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BLOCK 3  INTRODUCTION: ANALYSIS OF 

PARTICIPATION 
 

After exploring the communication patterns of digital media and critically examining 

the different modes of cyberspace, in Block 3, you will learn the levels of opportunities 

and scopes available for online users on digital platforms. The Units in this Block 

explore the dynamics of user participation and its relationships with the collective 

actions of more extensive human interactions. Since the digital platform is multifaceted, 

users have plenty of tools to convey their messages. More importantly, we need to 

understand that many individuals or groups have a specific reason for their participation 

in the digital space. Let us understand these perspectives in the Block. 

Unit 10: Mode of Production in Cyberspace. The mode of production in 

cyberspace revolutionises economic activities, social dynamics, and technological 

mechanisms. This Unit explores how digital platforms redefine content creation, 

distribution, and commerce. Understanding this transformation is essential for 

comprehending modern journalism and communication. By the end of this Unit, 

you will grasp the dynamics of production in cyberspace, understand the principles 

of online journalism, analyse media functioning in digital ecosystems, evaluate 

journalism’s status in India, and explore challenges and opportunities in digital 

journalism. 

Unit 11: Ideology and Digital Communication. Through this Unit, you will 

understand the symbiotic relationship between ideology and digital communication. 

It explores how ideologies shape content creation, distribution, and consumption 

online. By examining persuasive technologies, echo chambers, and biases, you will 

gain insights into the complexities of digital discourse. Case studies illuminate real-

world implications, while discussions on the future of civic discourse prompt 

critical thinking.  

Unit 12: Semiotics and Digital Communication. You will understand the 

fascinating world of signs and symbols in the digital realm after reading this 

Unit. From understanding the basics of semiotics to its application in digital 

contexts, this Unit explore how meaning is created and conveyed online. 

Through discussions on digital semiotics, key concepts, principles, and real-

world examples, you will gain insights into the intricate dynamics of digital 

communication. 

Unit 13: Issues of Big Data. In this Unit, you will learn about the vast 

landscape of big data, exploring its definition, characteristics, and types. This Unit 

uncover how big data impacts the media industry, driving business strategies and 

influencing content creation. Moreover, you will critically examine big data’s social 

implications and ethical considerations. 

Unit 14: Political Economy and ICT. This Unit introduces the nexus between 

political economy and information communication technology (ICT). It explores 

political economy’s origins, definitions, and characteristics alongside media 

ownership dynamics. It unravels the evolution of ICT and its role in shaping the 

political economy of personal information. It identifies concepts and the evolution of 

political economy, discusses media ownership dynamics, analyses different schools 

of thought, evaluates ICT challenges, and connects political economy with ICT. 

 



Interaction is a unique feature of digital and online platforms, and this Block 

discusses explicitly the characteristics of interactive platforms. We discuss very 

diverse perspectives on interactivity and the dynamics of digital 

communication, and we hope that you will gain a broader understanding of 

these perspectives. 
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10.0 INTRODUCTION 
 

 

The mode of production is how a society conducts its economic activity to produce 

goods and services. It is also about social relations around such activity and the 

mechanical and technological means to achieve the objectives. 

The cyberspace, which has emerged as an essential component of economic activity, 

requires a new understanding of this process. Driven by software products and 

solutions and digital technologies, cyberspace has added a new dimension to the 

mode of production. 

The mode of production in cyberspace comprises the methods and processes that 

work on a solid IT and digital infrastructure to produce goods and services. While 

some of these methods and processes help produce physical goods faster and more 

efficiently, others produce IT goods and services to facilitate a host of digital services. 

The list includes creating and distributing content, newspapers, multimedia content 

production, e-commerce facilitation, digital payment transactions, and virtual 

conferences (Google Meet, Microsoft Teams, and Zoom). 

Though they started as extensions of real-life processes in the mode of production, 

these processes and methods evolved into an integral part and indispensable part 

of the traditional mode of production. 

In this Unit, we will discuss how the mode of production works in cyberspace media. 

With digital technologies and solutions maturing significantly, the media is transforming. 

The media can now produce standalone, digital-only products and services (YouTube 

channels, e-papers, and podcasts) supported by electronic delivery services (social 

media platforms such as WhatsApp, websites, and emails). 
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Analysis of Participation The emergence of cyberspace has profoundly transformed the traditional modes 

of media production, introducing new opportunities, challenges, and complexities. 

To understand this phenomenon, we need to understand how the mode of production 

in cyberspace works, the key elements that make online journalism succeed, and 

what challenges traditional media organisations face to stay relevant and succeed. 

 
 

10.1 LEARNING OUTCOMES 
 

After completing this Unit, you should be able to: 

 Understand the characteristics and features of the Mode of Production in 

Cyberspace for medium; 

 Understand the key characteristics and principles of online journalism; 

 How the ecosystem works to make media function in cyberspace; 

 Comprehend the status of the mode of production in journalism in India 

and gain insight into the processes and methods of production in this space; 

 Understand the challenges and opportunities of online journalism; and 

 Explore the evolving role of journalists and news organisations in the digital 

age. 

 
 

10.2 MODE OF PRODUCTION - DEFINITION 
 

The mode of production in cyberspace explains the processes and methods of creating, 

distributing, and consuming digital goods, services, and information on digital platforms. 

An ecosystem of digital platforms, content creators, technology service providers, 

gadget manufacturers, online communities, service providers, technology professionals, 

banks, and fintech companies (to facilitate money transactions), regulators, and 

policymakers work to make it possible. 

Journalists, multimedia experts, photo-videographers, software engineers, Search 

Engine Optimisation (SEO) experts, web developers, digital payment players, 

policymakers, and readers are the key stakeholders in the mode of production 

ecosystem. 

 
 

10.3 RELEVANCE OF MODE OF PRODUCTION 

JOURNALISM / MEDIA 
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The media industry is undergoing a radical transformation. The Internet, digital 

platforms, digital technologies, the proliferation of digital gadgets, and affordable 

bandwidth availability have changed how print and electronic media function and 

deliver content. The media convergence (merging of print and electronic media) 

has brought in several changes in newsroom functioning and new content delivery 

platforms (websites, YouTube channels, podcasts, WhatsApp, Telegram, Facebook, 

Koo, LinkedIn, X (formerly Twitter) and podcast platforms). 

This calls for a fresh understanding of the media industry’s mode of production in 

cyberspace. Here are some key aspects of this mode of production. 



Faster delivery of content: The mode of production helps the media reduce the 

time needed to reach its readers or audience. Journalists can reach their target readers 

in real-time. 

Democratisation: Cyberspace has resulted in the democratisation of content 

creation and delivery. Digital gadgets are so powerful that even an ordinary 

individual can create content on par with any established media organisation. You 

can be a citizen journalist and start giving news updates and expressing your opinions 

24 hours daily. You can write blogs or make vlogs (video blogs) and become 

social media influencers. 

New economic activity: 

Due to a well-established mode of production in cyberspace for media, you 

can earn money by creating content. User-generated content is valued by the 

audience, who don’t mind who created it if it informs, enlightens, or 

entertains them. You can teach, build a vast follower base to promote products, 

and get paid for content (video) from advertisers and advertising aggregators 

such as Google. 

This economic activity is ably supported by universal digital payment solutions (Bhim 

app) and banking payment solutions such as IMPS (Immediate Payment Service), 

NEFT (National Electronic Funds Transfer), and RTGS (Real-Time Gross 

Settlement). 

Diversity: The mode of production in media cyberspace facilitates a diverse set 

of people with deep knowledge and expertise in some fields (medicine, psychology, 

sports, music, and sports) monetising their content. This diversity allows people 

from all walks of life to participate in media economic activity, unlike traditional 

media, where only a few organisations form the core of the media industry. 

However, the number of women in the digital media ecosystem could be higher. 

This could distort the representation of women in digital media content. Also, the 

content developed in the digital space is mostly English. Though there are efforts 

to improve the content in Indian languages, English continues to dominate the content 

space, leaving non-English readers out of the space. 

Interactivity 

The media production mode in cyberspace promotes interactivity and exchanging 

ideas in real-time. You can talk to the most prominent political, corporate, scientific, 

and entertainment leaders. Both media organisations, journalists, and users get 

feedback immediately. They can rate your content. If your content is contextual 

and meaningful, it can go ‘viral’ (shared by many people), forcing others to create 

similar content. 

Data journalism 

Cyberspace allows the creators to incorporate visual elements (infographics and 

videos) to make the content more appealing. Since space and time are no constraints 

(common constraints in print, TV, and radio media), media organisations and 

individuals can incorporate large datasets (graphs, images, and videos) to make 

the content more authentic, informative, and entertaining. Content with more data 

convinces the readers and audiences. 
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Activity – 1 However, the mode of production in cyberspace comes with 

certain serious challenges. It leads to the proliferation of fake news, 

misinformation, noise (unwanted and useless content), and fraudulent content. 

Since digital platforms allow quick dissemination of content, this dark side could 

pose serious challenges to communities and countries. 

Analysis of Participation 

 

 

 

 

 

 

 

Check Your Progress: 1 

Note:   1) Use the space provided below for your Answers. 

2) Compare your answers with those given at the end of this Unit. 

1. Explain the key features of modes of production? 

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 

2.  Enumerate the influence of digital technology in new modes of production? 

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 

 
 

10.3 UNDERSTANDING ONLINE JOURNALISM 
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Online journalism creates and distributes content (news, information, and 

entertainment) over digital channels such as websites, social media platforms (ex, 

Facebook, LinkedIn, Instagram, WhatsApp, and YouTube), podcasts, and live 

streaming. 

This will happen in two ways. Traditional media organisations (newspapers, television, 

and radio) have begun to have an online presence. To grow the reader and audience 

base in the digital world, they are trying to tailor or customise the content to suit 

their needs. 

There are digital-only publications that started their ventures afresh, creating and 

distributing content through various digital platforms. 

The content consumption habits of readers and audiences in the digital world are 

completely different from those in the physical world. They want content delivered 

in real-time, wherever they go and whenever they want. They are no longer passive 

news consumers like readers and audiences in the physical world. 

The digital readers and audience want to produce content themselves, give feedback 

immediately, and interact with the news creators. 

User-generated content 

User-generated content is created by individuals who are not attached to any media 

organisation. The availability of affordable digital gadgets, bandwidth, and other 

equipment allows individuals to create and publish their content on digital platforms. 

This type of content ranges from text to videos and podcasts. 



New business models 

Online journalism has erased the physical barriers, allowing content creators (traditional 

media organisations, digital-only publications, and individual creators) to reach out 

to people with a digital gadget. 

It has created new business models. While the subscription model (as in the physical 

world) is one important revenue-generating avenue, the online window has opened 

various new avenues to make money: sponsorships, endorsements, advertisements, 

and promotions. 

Some service providers charge a fee to do all the work required to create and 

distribute the content on behalf of the creators on various digital platforms. They 

also make money by taking a portion of the revenues. 

Social media platforms like Google (and its video-sharing platform YouTube), 

Facebook (and its small video-sharing platforms like Instagram), X (formerly known 

as Twitter), and LinkedIn charge their subscribers to increase their visibility and 

reach. 

Mode of Production 
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10.4 MODES OF ONLINE NEWS PRODUCTION 
 

 

A key aspect of Mode of Production in journalism is producing content for various 

online channels. This includes developing text, video, audio (for podcasts), infographics, 

and specialised content for platforms such as Instagram, YouTube Reels, and 

WhatsApp channels. 

Unlike traditional content formats, cyberspace requires media organisations and 

individual creators to tailor-made content to meet the consumption requirements 

of readers or audiences belonging to different age groups, geographies, languages, 

and tastes. 

Immediacy: 

In sharp contrast to the traditional way of reporting, online journalism The online 

environment enables real-time reporting, allowing journalists to provide instant updates 

and live coverage of events as they unfold. Social media platforms and live streaming 

technologies play a pivotal role in delivering news in real-time, fostering an immediate 

and interactive connection between journalists and audiences. 

Collaboration: Online journalism requires greater collaboration and flexibility among 

reporters and the desk. As against traditional production (ex, newspapers), where 

reporters and sub-editors have abundant time to send reports and make pages, 

online editions require quick action. 

A reporter must file a short report directly (with a photo or video) from the event 

venue and alert the web desk. The web desk must quickly edit and publish the 

report (including the videos and audio) online. Sometimes, coordination is required 

between multiple bureaus. 

Algorithms at work 

One of the digital platforms’ key strengths is their ability to personalise content and 

recommend content users might like to read or watch. Digital media platforms deploy 
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artificial intelligence and machine learning solutions to understand users’ likes and 

dislikes subtly. The algorithms also monitor user content consumption across different 

accounts and websites. 

Depending on a user’s content consumption preferences, the platforms would throw 

‘suggestions’ within the feed and on the sidebars. They would also promote relevant 

advertisements and websites. This will prompt the users to ‘click’ some links or 

‘follow’ certain accounts. 

SEO optimisation: 

A key aspect of online journalism is Search Engine Optimisation (SEO). The content 

needs to be curated and pushed per the machines’ demands. The search engines 

continuously audit and measure the content consumption patterns. Organisations 

need to keep in mind what is being read and watched. They have to strictly follow 

the metrics provided by SEO experts, file and publish SEO-ready reports, and use 

the ‘keywords’ to attract the attention of search engines. 

Storytelling Formats: 

Unlike traditional media formats, online journalism offers a scope to tell stories 

in various ways. Journalists can create content embedding videos, audio, images, 

and infographics. These can be standalone stories, or all clubbed into one. While 

the young audience prefers to consume content in short format (Reels) and longer 

videos, other older consumers expect both short and longer-format text and video 

content. 

Digital-first strategy 

Media organisations have adopted the digital-first or mobile-first strategy to tap a 

huge opportunity in the digital world. Traditional and digitally-only media organisations 

have invested in relevant infrastructure to produce and distribute content across 

various digital platforms. 

They mandate reporters and sub-editors to know the new demands for on-the-go 

content consumption. 

User-Generated Content: 

Digital technologies and platforms allow users to create and publish content 

independently. As it democratises publication, the online window has allowed common 

people to express their opinions, report live events, and showcase their talent in 

various domains. 

It has enabled a participatory approach to content production. Some users have 

gained the confidence of readers and audiences in the digital world for their well- 

informed posts and comments. 

Some are so popular on social media that they have more subscribers or followers 

than most traditional media organisations. 

Traditional media organisations ask reporters and sub-editors to create similar content 

when their posts go viral and gain the world’s attention. They vet the user-generated 

content for story ideas and develop them into full-fledged reports. 



Check Your Progress: 2 

Note:   1) Use the space provided below for your Answers. 

2) Compare your answers with those given at the end of this Unit. 

1. What is the definition of the mode of production in cyberspace? 

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 

2. What are the key elements of online journalism’s mode of production? 

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 

3. What are the key challenges in online journalism? 

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 
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10.5 LABOUR IN ONLINE NEWS PRODUCTION 
 

 

Digital media workflows are not radically different from physical media workflows. 

However, certain additional job roles are required for online news production. Apart 

from reporters, sub-editors, and an editor, digital media organisations employ people 

with skills to create and distribute content. 

Besides journalists (reporters and sub-editors), digital media companies employ digital 

editors, multimedia producers, data analysts, web developers, SEO experts, 

freelancers, videographers, social media managers, web developers, and freelancers. 

Digital Editors: Digital editors play an important role in online news production. 

They manage the editorial process, ensuring immediacy and clarity. If they work 

for a traditional media organisation’s digital publication, they collaborate with the 

print desk and reporters to identify relevant topics for the day and generate content 

accordingly. 

If it is a standalone, digital-first, and mobile-first organisation, its role is much more 

important as it has to drive content generation. It doesn’t have the luxury of taking 

content from the parent media organisation. Also, it must ensure accuracy, clarity, 

and journalistic standards as it produces content. It should work with SEOs to spot 

trends and develop content to meet demand. 

Multimedia Producers: 

Online news production often involves multimedia elements such as videos, audio 

clips, images, and interactive elements. Multimedia producers, which includes job 

roles such as videographers, photographers, and graphic designers. They plan and 
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work with relevant journalists (reports and the sub-editors) to contribute their skills 

to enhance the storytelling experience. They are responsible for planning and lining 

up visually rich website content offerings. They are expected to be well-versed with 

relevant editing software solutions to make the videos very brief. 

Social Media Managers: 

Social media has emerged as an inseparable part of online journalism. Their mandate 

is to monetise the content in the digital space. Those asked to head their respective 

social media teams are responsible for the content generated and published on their 

platforms. After the digital content creation team develops the content, social media 

managers should be cautious when distributing it on their accounts. They should 

not waste time because search engine algorithms reward the first movers by 

prominently promoting the links. 

They need to act very responsibly while handling the feedback from some readers 

on the content and headlines. In some organisations, they also act as audience 

engagement specialists. Some other organisations assign the job to a dedicated 

‘audience engagement’ team. 

Web Developers: 

Web developers and designers are at the forefront of making a website or digital 

property successful. They handle the technical aspects of online news production 

and delivery, help digital media organisations build websites and blogs, and work 

constantly to resolve glitches. They also create an easy-to-navigate homepage and 

help readers find relevant sections. 

Freelancers and experts 

The digital media teams also keep a list of freelancers, who include domain experts 

in various subjects (economy, science, stock markets, information technology, etc). 

The team alerts them well in advance for special articles on special occasions (satellite 

launches, budget presentations, and health emergencies). 

Citizen journalists 

Digital technologies and platforms have democratised the ability to publish content 

freely. People with simple digital devices and a good broadband plan can publish 

content on their social media platforms, blogs, and websites. Technically, they can 

be as fast or even faster than the digital media outlets belonging to traditional media 

organisations. Since they don’t need to spend much on employees and offices, they 

can survive and compete with established players. Sometimes, they follow citizen 

journalists and develop stories based on their posts and comments. 

Recognising their potential, some media organisations allow citizen journalists to 

publish their content on their platforms. 

Challenges: 

Unlike traditional media, digital media is highly demanding. It calls for regular and 

immediate publication of news and other content. Reporters must maintain speed 

and accuracy while filing reports, while sub-editors are expected to process the 

content, giving no scope for mistakes. Any mistake could seriously tarnish the 

organisation’s image. Since readers would like to go to a site that gives them the 

news first, digital media organisations are under stress to meet the demand. 



Media organisations, in general, and journalists, in particular, face tough competition 

from resource-rich competitors, influencers, and citizen journalists. 

Check Your Progress: 2 

Note:   1) Use the space provided below for your Answers. 

2) Compare your answers with those given at the end of this Unit. 

1. Explain the new job roles in the digital media production environment? 

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 

2. Compare and contrast the modes of production in online vs offline media? 

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 
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10.6 CONTENT CONSUMPTION TRENDS 
 

 

Digital technologies, platforms, affordable digital gadgets, and bandwidth have 

significantly changed how people consume news and other forms of content. 

Digital space 

The proliferation of digital technologies, platforms, and gadgets (smartphones and 

tablets) has allowed people to consume news and other forms of content. The main 

reason for the shift to the digital world is unhindered access to content. People can 

read or watch the content wherever they are. 

Smartphones have become affordable and powerful, with a huge processing capacity 

and memory. However, readers’ attention spans have narrowed, forcing media 

organisations to develop bite-sized (short-length) reports and videos. For those who 

have time, they produce longer-duration content (long-form stories and longer videos). 

Emergence of social media 

The proliferation of digital technologies and gadgets facilitated the penetration of 

social media networks such as YouTube, Facebook, X (formerly known as Twitter), 

LinkedIn, Truecaller, WhatsApp, Koo, and Instagram. These platforms allow users 

to publish photos, opinions, and videos, exposing them to many other users worldwide. 

This has opened many opportunities for people to showcase their talent and 

express their opinions on any issue. 

Algorithms and customised content 

Digital technology companies like Google and Facebook use artificial intelligence 

and machine learning solutions to carefully monitor their users’ content consumption 

preferences and online behaviour their users’ online behaviour. Based on the analysis, 

they automatically curate the content and suggest the content that suits their likes. 
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Analysis of Participation They also block or report abusive or unwanted content that doesn’t suit their tastes 

and opinions. Based on the feedback, the algorithms prepare personalised content 

suggestions. 

News aggregators 

The Internet is an ocean of information and content, and people can’t find the right 

content. Some media organisations have started news aggregating services to help 

them identify relevant sources of information. These companies filter the Internet 

and segregate news reports according to user preferences. Google, Flipboard Daily 

Hunt, and Inshorts are some of the aggregators. This helps users save time and 

effort in accessing the content they like. 

 
 

10.7 THE IMPACT OF MEDIA CONVERGENCE 
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Media convergence is at the heart of this transformation in the media industry. 

According to media studies experts, convergence is integrating separate media (print, 

radio, and television) to provide a common platform. This converged platform allows 

users to access content from all media platforms seamlessly. 

Media convergence has forced traditional media organisations to create exclusive 

web teams to develop content for digital readers and audiences. It has also required 

journalists (reporters and sub-editors) to equip themselves with tools and skills to 

produce content for digital readers. 

Journalists are expected to become multitaskers. In addition to writing stories for 

the print medium, they are expected to learn multimedia storytelling by incorporating 

elements such as photos, videos, and infographics in their reports. 

Multi-platform Publishing 

Convergence has erased the boundaries between various media platforms, which 

used to function separately. While print medium reporters are expected to do video 

interviews and podcasts, television and radio reporters are asked to file reports 

for their web editions. 

Social media factor 

While convergence media has allowed traditional media organisations to reach more 

audiences, it has also required journalists to spend additional time developing content 

for digital editions and engaging with readers there. 

The requirement to constantly monitor developments and file reports puts heavy 

pressure on journalists. Citizen journalism is also posing a challenge. Many people 

are publishing posts and reports on even small developments. When some of such 

posts or reports go viral, it puts pressure on journalists and media organisations to 

produce similar content. If they don’t, they will be left out of online metrics. 

They are also expected to take and respond to readers’ feedback, including hateful 

and abusive comments from trolls. 

Impact on small publications 

Media convergence profoundly impacts traditional media organisations, which don’t 

have the financial resources to open digital properties. With readers shifting their 



loyalties to digital media platforms, newspapers have reported a significant drop in 

circulation and revenues. To cut costs, they reduced the number of pages and jobs. 

Several publications had to close operations, unable to take the pressure any longer. 
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10.8 FUTURE - POLICY SOLUTIONS, 

INDEPENDENCE, AND ACCOUNTABILITY 
 

 

Online journalism is here to stay. Though it is still evolving as different media 

organisations are at varying levels of adapting to digital transformation, it is important 

to note that online journalism will be the order of the day. We need to find ways 

and means to oversee its evolution to streamline its growth. 

Policy Suggestions: 

As the digital media space expands rapidly, we must discuss and evolve a policy 

framework to help the media industry tap the opportunity and address its challenges. 

Good policy support will help build a healthy and independent news ecosystem. 

Governments should safeguard press freedom, ensuring journalists have the freedom 

to report. 

Governments should promote media literacy initiatives to educate people about 

misinformation, fake news, and fact-checking. They should work with bodies like 

the Press Council of India and Press Academies in different States to organise 

workshops to teach multimedia skills to journalists. 

It is essential to protect the independence of news organisations. It is essential for 

a healthy democracy. Media organisations should foster editorial independence, 

allowing journalists to report stories without bias or external pressure. 

Accountability: 

Accountability is a key attribute that helps media organisations earn trust and credibility. 

Transparency in funding and revenue sources plays a significant role in building trust. 

Media organisations should implement a mechanism to process content diligently 

and check facts thoroughly before publishing such articles. 

Digital media organisations should answer their readers, engage with them on various 

social media platforms, collect feedback, and initiate corrective measures. 

By taking a balanced approach to the above-mentioned issues, media organisations, 

society, and event organisers must factor in their feedback. 

Key challenges 

The mode of production in online journalism faces several challenges. Some are 

extensions of the fundamental challenges it faces in the physical world. The digital 

world accentuates some of the problems and presents certain new challenges. 

Digital Divide 

There is a huge digital divide worldwide, creating disparities in access to technology, 

Internet connectivity, and digital literacy. The gap between people with digital gadgets 

and resources and those who don’t is increasing daily. Though smartphone and 

bandwidth prices have decreased significantly, making them more accessible, the 

divide continues regarding access to digital resources. 
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The mode of production in cyberspace has further aggravated the digital divide, 

which can prevent equal participation and opportunities in the online economy. 

Resource crunch 

The media industry faces financial challenges due to shifts in content consumption 

preferences. More and more people are consuming content on digital gadgets, requiring 

all media organisations to produce and distribute content through digital media. 

However, the digital transformation process requires huge financial and human 

resources, and most traditional media organisations lack the financial resources to 

embark on it. 

The challenge for more prominent organisations that can invest money in digital 

transformation is that digital media channels are not yielding enough revenues. Existing 

ventures report lesser revenues, and the digital channels are not making enough money 

to justify the investments. This has become a big challenge for the media industry. 

Skill shortage 

To prepare for new responsibilities (catering to digital readers and audiences), 

journalists must equip themselves with new skills and learn new processes. 

Unfortunately, not all media organisations invest money upgrading their employees’ 

skills. However, they expect them to contribute heavily to producing and disseminating 

content on various digital platforms. 

The journalists are being asked to spend more time and do more work without 

being given additional remuneration. They are left to themselves to learn new skills 

to make themselves relevant. This is impacting their quality of life. 

Misinformation and fake news 

The proliferation of digital technologies, platforms, and cheaper Internet plans have 

allowed more people to open websites and digital TV channels. Since no effective 

controls and regulations exist, the scope for misinformation and fake news has increased 

significantly. Unverified news and deliberate attempts to spread false news could 

pose serious societal challenges. 

Intellectual Property 

The digital space also poses a serious challenge to intellectual property rights. Content, 

the key raw material for media organisations, is copied extensively by some people. 

They are using the copied content to develop stories, causing severe losses to those 

who created it. 

Large Language Models 

Large Language Models (ex: OpenAI’s ChatGPT, Microsoft’s CoPilot, and Google’s 

Gemini) have begun to enter newsrooms. This, however, could cause some problems 

as the answers provided by the LLMs could violate the copyrights of other creators. 

Also, there is a possibility that the answers might include unverified facts, numbers, 

and quotes. Using such unverified data could not only mislead the readers but also 

tarnish the image of the media organisations and journalists. 

LLMs are not just about creating text content. Many can also create images, videos, 

presentations, and songs. However, these LLMs can also cause similar problems 

if not used properly. 



However, there is a solution. Some IT professionals and companies are developing 

SLMs (Small Language Models), which work on a specific domain and the data 

created by a specific organisation. An organisation can effectively use the data it 

creates when it develops its own SLM. 

Data Privacy and Security 

Cyberspace’s mode of production is largely about the development, collection, 

storage, analysis, and distribution of huge amounts of data, including personal and 

sensitive data. Any breach into computer networks could result in the theft of sensitive 

data, exposing people’s privacy. Loss of data to hackers could cause severe losses 

to media organisations. Organisations should focus on deploying strong cybersecurity 

solutions to protect the data. 

Platform monopolies 

The domination of digital technology companies such as Google and Facebook, 

which dominate the digital publishing platform business, creates platform monopolies 

in the digital space. They play a dominant role in the mode of production in 

cyberspace. They can control what content should be published, read, and 

shared worldwide. This has triggered a global discussion. 

Even established media organisations are expected to follow the conditions set by 

such platforms. Several media organisations and countries have openly opposed 

their domination in the digital publication space. 

Also, people with huge financial resources can buy space from the platform owners 

to make their content visible. 

Check Your Progress: 3 

Note:   1)   Use the space provided below for your Answers. 

2) Compare your answers with those given at the end of this Unit. 

1. Name three skills journalists must acquire to be relevant in the digital era. 

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 

2. Name two digital platforms and describe their role in the digital mode of 

production. 

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 

3. What is data journalism, and why is it significant in today’s media landscape? 

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 
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Analysis of Participation
              10.9   LET US SUM UP 

 

There is a need to understand and assess the mode of production in the media 

industry in the backdrop of the evolution of media convergence. It will help the 

ecosystem streamline and standardise processes and define job roles. Since online 

journalism expects media organisations to update their websites and digital channels 

around the clock, it causes stress and anxiety among journalists and others involved 

in news production delivery. It also poses the challenges of misinformation, fake 

news, and deep fakes. 
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Accountability : The obligation to answer for one’s actions, ensuring 

transparency and responsibility in decision-making 

processes, particularly within institutions or 

individuals holding power or influence. 

Algorithms :  Sets of instructions or rules followed by computers 

to perform tasks, make calculations, or solve 

problems, crucial in processes such as data analysis, 

machine learning, and automation. 

Citizen journalism : The practice of ordinary individuals, often utilising 

digital technologies, to report news and share 

information, contributing to media coverage 

alongside traditional news organisations. 

Data Journalism : Utilising data analysis and visualisation techniques 

to investigate, interpret, and present news stories, 

providing deeper insights and understanding of 

complex issues. 

Deep fakes :  Artificially generated multimedia content, often using 

advanced machine learning techniques, to 

convincingly depict events, people, or statements 

that are fabricated or altered. 

Digital Literacy : The ability to access, evaluate, and critically 

understand information and communication 

technologies, enabling individuals to navigate and 

participate effectively in the digital world. 

Fake news :  False or misleading information presented as news, 

often disseminated through online platforms, with 

the intention to deceive or manipulate public opinion. 

Large Language Models : Advanced artificial intelligence systems capable of 

processing and generating human-like text, used for 

various tasks such as natural language understanding, 

generation, and translation. 

Media convergence : The integration of different forms of media content, 

technologies, and platforms, blurring traditional 



boundaries between print, broadcast, and digital 

media. 

Misinformation : Inaccurate or misleading information, often spread 

unintentionally or deliberately, leading to 

misunderstanding, confusion, or harm. 

Mode of Production : The methods and processes through which goods 

or services are produced, distributed, and 

consumed within an economic system, influencing 

social relations and power dynamics. 

Multimedia :  The combined use of different forms of media, such 

as text, images, audio, and video, to convey 

information or entertainment experiences. 

Online journalism : The practice of reporting, producing, and 

disseminating news content through digital 

platforms, including websites, social media, and 

mobile applications. 

Platforms :  Digital services or applications that facilitate 

communication, interaction, or commerce between 

users, often hosting a variety of content and 

services. 

Privacy and security : Concerns and measures related to safeguarding 

personal data and protecting individuals from 

unauthorised access, surveillance, or misuse of 

information. 

Regulation :  Rules, laws, and policies established by 

governments or other authorities to govern various 

aspects of society, including media, technology, and 

commerce. 

Revenue Models : Strategies and mechanisms through which 

organisations generate income or profit, including 

advertising, subscriptions, donations, and sales of 

goods or services. 

Search Engine : Techniques and practices aimed at improving a 

Mode of Production 

in Cyberspace 

Optimization (SEO) website’s visibility and ranking in search engine 

results, enhancing online discoverability and traffic. 
 

Small Language Models : Simplified versions of large language models, 

designed for specific tasks or applications, with 

reduced computational requirements and 

capabilities. 

Social media : Online platforms and technologies that enable users 

to create, share, and interact with content and other 

users, fostering communication, collaboration, and 

community building. 
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Check Your Progress 1: 

1. The mode of production in cyberspace refers to the economic and social 

structures governing the creation and distribution of digital goods and services. 

It encompasses the mechanisms through which value is generated, exchanged, 

and controlled within online environments, including platforms, algorithms, and 

user interactions. This mode is characterised by digital technologies’ impact on 

traditional production methods, leading to new forms of labour, consumption, 

and power dynamics. 

2. Online journalism’s mode of production comprises several key elements, including 

digital platforms, content creation tools, distribution networks, and audience 

engagement mechanisms. These elements facilitate the creation, dissemination, 

and consumption of news in digital formats, shaping the workflow and practices 

of journalists and media organisations. Additionally, factors like data analytics, 

monetization strategies, and social media integration play crucial roles in shaping 

online journalism’s production dynamics. 



3. Online journalism faces various challenges stemming from the digital environment’s 

complexities and evolving nature. These challenges include issues related to 

information overload, fake news proliferation, audience fragmentation, and 

platform dependence. Additionally, concerns regarding digital privacy, algorithmic 

bias, and revenue sustainability pose significant hurdles for media organisations 

operating in the online sphere. Moreover, the rapid pace of technological change 

necessitates continuous adaptation and innovation to maintain relevance and 

credibility in online journalism. 

Check Your Progress 2: 

1. Modes of production encompass key features defining how goods and services 

are produced in societies. They include factors like ownership of the means of 

production, division of labour, and relationship between producers. Centralised 

planning, market-driven competition, and mixed economies are examples. These 

features shape economic structures and social relations, impacting distribution 

of wealth and power within societies. 

2. Digital technology profoundly influences new modes of production by 

revolutionising production processes, facilitating automation, and enabling remote 

work. It fosters collaborative networks, empowers individual creators, and disrupts 

traditional business models through platforms and sharing economies. Moreover, 

it accelerates innovation cycles, challenges intellectual property norms, and raises 

questions about labour rights and digital inequalities amidst the rise of gig 

economies and algorithmic management. 

Check Your Progress 3: 

1. In the digital era, journalists must acquire skills in multimedia storytelling to engage 

diverse audiences effectively. Additionally, proficiency in data analysis enables 

them to uncover meaningful insights from vast amounts of information. Lastly, 

mastering social media and online community management is essential for reaching 

and interacting with audiences in real-time. 

2. Facebook and Twitter are prominent digital platforms that facilitate communication 

and information sharing. Facebook serves as a hub for social interactions, news 

dissemination, and community building, while Twitter is renowned for its role 

in breaking news, public discourse, and fostering global conversations. 

3. Data journalism involves the collection, analysis, and presentation of data to 

uncover compelling stories and provide insights into complex issues. In today’s 

media landscape, where vast amounts of data are generated daily, data journalism 

plays a crucial role in enhancing transparency, holding institutions accountable, 

and providing audiences with evidence-based reporting, thus contributing to a 

more informed and empowered society. 

Mode of Production 
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Digital communication doesn’t happen in isolation. It is shaped by an ideology, a 

world outlook that helps people understand the world and its ways from a particular 

perspective. This lesson deals with the critical relationship between ideology and 

digital communication. Ideology is a system of values, ideas and beliefs that drives 

people’s understanding of the world. 

Ideology determines content planning, production, distribution, and consumption. 

While ideologies influence content development and consumption and the dynamics 

of digital platforms, digital technologies and platforms help disseminate ideologies. 

Understanding the underlying ideologies in communication and their impact would 

help comprehend how different perspectives are expressed, shared, and debated 

online. It would also help explain how certain opinions are amplified or not reflected 

well on various digital platforms. 

By understanding the interplay between ideology and digital communication, students 

will get insights into how digital technology platforms promote certain views and 

contribute to the polarisation of opinions. 

It will also help understand how echo chambers are created, how algorithms determine 

content distribution, and the challenges involved. You will learn about the role of 

algorithms and recommendation systems based on content consumption patterns. 

You will also learn how certain views are amplified, and digital platforms act as 

gatekeepers. You will explore how ideological polarisation happens in 

cyberspace, how it could lead to echo chambers, and how opinions and beliefs 

are reinforced. It will also focus on how public discourses get polarised. You will 

understand various ideologies and digital technology platforms that influence 

content production, distribution, and consumption by studying these aspects. 

Proliferate and interact within the digital landscape. 

 



 
 

11.1 LEARNING OUTCOMES 
 

After completing this Unit, you should be able to: 

  Understand ideologies and their role in shaping digital content 

development, distribution, and consumption. 

  Understand various ideologies, such as nationalism, libertarianism, 

socialism, and consumerism, and how they manifest in cyberspace.  

  Discuss the influence of digital technology platforms on promoting these 

ideologies and some specific views that reflect them. 

  Explain on the polarisation of views and their impact on public debate.  

Ideology and Digital 

Communication 

 
 

11.2 DEFINING IDEOLOGY 
 

Ideology is a system of values, principles, and beliefs that helps people understand 

and interpret the world, including its social, political, and cultural aspects. It does 

the same thing in digital communication. However, it functions differently because 

of the digital world’s special characteristics. Ideology determines what kind of 

information people are exposed to, how they engage with content in general and 

information in particular, how they convey their opinions, and how they interact with 

the world. 

To understand how ideologies shape how information is produced, shared, and 

consumed through digital platforms and online networks, a person’s ideological 

perspective would influence his or her content generation agenda, the people they 

talk to for information, and the tone and tenor of their discussions on various digital 

platforms. 

Ideological biases can reflect on technological algorithms, promoting certain content 

that is positive to one ideology and muffling content belonging to ideologies that 

don’t go well with the algorithms. 

This will significantly impact the visibility, availability, and accessibility of certain 

viewpoints. 

 
 

11.3 IDEOLOGIES IN DIGITAL SPHERES 
 

 

Like in the physical world, where people believing in different ideologies spread 

their ideas through different means (books, articles, speeches, and movements), the 

digital space is also a place to spread one’s opinions based on certain ideologies 

and use different technological platforms to explain the world in their respective 

outlooks. 

These ideologies are reflected in various ways, using digital communication 

tools to hold discussions and form opinions. 

Let’s explore the ideologies shaping the world’s opinions and how they could 

influence digital communication discussions and campaigns. 

Liberalism: This ideology protects individuals’ rights, such as the right to life, 

liberty and property, freedom of expression, equality before the law, and 

implementing the rule of law. It believes in limited government. 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

193 



Analysis of Participation 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
194 

In digital communication, people who believe in liberalism support social justice 

causes, defend the fundamental rights of individuals, promote inclusive language and 

representation, and advocate digital privacy rights. 

They create dedicated websites, use social media platforms, and participate in online 

campaigns supporting the causes to promote liberal views. They also quickly take 

to social media when liberal views are attacked. 

They also join international campaigns and organisations that align with their views. 

Digital technologies and platforms allowed them to connect with like-minded people 

from all over the world. 

Feminism: Feminism is an ideology that defends women’s rights and fights against 

all forms of oppression and discrimination against women. Feminists feel that women 

face discrimination at different layers – in their workspaces, roads, and houses. They 

fight against sexual exploitation, lower wages for women, violence against girl children 

and gender biases in the workplace. 

Feminist movements and worldwide campaigns have resulted in several pro-women 

policies and laws that protect women’s rights women’s rights. 

For example, the Government enacted the Sexual Harassment of Women at Workplace 

(Prevention, Prohibition, and Redressal) Act in 2013, which mandates all organisations 

to set up an Internal Complaints Committee (ICC) to protect women from sexual 

harassment. All organisations that employ ten or more employees must form a 

committee to protect the rights of women employees. 

The National Commission for Women (NCW), a Central Government organisation, 

can take suo moto actions against acts of violence and oppression in any part of 

the country. 

Feminists take an active role in protecting women’s rights in the digital space. They 

use digital technologies and platforms efficiently to defend these rights, highlight issues, 

and gather support for different causes. They also join international online communities 

and groups to promote awareness of the rights of women and girl children. 

They, however, face challenges like trolling and online abuse. Some women’s 

organisations and activists fight such attacks, defending their right to speak to support 

women’s rights. 

Capitalism: 

Capitalism is an ideology that advocates economic growth through private ownership 

and free markets. It advocates policies and laws that create an environment favourable 

for investments and the smooth functioning of factories. It also wants Governments 

to provide incentives and special schemes to promote investments, entrepreneurship, 

and digital marketplaces (such as Amazon and Flipkart). 

In the digital space, the supporters of capitalism propagate views that promote the 

ideology. They invest in media organisations which build public opinion in support 

of policies that support capitalism. 

They use virtual platforms such as Facebook, X (formerly Twitter), LinkedIn, Zoom 

and Teams and organise conferences and debates to discuss government policies 

and economic issues. 

 



Communism: 

Communism is an ideology that advocates a classless society where a nation’s 

financial and economic resources are owned collectively and distributed based on 

one’s needs. It believes in a government-owned and administered by workers and 

farmers. They oppose capitalism, which supports a pro-industry form of governance. 

In the digital space, people who believe in communism use online forums and platforms 

to promote Communist principles and engage in discussions with those who 

oppose it. They also set up online groups, resources, and websites to champion 

their cause. 

Dictatorship: 

A dictatorship is a form of government in which an individual, a group of individuals, 

or an Army takes full control and dictates how it should be run. It believes in centralised 

authority, censorship, surveillance, restriction on freedom of expression, and other 

fundamental rights. 

In the digital space, dictators take control and decide what sort of online resources 

should be available to people. They monitor various digital technologies to monitor 

people’s online activities and take immediate action to express views against 

dictatorship. They resort to online propaganda in support of the government and 

its policies. 

Digital spaces are under the complete control of governments run by dictators. 

Socialism: 

Socialism is an ideology that advocates equitable distribution of wealth, opportunities, 

and resources. They oppose the domination of a few individuals or corporate houses 

and respect people’s fundamental rights. They promote collective farming and 

collective ownership of factories. 

In digital spaces, people who believe in this ideology promote the basic tenets of 

socialism, including freedom of expression. They try to build consensus on policies 

and laws that uphold individuals’ rights, build digital resources and communities to 

promote awareness and oppose attempts to silence voices. 

Nationalism: 

Nationalism is an ideology that takes pride in a nation’s history and culture. It tries 

to unite the people of a country by strongly promoting national pride and invoking 

historical attempts to undermine its prestige. 

They oppose all other ideologies, which, they think, are detrimental to the nation’s 

interests. 

In the digital space, they use digital technologies and platforms to rally around people 

in favour of nationalism. They build online communities and resources to spread 

messages in support of nationalism. They use messenger platforms like WhatsApp 

and social media platforms like Facebook and YouTube to create content and spread 

it among their followers, who, in turn, would share it with their friends. 
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Analysis of Participation Check Your Progress: 1 

Note:   1)   Use the space provided below for your Answers. 

2) Compare your answers with those given at the end of this Unit. 

1. Name three ideologies and explain the key features. 

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 

2. What is meant by bubbles, echo chambers and biases? 

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 

3. What are the key concerns about bubbles, echo chambers and biases? 

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 

 
 

11.4 PERSUASIVE TECHNOLOGIES 
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Digital technologies and platforms can influence people’s opinions, beliefs, habits, 

and attitudes. These are called Persuasive technologies, which include various tools, 

platforms, and solutions. These techniques can be used for both good and bad 

purposes. 

They can be used to inform and educate people on various topics and issues by 

creating engaging and interactive content. They also can be used to manipulate the 

target audience by feeding them with highly opinionated and biased content. 

Social media: Social media are digital platforms such as Facebook, YouTube, 

WhatsApp, Instagram, Reels, and blogs that play an important role in shaping people’s 

opinions. They spread information, opinionated articles, and visual content to influence 

and reinforce people’s views on various issues. 

Advertising: Advertising promotes products, services, and opinions. Corporate 

and political organisations use a variety of advertising platforms to share attractive 

product promotion content. They use celebrities and other influencers in targeted 

advertisements to spread the message. 

They use platforms and algorithms to create targeted digital advertising campaigns. 

They can tailor advertisements based on age, language, gender, financial status, caste, 

and religion. 

Propaganda: Propaganda is creating and promoting content to a particular viewpoint. 

In this form, organisations, political parties, and governments deploy curated content 

and distribute it using online channels. This biased content influences people favouring 

a particular ideology, party, or organisation. 



Gamification: This technique creates engaging content to persuade users to consume 

it. It uses attractive visuals, multimedia content, and interactive techniques to keep 

users hooked to the content. 

While there are various persuasive methods in the digital space, there are a few 

theories about how these methods work. The list includes Captology (computers 

as persuasive technologies), Nudge theory, the influence of default settings on digital 

devices, and the Unintended Psychological Effects of Data Structuring and Display. 

Captology: 

Researchers say computers can persuade users to change their opinions, form opinions 

on various issues, and persuade them to act in a particular direction. 

Computers can also motivate people, help them learn new things, and raise awareness 

of environmental issues, healthcare, politics, science, poverty, and the economy. 

Unintended Effects: 

While targeted attempts to influence people are one form of persuasion, there are 

specific cascading effects or unintentional uses, too. For example, stories about 

philanthropy and animal rights would indirectly inspire people. The positive attitude 

thus created may not reflect immediately, but people will be convinced to believe 

in something after seeing the positive results. 

Captology discusses how technological solutions can be carefully designed to bring 

about positive attitudes and thinking. 

Digital technologies and platforms can influence and encourage users to do good. 

They can also help increase their awareness of various issues. 

However, these can influence people negatively, drive them to do something harmful 

and bring disharmony to society. 

Nudge Theory: 

As the name suggests, in media studies, the Nudge Theory discusses how gentle 

nudging can bring about small positive changes in the behaviour and thinking of 

audiences. 

It discusses how subtle design choices in media platforms, messaging, and content 

presentation can influence people’s behaviours and decisions. It takes cues from 

behavioural economics and psychology to build the argument. 

Specific nudge techniques, such as prompts, default settings, and suggestions based 

on algorithmic observations, can be used to ‘nudge’ the user’s behaviour in digital 

spaces. 

Default settings in smartphones, laptops, desktops, and tablets are one example of 

how nudging happens. By offering specific tools and apps (applications), the default 

settings make the users use them and get influenced or prompted by the content 

offered in such apps and tools (pre-installed payment apps, news aggregators, 

messaging apps and productivity tools such as PDF readers). There is a chance 

that users will go back to such tools and apps repeatedly. 

These default settings can have positive and negative impacts. They can limit a user’s 

experience and view. 
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11.5 BUBBLES, ECHO CHAMBERS, BIASES, 

AND OTHER CONCERNS 
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Ideologies keep people in isolated groups, giving them a limited view. Only certain 

ideologies allow people to consider and respect the views of people who believe 

in other ideologies. Ideologies not open to studying and discussing newer ideas and 

opinions tend to keep people with certain biases. They keep people in echo chambers 

and bubbles, not exposing them to explore diversified views. This is a major concern 

in digital communication as it can lead to a polarised world with low tolerance for 

views that oppose one’s views. 

Biases: 

Biases are not something new in media in the physical world. It is influenced by 

factors such as – rich and poor, gender, language differences, colour, literacy, and 

religion. 

These biases continue to reflect in the digital space. Biases on digital platforms could 

be more pronounced, as these platforms can enforce them more effectively than in 

the physical world. 

Biases are based on ideologies and the respective world outlooks that these 

ideologies propose. The scope for polarisation (pro or against a view or opinion) 

is very high in digital spaces, as the voices with neutral opinions are either subdued 

or silenced. 

Platforms (such as Facebook, Google, YouTube, and other social media platforms) 

promote biases in several ways as they try to personalise content offerings based 

on user’s location, browsing history, preferences of friends, language, and nationality. 

This will lead to echo chambers, where users are exposed to certain content. This, 

in turn, would promote polarisation, removing the scope for diversified views. 

Bubbles: 

In the digital space, a bubble is a phenomenon where people are continuously exposed 

to a limited range of content that subscribes to one ideology. Since people are 

exposed to a particular perspective, they tend to read and internalise only one 

perspective while belittling others. Digital platforms, which use artificial intelligence 

and machine learning-based algorithms, fuel this phenomenon as they grasp user 

preferences and promote content that aligns with user preferences. They also make 

specific news reports and videos go viral, bombarding the users with the viral content. 

On other occasions, they deliberately promote certain content based on advertisers’ 

preferences. 

This technological determination has both positive and negative consequences. While 

it helps users find relevant information that they like, it can bombard them with only 

one perspective. 

Echo chambers: 

Echo chambers are like bubbles. They are online communities or social media 

groups (Facebook, WhatsApp, and X) where like-minded people exchange ideas 

and reports to reinforce their views. They don’t allow others who might have different 

views, and they will not tolerate any view that goes against theirs.



Beyond these groups and communities, they support their ‘friends’ when they face 

difficulties in online or social media discussions. They express their solidarity by 

joining the conversations and lending a helping hand. They amplify their echo chambers 

‘challenging content’ to elicit more support. 

This, in turn, will create an endless chain in which the users of a particular echo 

chamber continuously reinforce their views. This tendency leads to polarisation, where 

two groups fight with one another, removing the scope for neutral and diversified 

views. 

People within bubbles and echo chambers will be less receptive to alternative 

viewpoints, causing damage to freedom of expression and scientific temperament. 

They reinforce deep-rooted biases. 

Misinformation: 

In the digital space, misinformation is a major challenge. Some unscrupulous elements 

deliberately create fake news and misinformation, distorting facts, and other 

developments to defend one’s ideology. Once it is disseminated in social media and 

other online channels, it goes to many people, who tend to ‘forward’ such messages 

intentionally or unintentionally. Many people don’t know whether a particular message 

is factual or fabricated. Since they get it in a social media group (ex, WhatsApp, or 

Telegram), they believe it is true and forward it to others, thinking they are doing 

some social service. 

Misinformation and fake news are created deliberately to gain financial, political, or 

cultural gains. They are used to create differences in societies and communities by 

spreading wrong information, doctored images or videos and highly opinionated 

content. 

Deep Fakes: 

Deepfakes are a kind of misinformation to mislead people. By using publicly available 

audio, images and videos of celebrities and political leaders, cyber criminals manipulate 

original audio files, images and videos and create new files that appear to be genuine. 

They use advanced technological solutions and artificial intelligence to doctor the 

original content. The new files can depict people saying or doing things they never 

actually did. 

The recent example of a deep fake video of a South Indian film actress shows how 

dangerous this phenomenon is. Using this digital technology, one can make a video 

or an image that can completely tarnish the image of a celebrity or a politician. 

It can manipulate people’s opinions and create differences among communities and 

countries. 

Check Your Progress: 2 

Note:   1) Use the space provided below for your Answers. 

2) Compare your answers with those given at the end of this Unit. 

1. What do you understand by Persuasive Technologies? 
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Analysis of Participation       ................................................................................................................... 

................................................................................................................... 

................................................................................................................... 

2. What is the future of civic discourse in the digital space? 

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 

 
 

11.6 CASE STUDIES 
 

When you buy a phone, you must notice that a set of apps has already been installed. 

Identify those apps (Ex, Facebook, Telegram, Gmail, YouTube, Calendar, etc.) and 

note the apps you have used to Loto the services. 

Also, identify the apps that you have not used at all and make a list of such apps. 

Have you used any productivity apps (ex, alarm, calculator, and GPS)? 

Are you a member of any Facebook Community or a WhatsApp group exclusively 

meant for an ideology you subscribe to? 

 
 

11.7 FUTURE OF CIVIC DISCOURSE 
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This is an important issue that requires serious thinking and discussion. Discourses 

in the digital space should be democratic and allow for divergent views. 

At present, discourses, and interactions on digital platforms such as Facebook and 

X (Twitter) are highly polarised, with limited scope for people with neutral views 

or views that slightly deviate from the two diametrically opposing views are minimal. 

People who express a view that opposes a popular view are being trolled. They 

face abuse and harsh criticism, forcing them to keep silent or hold back their views. 

Discrimination is also seen based on language, religion, food habits, culture, nationality, 

and castes. Geopolitical issues also divide people in the digital space. 

The scope for civic discourse, where people can freely express their opinions, is 

limited. 

However, the potential for civic communication is immense, as digital technologies 

and platforms have democratised the ability to publish. People with smartphones 

can post their opinions and comments on any topic—a facility not available before 

the advent of the Internet. 

Digital communication promotes healthy discussions and interactions on digital 

platforms. It also provides opportunities for people with diverse opinions to express 

themselves and present their points of view, allowing even people from marginalised 

communities to participate in public discourses without fear. 



Moreover, they can immediately draw support from like-minded people across 

different geographies. Since digital communication connects people across geographies 

and linguistic barriers, people can access online resources to learn more and actively 

participate in discussions on various platforms. 

Regulation 

This, however, calls for regulation to protect people’s interests from marginalised 

communities and underprivileged sections. Perpetual abuse and trolling must be 

checked, and action must be taken against the offenders spoiling the environment. 

Media regulation will also help address misinformation, hate speech, privacy violations, 

and digital exclusion. 

Digital literacy 

To achieve this, people need to be educated and spread digital literacy. They should 

also be educated on how to tackle misinformation and fake news. If they can distinguish 

between factual and fake news, they will know what posts can be shared with others 

and what posts need to be questioned. 

Many unintentionally become part of ‘bubbles’ and ‘echo chambers’ and participate 

in uncivilised and undemocratic discussions. Exposure to good practices and teaching 

how to behave responsibly in digital public discourses will help create a healthy 

digital space that facilitates civic discourses. 

Ideology and Digital 
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11.8 LET US SUM UP 
 

 

Ideologies are the means through which people understand the world. A variety of 

ideologies are practised across the world. Like in the physical world, ideologies 

influence people’s thinking and content consumption behaviour in the digital space. 

People use digital technologies and platforms to promote their points of view and 

defend their perspectives based on different digital platforms. 

Influence what information people consume, how they participate in online discussions, 

and ultimately their worldview. 

Digital technologies and platforms are called ‘persuasive technologies’ as they are 

used to convince, encourage, or persuade people to believe in or do something. 

Digital communication employs techniques to influence users’ opinions and behaviours 

subtly. Social media algorithms curate content and suggest ‘relevant’ content to people 

based on content consumption patterns. They also promote content that goes viral 

on various digital platforms. 

Sometimes, some platforms deliberately promote content that reflects a particular 

ideology. 

Other techniques, such as ‘nudge theory’ and default settings, encourage people 

to consume content in a particular way. These persuasive techniques create bubbles, 

echo chambers and biases. 

This results in the polarisation of people in the digital space, restricting people to 

thinking narrowly. It kills divergent views and perspectives, leaving little or no scope 

for pluralistic views. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

201 



Analysis of Participation While digital platforms have the potential to encourage diverse viewpoints and healthy 

debate, they also present challenges such as bubbles, digital echo chambers, 

misinformation, privacy, and biases. 

To promote pluralistic views, regulation is needed to protect the users from abuse, 

trolling, misinformation and erosion of privacy and trust. 

There is a need to promote digital literacy to educate people on different dimensions 

of digital communication and the need to respect the views of others. 

 
 

11.9 KEYWORDS 
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Algorithms :  A set of instructions or rules followed by a computer 

program to solve a problem or perform a task, often 

used to process data, and make decisions. 

Biases :  Preconceived notions or preferences that affect 

judgement and decision-making, often leading to 

unfair treatment or inaccurate conclusions. 

Capitalism :  An economic system characterised by private 

ownership of the means of production, profit-driven 

markets, and competition, where goods and services 

are exchanged in a free market. 

Cryptology :  The study of techniques for secure communication 

in the presence of third parties, encompassing both 

cryptography (encryption and decryption) and 

cryptanalysis (breaking codes). 

Civic engagement :  Active participation of individuals in their communities 

and society, often involving actions such as voting, 

volunteering, and advocacy for social or political 

causes. 

Communism :  A socio-economic system advocating for common 

ownership of the means of production, distribution 

of resources based on need, and the absence of 

social classes. 

Consumerism :  A social and economic ideology that encourages the 

acquisition of goods and services in large quantities, 

often equating consumption with happiness or social 

status. 

Deep Fakes :  AI-generated hyper-realistic digital content, such as 

images, videos, or audio recordings, often used to 

deceive or manipulate viewers by portraying false 

information or events. 

Default settings :  The preset configurations or options chosen by 

manufacturers or developers for a device, software, 

or platform, which users can modify according to 

their preferences.



Dictatorship :  A form of government where power is concentrated 

in the hands of a single individual or a small group, 

often characterised by authoritarian rule and limited 

political freedoms. 

Digital communication :  The exchange of information, ideas, and messages 

through electronic means, such as the Internet, email, 

social media, and digital devices. 

Digital platforms :  Online frameworks or services that facilitate 

interactions, transactions, or content sharing among 

users, such as social media networks, e-commerce 

websites, and streaming platforms. 

Digital technologies :  Tools, systems, or applications based on digital 

electronics, including computers, smartphones, 

software, and Internet-connected devices. 

Discourse :  Communication or conversation, often involving the 

exchange of ideas, opinions, and arguments on a 

particular topic or issue within a specific context. 

Display effects :  The impact or influence of how information is 

presented or visually displayed, affecting perceptions, 

attitudes, and behaviours of individuals. 

Echo chambers :  Information environments where individuals are 

exposed only to perspectives and opinions that 

reinforce their existing beliefs, leading to the 

amplification of ideological biases. 

Fake news :  False or misleading information presented as 

legitimate news, often spread intentionally to 

deceive, or manipulate audiences for various 

purposes. 

Feminism :  A socio-political movement advocating for the 

equality of the sexes and the dismantling of gender- 

based discrimination and oppression. 

Filter bubbles :  Online information ecosystems where individuals are 

selectively exposed to content based on algorithms 

or personal preferences, potentially limiting exposure 

to diverse viewpoints. 

Gamification :  The application of game design elements and 

 principles in non-game contexts to engage and 

motivate users to achieve specific goals or 

behaviours. 

Ideology : A system of beliefs, values, or principles that guide 

and influence an individual’s or group’s actions, often 

shaping political, social, and cultural perspectives. 
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Analysis of Participation Influence :  The capacity or power to affect the thoughts, actions, 

or behaviours of others, often through persuasion, 

coercion, or social pressure. 

International Complaints  :  A body or organisation responsible for addressing 

  Committee grievances or disputes on an international scale, often 

related to human rights violations or cross-border 

conflicts. 

Liberalism :  A political and philosophical ideology emphasise 

individual rights, civil liberties, free markets, and 

limited government intervention in social and 

economic affairs. 

Manipulation :  The act of influencing or controlling someone or 

something in a deceptive or cunning manner to 

achieve one’s own goals or interests. 

Misinformation :  False or inaccurate information that is unintentionally 

disseminated, often leading to misunderstandings or 

misconceptions. 

Nationalism :  A political ideology emphasising loyalty, pride, and 

devotion to one’s nation, often accompanied by a 

sense of superiority over other nations. 

National Commission :  A government agency or body tasked with 

for Women addressing issues related to women’s rights, gender 

equality, and empowerment within a specific country. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

204 

Nudge theory :  A behavioural economics concept suggesting that 

individuals can be influenced to make certain 

decisions or choices through subtle prompts or 

interventions, without restricting their freedom of 

choice. 

Persuasive technology :  Technology designed to influence attitudes, 

behaviours, or decisions of users through persuasive 

techniques, such as feedback, rewards, or social 

influence. 

Platforms :  Digital or online frameworks that enable users to 

access, interact with, or contribute content, services, 

or applications, often facilitating communication, 

collaboration, or commerce. 

Propaganda :  Information, ideas, or messages deliberately 

spread to influence opinions, attitudes, or 

behaviours, often with a political, ideological, or 

persuasive agenda. 

Social media :  Online platforms and websites that enable users to 

create, share, and interact with content and other 

users, fostering virtual communities and social 

networking.



Socialism :  A socio-economic system advocating for collective 

or state ownership of the means of production, 

distribution of resources based on contribution, and 

social equality. 

Trolling :  Deliberately provocative or disruptive behaviour 

online, often characterised by posting inflammatory 

or offensive comments to provoke reactions or sow 

discord. 
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11.11 CHECK YOUR PROGRESS: POSSIBLE 

ANSWERS 
 

 

Check Your Progress 1: 

1. Three ideologies are liberalism, conservatism, and socialism. Liberalism emphasises 

individual rights, limited government intervention, and free market economics. 

Conservatism prioritises tradition, social stability, and limited governmental change. 

Socialism advocates for collective ownership of resources, wealth redistribution, 

and social welfare programs. 

2. Bubbles refer to personalised online environments where users are 

exposed only to content that aligns with their existing beliefs, reinforcing 

those beliefs. Echo chambers are spaces where individuals interact 

predominantly with like- minded people, amplifying their beliefs and 

isolating them from dissenting viewpoints. Biases are cognitive tendencies  
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that influence perception and decision-making, such as confirmation bias, which 

leads individuals to favour information confirming their preconceptions. 

3. Key concerns about bubbles, echo chambers, and biases include their potential  

to polarise society, hinder critical thinking, and reinforce misinformation. They  

can lead to the spread of extremist views, reduce exposure to diverse perspectives,  

and undermine democratic discourse by limiting meaningful dialogue and  

understanding between individuals with differing opinions. Additionally, they may  

exacerbate social divisions and impede efforts to address complex societal issues  

through collaborative problem-solving. 

Check Your Progress 2: 

1. Persuasive Technologies refer to digital tools and platforms designed to influence 

users’ attitudes, behaviours, and decision-making processes. These technologies 

leverage principles from psychology, behavioural economics, and human-computer 

interaction to encourage specific actions or beliefs. Examples include social media 

algorithms, personalised advertising, and gamification techniques. Through subtle 

cues, prompts, and feedback loops, persuasive technologies aim to shape user 

behaviour towards predetermined goals, such as increasing engagement, promoting 

product sales, or fostering social change. While these technologies offer 

opportunities for positive impact, such as promoting health behaviours or 

environmental sustainability, they also raise concerns about privacy, autonomy, 

and ethical implications. Thus, understanding the mechanisms behind persuasive 

technologies is crucial for navigating their effects responsibly in an increasingly 

digitised society. 

2. The future of civic discourse in the digital space holds both promise and challenges. 

On one hand, digital platforms offer unprecedented opportunities for diverse 

voices to engage in public discourse, democratising access to information and 

facilitating grassroots activism. Citizens can connect, organise, and mobilise around 

social and political issues with greater speed and reach than ever before. However, 

this landscape is also marred by misinformation, echo chambers, and polarisation, 

fuelled by algorithmic biases and online anonymity. Addressing these 

challenges requires concerted efforts to promote media literacy, foster digital 

citizenship, and regulate platforms to uphold democratic values. 

Additionally, promoting inclusive and equitable participation in digital civic 

spaces is crucial to ensure that marginalised voices are heard and respected. 

Ultimately, the future of civic discourse in the digital space hinges on our 

ability to harness technology for constructive dialogue, collective action, and 

democratic governance. 
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12.0 INTRODUCTION 
 

 

Semiotics is the study of signs and symbols and their use in communication. In digital 

communication, semiotics plays a crucial role in understanding how signs and 

symbols 
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Analysis of Participation are used in various digital platforms such as social media, websites, and digital 

advertising. One of its founders first defined semiotics, the Swiss linguist Ferdinand 

de Saussure. Although the word was used in this sense in the 17th century by John 

Locke, semiotics as a tool of analysis was first defined by Saussure. In the late 

19th century, American philosopher Charles Sanders Peirce brought pragmatism 

and logic to semiotic analysis. One of his major contributions to semiotics was 

categorising signs into three main types: Icon, Index and Symbol. We will discuss 

it later in this chapter. 

Digital semiotics explores how digital media and communication technologies shape 

our understanding of the world around us. It is an interdisciplinary field that draws 

on theories from linguistics, philosophy, psychology, and other disciplines to explore 

how digital communication changes how we think, communicate, and interact. 

Semiotics help analyse how meaning is created and conveyed through digital 

communication, including emojis, hashtags, memes, and other visual and textual 

elements. 

Some key research areas in digital semiotics include discourse analysis, social 

semiotics, and digital methods. Discourse analysis studies how different modes of 

communication, such as text, image, and sound, work together to create meaning. 

Social semiotics concerns how social and cultural factors shape the production and 

interpretation of signs and symbols. Digital methods use digital tools and techniques 

to analyse and interpret semiotic data. 

Digital semiotics is an exciting and rapidly evolving field that has the potential to 

shed new light on how we communicate and understand the world around us. 

 
 

12.1 LEARNING OUTCOMES 
 

After completing this Unit, you should be able to: 

 Understand the core concepts of semiotics and explore different 

theoretical framework; 

 Analyse the relationship between technology and meaning; 

 Develop critical thinking skills and apply semiotic tools to analyse digital 

content critically; and 

 Analyse digital communication using semiotic analysis methodologies 

systematically. 

 
 

12.2 DIGITAL SEMIOTICS 
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Semiotics is the study of signs and symbols and their use or interpretation. It explores 

how meaning is created and communicated through signs, which can be anything 

from words and images to sounds and gestures. Semiotics is an interdisciplinary 

field that draws on linguistics, philosophy, psychology, anthropology, and other related 

fields. 



Semiotics is concerned with how signs convey meaning in different contexts and 

cultures. It examines how signs are created, interpreted, and communicated ideas, 

emotions, and values. Semiotics is also concerned with how signs construct identity, 

shape social relations, and influence behaviour. 

The age of new media, which has become an important communication tool, has 

expanded the horizon of semiology. Traditional signs have expanded, and new signs 

have emerged, as seen in new media platforms. Signs like emojis, memes, virtual 

avatars, and many interactive interfaces create new meanings, and semiological 

analysis also includes these signs. 

Digital semiotics is an interdisciplinary field that explores the relationship between 

digital technology and semiotics, the study of signs and symbols and their use or 

interpretation. It combines semiotics with digital humanities, computer science, and 

other fields. Digital semiotics is concerned with how digital technology has changed 

how we communicate and interpret signs and symbols in the digital world. 

New media provides multimedia content in which text, images, and audio/video blend 

into one to convey a single message. Semiologists are now analysing how these 

diverse elements interact and contribute to meaning. For example, a meme provides 

a message by bringing humour to the content. Semiology can study how these memes 

are creating new meaning. 

In traditional media, users consume messages passively, while new media focuses 

on interactivity and participation. In new media, users change their role as receivers 

several times and become creators of the messages. They also comment, like, and 

share the content. Semiologists are exploring how user interactivity and participation 

affect content creation and interpretation of meaning. 

12.2.1 Multimodal Semiotics 

The rise of new media has changed the field of communication. New media has 

made communication more dynamic and vibrant. In traditional media, consumers 

are passive receivers of messages, but in new media, they are not passive receivers 

but active participants in content creation. In traditional media, consumers can access 

information through one medium. For example, newspapers and magazines can get 

information only through text; on the radio, they have audio only; on television, they 

get information through audio/visual mediums. TV as a medium has multimedia 

capability to integrate text into news presentations. But TV also has some limitations. 

New media has brought all these mediums together with some added features of 

interactivity and participation. To understand the complex meaning created by this 

multimedia presentation, multimodal semiology provides a fascinating field that studies 

how meaning is woven through the diverse elements of digital communication. Gone 

are the days when a singular medium was used to deliver meaning. Now, text, images, 

sounds, animations, emojis and interactive elements all play a crucial role in delivering 

meaning to the consumers. Multimodal semiology considers the following elements 

of new media: 

1. Visuals: Visual elements of new media content convey information beyond 

words. Images, GIFs, and videos provide new meaning to the written text 

and invoke emotions in the story. A single image can tell a story more clearly 

than a thousand words. Similarly, a well-timed animation can easily explain 

complex concepts. 

Semiotics and Digital 

Communication 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
209 



Analysis of Participation 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

210 

2. Sounds provide clarity and authenticity and add new value to written 

information. Music, sound effects, and even silence affect a message’s 

emotional and cognitive impact. A haunting melody can set the mood for a 

horror film, while a playful jingle can make an ad instantly memorable. 

3. Interactivity: New media does not promote receiving messages passively; 

it invites user participation. Users are no longer passive recipients; they 

are active participants. Liking, sharing, and commenting are all part of the 

meaning-making process. For example, more liked and shared content gives 

meaning to the content. 

4. Emojis: Emojis have become a new language of communication. An emoji 

can send a message more clearly and with brevity than written words. For 

example, a smiley can impact the receiver more than writing. I am happy. 

These emojis add emoticons to the message. These emojis have multiple 

meanings depending on the circumstances. A  simple smile can be interpreted 

as happy, but it can also be taken as sarcastic if used that way. 

Multimodal semiology equips us with the tools to decode the complex messages 

delivered by new media. By analysing diverse signs, platforms, and user interactions, 

we can become more informed and critical information consumers in a world where 

meaning is no longer confined to the written word. Multimodal semiology can be 

used to analyse the meaning of posts, memes, and other content on social media 

platforms. It can help us understand how different modes, such as hashtags, emojis, 

and visuals, contribute to constructing meaning and identity. 

12.2.2 Social Semiotics 

Social semiology studies the social and cultural aspects of signs and symbols. It is 

focused on how people use signs and symbols in their communication and create 

meaning in their social and cultural contexts. 

The terms “social semiotics” and “social semiology” are used interchangeably, but 

both terms have some differences. Social semiotics focuses on the social construction 

of meaning through signs and symbols. On the other hand, Social semiology 

emphasises the system of signs within a society and how these systems evolved. 

Social semiotics is more interested in knowing how social structures, power dynamics 

and ideologies influence how signs are used and interpreted. Social semiology focuses 

on the underlying codes and rules that govern sign production and interpretation 

within a specific cultural context. However, the core idea of both concepts is that 

meaning is not inherent in signs themselves but rather arises from their use and 

interpretation within a particular social and cultural context. These concepts provide 

powerful tools for analysing various phenomena, from everyday interactions to mass 

media communication. 

The core concepts of social semiology are different from those of traditional 

semiology. Traditional semiology believes that meaning is inherent in signs, but 

social semiology focuses on meaning actively constructed in a social and cultural 

context. It assumes that the meaning of a sign is not fixed; it keeps changing as 

social and cultural contexts change. For example, a smiley can be seen positively 

in informal communication, whereas in formal communication, it might be seen 

as sarcastic. Social semiotics also focus on power dynamics and ideological forces 

in society, which influence the production and interpretation of signs. For example, 



different social groups use symbols, images, and language to mark their identities 

and claim authority. 

Digital technologies have transformed how people send and receive messages, creating 

a new form of social and cultural expression. There are various ways to apply social 

semiotics to study the construction of meaning through digital platforms. One way 

is to analyse how people use signs and symbols like hashtags, emojis, images, and 

audio/visuals to create meaning and express themselves. Another way is to apply 

social semiology to how meaning is constructed using specific symbols for specific 

purposes and widely circulated throughout the culture. 

Social semiotics/semiology can be applied to new media in the following ways: 

1. Analysing social media platforms: Examining how design features, 

algorithms, and user interactions shape meaning making and identity 

construction. 

2. Deconstructing memes: Understanding how shared symbols, references, 

and humour function within specific online communities. 

3. Studying the circulation of news: Analysing how narratives are constructed, 

contested, and spread online. 

4. Examining the role of emojis and other elements: Unpacking the social 

and cultural meanings embedded in visual and non-verbal communication. 

Like multimodal semiology, social semiotics recognise that meaning is constructed 

through words and multiple modes like images, sounds, gestures, and even silence. 

Analysing these diverse elements provides a richer understanding of how social 

interactions produce meaning. Social semiotics is a fascinating field that delves into 

the intricate relationship between meaning-making, social processes, and signs. It’s 

not just about studying signs and symbols but understanding how they are shaped 

and used within specific social contexts. By utilising a social semiotic/semiological 

perspective, we can better understand how communication shapes our experiences 

and interactions in the digital age. 

Check Your Progress: 1 

Note:  1)   Use the space below for your answers. 

2) Compare your answers with those given at the end of this Unit. 

1. What is discourse analysis? 

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 

2. Differentiate between social semiotics and social semiology. 

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 
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Semiotics is not about finding one “correct” interpretation but rather about developing 

a critical and flexible approach to analysing the multiple layers of meaning surrounding 

us in the digital age. Key concepts of semiology help us gain a deeper understanding 

of the complex and fascinating world of digital communication. 

12.3.1 1   Signs 

A sign is something physical, recognisable by our sensory system. It denotes 

something other than itself. Signs are treated by their users as ‘standing for’ or 

representing other things. Take, for example, In the game of cricket, an umpire raises 

his/her index finger as a sign to a batsman. In this case, the sign refers to ‘Out’, 

recognised by the umpire and batsman. This is conveyed from the umpire to the 

batsman, who must leave the ground. Thus, the communication occurred. 

Saussure’s model of sign, which focused on linguistic signs (such as words), defined 

a sign as composed of a signifier and a signified. The relationship between the signifier 

and the signified is called ‘signification’. 

12.3.2 Signifier 

The signifier is commonly interpreted as the physical form of a sign that can be 

perceived through our senses. It is the sign’s image perceived in different forms— 

a figure on the paper, sound in the air, or the colour of the traffic lights/signal. 

12.3.4 Signified 

The signified is the mental image or concept to which it (sign’s image) refers. This 

mental image or concept is common to all members of the same culture who share 

the same language. A signified should be identified as the ‘notion’ of a thing, not a 

thing. 

12.3.5 Signification 

The relationship between the signifier and the signified is called ‘signification’. 

For illustration, let’s take a linguistic example, the word ‘DONKEY’. It might be 

read simply as a word by a child, in which case they become a sign composed of 

the signifier (their appearance) and the mental concept (‘doneness) we have of this 

animal. Or, in case an annoyed person calls another person with the word 

‘donkey’, it might be read differently (in a negative sense) by the person 

belonging to a particular culture. This relationship between a child’s concept of 

‘donkeyness’ or that annoyed person’s notion of ‘donkeyness’ and the physical reality 

of a donkey is “signification”. Here, the word ‘donkeys’ should not be treated as 

literal. It has been used to illustrate the idea. 

A sign is an identifiable combination of a signifier and a particular signified. The 

same signifier (the word ‘donkey’) could represent a different signified (thus be a 

different sign). For instance, a donkey could stand for the appearance of a particular 

type of animal, dumbness, or laziness. Therefore, the signification of a donkey is 

as culture specific as the linguistic form of the signifier in each language. 



 

12.3.6 Codes 

Codes are the systems into which signs are arranged. These systems provide a 

framework within which signs make sense. Codes organise signs into meaningful 

systems which correlate signifiers and signified through the structural forms of syntagms 

and paradigms. 

Saussure defined two ways signs are organised into codes- (1) paradigm and (2) 

syntagm. 

A paradigm is a set of signs from which the one to be used is selected. Example- 

The set of ‘like’ buttons for reacting to any social media post “thumbs up”, “Love”, 

“Haha”, “Waao”, “Sad”, or “Angry”- forms a paradigm; so, does the set of emojis 

that can go within them. Whereas a syntagm is the message into which chosen signs 

are combined. For example- a particular ‘reaction’ (maybe ‘like’ or ‘love’) to any 

social media post is a syntagm, a combination of the chosen ‘reaction’ with the 

corresponding chosen emojis. For better comprehension, we can say that the 

vocabulary is the paradigm, and a sentence is a syntagm. So, all messages involve 

selection (from a paradigm) and combination (into a syntagm). 

Fundamentally, two paradigms give their names to two types of code: analogue and 

digital. A digital code is one whose units (both signifiers and signified) are separated 

or distinct. At the same time, an analogue code works on a continuous scale. A 

digital speedometer in a bike separates each kilometre per hour speed from the 

next. An analogue speedometer in old model bikes or scooters has a continuous 

scale, and it is only by putting marks on the speedometer dial that we can read it 

“digitally”. 

Digital codes are easier to understand because their units are clearly distinguished. 

At the same time, all analogue codes are difficult to comprehend. John Fiske put it 

this way: Nature generally comprises analogue codes. In trying to comprehend or 

categorise nature, we impose digital differences, such as the “seven ages of man” 

or intimate, personal, semi-public, and public distances between people. 

Considering the range, division and sub-division of codes, Daniel Chandler tried 

to organise the range of typologies of codes based on the most widely mentioned 

context of media, communication, and cultural studies. He refers to this classification 

as a tripartite framework. 

1. Social Codes 

 verbal language (phonological, syntactical, lexical, prosodic, and paralinguistic 

subcodes); 

 bodily codes (bodily codes, proximity, physical orientation, appearance, 

facial expression, gaze, head nods, gestures, and postures); 

 commodity codes (fashions, clothing, cars); 

 behavioural codes (protocols, rituals, role-playing, games). 

2. Textual Codes 

 scientific codes, including mathematics; 
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  aesthetic codes within the various expressive arts (poetry, drama, painting, 

sculpture, music, etc.), including classicism, romanticism, realism; 

 genre, rhetorical and stylistic codes: exposition, argument, description, 

narration and so on; 

 Mass media codes, including photographic, televisual, film, radio, newspaper, 

and magazine codes, are both technical and conventional (including format). 

3. Interpretive Codes 

 perceptual codes: e.g. visual perception 

 Ethical codes include ‘encoding’ and ‘decoding’ texts- dominant (or 

‘hegemonic’), negotiated or oppositional. 

These three types of codes correspond broadly to three kinds of knowledge required 

by interpreters of a text, namely knowledge of: 

1. the world (social knowledge); 

2. the medium and the genre (textual knowledge); 

3. the relationship between (1) and (2) (morality judgements). 

Codes and conventions are at the heart of any culture’s experience. They allow us 

to understand our social existence and to locate ourselves within our culture. In 

this context, Fiske says that culture is an active, dynamic, living organism only because 

of its members’ active participation in its communication codes. 

12.3.7 Interpretation 

Since Saussure’s work was primarily oriented towards how signs work, Roland 

Barthes first developed a systematic model for analysing and interpreting negotiating, 

interactive ideas of meaning. The core idea of Barthe’s theory is the idea of two 

orders of signification. 

1. Denotation 

This refers to the sign’s literal, common-sense, obvious meaning. It describes the 

relationship between the signifier and the signified within the sign and between the 

sign and its referent in external reality. Barthes refers to this order as denotation. 

2. Connotation 

The term connotation points to the sign’s socio-cultural and ‘personal’ associations 

(ideological, emotional, etc.). This is when meanings move towards subjectivity. This 

subjectivity depends on the interpreter’s class, age, gender, ethnicity, etc. Connotation 

is thus context dependent. 

John Fiske illustrates these two orders of signification by saying, ‘denotation is what 

is photographed; connotation is how it is photographed.’ 

To read the connotative meaning, Barthes introduced ways in which signs work in 

the second order. Some of them are: 



I. Myth—A myth is a culture’s narrative that explains or comprehends a 

particular facet of nature or reality. According to Barthes, a myth is a culture’s 

method of perceiving or comprehending something. For Barthes, a myth 

is a series of connected ideas or related concepts. 

II. Metaphor—Metaphors transform qualities from one plane of reality to 

another. In semiotic terms, a metaphor involves one signified acting as a 

signifier referring to a different signified. John Fiske contends that metaphor 

is a way of disciplining our thinking that is compatible with and part of the 

ideology of a work-centred, capitalist society. We should pay greater attention 

to everyday metaphors and the “common” ideas they convey because they 

are more subtle and ideological than literary ones. 

III. Metonym—Its basic definition is making a part of the whole. It works 

by associating meanings within the same plane. A metonym is necessary 

to depict reality, as we select a portion of “reality” to represent the entire 

thing. Television crime serials’ urban locations are metonyms; a street 

photographed isn’t supposed to represent the street itself only, but rather 

a specific kind of city life. 
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12.4 PRINCIPLES OF SEMIOTICS 
 

 

One of the founders of semiotics, Ferdinand de Saussure, says it is the study of 

signs within society. The principles of semiotics are concerned with the formulation 

of messages, transmission of these messages, interpretation of these messages, and, 

finally, their significance. The principles of semiotics, the study of signs and symbols, 

provide a framework for understanding how meaning is created and exchanged. 

There are diverse schools of thought within semiotics; some key principles are the 

following: 

1. Arbitrariness 

Saussure believed that the arbitrariness of the sign is a defining characteristic of 

signs. He challenged the idea of natural or inherent connections between signifier 

and signified. It means that words or images, signifiers, and their meaning, which 

are signified, have no natural connection. For example, when we see “cat”, this 

word has no meaning if we remove social context. Because in other languages, the 

signifier is different, but the signified is the same. 

Arbitrariness does not say that a signifier has no meaning; it only emphasises social 

conventions to establish that meaning. Arbitrariness stresses understanding these 

conventions to understand their meaning. 

One other semiotician, Michael Halliday, says that we might see some motivation 

in signifiers; for example, the word “bang” has a certain level of motivation, but 

that does not negate the fundamental arbitrariness of the sign system. 

2. Sign Systems and Codes 

Sign System: This is another fundamental principle of semiology. Signs don’t exist 

in isolation, but they operate within networks called sign systems. These systems 

have a set of related signs governed by internal rules and relationships. To interpret 

a sign accurately, we need to understand the system it belongs to. Knowing the 
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conventions of a specific system equips us to decipher the meaning of individual 

signs within that system. 

Sign systems can be diverse, ranging from verbal and visual to non-verbal (gestures) 

and audio (music). Each system has its own set of rules and conventions that shape 

how signs function and interact. 

Codes: Within sign systems, specific rules, known as codes, tell us how signs are 

combined and interpreted. Depending on the system, these codes can be grammatical, 

logical, cultural, or aesthetic. Think of traffic signs following a specific code of colour 

and symbol combinations to convey directions and warnings. Codes are keys to 

unlocking the meaning embedded within a sign system. By understanding the relevant 

code, we can decode the messages communicated through the arrangement of signs. 

We must also remember that codes are not static; they evolve when social and 

cultural conventions change. Different communities in the same systems may have 

different code variations, which leads to confusing interpretations and expressions. 

3. Intertextuality and Context 

Intertextuality and context are crucial principles in semiology. They are vital in 

interpreting and understanding signs and their meanings. 

Intertextuality: This concept emphasises that texts don’t exist in isolation. They 

engage with other words to give a meaning. Semiologist Jonathan Culler says that 

words interact and that meaning making is interconnected. Intertextuality applies 

to all forms of communication, including visual media, music, and even everyday 

conversations. Identifying intertextual elements can reveal hidden meanings and cultural 

references. Another semiologist, John Fiske, says that historical and cultural factors 

define intertextuality. For example, visual images and photographs can be understood 

while considering historical and cultural factors. 

Context: No sign exists in a vacuum; the context always shapes its meaning. It 

means that in which situation is a particular sign used? Who are the audience, and 

what is the social and cultural background in which it is used? Context is not one- 

dimensional, but it has many layers. Think about a political speech by a leader. It 

has many layers of context, like the political situation in which it is delivered, the 

intended audience and the set-up in which it is delivered. Context is not static; it is 

dynamic and keeps evolving as our understanding of the world changes. The thought 

considered humorous in one context might be considered offensive in another. 

4. Dynamism and Evolution 

Dynamism: Another important principle of semiology is that signs and systems are 

dynamic and evolving. New words are coined, the meaning of old words changes, 

and visual symbols acquire new interpretations. Semiologist Gunther Kress argues 

that signs and systems are dynamic and natural, and they evolve and adapt in response 

to social and cultural changes. Bryan S. Turner highlights that meaning is constantly 

being created and renegotiated through changing norms of society. Changes in social 

interactions, cultural shifts, and technological advancements further influence the 

dynamism of signs. Take the example of social media; it has brought new languages, 

symbols, and communication styles that evolve rapidly. 

Evolution: Over time, sign systems can undergo profound transformations. These 

may include a diversion in language, a change in visual styles, or cultural references 

 



that fade into obscurity. Recognising how sign systems evolve provides valuable 

insights into social transformations. Analysing historical changes in sign systems can 

provide clues about shifts in power dynamics, ideological movements, and cultural 

values. 

5. Power and Ideology 

This principle of semiology focuses on how power and ideology have a more significant 

influence in constructing the meaning of signs. In his book “Mythologies”, Semiologist 

Roland Barthes deconstructs popular culture and everyday rituals, revealing how 

they naturalise specific ideologies and power structures. In his book “Critical Studies 

of Visual Images, “Norman Fairclough examines how visual media reflects and 

reinforces social inequalities and dominant ideologies. 

Power and society: To understand the construction of meaning, we must understand 

the power structure embedded in signs. Powerful groups utilise sign systems to assert 

their dominance and control. This can be seen in representing certain groups in media 

or in how public spaces are designed. The power embedded in sign systems tries 

to naturalise inequality and try to show that this is normal and inevitable. This principle 

of semiology offers tools to deconstruct power structure and critically analyse meaning. 

By this, we can question the existing communication system and demand an equitable 

form of communication. 

Ideology and constructing meaning: There is a hidden power structure and some 

hidden values and ideologies in the sign systems. These values and beliefs are the 

dominant ideology of society. These ideologies can be political, economic, social, 

or cultural. By decoding this, we can understand the hidden agenda of the 

communication process. This understanding will help us become active and critical 

consumers who may resist manipulation and propaganda. We can demand more 

informed communication and challenge dominant narratives. 

Check Your Progress: 2 

Note:   1)   Use the space below for your answers. 

2) Compare your answers with those given at the end of this Unit. 

1. Describe Saussure’s model of sign. 

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 

2. Discuss some key principles of semiotics. 

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 

3. Mention the steps for designing a semiotic study. 

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 
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Semiology equips us with the tools to decode the complexity of digital communication. 

By understanding the signs, social contexts, and power dynamics embedded in digital 

platforms, we can understand this ever-evolving system with greater awareness, 

critical thinking, and cultural sensitivity. 

12.5.1 Branding and Marketing 

In the digital age, where it is very difficult to grab the attention of consumers, brands 

need to understand their audience deeply and craft messages that impact the audience 

deeply. This is where semiotics becomes a powerful tool for crafting impactful digital 

branding and marketing strategies. 

1. Understanding your brand 

Semiotic analysis of the signs and symbols of your brand, which you will 

use in branding and marketing, can help you understand the core meaning 

embedded in your brand. Analysing your logo, colour palette, typography, 

and tagline through a semiotic lens reveals your brand’s deeper values, 

emotions, and aspirations. This understanding forms the foundation for all 

your communication efforts across digital platforms. 

2. Understanding the audience 

Semiotics help you understand the social and cultural values of your target 

audience. This analysis may help you understand society’s current cultural 

shift or dominant narratives. By analysing online conversations, user-generated 

content, and social media trends, you can identify the signs and symbols 

that resonate with your audience and tailor your brand’s message accordingly. 

3. Creating impactful Content 

Once you understand your audience and social and cultural values, you 

can create an impactful message to promote your brand. You can speak 

in your audience’s language, which may reach their hearts and minds. 

Choosing the right visuals and sentences and bringing emotions to your 

message becomes possible through semiotic insights. 

4. Building Brand Communities 

Digital signs and symbols help in building digital brand communities. By 

creating engaging hashtags and designing interactive campaigns, semiotic 

analysis provides innovative ways to create a loyal community for your 

brand. 

12.5.2 Digital Storytelling 

Semiotics can help embed messages in digital storytelling to make your digital story 

more captivating. Semiotics can also help understand users’ social and cultural 

understanding, which will help construct meaning in digital stories.



1. Constructing Signs 

Semiotics empower you to examine each layer of meaning in a digital story. 

You can create a story layer by layer using text, audio/visuals, and pictures. 

Every element used in a story becomes a sign to be deciphered. Semiological 

analysis will provide a better understanding of using all these elements 

impactfully. 

2. Understanding the users 

Users read your well-crafted story with their own social and cultural context. 

Semiotics help you to understand your users’ perspective on the story. 

Through this understanding, you can use signs and symbols that are familiar 

to your users. To give the intended message to your users, semiology can 

help you bridge the gap between you and your audience. 

3. Bringing interactivity 

The nature of an interactive platform is interactivity. By bringing interactivity, 

you can make your digital story more engaging. Semiology helps you 

understand your audience, which will help you design interactive elements 

like puzzles, discussion boards, and hashtags to engage your audience more 

effectively. You can further refine your story by analysing users’ interactions. 

12.5.3 Social Media Analysis 

Social media has become an important platform for sharing emotions, opinions, and 

information. The amount and variety of content shared on social media sometimes 

leave everybody puzzled. Semiotics provides very useful tools for understanding 

the embedded meaning of all these messages. Semiology enables us to understand 

the complexities of social media discourse. 

1. Deciphering the signs 

Semiotics help us decipher the message embedded in visuals, emojis, memes, 

hashtags, and GIFs. They decipher it layer by layer, providing us with cultural 

codes, emotions, and hidden agendas. This analysis also helps us understand 

the dominant narrative on social media issues. Semiotics decipher verbal 

and nonverbal communication elements, which is very helpful in giving a 

full picture of online communication. 

2. Understanding Power Dynamics 

Social media is widely used by political parties and multinationals to influence 

social media users based on their ideologies. Semiotics allows us to analyse 

the power dynamics manifest on online platforms. It helps us decipher online 

trends, biased algorithms, and how messages are framed and shared among 

users. Understanding these dynamics enables us to evaluate messages 

critically and engage in responsible online dialogue. 

3. Tracking Trending Topics and Memes 

With the help of semiotics tools, we can track trending topics and memes. 

We can understand the cultural, social, and political meaning of these trends. 

By decoding embedded messages through the humour of memes, we can  
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understand the hidden propaganda. We can understand society’s symbolism 

and emotional triggers by semiological analysis of trending or viral topics. 

4. Bridging Cultural Gaps 

Social media provides a platform where people from different geographical 

locations and diverse cultural set-ups can interact with each other. As we 

know, signs and symbols used in communication have a social and cultural 

context. This context may differ from one culture to another, resulting in 

the different meanings of shared expressions. Semiology can help decipher 

these meanings and help understand and appreciate diverse meanings attached 

to specific signs in different cultures. It can help foster mutual understanding 

and bridge communication gaps between different communities. 

12.5.4 User Experience Design 

On digital platforms, users look for user-friendly interfaces. Semiology can help 

create a highly interactive platform for a better user experience. It helps decode 

the meaning behind signs. With this understanding, we can create more user-friendly 

and engaging platforms. 

1. User Expectations 

Semiology helps to understand the cultural and social context users bring 

while interacting with technology. By understanding these familial interfaces, 

we can establish more user-friendly interfaces. We can use signs and symbols 

that relate to users’ social and cultural understanding. This helps provide a 

smoother learning experience and avoids unnecessary pressure on users. 

2. Meaningful Interactions 

Every element used on the digital interface has a meaning. By understanding 

our audience, we can craft meaningful interactions using various elements 

that provide information more clearly and consistently. A well-designed 

element gives the message briefly, whereas a wrong label used in crafting 

the interface may lead to confusion and cognitive burden. 

3. Building Emotional Connections 

Semiotics help build emotional connections with users. Specific colours, 

meaningful animation, and typography can invoke emotions and communicate 

values like reliability and fairness. By understanding the emotional impact 

of different signs and symbols, we can create interfaces that win users’ trust. 

4. Inclusivity 

Inclusivity is crucial in user experience design. Digital media is open to all, 

so the interface should be sensitive to the emotions of diverse communities. 

Semiotics help remove biases and ensure inclusivity in our interface. Analysing 

international design conventions and understanding the cultural meanings 

of specific symbols can prevent misinterpretations and promote inclusive 

design practices. 



 
 

12.6 EXAMPLES OF SEMIOTICS IN DIGITAL 

COMMUNICATION 
 

12.6.1 Emojis 

In the meantime, these emojis have evolved; from a simple smiley face to various 

emojis, from anger to love, they can show different emotions. These emojis have 

become a global language, making expressions more interesting. Analysing these 

memes gives a variety of inputs related to their uses and meaning. 

12.6.2 Button Icon 

A simple like or unlike button carries social meaning. If a social media post gets 

more likes, it means that most users have approved of the message and agree with 

the idea shared in the online community. 

12.6.3 Meme 

Memes are condensed messages produced in a humorous way to touch the emotions 

of users. These memes have cultural and social contexts. Analysing the symbolism, 

visual jokes, and targeted audiences of memes provides an insightful understanding 

of current social and cultural trends, biases and ideas shared among and within online 

communities. 

12.6.4 Logo 

As a condensed visual representation of a brand, a logo is a perfect example of 

semiotics in action. The signifier is the physical form of the logo, in this case, the 

curved swoosh symbol. The signified is the complex web of concepts it represents, 

including movement, speed, victory, and achievement. 

12.6.5 Hashtag 

Hashtags like #BlackLivesMatter and #MeToo are mere keywords but represent 

a powerful symbol of social movements and collectivism. Analysing the semiotics 

of these hashtags, their evolution over time, and the emotional triggers they evoke 

reveals the potential of digital communication to mobilise public opinion and drive 

social change. 
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12.7 DESIGNING A SEMIOTICS STUDY 
 

 

12.7.1 Identification of Problem 

Before carrying out any study, one must identify the concerns or problems of the 

study area he or she intends to undertake. Only then will our research be relevant. 

To do that, we should aim to observe the patterns, phenomena, and events in our 

surroundings and media. Suppose we observe new patterns in media content, 

economy, habits, consumption, or technology. In that case, we can think of 

going ahead with that problem or concern to explore more about that issue or 

subject. In the semiotic study, we know the emphasis is on the ‘text’ and how it 

is ‘read’. So, whatever concerns we will address through our study must relate to the 

‘message’ of the selected medium, ranging from print to audio and audio-visual. 
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Let’s take an example for illustration. Since the last decade, OTT (over-the-top) 

platforms have grown exponentially in India. At present, India is the world’s fastest- 

growing OTT market. According to a recent report from the Economic Times, India’s 

video OTT market is expected to reach 12.5 billion dollars by 2030 from about 

1.5 billion dollars in 2021. Increasing viewership of web series worldwide suggests 

that people are interested in watching web series. 

The question and curiosity arise regarding the distinguishing factor that makes these 

web series different from traditional mainstream media content. What content are 

they producing that is appealing to the audience? How have these web series been 

able to communicate stories so effectively? What are the meanings they can negotiate 

from web series? If these web series are becoming so popular, especially among 

all age groups, then to what extent can the way they convey a message and their 

mechanism of conveying a message be a potential game changer in strategic, effective 

communication? 

The above concerns and questions can best be answered by semiotic study. Now, 

we have identified the problem suitable for semiotic study, and we can explore the 

details and be specific to carry out the research. Likewise, we can explore the 

concerns and problems in other contemporary print, audio, and audio-visual mediums 

(newspaper, magazine, radio, television, digital media). 

12.7.2 Rationale for selecting the topic 

To reach the rationale for selecting the topic we want to undertake for study, we 

must conduct a thorough literature review of the selected study area. Also, we might 

encounter some situations where much research has already been conducted in certain 

areas, such as print, television, or digital media, such as social media or OTT 

platforms. However, those problems might not have been undertaken using semiotic 

study. We can think of undertaking such research from a semiotics angle. The research 

outcome might uncover new insights into the problem other research methods had 

previously dealt with. This could be the novelty of our research. The outcome of 

the thorough literature review will give only a solid rationale for selecting our research 

topic. 

Furthermore, after sorting out the topic we want to study, our literature review will 

guide us in framing the research questions and objectives of the study. 

12.7.3 Research Methodology and Data Collection 

The objectives of the intended study determine the suitable research methods to 

collect the data. In the methodology section, we must study and mention the 

philosophical dimension of our study area. These philosophical dimensions help us 

establish the justification for selecting specific data from the selected sample and 

make our study robust. 

We must filter and sort out the data from the selected samples to collect the data. 

Again, stressing this point, in a qualitative study, we must have enough justification 

for selecting the sample, selecting only a certain portion of the text or episodes for 

analysis to avoid bias and defend our study. While collecting the data from a digital 

medium, one should collect the data in a certain period. Since digital media, such 

as social media and OTT platforms, are dynamic, data changes quickly. For example, 

a semiotic study was conducted on the comments of Twitter users on certain trending 



issues on Twitter. Every other day, trends keep changing, and the issue’s intensity 

and opinion change over time. To collect the correct data on any certain issue at a 

particular point in time, we must be attentive and never delay in collecting the data 

12.7.4 Analysis 

Now, we can select suitable semiotic methods, such as the commutation test, semiotic 

square, markedness, deconstruction, structural reduction, or multimodal analysis, 

depending on the medium and objective of our study. 

12.7.5 Findings and Conclusion 

After analysing the data, we should present our findings objective-wise. While 

presenting the findings, we should mention the significant findings we come across 

during the analysis. After analysing the findings of each objective collectively, we 

can mention the significant findings in totality. We can conclude by mentioning the 

outcome of the research and its significance and suggesting future courses of action 

in terms of contribution to scholarship in the study area and society at large. 
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12.8 LET US SUM UP 

In this Unit, we learned semiotics and its application on digital platforms, popularly 

known as digital semiotics. We also learned about types of semiotics: multimodal 

semiotics and social semiotics. Now we know about the key concepts of semiotics: 

sign, codes, signifier, signified and significance. We also tried to understand various 

examples of digital semiotics. We also tried to understand how a semiotic study is 

carried out. Overall, semiotics equips us with a critical lens to analyse the complex 

world of digital communication. Understanding the meanings embedded within signs 

and symbols allows us to engage with online content more thoughtfully, creatively, 

and responsibly. 

12.9 KEYWORDS 

Myth : A myth is a culture’s narrative to explain or comprehend a 

particular facet of nature or reality. 

Metonym : Making a part for the whole 

Connotation : Points to the sign’s socio-cultural and ‘personal’ associations 

(ideological, emotional, etc.). 

Semiotics : Semiotics is the study of signs and symbols and their use or 

interpretation. 
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12.11 CHECK YOUR PROGRESS: POSSIBLE 

ANSWERS 

Check Your Progress: 1 

1. Discourse analysis studies how different modes of communication, such as text,

image, and sound, work together to create meaning.

2. Social semiotics focuses on the social construction of meaning through signs

and symbols. On the other hand, Social semiology emphasises the system of

signs within a society and how these systems evolved. Social semiotics is more

interested in knowing how social structures, power dynamics, and ideologies

influence how signs are used and interpreted. Social semiology focuses on the

underlying codes and rules that govern sign production and interpretation within

a specific cultural context.

Check Your Progress: 2 

1. Saussure’s model of sign, which focused on linguistic signs (such as words),

defined a sign as composed of a signifier and a signified. The relationship between

the signifier and the signified is called ‘signification’.

 Signifier: The signifier is commonly interpreted as the physical form of a

sign that can be perceived through our senses. The sign’s image is perceived

in different forms: a figure on the paper, sound in the air, traffic lights/signal

colour.

 Signified: The signified is the mental image or concept to which it (sign’s

image) refers. This mental image or concept is common to all members of

the same culture who share the same language. A signified should be

identified as the ‘notion’ of a thing, not a thing.

 Signification: The relationship between the signifier and the signified is called

‘signification’.

2. The key principles of semiotics are arbitrariness, intertextuality, contextuality,

dynamism, etc.

3. We ought to follow the given steps to design a semiotic study;

i. Identification of problem

ii. The rationale for selecting the problem

iii. Research methodology and

iv. Analysis

v. Findings and Conclusion
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13.0 INTRODUCTION 

The Media and Entertainment industry is among the very first to adopt emerging 

technologies. The adoption of Virtual reality (VR), Mixed Reality (MR) and 

Augmented reality (AR) in creating new content is a recent example. Artificial 

Intelligence (AI) generated content in video and text form is also being used quickly, 

and advanced prototypes of generative AI-driven channels are being tested. AI- 

driven avatars and related technologies are being adopted in newsrooms in India, 

which promises better economic returns and low investment. The Internet of Things 

(IoT), cloud computing, recommendation systems and metaverse are some examples 

to understand how the media & entertainment industry is being transformed. This 

new technology for content curation, creation, and dissemination is also transforming 

the entertainment sector, including gaming, over-the-top content, films, and content 

production for mobile apps. Media companies like Amazon, Google, Hulu, and Hotstar 

are not only providing services and products. Still, they are also changing how people 

consume content and interact with media through different digital devices and platforms. 

These processes create huge amounts of big data daily. 

Every media organisation wants to expand its customer base, optimise its revenue 

model, reduce investments, and increase profitability. Operational costs are one 

deterrent that stops new players from entering the media industry. With the emergence 

of digitisation and datafication, operational costs have been reduced substantially. 

At the same time, new players can focus on specific markets and target new 

customers. In the earlier days, content creation was expensive, and taking that content 

to audiences was an even bigger challenge. Again, there was no way of knowing 

the details about the engagement with the content. 
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Analysis of Participation A journalist prepares and publishes news reports on various events happening in 

and around the world. These news reports can be in text, audio, and video formats. 

Moreover, news reports can be in all formats or a combination of a few on social 

media and websites. This content, which is generated, disseminated to audiences, 

and commented upon by audiences, is seen as big data. Thus, it can be argued 

that in this digital era, almost every big media organisation relies on big data. 

With the help of big data and emerging technology, things have changed drastically. 

Media companies track their customers and generate daily reports of content 

consumed across regions, language preferences, genres, and the average time spent 

watching shows. This is big data. Like other sectors, the media industry also needs 

big data analytics to understand its customers better so that precise strategies can 

be formed to reach and engage them with the content. This makes the media & 

entertainment industry highly dependent on consumers. 

13.1 LEARNING OUTCOMES 

After completing this Unit, you should be able to: 

 Understand the concept of big data.

 Learn the uses of big data in the media and entertainment industry.

 Understand the factors which drive the growth of the media industry.

 Understand the ethics involved in big data.

13.2 WHAT IS BIG DATA 
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Information is expanding on a day-by-day basis all over the world. Billions of 

individuals go on the web and generate gigantic amounts of data. The amount of 

data collected by mobile apps and social media platforms daily is astonishing. To 

give an idea, Facebook generates almost 4 petabytes of data daily, 100 million 

gigabytes. This data is stored in a hive, which can store almost 300 petabytes. 

Similarly, WhatsApp users exchange up to 65 billion messages per day. Five million 

businesses use WhatsApp, with over 1 billion WhatsApp groups worldwide. According 

to 2020 statistics, Google handles 1.2 trillion searches yearly, roughly 40 thousand 

search queries per second. So, roughly, each person generates two MB of data 

per second. 

All our activities on the Internet create trails. Organisations, governments, universities, 

marketing companies, e-commerce sites, and other vendors know much about our 

likes, dislikes, habits, attitudes, preferences, etc. Data about our ethnicity, religion, 

political affiliation, interests, hobbies, health, income, and buying capacity is known 

or can be easily estimated through our history on apps and sites. User activities 

are monitored and captured by devices and the propriety apps. All this amounts to 

big data. 

In this era of big data gov, governments, organisations, universities, companies, and 

marketers derive information and meaning from data such as ethnicity, religion, 

legislation, sexuality, purchasing behaviour, medical records, salary, credit card usage, 

and travel history. Big data is increasing as the cost of Internet-enabled gadgets is 

getting cheaper. Even the computational cost of handling and working on this big 



data is getting more affordable. These innovations are giving rise to the ‘datafication’ 

of society, influencing all industries and human life significantly. Thus, big data refers 

to huge datasets that can be analysed and mined to get insights and value for the 

organisation. It is also seen as an umbrella term which includes techniques for dealing 

with massive data sets and the technologies that can be used to make sense of the 

data. So, big data means complex and expansive datasets that are getting bigger 

each day. 

The 5 Vs of big data that describe its characteristics: 

Volume: It refers to the vast datasets generated on social media platforms, social 

networks, media organisations, etc. Storage capacity for these massive datasets is 

expensive, making big data analytics costly. The high volume of data includes consumer 

profiles, their interactions with companies, usage history, purchase history, social 

media uploads, likes, dislikes, videos, insta-reels, etc. 

Variety: As customers interact with media service providers, various data is created 

in different formats, sizes, and types through different devices. Different devices 

and their apps are designed differently to allow different file types and affordances 

for users to comment, share, review, and react. 

Veracity: This refers to the issue of quality and reliability of big data. The data 

may not be complete, accurate and credible. Low veracity affects data analysis 

and inferences. For example, public sector data sets, Wikipedia, or crowdsource 

data might suffer from veracity. 

Velocity: Velocity refers to the speed at which big data is generated. It depends 

on the Internet, infrastructure, processing power of clients and servers, and bandwidth. 

Higher velocity ensures feedback and synchronous communication. For example, 

a sports website can update the scores faster than a TV news channel or other 

social media platforms. This can give the first movers an advantage and attract more 

traffic and business. However, higher velocity is relevant only when integrity is taken 

care of. 

Value: Value refers to the benefits of big data and looks at the output quality 

generated by big data analytics. Media companies should be able to pull value from 

their acquired big data and use it for growth and visibility. The tools required to 

derive value from big data sets must be carefully chosen. Apache Hadoop, SQL, 

and Microsoft Power BI are tools that find value from data sets. 

Issues of Big Data 

13.4 TYPES OF BIG DATA 

The captured data can be in different formats and come from different digital devices. 

Big data can be sourced from distinctive sources and comprise unstructured, semi- 

structured, or structured data. Unstructured data includes video, audio, email, surveys, 

social media, and more, making up 80% of all big data. Mining unstructured data 

to extract actionable business intelligence is a challenge for an analyst. Big data 

also includes information about user likes and dislikes, preferences, interests, and 

location. 

Let’s extend this scenario where a company owns a TV channel, a radio station, 

a website, and a newspaper. It produces and promotes content for all ages and 227 
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genders in different regions, genres, and languages. Because of digitisation, this content 

can be shared, edited, commented upon, and reviewed on social media networks 

and messaging apps. Thus, this content may be republished, re-tweeted, and discussed 

extensively. All this user activity creates unstructured data, which can be mined to 

identify relationships, associations, patterns, and trends. The analysis and the insights 

gained from this unstructured data are invaluable for media companies as they help 

them plan their operations, marketing strategies, outreach activities, and, most 

importantly, the content and the format in which they need to be served. 

Structured data includes transactions, logs, and spreadsheets. On websites, the data 

provides click-through rates (CTR), engagement time on each page, number of 

external links used, time spent on each page, number of hyperlinks accessed, number 

of videos downloaded, images downloaded, pages saved, etc. Media organisations 

also look at social media sentiments, Google searches, social media searches, and 

cookies to extract information for their business operations. 

The data captured from portable devices like iPods, iPads, tablets, and mobile phones 

differs because the devices use different apps and operating systems. Moreover, 

mobile phones also offer data in the form of SMS and MMS. Data gathered from 

mobile phones may also include in-app sales, advertisements, video ads, banners, 

and other metrics. Different algorithms are used to analyse and make sense of the 

big data. These are used for prediction, classification, association, and clustering. 

Tools like Tableau and Power BI are used to visualise the insights. 

Big data can be classified based on several different criteria, such as the source, 

the structure, the application, and the analytics approach. Here are some common 

classifications of big data: 

 Structured, semi-structured, and unstructured: This classification is based

on the structure of the data. Structured data is well-organised and easy to

process, like data in a database. Semi-structured data, such as XML or

JSON, has a defined structure but may also contain unstructured data.

Unstructured data, such as social media posts or images, does not have a

specific structure and is difficult to process.

 Internal and external: This classification is based on the source of the

data. Internal data is generated within an organisation, such as sales data

or customer data. External data comes from sources outside the organisation,

such as social media data, weather data, or financial data.

 Batch and real-time: This classification is based on the velocity of the

data. Batch data processing involves analysing data in large batches, often

overnight or at set intervals. Real-time data processing involves analysing

data as it is generated, like processing stock market data in real-time.

 Descriptive, diagnostic, predictive, and prescriptive: This classification

is based on the analytics approach. Descriptive analytics involves summarising

historical data to understand what has happened. Diagnostic analytics

involves identifying the causes of a particular event or pattern. Predictive

analytics involves forecasting future events or patterns based on historical

data. Prescriptive analytics involves recommending actions based on insights

from predictive analytics.



By understanding the different classifications of big data, businesses and organisations 

can better plan and implement their big data strategies to extract insights and drive 

value from their data. 

Check Your Progress: 1 

Note:   1)   Use the space provided below for your Answers. 

2) Compare your answers with those given at the end of this Unit.

1. What is big data? Explain structured and unstructured data.

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 

2. Discuss the 5 Vs of big data.

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 

3. Discuss the relevance of big data in the media & entertainment industry.

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 
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13.5 BIG DATA AND MEDIA INDUSTRY 

Subscription-based streaming services like Netflix, Amazon, and Hotstar provide 

platforms and infrastructure for producers to get their content screened. These 

companies also invest their money in producing movies and TV shows. The media 

landscape is changing fast where audiences, producers, developers, 

aggregators, and intermediaries exist and generate big data. Apart from the 

generation of content, these service providers use big data to know their viewer 

preferences, likes, dislikes, consumption patterns, consumption history, devices 

they use, preferred day and time to watch content and the amount of money they 

are willing to spend for that content. Big data also predicts the likelihood of a 

movie being bought or rented out through their platform. The time of release, 

storyline, advertisers, and products to be advertised is also decided with the help 

of big data. Finally, the market trends and the acceptability of themes in foreign 

countries are considered before releasing the programs on different continents. 

Big data is also used in data journalism. User-generated content is a valuable source 

of information for media organisations. The debates around major news stories, 

viewers’ reactions on social media sites, and messaging apps like WhatsApp become 

important fuel for these outlets. This also helps the news organisation automate a 

few processes in its work chain, simplifying its work, making it more efficient, and 

preparing it for bigger challenges. 229 



News organisations are keen to capture content consumption patterns to extract 

useful information to improve their circulation, TV and radio ratings, audience views, 

and viewer perceptions. 

Big data creates many opportunities for journalists and reporters to build robust 

relationships with their audience and readers. Huff’s post uses large datasets and 

insights drawn from them to enhance the user’s experience. They use big data to 

improve the user experience by offering real-time dashboards, recommendations, 

and personalisation. They also use small data for audience research, content research 

and search engine optimisation for faster retrieval and higher ranks on search engines. 

Tom Betts, head of client analytics at the Financial Times, stated that they use identifiers 

like customer signatures to monitor digital spending and use that history to understand 

consumers’ preferences for content. This helps them personalise and prepares them 

to provide relevant content to consumers. So, they use intelligence and develop 

new offers to increase the consumer base and give value to the existing consumers. 

Peter Bale, CNN’s worldwide vice president and head of digital operations, pointed 

out how large databases deliver news, how CNN listens to and caters to its increasing 

market, and how CNN also uses big data to find relevant data-driven stories for 

its readers and viewers. 

The use of big data in the media is continuously expanding. It checks fake news 

and generates text through LLMs, recommender systems, metaverse, and generative 

AI tools. All this is done to expand the markets, offer new products to new customers, 

and ensure that the existing customers do not disappear. Big data also helps to enter 

new markets where very few players exist. For example, in industries like publishing 

and fashion 

13.6 HOW CAN BIG DATA HELP THE BUSINESS 

OF MEDIA COMPANIES? 
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Some of how big data can help media companies grow are: 

1. Client Loyalty:

Media companies like Viacom 18 use big data to ensure audience retention

during ad breaks by choosing the time for the breaks in news programs.

This helps Viacom keep viewers glued to the TV sets even during ad breaks,

which has resulted in financial gains for the company.

2. Investment in new shows and mixed genres:

Big data includes various formats, such as numeric, date, images, text,

geotags, geospatial, audio, video, and graphics. All this data helps content

producers and management teams understand audiences’ needs and

psychology, which helps them develop new media products and services.

Media companies like Netflix, Prime, and Hotstar ensure that they invest

in the production of shows and movies that their audiences will like. This

exercise ensures higher returns.

3. Audience segmentation and customer profiles:

Media companies like X, Spotify, Apple, Instagram, Hulu, and Amazon

use big data to classify audiences and use this classification to target

Analysis of 

Participation 



advertisements. Specific audience populations are catered in a manner 

to suit their requirements. YouTube uses big data and machine learning 

techniques to improve the relevancy of customer advertisements. This 

promises a higher return on Investment (ROI). Big data in media 

organisations maintains customer profiles and supplier data, which is 

dynamic and updated regularly. 

Media companies always want to have updated information about 

customers. This helps them track customers’ changing preferences and 

build more engaged relationships. Quite a few of these customers also 

happen to be suppliers and producers of new data. For example, many 

who create data for YouTube and Instagram are also Netflix and Amazon 

Prime audiences. 

Issues of Big Data 

 
 

13.7 SOCIAL IMPLICATIONS OF BIG DATA 
 

Big data have many implications for society. A few of them have been discussed. 

1) Enhanced decision-making 

Big data significantly affects supply and management processes, such as 

distributed process planning. It is also used for customer insight-driven 

marketing, advertising, and business-to-business processes. Advertising 

agencies push their advertisements to specific users since they know their 

preferences, buying capacity, brand preference, and the frequency with which 

they purchase new products and services. All this suggests that big data is 

used for faster decision-making in media companies. 

2) Forecast market trends in the industry 

Big data is also used for surveillance, monitoring, and financial purposes. 

Financial models utilise huge amounts of information from Internet companies 

and e-businesses to forecast the growth of different sectors. Data generated 

from C2C, B2C and B2B indicates the future of small and big media 

companies. Many of these companies are listed on stock markets, and their 

big data includes information about their IPOs, stocks and shares, 

NAV, and other financial indicators, which are helpful for investors in 

making decisions about their investments. Big data is also helpful in 

customising payrolls, transactions, sales, negotiating future contracts 

and finalising International business deals. 

3) Adaption of new technologies 
 

Emerging technologies like IoT, text mining, blockchain, generative AI, 

and transformers are being adopted in various sectors, such as 

manufacturing, automobiles, and consumer appliances, with the help of 

big data. Log files, data from sensors and devices, radio-frequency 

identification data, GPS coordinates, clickstreams, and social sentiments 

help these technologies provide solutions for the industry to grow and 

contribute to the economy. 
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13.8 RECENT TRENDS IN BIG DATA ANALYTICS 

Big data analytics is an evolving field, and there are several recent trends that are 

shaping the future of this domain. Here are some of the key trends in big data analytics: 

1. Real-time Analytics: Real-time data processing and analysis are becoming

increasingly important as businesses seek to make more informed decisions

based on up-to-date information.

2. Edge Computing: Edge computing involves processing data closer to the

source, rather than sending it to a centralised server or cloud. This trend

is gaining traction in industries such as healthcare and manufacturing, where

real-time insights are critical.

3. Cloud-based Analytics: Cloud-based analytics platforms are becoming

increasingly popular, as they offer flexibility, scalability, and cost effectiveness.

Cloud platforms such as AWS, Azure, and Google Cloud Platform offer a

range of big data tools and services.

4. Artificial Intelligence and Machine Learning: Machine learning and

AI are becoming increasingly important in big data analytics, as they can

help automate data processing and analysis and provide more accurate

insights.

5. Data Privacy and Security: With the increasing amount of data being

collected and analysed, data privacy and security are becoming major

concerns. Businesses must ensure that they are compliant with data protection

regulations and that they are taking steps to protect sensitive data.

6. Data Democratisation: Data democratisation involves making data

accessible to all stakeholders in an organisation, enabling them to make

data-driven decisions. This trend is gaining traction as businesses seek to

break down data silos and improve collaboration and communication across

teams.

7. Natural Language Processing (NLP): NLP is a field of AI that involves

analysing and interpreting human language. NLP is becoming increasingly

important in big data analytics, as it can help businesses extract insights

from unstructured data sources such as social media and customer feedback.

These trends are shaping the future of big data analytics and will continue to influence 

the development of new tools and technologies in this field. 

13.9 CHALLENGES OF BIG DATA 

232 

1) Big Data Divide

The Big Data divide can be seen in two ways. It refers to users’ difficulty

accessing, using, and understanding the technologies and the agency they

offer. This divide might have consequences for users of all ages and genders.

For instance, senior citizens and rural women might struggle to use online

banking and health services banks and government hospitals offer.
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On the other hand, the ‘Big Data divide’ also refers to the relationship 

between media companies that collect, store, and mine big data and the 

consumers whose data is collected. This phenomenon increases the divide 

and makes consumers less powerful as they cannot access data, technology, 

know-how, or capital. This divide undoubtedly positions media companies 

in a more advantageous position. 

2) Social cooling and withdrawal

Social cooling happens because of the perceptions that emerge from big

data. People feel that big data may reflect their weaknesses and analyse

other personality traits, which are converted into scores. These scores may

affect their ‘digital reputation’, limiting their growth opportunities. Social

cooling deters people from speaking freely, and they gradually start exercising

restraint over their thoughts and speech. Eventually, self-censorship prevails,

and people stop raising their voices.

3) Complexity in Computation

Big data computation presents a bigger challenge than getting and storing

data. The computation challenge increases with the irregularity, inadequacy,

ambiguity, speed of exchange, scalability, and versatility of datasets. The

real problem in digital media datasets is making sense of such a huge volume

of data. Here, data mining comes to the rescue of media companies. Data

mining helps the analyst dig through huge amounts of big data and indicate

beneficial results for the media organisation.

Organisations must be straightforward about their requirements with big data and 

understand the basic decisions of algorithms, including prioritisation, classification, 

aggregation, and filtering. These algorithms find hidden patterns, correlations, 

dependencies, and trends over some time. Error handling is also an issue with big 

data. Moreover, with the coming of AI, it is quite difficult to find data credibility. Is 

the data organic, or has artificiality been created through AI? 

Issues of Big Data 

13.10 BIG DATA AND ETHICS 

1) Privacy Concerns:

Users are increasingly concerned about how health companies, the insurance

sector, investment companies, telecom companies, and e-commerce

companies use their data. Individuals may not be aware of organisations’

policies and may feel cheated, as their privacy might be compromised.

Re-identification is another concern that can happen to any individual if

his details are in the big data. User details get anonymised in such huge

datasets. Re-identification happens because of the advancement in

technology and computing power. Deep learning and AI tools can enable

a trace back to the original personal data. Links between big data and

users’ web usage, search history, and personal data can be analysed for

confirmation. This puts the users at a greater risk of privacy invasion,

scams, and fraud.
233 



Analysis of Participation 

234 

2) Data Protection:

Ensuring the protection of data is essential in big data applications.

Safeguards must ensure unauthorised access, data breaches, and big data

hacking do not happen. Media giants like Facebook, WhatsApp, and Amazon

have access to the personal data of millions of users. Proper data protection

laws should be enforced so people feel secure and can freely collaborate

through the cloud. Moreover, data theft and impersonation in shared networks

can lead to infringement and bigger crimes, which may affect users

psychologically, emotionally, and financially.

3) Bias and Fairness:

Big data and the algorithms on which it is trained can be biased. This can

lead to incorrect results and the formation of biased policies and decisions.

Certain groups, leaders, and communities might be misrepresented, leading

to disharmony.

4) Transparency and Accountability:

There is often a lack of transparency in how big data algorithms make

decisions. Organisations must be transparent about their data practices and

algorithms to rectify this. They should also have mechanisms to solve disputes

when cases arise. Efforts must be made to inform individuals about how

their data is being used and to give them some degree of control over its

usage.

5) Data Ownership and Control:

Questions about data ownership and control are often discussed in big

data. Data ownership is the owner’s intellectual property right. This is a

relevant concern among users since big data companies are often accused

of copyright violations while generating and storing data. Thus, individuals

should have the right to access and control their data, and organisations

should be transparent about how they collect, use, and share data. While

extracting and using big data, the algorithms may not know about data

ownership. With the help of generative AI, the original data set and other

digital assets can be easily converted into a new product that differs from

the original. This severely impacts the economic growth of the original

contributors.

Check Your Progress: 2 

Note:  1) Use the space provided below for your Answers. 

2) Compare your answers with those given at the end of this Unit.

1. What is the big data divide? Elaborate.

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 



2. How are big data and AI changing the news industry in India? Discuss.

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 

3. Discuss the ethical issues related to big data.

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 
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13.11 LET US SUM UP 

Big data has become the most fundamental requirement of media organisations to 

accomplish their goals and profits. Present-day technology and innovations are 

changing the practice of journalism and making newsrooms more dependent on AI 

and big data. Big data is relevant for the news as well as for the entertainment industry. 

User-generated content on websites, mobile apps, e-commerce sites, surveillance, 

cameras, and sensors are captured and stored as unstructured and structured 

datasets. Deep learning algorithms make sense of these huge datasets and provide 

insight to the media owners and stakeholders. This data mining process has 

issues, such as privacy, copyright, data protection, and the digital divide. Overall, 

big data promises a revolution in generating and disseminating media content. This 

revolution will expose consumers to new media products and services that may 

get cheaper with time and promise them an engaging content consumption 

experience. 

13.12 KEYWORD 

Algorithm : An algorithm is a set of instructions, usually coded 

in a programming language, to carry out certain tasks 

on a computer. 

Artificial Intelligence : Artificial Intelligence is a branch of computer science 

that allows machines to simulate human intelligence 

and be programmed to work like humans. The 

machines can be trained to do problem solving and 

reasoning, just like humans. 

Cloud Computing is the delivery of computing services 

over the Internet. The services may include accessing 

software, storing results, and analysing them with the 

help of the Internet. This technology saves the 

resources of the local machine. 

Data Mining : The process of extracting patterns, relationships, and 

other valuable information from big data sets. Data 

mining uses machine learning and deep learning 

techniques. 235 



Analysis of Participation Internet of Things (IoT): The network of physical devices interconnected over 

the Internet. These devices collect and exchange 

information among themselves with the help of sensors 

and software. Devices over IOT follow certain 

protocols for the exchange of information. 

Linear Regression : Linear Regression is a statistical model that estimates 

the linear relationship between continuous variables. 

Linear regression uses data points to check the 

linearity between dependent and independent 

variables. 
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Check Your Progress 1: 

1. Big data is a term used to describe the vast volumes of structured and unstructured

data generated by digital processes and interactions. Structured data refers to

information that is organised and easily searchable, often stored in databases

or spreadsheets, while unstructured data lacks a predefined data model and

includes text, images, videos, social media posts, and more. The distinction

between structured and unstructured data is essential because different tools

and techniques are required to analyse and extract insights from each type.

2. The concept of big data is often characterised by five key dimensions, known

as the 5 Vs: volume, velocity, variety, veracity, and value. Volume refers to the

sheer quantity of data, often measured in terabytes, petabytes, or even exabytes.

Velocity relates to the speed at which data is generated, collected, and processed

in real-time. Variety encompasses the diverse types and sources of data, including

structured and unstructured data formats such as text, images, videos, sensor

data, and social media content. Veracity pertains to the accuracy, reliability,

and trustworthiness of the data, ensuring that organisations can confidently use

it for decision-making and analysis. Finally, value emphasises the importance

of extracting meaningful insights and deriving actionable intelligence from big

data to drive business outcomes, improve operations, enhance customer

experiences, and create value.

3. In the media and entertainment industry, big data plays a transformative role

by providing valuable insights into consumer behaviour, content preferences,

and market trends. Media companies and entertainment providers leverage big



data analytics to gain a deeper understanding of their audience, tailor content 

offerings to individual preferences, optimise advertising strategies, and enhance 

overall user experiences. By analysing vast amounts of data from various sources 

such as social media interactions, streaming platforms, website traffic, and 

consumer feedback, organisations can identify emerging trends, predict audience 

demand, and develop targeted content recommendations. Furthermore, big data 

enables media companies to measure the effectiveness of their content distribution 

channels, track audience engagement metrics, and refine their marketing efforts 

in real-time. Overall, big data empowers the media and entertainment industry 

to make data-driven decisions, optimise content creation and distribution strategies, 

and ultimately deliver more personalised and engaging experiences to their 

audience. 

Check Your Progress 2: 

1. The big data divide refers to the unequal access to and utilisation of large volumes

of data, creating disparities among individuals, organisations, and nations. This

disparity arises due to variations in technological infrastructure, resources, and

expertise. Those with access to sophisticated data analytics tools and resources

can harness big data for various purposes, such as business insights, healthcare

advancements, and social development. However, marginalised communities,

regions with limited Internet connectivity, and economically disadvantaged groups

often lack the necessary resources to leverage big data effectively. Consequently,

the big data divide exacerbates existing inequalities, hindering socio-economic

progress, and perpetuating digital disparities. Bridging this gap requires concerted

efforts to democratise access to data infrastructure, enhance digital literacy, and

ensure equitable distribution of benefits derived from big data analytics.

2. In India, the convergence of big data and AI is reshaping the news industry by

revolutionising content creation, distribution, and audience engagement. Data- 

driven insights enable journalists and media organisations to identify emerging

trends, analyse audience preferences, and tailor content for targeted demographics.

AI-powered algorithms optimise news delivery, personalised recommendations,

and user interactions across digital platforms. Furthermore, data analytics facilitate

real-time fact-checking, enhancing journalistic integrity and credibility. However,

concerns regarding data privacy, algorithmic bias, and misinformation loom large.

Media practitioners must navigate ethical dilemmas associated with data-driven

journalism, ensuring transparency, accountability, and responsible use of big data

and AI technologies to uphold journalistic standards and safeguard public trust

in the news media.

3. Ethical considerations surrounding big data encompass privacy infringement,

consent issues, algorithmic bias, and societal implications. The collection, storage,

and analysis of vast amounts of personal data raise concerns regarding individual

privacy rights and data protection. Moreover, the opaque nature of data algorithms

can perpetuate biases, reinforce stereotypes, and exacerbate discrimination against

marginalised communities. Additionally, the commodification of personal data

by corporations for profit-driven purposes raises questions about informed consent

and user autonomy. Furthermore, the potential misuse of big data for surveillance,

manipulation, and social control poses significant ethical challenges. Addressing

these issues requires robust regulatory frameworks, ethical guidelines, and

stakeholder collaboration to balance innovation with ethical principles, ensuring

the responsible and equitable use of big data for the benefit of society.

Issues of Big Data 
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14.0 INTRODUCTION 

This Unit is concerned with acquainting the learners with the basic concept of political 

economy, its history and evolution, and its connection with communication. The learner 

shall develop a critical analysis of the different schools of political economy and 

understand the different aspects of media ownership and power dynamics that are 

in practice. 

Again, understanding the relationship between the evolution of Political Economy 

and that of Personal Information will eventually help readers connect the broad 

concept of political economy with that of communication technology. Eventually, 

the learner will be able to understand and analyse the Opportunities and Challenges 

of PEICT. 

14.1 LEARNING OUTCOMES 
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After completing this Unit, you should be able to: 

 Identify the concepts and evolution of Political economy;

 Discuss the broad concepts of media ownership and the dissemination of

power;

 Describe the different schools of political economy;



 Discuss the factors and challenges of communication technology; and

 Develop the areas of political economy with that of Information and

Communication Technology.

Political Economy of ICTS 

14.2 INTRODUCTION TO POLITICAL ECONOMY, 

DEFINITIONS AND CHARACTERISTICS 

A crucial wing of social science today is the political economy. The approach 

conceptualised in the early 1940s encompasses the study of the social relations, 

associations, and power relations that eventually constitute the production, distribution, 

and consumption of resources, including communication resources. 

The political economy of communication has traditionally been addressed as 

spatialization, which refers to social activities, material things, and experiences or 

progression that consider geography, sociology, urban planning, and cultural studies 

and create a sense of space. The global economy and politics were shaped in the 

early 1970s and 1980s. This was primarily because relocating industrial output from 

expensive developed nations to developing nations or nations with limited resources 

became feasible. All this can be attributed to the use of modern communication 

technology. There were shifts in the political and economic landscape, which had a 

massive impact on the communication system and how the media was designed. 

Numerous Asian and Latin American nations, including Argentina, Venezuela, Chile, 

Korea, Singapore, Taiwan, India, and China, took to developing consumer 

economies, triggering extensive communication. Greater demand for media products 

followed economic expansion. This opened doors for foreign direct investment, global 

joint ventures, and content exports, creating a steady demand for tangible products 

like goods and intangible products like information and services. Similarly, the Berlin 

Wall’s fall and the Eastern Bloc’s collapse in 1989 created fresh investment 

opportunities for Western media worldwide. The loss of colonial power and the 

emergence of young economies looking for information balance also largely also 

developed the political economy. 

14.3 ORIGINS OF POLITICAL ECONOMY 

The term political economy started as early as the 1940s and bought out the elusive 

use of power, the way the resources are owned, produced, circulated, and 

eventually consumed. 

Political economy has led to the expansion of political activism. This includes the 

continued growth of established organisations such as the Union for Democratic 

Communications and the International Association for Media and Communication 

Research. The media reform movement most substantially embodies the trend in 

the United States. Still, it is also exemplified in the success of new national (Free 

Press) and international (the World Summit on the Information Society) movements. 

Political economy has gradually transitioned from its conventional strength in probing 

how power functions systematically in older media to various approaches to new 

media, especially the Internet. This creates a different degree of power play in different 

sectors. The elevated new media sector has also shifted the power from the content 

creators to the consumers and passive content creators. 
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 14.4 SCHOOLS OF POLITICAL ECONOMY 
 

There are different schools of political economy. Prominent among them are: 

The Radical Critique: 

Utopian and Marxian socialists formed a powerful critique of the classical position, 

from the human devastation brought about by policies enacted in its name to the 

theoretical shortcomings. Their radical response was supported and sustained by 

workers and other social movements that enlarged intellectual critique by incorporating 

the democratic forces erupting in response to the Industrial Revolution. This forms 

the base of Radical Critique in Political Economy. 

The Conservative Critique 

Often known as constitutional political economy, the conservative school of public 

choice works on applying economics to moral decision-making and extends its 

analytical tools to reason out moral considerations. This is one of the primary reasons 

why political economists of communication continue to hold a firm stance regarding 

the significance of moral philosophy despite resistance from structuralism and 

deconstructionism circles. 

Check Your Progress: 1 

Note:  1)   Use the space provided below for your Answers. 

2) Compare your answers with those given at the end of this Unit. 

1. Write about Political Economy. 

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 
 

2. Discuss the Radical critique of the Political economy. 

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 
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In a capitalist society and more so in any demography, how a social structure is 

created through production and consumption determines the economy. Political 

involvement here refers to the existence of power. When the product is none other 

than the communication tools, right from the production, distribution, and consumption 

of resources, including communication resources, we arrive at what we call the political 

economy of communication. 

Analysis of Participation 

 



Media ownership: 

Today’s media is hardly independent; it is a full-fledged set-up that different media 

conglomerates own. Based on the types of ownership patterns and the emphasis 

on power, there are different types of media ownership. They are: 

a. Chain ownership: Chain ownership implies the kind of ownership when

a single chain of media conglomerates owns numerous outlets in a single

medium. For instance, Radio Mirchi has outlets across India, and News

18 owns media outlets across different regions.

b. Cross-Ownership: Cross-Ownership implies a kind of ownership in which

the same corporation or conglomerate owns several media platforms, such

as newspapers, e-magazines, web portals, television channels, radio, etc.

For example, the Times group under Bennet and Coleman owns the Times

Now News Channel, Times of India newspaper, and Radio Channels.

c. Conglomerate ownership: Conglomerate ownership implies the ownership

of several business enterprises, among which media is one.

d. Vertical Integration: Vertical integration indicates that a media company

can often control the production of the resources used to create content.

For example, a newspaper publisher may own the Internet domains if the

business concern is releasing a particular web portal. Similar is the ownership

of cable networks by news channel owners or taking over the timber industry

when the media house generates newspapers.

The different kinds of media ownership determine a definite shift of power from 

one place to another, and the owners have a different power equation, especially 

when delivering and communicating using any medium. 

Control: Media Ownership brings out the element of changing power dynamics. 

The evolution of new communication technology has changed the flow of 

communication. With the growth of globalisation and privatisation, new communication 

technology has a strong role in working for or against those in power. 

Political Economy of Communication: 

Political economists generally refer to this problem of media concentration as the 

determining factor of opinion, which is crucial in democracy. With the meteoric increase 

in the size of the media, there has been a shift in its assets, revenues, profit, staff, 

and stock value, which determines the political economy of communication. 

Political economy has many sides to it. It has made important strides in addressing 

the combined junctions of feminist studies and communication aspects and deepening 

into moral philosophy. Some of the primary characteristics of the Political Economy 

of Communication are: 

Exercising control over the thought process: Even in the face of resistance, 

political economy clears our path for thinking about a certain set of social interactions 

that are concentrated on power or the capacity to apply control to manipulate the 

thought process through a systematic control over other individuals, groups, and 

objects. 

Political Economy of ICTS 
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Analysis of Participation Social praxis: The political economy works on social praxis, which determines 

the fundamental unity of thinking and doing. This function functions on the core 

principles of being conceptually strong and emphasising the steady change process. 

Moral philosophy: Political economy is also invaluable for its inclination towards 

moral philosophy, which strategically works on the values that create social behaviour 

and depend on the moral principles that ought to guide efforts to change it. 

Political economy has paid some attention to audiences, particularly to understand 

the common practice whereby advertisers pay for an audience’s size and quality 

(propensity to consume) that a newspaper, magazine, website, radio, or television 

program can deliver. 

14.6 POLITICAL ECONOMY OF THE MEDIA IN 

INFORMATION AGE 

Primarily, political economy, as it applies to the media, has historically found itself 

divided into two distinct approaches of study: The socialist democratic tradition of 

Europe that saw broadcasting dominated by State-funded public service broadcasters 

such as the British Broadcasting Corporation following the Marxist approach, and 

the contrasting completely commercial American media that drove studies in political 

economy of the media towards the economics of media ownership. In recent years, 

however, globally, the role of public service media has gradually lessened; commercial 

media provides much of the content. Therefore, in today’s era of globalisation, much 

scholarship regarding the media’s political economy has focused on the 

commodification of information and media artefacts, which are produced and 

distributed for profit by commercial organisations in a capitalistic setup. 

Wasko reiterates that communication and information, as crucial components of the 

marketisation process, have also developed as significant industries; “in many countries, 

public media institutions have been privatised, along with other public institutions, 

opening additional markets for growing transnational media and entertainment 

conglomerates” (2005). While Internet and new media distribute culture to a far 

wider global audience today - a phenomenon not witnessed earlier in the history of 

mass media - media conglomerates and institutions such as the State continue to 

act as hegemonic forces in the production and distribution of culture (Kellner, 

2015; McChesney, 2013). This is, however, not to suggest that the power of audiences 

themselves as producers of media content may be overlooked entirely; “in the age 

of new media and social networking. it is also possible for consumers to become 

producers of their own media content and form, including oppositional voices and 

resistances” (Kellner, 2015). 

14.7 KEY COMPONENTS OF THE POLITICAL 

ECONOMY OF THE MEDIA: THE BUSINESS 

OF MEDIA 
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An analysis of the media business, both traditional and convergent, encompasses 

some prominent concepts. It is incumbent to mention that traditional media comprises 

newspapers, magazines, television, radio, music, film, and video that do not use 

digital platforms. Convergence, however, does not lend itself to an explanation with 



much ease. While broadly, convergence is considered the “ongoing restructuring 

of media companies as well as to describe the latest developments in media forms, 

distribution, and consumption”, there is no universally accepted definition of the 

concept (Appelgren, 2004). By convergence, Jenkins (2006) denotes the flow of 

media content across diverse platforms, the nexus between different media industries, 

and the exercise of choice by audiences in accessing any media that caters to their 

immediate needs. He further elucidates that media convergence is not merely a 

technological process that brings “multiple media functions within the same devices”; 

convergence represents a cultural shift with consumers motivated to explore new 

information “and make connections among dispersed media content”. 

Nevertheless, the political economy of the media, as stated at the start of this paragraph, 

encompasses certain key concepts, which will be touched upon here to direct the 

reader towards a holistic analysis of the subject. 

14.7.1 Commodification/Commercialisation of Media Resources 

Content and products created by the mass media are typically assigned a monetary 

and economic value in the process termed commodification. The modes of 

commercialisation or commodification vary according to technology and the 

institutional frameworks within which the symbolic media forms are deployed 

(Thompson: 1995). These products and services are then sold to consumers and 

buyers for profit. Examples of commodification include producing multiple copies 

of printed media artefacts such as books, advertising of sale spaces in newspapers 

and magazines, selling radio and television airtime to advertisers, providing broadcast 

and Internet services for licence and subscription fees, etc. 

14.7.2 Diversification of/Synergy among media conglomerates 

Diversification, explains Booz, Allen, and Hamilton (1985), is a way to expand a 

business to ensure higher growth and minimise risk. Companies may diversify their 

operations by investing in new products or services in other geographic markets 

or tapping into new consumer segments. It is important to note here that aside from 

media corporatisation and ownership concentration - take, for instance, six multimedia 

corporations (Time et al. owned by General Electric, Bertelsmann, CBS, Disney 

and Viacom) and 4 Internet giants with diversified media holdings produce the 

most content in the world - globalisation, digitisation, Internet and cultural 

differentiation of media “have induced new forms of organisation, production, and 

distribution through which these multi-national media businesses operate” (Arsenault 

& Castells, 2008). Globalisation, which encompasses transitions in the nature and 

location of the key components of the political economy - production, 

consumption and distribution - of products, services, information, and wealth from 

domestic and local systems to highly integrated global systems (Wilson et al., 2013), 

along with diversification, are together “solidifying the formation of a global network 

of interlocked media businesses, the backbone of which is formed by a select number 

of multi-national media conglomerates’’ (Arsenault & Castells, 2008). Further, 

various businesses owned by these media conglomerates have the scope to synergise 

to minimise risks and maximise profits (Wasko, 2005). 

14.7.3 Horizontal/ Vertical Integration of Media Enterprises 

Deregulation and digitisation have enabled companies to add related media businesses 

in vertical integration. Vertical integration has advantages such as lower transaction 
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Analysis of Participation costs (the buying and selling costs incurred when separate companies own two stages 

of production and operational costs), the supply assurance of critical materials, 

improved coordination of production and inventory scheduling between stages, greater 

scope for innovation given possible participation in relevant production and distribution 

activities which are rife with possibilities of change thus further facilitating adequate 

coordination of marketing and technical functions and improved coordination, and 

finally higher entry barriers because more financial and managerial resources are 

required to enter a vertically integrated company or compete with it (Buzzell, 1983). 

Horizontal integration occurs when enterprises add more companies that operate 

in similar lines of business to their portfolio (Wasko, 2005). 

14.7.4 Concentration 

Media concentration is defined “as an increase in the presence of one or a few 

media companies in any market” caused by mergers and acquisitions and the absence 

of competition (Meier & Trappel, 1998, p. 41). Concentrated ownership of mass 

media or the domination of global markets by a few companies (transnational media 

conglomerates or TMNC) is fundamentally facilitated by deregulation (policy allowing 

foreign entities to enter the domestic market) and the advent of new technologies 

that have made diversification possible. The implications of media concentration 

by way of risks to media diversity, loss of editorial freedom, and homogenisation 

of cultural content are primarily significant in media markets where the plurality of 

news, information, and entertainment has profound and largely positive roles in 

democratisation and informed citizenship, and the facilitation of cultural growth. This 

is not to suggest that caps on foreign ownership do better in ensuring media diversity, 

given that such regulated ownership further reinforces concentration at a national 

level (McQuail & Siune, 1998). Nevertheless, Bagdikian (1990: 5) writes: Market 

dominant corporations in the mass media influence the public’s news, information, 

public ideas, popular culture, and political attitudes. The same corporations exert 

considerable influence within government precisely because they influence the 

audiences’ perceptions of public life, including perceptions of politics as they appear— 

or do not appear—in the media. All these key concepts about the political economy 

of the media have implications that are beyond the purview of this chapter. It is, 

however, in the interest of an engaged student to explore alternative views and criticisms 

of these phenomena as put forth by media scholars who approach the political 

economy of the media primarily with the two contrasting perspectives: media as an 

instrument of public welfare and media as an economic entity. 

14.8 POLITICAL ECONOMY OF THE MEDIA: THE 

INDIAN CONTEXT 
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Given the theoretical underpinnings of the political economy of the media discussed 

till now, it becomes incumbent on the author to briefly discuss the political economy 

as it applies to media in India. India’s economic crisis as an aftermath of the 1991 

Gulf War and its following bailout from the International Monetary Fund, given its 

declining investor confidence in the global fiscal markets, pushed for a large-scale 

structural reform programme in India. Changes in the global political economy - 

with the collapse of the Soviet Union and the end of Communism as chief influencing 

factors - further influenced India towards economic liberalisation, with the country 

realising the urgency and importance of “a modern and efficient telecommunications 

system as vital to the to the success of the overall reform program (sic)” (Sinha, 

74). This led to the opening of the telecommunications sector to private capital 



and multi-national corporations and the loosening of the government’s monopolistic 

tight hold on the sector. Thomas (2010: 70) explains that many changes in the Indian 

media landscape brought about by this deregulation, economic liberalisation, 

globalisation, and privatisation make documenting the political economy of media 

or communications in India today challenging. The changing nature of politics in 

India that has inexplicably pushed media to take sides, multiple sources of funding 

of media organisations, the gradual lessening influence and power of India’s public 

service broadcaster Prasar Bharati (that operates Doordarshan and All India Radio), 

and unclear policy directives regarding vertical and horizontal integration, consolidation 

and cross-media ownership of media entities have further created an unclear 

mediascape in the country. 

Political Economy of ICTS 

14.9 EVOLUTION OF ICT 

The final ten years of the 20th century were both the greatest and the worst In 

terms of public service education since the history of devices created a ground 

whereby it began to keep track of objects and generate data. Starting from the 

first electrical digital computer in history, the Atanasoff-Berry Computer (ABC), 

which debuted in 1942, the advent of computing and IT in the US set off the era 

of Information Technology. Post-World War II, computers replaced traditional 

bookkeeping and accounting methods, even with the ABC being reintroduced and 

the Electronic Numerical Integrator Analyzer and Computer (ENIAC) being deployed 

to assist with firing table preparation. 

Not long after, vacuum tubes were replaced by transistors in the 1950s; with 

microchips, floppy disks, and now drives, information sharing has become an extended 

part of human life. Today, from brick-and-mortar governance, even day-to-day life 

has been transformed into a click-and-chip mechanism. Application-based technology 

and the subsequent evolution of new business models and applications exist almost 

everywhere. 

Information and Communication technology today has undergone a sea change with 

the presence of traditional computer-based technologies and the more updated digital 

communication that thrives on constant connectivity. 

ICT and the Digital divide: The digital divide refers to the gap between those 

with regular, effective access to digital and information technology and those without 

access to it. There is physical access to technology, hardware, and, more broadly, 

skills and resources that allow for its use. The imbalance of such technological 

ownership is termed the digital divide. 

Check Your Progress: 2 

Note:  1)   Use the space provided below for your Answers. 

2) Compare your answers with those given at the end of this Unit.

1. Write about the different types of media ownership. Does it have any implications

for power?

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 245 



Analysis of Participation 2. Discuss the history and evolution of Information and Communication Technology.

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 

14.10 POLITICAL ECONOMY OF PERSONAL 

INFORMATION 
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In the present generation, information is the new currency. One must understand 

that measuring personal information in units like goods is impossible to determine 

the exact value of personal information. Information carriers like books, records, 

films, and news packages can be marketed in units and can be individually priced. 

Sometimes, it is also the medium through which it is circulated, determining its price. 

There is no homogeneity in its measure. Copyright and other types of “intellectual 

property” law, which attempt to heavily impose criminal liability on those who might 

attempt to “evade” technical safeguards against unlawful copying, are examples of 

intangible objects that Marx finds difficult to determine the units of measurement 

for. This is an attempt to utilise or manage the political economy component of private 

data. 

14.7.1 Political Economy of Information and Communication 

Technology 

ICT is now a noteworthy constituent of the economy. Computers and Internet 

access are indispensable to all businesses and consumers for commercial objectives, 

such as increasing product quality, offering customers more customised and diverse 

options, and making sales of goods and services. There has been a meteoric rise 

in the last two decades in the invasion of technology. Its effects on economic 

growth in both developed and developing nations manifest the way domination 

through technology. 

Despite the recent global economic crisis, there has been an upward trend; yet 

country-level data on computer, mobile phone, and ICT diffusion rates vary across 

different countries and areas. This also determines the power play and subsequent 

ownership of these ICT tools that are influential in the socio-economic era and 

the political front. In a gist, this is the broad concept of the political economy of 

ICT. 

Check your progress - 3 

Note:  1)   Use the space provided below for your Answers. 

2) Compare your answers with those given at the end of this Unit.

1. What do you mean by the political economy of ICT? Discuss with examples.

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 



2. What are the different challenges of Political Economy in ICT?

................................................................................................................... 

................................................................................................................... 

................................................................................................................... 
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14.11 OPPORTUNITIES AND CHALLENGES 

The different opportunities of Political Economy under the Information and 

Communication Technology are: 

a. With ICT impacting the power structure and international politics, there

are opportunities to speed up and intensify the international flow of money

and goods.

b. ICT has led to easy communication of policies and has standardised policy

implementation to a certain extent.

a. This creates room for new investment opportunities and stimulates economic

growth.

b. The political economy of information and communication also leads us to

consider that change makers can use social media tools like blogging and

social networking sites to resist autocratic Government or evasive business

establishments.

The different challenges of Political Economy under the Information and 

Communication Technology are: 

a. The “digital divide” creates an inequality in the political economy, triggering

imbalances in information distribution, unawareness of developmental policies,

and unequal resource distribution.

b. With the imbalance in media ownership and the entry of political and business

conglomerates in this sector, the same people who create information are

sometimes the policymakers; hence, information as a resource is used in

their favour.

c. The political economy of power can create an imbalance of power distribution

and trigger mass protests since control over information and communication

technology can also control the mindset of the people to a certain extent

and guide their thoughts and ideas.

14.12 LET US SUM IT UP 

We have learned the concepts and evolution of Political economy. Political economy 

is not a simplistic concept that can be learned in isolation. Rather, to understand 

this concept in the present-day scenario, we must understand the social structure, 

the broad ecology of economics and the ownership patterns of media institutions 

that determine the psychology of the people. Towards the later part, we have also 

understood the factors and challenges of communication technology and created a 

suggested ground of balance in the system. 
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 14.13 KEYWORDS 
 

Electronic Numerical :   This was the first programmable, electronic, 

Integrator Analyzer and 

Computer (ENIAC) 

general-purpose digital computer, completed in 

1945. 
 

Intellectual property Rights :   The legal privileges granted to the creator or 

inventor to keep their work secret for a 

predetermined amount of time. 

Spatialization : Is the spatial forms that social activities and 

material things, phenomena or processes take 

on in geography, sociology, urban planning, 

and cultural studies. 

Structuralism : The body of knowledge about human existence 

and the natural world that emphasises 

relationships. 

Karl Marx : Thinker and philosopher Karl Marx is best 

known for his theories, which led to the 

development of Marxism, which served as the 

basis of communism. 
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Political Economy of ICTS 

14.16 CHECK YOUR PROGRESS: POSSIBLE 

ANSWERS 

Check your progress 1 

i. The approach encompasses the study of the social relations, associations, and

power relations that eventually constitute the production, distribution, and

consumption of resources, including communication resources.

ii. Marxian and utopian socialists developed a potent critique of the classical

viewpoint, pointing out the theoretical flaws and the human destruction caused

by laws passed in its name. Workers’ and other social movements, which

expanded intellectual criticism by embracing the democratic forces emerging

in reaction to the Industrial Revolution, encouraged and sustained their radical

response. This is the radical critique of Political Economy.
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Check Your Progress 2 

i. Based on the types of ownership patterns and the emphasis on power, there 

are different types of media ownership. They are: 

a. Chain ownership implies ownership when a single chain of media 

conglomerates owns numerous outlets in a single medium. For instance, 

Radio Mirchi has outlets across India, and News 18 owns media outlets 

across different regions. 

b. Cross-ownership implies a kind of ownership in which the same corporation 

or conglomerate owns several media platforms, such as newspapers, e- 

magazines, web portals, television channels, radio, and so on. For example, 

the Times group, under the Bennet and Coleman group, owns the Times 

Now News Channel, Times of India newspaper, and Radio Channels. 

c. Conglomerate ownership implies the ownership of several business 

enterprises, among which media is one. 

d. Vertical integration indicates that a media company can often control the 

production of the resources that go into making the media content. For 

example, a newspaper publisher may own the Internet domains if the business 

concern is releasing a particular web portal. Similar is the ownership of 

cable networks by news. 

ii. The final ten years of the 20th century were both the greatest and the worst in 

terms of public service education since the history of devices creates a ground 

whereby it begins to keep track of objects and generate data. Starting from 

the first electrical digital computer in history, the Atanasoff-Berry Computer 

(ABC), which debuted in 1942, the advent of computing and IT in the US set 

off the era of Information technology. Post-World War II, computers replaced 

traditional bookkeeping and accounting methods, even with the ABC being 

reintroduced and the Electronic Numerical Integrator Analyzer and Computer 

(ENIAC) being deployed to assist with firing table preparation. Not long after 

vacuum tubes were replaced by transistors in the 1950s, with microchips, floppy 

disks and now drives, information sharing has become an extended part of human 

life. Application-based technology and the subsequent evolution of new business 

models and applications exist almost everywhere. 

Check your progress 3 

a. Despite the recent global economic crisis, there has been an upward trend; 

yet country-level data on computer, mobile phone, and ICT diffusion rates 

vary across different countries and areas. This also determines the power play 

and subsequent ownership of these ICT tools that are influential in the socio- 

economic era and the political front. In a gist, this is the broad concept of the 

political economy of ICT. 

b. The different challenges of Political Economy under the Information and 

Communication Technology are: 

i. The “digital divide” creates an inequality in the political economy, triggering 

imbalances in information distribution, unawareness of developmental policies, 

and unequal resource distribution. 



ii. With the imbalance in media ownership and the entry of political and business

conglomerates in this sector, the same people who create information are

sometimes the policymakers; hence, information as a resource is used in

their favour.

iii. The political economy of power can create an imbalance of power distribution

and trigger mass protests since control over information and communication

technology can also control the mindset of the people to a certain extent

and guide their thoughts and ideas.

Political Economy of ICTS 

251 




