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DAY 3: The near future--the future is near

1.  Media and sustainability

The environmental crisis is a human and social crisis

· How will future generations remember the early 21st century?

· Global warming: climate change due to human activity (UN scientists’ report 2007)

· Falling underground water tables due to heavy pumping 

· Pollution: air, sweet-water, ocean, continents

· Waste crisis due to economic growth

· Chemicals in humans, animals and plants (fertilizers, pollution etc.)

· Risks of genetically modified organisms and food: health, ecology

· Extermination of animal and plant races: massive ecocide

· Ecocide and environmental degradation as a moral issue

· Individual and collective responsibility

· The rights of future generations: our children and grandchildren

· Population explosion, industry explosion (China, India, SE Asia), and consumption explosion

· Global consumer capitalism is unsustainable

· The concept of sustainability (UN Brundtland report)

Media and sustainability

· Individual and collective responsibility: examination of each industry and profession for sustainable solutions

· The concept of ecological footprint (Bulgaria, Sofia, etc.)

· The ecological impact of our workshop (air travel by 12 people, hotel, etc)

· Sustainability of the media industry

· Energy and material consumption, and recycling, of paper, printing television sets, computer hardware, servers, information networks

· Commercial content: advertisement, sponsorship, marketing communication creates needs for consumption 

· A powerful regime of media images identifies happiness and power with consumption  

· How can news and entertainment content express solutions for sustainability

Hard news 1: environmental conflicts

· Focus on conflicts—conflicts are newsworthy

· Environmental NGO communication (e.g., Greenpeace, national, local environmental organizations)

· Dramatic images

· Symbolic lawbreaking (climbing into coal burning facility courtyard, chaining to nuclear power station fences after Paks accident in Hungary)

· Activists endangered (jumping from tall chimney)

· David against Goliath (motorboats against huge ocean liners with nuclear waste to be dumped)

· Clear who are good guys and bad guys

· Hierarchical NGO organization

· Professional camera crews 

· Catchy images: visual politics 

· Rehearsing media action

· Media events, created form the media by communication professionals

· Adaptation to commercial media environment

Hard news 2: science

· Environmental issues are often complex scientific issues

· Hard to make them simple for short news reporting

· Scientists often do not communicate well

· Visual aspects of sustainability are often missing (problem for television)

Goals of sustainability communication

· Dual goal: attitude change of consumers and policy making


· Target audience: large commercial audiences (not the converted)

· Not against consumption, butt smart consumption

· Sustainability not a topic but a permanent aspect of any topic in the press and tv/radio

· Do not only create anxiety and bad feelings, but show WHAT PEOPLE CAN DO

Potentials for sustainability in the media

· Children’s television (studio programming, cartoons, etc.)

· Knowledge and quiz shows

· Cars, technology and traffic

· Lifestyle

· Cooking 

· Health

· Home improvement and construction

· The points re the potentials above are from Clemens Schwender

· Smart consumption: product placement for winners of shows (small cars, organic sofa)

· Celebrities, soft news, tabloid: “I do not need large cars, I use public transportation/bicycle, eat local food” 

· Environmental product and character placement in tv series and fiction

· Science 

Conclusions

· Moral responsibility for future generations

· Political cycles are just 4 years: short term sight and planning by political elites

· Responsibility of media and civil society to change public opinion

· There IS an audience for sustainability programs (empirical research on ratings by Clemens Schwender, International University Bremen: Sustainability on German TV—Finding a new audience)

· WHAT CAN PEOPLE DO for sustainability?

· Documentaries, news stories – end with WHAT CAN PEOPLE DO 

· Available consumer choices--WHAT CAN PEOPLE DO

· What is the right proportion between descriptive/analytical story and WPCD?

2. The COST Action A30 “East of West: 

Setting a New Central and Eastern European Media Research Agenda” 2005-2009

· See separate slides of the presentation
· Potential collaboration between the SEENMR Media Researchers’ Network
3. Topics for consideration for further SEENPM research

· Joint themes that emerged from research interests of participants in the Media policy workshop Feb 3-4, 2007

· Some of these may be considered as the basis for potential research projects

Investigative journalism

· Problems and factors hindering investigative journalism in SEE

· Systematic regional review of the situation of investigative journalism in SEE

· Self-censorship for political and economic reasons

· Advertisers dictating content and suppressing stories 

· Wrongdoing of powerful advertisers/monopolies remains taboo in the whole press/media system!

· Lack of separation between editors and publishers leads to de fact censorship and self-censorship

· No official follow-up of media scandals

· Corruption vs. investigative journalism as a focus

· Black market for videos with war crimes in Croatia, Serbia, and Bosnia and Herzegovina

· See other points for investigative journalism in notes for DAY 2

Public service media

· Comparative perspectives, facts and trends in SEE

· The preparation of PSB for digital television and radio in SEE

· Focus in young generations and public service media

· What is a television set?—problems of definition for public television


for the collection of subscription fee

· See other points on public media in notes for DAY 2

Digitalization and convergence

· Originally in the SEENPM list as “Prospects of the new media” and “Successful models of media business; Complementary media industries (advertising, Internet, distribution)”

· Digital frequency distribution will define the new political economy of media in SEE

· Product placement as a form of income in the era of digital television

· Joining media and telecom overseeing authorities (e.g., Ofcom, UK)

· Adapting EU regulation regarding audiovisual services to the new technological environment and the changing economic/business landscape. 

· New Audiovisual Media Services (AVMS) directive and its effects in SEE

· SEE in the European internal market for the take-off of new services

· Freedom of expression and platform neutrality: linear, “push” vs. non-linear, “pull,” on-demand types of service

· Defamation and financial reparation for damages (danger of self-censorship)

· The definition of audiovisual media services: not that simple in the digital environment 

· E-mail, blogging, online discussion fora, or other content created by audiences

· The end of television as we now it
· The future is near: the future is here
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