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Although  many  people  believe  that  the  Internet  is  a  
1990s  invention,  this  electronically  networked  system  
was  actually  envisioned  in  the  early  1960s.  And  in  just  
40  years,  technology  has  developed  from  being  able  to  
send  one  letter  from  one  computer  to  another  to  being  
able to send trillions of messages around the world every  
day. 

In this chapter, you’ll learn how the Internet works and   
about  Internet  resources:  the  web,  email,  podcasting,  
YouTube,  blogs,  electronic  newsgroups,  instant  mes- 
saging,  chat,  social  network  sites,  and  Twitter.  Although  
some  social  and  personal  media  function  through  the  
Internet, they will be discussed in depth in Chapter 14.   
This chapter focuses primarily on the benefits and chal- 
lenges  of  online  television  and  radio  and  looks  at  how  
the  Internet—specifically,  the  web,  podcasting,  and  
YouTube—has  changed  the  radio  and  television  indus- 
tries  and  how  it  has  changed  the  way  we  receive  mass- 
mediated  messages  and  use  radio  and  television.  The  
Internet has  improved the lives of many people, but has  
caused problems for others. With every new technology,  
only by understanding where it came from can we help   
guide where it is going. 
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In  the  early  1960s,  scientists  approached  the  U.S.  gov- 
ernment with a formal proposal for creating a decentral- 
ized communications network that would be used in the  
event  of  a  nuclear  attack.  By  1970,  ARPAnet  (Advanced  
Research  Projects  Agency  Network)  was  created  to  
advance computer interconnections. 

The  interconnections  established  by  ARPAnet  soon  
caught  the  attention  of  other  U.S.  agencies,  which  saw  
the  promise  of  using  an  electronic  network  for  sharing  
information among research facilities and schools. While  
disco  music  was  hitting  the  airwaves,  Vinton  Cerf,  later  
known as “the father of the Internet,” and researchers at  
Stanford  University  and  UCLA  were  developing  packet- 
switching  technologies  and  transmission  protocols  that  
allow the Internet to function. In the 1980s, the National  
Science  Foundation  (NSF)  took  on  the  task  of  design- 
ing  a  network  that  became  the  basis  for  the  Internet,  as  
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it’s known today. At the same time, a group of scientists  
in  the  European  Laboratory  of  Particle  Physics  (CERN),  
headed  by  Tim  Berners-Lee,  “the  father  of  the  World  
Wide Web,” was developing a system for worldwide inter- 
connectivity that was later dubbed the World Wide Web. 

 

   

        
 

 

 

The  Internet  operates  as  a  packet-switched  network.  It  
takes  bundles  of  data  and  breaks  them  up  into  small  
packets or chunks that travel through the network inde- 
pendently.  Smaller  bundles  of  data  move  more  quickly  
and efficiently through the network than larger bundles.  
It’s  kind  of  like  when  you  move  and  dismantle  your  
home  entertainment  system.  You  might  put  the  DVD  
and  CD   player  in   the  car  but  the  large  screen  television  
in  the  truck.  The  home  entertainment  system  is  still  a  
complete  unit,  but  when  transporting,  it’s  more  conve- 
nient to move each part separately and then reassemble  
all  of  the  components  when  you  get  them  to  your  new  
place. Briefly, that’s how the Internet works, except it dis- 
assembles data rather than a home entertainment system  
and reassembles the whole unit at its destination point. 

On a larger level, an email message, web page information,  
image,  or  other  online  data  flow  through  interconnected  
computers  from  its  point  of  origin  to  its  destination.  For  
example, your computer is the origination point, known as  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

       
      
    

the client. The message you send to a friend leaves your cli- 
ent computer and then goes to a server. From there, it trav- 
els to one or several routers, then to a server, and finally to  
your friend’s computer, which is also called a client. 
 

   

            
           
       

 
 

Servers are basically powerful computers that provide con- 
tinuous  access  to  the  Internet.  A  server  sends  message  
packets to a router, a computer that links networks on the  
Internet. A router sorts each packet of data until the entire  
message is reassembled, and then it transmits the electronic  
packets either to other routers or directly to the addressee’s  
server. The server holds the entire message until an individ- 
ual directs his or her client computer to pick it up. 

Servers and routers deliver online messages through a sys- 
tem  called  transmission control protocols/Internet protocols 
(TCP/IP), which define how computers electronically trans- 
fer information to each other on the Internet. TCP is the set  
of rules that governs how smaller packets are reassembled  
into an IP file until all of the data bits are together. Routers  
follow  IP  rules  for  reassembling  data  packets  and  data  
addressing so information gets to its final destination. Each  
computer has its own numerical IP address (which the user  
usually does  not see) to which routers send  the informa- 
tion.  An  IP   address  usually  consists  of  between  8  and  12  
numbers and may look something like 166.233.2.44. 



 
 
 

  

 

.aero Air transportation industry 

.biz Business 

.com Commercial 

.coop Cooperatives 

.edu Education, university 

.gov Governmental agency 

.info Unrestricted use 

.int International treaties between governments 

.jobs International human resources 

.mil Military 

.mobi Mobile content providers/users 

.museum Museum sites 

.name Individuals 

.net Network providers 

.org Nonprofit/nongovernment 

.pro Professionals 

.tel Business storage and management 

.travel Travel and tourism community 

Plus other International domains, such as: 

.asia Asian-originated sites 

.uk United Kingdom 

Source: ICANN Registry Listing, 2010. 
 
 

Because IP addresses are rather cumbersome and difficult  
to remember, an alternate addressing system was devised.  
The  Domain  Name  System  (DNS)  basically  assigns  a  
text-based name to a numerical IP address using the fol- 
lowing structure: username@host.subdomain. For example,  
in MaryC@anyUniv.edu, the user name, MaryC, identifies  
the person who was issued Internet access. The @ liter- 
ally means “at,” and host.subdomain is the user’s location.  
In this example, anyUniv represents a fictitious university.  
The  top-level  domain  (TLD),   which  is  always  the  last  
element of an address, indicates the host’s type of orga- 
nization.  In  this  example,  edu  shows  that  anyUniv  is  an  
educational institution. 
 
 

   

           
         

              
    

 
 

Prior  to  creation  of  the  web,  information  stored  on  the  
Internet could be retrieved only through a series of com- 
plicated steps and commands. The process was difficult,  
time-consuming,  and  required  an  in-depth  knowledge  

      

 
of  Internet  protocols.  As  such,  the  Internet  was  of  lim- 
ited  use.  In  fact,  it  was  largely  unnoticed  by  the  public  
until 1993 when undergraduate Marc Andreessen and a  
team  of  other  University  of  Illinois  students  developed  
Mosaic,  the  first  web  browser.  Mosaic  allowed  users  to  
access  and  share  Web-based  information  through  click- 
able hyperlinks instead of difficult commands and inter- 
faces. Mosaic caught the attention of Jim Clark, founder  
of Silicon Graphics, who lured Andreessen to California’s  
Silicon Valley to enhance and improve the browser. With  
Clark’s  financial  backing  and  Andreessen’s  know-how,  
Netscape  Navigator  was  born.  This   enhanced  version  of  
Mosaic  made  Andreessen  one  of  the  first  new-technol- 
ogy, under-30-year-old millionaires (“Marc Andreessen,”  
1997). Once Netscape Navigator hit the market, the pop- 
ularity of Mosaic as a separate browser plummeted. Since  
Mosaic, other browsers have come and gone as new and  
improved ones have been developed. 
 

 

So  far,  this  chapter  has  focused  on  the  history  of  the  
Internet  and  on  what  the  Internet  is  and  how  it  works.  
As online technology improved the traditional electronic  
media—primarily radio and television—saw the potential  
for  increasing  their  audience  and  hence,  revenue  by  
delivering  their  content  online.  Stations  and  networks  
slowly developed online counterparts to their traditional  
over-the-air and cable-delivered content. 
 

     

Almost all local radio stations have established web sites  
to promote themselves, to provide both news and infor- 
mation,  and  sometimes  to  cybercast  over-the-air  pro- 
grams  and  music.  These  web  sites  lend  credence  to  the  
media industry’s concern that Internet users may one day  
discover that they no longer need radios. Instead, they’ll  
just access radio programming over the Internet. 

The rise of Internet radio somewhat mirrors the devel- 
opment of over-the-air radio. In the early days of radio,  
amateur  (ham)   operators  used  specialized  crystal  sets  
to  transmit  signals  and  voice  to  a  limited  number  of  
listeners  who  had  receiving  sets  (usually  other  ham  
operators).  Transmitting  and  receiving  sets  were  dif- 
ficult  to  operate,  the  reception  was  poor  and  full  of  
static,  and  the  sets  themselves  were  large  and  cumber- 
some, leaving only a small audience of technologically   
advanced listeners. In the early days of radio, the tech- 
nologically  adept  were  the  first  to  gravitate  toward  the  
new  medium.  In  the  1990s,  the  technologically  savvy  
again  took  the  lead,  but  this  time,  they  paved  the  way  
for cybercasting. Just as primitive radios and static-filled  
programs  once  kept  the  general  public  from  experi- 
encing  the  airwaves,  bandwidth  limitations  and  slow  
computer  and  modem  speeds  kept  many  radio  fans  
from  listening  via  the  Internet.  For  example,  using  a  
14.4-Kbps  modem,  Geek of the Week—one  of  the  first  
online programs—took almost two hours to download  
the 15 minutes of audio, which was considered very fast  
at the time. 



                                

 

 

September 5, 1995 

The birthday of live 
Internet audio. 

Progressive Networks 
transmit the Seattle 
Mariners versus the 

New York Yankees 
game online. 

September 9, 1995 

Dallas station KLIF-AM is 
the first commercial radio 

station to netcast live 
continuous programming. 

December 3, 1994 
The University of Kansas 
makes history when its 
student-run radio station, 
KJHK-FM, is one of the 
first stations to go live on 
the Internet 24 hours a 
day. 

September 6, 1995 

SW networks cybercast 
Governor Mario Cuomo’s 
speech live from the 
National Association of 
Broadcasters convention. 
 

November 20, 1995 

Real-time music debuts 
when a Vince Gill concert 
from Nashville is cybercast 

  

           
           

         
          

         
            

         
        

 
 

In  1999,  online  music  was  transformed  when  college  
student Shawn Fanning created Napster, the first software  
for  finding,  downloading,  and  swapping  MP3  (Moving  
Picture Experts Group, Audio Layer 3) music files online.  
Young adults’ love for music made the MP3 format and   
MP3 player the hottest trend since the transistor radio. 

live on MCI’s Telecom web site. 
The concert was also simulcast 
over the TNN cable network 
and syndicated to radio 
stations across the nation, 
giving it the distinction of 
being the “first-ever triple- 
cast” (Taylor, 1996b, p. 6). 
 
 

       
 
 

Small-to-medium  market  and  college  stations  gener- 
ally  led  the  way  to  the  Internet.  As  their  success  stories  
quickly spread throughout the radio industry, other sta- 
tions eagerly set up their own music sites. RealNetworks,  
the  provider  of  RealAudio  products,  was  the  first  appli- 
cation  to  bring  real-time  audio  on  demand  over  the  
Internet.  Since  the  introduction  of  RealAudio  in  1994,  
thousands  of  radio  stations  have  made  the  leap  from  
broadcast to online audiocast. By using RealAudio tech- 
nology, AM and FM commercial radio, public radio, and  
college stations capture large audiences and moved from  
simply providing prerecorded audio clips to transmitting  
real-time audio in continuous streams. 

Streaming  technology  pushes  data  through  the  Internet  
in a continuous flow, so information is displayed on your  
computer  before  the  entire  file  has  finished  download- 
ing. Streamed audio and video selections can be played  
as  they’re  being  sent,  so  you  don’t  have  to  wait  for  the  
entire  file  to  download.  Since  RealAudio’s  introduction,  
several  other  companies  have  developed  similar  audio- 
on-demand  applications  and  new  protocols  for  increas- 
ing  bandwidth  for  even  faster  streaming.  Online  audio  
has come a long way since the early days of the Internet.  
Online audio is now all over the Internet. Computer and  
Internet technology has become less expensive, easier to  
use, and able to deliver better sound quality, but though  
it is making strides, online radio has not yet become as  
popular as its over-the-air counterpart. 

Although it’s always been legal for music owners to record  
their personal, store-bought CDs in another format or to  
a portable player, sharing copies with others who haven’t  
paid  for  the  music  is  considered  piracy  and  copyright  
infringement. At first, music file-sharing sites seemed like a  
good idea, but they quickly ran into all kinds of copyright  
problems and found themselves knee-deep in lawsuits. 

In  the  early  2000s,  the  recording  industry  launched  a  
vigorous  campaign  against  music  pirates.  The  RIAA  has  
sued  nearly  300  music  lovers,  targeting  excessive  pilfer- 
ers.  The  RIAA  is  serious  about  getting  its  message  out:  
“Importing  a  free  song  is   the  same  as  shoplifting  a  disc  
from a record store” (Levy, 2003b, p. 39). In some cases,  
the  RIAA  held  individuals  liable  for  millions  of  dollars  
in lost revenue, sometimes equaling up to $150,000 per  
song. After making its point, the RIAA worked out settle- 
ments in the $3,000 to $5,000 range and instituted the   
“Clean  Slate  Amnesty”  program  for  those  who  wanted  
to avoid litigation by issuing a written promise to purge  
their  computers  of  all  files  and  never  download  music  
again.  The  RIAA’s  efforts  paid  off  for  them;  just  over  
half  of  those  who  regularly  downloaded  music  illegally  
claimed that the crackdown has made them less likely to  
continue to pirate music. Further, the percentage of U.S.  
Internet users who downloaded music illegally dropped  
from 29 percent to 14 percent from 2000 to 2004. 
 
 

 

         

    

  
 

1.  Kings of Leon, “Only By the Night”           397,000 
2.  Lady Gaga, “The Fame”                  352,000 
3.  Twilight soundtrack                    332,000 
4.  Taylor Swift, “Fearless”                   300,000 



The Groogrox King”                     
276,000

 

 
 
 

  

 
5. Jay-Z, “Blueprint 3” 277,000 

6. Dave Matthews Band, “Big Whiskey & 
 
7. Black Eyes Peas, “The E.N.D. (Energy Never Dies)” 270,000 
8. U2, “No Line on the Horizon” 257,000 

9. Michael Jackson, “Essential Michael Jackson” 251,500 

10. The Fray, “Fray” 251,100 

Source: Farber, 2009. 

      
 

  
  

1. Taylor Swift, “Fearless” 2,298,000 

2. Michael Jackson, “Number Ones” 2,155,000 

3. Hanna Montana soundtrack 1,689,000 

4. Lady Gaga, “The Fame” 1,659,000 

5. Eminem, “Relapse” 1,533,000 

6. Black Eyed Peas, “The E.N.D. (Energy Never Dies)”  1,440,000 
7. Jay Z, “Blueprint 3” 1,337,000 

8. Kings of Leon, “Only By The Night” 1,254,000 

9. Nickelback, “Dark Horse” 1,253,000 

10. Twilight soundtrack 1,201,000 
Source: Farber, 2009. 

      
 

   

  

Web  technologies  and  content  are  continually  develop- 
ing,  as  television  has  since  its  inception  in  the  1940s.  
Early  television  programs  were  largely  adapted  to  the  
new  medium  from  radio.  Programs  such  as  Amos ’n’ 
Andy,  Life of Riley,  The Guiding Light,  You Bet Your Life,  
and  The Lone Ranger  all  originated  as  radio  programs,  
as  did  many  other  shows  televised  in  the  1950s.  Given  
the ability of television to bring so much more life to a   
program than radio ever could, producers began creating  
new, exciting, dynamic shows. 

Many  ardent  fans  have  long  hailed  television  as  the  ulti- 
mate  form  of  entertainment.  You  can  watch  television  
anytime, anywhere, and you get to choose what to watch  
by the push of a button or the flick of a switch. Yet despite  
the popularity of watching television, the viewing public is  
always looking for new ways to boost its viewing pleasure. 

Over-the-air  television  was  once  the  primary  means  
of  receiving  programming.  Although  cable  was  estab- 
lished  early  in  the  life  of  television,  it  didn’t  take  hold  
with  viewers  until  the  1970s.  More  recent  technologies,  
especially satellite, gave rise to newer means of program  
delivery,  and  the  web  itself  was  hailed  as  the  “televi- 
sion  of  the  future.”  The  web  was  sometimes  likened  to  
an advanced form of old interactive television, in which   
interactivity is the core attraction. 
 

September 1994 

CBS connects to 
 

Napster was at the center of the music download imbro- 

glio.  After  building  a  clientele  of  about  80  million  users  
but  facing  several  years  of  legal  wrangling,  Napster  went  
offline  in  July  2001.  Napster  made  its  comeback  in  late  
2003, but this time, as a legal site. The service now charges  
users  per  download,  with  the  payments  going  to  music  
companies,  publishers,  and  artists  to  make  up  for  what  
they  claim  to  have  lost  in  CD  sales.  The  question  at  the  
time was whether Internet users would pay for what they  
used  to  get  for  free.  One  study  reported  that  only  about  
one-quarter  of  Internet  users  who  downloaded  music  in  
the  past  would  be  willing  to  pay  to  do  so  in  the  future  
and  another  study  claimed  that  only  about  one-third  of  
college  students  would  pay  more  than  $8.50  per  month  
to  download  music.  Yet  another  report  found  that  peo- 
ple  who  download  free  music  do  so  to  sample  it  and  if  
they like it, they’ll buy it. But as we now know, paying for  
downloading  music  has  become  commonplace  and  for  
many preferable to buying a CD. 
 
 

   

         
    

February 1995 

The Weather Channel 
debuts on CompuServe; 
a forum that provides an 

outlet for discussing 
the weather and the 
channel’s coverage. 

March 1996 

Lifetime is one of the 
first cable networks to 

launch a web site. 
 

October 1996 

American Cybercast 
launches the first TV-type 

network online and the 
first online soap 

opera, The Spot. 

Prodigy, a proprietary 
online service. 
 
March 1996 

WRNN-TV, a New York– 
based cable regional 
news network, launches 
a web site with live 
online video reports. 
 

September 1996 

NFL games are shown 
live online. Highlights 
from previous games, 
player profiles, and other 
background information 
is accessible while watch- 
ing live game action in 
an onscreen show. 
 

November 1998 

CNN, ABC News, MSNBC, 
and Fox offer real-time 
election night coverage, 
providing up-to-the- 
minute results for voters. 

       



                                

 
In the mid-1990s, the Internet was touted as the up-and- 
coming substitute for television. The physical similarities  
between  a  television  and  a  computer  monitor,  coupled  
with the promise that online content would soon be as   
plentiful and exciting as that on television, led people to  
believe  that  the  Internet  would  soon  replace  television.  
The  novelty  of  the  Internet  also  drew  many  television  
viewers out of plain curiosity. 

Early reports claimed that between 18 and 37 percent of  
web  users  were  watching  less  television  than  they  had  
before becoming users and that the Internet was cutting  
more  deeply  into  time  spent  watching  television  than  
with  other  traditional  media.  On  the  other  hand,  the  
Internet  may  not  have  affected  the  time  viewers  spent  
with   television except  perhaps  among  those  individuals  
who watched little television in the first place. 

Internet  technologies  didn’t  catch  up  with  television.  
Thus,  the  1990s  closed  with  some  full-motion  video,  but  
the Internet did not evolve into a substitute for television.  
Internet users with high-end computers could watch short  
video clips, at most. Users crossed into the twenty-first cen- 
tury with the hope that their desktop machines would soon  
be capable of receiving both the Internet and television. 
 

 

 

  

The  Internet  has  gone  from  a  largely  unknown  medium  
to  one  now  used  by  over  1.5  billion  people  worldwide,  
including  227  million  people  in  the  United  States  (74.1  
percent of the population), with most going online every- 
day. Estimates on the number of hours users spend online  
vary  widely,  but  most  research  indicates  that  individuals  
spend about four hours per day online, which constitutes  
about 30 percent of their media use per day. Although male  
users originally dominated the web, women’s share of use  
has increased to the point that they are now about equal to  
male users. Generally, online users tend to be younger than  
age  65,  highly  educated,  and  more  affluent  than  the  U.S.  

population  at  large,  and  users  tend  to  live  in  urban  and  
suburban areas. 

The sheer number of online users attests to the large vari- 
ety of online content. As astonishing as it seems there are  
about  234  million  web  sites  on  the  Internet.  Moreover,  
each  site  contains  multiple  pages.  As  Tim  Berners-Lee  
pointed out during an interview on PBS’s Nightly Business 
Report, there are more web pages than there are neurons  
in  a  person’s  brain  (about  50–100  billion).  Further,  
Berners-Lee claims we know more about how the human  
brain works than about how the web works in terms of   
its impact on us socially and culturally. 
 

 

 

Men                      74% 

Women                    74% 
Age 
18–29                    93% 
30–49                    81% 
50–64                    70% 
65                      38% 

Race/Ethnicity 
White                    76% 
Black                    70% 
Hispanic                  64% 

Household Income 
$30,000                 60% 

$30,000–$49,000            76% 
$50,000–$74,000            83% 
$75,000                  94% 

Schooling 
Less than High School         39% 
High School                63% 
Some College              87% 
College                  94% 

Source: Pew Research Center, 2010. 
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75 percent own a laptop computer 
74 percent own an MP3 player 
74 percent own a digital camera 
61 percent watch movies on their computer 
40 percent share video or blog content 
38.5 percent own smartphones (the iPhone is the most 
popular: 18 percent) 
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62.1% 
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Chrome 

Safari 

Opera 
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33 percent have increased their consumption of 
webisodes 
30 percent watch videos while visiting a social 
network site 

 
 

      

 
Source:“CollegeStudentsFastest,”2009;“TotallyWiredCampus,”2009. 
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This table shows the number of Internet users by continent for 
the year 2009. 

             

Oceania/Australia     20 million       1.2 

Middle East         57 million       3.3 

Africa             67 million       3.9 
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Internet 

Latin America/Caribbean 179 million      10.3 
North America       252 million      14.6 
Europe            418 million      24.1 

Asia              738 million      42.6 

World total          1.7 billion 

0 
1922 1976 

Year 
     Source: Shane, 1999. 

1998 Growth 2000–2009    380.3% 

Source: Internet Usage Statistics, 2009. 



                                

 

 

The  Internet  has  evolved  into  a  multidimensional  
resource.  No  longer  is  it  just  a  place  to  view  a  web  site  
or  to  send  an  email;  it  now  contains  different  types  of  
resources  or  components,  each  with  different  functions  
and purposes. 
 

 

The World Wide Web consists of billions of pages within  
hundreds of millions of web sites. The web presents infor- 
mation in text, graphic, audio, and video formats, making  
it  unique  from  other  Internet  resources.  Point-and-click  
browsers, first developed in the early 1990s, make it easy  
to  travel  from  web  site  to  web  site.  Gathering  informa- 
tion is as easy as clicking your mouse. In the early days the  
web  pretty  much  consisted  of  static  sites,  and  email  was  
accessed  through  special  non-web-based  software.  But  
now the web serves as a gateway to other online resources.  
Email,  electronic  mailing  lists,  newsgroups,  chat  rooms,  
blogs, and social network sites (SNS) are mostly accessed  
through the web. 

The web has changed and is still changing the way infor- 
mation and entertainment are received and sent. Messages  
ranging from personal news to national and international  
headlines make their way to the audience via the web. The  
web is also altering existing media use habits and the life- 
styles  of  millions  of  users  who  have  grown  to  rely  on  it  
as  a  source  of  entertainment,  information,  and  two-way  
communication. 
 

 

Electronic  mail,  or  email,  is  one  of  the  earliest  Internet  
resources  and  until  recently  one  of  the  most  widely  
used applications—in 2009, reports were indicating that  
social network site use was surpassing email. The popu- 
larity of social network sites could be signaling a shift in  
how consumers are using the Internet. 

The  first  known  email  was  sent  from  UCLA   to  Stanford  
University  on  October  29,  1969,  when  researchers  
attempted  to  send  the  word  login.  They  managed  to  
send  the  letter  L  and  then  waited  for  confirmation  that  
it  had  made  it  to  Stanford.  They  then  sent  the  letter  O  
and  waited  and  waited  until  it  arrived.  Then  they  sent  
the letter G, but due to a computer malfunction, it never  
arrived. Just as the letter S was the first successful transat- 
lantic radio signal, the letters L and O made up the first  
successful email message. 

Email has come a long way since that first attempt. Today,  
210 billion email messages fly through cyberspace every day  
from 1.3 billion email users. The rise of email and the cre- 
ation of online marketing and billing, business-to-business  
email, and new systems for collecting and verifying online  
signatures have reduced reliance on the United States Postal  
Service (USPS). The volume of mail handled by the USPS  
has been declining in recent years. From 2000 to 2009, vol- 
ume  declined  from  208  billion  pieces  of  mail  to  177  bil- 
lion (“Postal Service Stretched Thin,” 2010). Because there  
are now more emails (210 billion) sent each day than let- 
ters  and  packages  through  the  USPS  each  year,  the  U.S.  

Postmaster General has asked Congress to allow the USPS  
to  cut  delivery  from  six  days  a  week  to  five  days  to  save  
money in fuel, vehicle wear and tear, and employee wages. 
 

 

One of the first times that the term “podcasting” was men- 
tioned was in an issue of The Guardian newspaper in 2004.  
The  term  is  a  combination  of  the  acronym  “Personal  on  
Demand” (POD) and the word “broadcasting.” According  
to  Jason  Van  Orden,  author  of  Promoting Your Podcast,  a  
podcast is “a digital recording of a radio broadcast or simi- 
lar programme, made available on the Internet for down- 
loading  to  a  personal  audio  player”  (Van  Orden,  2008).  
Podcasts are produced by radio and television stations and  
networks, talk show hosts, celebrities, professors, and any- 
one who thinks he or she has something of interest to say  
about topics such as movies, music, popular culture, cook- 
ing,  sports,  and  any  others  imaginable.  Many  corporate  
media  web  sites—such  as  npr.org,  espn.go.com,  and  abc  
.go.com—offer hundreds, if not thousands, of podcasts. 
 

 

YouTube  differs  from  other  interactive  web  sites  in  that  
it  is  specifically  used  for  sharing  video.  Created  in  2005,  
and  acquired  by  Google  in  October  2006,  YouTube  is  
now  one  of  the  most  widely  used  sites,  with  millions  of  
users  watching  millions  of  videos  and  short  clips  that  
range  from  professionally  produced  movie  and  televi- 
sion shows and musical performances to amateur content  
such  as  homemade  videos  of  cats  playing,  people  doing  
stupid things, and car crashes. Almost anyone can upload  
and watch videos. Many organizations, such as ones sup- 
porting  political  candidates,  register  for  online  accounts  
known as channels, where videos—such as those of can- 
didate speeches—are stored for open access viewing. 
 

 

Blogs  (originally  dubbed  weblogs)   are  a  type  of  web  site  
that  allows  users  to  interact  directly  with  the  blog  host  
(blogger). Blogs have been part of the Internet landscape  
since the late 1990s, but they became popular shortly after  
September  11,  2001.  These  diary-type  sites  were  an  ideal  
venue for the outpouring of grief and anger that followed  
the terrorist attacks on the United States. The subsequent  
war on Iraq served as the catalyst for hundreds of warblogs  
and military blogs, which are blogs hosted by soldiers or  
citizens living in the war zone. 

Blogs  are  free-flowing  journals  of  self-expression  in  
which  bloggers  post  news  items,  spout  their  opinions,  
criticize and laud public policy, opine about what’s hap- 
pening in the online and offline worlds, and connect vis- 
itors to essential readings. A blogger may be a journalist,  
someone with expertise in a specific area such as law or  
politics, or any everyday person who enjoys an exchange  
of opinions. Blog readers (those who access a blog) post  
their  comments  about  a  current  event,  issue,  political  
candidate,  or  whatever  they  want  to  the  blogger.  These  
comments  are  often  accompanied  by  links  to  more  
information and analysis and to related items. The blog- 
ger posts the blog readers’ comments and links and adds  



 
 

his or her own opinions and links to more information.  
Blog  readers  are  attracted  to  the  freewheeling  conversa- 
tion of blogs and to the diverse points of view posted by  
the blogger and other blog readers. 

 

Electronic mailing lists  are  similar  to  email,  in  that  mes- 
sages  are  sent  to  electronic  mailboxes  for  later  retrieval.  
The  difference  is  that  email  messages  are  addressed  to  
individual  recipients,  whereas  electronic  mailing  list  
messages  are  addressed  to  the  electronic  mailing  list’s  
address and then forwarded only to the electronic mail- 
boxes of the list’s subscribers. 

Electronic mailing lists connect people with similar inter- 
ests.  Most  such  lists  are  topic-specific,  which  means  sub- 
scribers  trade  information  about  specific  subjects,  like  
college  football,  gardening,  computers,  dog  breeding,  
and  television  shows.  Many  clubs,  organizations,  special  
interest groups, classes, and media use electronic mailing  
lists as a means of communicating among their members.  
Newsletters,  class  handouts,  club  meeting  dates,  and  so  
on are sent out through the list, rather than as photocop- 
ies or other paper material that are sent through the USPS.  
Most  electronic  mailing  lists  are  open  to  anyone;  others  
are  available  only  on  a  subscribe-by-permission  basis.  
Electronic mailing lists are often referred to generically as  
listservs; however, LISTSERV is the brand name of an auto- 
matic mailing list server that was first developed in 1986. 

 

Similar  to  electronic  mailing  lists,  newsgroups  bring  
together people with similar interests. Web-based news- 
groups are discussion and information exchange forums  
on specific topics, but unlike electronic mailing lists, par- 
ticipants are not required to subscribe and messages are  
not delivered to individual electronic mailboxes. Instead,  
newsgroups work by archiving messages for users to find  
and access at their convenience. Think of a newsgroup as  
a bulletin board hanging in a hallway outside of a class- 
room.  Flyers  are  posted  on  the  bulletin  board  and  left  
hanging for people to come by, sift through, and read. 

 

A chat room is another type of two-way, online commu- 
nication. Chat participants exchange live, real-time mes- 
sages. It’s almost like talking on the telephone, in that a   
conversation is going on, but instead of talking, messages  
are typed back and forth. There are many different types  
of  chat  rooms  covering  many  different  topics.  Chat  is  
commonly  used  for  online  tech  or  customer  product  
support.  Chat  is  very  useful  for  carrying  on  real-time,  
immediate-response  conversations  with  people  from  
around the world. 

 

Instant  messaging  (IM)   lets  you  carry  on  real-time  con- 
versations with your friends. But instead of talking, you  
type  in  your  messages.  Whereas  a  chat  room  conver- 
sation  occurs  among  anonymous  individuals,  instant  
messaging  occurs  among  people  who  know  each  other.  

      

 
Instant  messaging  is  basically  a  private  chat  room  that  
alerts you when friends and family are online, waiting for  
you  to  converse.  Because  you  are  synchronously  linked  
to someone you know, IM has a more personal feel than  
a chat room and is more immediate than email. Instead   
of sending messages for anytime retrieval, you’re actually  
conversing  with  friends  and  family  in  real  time.  Some  
IM  software  boasts  video  capabilities,  so  you  and  your  
online buddies will feel like you’re in the same room. 
 
 

   

           
          

           
         

        
       

    
 
 

“Instant messaging” differs from “text messaging” in that  
IM  is  Internet-based  on  computer-to-computer  connec- 
tions,  whereas  texting  occurs  between  cell  phones  and  
other  handheld  devices.  Instant  messaging  services  were  
once the domain of America Online (AOL) and Microsoft,  
but recently Skype and Facebook added IM applications. 

 

Millions of online users are drawn to SNS as a means of   
keeping  in  touch  with  existing  friends  and  family  and  
building  a  network  of  new  “friends”  based  on  shared  
interests and other commonalities, such as politics, reli- 
gion,  hobbies,  and  activities.  Although  social  network  
sites hit their stride in the late-2000s, they have been in  
existence  since  the  late  1990s.  SNS  such  as  sixdegrees  
.com,  AsianAvenue,  BlackPlanet,  and  LiveJournal  were  
the precursors to the second wave of SNS, which includes  
MySpace and Facebook. There are now hundreds of web- 
based SNS. 

 

Twitter  is  the  newest  social  network  rage.  Restricted  to  
140  character  text  messages  known  as  “tweets,”  senders  
have the choice of limiting recipients to their network of  
“friends”  or  allowing  open  access.  Millions  of  users  are  
drawn to the convenience and ease of sending and receiv- 
ing  message  either  through  the  Twitter  web  site  or  via  
other devices, such as cell phones and Blackberrys. Critics  
claim  that  most  tweets,  also  known  as  micro-blogging,  
are nothing but useless babble that just clog up in-boxes  
and waste users’ time. 
 

     

Web  browsers,  such  as  Internet  Explorer,  are  tools  
that  allow  access  to  online  content.  Browsers  interpret  
Hypertext Markup Language (HTML), a web programming  
language,  and  reconstruct  text  and  graphics.  Hypertext  is  



                                 

 
“non-linear  text,  or  text  that  does  not  flow  sequentially  
from  start  to  finish”  (Pavlik,  1996,  p.  134).  The  beauty  
of  hypertext  is  that  it  allows  nonlinear  or  nonsequential  
movement  among  and  within  documents.  Hypertext  is  
what lets you skip all around a web site, in any order you  
please, and jump from the beginning of a page to the end  
and then to the middle, simply by pointing and clicking   
on hot buttons, links, and icons. 
 
 

 

      
  

  

Google sites 198 million 

Yahoo! sites 164 million 

Microsoft sites 133 million 

AOL sites 100 million 

Facebook.com 95 million 

Ask Network 93 million 

Fox Interactive Network 85 million 

eBay sites 70 million 

Amazon sites 68 million 

Wikipedia sites 67 million 

Source: “ComScore Top 50 Properties,” 2009. 
 
 

All web browsers operate similarly, yet each has its own   
unique features and thus markets itself accordingly. The  
competition  among  browsers  has  always  been  stiff  and  
market  share  fluctuates.  For  example,  in   the  mid-1990s,  
Netscape  Navigator  led  the  U.S.  market,  but  by  2003  
Internet Explorer (IE) commanded a 90 percent share of   
users,  which  left  Netscape  with  only  about  a  7  percent  
share,  and  Mozilla  and  other  browsers  fighting  for  the  
remaining market. 
 
 
 

 

HTML is the World Wide Web programming language that basically 
guides an entire document or site. For instance, it tells browsers how 
to display online text and graphics, how to link pages, and how to 
link within a page. HTML also designates font style, size, and color. 

Specialized commands or tags determine a document’s layout and 
style. For example, to center a document’s title—say, How to 
Plant Roses—and display it as a large headline in italic, the 
tags <center><H1><I> are inserted before and after the title, 
respectively, like this: 

           
      

A  decade  into  the  new  millennium,  the  two  pioneer- 
ing  browsers,  Mosaic  and  Netscape  Navigator,  are  now  
defunct,  having  been  replaced  with  more  sophisticated  
ones  such  as  Safari,  Mozilla  Firefox,  and  newcomer  
Google Chrome, which have eroded IE’s market. Internet  
Explorer  is   still   the  most  widely  used  browser,  but  only  
holds  about  62  percent  of  the  online  market.  Firefox  is  
a distant second, capturing about 24 percent of Internet  
users, followed by Safari (5 percent) and Chrome (5 per- 
cent, released in 2008), with the rest of the online mar- 
ket using several other less popular browsers. 

AOL  is  a  proprietary  company  that  provides  online  ser- 
vices  to  its  subscribers.  Sometimes  the  term  “walled  gar- 
den” is used to describe AOL’s business model. Basically,  
subscribers  paid  a  monthly  fee  for  which  they  received  
an  email  account  and  could  play  games,  use  chat  and  
instant  messaging,  build  home  pages,  and  access  AOL’s  
online  information.  The  costs  associated  with  operating  
an online walled area where only subscribers can enter are  
high, so AOL has repositioned itself as a content provider,  
similar  to  Yahoo!.  To  do  so  means  depending  on  more  
advertising  and  less  on  subscribers.  AOL  now  offers  free  
access  to  the  Internet,  email  accounts,  and  other  online  
resources. 

Rather than go through a proprietary service, most users  
connect  to  the  Internet  through  an  Internet  Service  
Provider (ISP), which provides broadband, satellite, and   
even  old-school  telephone  dial-up  service.  Once  con- 
nected,  users  select  a  browser  to  travel  throughout  the  
Internet. 
 

      

  

Many  Internet  users  are  abandoning  traditionally  deliv- 
ered  radio  and  television  for  Internet  delivery,  figuring  
that  it’s  better  to  access  static-free,  online  audio  than  
to  listen  to  an  over-the-air  broadcast  and  that  it’s  more  
convenient to read about current events and watch video  
clips  or  programs  online  than  to  wait  for  a  television  
program to come on. 
 
 
 
 
 

The first set of commands within the brackets tells the browser to 
display the text centered and in bold italics. The set of bracketed 
commands containing a slash tells the browser to stop displaying 
the text in the designated style. 

The HTML source code for most web pages can be viewed by 
clicking on the “View” pull-down box in the browser’s tool bar and 
then clicking on the “Document Source” option. Note in Figure 5.9, in 
the source code, that the , img src 5 hangl.gif align 5 left . command 
places the image of the hanging flowers next to the headline. 



       

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
      

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
             

 
 
 

One of the main concerns about online content doesn’t   
regard  delivery  but  the  nature  of  the  content  itself.  
Decentralized  information  dissemination  means  that  
online  materials  are  often  not  subjected  to  traditional  
methods of source checking and editing. Thus, they may  
be inaccurate and not very credible. 

When listeners tune to radio news or viewers watch tele- 
vision news, they are generally aware of the information  
source.  They  know,  for  instance,  that  they’re  listening  
to  news  provided  by  National  Public  Radio  (NPR)  or  

 
 
 
 

watching the ABC network. In addition, broadcast mate- 
rial is generally written and produced by a network or an  
independent producer or credentialed journalist. In gen- 
eral, audiences rely on these sources and believe them to  
be trustworthy, accurate, and objective. 

However,  Internet  users,  especially  novices,  cannot  
be  sure  that  what  they  read  and  see  online  is  cred- 
ible  and  accurate,  especially  if  it  is  posted  by  an  unfa- 
miliar  source.  Many  web  sites  are  posted  by  reliable  
and  known  sources,  such  as  CNN  and  NBC.  However,  



With a slower connection, the delivery may be choppy, with 

High treble and low bass sounds are diminished, as the data 

Without external computer speakers quality of sound is often 

A high-speed cable modem or direct Internet access with 

There is a delay when downloading audio files. 
Many online radio stations and audio sites cannot accommo- 

Web audio files can be listened to at any time. 
Netcasts  can  be  listened  to  from  anywhere  in  the  world, 

Online radio can be heard and seen. Song lyrics, rock bands 

Online radio supports multitasking, or the ability of users to 

                                

 
anyone  can  produce  a  web  page  or  post  a  message  on  
a  blog,  a  social  network  site,  bulletin  board,  or  chat  
room,  bringing  into  question  source  credibility.  Such  
User Generated Content (UGC) now accounts for more   
online  information  than  that  produced  by  journalists,  
writers,  and  other  professionals.  Internet  users  must  
grapple  with  the  amount  of  credence  to  give  to  what  
they  see  and  read  online.  Thus,  it’s  a  good  idea  to  sift  
through cyber information very carefully. It is the user’s   
responsibility  to  double-check  the  veracity  of  online  
information.  Users  should  be  cautious  of  accepting  
conjecture as truth and of using web sources as substi- 
tutes  for  academic  texts,  traditional  books,  and  other  
media  that  check  their  sources  and  facts  for  accuracy  
before publication. 

 
  

 
L 

dropped syllables and words. 
L 

squeeze into available bandwidths. 
L 

like listening to AM radio or FM mono radio, at best. 
L 

increased bandwidth is needed to hear audio of FM stereo– 
quality and even CD-quality sound. 

L 
L 

date more than a few hundred simultaneous listeners. 

 
L There is a lack of portability. 

Being  a  disc  jockey  (DJ)   or  a  station  manager  or  owner  
may  seem  like  an  unattainable  career  aspiration.  But  
with Internet know-how, an online connection, and the  
right  software,  that  dream  can  come  true.  Getting  into  
the business of online radio is much less expensive and a  
whole lot easier than buying a broadcast station or com- 
peting with other DJs for a couple of hours of over-the- 
air  time.  And  Internet  radio  has  caught  the  ears  of  web  
users  and  has  the  potential  of  becoming  a  viable  alter- 
native  to  over-the-air  broadcasting.  Online  radio  offers  
so  much  more  to  its  audience  than  broadcast  stations,  
which are limited by signal range and audio-only output.  
Internet radio delivers audio, text, graphics, and video to  
satisfy a range of listener needs. 

Currently,  almost  all  of  the  nation’s  13,000  radio  sta- 
tions  have  some  sort  of  Internet  presence.  Although  
some  audio  sites  are  actually  radio  station  web  sites  
that retransmit portions of their over-the-air programs,  
others  produce  programs  solely  for   online   use  and  are  
not affiliated with any broadcast stations. Many of these  
sites offer very specific types of music in an attempt to   
reach  small  target  audiences.  A  site  may  feature,  for  
example, Swedish rock, Latin jazz, or other very specific   
and  hard-to-find  music.  There  are  hundreds  of  audio  
programs  available,  you  just  need  to  go  to  any  online  
search  service  or  radio  program  guide  to  get  the  time  
and  place  of  a  live  program  or  a  long  list  of  web  site  
addresses  on  which  audio  files  reside.  Radio  stations  
are  also  accessible  through  iTunes.Radio  station  web  
sites  are  promotional  by  nature,  and  most  also  offer  
local  news  and  entertainment  information  and  have  
the  capability  of  transmitting  audio  clips  or  delivering  
live  programming.  However,  doing  so  has  hit  a  snag.  
Streamed audio is a great way for consumers who don’t  
have  access  to  a  radio  or  who  live  outside  the  signal  
area  to  listen  to  their  favorite  station.  But  after  many  
complaints  from  record  labels,  artists,  and  others,  the  
Library of Congress implemented royalty fees, requiring  
webcasters to pay for simultaneous Internet retransmis- 
sion.  The  fees  vary  from  per-song  costs  to  a  percent- 
age of gross revenues, depending on the online pricing  
model. Whatever the exact amount charged, labels and   
artists claim this fee is too low, online music providers   
say it’s too high. 

 
 

  
 
L 
L 

regardless of their place of origin. 
L 

in concert, and news items can be viewed as text, graphics, 
or video. 

L 
listen to an audio program while performing other computer 
tasks and even while surfing the web. 
 
 

    

Broadcast  radio  stations  are  concerned  that  their  listen- 
ing  audience  is  leaving  them  behind  for  online  music.  
Although  some  studies  claim  that  radio  listening  is  
decreasing among Internet users, others claim that radio  
is gaining favor among those who go online. 

Early  online  radio  was  difficult  to  listen  to  and  hard  to  
access.  Downloading  a  music  file  took  an  excruciatingly  
long  time.  Moreover,  the  playback  was  tinny  and  music  
would often fade in and out. Few Internet users had com- 
puters  that  could  handle  audio,  and  few  stations  were  
streaming live content. Given these problems, several older  
studies  found  that  in  the  late  1990s  only  5  to  13  percent  
of  web  users  reported  that  the  amount  of  time  they  spent  
listening  to  over-the-air  radio  had  decreased  as  a  result  of  
using the web. A study of politically interested Internet users  
has  reported  that  27.7  percent  spend  less  time  with  radio  
news since becoming Internet users. A more recent look at  
12- to 20-year-olds found that 85 percent prefer to listen to  
music on their MP3 player and 54 percent would rather lis- 
ten to music over the Internet than over-the-air radio. Only  
about one-third still favor AM/FM radio. And when it comes  
to exposure to new music, about two-thirds say they learn  
more  about  new  songs  and  bands  from  the  Internet  than  
from  the  radio.  In  general,  online  radio  listening  jumped  
from  33  to  42  million  weekly  listeners  from  2008  and  
2009. Online listeners tend to be young, upscale, educated,  
and  employed  full-time,  whereas  older  listeners  prefer  



              

 
 

over-the-air radio. Further, over-the-air radio can’t do what  
sites like Pandora can do online: find songs you like. When  
you listen to a song, Pandora asks you to rate it, and if you  
like it, it will find other similar types of music for you that  
you put into your own online music library. Pandora helps  
you set up your own music playlist; it’s like having your own  
radio station, but one that plays only your favorite music. 

The  advantage  of  over-the-air  radio  is  that  it  can  be  lis- 
tened to while surfing the Internet and engaging in many  
other  activities.  Online  radio  is  also  conducive  to  multi- 
tasking  and  has  the  advantage  of  convenience  and  time- 
liness.  Rather  than  turn  on  a  radio  and  wait  for  a  long  
period of time to hear the latest news or a favorite song,  
Internet users can just as easily connect online and listen  
to  audio-streamed  news  and  music  at  their  convenience  
and of their liking. So Internet users may not be turning   
their backs on traditional radio content, but rather aban- 
doning  the  old  over-the-air  delivery  for  the  new  online  
delivery, which provides clearer audio at convenient times  
and  can  be  set  to  play  a  user’s  favorite  types  of  music.  If  
listeners are going to go to the Internet anyway, it makes  
sense  for  broadcast  stations  to  offer  streamed  program- 
ming and other over-the-air content online so that listen- 
ers at least migrate to the stations’ online counterparts. 

    

    

The purpose of a podcast is not just to transfer readable  
information  to  audio  format,  but  provide  users  with  
updated and sometimes live online audio. Different from  
a typical audio file, a podcast is created through an RSS   
(Real  Simple  Syndication)  feed,  which  is  in  a  standard- 
ized  format  used  to  publish  frequently  updated  materi- 
als, such as news headlines and blog entries. Technically,  
a podcast is an audio file embedded in an RSS feed. 

Podcasts  are  subscribed  to  through  a  software  program,  
known  as  a  podcatcher.  Once  signed  up,  all  you  have  to  
do is plug your MP3 player into the computer and the new  
podcast episodes are automatically synced. Podcasts free lis- 
teners  from  media,  business,  and  personal  schedules,  and  
they can be archived on a computer or burned onto a CD. 
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iTunes           $0.99        no         8 million 

Napster          $0.99        yes         7 million 

Amazon MP3       $0.89        no         6 million 

Rhapsody         $0.99        yes         5 million 

Zune Marketplace   $0.98        yes         5 million 
 
 

With  podcasting  as  the  new  downloading  rage,  the  
question  arises  as  to  how  media  organizations  consider  
people who download music and other audio and video  
programs—are  they  listeners  and  viewers?  If  someone  
subscribes to the podcasts of National Public Radio’s Talk 
of the Nation,  or  to  Lost  episodes  through  abc.go.com,  
should  they  be  considered  a  radio  listener  or  television  
viewer or merely a podcaster? Perhaps the consumption  
of content is what matters rather than the mode of deliv- 
ery.  As  the  number  of  podcasts  and  podcasters  surge,  
the media have much to consider; they need to redefine  
themselves and rethink their methods of content delivery  
and how to measure their online and mobile audiences. 

It’s  impossible  to  give  a  definitive  number  of  available  
podcasts. Podcast Alley, a well-known podcast directory,  
lists just over 70,000 podcasts containing more than 4.5  
million  episodes.  Class  lectures,  interviews,  tutorials,  
stories,  training,  and  speeches  are  often  podcast.  Pew  
Research  reports  that  the  most  popular  podcast  topic  is  
“technology,” followed by “comedy,” “religion and spiri- 
tuality,” and “business.” 

Podcasts  are  accessed  by  19  percent  of  all  U.S.  Internet  
users.  With  about  250  million  Internet  users  in  the  
United  States,  that  percentage  translates  into  47.5  mil- 
lion podcasters—an incredibly high number considering  
that  podcasting  first  became  known  to  the  online  pub- 
lic only in 2004. The typical podcaster demographically   
resembles those who are usually the first to try out a new  
online resource—males, younger than age 65, with high  
incomes and a college degree. Also, those who have been  
going online for six years or more are more likely to lis- 
ten to podcasts than online newbies. 

File  sharing  and  downloading,  both  legal  and  illegal,  
spawned  a  new  way  to  obtain  and  listen  to  music  and  
other audio files. Gone are the days when a song or audio  
clip could take up to an hour to download and then be so  
garbled that it wasn’t worth the effort. Cybercasting, either  
by  live  streaming  or  by  downloading,  is  a  great  way  for  
little-known artists who have a hard time getting airplay on  
traditional stations to gain exposure. Additionally, listen- 
ers can easily sample new music, and links are often pro- 
vided to sites for downloading and purchasing songs and  
CDs. Downloading music from online sites has boomed  
in  recent  years  especially  since  the  advent  of  the  iPod  
and  other  portable  digital  music  devices.  Digital  music  
sales  top  about  $2  billion  a  year.  An  estimated  5  billion  



                                

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

           
Photo courtesy iStockphoto. ©adamdodd, image# 4481014. 
 
 

songs  were  traded  on  peer-to-peer  sites  and  500  million  
were  purchased  online  in  2006.  In  2008,  an  astounding  
1 billion songs were bought online—a 27 percent increase  
from the year before—from music services such as iTunes,  
Napster, Rhapsody, Zune, e-music, Pandora, and Amazon  
MP3. Unfortunately, the revenue generated by online sales  
doesn’t  make  up  for  the  downturn  in  CD  sales,  which  
have been decreasing since 2000. 

And the RIAA is still going after music pirates. In the sum- 
mer  of  2009,  a  32-year-old  Minnesota  mother  of  four  
and a Boston University graduate student were both fined  
for  illegally  downloading  music.  The  woman  was  fined  
$80,000 for each of 24 songs she illegally downloaded, for  
a total judgment of $1.9 million—for songs that only cost  
99  cents  each;  the  graduate  student  was  fined  $675,000  
for illegally downloading and sharing 800 songs between  
1999 and 2007. Evidently, the courts are taking the issue  
of illegal downloads very seriously. 

The advantages of moving your audio files from your PC  
to a portable player are that you can take your music with  
you  anywhere  and  that  you  can  download  and  organize  
whatever music you want to hear. Whether your portable  
music device plays MP3 files or CDs, it lets you escape into  
another  world.  Taking  a  bus  ride  or  long  flight,  grocery  
shopping, exercising, and other mundane activities are all  
easier to endure with your favorite music or an interesting  
podcast. In fact, the use of portable music players is some- 
times criticized for making it too easy to avoid the world  
at  hand  and  to  shut  out  other  people,  and  that  they  are  
too distracting and thus dangerous in certain situations. 

 

Many claim that using the Internet is functionally similar  
to using television: Users face a screen displaying text and  

graphics  that—in  some  instances—also  includes  audio  
and  video  components.  Switching  from  web  site  to  web  
site is, in some ways, similar to changing television chan- 
nels.  When  Internet  users  wish  to  switch  from  one  web  
site to another, they may do so by typing in a known uni- 
form resource locator (URL), by simply clicking on a link,  
or  by  clicking  on  their  browser’s  “Back”  and  “Forward”  
buttons, which function like the up and down arrow keys  
on  a  television  remote  control  device.  Even  the  lingo  of  
web  browsing  is  borrowed  from  television.  Commonly  
used terms such as surfing and cruising are used to describe  
traversing from one web site to another and are also used  
to describe television channel-switching behavior. 

 

 
 

 
                 

Google sites                12.2 billion 

Hulu                     924 million 

Viacom Digital               499 million 

Microsoft sites               479 million 

Yahoo! sites                 470 million 

Fox Interactive Media          446 million 

Turner Network              336 million 

CBS Interactive              287 million 

AOL LLC                   227 million 

Megavideo.com              201 million 

Source: “Top U.S. Online Video Content Properties,” 2009. 
 

Now,  new  combo  computer  monitors/televisions  fur- 

ther  integrate  the  utility  of  the  Internet  and  television.  
Flat-panel  displays  connect  into  DVD  players,  DVRs,  
televisions,  and  computers.  These  monitors  also  feature  
 

 

 
    

Y 2000             42.0% 

Y 2001             51.0% 

Y 2002             52.9% 

Y 2003             55.1% 

Y 2004             56.8% 

Y 2005             58.5% 

Y 2006             60.2% 

Y 2007             62.0% 

Y 2008             63.6% 

Y 2009             74.1% 



 
 

picture-in-picture  capabilities  that  let  you  size  the  tele- 
vision  window  so  you  can  watch  your  favorite  program  
while using your computer. 
 

 

The traditional broadcast television model expected pro- 
grams to appeal to millions of viewers. Then cable televi- 
sion  came  along  and  altered  the  model  by  introducing  
narrowcasting, in which topic-specific shows are expected  
to appeal to smaller but more interested and loyal audi- 
ences. The Internet has taken narrowcasting a step further  
by targeting information to smaller groups and individu- 
als  and  cybercasting  it  straight  to  home  computers  and  
even to pagers and cell phones. The web is thus becom- 
ing a “personal broadcast system” (Cortese, 1997, p. 96). 

The television industry is worried that the web is further  
fragmenting an already fragmented audience. In the early  
days of television, viewership was mostly shared among  
three  major  broadcast  television  networks,  which  were  
and  still  are  fiercely  competitive.  (Even  a  small  gain  in  
the number of viewers means millions of dollars of addi- 
tional advertising revenue.) Cable television, which often  
offers hundreds of channels, has further fragmented the  
viewing audience. Now, as viewers increasingly subscribe  
to  cable  and  satellite  delivery  systems  and  turn  to  the  
web as a new source of information and entertainment,   
the size of television’s audience is eroding further—and  
with it, potential advertising revenue. 

To help offset audience loss and to retain current view- 
ers, most television networks have established web sites  
on  which  they  promote  their  programs  and  stars  and  
offer visitors insights into the world of television. Many   
new  and  returning  television  shows  are  heavily  pro- 
moted  online  with  banner  ads,  a  web  site,  and  some- 
times blogs, Twitter, bulletin boards, and chat rooms. As  
one TV executive said, “The more they talk about it, the   
more they watch it” (Krol, 1997, p. 40). Television pro- 
gram  executives  view  the  Internet  as  a  magnet  to  their  
televised fare. 
 

 

In  many  ways,  how  we  use  the  web  closely  mirrors  our  
television  viewing.  There  are  two  basic  ways  we  watch  
television: instrumentally and ritualistically. Instrumental 
viewing tends to be goal-oriented and content-based; we  
watch television with a certain type of program in mind.  
Ritualistic viewing  is  more  habitual  in  nature;  we  watch  
television for the act of watching, without regard to pro- 
gram content. 

Internet users also connect to the web both instrumentally  
and  ritualistically.  Sometimes,  we  may  go  online  seek- 
ing specific information; we pay attention to content and  
actively move from site to site with a clear goal in mind.  
At other times, we may get on the web because it’s a habit  
or just to pass time, exploring sites by randomly clicking  
on links. You can’t use the web as mindlessly as you can   
watch television, but many pages are designed to let you  
kick back and become a “web potato” instead of a “couch  

      

 
potato.”  Pages  are  designed  to  be  compelling  and  hold  
your  attention  longer  on  each  screen,  so  you  don’t  have  
to scroll and click as much. Longer video and audio seg- 
ments  are  aimed  at  keeping  you  glued  to  the  screen  for  
longer periods of time. As video monitors become larger  
and resolution clearer, you’ll feel like you’re watching tele- 
vision, rather than a computer. 
 

 

 
Wielding a television remote control device gives viewers  
the power to create their own patterns of television chan- 
nel selection. Some viewers may quickly scan through all  
the available channels; others may slowly sample a vari- 
ety of favorite channels before selecting one program to  
watch.  Television  viewers  tend  to  surf  through  the  low- 
est-numbered channels on the dial (2 through 13) more  
often than the higher-numbered channels. Unlike televi- 
sion, however, the web doesn’t have prime locations on  
its “dial,” so one web site doesn’t have an inherent loca- 
tion  advantage  over  another.  However,  sites  with  short  
and  easy-to-remember  domain  names  may  be  accessed  
more frequently than their counterparts with longer and  
more complicated URLs. 
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As  users  become  adept  at  making  their  way  around  the  
web, customized styles of browsing are emerging. Some  
users  may  access  only  a  set  of  favorite  sites;  others  may  
not be loyal to any particular site. When viewers sit down  
to  watch  television,  they  usually  grab  the  remote  con- 
trol and start pushing buttons. But instead of randomly  
moving from one channel to another, most viewers have  
developed a favorite set of channels they go through first.  
Most viewers’ channel repertoire consists of an average of  
10 to 12 channels, regardless of the number of channels  
offered by their cable systems. 

These  television-viewing  behaviors  may  be  transferred  
to  using  the  web.  As  users  become  more  familiar  with  



                                 

 
online  content,  they  may  develop  their  own  repertoire  
of favorite sites that they link to regularly. These selected  
sites can be easily bookmarked for instant and more fre- 
quent access. 

Similar  to  how  television  adapted  its  programs  from  
radio, many web sites reproduce material that has already  
appeared  in  traditional  media.  For  instance,  many  news  
sites  and  other  media-oriented  sites  are  made  up  largely  
of text taken directly from the pages of newspapers, mag- 
azines,  brochures,  radio  and  television  scripts,  and  other  
sources.  In  some  cases,  however,  materials  are  adapted  
more specifically to the web. The text is edited and rewrit- 
ten  for  visual  presentation  and  screen  size,  and  short,  
summary versions may be linked to longer, detailed ones.  
Bold  graphic  illustrations,  audio  and  video  components,  
and interactive elements also enliven web pages and give  
them a television-like appearance. 

Television-oriented sites are still typically used to promote  
televised fare and are among the most popular web sites,  
excluding search services. Each of the big-three television  
networks (ABC, NBC, and CBS) and dozens of cable net- 
works tried out the web for the first time in 1994 and all  
now have their own web sites. You can go online to find  
out  the  week’s  guest  lineup  on The Late Show with David 
Letterman,  to  find  out  what  happened  on  your  favorite  
soap  opera,  to  chat  with  other  fans  about  your  favorite  
show or star, and to find out about upcoming episodes. 

 

 
Just  as  radio’s  audience  was  encroached  on  by  broad- 
cast  television  and,  in  turn,  broadcast  television’s  view- 
ers were drawn to cable, many fear that the web is slowly  
attracting  users  away  from  radio  and  television.  Time  
spent  on  the  web  is  time  that  could  be  spent  watching  
television, in particular. 

Until about the mid-2000s, television was a bit protected  
from  web  pillaging  for  several  reasons.  Online  technol- 
ogy couldn’t deliver the same clear video and audio/video  
syncing  as  television,  not  all  television  programs  were  
available  online  in  their  entirety,  and  television-quality  
original web programs were scarce. Some web sites, how- 
ever,  did  offer  short  episodes  (webisodes)   of  online-only  
programming. 

But that was yesterday. Now, given all of the advances in  
full-motion video technology, you can now watch almost  
every television program online and at your convenience  
on  web  sites  such  as  Hulu.com,  YouTube.com,  TV.com,  
Joost.com, and Fancast.com. And depending on the age  
and  model  of  your  television  and  computer,  the  audio  
and  video  quality  may  even  be  superior  online.  Given  
the  Internet’s  vast  storage  capabilities,  it’s  getting  easier  
to go online and watch any program without being tied   
to a television schedule. 

Millions of viewers are watching television online every   
day, and it is becoming a common entertainment activ- 
ity.  About  67  percent  (167.5  million)  of  U.S.  Internet  

users  have  streamed  or  downloaded  digital  video,  and  
35 percent of all Internet users have streamed full-length  
television  episodes.  Although  about  4  in  10  episode  
streamers  are  between  the  ages  of  18–34,  even  about  
25  percent  of  those  35–54  watch  television  online.  As  
expected,  younger  viewers  spend  more  time  watching  
online  shows—those  18–34  spend  about  4  to  5 hours  
per week and those over age 35, about 2.5 to 3.5 hours.   
Ironically, work time is prime time on the web. About 65  
percent  of  online  streaming  happens  Monday  through  
Friday, between 9 a.m. and 5 p.m. 

Programs  such  as  The Office,  Ugly Betty,  and  Grey’s 
Anatomy  are  both  television  and  computer  hits.  For  
example, the season four premiere (September 27, 2007)  
of The Office garnered 9.7 million television viewers and  
2.7 million online viewers. Similarly, 8.1 million televi- 
sion viewers and 520,000 online viewers saw the season  
two debut (February 12, 2008) of Jericho. Google-owned  
YouTube—the  king  of  online  video,  with  90  million  
visitors  watching  5.9  billion  videos  per  month—has  
signed  on  with  Hollywood  studios  to  host  thousands  
of  television  episodes  and  movies  on  its  site.  Despite  
the  popularity  of  many  other  sites  that  offer  video  
online,  almost  twice  as  many  online  users  are  aware  of  
YouTube  than  of  Hulu.com.  Further,  Google  is  adding  
a  captioning  system  to  many  of  its  videos  that  eventu- 
ally will translate English audio into text in 51 different   
languages,  thus  expanding  its  market  of  non–English  
speakers  and  the  hearing-impaired.  The  captioning  sys- 
tems  will  also  allow  users  to  search  for  particular  text  
within videos. 

It’s  not  just  shows  originated  for  television  that  are  big  
hits;  the  webisode  is  in  full  swing.  Webisodes  are  not  
exactly  like  a  television  program—some  series  consist  
of  only  a  few  episodes,  each  of  which  may  only  be  a  
few minutes long. Webisodes such as The Guild, Sorority 
Forever,  and  Gemini Division  have  a  following  of  their  
own  and  are  considered  by  many  a  new  entertainment  
genre. Webisodes even have their own award ceremonies,  
plus of course fans, critics, and blogs. 

So  where  do  you  find  a  webisode?  YouTube  is  one  
such  place,  but  many  are  actually  produced  by  media  
companies  such  as  Warner  Bros.,  NBC,  and  Sony.  Plus  
sites  such  as  Strike.tv  and  Koldcast.tv  host  many  webi- 
sodes. Some say there are as many as 3,000 webisodes   
online. 

Yet despite all of the online viewing and webisodes, tele- 
vision is tops when it comes to entertainment. The typi- 
cal U.S. viewer watches 142 hours of television monthly   
compared  to  27 hours  on  the  Internet.  Even  though  
Internet technology is a catalyst for changing the culture  
of television viewing, people love television, and so far it  
has proven resilient against online encroachment. There  
are many indications that television and the Internet will  
eventually  develop  a  symbiotic  relationship,  making  it  
unnecessary  for  a  household  to  have  both  a  traditional  
television  set  and  a  separate  computer  with  Internet  
access. 
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Sites that Link to Thousands of Radio Station Web Sites 

Radio Locator www.radio-locator.com 

Radio Tower www.radiotower.com 

Web Radio www.radio-directory.fm 

Site That Links to Television Station Web Sites 

Newslink www.newslink.org/broad.html 

News Sites 

ABC Television www.abcnews.com 

Citadel Media www.abcradio.com 

BBC www.bbc.co.uk/radio 

BBC Radio www.bbc.co.uk/radio1 

CBS Television www.cbs.com 

CBS SportsLine www.cbs.sportsline.com/cbssports 

CNN Interactive www.cnn.com 

ESPN SportsZone espn.go.com 

FOX www.fox.com 

National Public Radio www.npr.org 

MSNBC www.msnbc.msn.com 

Radio Free Europe www.rferl.org 

Voice of America www.voa.gov 

Television Station Sites 

10News.com (San Diego) www.thesandiegochannel.com 

LasVegasNow www.lasvegasnow.com 

KPIX-TV                www.cbs5.com 

WBIR-TV               www.wbir.com 

WBOC-TV              www.wboc.com 

WFLA-TV               www.wfla.com 

Television Broadcast Networks Online 

ABC                  abc.go.com 

CBS                  www.cbs.com 

NBC                  nbc.com 

FOX                  www.fox.com 

ION Television           www.iontelevision.com 

The CW                www.cwtv.com 

PBS                  www.pbs.org 

Television Cable Networks Online 

Comedy Central          www.comcentral.com 

Discovery Channel        www.discovery.com 

SyFy                  www.syfy.com 

E! Online               http://www.eonline.com 

ESPN                 espn.go.com 

HBO                  www.hbo.com 

The Learning Channel      tlc.discovery.com 

Lifetime               www.lifetimetv.com 

MTV Online             www.mtv.com 

Nick-at-Nite             www.nickatnite.com 

Online Television Listings 

TV Guide Online          www.tvguide.com 
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The web is an ideal venue for reporting the news, in that  
it eliminates the constraints of time and space. Most news  
organizations gather more information than they have the  
time to air or the space to print. But on the web, an unlim- 
ited amount of news can be presented. Stories don’t have  
to be written to fill a small number of seconds or inches   
in a column. Online news is sometimes written as a sum- 
mary with a link to an in-depth version as well as related  
stories.  Hyperlinked  stories  give  site  visitors  greater  con- 
trol over the news they receive by allowing them to select  
those reports they find most interesting. 

The  web  also  has  other  advantages  in  reporting  news.  
Late-breaking  news  can  be  added  almost  instanta- 
neously,  and  stories  can  be  updated  and  amended  as  
needed.  For  example,  TMZ.com  was  the  first  news  out- 
let  to  announce  Michael  Jackson’s  death.  It  even  beat  
the  Los  Angeles  coroner’s  office  report  to  the  media  by  
six  minutes.  Critics  claim  that  TMZ’s  posting  was  pre- 
mature  and  it  just  got  lucky  that  Jackson  did  indeed  
die,  but  the  organization  claims  to  have  a  large  net- 
work  of  reliable  sources.  Moreover,  online  archives  of  
yesterday’s  news  are  available  to  news  junkies,  who  no  
longer  have  to  worry  about  missing  a  television  news- 
cast.  Additionally,  web  news  is  richly  presented  in  
audio,  text,  video,  and  graphic  formats.  Whereas  radio  
is  bound  to  audio,  television  to  audio  and  video,  and  
newspapers  to  text  and  graphics,  the  web  has  limit- 
less  options  for  presentation.  Radio  news  on  the  web  
is  presented  visually,  television  news  with  text,  and  
newspaper  stories  with  audio.  The  characteristics  
that  distinguish  radio  and  television  news  presenta- 
tion  from  one  another  fade  on  the  web.  Television  
news  sites,  such  as  ESPN.com  and  CNN.com  feature  
so  many  video  clips  that  they’re  almost  like  watching  
television—sans  the  television.  Even  print  newspaper  
sites are reaching out to millions of visitors via video. 

The  web  has  become  increasingly  important  to  both  
television networks and affiliate stations as an alternative  
means  of  distributing  around-the-clock  and  up-to-the  
minute information. Television stations often work with  
Internet  companies  to  help  develop  and  maintain  their  
online news presence. For example, Internet Broadcasting  
Systems (IBS) develops, operates, and sells advertising on  
television station web sites. IBS brings the latest news to  
station web sites through a partnership with CNN. 

Online  media  are  having  a  difficult  time  distinguish- 
ing  themselves  from  their  competitors;  therefore,  media  
sites are turning to brand awareness as a strategy to moti- 
vate  consumers  to  select  their  site  over  another,  such  as  
cbssports.com over espn.go.com. The media aim to trans- 
fer their strong brand names, such as NBC and CNN, to   
the  online  environment.  Internet  experts  speculate  that  
early  users  of  the  Internet  were  not  brand-sensitive  but  
rather  tried  out  many  different  sites  and  returned  to  the  
ones they liked the best, regardless of the site’s originator.  
Users who are more web-tentative tend to be brand-loyal  
and stick to known sites. In other words, a web surfer who  
regularly watches CNN on television may be more likely  
to access cnn.com than another web news site. 

Regardless of whether news is generated by radio or tele- 
vision,  online  content  delivery  is  evolving  as  the  web  
gains recognition as a distinct medium. Traditional ways  
of reporting and presentation are giving way to dynamic  
and interactive methods that hold promise for engaging  
and drawing new audiences to the web. 
 

 

Blogs  are  places  where  online  intellectuals,  the  digi- 
tal  and  politically  elite,  and  everyday  people  meet  to  
exchange  ideas  and  discuss  the  latest  developments  
about  war  and  peace,  the  economy,  politics,  celebrities,  
and a myriad of other topics without the interference of  
traditional  media.  As  such,  bloggers  are  part  of  a  new,  
tech-savvy crowd who often scoop the media giants and  
provide  more  insight  into  current  events  than  can  be  
found in the traditional media. 

Blogging  has  exploded  on  the  cyberscene.  A  new  blog- 
ger jumps on the bandwagon every 40 seconds. Although  
estimates  vary  widely  on   the  number  of  blogs  (depend- 
ing  on  how  “blog”  is  defined),  there  were  between  
20,000  and  30,000  in  the  late  1990s,  between  0.5  mil- 
lion  and  almost  3  million  by  the  end  of  2002,  and  70  
million blogs worldwide in 2007. By 2009, an astound- 
ing  133  million  blogs  inhabited  cyberspace.  Today’s  
blogosphere  (or  collective  world  of  blogs)  is  used  mostly  
by  white,  highly  educated,  high-income,  conservative,  
and libertarian males. But as more people are discovering  
this online world, it is attracting a more diverse audience. 

As  blogging  proliferates,  the  media’s  power  is  being  
“redistributed into the hands of many” (Reynolds, 2002).  
Bloggers  often  scoop  the  traditional  media  and  bring  
stories  into  the  limelight  that  the  media  may  otherwise  
have overlooked or buried. For example, in 2002 the power  
of blogs became apparent when Trent Lott’s infamous glo- 
rification  of  Senator  Strom  Thurmond’s  1948  desegrega- 
tionist campaign was printed on page 6 of the Washington 
Post  and  omitted  entirely  by  the  New York Times.  Only  
when  bloggers  homed  in  on  the  remark  did  the  main- 
stream  press  run  with  the  story.  But  it  was  pressure  from  
the bloggers that eventually led to Lott’s resignation. 

Some  media  executives  and  journalists  are  concerned  
that  blogs  spread  misinformation  and  blur  fact  and  
opinion. Also, mindful of losing readers and viewers and  
the  need  to  counter  unfettered  blog  information,  they  
have set up their own blogs. Almost all major news sites  
contain several blogs, which are hosted by their journal- 
ists  and  pundits.  But  because  media-hosted  blog  con- 
tent is edited and fact-checked and is sometimes merely  
expanded print or on-air stories that may reflect the views  
of the organization, blog purists don’t consider them true  
blogs.  Blog  purists  claim  that  real  blogs  are  those  that  
provide a space for uninhibited public deliberation and  
an open marketplace of ideas where everyone’s views are  
considered seriously. The downside to independent blogs  
is  that  they  are  not  always  subject  to  the  strict  editorial  
standards and source and fact checking that characterize  
the  traditional  media.  A  good  deal  of  the  information  
found  on  blogs  is,  in  fact,  not  carefully  scrutinized  and  
may often be in error. 



 
 
 

  

        

  

Have a blog 25% 14% 

Comment on friend’s blogs 75% 50% 

      

Have a blog 7% 11% 

Source: Irvine, 2010. 
 
 
 

The  media  consider  themselves  the  watchdogs  of  the  
government,  and,  now,  blogs  have  taken  on  the  role  of  
watchdogs of both the government and the media. Like  
vultures, bloggers hover over media web sites, often criti- 
cizing and commenting on news stories and looking for  
errors even before the printed versions have hit the news- 
stands or the electronic versions have zipped through the  
airwaves. Bloggers immediately swoop into action when  
they read or hear of a controversial report or a story they  
deem  as  biased  or  factually  incorrect.  As  one  blogger  
commented, “This is the Internet and we can fact check  
your  ass”  (Reynolds,  2002).  Bloggers  are  an  “endless  
parade  of  experts  .  .  .  with  Internet-style  megaphones  
ready  to  pounce  on  errors.”  Conversely,  traditional  
journalists  claim  that  bloggers  are  really  just  “wannabe  
amateurs badly in need of some skills and some editors”  
(Rosenberg, 2002). 

The  perceptions  of  credibility  of  blogs  vary.  Some  con- 
tend that information found on non–media-hosted blogs  
is not as credible as that found on media blogs or those   
posted by credentialed journalists, which are usually fact- 
checked. Yet others claim that blogs are credible precisely  
because  the  online  world  scrutinizes  the  information  
found there. Even mainstream journalists access blogs to  
look for tips and story ideas. Many online users consider  
blogs  more  credible  than  the  traditional  media,  which  
they deem as biased, either to the left or to the right. 

There’s  a  blog  out  there  for  everyone,  of  every  political  
persuasion and almost every interest. The personal blog  
is  the  earliest  type  of  blog  and  is  mostly  used  to  com- 
municate with family and friends. Many college students  
have blogs, on which they post photos, daily diaries, and  
other personal information to share with others, though  
social networks such as Facebook and MySpace seem to  
have  taken  over  blogs  as  places  to  share  personal  and  
social information. The basic or general-topic blog is an  
open  forum,  in  which  anyone  can  read  and  participate  
in  discussions  about  a  myriad  of  topics.  Some  general- 
information blogs tackle many issues and topics whereas  
others may focus on specific topics such as dog breeding  
or  gardening.  Media/journalism  blogs  encompass  those  
that  post  news  stories  and  opinion  and  often  focus  on  
issues  concerning  journalism  and  the  media.  Bloggers  
are  usually,  but  not  always,  journalists,  and  the  blogs  
are  often  hosted  by  media  organizations.  A  warblog  is  

      

 
concerned  with  terrorism,  war,  and  conflict,  often  with  
a pro-military stance. A military blog (milblog) is a blog   
written by members or veterans of any branch of the U.S  
armed  services,  posting  directly  from  the  front  lines.  A  
political blog primarily comments on politics and often  
takes  a  clearly  stated  political  bias.  A  corporate  blog  is  
published and used by an organization to reach its orga- 
nizational goals. These are just some of the major types   
of blogs—many more types have been identified. 

Moving beyond the typical blog are videologs, also known  
as  vlogs.  Vlogs  are  kind  of  mini-video  documentaries.  
Commentaries,  rants,  and  raves  are  all  presented  as  full- 
motion video. Anyone equipped with a digital video cam- 
era and special software can produce his or her own vlog. 
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With  so  much  information  available  over  blogs,  it  is  
understandable  that  people  may  prefer  connecting  to  a  
source on which they’re encouraged to talk to rather than  
wait  for  television  or  radio  to  talk  at  them.  If  bloggers  
continue to scoop the traditional media, provide access to  
in-depth commentary and diverse viewpoints, and point  
out media errors, they may become even more influential  
in shaping cultural ideology. What role vlogs will take in  
the world of news remains to be seen, but they have the  
potential to tackle television news especially among blog  
readers who dislike or distrust traditional media. 
 

 

The  Internet  is  changing  so  rapidly  that  what  is  written  
here in the “See It Later” section of this chapter may very  
well be more appropriate for “See It Now” section by the  
time  the  book  is   published.  It’s  not  that  the  publishing  
process  is  slow—it’s  more  that  digital  technology  and  
our digital culture are moving at lightning speed. 

The traditional media are struggling to keep up with the  
Internet, but they know they must or they will lose their   
audience. As radio listeners and television viewers come  
to  prefer  online  delivery  the  media  must  offer  online  
content.  But  just  putting  up  content  is  not  enough;  the  
media  have  to  figure  out  how  to  survive  in  the  digital  
age. The following prognostications and suggestions for  
online  success  have  been  culled  from  various  speeches  
and articles by media experts. 

Radio has survived broadcast television, cable television,  
records, cassettes, CDs, and music videos, but can it survive  
the  Internet?  Even  though  the  audience  for  over-the-air  
radio  is  still  huge  and  U.S.  listeners  still  spend  about  
1.5 hours  per  day  listening,  broadcasters  are  not  doing  
very  well  financially.  As  advertisers  are  moving  online,  
so  must  broadcasters.  The  future  is  “broadcasting  to  an  
audience  of  one”  (Internet  is  Future  of  Radio,  2009).  
Radio must take full advantage of digital technology that  
allows  users  to  be  their  own  programmers.  MP3  players  
and computers are merely new ways to deliver audio and  
should not be viewed as the radio receiver’s enemies, but  
rather  as  ways  to  reach  an  audience.  Indeed,  those  who  
listen online are more apt to tune in to over-the-air radio,  
which  indicates  that  radio  listeners  are  not  abandoning  
radio but are merely turning to their online counterparts. 

Because  about  45  percent  of  all  radio  listening  occurs  
in  vehicles,  broadcast  radio  has  pretty  much  been  the  
only  way  to  tune  in.  Cassettes,  MP3  players,  and  satel- 
lite  radio  compete  for  drivers’  ears  as  well.  But  now,  
web  radio  is  calling  shotgun.  It’s  still  not  easy  to  con- 
nect to web-streamed audio, but it can be done with an  
Internet-connected  smartphone  that’s  hooked  through  
your car speakers and by installing audio software, such  
as Pandora or Slacker. But too much web listening runs   
the  risk  of  using  up  your  monthly  cell  phone  gigabyte  
quota. In-car web radio is still years away from popular   
use,  if  it  even  ever  catches  on.  Something  better  could  
come along in the meantime. 

Since Mosaic hit the market in 1993, there has been much  
talk  about  the  potential  for  viewing  television  online.  

Now  the  talk  is  over,  and  most  programs  can  be  viewed  
online. It used to be that television was a family or group  
activity  where  everyone  would  squeeze  together  on  the  
sofa  and  sit  back  and  watch  and  make  comments  about  
the  show.  As  the  number  of  multiple-television  house- 
holds grew and with the proliferation of cable channels,  
television  viewing  became  more  of  a  solo  activity  and  
more  individualized.  But  still,  viewing  programs  as  they  
aired gave us a something to talk about the next day. The  
Internet and other video delivery systems are contributing  
to  a  culture  in  which  a  shared  television  viewing  experi- 
ence may become an activity of the past. 

Network television must find a way to retain an audience  
and  turn  a  profit.  Offering  full  episodes  with  commer- 
cials  online  and  available  for  downloading  on  mobile  
devices  are  positive  steps  in  attracting  an  audience  and  
revenue.  Perhaps  offering  more  behind-the-scenes  clips,  
unedited  news,  and  interview  video  and  making  it  eas- 
ier  for  viewers  to  help  create  news  stories  would  make  
networks,  and  stations,  online  sites  more  engaging  and  
interesting.  Perhaps  instead  of  thinking  of  television  as  
an  imperiled  medium,  it  should  be  thought  of  as  one  
with new and exciting ways of delivering content. 

The  younger  web-savvy  generation  enjoys  interacting  
online and feeling like they’re part of the action. Blogs and  
vlogs  are  instrumental  in  creating  the  interactive  culture  
that marks the online world. Users are no longer content  
to  just  be  receivers  of  the  news—they  want  to  create  the  
news  and  report  on  events.  During  the  2009  protests  in  
Iran challenging the election results, a young woman, Neda  
Agha-Soltan,  was  killed.  She  became  a  symbol  of  unrest  
as millions of viewers watched in horror as her death was  
captured on cell phones and video cameras and posted on  
YouTube  as  it  happened.  The  day  Michael  Jackson  died,  
passersby  videoed  the  EMTs  putting  him  into  the  ambu- 
lance and his arrival at the hospital before the major news  
outlets  were  on  the  scene.  And  because  news  travels  in  
seconds across the Internet, thousands of mourners gath- 
ered  at  the  hospital  within  minutes  of  his  death.  These  
are  examples  of  how  individuals  became  reporters  rather  
than just viewers. The difficulty for the television networks  
is verifying the user generated content—anyone can shoot  
a  fake  video.  Television  news  organizations  need  to  strat- 
egize  how  to  deal  with  these  types  of  situations  and  set  
information policies regarding privacy, surveillance, ethical  
standards, verifying sources, and protecting anonymity. 
 
 

  

Watch out when posting video on YouTube. If you’ll be embarrassed 
if others see it, don’t do it. Look what happened to the two 
Domino’s Pizza workers who stupidly tainted food they were 
preparing for delivery and captured it all on video. The workers 
claim they were just fooling around, but once the video hit 
YouTube, disgusted viewers spread the word all over the Internet. 

In the end, the workers were fired and the pair was arrested. 
Additionally, Domino’s reputation was harmed and it filed civil 
charges against the former employees. 



 
 

As  laptops  once  freed  us  from  our  desktop  computers,  
mobile  connectivity  by  cell  phone  and  other  handheld  
devices  hold  promise  to  unfetter  us  from  our  laptops.  
Mobile  devices  are  quickly  becoming  the  primary  way  
to connect to the Internet. Their portability and low cost  
make  them  the  optimal  ways  to  stay  socially  in  touch  
and linked to online, media, and real worlds. 

 

The  history  of  the  Internet  is  longer  than  most  people  
think.  It  dates  back  to  the  1960s,  when  scientists  were  
experimenting  with  a  new  way  to  share  information  and  
keep  connected  in  times  of  crisis.  In  its  early  days,  the  
Internet  was  largely  limited  to  communicating  military,  
academic, and scientific research and was accessed by using  
complicated  commands.  In  1993,  the  first  web  browser,  
Mosaic,  came  onto  the  scene  and  the  Internet  quickly  
caught the public’s attention. Since then, it has become the  
most quickly adopted new medium in history. 

Without a doubt, the Internet has changed our lives tre- 
mendously. We no longer have to passively sit and absorb  
whatever  news  and  information  the  traditional  media  
want to send our way but we can select what we want to  
know.  Online  technologies  have  sprouted  new  ways  of  
gaining news and information and having an individual   
voice. Despite these unique qualities, the Internet also has  
many of the same properties as the traditional print and  
broadcast media. It delivers audio, video, text, and graph- 
ics in one package. 

Not  only  has  the  Internet  changed  the  way  we  receive  
and  provide  information,  but  it  is  also  altering  our  tra- 
ditional  media  use  behaviors.  Millions  of  people  around  
the  world  log  onto  the  Internet  on  a  regular  basis.  For  
some,  the  Internet  will  always  be  a  supplement  to  radio  

      

 
and  television,  but  for  others,  the  Internet  may  become  
the medium they turn to first for news, information, and  
entertainment. 

Online radio delivery has attracted many users who pre- 
fer  clicking  a  button  to  hear  their  favorite  audio  over  
tuning  in  to  an  over-the-air  station.  For  audio  provid- 
ers, online radio is relatively easy to set up and inexpen- 
sive  to  maintain.  Given  all  this,  cyber  radio  is  the  ideal  
medium for those who want to reach a global audience. 
People have been enamored with television and the act   
of  watching  television  since  the  1940s,  which  means  it  
will   be  hard,  if   not  impossible,  to  tear  them  away  from  
this  medium.  For  people  to  abandon  television  for  the  
Internet,  it  will  have  to  resemble  television  in  how  it’s  
used, in program quality, and in content delivery. 

Clearly,  the  Internet  is  quickly  catching  up  with  radio  
and television when it comes to news delivery. In many   
ways,  the  Internet  has  surpassed  radio  and  television  
when  it  comes  to  providing  in-depth  news.  The  web  is  
not constrained by time and space, as are the traditional  
media.  News  can  be  posted  immediately  and  updated  
continuously,  as  the  situation  warrants.  Moreover,  
weblogs  and  vlogs  redistribute  news  and  information  
delivery from established media into the hands of every- 
day people. 

Broadcast  radio  and  television  networks  and  stations  are  
competing  among  and  between  themselves  and  with  
the  Internet,  often  with  their  own  online  counterparts.  
Television  and  radio  must  compete  with  the  web  for  a  
fragmented audience and precious advertising dollars. The  
traditional media are concentrating their efforts on design- 
ing web sites that will draw viewers away from their online  
competitors. But at the same time, they have to be sure that  
they don’t lure viewers to the web at the expense of their  
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over-the-air fare. Even though research differs on whether  
the Internet is taking time away from radio and television,  
even  a  short  amount  of  time  spent  online  is  time  taken  
away from the “old-line media” (Dizard, 2000). 

The Internet is still a relatively new medium, and so no   
one knows for sure what form it will end up taking as it   

keeps changing and adapting to technological innovations  
and  diverse  social  and  cultural  needs.  But  what  we  do  
know is that it has had an enormous impact on the radio  
and television industries. If the prognosticators are right,  
the web will eventually merge with radio and television,  
offering both conventional radio and television fare and  
web-based content through a single device. 
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