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			Sir Berners-Lee and the African journalist

			Vicent Partal

			Vicent Partal is a journalist regarded as a pioneer of the web. Born in Bétera, Valencia in 1960, he co-founded the magazine El Temps and worked at Diari de Barcelona, TVE and La Vanguardia. In 1994 he created El Temps Online, the first Internet-based news system in Spain, and in 1995 he co-founded Infopista, the first web directory in Catalan. VilaWeb, the leading electronic newspaper in Catalan, was launched one year later. Partal has won a number of awards, including Catalonia’s National Internet Prize in 2000 and the National Journalism Prize in 2004.

			www.vilaweb.cat / blocs.mesvilaweb.cat/vicent

			 There is an image that has fascinated me for years. It is Tim Berners-Lee’s first draft on what we would come to know as the World Wide Web. It is a simple paper, just like thousands that are written around the world every day. A diagram illustrates how Mesh, the first name that the creator of the web dreamt up for his new invention, would work. When Berners-Lee was awarded his honorary doctorate from the UOC in 2008, he recalled that the then-director of CERN, Mike Sendall, kept one of the original copies with a note he pencilled in himself defining the web project as “vague, but exciting”. I can grasp how that drawing full of things with strange names might have seemed “vague” to Sendall at first glance. But I want to stress the fact that a mere sheet of paper in his hand was enough for that man to grasp how “exciting” all the changes the web has triggered in our lives, everything that has changed so quickly that it is hard to imagine that it were possible, would be.

			We feel excitement and other emotions in all shapes and sizes, for better and for worse. I remembered Sendall’s statement a few months ago when the Seattle Post-Intelligencer went out of circulation. The old American newspaper had hit the streets every day for the past 164 years. It had ridden out everything: wars, sudden epically proportioned economic crises, the advent of television. Yet it could not hold on any longer. The newspaper itself published a video in which the editors recounted what their last day of work was like and what they would miss the most.

			It is an exceptional document, and yes, an exciting one as well. But it is a testament: a testament to a time that will never exist again, not just in Seattle but around the world. It is the testament to a model of communication that is rumbling – and how! – under the impact of the unstoppable tsunami unleashed in that document that Sendall defined as “exciting”. Twenty years after the web was created, the world of communication in general and the press in particular are at a historical juncture, and the hulking old products, even the excellent ones, which have held out for decades, which have served their community constantly and tenaciously, which have known how to do business by spreading the news, are simply fading away. They are melting away while the editors look at each other with incredulousness in their eyes and tell on video how they would have liked their history to be.

			No human activity is immune to the mind-boggling yet creative impact of the web

			When people ask why all of this is happening, the reasons are many and varied, but there is one that echoes time and again: Internet, Internet and Internet. Whoever says this, whoever blames the web for today’s crisis in the world of communication is making a simplistic analysis because the answer should actually be much more complex. Something like, “the Internet has spotlighted the fact that much of the press and television today are irrelevant”. Of course no one likes to read the writing on their own tombstone, and that is why it is difficult to accept such a categorical judgement. But that is the way things stand. And yes, in the end, the Internet is to blame.

			At the start I said that I am fascinated by that seminal depiction of the web. I often wonder whether Sir Tim Berners-Lee was aware at any point of the upheaval he would cause to everyone. He says he wasn’t and of course we have to believe him. But the incontestable fact is that 20 years later no human activity is immune to the mind-boggling yet creative impact of the web. And this includes journalism and communication.

			It is not that this or that newspaper has to fold or this or that publication that seemed solid as a rock suddenly resembles a lump of sugar melting before the astounded gaze of its creators. It is not that television is beginning to accept the fact that its days of glory and the carousel of millions and millions of dollars invested in advertising products or politics are indeed a thing of the past. It is not that every last newsroom on the planet or every last journalist is wondering what their future holds, and the word Internet appears on every single draft, scrap of paper or jotting where communication professionals try to organise their ideas. No, it is not only that, nor is it primarily that. What has changed for good is that the web, just like so many other things, has upended the social structure, the convention that made us journalists like brokers between power and society, between those who knew too much and those who did not know enough.

			After all, a journalist’s job is simple. It is limited to being where things are happening, to seeing and analysing them and then explaining them as thoroughly and honestly as we can. That does not require much technology.

			The richest, most vivid newspaper I have seen in my life was in Africa: I do not recall which city and I do not want to err by saying one that just randomly comes to mind. At a crossroads, a man simply had a large blackboard where he wrote down the news as he got it; the people going from one place to another literally yelled it out to him. Since the journalist at the crossroads, the man who was himself the newspaper, knew most of the motorbike riders, passersby and bicyclists, he very judiciously asked them questions, comparing the information he had gotten from other bystanders. He then enthusiastically wrote the day’s news on the blackboard in real time so that his customers could read it. Constantly. This is the journalist’s job in a nutshell, but I recall that when I saw him what came to my mind was the idea or concept of ‘node’ more than ‘journalist’ as we have understood the job until now. With that constant writing and erasing, my street journalist gradually reshaped the image of his own community at a speed that our complex newspapers in the West are incapable of even dreaming about. And in this sense, without even an iota of tecnnological involvement, that street journalist was closer to the Internet age than I was. He worked the way the Internet does, that is, by accepting that others shape the day-to-day reality at a breakneck speed and try to give a bit of order, by cataloguing and honing to the original cacophony. 

			The richest, most vivid newspaper I have seen in my life was in Africa

			Curiously, at the dawning of digital journalism in our country many years ago I defined the role of journalists using a familiar image: I said that a journalist in the Internet age had to be more like an “urban cop” of information, situated like my African colleague right in the middle of infernal traffic, trying to give the flow of data a logical order when circulating it. Some of my colleagues took issue with that definition, viewing the figure of “urban cop” as overly authoritarian, and I, in a fit of doubt, gave in and replaced the metaphor with that of a “cartographer” of information.

			But I was wrong. Cartographers look at what is before them but do not touch it. They sketch it and gather it in the guise of legible information, but they try not to interfere with it. However, journalists, especially Internet journalists, can no longer do this: they have to interfere, they have to be part of the circulating chaos. Not just for the sake of it, but because it would be absurd for journalists to be precisely the only human beings not to communicate via the web. When millions of people tell millions of stories simultaneously (on the web, Twitter, Facebook or their blogs) every day and at all hours of the day, it is inevitable that the storytellers, we journalists, regard it with surprise – now everyone is doing what only we used to do! – but we should regard it mainly with excitement. It is true that huge towers have come crashing down and many more are yet to fall. But seeing this should not blind us to the fact that we are witnessing the birth of a new world, the one that is getting underway now. A world where the version of events that the correspondent who experiences firsthand death on the streets of Teheran relates is just a pale reflection of the death portrayed live by a mobile telephone and immediately posted on YouTube. One thing does not compete with the other; rather we simply have to learn how to live with the new world.

			Everything races and everything is hurried, but there are sectors within the world of communication that are revealing the future because they have been capable of racing even faster. Personally, I think that the best of them all is music.

			Journalists in the Internet age have to be part of the circulating chaos of the information

			In recent years, we have heard chroniclers of the music industry ring the death knell of the business, and in the most extreme cases, even the death of music itself. The MP3 was the first revolution, and we all stuffed our hard drives with songs and music of dubious legality but amazing efficacy. It is true that the music business as it used to be has bitten the dust. CDs had replaced the old vinyl records at a disconcerting speed, but they did not even have enough time to become entrenched. Now more people buy MP3s and their successors than records as they existed in the past. And it is logical that in an industry that was based on commercialising a physical object that we called a record, the advent of the intangibility of the web has had a devastating impact.

			But would anyone venture to say that music is in crisis today? That it is more crisis-ridden than three years ago? I think that the majority of readers would concur with my analysis that the music scene is, if anything, only getting better. However, the first condition of this improvement is that the industry should forget what it used to be and will never be again. Records are no longer sold, and selling records is no longer the musicians’ main business, neither for their work nor for their income. But they have found the trick, albeit only incipiently. Musicians are once again focusing on concerts and making money with them; they allow themselves to give away much of their music

			+INFO

			Obrint Pas www.obrintpas.cat

			The original proposal of the www www.w3.org/History/1989/proposal.html

			Investidura de Sir Timothy Berners-Lee com a doctor honoris causa www.uoc.edu/hc/berners-lee/cat/index.html

			The Knight Digital Media Center www.knightdigitalmediacenter.org/

			La convergencia tecnológica en los medios de comunicación: retos para el periodismo, Ramon Salverría, 2009 www.raco.cat/index.php/tripodos/article/viewFile/118910/154114
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			JEAN DANIEL “Journalism will never disappear”

			BY ÁLEX VICENTE

			He has just turned 89, but Jean Daniel shows no signs of flagging. He has lost none of his personality or energy, or exceptional analytical powers, and continues to write his Thursday editorial for Le Nouvel Observateur. He founded the weekly news magazine more than 40 years ago and since then it has set the benchmark for a thoughtful, committed and humanistic journalism which he has always defended against passing trends and widespread superficial tendencies. Born into a modest family of Algerian Jews, this disciple of Albert Camus is one of the key intellectual figures in France today and something of an oracle for the profession. With the serenity born of experience, he considers that journalism will never disappear, no matter how many changes place it under threat. In recent years, Daniel has been showered with accolades and awards in recognition of his undeniable influence on the journalism of the past century. Daniel is a chevalier of the French Legion of Honour, he received an honorary degree from the University of Algiers and has been awarded the Prince of Asturias Prize for Communication and Humanities.
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			After working as a journalist for almost 60 years, how would you define the profession? I could quote Camus, who said that the journalist was a “historian of the moment”, or André Gide’s awful definition: “I call journalism everything that will be less interesting tomorrow than today”. To me, journalism is a profession which requires three talents: to gather information, to give due consideration to this information and to know how to put it across. As if that weren’t enough, we have to carry out this process before other people, with the obsession for speed that is a determining factor of our job. Journalism means breaking records on a permanent basis. Contrary to what people think today, the dogged determination to be the fastest has always existed, even before the age of the radio, television, the Internet and free newspapers. Journalists have always fought against the clock.

			But, don’t you think that this trend has become more marked in recent years? Well, it’s true that it has become a bit of a caricature. Today journalists don’t have the right to a moment’s respite and have to act straightaway. The result is that some of them become total impostors: they have to talk about subjects they know nothing about, but they manage to convince their readers by using a series of seductive formulas, such as being able to express themselves well. In spite of all this, they are still impostors peddling an illusion.

			Nonetheless, you have always maintained that it’s better to come second with a good article rather than first with a superficial piece that has been written in a hurry. The problem is that it’s getting more and more difficult to opt for the former, because the readers themselves want to be informed as quickly as possible. This conditions everything. Anyway, channel-surfing is the thing that best sums upour era. We’re frightened of boring our readers. We’re afraid they’ll think that reading us is a waste of time, to such an extent that we end up losing them. This fear causes and explains what we are seeing today. At the same time, this problem is nothing new. François Mauriac said that when we write we have to “hold the reader’s attention by grabbing them by the lapels”, to stop them from leaving. There are few media immune from this sense of urgency. The only exception is the radio. At least in France, it’s still possible to talk, debate and reflect on the radio. I often refuse to appear on TV programmes, but I seldom say no to the radio.

			After all these years, isn’t it easy to lose enthusiasm for the job? No, because journalism is a really fascinating job. There are people who create the story and others who have to endure it. Between these two groups, we find individuals who convey it through their own eye-witness accounts: journalists. They have an important function.

			When you meet a young journalist, do you see the same enthusiasm in them? I really like having contact with young people. Yes, I come across the same enthusiasm, and a lot of cultural differences of course. And I’m not just referring to new technologies, but to other factors too. For instance, ideology is much less important to young journalists than it was to my generation. They are less driven by a desire to take sides in what they are saying. To young journalists, facts are facts. And I don’t think that’s a bad thing. They are more direct, clearer and perhaps more honest.

			But you’ve always been committed to a journalism that encourages engagement, even with some political causes. This has been true in some cases. For instance, with anticolonialism, which is a doctrine I embraced at a young age. Nevertheless, this has never stopped me from acknowledging that colonisation had some positive effects or that those who consider themselves victims of this system are not always right. As a journalist, I have never asserted that something was white when I knew it was black. I have always kept a certain distance, even from the political left. I have always felt close to it, but I have never wanted to commit myself to it blindly.

			“I am a follower of Montaigne, Rousseau and Gide, and the three of them look inside themselves in order to discover others”

			You’re a great advocate of journalism written in the first person. Why? It’s sometimes helpful to use the first person to show that we are witnesses to what we are talking about, as if we give some kind of guarantee. Remember that I am a follower of Montaigne, Rousseau and Gide, who were three leading advocates of the first person. The three of them look inside themselves in order to discover others. This is a principle I share.

			But the fact that you make your articles so personal has won you many detractors. They have even accused you of being a narcissist. I have been mocked and criticised on many occasions, maybe because I have laid myself bare in what I have written. Anyway, in this profession, you’re bound to have a number of enemies. When you have a certain kind of personality, it’s quite normal for you to win enemies numbering at least 40%. If a journalist only has friends, that means he is devoid of originality. And that isn’t my case. Throughout my career, I have provoked nothing but jealousy.

			Your friend Milan Kundera gave you this advice: “Write as if your enemies were reading you”. It’s strange that you should remind me of this, because I spoke to him yesterday and he said it again. What did he mean by this? Well, he meant that you should never lose sight of your enemies, either to convince them or to fight them.

			And, as the cliché goes, is power the journalist’s main enemy? Power is an enemy in disguise. Power seduces you, makes you drowsy, anaesthetises you. To such an extent that it sometimes seems like a friend! This is where the real danger lies in the relationship between the press and power: it is more difficult to fight because it is an undeclared rival.

			What do you think about the myth of journalistic objectivity? I have always said that objectivity doesn’t exist. What is more, we confuse impartiality with consensus, which is a very dangerous term for our profession. You see, I always say that one of the journalist’s main enemies is what Camus called the air du temps. For instance, fashions. In France it’s now become fashionable to say that the Socialist Party is dead. If we stop to think for a few minutes, we’ll see that this is a false assertion: the party continues to have an impact on political life and has a strong group of voters. However, it’s hard to put up resistance to this idea when we hear it every five minutes from intellectuals and journalists. You need extraordinary amounts of courage, energy and freedom to resist fashions. And a position too, as well as enough intuition to realise that what fashion dictates is not necessarily true. 

			Do you think that journalists have too much power over their readers? They have an unfair power, because they sometimes wield it with little responsibility. And this is particularly true in Paris, which has been the capital of denigration since the time of Balzac. Here reputations are easily destroyed, murdered with relish. I have always said that the freedom of the press must be the same as other freedoms: it is not absolved of responsibility. As a journalist, I can’t be free to say you’re a murderer if I have no way of proving it. There are many strategies to influence readers that seem excessive to me. The use of conditionals and rumour-mongering should remain on the sidelines of the good practice of this power.

			“Power is an enemy in disguise: it seduces you, makes you drowsy, anaesthetises you”

			Was there better-quality journalism before the arrival of the Internet, as people keep saying? I have never rebelled against new technologies. I’m just cautious. I want to see what will happen in the mid-term. In principle, I tend to think that everything is moving in the right direction, no matter how much it jeopardises the media as we know them today. We shouldn’t reject changes systematically, particularly because they won’t be the first ones journalism will face in its history.

			Camus defended journalism as “critical information”. Is this principle still valid in view of the multiplication of sources and the permanent acceleration that goes with the digital age? The critical informationCamus advocated will always be a valid principle because it is a permanent struggle that will never be outmoded. It seems clear to me that a major threat hangs over the print media. As I said earlier, the future of journalism as we know it today isn’t guaranteed. But I don’t believe that printed newspapers will disappear. I predict that there will always be readers – albeit elitist or a minority – who will still respect the object, and will continue to want to open a print newspaper to get their information. The same thing will happen with books.

			The profession constantly talks about a code of ethics, of the pressure of power, of principles. But don’t you think that the reality is more prosaic? In other words, among today’s journalists, aren’t there more office workers transcribing information from agency teleprinters than great journalists reporting from the front line? Well there’s nothing new about this either; it has always been like this. For half a century, there were only two weekly news magazines in the western world: Time and Newsweek. The journalists working for them limited themselves to writing up reports from teleprinters and the articles didn’t have a byline. Curiously enough, today I see that it has become fashionable again to write in the first person, perhaps to distinguish oneself from the register used by agencies, and this has been taken up by all the world’s newspapers. For instance, the reports sent by Roger Cohen from Iran to The New York Times are often written in the first person.

			“In Paris reputations are easily destroyed, murdered with relish”

			In an age of sterile journalism, has the ‘I’ become a kind of added value? I agree with this assertion, although it shouldn’t be made into a rule. I wouldn’t want all journalists to believe that they have the right to use the ‘I’. The first person has to be earned! Anyway, it’s not a case of anything goes. We’re not talking about the ‘I’ used on some blogs. For instance, if a journalist goes on at great length about his girlfriend, he’ll risk losing his readers because they find the subject rather uninteresting.

			And, to end, would you say that journalism is a profession under threat of extinction, as is feared today? There is some confusion about this debate. The object may be under threat of extinction, but not the transmission of information. The journalist is a mediator, like the runner in the Battle of Marathon, who gives his life to deliver the news. And caretakers, by definition, are another kind of journalist: they tell the residents what’s going on in the block. It’s a well-known fact that journalists have something of the spy about them, something of the informer. We must be clear that this is an eternal transfusion. It may adopt many forms in the future, but it will never disappear. 

			+INFO

			Le Nouvel Observateur

			tempsreel.nouvelobs.com/index.html

			Society of Professional Journalists–Code of Ethics

			www.spj.org/ethicscode.asp

			International Federation of Journalists

			www.ifj.org/es/splash
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			Alpha hour for the Omega man 

			Lluís Pastor

			Lluís Pastor (Barcelona, 1968) is a journalist who holds a Master’s in Information Sciences, a doctorate in Journalism and an MBA. He is the head of the UOC’s Information and Communication Sciences Studies programme and the UOC Press. He is also a professor in the Blanquerna Faculty of Communication at the Ramon Llull University in Barcelona. He regularly contributes to many different media and has published a number of books, the latest one entitled Parla’m i seré feliç (Talk to Me and I’ll Be Happy. Ara llibres, 2008).

			Communication is in the eye of the hurricane of changes in our world. At the recent G-20 summit in Pittsburgh, the miracle city, Obama called for an immediate international inspection of Iran’s nuclear arsenal. Shortly before that, there had been reports that Iran had a second uranium enrichment plant, and the Iranian government itself had acknowledged its existence. In just a few seconds, the news was on Twitter. In a scant ten minutes, the screen showed 515 new posts from citizens: 51 per minute, almost one per second. You could say that time is measured by tweets nowadays. One per second. Communication is also the new yardstick of time. That is one of the symptoms of the new power of communication. New world record for Usain Bolt – he ran the 100 metres in nine tweets.

			Obama was on all the screens during his election year, and Obama is once again reflected on the screens each second. Communication is at the core of any social process in our connected world. Nothing of what happens on the planet goes unnoticed if a witness posts their story on the communication highways around us. The almost unlimited capacity to communicate is the most important feature of our world, which is virtually unrecognisable to anyone who lived in the generations before us. The planet’s nerves, its new synapses, pour everything they know onto a screen.

			The new power of communication shows how the new Information Society has ratcheted up the volume of information circulating and the agents that can issue it. They have risen to such an extent that any citizen on the planet has become an inexhaustible source of all sorts of information in all kinds of formats. In this new situation, which Professor Castells has insightfully dubbed the network society, the need for any message to be attractive has also been ratcheted up.

			For all intents and purposes, that new Information Society is an Entertainment Society: a society inundated with messages in which only those who have understood that they must ensnare their audience will reach their target. In fact, this has always been one of the keys to communication: attraction, entertainment. Even the shaman in the prehistoric cave knew that.

			Communication is the new yardstick of time: Usain Bolt ran the 100 metres in nine tweets

			And this Entertainment Society is not merely the next step in what Guy Debord defined as the Society of the Spectacle in the 1970s; rather it is even more complex and dynamic. Thus, while Debord posited the spectacle as a passive activity for an audience that abandoned itself to the embrace of whoever rocked it, the technological and social changes of the Information Society confer a new vision on the concept of spectacle. Debord explained that the media are the superficial manifestation of spectacle in a society in which citizens are passive, since the communication is essentially unilateral. Yet as we have seen, the Information Society has made a break with this unilateral communication and revived a kind of dialogue, real communication on a planetary scale. Fade to black.

			Robert Neville is alarmed. He has survived a holocaust. He is alive, he remembers that there was an explosion and he has been left with the face of Charlton Heston. The film does not reveal it, but I venture to guess that Neville, the Omega man, might be a university professor who was terrorised because the classrooms at his university have emptied out. The students on his courses are still alive, at least some of them, but they refuse to sit through a 90-minute lecture by their professor. “Is there no knowledge beyond lectures?” they wonder.

			They were used to learning whenever they talked with others, whenever they downloaded the videos of their favourite shows and whenever they read books or online newspapers. They learned by listening to the radio and copying their favourite programmes onto their iPods. And they loved it, just like they loved playing with videogames. So why did they have to enter that classroom, captive and disarmed, to listen to Neville for almost two hours? To Neville and his colleagues, that is, some of whom would not have been capable of gathering their fellow tribe members around the fire to recount tales of their hunting adventures. 

			The classroom has become a cage for those living in the Entertainment Society

			The classroom is a metaphor for a certain kind of learning. And the new power of communication has revealed that this metaphor is not a winning one. Education based solely on what Prensky might call ‘conference-based learning’ seems paltry in our Entertainment Society. May communication enlighten us so that people feel the calling to educate themselves their whole lives! For this to become a reality, learning has to be attractive. It has to be entertaining. It has to be comforting. It has to be fun.

			In any case, what that the majority of both face-to-face and virtual education systems seem to have perpetuated is the very metaphor of the classroom. The classroom was the origin of learning, and that confining metaphor has not been superseded by more flexible visions in line with the needs of the new 21st-century audiences. The classroom has become a cage for those living in the Entertainment Society. The classroom, for individuals used to learning by interacting with the media, has become a simulation of knowledge, the performance of a sacramental act.

			On the other hand, the demands from adults who haveengaged inlifelong learning are also on the rise. A person learns every day through the media, both traditional and Internet-based applications, both those that offer a bare-bones reflection of life and those that re-create fictions that make life more real for us.

			The miracle of lifelong learning will only be possible when learning systems more closely resemble life itself. The miracle of a Knowledge Society will only be possible when we cut through the bars that confine us in university cages. The miracle of the Knowledge Society will be achieved by the apostles of the Entertainment Society. 

			+INFO

			Epistemic Games: building the future of education

			epistemicgames.org/

			European Commission Education & Training

			ec.europa.eu/education/
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			TWITTER

			See what UOC’s professors are saying about:: COMUNICACIÓ
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			Toni Aira: El secret per sobreviure a la darwiniana en la nostra societat hipermediàtica passa pel coneixement del tempo i del llenguatge dels mitjans.

			www.toniaira.cat

			www.twitter.com/toniaira/

			[image: 6.jpg]

			Oriol Miralbell: Why post on Twitter? The best answer: brief messages (140 char) force you to focus better on the ideas that your followers will read!

			netgreen.wordpress.com

			twitter.com/jomiralb
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			Antoni Roig: Per a mi, entre tots els processos de canvi en la comunicació, no en trobo cap de més fascinant que la impossibilitat de marcar els límits entre “productors” i “consumidors”.

			betacinema.blogspot.com
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			Ferran Lalueza: Hoy la comunicación es efectiva cuando es persuasiva, creíble, poco jerarquizada, descentralizada, multicanal y, sobre todo, bidireccional, ¿verdad? 

			www.uoc.edu/uocpapers/3/dt/esp/lalueza.pdf
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			Francisco Lupiáñez: “Now, here, you see, it takes all the running you can do, to stay in the same place. If you want to get somewhere else, you must run at least twice as fast as that!” 

			C. L. Dodgson (1832-1898), Alice’s Adventures in Wonderland

			www.ictconsequences.net
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			Judith Clares: Els nous models de distribució audiovisual a la xarxa marquen la convergència entre sectors i la convergència legislativa en el marc de la societat de la informació.

			[image: 11.jpg]

			Gemma San Cornelio: Grans oportunitats creatives i estètiques per a mitjans en contínua evolució. A la cerca de la recepta màgica de l’èxit, però aquesta no existeix :-)

			cartografia.wordpress.com/
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			Sandra Vilajoana: RT@ La comunicación cuida tu marca por dentro y eso se nota por fuera. Recuerda: impossible is nothing; think different... Just do it! 

			www.uoc.edu/webs/svilajoana
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			Mireia Montaña: De l’era dels mitjans de masses hem passat a la personalització dels suports. Això canviarà la societat i la nostra manera d’entendre el món. 
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			Sílvia Sivera: Comunicar és provocar (emocions, actituds, percepcions, idees, fets, compres...). I com més gran és la provocació, més viral és la comunicació. 

			viralsivera.blogspot.com
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			Eva Domínguez: Good journalism can change society. In the digital era, media must transform themselves to keep journalism as a transforming tool. 

			evadominguez.com
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			Jordi Sánchez-Navarro: Algunos monstruos de la comunicación producen adormecimiento. Por suerte, nos queda la razón, que nos ayuda a conjurarlos. #remix #goya

			spider-uoc.blogspot.com
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			Daniel Aranda: “Si és dolent t’ho recomano. Com la cultura de masses ens fa més intel·ligents”, Steven Johnson (2009). 

			spider-uoc.blogspot.com 

			xino-xano.org/wikiOciDigital
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			Lluís Pastor: Communication will enable us to change the model of university and knowledge transfer and turn the university into a ‘funiversity’. 

			lluispastor.wordpress.com
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			UOC-COM

			BY ALBERT ROCA

			This season, the Open University of Catalonia (UOC) is launching a major new degree in Communications as part of its studies in Information and Communication Sciences. 

			In Catalonia, this general qualification is only offered by the UOC. This might lead us to assume that the director of studies, Lluís Pastor, and his team might have taken a risk by being so innovative, but it would seem that nothing is further from the truth. Pastor himself points out that the UOC isn’t exactly breaking new ground as there are universities that offer similar degrees in the rest of Europe and the United States. Moreover, it fills a gap that could not be explained in a world in which increasingly “everything is communication” and has been so for some time.

			The number of students enrolled on this new degree – 389 in Catalan and 76 in Spanish – confirms the success of the project. “The figures reflect a real interest in this kind of qualification and now we’ll have to wait for the market to assess it”, Pastor states.

			In order to further the objective that the students will actually find employment after graduation, the UOC’s new Communications degree organises the optional subjects in six different itineraries, called ‘mentions’. 

			The high number of students enrolled on the new degree in Communication reflects the interest in the qualification 

			The idea is to complete general training with the acquisition of specific skills which will enable the future graduate to work in the following fields: advertising creativity, audiovisual creation, advertising management, audiovisual management, corporate communication and public relations, and information and communication technologies. The degree embraces a wide range of professions: journalist, advertising creative, scriptwriter, producer, account manager, media and strategic planner, audiovisual and multiplatform producer or distributor, PR manager, corporate communication consultant, protocol and institutional relations manager, etc., which can be taken up in the media, audiovisual production companies, advertising agencies, PR consultancy firms, media centres, cultural industries, communications consultancies, etc.

			The degree in Communications, which can also be started in February, lasts for a minimum of four academic years distributed in eight terms, with a total of 240 ECTS credits. Once students have completed the course they can move on to post-graduate studies, an area in which the UOC is also preparing important new additions to the courses currently offered.

			The mission of the UOC, in Pastor’s words, “is to put the students at the centre of the educational process and help them make their project a reality”. With this aim in mind, the university has always sought to create post-graduate courses with a “professional vocation” and, whenever possible, “with the assistance of businesses and institutions with proven solvency”. For the past decade, the UOC has offered a post-graduate degree in Digital Journalism, in association with the newspaper El Periódico and the production company Lavinia. This academic year has seen the addition of three new degree courses: a post-graduate degree in Innovation in Audiovisual Content Creation, in association with Digitalent; Digital Communication Applied to Tourism; and Advertising on the Internet and in New Digital Media. Another highly innovative post-graduate degree in Multimedia Production is in the planning stages and will launch in the academic year 2010-2011. The course is being created in association with the Catalan News Agency (ACN). “There is no other course like it on the market”, says the deputy manager of the ACN, Anna Nogué. 

			The UOC and the ACN are preparing an innovative post-graduate degree in Multimedia Production

			The unique feature of the post-graduate degree in Multimedia Production is the fact that the students will have their own website providing a mirror for the virtual platform which most of the ACN staff use for their work: news is created and published, videos are posted and editorial board meetings are held on this platform. “In this way, the students can see what our journalists do and afterwards can replicate their work in a real journalistic environment”, Nogué reveals. 

			As far as the MA is concerned, the director of Information and Communication Sciences at the UOC talks animatedly about a television training course being prepared in association with a major television channel, and mentions that he is also negotiating with other leading companies to develop post-graduate degrees in Local Journalism, Protocol, etc.

			The range of degrees in Communication offered by the UOC is completed by the second cycles in Audiovisual Communication, and Advertising and Public Relations, with specialist areas including digital audiovisual creation (self-produced projects and collaborations), content creation for new audiovisual media and creative strategy and applied creativity. 

			PIC-COMMUNICATION

			Communication is one of the key areas studied by the Catalonia Internet Project (PIC), the research programme developed by the UOC Research Institute, IN3, between 2001 and 2007 and directed by Manuel Castells and Imma Tubella. The research analysed the transformation processes being experienced by communications practices following the introduction of ICT and the Internet, and identified the most significant trends. The project also confirmed the development of new channels and forms of information, communication and leisure. 

			+INFO

			Projecte Internet Catalunya 

			www.uoc.edu/in3/pic

			La comunicació com a factor de canvi en la societat de la informació. Imma Tubella.

			www.recercat.net/bitstream/2072/4634/1/pic_comunicacio.pdf
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			The individual is the medium  

			Trina Milan

			Educated in the fields of anthropology and communication, Trina Milan is currently the head of Innovation and Research in the Catalan Department of Education. She also has professional experience in designing lifelong education and organisational consulting, and serves as a consultant on digital competences for the economy and business at the UOC. She is president of STIC.CAT, an organisation focusing on online cultural promotion and agitation. She is the author of the blog Platxèria, which revolves around innovation and the world of the Internet.

			trinamilan.cat

			When Arianna Huffington began her blog, The Huffington Post, no one could have imagined that it would turn into one of the most important opinion and news channels in the United States, exerting an influence comparable to that of the major traditional media. She reported her opinions on the news, ranked the news items using her own criteria, that is, she “editorialised”, and she published it without the backing of a major media company. This feat, unthinkable before the web, became possible with the Internet. Huffington revived the person-to-person communication that was used by tribes, and then amped it up to the global setting.

			Communication is at the core of modernity, directly linked to the definition of the individual and of democracy in the construction of modern states, that is, of advanced, democratic states. Only for free people are information and communication the cornerstone of any social and cultural relationship. And in fact, technology has shaped revolutions and unsuspected changes throughout history. It is important to remember thisbecause it might seem as if only the Internet has triggered significant changes in the forms of social interaction and communication. Yet the printing press and the development of the book as an object producing new ways of conveying knowledge were revolutionary in their day, so much so that the political, economic and religious leaders of the time warned about the potential consequences of distributing books to everyone and letting everyone learn how to read and therefore gain access to knowledge. 

			Huffington has revived in a global setting the person-to-person communication used by tribes

			At a historic juncture like today, when speed and standardisation are becoming the norm, what truly matters is whether the technologies prompt a substantial change in the structure of communication in terms of both the actors in communication and the relationship forged between the communicator and the audience. In fact, the boundaries between emitter and receiver as we understood them in traditional communication theory have been dissolved.

			In our Western model of culture, both parties in the communication formula are social values such as freedom and equality, and they refer to how we understand our way of organising ourselves. They are social strata reproduced in the media to convey the corresponding messages to the right audience.

			If we talk about the information and communication society, we are linking the social and cultural model with the models of technology transfer. Radio and television were revolutionary because they came hand-in-hand with the cultural and democratic revolution of the post-World War II period in the Western world, and with all the counter-cultural, feminist movements that propounded a break with dictatorial barriers.

			Communication is a form of individual and social freedom that makes it possible to change the forms of political, economic and social interaction. But were we giving the traditional media this value before the advent of the Internet? Or has the web’s encroachment into our lives only come to occupy the void left by the traditional media?

			The myth of the “big brother”, global media corporations, political and economic powers wielding the power over the media had led us to lose confidence in the original power we had given them: truth, freedom and equality, values that a blog or Twitter easily and visually embody. They once again place us before the individual, before our very selves within a tribe as interactors in the act of communication, and they give us an identity in the larger world.

			So is technology what changes the communication model? Is the advent of blogs and social networks a shift in the model within the world of journalism? We are faced with a fact, the use of the web, that makes it possible to get information instantaneously anywhere in the world, and not just from the companies that until recently were the only ones able to broadcast it but also in simple, individual formats from any source, from any person, in any place and in real time. As a result, we are freer, more democratic, more socially conscious and more avant-garde if we use the new communication tools that the web makes available to us. In fact, semantically it is even better: “We navigate the web” just as the ancient, solitary sailors navigated across the oceans. The web is the new frontier.

			A blog or Twitter easily and visually embody values such as truth, freedom and equality

			But is this information system, the web, a new medium? Are the sources reliable? Do they follow the professional guidelines taught in journalism departments at the universities? Are the contents taught in these faculties useful? Can anyone act as a journalist? It is clear that journalists have never needed a degree to work, but they did need quality, veracity, devotion to the line of work and knowledge of the goal they were pursuing. Not to mention an audience to address and a message to convey.

			Is the idea of posting an individual blog compatible with what it means to publish a newspaper? There are examples of people, especially journalists, whose blogs are benchmarks for this kind of work. And we should also carefully examine the strategies that the traditional media like newspapers, radio and television are adding in their web-based actions: they are creating a presence on Twitter and Facebook, they include blogs in their own media websites or develop a medium made solely of blogs, like South Africa’s The Thought Leader.

			After all, in reality what we are talking about is not just free, easy, individual access to information; we are talking about people’s capacity to know what interests them and how they can find it, and indeed whether they have the possibility of finding it and even generating it. That is a collaborative, not isolating, undertaking; a blog is not a danger to information, it is an opportunity. But it will only be an opportunity for those who have access to it, who have the education to know and understand the messages, as well as the capacity to interact with the multiple emitters. Therefore, an individual places himself or herself at the same communicative and broadcasting level as a traditional medium, just as Arianna Huffington has done.

			We are emitting and receiving individuals in a society that is changing quickly but that needs the same organisational and regulatory strategies as the traditional social, economic and political groups. We are beginning to leave the information age behind us and head towards the knowledge age.

			+INFO

			The Huffington Post www.huffingtonpost.com

			Thought Leader www.thoughtleader.co.za 

			Manuel Castells: Internet y la sociedad red www.uoc.es/web/cat/articles/castells/castellsmain11.html

			Did you know? 3.0 www.youtube.com/watch?v=XNkrTYfPzyI
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			YAQUB IBRAHIMI. A writer under threat

			BY JORDI ROVIRA

			[image: 19.JPG]

			It was 10am when five agents from the Afghan intelligence agency burst into the room where the journalist Sayed Yaqub Ibrahimi and his 23-year-old brother, Sayed Parwez Kambakhsh, lived. Armed and angry, the police arrested the youngest, Parwez, accusing him of blasphemy against Islam. It was 27th October 2007, in Mazare Sharif, the capital of Balkh province, 400 kilometres from Kabul. 

			It all began when Parwez, a student at Balkh University and a reporter for the newspaper Jahan-e-Naw (New World), downloaded an article from a blog criticising discrimination against women in the Koran and distributed it throughout the campus. He was reported by some fundamentalist students, who stated that he was the author. On 22nd January 2008, Parwez was sentenced to death at a closedtrial where he was denied legal representation. A court of appeal commuted the sentence to 20 years in prison, a decision upheld by the Supreme Court.

			From the very outset, journalists’ and human rights organisations were in no doubt that this was a manoeuvre to put pressure on his brother Yaqub, one of the best-known reporters in northern Afghanistan. Yaqub works with the Institute for War and Peace Reporting (IWRP), an international NGO which for years has been training journalists and disseminating their articles throughout the world. 

			“While media attention focuses on fighting in southern Afghanistan, there are parts in the north where the law is made not by Kabul, but by militia commanders who use violence and intimidation to maintain their hold over the civilian population”, wrote Yaqub on the IWRP website just a few weeks before his brother’s arrest.

			Parwez’s arrest was a manoeuvre to put pressure on Yaqub, one of the best-known reporters in northern Afghanistan

			And the fact is that Yaqub Ibrahimi’s articles tackle problematic issues, such as human rights violations, power struggles between ruling factions, corrupt practices by government officials and the warlords – the leaders of small armies who slip through Kabul’s control – and the opium trade (Afghanistan supplies 90% of the world’s heroin). Yaqub had been receiving threats long before his brother’s arrest. The day after Parwez was detained, agents from the National Directorate of Security (NDS) – the Afghan intelligence agency – sealed off Yaqub’s office and rifled through the notebooks where he had written down the names of his sources. 

			The entire incident prompted Yaqub to embark on a world tour calling for Parwez’s release and condemning the situation of journalists in Afghanistan. Barcelona was among his chosen destinations and when he was there a few months ago, he proved to be a harsh critic of his country’s current situation. 

			He told Walk In that the problem lay in the fact that the image people have of Afghanistan doesn’t correspond to reality. “One of the responsibilities of the countries involved in Afghanistan, as is the case of Spain, is to know exactly what is going on there”, he says. “There are two factions against the democratic system: the Taliban and the regime in power”. Contrary to what the public believes, things haven’t improved since the – partial – withdrawal of the Taliban. “The situation has got worse. People have no money, no work and have lost faith”, he denounces. “We didn’t have any of these things under the Taliban, and they were savages, but we knew what they were about. Now, with democracy, it’s chaos and they do the same terrible things but cover them up”. Very little progress has been made to help the situation of women’s rights: “You need to do more than take off the burka for the situation to change”.

			Since his brother’s arrest, Yaqub’s life has been highly complicated. The Afghan secret services watch him all the time and he receives numerous anonymous threats via the Internet or by phone. “We know who you are, where you are and we’re going to kill you”, somebody told him on one of those phone calls. This is why Yaqub has stopped talking about certain topics. “It’s too dangerous”, he says.

			However, Yaqub isn’t the only one whose freedom of expression is being curtailed. “You can’t talk freely about anything that would be detrimental to the system. Under no circumstances can you name names. You can say that there’s corruption but in a non-specific way. For instance, its very dangerous to say that the president’s brother is involved in the drugs trade”, he says, quoting a New York Times investigation linking Ahmed Wali Karzai, the brother of President Hamid Karzai, with drugs trafficking.

			“We know who you are, where you are and we’re going to kill you”, somebody told him on one of those phone calls

			Reporters Without Borders (RSF) has also condemned the fact that about a dozen Afghan journalists have been forced to give up their jobs in the face of constant threats from the Taliban, as well as gangsters and criminals. “This repression”, Yaqub explains, “makes the people anxious to be informed. But the information only reaches a minority”. 

			The disinformation chimes with the precarious situation of the judicial system. “You can’t trust the Afghan law at all. It makes a lot of arbitrary decisions. A lot of money has been invested in the judicial system, but it works in exactly the same way it did before. All the aid ends up in a totally inefficient system which has no interest in improving. It’s a disgrace, it’s madness”, states the journalist, who has recently received plaudits for his work, including the International Award for Freedom of Speech.

			Yaqub’s endeavours to secure his brother’s release were joined by protests in the streets of Afghanistan (in just one day, there were 15 demonstrations in support of Parwez in cities such as Kabul, Farah, Mazar, Herat and Jalalabad) and abroad. The UN special representative for Afghanistan, Bo Asplund, also took an interest in the case. Finally, the pressure had the desired effect and Parwez was pardoned on 7th September. Although he is out of prison, neither of the brothers has been able go back to the life they led before the arrest. Parwez has taken refuge abroad for fear of reprisals. Yaqub continues to receive countless anonymous threats and all manner of pressure while he continues to condemn the fragile freedom of expression in one of the poorest countries on the planet. 

			+INFO

			Institute for War & Peace Reporting (WPR) www.iwpr.net

			Yaqub Ibrahimi i la llibertat d’expressió a l’Afganistan www.youtube.com/watch?v=pLdmAFgkSEE

			Reporters Sans Frontières (RSF) www.rsf.org

			Committee to Protect Journalists. CPJ’s 2008 prison census: Online and in jail www.cpj.org/reports/2008/12/cpjs-2008-prison-census-online-and-in-jail.php
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			The power of entertainment

			Martin Kaplan

			Martin Kaplan is the Norman Lear Professor of Entertainment, Media and Society at the USC Annenberg School for Communication and Journalism. He is the founding director of The Norman Lear Center, whose mission is to study and shape the impact of media and entertainment on society.

			[image: 20.jpg]

			On October 15th, 2009, seven million actors played their parts in the largest theatrical performance in history. At 10:15am, people throughout the state of California imagined that an earthquake of 7.8 magnitude on the Richter scale had just struck the southern San Andreas Fault. For two minutes they pretended that the worst disaster in their lifetime had befallen them. They dropped to the floor, covered their heads with whatever was within reach, held onto the closest large piece of furniture, and acted as though glass was shattering onto them, the ground was violently shaking beneath them, and everything that wasn’t nailed down was flying through the air. When the imaginary quake ended, a number of them applied fake blood to themselves to simulate wounds, real emergency vehicles and rescue teams arrived, and medical triage stations were set up. Ten million people were at the same time both actors and audience, following the script and also watching the performance, participating in an immersive entertainment experience that will be familiar to anyone who has plunged into the world of the video game. 

			For a century, disaster preparedness experts had relied on traditional communication methods to teach the people of California how to react during an earthquake, and what to do before and after it. Informative pamphlets were written and distributed, posters were placed in offices and clinics, lessons were taught in schools, and educational videos were periodically shown on television. But in 2007 the California Geological Survey, the Southern California Earthquake Center, and 300 other partners in government, academia, emergency response, and industry joined forces in order to try something different. Instead of putting together yet another conventional communication campaign, they created a narrative, which they called “The ShakeOut Earthquake Scenario – A Story That Southern Californians Are Writing”. And the reason they chose scenario, storytelling, performance, and theater was the body of research in the field of entertainment education demonstrating that entertainment is a particularly effective means of communicating messages to audiences.

			In December 2008, one month after the first ShakeOut drill in which over five million Southern Californians participated, The Norman Lear Center at the University of Southern California’s Annenberg School for Communication and Journalism conducted an evaluation of the drill. Compared to people who had signed up for the drill but did not participate, actors in the earthquake drama were more likely to receive a high score on earthquake knowledge; to recall the key messages of the campaign; to have practiced other aspects of their own disaster plan; to have helped others to prepare for earthquakes; and to have invited others to join. Entertainment education is powerful, and it works.

			That’s true not only for participants in real-time immersive performance, but also for the audience of asynchronous mediated entertainment like television.

			In the year after the airing of Acompáñame, a popular TV Soap created by Miguel Sabido to promote the sensitive topic of family planning in Catholic Mexico, there was a 33% increase in the number of individuals adopting family planning at government health clinics, and the number of phone calls per month to Mexico’s family planning program increased from zero to 500. In the week after the broadcast of an episode of the hit American television comedy Happy Days in which a cool character nicknamed ‘the Fonz’ declared that “Reading is cool” and got a library card, there was a 500% increase in the number of Americans getting library cards. In 2008 the prime time drama Grey’s Anatomy aired an episode in which a woman who is HIV positive learns that with proper prenatal care there is a 98% chance she can have a baby without HIV. The week before the episode, only 15% of the show’s 17.5 million viewers knew that there was a greater than 90% chance of having an HIV-negative baby; the week after, 61% knew that; six weeks later, 45% still knew the answer. 

			Our love of stories and of idle talk is as old as the campfires where our prehistoric ancestors gathered

			Why does entertainment education work? When we consume entertainment – whether we are at Hamlet or at a rock concert, whether we are players in the drama of World of Warcraft or of the Great California ShakeOut, whether we are watching a movie or a television show – we are not our usual selves. Our defenses are down. We are playing, and being played. We are enthralled, spellbound, puppets on an author’s string. We put ourselves in the place of the characters and in the midst of their stories. Our empathy overwhelms our identity; their narratives displace ours. Though we may tell ourselves that it is “only entertainment,” not real, an artifice, an illusion, we can’t help also believing the opposite.

			The root meaning of entertainment is “to hold,” and what entertainment attempts to hold is our attention. The part of our nervous system that governs what we attend to has been hard-wired in our brain since our species roamed the savannahs in search of food. Our love of stories and of idle talk is as old as the campfires where our prehistoric ancestors gathered. This is why, in the tenth book of The Republic, Plato banished the poets – the singers of Homer’s epics, ancient Greece’s equivalents of rock stars – from the ideal state. No matter how hard audiences try to draw a line between truth and fiction, between reality and entertainment, the effort, Plato says, inevitably fails. Our reason cannot outsmart our biology. 

			Twenty-five centuries after Plato, the rise of social media on the Web has dissolved the membrane between entertainment and audience, between sending and receiving. The stage was set for this by the spread of mobile technology and the increased penetration of broadband. This launched a transformation of the audience, making the consumption of content independent of space, time, and platform. And now that transformation has been accelerated by the two-way interactive social Web. The proliferation of social media applications like Facebook, Twitter, and YouTube has transformed yesterday’s consumers of content into today’s producers, programmers, marketers, editors, and publishers of content. This has resulted in a shift from the one-way mass communication of the last century to what Manuel Castells calls “mass self-communication.” 

			Everyone at each node of this social network must compete for attention in order to promote their ideas, causes, and cultural creations, including themselves. Everyone is a brand, and every act of communication is also a media campaign to market that personal brand. And so mass self-communication can be understood as a form of entertainment. To do it successfully requires capturing attention. If you want to participate in social media, you must attract an audience. You must be a performer on a very public stage. You must draw on some of the same tools to hold audiences that entertainers have used since the beginning of time – tools like fear, sex, novelty, desire, illusion, humor, story, surprise. Participation in social media – the sheer act of using these networked applications – is itself entertaining. Communicating and connecting with friends and strangers is (like entertainment) compelling, engaging, time-consuming, pleasurable – and, some would say, addictive – because it appeals to our primal human urge to exchange stories, to gossip, to flirt, to pretend, to play. 

			In September 2009, two children in Adelaide, Australia were lost in a stormwater drain. The 10- and 12-year-old girls had mobile phones, but they didn’t call triple-zero, the Australian number for emergencies, as they had been taught at school to do. Instead, they updated their Facebook status to say that they were trapped in a drain on Honeypot Road. Luckily, a friend of theirs – online, on Facebook – saw their status update and summoned help. In the midst of a crisis, what was it about Facebook that grabbed their attention more powerfully than the disaster-preparedness lesson they had been taught in school? It is not inconceivable that at least part of the answer involves entertainment. One hopes that if the San Andreas Fault should some day rupture, the people of California, having prepared for an earthquake not just in school, but through an immersive entertainment experience, will know better than to entrust their safety to Twitter. 

			+INFO

			The Norman Lear Centertainment blog.learcenter.org

			Politics as Television, Television as Politics fora.tv/2007/04/19/Politics_as_Television_Television_as_Politics

			Marty Kaplan at The Huffington Post www.huffingtonpost.com/marty-kaplan

			Martykaplan - Twitter twitter.com/martykaplan
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			ALAN SCHROEDER “The election debates have a lot to do with show business”

			Alan Schroeder is one of the world’s top experts in presidential debates and the co-author of the book El debate de los debates (The Debate on the Debates). This project, spearheaded by the Spanish Academy of Television Arts and Sciences, analyses the similarities and differences between the face-to-face 2008 election debates that were held in Spain and the United States. An Associate Professor in the School of Journalism at Northeastern University in Boston, Schroeder has worked as a diplomat, journalist and television producer, for which he was awarded three Emmys.

			[image: 23.jpg]

			The culture of show business is deeply rooted in the United States. Has this affected the evolution of the debates? The debates have a lot to do with show business, especially because the candidates have to virtually come off like movie stars and we find out a lot about their personal lives and families. The intelligent candidates are the ones who understand their role as stars, because when we talk about presidential candidates we cannot forget the fact that there is an element of theatrics. Barak Obama is a good example of this. He kindles a great deal of interest as a person, which has nothing to do with his politics, but he understands that and uses it to his own benefit. 

			Much has been said about the first face-to-face debate between Kennedy and Nixon. It has been said that Kennedy was the first politician to understand television as a medium, just as Roosevelt was the first to grasp radio. If this is coupled with Nixon’s lack of interest in the debate, it is clear why Kennedy won. Can this debate be used to pinpoint the dos and don’ts of debates? That debate was a watershed because it took place at a time of transition between the newspaper age and the visual age of television. We are still in this latter age, although now we’re also coming to a time of transition towards a new, also visual, medium, the Internet, whose future remains a matter of speculation. The 1960 debate was extremely important because it marked that shift.

			The people who watched it on TV declared Kennedy the winner, while those who listened to it on the radio said that Nixon came out ahead, yet further proof that they are two different languages. Yes, but the reality is that we are living at a time when visuals are what counts. Words, the content of the debate, also matter a lot, but the audience has other opportunities to judge the candidates’ politics, whereas they have no other way of discovering their human side at a tense moment when they are facing down their rival. This happens in the debates and it’s the audience’s only chance of seeing it.

			“The intelligent candidates are the ones who understand their role as stars”

			What has changed between Kennedy-Nixon and Obama-McCain? The format is what has changed the most. Until 1992, a group of journalists asked the candidates questions. This format was ridden with problems because there was no chance to ask a question again or elaborate further on an issue. New formats appeared in 1992, such as the citizen debate and the debate with a single moderator. And since then there has been a mix, which is ideal. What hasn’t changed is the interest the debates generate in the audience and the press, or the candidates’ tension and fear.

			You have said that the debates are just another factor in the decision when voting. Yet some candidates have gone down in history for the details, such as when Gerald Ford said that Eastern Europe was not invaded by the Soviets, or when George Bush senior impatiently looked at his watch several times during his debate with Bill Clinton. Don’t you think that these “cursed moments” have a major impact on voters’ intentions? The problem with these “cursed moments” is that the press rehashes them over and over. Yet despite this, they are simply isolated moments. Ford’s problem was that later he did not acknowledge his mistake, which only further aggravated it. I don’t think that anyone refrained from voting for George Bush because he looked at his watch. That would be ridiculous, to my mind.

			Some candidates are very telegenic, like Reagan, Clinton, Kennedy and Obama. Which would you single out among all of them? Clinton was the best communicator of them all. He was like an actor; he needed to be loved by the audience, whom he seduced, and the audience wanted to be seduced. It was almost a sexual seduction. The majority of politicians don’t have this talent.

			His advisors did everything they could to ensure that he reminded people of Kennedy. The problem with Kennedy was that he was very young. Despite his great sense of humour, he did not have a lot of self-confidence with audiences. Obama also had this problem. He had to sell himself as a young person of African descent with little political experience, etc., although later he took advantage of the debates to change this image.

			Obama seems to have a mastery of oratory, television and the Internet. Is he the ideal candidate for a debate? No, because he doesn’t have the same charisma as Bill Clinton, for example. Clinton enjoyed the presidency a lot. He was very contented in his role as president and communicator. However, Obama still finds the role of president a little onerous. I see him as too nervous and pragmatic. He has to loosen up a bit in order to become a first-rate communicator like Clinton.

			“Clinton was the best communicator: he needed to be loved by the audience, whom he seduced”

			You have studied the debates in around 60 different countries. Is there any country with a sui generis model? In Korea they’re excruciatingly boring. The moderator tends to be a university professor and the debates are serious and tedious. In contrast, in Iceland this past April a debate among parliamentary candidates was held in a bar. It was very informal; anyone could come in and ask whatever they wanted. It was more like a conversation, and this is what a debate should be: citizens should have the chance to meet with the candidates. Last year YouTube was used in New Zealand in the main debates among the candidates for prime minister, with questions that were sent by video and chosen by a group of journalists.

			Here in Spain, there has been a great deal of criticism of the recent debates between José Luis Rodríguez Zapatero and Mariano Rajoy levelled at the fact that the political parties were able to choose which issues to discuss, whereas in the United States that is the journalists’ job. A mixture of formats would be ideal in Spain. There are Spanish journalists who could lead a fantastic debate with much more interaction than in the debates between Zapatero and Rajoy. If the candidates are allowed to choose the issues, they can prepare for them, although they don’t know what their rival will say. It would be a good idea if a journalist could present his own issues, or if citizens could ask questions, as in Tengo una pregunta para usted (I have a Question for You, a Spanish television programme in which citizens get to interview guest politicians). It would be great to be able to do this at election time, but with both candidates at the same time. 

			+INFO

			JFK vs. Nixon. The 1960 debates www.youtube.com/watch?v=QazmVHAO0os

			Presidential Debate Obama-McCain: The Right Judgment in Iraq www.youtube.com/watch?v=KOTLlExqvwc

			The Commission on Presidential Debates (CPD) www.debates.org

			Political Debate Show www.blogtalkradio.com/Political

			Alan Schroeder: profile and discussion www.politico.com/arena/bio/alan_schroeder.html
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