same time, all this remains also re-
markahly the same: there coexist pattems of
couch potato and popoorn consumption to-
gether with interactive intervening in devel-
oping a cultral text. Hence, the linearity of
PSM is assymetrical to the range of possibili-
ties and acts being realised through varieties
of platforms and connections: the question
would be therefore, not only to serve the peo-
ple through the noble act of rational thought
and high guality entertainment, but also to
serve by taking the sback seat« in or shar-

ing the control over culture making is a real
and mature need. PSM must become broad-
er, more complex and more flexible, so that
they can be involved in genres of direct inter-
vention, cross-media creativity, multiple sto-
1v lines and multiple authors and options for
narrative development. Especially in early
citizens, such as children and young adults,
the need for an ethos of public service must
be coupled with excitement about creativity
and expression, and certainly play.

How are our arts and educational needs de-
bates and decisions taking place in our so-
cieties, where the disconenct and loss of
trust in major institutional pillars of europe-
an societies are the shaky ground? Culture
making has bom conflicts of ideals and pur-
pose within it, as well as marginalisation or
legimisation of the work, distance and prox-
imiry to a critique of social conditions under
which citizenship is to be acted. Often, »pop-
ulare cultural creativity has been charac-
terised either as folklore or as vulgar in the
worst cases or unsatisfactory in the best. The
debate over public media has been dominat-
ed by a paternalistic, scivilisings approach
exclusively reserved for the expernts and
skilled ower cultural processes deriving from
non professional, precarious, and other forc-
&5, When these latter groups gained spaces
on TV they were under conditions of ridicule,
as the spectacle of savages and other »curi-
ositiese or were enthroned to the tip of the
mountain of happy-go-lucky and similar cli-
chés, Plenty such examples are to be found
in reality tv or entertainment shows and the
news. Wisdom of mosaic truths are then triv-
ialised, and undimately denied.

CREATIVITY
IS SOCIAL

1 have written elsewhere about the restric-
tive and limited agenda through which de-
bates on PSM are being held, certainly not
ony through policy debates but also in schol-
arship and socialisation of the role of PSM in
contemporary societies. Preoccupation with
the national as the departing point and des-
tination, is not one of expansion of intellec-
tual horizons, if it does not entail genuine
commitment to reflection, enlarged thought
and empathy with the world sbeyond« the
national. This should not be taken to mean
simply the world outside country horders,
but indeed the diversity of experience and
perception, within borders, and the ways of
connection. Creativity is a social process, in-
tangible for its most part and vulnerable to
cultural and intellectual openness, depend-
ent on institutional provisions and availabil-
ity of resources. Notas a screative industries«
buzzword to roughly include sectors meant
to make up the new knowledge economy,
but in its more substantial meaning of think-
ing in new ways, engaging different perspec-
tives, discovering how things work, making
something from which one communicates
but also others can take and further or in-
tegrate existing products or thoughts. Cre-
ativity means moving beyond the standard
ways of doing things, opening up new ways
of seeing, allowing more knowledge to build
on knowledge. For-profit communication in-
dustries largely rely on the individualisation
of pleasure and its definition as gratification,
as an instant- and anonymous part of a con-
sumerist-purchasing act. For Public Service
Media the script would read a litde like the
words of Sir David Attenborough about the
beginnings of the BBC »We thought too that
we could play a key role in modern democ-
racy by enabling a stockbroker in Surrey to
understand what a fisherman in the north of
Scotland might be feeling - and vice versa.
We would be able to broaden horizons, in-
troducing people to subjects that they might
have never encountered and bringing them
new pleasures and delights«.
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Prof. Communication Studiss, University of Antwerp, Balgium

Public service broadcasting today
can look back on a ninety year old
tradition of providing added value
in media landscapes in Europe and
beyond.

Public service broadcasting today is con-
tested, particularly its legitimacy in moving
towards public service media which prompts
commetcial competitors, politicians and oth-
er stakeholders to question public service
broadcasting’s added value: i e. its remit,
function and position in the media market.
This can be wimessed in large media mar-
kets of big countries such as Germany and
Great Britain, but also in smaller media mar-
kets and communities such as the Austrian
or the Flemish - the Northern, Dutch speak-
ing part of Belgium. This contribution wishes
to discuss some issues relating to the » added
value« of public service broadcasting in con-
temporary media markets, in the lives of citi-
zens and in wider society, focusing on small
communities and illustrating this by making
reference to Flemish public service broad-
casting institution VRT (...).

ROLE IN
PEOPLE’S LIVES

In the run-up to VET's 2012 - 2016 manage-
ment contract, the Flemish Media Council -
by law required to generate policy advice to
the media minister — commissioned a com-
prehensive and representative consultion
of the Flemish population enguiring after
their views on public service broadcasting.

Results show that over 90 % of Flemish citi-
zens support a holistic PSE project and relate
this specifically to VRT. While respondents
belisve VRT has a duty to deliver services
distinctive from commercial offers (74,2 94),
they explicitly support a wide remit encom-
passing entertainment and disagree with the
assertion of certain stakeholders that the
publicly funded public broadcaster has an
unfair advantage vis 4 vis competitors.

These and more specific results reflect a con-
tinued relevance of public service broad-
casting with a broad remit in the lives of
individuals. For one, public service broad-
casting is seen to have a long standing wadi-
tion of providing trusted information. When
the credit crisis broke in the aummn of 2008,
the main 7 pm news programme on VRT's
general interest television channel &&n saw
an increase of 10 % in audiences, while the
7 pm news programme of main commercial
competitor VIM did not see a similar rise in
viewing figures. This confirms the crucial is-
sue of the trust people have in the guality
and reliability of the news of public service
broadcasting. Similarly, research shows that
on a 7 point licker scale, VRT's Flemish dra-
ma series are rated one point higher than that
of commercial competitors in terms of gqual-
ity, entertainment value and similar aspects.
The trust in and support for public service
broadcasting also extends to its online serv-
ices. The above-mentioned survey showed
that &5 9% of Flemish citizens thought VRT
should add online information to its radic
and television activities; 55,2 % favoured the-
matic websites on news, sports and culture;

73,7 % were in favour of an »extensive news
websitea; and 70,4 % thought VRT has a re-
sponsibility towards guiding children's new
media behaviour

ROLE IN SOCIETY

At the same time, public service broadcast-
ing continues to play a central role in wid-
er society. One of the longest standing aims
in this regard, is its contribution to the crea-
tion, maintenance and reinvention of nation-
al identities. From the outset, public service
broadcasting had a unifying, nation build-
ing goal, bringing together anonymous in-
dividuals under the umbrella of a collective
identity. This was and is of particular rele-
vance in smaller communities and cultures
which, more than large
communities and nations,
struggle to maintain their
own cultural and social
identity in a world pushed
towards globalisation and
dominated by large inter-
national economic players
that influence the cultural
experiences of the individ-
ual members of these com-
munities. (..) Particularly
in small communities and
in a situation of economic
crisis, the arrival of many
new people from different
cultures creates tensions.
Other minority groups too,
such as those based on sex-
val identity or mental of
physical disability, need to
obtain their position in soci-
ety. In this regard, VRT has
signed and operates by a charter of diversity
that helps guarantee the representation of all
minority groups on and behind the screen.

ROLE IN
MEDIA ECOLOGY

The role of public service broadcasting is not
only realised through its own programming
and services but also through its position
and relations in the wider media landscape.
In the contemporary media ecology, public
service broadcasting has a role to play vis
4 vis the other players in the market. First,
the institution is vital in the media econo-
my of the community aimed at guarantesing
a healthy audiovisual industry. This is not

»Der ORF als
eine Institution
der osterreichi-

schen Offent-
lichkeit ist das

elektronische

Leitmedium

des Landes,
Trager und

Forderer os-
terreichischer
ldentitat, Kultur
und Qualitat.«
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only achieved through PSE's role as a crea-
tive emplover, providing work for a consider-
able number of media workers and infusing
creativity and high level experience into the
professions, but also by investing in other
players in the audiovisual industry. Flemish
VET's management contract stipulates that
part of VRT's production needs to be com-
missioned to the independent Flemish andi-
ovisual production sector.

Second, public service broadcasting can
push the media market by setting the bar in
terms of quality and technological and con-
tent innovation. Public service broadcasting
keeps commercial competitors on their toes,
pushes them to match guality with quality,
innovation with innovation. We mentioned
the way in which public
service broadcasting’s stress
on local content has pushed
commercial competitors o
follow suit, but the notion
of setting the bar also ap-
plies to these other aspects
of guality and innovation.
In the latter instance, pub-
lic service broadcasting can
prove a heaven for innova-
tion as, less than its com-
mercial counterparts, it has
a somewhat larger margin
for failure and experimen-
tation, the positive outcome
of which can subsequently
benefit the other members
in the media ecology.

Finally, and more recently,
public service broadcasting
has been developing its role
as a partner with other players in the media
ecology, collaborating with its commercial
competitors to help guarantee the survival of
the local andiovisual industry. This is of par-
ticular relevance in small communities and
media markets where the push from global
companies such as worldwide distributors is
threatening the local roots and character of
the audiovisual market.

In conclusion, the added value of public
service broadcasting does not only reside
in the value for the individual and society it
creates in its own right but also in collabo-
ration and relationships with other parmers,
including commercial competitors, civil soci-
ety organisations and others. =
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TV-Okonomie

MAG. DR. OLIVER FRITZ, PHD Wirtschaftsforschungsinstitut

Zwar kann im Rahmen der volks-
wirtschaftlichen Gesamirechnung
der Beitrag einer Wirtschaftshbranche
zum Bruttoinlandsprodukt gemessen
werden, doch dariiber hinausgehende
tkonomische Effekte entziehen sich
oft einer Quantifizierung und werden
nur qualitativ diskutiert. Eine erste
Ann#iherung filr das ORF-Fernsehen
gestaltete das WIFO 2012

Die Produktion von Fernseh- und Ra-
diosendungen ist mit dem Einsaiz wvon
Produktionsfaktoren verbunden, also Vor-
leistungsgiitern wie Energie, Materialien etc.,
Arbeitskraften, Kapitalgiitern. Die Nachfrage
nach diesen Faktoren l6sen nun sogenannte
indirekte und induzierte Effekie aus: Die in-
direkten Effekte ergeben sich aus den durch
diese Nachfrage ausgelbsten Zulieferungen
und durchlaufen mehrere Ebenen des Pro-
duktionssystems. Die induzierten wirtschaft-
lichen Effekte des ORF entstehen, indem bei

jenen Wirtschaftsbranchen, die von den di-
rekten und indirekten Effekten profitieren,
zusitzliches Einkommen (in Form von Lih-
nen, Gehidltern und Gewinnen) etc. geschaf-
fen wird. Um die aus diesem Wirkungskreis
entstehenden &konomischen Effekie mes-
sen zu kbnnen, bedarf es eines Simulat-
onsmodells, das jenen Wirtschafiskreislauf
abbildet, der im Minelpunkt der Analyse
steht — im Fall des ORF ist das die Osterrei-
chische Volkswirtschaft bzw. sind das die
Regionalwirtschaften der Bundeslinder.

Dabei wurde berechnet, dass die TV-Aus-
gaben des ORF mit rund 890 Mio. Euro an
Bruttowertschéipfung sowie einer Vollzeit-
beschaftizung von rund 10.360 Personen
verbunden sind; auf einen ORF-Beschifiiz-
ten kommen filnf Beschiftigte in anderen
Bereichen der Ssterreichischen Wirtschaft.

Wahrend ein iberwiegender Anteil der ORF-
Aktivitaten im Bereich des Fernsehens auf
den Wiener Standort konzentriert ist, fith-
ren die indirekten und induzierten Effekte
zu einer regionalen Umwverteilung der Ge-
samteffekte. Der Anteil Wiens an der Brut
towertschipfung fallt auf unter zwei Dritel
der Gesamteffekte, wihrend NO ca. 15 % er-
reicht, 00 ca. 7 96 und die Steiermark ca. 5 9.

Selbstverstindlich ist zu erwarten, dass der
ORF dariiber hinausgehende Effekte durch
seine Produkte — also: Programme - erzielt,
man denke etwa an Tourismuseffekie durch
dsterreichische Serien, Wohlstandseffekie
durch mediale Bildungsangebote, Informa-
tionskostenreduktion durch vertrauenswiir-
dige Offentlich-rechtliche Information usw.
usf. — das Feld der zu untermehmenden For-
schung bleibt weit aufgespannt. =
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for the European Broadcasting Union

Tripoli, the end of June, this vear. Al-
most 40 young Libyans are gathered.
They really want to become journal-
ists. They are very eager to learn how
to, especially in a country that for al-
most 40 vears only saw manipulated
information. A country that even did
not know that »journalism« was a
word that meant independent report-
ing on stories that martter.

And now there we are. Six joumnalist
from all over Europe and North-Africa, trying
to help them. Sent to Tripoli by the European
Broadcasting Union. I am amongst them and
very happy to be able to do some »hands one
work in a country that is re-inventing itself.

It's on moments like these that I realise how
important independent journalism is— and
how we are tempted to take this for grant-
ed. How important it is to have a broadcast-
er you can trust in the stories and programs
it brings on TV, and the way it operates. For
me this is a very welcome illustration, even
proof, of the true walue a really reliable
broadcaster can have. You can see it in the
eyes and the hearts of the Libyan journalists-
to-be: they want to tell stories that matter,
play some role in rebuilding the country they
lowe and that just was handed back to them.
yTripolic came just a couple of days after the
members of the European Broadcasting Un-
ion put their signatures underneath an im-
portant document called »Empowering
Societye. It is a declaration on the core val-
ues of public service media. Or, to use differ-
entwords: itwants to explain how we, public
service media, are making a difference. Com-
pared to others: competitors on radio, tv, the
internet, or in print.

It is not about us saying that we are do-
ing a better job, it is to explain who we are,
what we promise, how we are willing o be
held accountable. It is the »grand totale of
the values we share that are making a dif-
ference: universality, independence, excel-

Robust ana
needed

ZAMIR »MR. MAGAZINE™« HUZNI, PH.D.
The University of Mississippi

Big Bird can breathe a sigh of relief
now that Mitt Romney is NOT the
president of the United States of
America.

Aswith everything these days, social me-
dia and the digital age cannot help but have
an impact on Public Broadcasting. The cit-
zen journalism that is flourishing on the web
is a source of unverifiable proportions, but it
cannot be ignored. Instead, it must be used

lence, diversity, accountablility, innovation.
Of course there are other organizations that
are independent. Or innovative. Or excellent.
But it is the combination of the six values
that is making a difference. Only public serv-
ice media, for example, are divers. »Our au-
diences consist of a diverse range of interest
groups; differing generations, cultures, reli-
gions, majorities as well as minorities. So we
strive to be diverse and pluralistic in the gen-
re we are programming, the views we are ex-
pressing and the people who work with us«,
it says in Empowering Society. It is just an ex-
ample. As this is: »We want to be open. We
listen to our audiences and engage in a per-
manent and meaningful debate«. And this:
»We want to be trusted programme-makers,
trustworthy in all fictional and non-fiction-
al programming, in all genres and formats,
from news to entertainment, from science
to sport, from culture to education«. This
springs, in my view, from our reason to ex-
ist: we were created to serve society. We are
not there to make a profit, it is about our re-
mrn on society.

THE COLD WIND
OF WINTERS

Let's be honest. There are solid reasons to re-
invent and redefine ourselves. Public Service
Media throughout Europe are facing difficul-
ties. Some are really facing the cold wind of
winters, some are better of, but almost no-
where public service media are applauded,
supported, liked whaole heartedly and given
a live-long support. We are, for example, los-
ing audiences, especially amongst younger
generations. So, where is our legitimicy? Why
do the audiences have to pay for us through
license-fees ore taxes? Of course we are fac-
ing tremendous competition. There are
strong other, non-public competitors, also
doing a fine job. Quality, independence, are
no longer the exclusive territories of PSM — if
they ever were. Non-traditional third parties
become heavy forces of information-gather-
ing and sharing, like Google, YouTube, Face-
book. The political climate is changing, and

as a catalyst by professional journalists to
motivate them toward a more global perspec-
tive, without compromising integrity, factual
information, or moral ethics.

That being said, how does Public Broadcast-
ing play a part in this black hole of never-
ending information? By remaining just what
it is, PUBLIC Broadcasting. The voice of the
people is what journalism is all about. No
matter what part of the spinning globe you
live on, you are a person who deserves to
hear and read objective, unbiased journal-
ism at its best. And Public Broadcasting is
and always has been a venue where John Q.
Public can hear and be heard, without the
perpetual leanings that a lot of news media
has today. In the States, you can watch Fox
and immediately you know which side of the
voting lines they are standing on, same for
MSNBC. The days of dispassionate reporting
seem to have disappeared on the prime time

so is the way societies look at public servic-
es as a whole. They are certainly no longer
above suspicion. They could be the Bastilles
of the 21* cenmury. And above all, the digit-
al revolution is changing everything. Jour-
nalistic organizations are
losing their monopolies
on, for example, news pro-
duction, shreakings news,
even news-definition. For
me this leads to a clear mes-
sage: We had to find new
answers — of hecome ex-
tinct, in the end. We have
to connect with digital gen-
erations that can shypass«
us; do not nead us to be in-

»Fur Osterreich
Ist die Einbet-
tung in Europa,
das Verhaltnis
zu seinen Nach-
barn und seine
Verbundenheit

On changing the organizations. In the way
we work, the way we connect with our audi-
ences, the way we are leaving the bright and
shining mountain-top wewere sitting on and
while now becoming part of uncountable
networks in digital world. It
is a constant effort; it never
stops. In the end, we know
that the only capital we as
public service media have
is the trust of our audienc-
es, the trust of society. Trust
has te be deserved, eve-
rv day again, and the only
way to deserve trust is to
produce guality, to be open,
transparent and acounta-

formed and opinionated. mit diesem ble, to correct mistakes. To
Kulturraum be efficient and managed

OPEN THE wesentlicher according to the principles
BELACK BOX o B of good governance. This is
Bestandteil not an abstract idea. It has

Especially the digital revo- seiner ldentitat. to be reflected in everything
lution and the underlving Fin Euro Ha we do, every choice we
change in expectations from . make, everything we broad-
our audiences, as a group ohne Grenzen, cast or bring into the dig-
or as individuals, poses N dem die Ge- ital domain, every penny
a big 1:_ha_tllenge. Burt a chal- meinsamkeit im we spend. .We hav.e prom-
lenge it is, not a threat. It g i ised we will monitor our
Creates new ways to Com- Vordergrund progress permanently in a
municate with everyone, to steht, stellt spirit of honest and open

reach these corners of soci- keinen Wider- reflection, while we do re-
ety that are hard to reach, o ! o alize that our organizations,
or not very profitable for sprucn Zu ci- throughout Europe, have
commercial organizations. Nnem El__,r'[j:-|j:-a der different hackgrounds, his-

It means a way to open the
whblack box of journalisme,
and explain and debate the
choices we are making. »We
understand that our audi-
ences are also participators
in our activities, and even at times contribu-
tors of news and programmings, we describe
in »Empowering Societya. These are the key
words: »We accept the challenges of the dig-
ital revolution, which has changed and en-
riched our relationship with audiences at
mass and individual levels.

Just as important is the mole we want to re-
alize in all our different countries and in
Europe as a whole; »We want to play a defin-
ing role in guaranteeing freedom of expres-
sion and pluralism of views. We believe in
an open and transparent world of commu-
nication for the common good, beyond the
profit motives.

WORDS ARE
NOT ENOUGH

We know words are not enough. It would be
a terrible thing to come up with a declara-
tion like »Empowering Societye and then
put it away and forget about it. Deeds have
to follow words. There is a lot of work to do.

networks in the United States. However, an
evaluation done by Dr. Tim Groseclose, a
professor of political science and economics
at UCLA, found that PBS NewsHour was the
maost objective news program on television.
{...) As journalists for Public Broadcasting,
and broadcasters for the people’'s network,
the experience you provide, however, must
be memorable. It must be something that
will grab viewers and urge them to tune in
again, whether it's radio or TV. And the dig-
ital tools that are available to all journalists
of today and the future may just be the key to
elewate that experience.

I have abways said, as far as print and digit-
al are concerned; the two can work togeth-
er. I also believe that Public Broadcasting
can utilize the Internet to bring their mes-
sage to a broader spectrum. In Europe, the
media landscape is not so influenced by rat-
ings and advertising dollars. The result is an

Regionen dar.«

ORF-PROGRAMM-
RICHTLIMIEN

tories and possibilities. The
BEC cannot be compared
with the public broadcaster
of Bosnia, ORF from Austria
is guite different from its
counterpart in Montenegro.
But all of our members expressed their will
to make progress, to assist each other if need-
ed, and to report on the progress they made.
It's about trust, as [ said, and everyone real-
ises trust is vulnarable, not something you
can play with. So in sEmpowering Societya
we explain who we are and what we will do.
Promising to do our very best to make a dif-
ference. Butwe also ask something in retum:
a solid base. We need robust legislation and
adequate and sustainable funding.

ENRICH SOCIETY

It is like the young journalists-to-be in Tripo-
li. They are determined to learn, do a fine
job, tell the stories that are important. The
stories of everyone and everywhere. They
want to create trust, to enrich society. They
want to make a difference. Like we want,
in the digital age. Not because we have
been there for a long time, but hecause we
understand what current society needs and
expects from us, today and tomorrow and
every day after that,

engagement with the people that Public Val-
ue Media can bring with them as they hone
their journalism skills more diversely in this
digital age.

Multi-media journalism can converge more
with Public Broadcasting and enhance the
experience they provide their viewers. 1 he-
lieve targeting the individual and the societal
needs of viewers is the first step. And bringing
Public Broadcasting journalists and broadcast-
ers to a learning table of new media skills and
venues, such as more live-streaming of inter-
views, Facebook, Twitter and advancing, the
already healthy transparency thar lies between
European Public Broadcasting and their view-
ars, to an even higher level, could only amplify
the experience for their audience.

Public Broadcasting is a very robust and need-
ad outlet for media. And the future, at least for
now, looks bright. »
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DR. ROBERTO SUAREZ CANDEL

Hans-Bredow-Institut fir Medienforschung, Hamburg University, Germany

From January zo1o0 to February 2012 I had the opportunity and the privilege

1o be in charge of the project PSB-Digital (www. psb-digital.eu), which was
funded by the European Commission by means of a Marie Curie Fellowship
and hosted by the Hans Bredow Institute, one of the most recognised research
centres in the field of media in Germany. The project analysed how public
service broadcasters adapt to the multiplatform media scenario. As a result,
the challenges, opportunities and risks that they will need to tackle were
identified. The national cases of Germany, Poland and Spain were compared,
trying to obtain lessons from different markets and different models of pub-

lic service broadcasting.

After carrying out the project, which in-
cluded a wide array of interviews to high and
medium-level managers in the three coun-
tries; and after having the opportunity to
exchange many ideas with other research-
ers in multiple intemational conferences,
I'would not hesitate to state that public serv-
ice media are still very alive. However, at the
same time, [ would also express my concern
about their ability to communicate efficient-
Iy with the citizens. Consequently, the latter
are not able to understand what public serv-
ice stands for and what is included in its re-
mit. As a result, the audience’s expectations
with regard to public media performance are
vague or simply do not match with the pub-
lic service offer. Moreover, in a context of in-
creased availability of contents, and in which
the Internet seems to be (wrongly) the solu-
tion for everything, the citizens doubt about
the need for public service media. More fre-
quently, people from all kinds of demograph-
ic groups ask themselves why they should
pay a license fee or why the state should al-
locate part of its budget to those »old cor-
porations« that do not give them whart they
want, when they want it. These facts widen
the gap between society and public service
media, becoming a crucial risk for the furure
of the latter.

PUBLIC SERVICE MEDIA
HAS A FUTURE

Nevertheless, this does not mean that pub-
lic service media do not have a future. On the
contrary, their role in the new communica-
tion scenario becomes crucial to ensure that
values like quality, universality or social rep-
resentativeness, among many others, are stll
relevant. Moreover, despite of the dominant
discourse about how free competition and
technology solve any previous market failure
that justified public intervention in the field
of media, the reality of the communication
market looks different. As the British Ofcom
has recognised, not only traditional mar-
ket failures are still unsolved but new ones
appear as a result of the evolution of the
market (internationalization, concentration,
etc.) and technological innowvation (con-
vergence, media literacy, etc.). Therefore,

if we want to ensure that the potential ben-
efits of development in the field of media
reach the entire society, public service is still
necessary.

RECOVER THE TRUST
OF THE AUDIENCE

Mevertheless, as the analysis carried out
within the PSB-Digital project shows, public
service media institutions need to take into
consideration those changes experienced
not only by the market but also by the polit-
ical sphere and the society. Overall, I would
emphasize the need for public service to re-
cover the trust of the audience. To achieve
that, better communication, better account-
ahility and hetter performance become es-
sential. In the following paragraphs, 1 briefly
describe those issues that public service op-
erators need to address urgently.

Although not always recognised openly,
public service is still used as an instrument
serving political interests in many countries.
Its management and performance are some-
times strongly influenced by politicians, pol-
itics and public policies. Thus, it is urgent
that public service media improve their in-
dependence and autonomy. To do so, first of
all, it needs to be considered that fragmenta-
tion, excessive complexity and redundancy
in the field of regulation should be avoid-
ed. Not only do they not contribute to mak-
ing the public remit more clear, feasible and
accountable, but they result in bureaucrati-
zation, create interpretation conflicts and re-
inforce the lack of autonomy. A complex and
inefficient legal framework results in higher
political dependence for public media.

Moreover, budget definition, allocation and
control need to be detached from politcs.
Their intimate relationship tends to result
only in uncertainty that hinders autono-
my and quality. The budget also needs to
be adequate to enable public operators to
provide society with those benefits derived
from technological innovation and highly
professional standards. Otherwise, the re-
sulting poor performance will only create a
vicious circle, combining audience’s decep-

tion, lack of social support, weak political
support and, again, insufficient budget and
a poor performance. In addition, sovern-
mental control should be reduced in favour
of supervision [assessment by a professional
independent authority exclusively integrat-
ed by highly qualified professionals.

To enable those changes, politicians as
well as the citizens need to change their vi-
sion about public service media. The latter
should be regarded as a mechanism to invest
in technical and professional development,
and thus as a tool to improve the well-being
of our society by providing positive external-
ities. If public service is perceived only as a
cost and not as an investment, it will never
have the innovative profile we expect and
claim from it.

Therefore, three things are essential. First of
all, politicians need to support public service
in a clearer and more explicit way. Reinforc-
ing the role of its operators as public interest
enablers would avoid sterile debates about
their legitimacy, which harm their public im-
age and social support. Secondly, as indi-
cated abowve, public service media need the
appropriate budget to be able to carry out the
necessary adaptation to the multiplatform
media context. Otherwise, they will not be
able to follow the evolution of the audience
and they will become irrelevant. Third, pub-
lic service operators need to assume their re-
sponsibilities in this issue, facing evolution
with a strong commitment and including the
citizens in that task.

CLEARER PUBLIC
COMMUNICATION
STRATEGIES

In the current scenario, in which the legit-
macy of public service and the extension of
its activities are strongly contested by com-
mercial media, public operators need to be
maore proactive in advocating their role in so-
ciety rather than showing defensive attitudes
of adopting inactive behaviours. In some
cases, strong legal protection or comfortable
budgets, not negative per se, can result in at-
titudes of self-satisfaction and no reaction o
the negative discourses or the hostile actions
carried out by other market players. Such a
position does not contribute to promoting a
positive image of public service among cit-
izens and jeopardizes social and politcal
support. Therefore, besides elaborating a
more effective public discourse, it also wounld
be advisable for public me-

dia to propose solutions to

those controversial issues

in which they are involved:

accountability, funding, po-

litical interference, etc.

The changes requested in

the previous paragraphs im-

ply the need for manage-

rial culture to evolve, incor-

porating a more compre-

hensive perspective of the

challenges, opportunities and risks result-
ing from the configuration of the muldplat-
form scenario as well as of the needs of the
citizens. Furthermore, this new management
culture is necessary to deal with technology
innovation and changing market logics. Par-
allel, implementing a better intermal com-
munication to promote collaboration rather
than competition among departments be-
comes also essential. In times of change,
building a richer and stronger company cul-
ture is the only way to address change suc-
cessfully and to create those synergies that
have a positive effect on performance.

Public broadcasters need also to adapt their
organizational structures and working flows.
Nevertheless, though higher efficiency is

desirable, the quality and distinctiveness of
the offer as well as the working conditions
should not be compromised. In order to be
successful and maintain their high guality
standards, public operators need to ration-
alize and adapt their producing, distributing
and programming strategies in accordance
with their technological and budget capaci-
tv. They should assume that they cannot do
everything possible but they need to focus
on what generates a highest social benefit.
In that sense, while maintaining a frontrun-
ner position in the field of innovation, it is
essential to provide the citizens with value,
avoiding rushed and excessively ambitious
plans that might fail and compromise the
public image of the operator. Nevertheless,
by combining innovation and quality, pub-
lic service media should not miss the oppor-
tunity to become a reliable guide/reference
for the citizens in the new communication
scenario, in which uncertainty grows rapid-
ly. That role would enhance their leadership
and reinforce social support.

Furthermore, public service operators need
to implement better internal monitoring
mechanisms to evaluate the fulfilment of
their remit, especially in the field of online
activities, as well as their capacity to inno-
vate. This will enable them to improve their
strategic planning and performance as well
as to build a solid discourse about the bene-
fits they provide society with. In fact, public
service operators are among the most inno-
vative around Furope and their services are
in many cases the »Flag-ship« that creates a
critical audience and drives the private initi-
ative. However, this is not how they are fre-
quently perceived or porrayed. Therefore,
puhblic service operators need to continue ex-
ploring the opportunities that technology of-
fers to enable new ways of connecting with
their audiences and promoting their partic-
ipation. In that sense, it is absolutely neces-
sary to leave behind paternalistic attitudes,
making the most of professionalism in order
to serve the citizens and empowering their
participation in the media sphere. This is
also expected to increase audience support
and engagement. In that sense, connecting
with yvoung viewers becomes an urgent task.

In the field of innovation, public service me-
dia need to establish alliances with other
public service providers like libraries, mu-
seums, etc. In addition, collaboration with
market players will avoid marginalization
and dependences. Especial attention should
be paid to equipment man-
ufacturers as well as stand-
ardization issues. Thanks
to their long-term know-
how, public service broad-
casters are ready to lead
multidisciplinary initia-
tive or public-private part-
nerships that might result
in valuable benefits for the
society. That would cer-
tainly increase their prom-
inence. To conclude, it is
necessary to acknowledge that all the chal-
lenges and changes commented place public
service media operators in a difficult posi-
tion. That cannot be denied. However, [ also
believe that they are in the best position to
face the necessary adaptation and to pro-
vide society with positive externalities, as
they have been doing for decades. My only
concern is whether, in some cases, the
wattitudes« of the institutions is the right one.
As previously indicated, and as many oth-
er scholars state, paternalism should be re-
placed by partnership.

The trip from public service hroadcasting to
public service media is the perfect moment
to work not only for the citizens but also
with them. *
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