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THE TRADITIONAL AND THE NEW MEDIA 

 

Understanding the media 

A MEDIUM is a ‘channel of communication’ – a way of sending and receiving information. 

When we read a newspaper or watch a television show, for example, something is always 

communicated I some way. Each of these are called a MEDIUM and collectively, they are known as 

MEDIA. 

The term Media usually refers to communication with large audiences. Hence, it is broadly defined as a 

‘ONE-TO-MANY’ communications (such as a newspaper author that writes an article for the newspaper 

many people will read) 

Dutton et al. (1998) outlined a series of characteristics that make up the media, and therefore makes it 

different from other types of communications, like INTERPERSONAL COMMUNICATIONS occurring on a 

ONE-TO-ONE basis (such as a phone call). These include: 

1. IMPERSONAL, the sender of the media message does not know the receiver. 

2. ONE-WAY, it follows a broad route from the creator of the message to the consumers. 

3. COMMODIFIED, you need to be able to afford certain services, like have access to the internet, 

making the media come at a price. 

4. PHYSICALLY AND TECHNOLOICALLY DISTANT, everyone receives the same intended message  

5. ORGANISED, it requires a vehicle, such as a television receiver, in order to send and receive the 

message. 

6. LARGE-SCALE AND SIMULTANEOUS, global audiences watching at the same time, like the World 

Cup’. 

7. LACKING IN IMMEDIACY, the audience plays no part in creating the message. 

These are all common features of the OLD MEDIA, where the situation today has broadly changed and 

become more complex with the creation of the NEW MEDIA that does not fit in with these 

characteristics. 

The new media, such as social media platforms (Facebook e.g.), allows for communication that is: 

1. ONE-TO-ONE, such as an email 

2. ONE-TO-MANY¸ like posting on Facebook 

3. MANY-TO-MANY, including PEER-TO-PEER networks that use software to link individual 

computers and form a single network. Something that SHIRKY (2008) terms as ‘GROUP 

CONVERSATIONS’. 

As a result, the varied ways of communicating mark a difference between the old and new media. 

However, a feature which is broadly found within both of these categories is the nature of OWNERSHIP 

and CONTROL. 

There are 2 main processes which are common in all modern media behaviors in today’s contemporary 

society: 
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1. CONCENTRATION OF OWNERSHIP: This refers to the idea that the media today are increasingly 

being controlled by a small number of large media corporations and powerful individuals. In the 

past 50 years, there has been witnessed the growth of the trend towards fewer media owners 

controlling the media market.  

Concentration of ownership refers to a long-term global trend where the media market is in the 

hands of a few media corporations, such as Alphabet and Walt Disney. (BAGDIKIAN (2004) 

notes that in the USA, in 1983 around 50 corporations controlled the news media, but by 2004 

this number has been reduced to 7 corporations). 

This concentration also raises questions about PRODUCT DIVERSITY; consumers are offered a 

range of limited products to choose from, all of which say much of the same thing. In fact, 

MCCHESNEY (2000) argues that there is always an appearance of choice. For example, there are 

many television channels today however, the content is largely HOMOGENOUS – cheaply made 

and repetitive. 

Media corporations are seen to constantly lose and gain the MARKET SHARE, where they take 

over or are taken over by other bodies (e.g. Until 2008, a major media platform was Myspace 

but did not persist with the increased popularity of Facebook which came to existence in 2004) 

 

2. CONGLOMERATION: Refers to media company developing interests across different media 

through a process of DIVERSIFICATION¸ becoming a CONGLOMERATE. Examples of these 

CROSS-MEDIA OWNERSHIPS: Finnivest, owned by Silvio Berlusconi is based on a wide range of 

different types of printing – from magazine to newspapers as well as Amazon, which is a more 

recent example. Amazon, while being the largest book seller worldwide, has developed interests 

in moving image media. 

 

 

Digitalisation 

Involves the changing of media from ANALOGUE to DIGITAL FORM. 

Examples of how the old media forms have digitalized include: 

1. Newspapers today have migrated to include both print as well as online platforms. In fact, some 

magazines and newspapers are only available online (for example, Taloussanomat used to be a 

print newspaper but after 2007 moved to becoming an online-only newspaper) 

2. Music today can be streamed on the web, for example with Spotify, where we do not have to 

buy a vinyl or even a cassette. 

DIGITALISATION and it related changes have altered not only the ways we use technology, where now 

we can watch shows on both the television, PCs as well as tablets, but also how we consume the media, 

such as some television shows can be streamed and enjoyed on ‘on demand’ web sites online, no 

watched at a specific time. 

 

 



3 
 

 

Social Media 

Digitalisation, the expansion of the internet and the widespread use of computer technology have been 

accompanied with the growth of INTERCATIVE MEDIA, where people have the ability to create and 

consume information with each other.  

Examples include: Social gaming, video sharing, blogs and, more specifically, platforms like Facebook, 

Twitter and WeChat found in China, which are all different from both the TRADITIONAL ONE-TO-ONE 

COMMUNICATIONS as well as the MASS MEDIA, being ONE-TO-MANY. 

Instead, the social media, while owned by media corporations, allows the consumers to create their own 

content and create their own networks. Hence, being a ‘MANY-TO-MANY’ MEDIA COMMUNICATION. 

Social media are relatively new, both through its widespread use as well as its impact, rapidly developing 

and hence putting sociological material which is both new, and at a risk of becoming outdated.  

 

Debates of who controls the media 

There is a widespread debate of whether the media is controlled by the owners or by someone else. 

There are two types of ownerships: 

1. PRIVATE OWENRSHIP, run by individuals, families or shareholders for profit 

2. STATE OWENRSHIP, involves government controls, which differs across countries. For example, 

in China, the government directly oversees all the media content in the state-run televisions and 

tightly controls access to the internet). 

From the beginning, in the UK (as well as many other countries), newspapers and magazines were 

PRIVATELY OWNED, while the radio and television, BROADCAST MEDIA, was initially provided by the 

indirectly state-run BBC. It was only later that competitions emerged through forming privately owned 

broadcasters. 

 

The significance of OWNERSHIP is that owners have the potential to decide what to publish or not for 

the audience. This is a form of CENSORSHIP, that can be both DIRECT or INDIRECT. Private owners have 

the full decision over what content to publish. State run companies, however, do not have this liberty 

and are subject to political controls over what they can publish. 

An alternative interpretation is that the day-to-day operation and running of the business is not so much 

in the hands of the MEDIA OWNSERS as much as the SENIOR WORKERS, referred to as CONTROLLERS. 

Pluralists argue that the media is increasingly controlled by what Galbraith (1967) calls the 

‘TECHNOCRATIC MANAGERIAL ELITES’ who, however well-paid, remain employees and not employers. 

Many media bodies are owned by shareholders. Where no shareholder has the overall control over the 

media body, it is the managers that make the important daily decisions of the media corporation. 
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However, in this COMPETITIVE WORLD, it is the CONSUMERS who exercise the true power over the 

organizational behavior. If consumers do not like what is being published, then the organisation needs 

to meet the demands of the audience or risk going out of business by other companies who are able to 

adapt. 

Where the media companies are forced to compete for market share and consumers, it is the 

consumers which hold the true power over the media’s behavior. 

 

 

Differences between the traditional and the new media 

Globalisation has encouraged DIVERSITY and COMPETITION, through what Davis and McAdam call a 

‘NEW ECNOMIC SHIFT’. 

Media companies have become networks that operate across national borders, having a FLEXIBLE 

STRCUTURE that effectively allows them to meet and respond to the new technological demands.  

These bodies are commonly owned by shareholders, like banks, and are rarely controlled by individuals 

(even Facebook, which was produced by a group of employees including Mark Zuckerberg, are now 

controlled by a range of both individual and institutional shareholders). 

MODERN MEDIA CONGLOMERATES, as a result, can be seen as DIVERSE ORGANISATIONS operating on 

a wide range of different MARKETS to meet an equally wide range of CONSUMER DEMANDS. This 

economic situation has consequently led to a wide range of different publications; from broadcasting 

through print to digital media).  

This diversity has also been encouraged through the growth of cheap and widely available computer 

technologies built on the internet that has: 

1. REDUCED COSTS FOR MEDIA PRODUCTION 

2. OPENED ACCESS TO THE MEDIA MARKET FOR ALL 

3. GIVEN MEDIA PRODUCERS ACCESS TO A WIDE AND GLOBAL AUDIENCE 

The new media has allowed for more INTERACTIONS than was possible with the old media. Also, it 

allows people to contribute to the old/traditional media through sending pictures online for a 

newspaper article, for example. 

 

 

The debate whether traditional media has been undermined by the new media 

New technologies have made it possible for different media to be accessed on the same device at the 

same time. While this changes how people use the media, the media is able to adapt and find new ways 

to reach audiences: 

1. AUDIO: once referred to listening to the radio and recorded music has persisted through the 

generations and despite being one of the oldest media forms, it still widely popular. Today, 
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there are more radio stations as digital has allowed for more broadcasts which can reach global 

audiences. New media means that radio and podcasts can be listened through many devices 

where increasingly, people listen to music through online services, like Spotify. Radio also plays 

a very important role in developing countries where the television is less widespread. 

2. NEWSPAPERS: Have equally adapted to new technologies, through many migrating from the 

print to digital form as people expect the content to be widely available and free of charge, 

changing their media habits. Many nations have witnessed a large decline in the average 

numbers that read a physical newspaper in fact, the PEW RESEARCH CENTRE points out of an 

average decline of the weekday print by 12% as well as the decline in the Sunday print by 13%). 

The New York Times, for example, has managed to successfully include both an online and print 

newspaper, reaching global audiences. This migration for newspapers means that many more 

audiences are spending time reading the content. Such as the British daily mail which although 

has falling numbers of people buying the physical form, it is growing popular online, with an 

average of 50 million visits per month. 

3. TELEVISION: Has remained the most popular leisure activity throughout the world, with an 

average of 85% of adults watching the television in their free time. The development of the 

digital television has resulted into expanding the range and scope of services to include many 

more channels and broadcasts which can reach audiences who previously had limited access to 

the television. Also, members of DIASPORA COMMUNITIES are able to access local channels 

from their place of origin in their own languages. The television now includes high-definition 

channels, catch up services as well as digital television recordings that can be accessed also on a 

range of different devices. Globally, the improvement of the television has led to changing the 

audience, now drawing in a greater number of young viewers. 

A significant change in the television use is also witnessed through the FRAGMENTATION OF 

AUDEINCES. In areas where the technology is well-developed, households often include more 

than a single television set, and members in the family will most likely watch their preferred 

shows separately on both the television as well as mobile phones, PCS, tablets etc. (Apart from a 

range of ‘COMMUNAL EVENTS’ like the world cup) with a wider set of channels catering for 

NICHE AUDIENCES with PROGRAMMING DIVERSITY. 

While television had adapted to the new technological developments, it has lost its role as a 

UNIFYING FORCE for nations. 

 

The ways the traditional media have adapted to the new technology has also been accompanied with 

the loss of control the government previously exercise over the media and the content people were 

exposed to.  No only cam people ‘SEARCH THE GLOBE’ for information, but as Weinberger (2012) puts it 

‘for every fact online, there is an equal and opposite fact’ - which raises questions about the media 

ideological role in society. 

 

 

 

 


