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Clarke L. Caywood

Northwestern University, USA

Reputation and Brand Building in High Risk Organizations with
Integrated Marketing Communications

Addressing the contributions of the field of marketing communications in paper on reputation
management seems dangerous. After all, the field of marketing communications includes sales,
advertising, public relations, promotions, and database marketing, all individually have their own
tenuous and tempestuous reputations.

As the most highly visible element of marketing, marketing communications too often reveals the
underbelly of marketing, management and our assumptions about human behavior. While
marketing communications can be a key strategy to launch new products, elect good politicians
and even revive an economy in the doldrums; it can also be an irritant to regulators, watchdogs,
unhappy buyers and angry users of misrepresented products and services. The paper discusses
how IMC can build your corporate reputation despite the risks in the market and nature of
corporate risk.



Eugéne Loos

University of Amsterdam, Netherlands

Towards accessible information for senior citizens in a multimedia landscape
Debunking myths of age related communication barriers

Populations are ageing at a rapid pace in the majority of western countries. At the same time,
these countries are increasingly becoming more digitised and information is supplied to a growing
extent in digital form. To what extent is there an actual problem for senior citizens who are
looking for accessible information: Are they really digital immigrants in their own country?

In this keynote speech this question will be addressed by presenting the following 5 myths:
Mythl: The use of new media is a hype that will pass as fast as it came.

Myth 2: The generation of senior citizens having problems with new media will automatically die
out soon.

Myth 3: Senior citizens can not learn to use new media.

Myth 4: Age is the explanatory variable for differences in information search behaviour.

Myth 5: Senior citizens are a homogeneous group that can be represented visually in information
sources in a similar way.

These myths of age related communication barriers will be debunked by empirical research,
which will be illustrated by documents and videos.
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A CASE STUDY ON THE COMMON ATTITUDES AND PERCEPTIONS OF THE STATE OF FACEBOOKLESSNESS

Erdem Ongun (PhD)"" Feride Zeynep Guder (PhD) ™
Kadir Has University, Istanbul, Turkey Istanbul Kultur University, Istanbul, Turkey
erdem.ongun@khas.edu.tr f.guder@iku.edu.tr

Abstract

In his quote the Greek philosopher Aristotle describes man as a social animal by nature. This human sociality is based on a network of
complicated but unique principles and relations that were maintained on a stronghold of bonds and ties through cultures and traditions.
Again man has never been silent; s/lhe has been quite reactive to everything going around him. S/he is able to use a unique and
complicated system called language for communication. The medium for communication has been changing over time due to technological
advancements and innovations. These have brought him to a point where s/he may be muted verbally but virtually s/he is louder than ever.
Today s/he socializes himself online through interactive media on social space called "social media". Consisting of a group of internet-
based applications social media is an interactive platform through which people create, share, exchange, and comment contents among
themselves in virtual communities and networks. It allows the creation and exchange of user-generated content. Facebook, gathering
millions of users and established vast increase in sharing private information among people on voluntary basis has become one of the most
popular forms of social media applications. It is so contagious that not having a Facebook account has been conceived as not following the
latest technological developments and it caused a new type of alienation or isolation. Despite that negative assumption, many people
resisted to this dominant trend and seemed not to have a Facebook profile at all, or they freeze or delete their account deliberately. The
sample of the study consists of randomly selected 150 people who were found eligible for the study out of 600 scanned and over 18 years
of age in the city of Istanbul. Participants in the sample were divided into three groups as those who never created a Facebook account and
those who did so for a while but froze or deleted their accounts being Facebookless now and finally those who froze or deleted their
accounts for a period and then decided to reactivate their accounts being Facebook users now. The study focuses on the reasons
underlying the attitudes and perceptions of the choice of being Facebookless. Therefore, three different questionnaires were conducted on
three different user types. The data from the questionnaires were quantitatively and qualitatively classified as the takers’ age group, gender,
educational background, their profession, time spent, which were analyzed through various statistical methods. Overall, the study intended
to open new dimensions to new media literature by attracting attention to social media use through Facebook from social, cultural, and
psychological points of views and references by current intellectual trajectory.

Keywords: Sociality, Communication, Media, Social Media, Social Networking, Facebook, Facebooklessness

Sociality

As the saying has it: “Man is a social animal by nature”. Man can read, write and, most important of all, he can use instruments and ways
intelligibly enough to achieve a successful communication. What makes us sociable is often based on to what the extent we act or behave.
Getting more and more sociable could mean building more contact with others through a series of behaviours displayed as our attitudes are
shaped accordingly. According to Papacharissi (2011), sociality is the sum of social behaviors that permit the individual to traverse from the
state of individuality to that of sociality and fellowship. Man’s sociality displays unique and peculiar characteristics in that he tends to build a
network of communication among the members of his society or community. Determining patterns of sociality has often been more
important determining presence of sociality. Sociability, on the other hand, is the ability to perform the social behaviors that lead to sociality
reflecting one’s inherent potential to engage in such social behaviours. It is an arguable issue that as human beings we are either doomed
to be social creatures or marooned to be isolated in different eras, times or geographies of humanity.

Social Networking

A network accessed through the internet and shared by millions of people is a very good example of online sociability. The growth and
penetration of broadband and the development and distribution of new software applications-such as social networking platforms, blogging
tools, and podcasting- have combined to create the next generation of the Internet, often called “Web 2.0” (Montgomery, 2008). Recognition
of the increasingly participatory nature of information services can also be seen in the rise of social networking sites, where the information
service is little more than an infrastructure for user-contributed conversations and articles (Lankes, 2008). The growth of social networking
is a global cultural phenomenon. The great jump from static web pages of the 90s to the interactive ones and so forth owes much of its
success to the advent and age of web 0.2 .Web 0.2 through its reactive tools allowed people to share more about what they dared not
speak out. Described as a social structure made up of people or organizations linked to each other along with the interaction generated or
established by them, a social network allows for a greater level of interaction on the Web, especially on the Web 2.0. Online social networks
have existed since the beginning of the Internet (Mislove et al., 2007). Social networks seem to have a magnetic effect on people as many
can hardly resist staying away from them. Wigley (2006) supports this idea stating that constantly surrounded by talk of networks; it is as if
technologies feed on a kind of narcissistic self reflection. The message is clear. Nowhere escapes the net. Still there is a considerable
criticism made about social networking as it is also viewed as a big eye of the brother watching every step taken on digital arena. The digital

"‘Erdem ONGUN, Ph.D. is currently an instructor at English Prep. School, Kadir Has University. His research topics include instructional
technologies, distance education, e-learning, media and communication, information technologies. Correspondence: Erdem ONGUN, Kadir
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environment, in its global drive, while allowing for increased access and, in some cases, for much needed freedoms, introduces new and
powerful modes of surveillance and censorship. In other words, digital culture functions much like civilizing process, bringing along with it
new opportunities as well as unpredictable and at times disturbing if not dangerous side effects (Doueihi, 2011).These effect can be felt in
various layers of a networked society.

Social Networking: What good is it?

So where are these networks of social self-realization to be found? The answer is simple: Social networks exist everywhere around us —
at workplaces as well as within families and social groups. They're designed to help us work together over common activities or interests,
but anecdotal evidence suggests that many social networking sites (SNS) lack such common objectives. They often connect to others for
no other reason than to boost the number of friends they have in their profiles. Many more browse other users’ profiles simply for curiosity’s
sake. These explicitly established connections become increasingly meaningless because they aren’t backed up by common objects or
activities (Breslin &Decker, 2007). A research conducted in Standford University found that for every hour we spend on our computers,
traditional face-to-face interaction drops by nearly thirty minutes as the brain evolves and shifts its focus toward new technological skills, it
drifts away from fundamental social skills, such as reading facial expressions during conversation or grasping the emotional context of a
subtle gesture (Small and Vorgan, 2011). Social media’s popularity is due in large part to its ability to help people avoid information
digestion. Heavy social media users actually do not care about every little thing happening in their lives all the time (Qualman, 2009). On
the other hand, related literature suggests that SNSs can serve meaningful purposes and they can have clear objectives when they are
integrated into educational academic projects. Such examples are very common in those areas of study. Last but not least, it is evident that
social networking instruments with their pros and cons will be fashion in the next millennium.

Facebook
“Facebook is the novel we are all writing”
Roiphe (2010)

E-mail was long the Net's most common and fasting-growing use, it was surpassed in 2009 by social networking sites. Classmates.com’s
1995 launch began the social networking movement; it was soon followed by LinkedIn in 2003. Myspace, launched in 2003 and hipper and
more feature-filled than these earlier efforts, became the favorite of young people around the world until it was unseated by Facebook,
Harvard University-specific at birth in 2004, becoming global in 2006. Life of Facebook does not go back so far. Between 2008 and 2009,
the number of Facebookers tripled to 300 million socializing in 40 languages. By 2010, its 124 million monthly visitors accounted for 44% of
all Internet sharing of links, photos, and videos, 5 billion pieces of content a week. According to Facebook Inc., the number of active users
at Facebook as of 2012 is 1.01 billion around the world. It is the most popular web site for Americans 17-25 years old, and 8 out of every 10
U.S college students are registered users. A lot of people use the service mostly for making, keeping, and staying in touch with friends
(Baran, 2012).

Alexender in his study stated, “Facebook leads the planet, but others continue to function, suchs as MySpace, Orkut” (p.32).
Sites like MySpace allow users to choose whether they want their profile to be public or “Friends only”. Facebook takes a different
approach—Dby default, users who are part of the same “network” can view each other's profiles, unless a profile owner has decided to deny
permission to those in their network. Structural variations around visibility and access are one of the primary ways that SNSs differentiate
themselves from each other. Facebook was first designed to support distinct college networks only. Today Facebook is used to maintain
existing offline relationships or solidify offline connections, as opposed to meeting new people (Boyd & Ellison, 2007).

Based on Pewlnternet’s (2011) findings related to a research on social networking sites, it was stated that there is a considerable
variance in the way people use various social networking sites: 52% of Facebook users and 33% of Twitter users engage with the platform
daily, while only 7% of MySpace and 6% of LinkedIn users do the same. On Facebook on an average day 15% of Facebook users update
their own status; 22% comment on another’s post or status; 20% comment on another user’s photos; 26% “Like” another user’s content;
10% send another user a private message. A part of the study about drew interesting conclusions about Facebook usage suggesting that
Facebook users are more trusting than others. They have more close relationships as they get more social support than other people. In
addition, it was also pointed out in the related study that Facebook users are much more politically engaged than most people and
Facebook revives “dormant” relationships.

According to Qualman surprisingly “wasting time on Facebook and social media actually makes you more productive” Ellison et
al. (2011) suggest that Facebook makes it easy to keep lightweight contact with each other even when the benefits of proximity are no
longer available. Facebook enables individuals to maintain a large set of weak ties and make ephemeral connections persistent. It also
lower the barriers to initial interaction and facilitate formation of common ground Therefore, one way or the other Facebook is also a way of
tracking and monitoring friends let alone share things.

Criticism of Facebook

The question whether people like befriending friends on Facebook or befriending Facebook as if it is a friend may have ambiguous answers
as for some having a Facebook account is just for keeping it as sign of prestige; actually they are passive users. On the other hand, for
others, it is like a tunnel with numerous galleries where you exhibit a life cycle. Facebook has not been accepted as a random network, if it
were, one would find that most individuals have nearly the same number of friends and that there are only very few individuals who have a
very large number of friends or have no friends whatsoever. In a sense, random network describes a society that is very democratic:
everyone has roughly the same number of friends. So Facebook cannot be regarded as a democratic network (Barabasi, 2011).

Ito (2010) recounts an interesting observation in his study:
Sitting in a coffee shop in suburban Michigan in June 2007, Tara, a Vietnamese sixteen-year-old, was asked
about Facebook. She giggled and said that she had “an addiction” to the site. She had heard from adults that
Facebook might be bad, but “like everyone says “get a Facebook”. You need to get one.” She made sure to log in
often to check for new messages from friends, read updates about her classmates, and comment on friends’
photos. For Tara, this type of participation on a social network site is a critical element of staying socially
connected (p.79).

On the other hand, the massive uptake of Facebook in particular has spurred an identity crisis of yet unknown dimensions, circling around
the question of who we are and how we should present ourselves online. Facebook CEO Mark Zuckerberg puts it like this: “having two
identities for yourself is an example of a lack of integrity”. In the age of social media, we are not looking to externalize other possible selves
but the True Self, deep inside. Social networking is not about affirming something as truth but more about making truth through endless
clicking. Even on Facebook, amongst “friends”, we play theater, acting as if we play ourselves. By questioning the self-evidence of
Facebook and its befriending algorithm, we already make a first step toward refusing corporate-controlled social media platforms: “I prefer
not to.” The next step could be to actively shape new manifestations of collective anonymous action: “| need to become anonymous in order
to be present.” Anonymity as an exercise in play may be a necessary delusion that saves us from the idea the true self, advocated by
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Facebook as our one and only option. We are told to believe there is no true face behind the mask, or rather, told to ask what the mask is
hiding, instead of what its wearer is performing (Lovink, 2012).

Privacy expectations in social networks are based on relationships. Typical social networks support friends and networks with

privileged access. Past work demonstrates that users have strong expectations for privacy on social networking sites (Felt & Evans, 2008).
The basic connection in Facebook is referred to as “friendship” since there is no way for software to elegantly map the true dynamic
nuances of social life. While friendship feels more comfortable, its overuse is costing us richness of our social life. These binaries can be
avoided by variation and degrees of participation offered (Hyde et al., (2012). Netiquette of Facebook in terms of building or spoiling a
friendship is quite different from the etiquette of actual relationships in social life as Facebook friends can be easily either accepted or
declined. There is no shame doing this whereas in actual life it is a daring action. Facebook to Facebook is a silent mode of face-to-face
communication.
Reported in earlier research based on Social network site usage with college students, it was reported that over 12% of the sample does
not use any of six social network sites (i.e., Bebo, Facebook, Friendster, MySpace, Orkut, and Xanga). Facebook was reported to be the
popular service among these students (78%), followed by MySpace(54,6%). Almost two-thirds of the overall sample use Fcebook
frequently, but just over one-third use MySpace often. The other four webs were considerably found less popular less popular among
respondents (Hargitti and Hsieh, 2011).

Related Research

Today studies related to the use of social media tools have attracted a lot of attention due to the fact that they yielded surprising results
contrary to the common belief and understanding of them. Facebook studies also play a critical role in determining attitudes, perceptions
and behaviours that shape, guide and direct social media. One good example for this is the study results by Toprak et al. (2009) which
showed that the main reasons for participants (68% female, 32% males, 18-36 age group, 57% university graduates) to open a Facebook
account was communicate with friends (34%), second, find old friends (22%) and third peer pressure or recommendation (13%). Answers
given to the question “why do you want to communicate with daily friends on Facebook again” were based on “sharing (48%)”,
“communication (34%)” and “intimacy (6%)”. Participants reported that they learned about Facebook from friends (81%) and media (19%)
and they accessed it at least once a day (73%) involved in activities such as video sharing (55.5%), messaging (47.2%) and checking
invitations (30.56%). Participants regarded Facebook as a communication tool (15%), monitoring and entertainment tool (14%), and meet
and find tool (11%). For 13%, Facebook did not mean anything. Finally, 80% of the participants were aware that they were monitored on
Facebook and 27% wanted control but 35% did not want any control over Facebook. As for the question “What do you find the most private
information on Facebook”, participants’ answers were “nothing (40.54%), “personal information (24, 32%) and photos (16.22%) Participants
also reported that they would be very much disturbed if they saw unauthorized usage (30.56%) and their photos (27, 7%) on Facebook.
Data from another study conducted by Durmus et al.(2010) with 4000 participants ( 49.9% female, 50.1% male and 18-63 age group)
aiming to measure to what extent reasons for using Facebook through user profile and trust felt affected Facebook addiction showed that
women (33.9%) accessed Facebook more than men (31.3%) two-five times more a day. “Reading friends’ wall (51, 4%)”, “inviting friends to
social groups (43, 5%)”, “selling things commercially (69%)” and “follow friends’ trends (51%)” were among the most preferred reasons for
using Facebook. Facebook trust analysis results showed that participants believed that Facebook would protect and keep to their privacy
(39%) and Facebook is trustworthy enough (45, 2%). Carneige Mellon researchers Alessandro Acquisti and Ralph Gross in a survey of
Facebook users at their university detected little or no relation between participants’ reported privacy attitudes and their likelihood of
publishing personal information online. Even the students who were most concerned about their privacy-about 40% provided their class
schedule on Facebook, 22 % put their address on Facebook, and almost 16% published both (Rosen, 2011).

On the other hand, according to a new research out of the Pew Internet & American Life Project, a significant chunk of the
population aged 18 to 29 reported they're planning to use Facebook less in the next year, while a tiny minority said they plan to use it more.
Among the entire population, the study found that 67 percent of all American adults are using Facebook. Of those, 61 percent reported they
have taken lengthy breaks from using the service (lasting multiple weeks). Of the 33 percent who do not use Facebook currently, 20 percent
reported that they had been users in the past (Nagel, 2005).

Ellison et. al. assessed levels of social capital and Facebook use in an undergraduate student population, finding that students’
Facebook use was significantly related with their levels of social capital that is classified into three kinds such as bridging, bonding and
maintained.These are based on social relations that have productive effects.

Method

Research Question

As one of the most widely used social media tool, Facebook was considered an appropriate and interesting one to be studied from a
different perspective and aspect and perspective to assess Facebook. That is: why be without it or give up on it, which may be called
“Facebooklessnes”. “Facebooklessness” is a coined term used in this study that simply means “a state of not having a Facebook account
or being without Facebook. Urban dictionary (2012) defines Facebooklessnes as [Def. 1] The state in which many foreigners find
themselves when they arrive to internet-censored countries such as China. [Def. 2] Freedom. These days almost every single individual is
one way or the other supposed or expected to actively or inactively be using at least one or more than tow social media tools. It is also
believed that resistance to this trend is almost out of question as you find yourselves drawn into it.

Research Model
This research is a case study based mainly on quantitative data. Qualitative data from a few open-ended questions in the questionnaires
were also recorded and interpreted to support the outcomes of the study.

Participants

The sample of the study consisted of randomly selected 170 people out of 600 people scanned and over 18 years of age in the city of
Istanbul. However, 20 participants provided missing or incomplete data. Accordingly, data from 150 people (equally distributed among three
groups) were found eligible for the study to the extent the framework of the study allowed. As the study’'s methodology suggested
participant were divided into three groups as those who never created a Facebook account, those who did so for a while but froze or
deleted their accounts being Facebookless now and finally those who froze or deleted their accounts for a period and then decided to
reactivate it being Facebook users now. Therefore, three different questionnaires were conducted on these three different user types.

Data Collection and Analysis Instrument

Questionnaire forms developed by the researchers were based on the opinions of three different groups of people as to how they felt
without Facebook by giving reasons. The questionnaires consisted of three sections: First part of each questionnaire aimed at collecting
demographic information (sex, age, education level, profession) about the participants. Second part was related to the ways and type(s) of
technological devices owned to access the internet, social media tools used and time spent on them. The last part made the core of the
study’s common objectives as it included questions related to participants’ attitude and perceptions of their Facebooklessness with
underlying reasons. The data from the questionnaires were quantitatively and qualitatively classified and analyzed through statistics
software (SPSS v.18) using frequency and t-test measurement tools.
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Findings

Case |: Those who never created a Facebook account (Coded “NF”= No Facebook)

This group consisted of fifty participants that were distributed equally according to their gender. Average age among group members was
19 (8%) and 38 (8%) followed by 44 (6%) and other different age groups changed between 4% and 2 %. Regarding their educational
degree, 42% of the participants held a university diploma. 30% high school, 16 % MA/MBA/MSc and 10 % high school.

Looking at the profession distribution, group NF participants were mostly students (28%) followed by academics (20%),
housewives (10%), tradesmen (8%), the retired (6%), workers (6%), accountants and engineers (4%) bankers, architects, and technicians
(2%)).

Among desktop (38%), iPhone (46%), and iPad (20%) use, participants used laptop (62%) mostly while benefiting from wired
(32%) and wireless (30%) and both (30%) forms of internet access options equally.

As participants in this group never created a Facebook account, this part of the study also aimed at finding whether they used any
other social media tools and what were they.

WhatsApp (18%) was the most common social media tool used among participants. The results in percentages for other social media
instruments followed as Twitter (10%), Blogs (2%), Instagram (6%), FriendFeed (0%), Foursquare (6%), Pinterest (0%), Flickr (2%),
LinkedIn (8%), MySpace (0%), Skype(12%), Forums (4%), e-groups(1%).

On these social media tools, 28% of the participants spent 5-10 minutes a day on average. 6 % spent 11-30 minutes, 4% 31-40
minutes, 2% between 41 and more than 51 minutes.

Participants were given 8 statements that could best describe their attitudes and perceptions as to what they think and know
about Facebook and why they had not created a Facebook account so far. Their results from the statements in percentages read as
follows: “I have no idea about what Facebook is (10%)”, “I do not find Facebook trustworthy enough (62 %)”, “I have doubts about privacy
matters (30%)”, “ | do not find Facebook useful (48%)”, “ | do not know how to use Facebook (8%)”, “ | use a different social media tool
(10%)”, “ I have no reason at all (14%)”, “ Other (6%)". For the last item, participants stated that they did not need a Facebook account as
Facebook kills face-to-face relationship, privacy. They also reported that publishing one’s photos on Facebook was not a good idea.
According to gender distribution, there is no considerable difference between men’s and women’s choices for the statments.

Case Il: Those who used Facebook for a while but froze or deleted their accounts. (Coded “Facebook Frozen)

Equally again this group also consisted of fifty participants: 25 female, 25 male. Average age was 22 (11, 8%) and 23 (11, 8%) followed by
21 (9, 8%) and 18-19 (7, 8%). As for participants’ educational degree, university graduates made the biggest part by 64, 7 % followed by
high school (21, 6%), MA/MBA/MSc (5,9 %), Vocational school (3,9 %) and PhD (2%).

As for participants’ period of use and freeze on Facebook, it can be referred to Table 1:

Table 1. Facebook use period

Year(s) %
2,00 19,6
3,00 7,8
4,00 41,2
5,00 11,8
6,00 13,7
7,00 2,0
10,00 2,0

Table 2. Period of Facebook account frozen

Year(s) %
1,00 76,5
1,50 9,8
2,00 11,8

Looking at the profession distribution in group FF, participants were mostly students (43, 1%) followed by engineers (23, 5%), academics
(15,6%), technicians (5,9%) tradesmen and bankers (3,9 %) and directors (2%).

Among desktop (39,2%), iPhone (70,6%), and iPad (15,7%) use , participants used laptop (88,2%) mostly while benefiting from
wired (9,8%) and wireless (37,3%) and both (51%) forms of internet access options..

As participants in this group never froze their Facebook account, this part of the study aimed at finding what other social media
tools they might have preferred to use.

WhatsApp (62, 7 %) was the most common social media tool among the participants. The results in percentages for other social
media instruments followed as Twitter (51%), Blogs (7,8%), Instagram (33,3%), FriendFeed (2%), Foursquare (31,4%), Pinterest (2%),
Flickr (5,9%), LinkedIn (19,6%), MySpace (2%), Skype(31,4%), Forums (15,7%), e-groups (9,8%) and other (3,9%).

On these social media tools, more than 33, 3 % of the participants spent more than 51 minutes a day on average. 31, 6 % spent
11-20 minutes. 17, 6 % spent 21-30 minutes, 9, 8 % 31-40 minutes, and 5, 9 % 41-50 minutes

Participants were given 11 statements that could best describe their attitudes and perceptions as to what they thought and knew
about Facebook and why they had frozen their Facebook accounts. Statements and their results in percentages read as follows: “I don’t
feel safe while using Facebook (11, 8%)”, “I have doubts about privacy matters (21,6%), “ | do not find Facebook useful (37,3%)", “I froze
my account for a while but | will reactivate it (17,6 %)”, “My account was hacked (2%)”, “ | do not how to use Facebook as it looks quite
complicated (2%)”, “ | spend too much time on Facebook (19,6%), “ | have another Facebook account (2%), “ | receive too many e-mails
and invitations from Facebook (15,7%),” | use another social media tool (33,%) “I have no reason at all (11, 8%)", “Other (13,7%)” for which
participants did not comment. Results according to gender distribution in this part showed that women (28%) cared more about their privacy
than men (16%) and men found Facebook less useful. While men tended to give reasons for deactivating their account, women avoided to
do so. Although none of the men wanted to reactivate their Facebook accounts, 36% of the women did so. For the rest of the statements,
there is a minimal difference between both men and women'’s choices.

Case lll: Those who froze or deleted their Facebook accounts for a period and then decided to reactivate it. (Coded “RF" =
Returners of Facebook)

Consisting of fifty participants (23 female, 27 male), average age among participants was 22 (26 %) and 23 (22%) followed by 21 (10 %)
and 19-20 (6%), 18, 25,29,30,33 (4%) and 24, 31,40,50,62 (2%) . According the educational degree participants held, the order follows as
university (86%), MA/IMBA/MSc (6, 2%), high school (4%), PhD and vocational school (2%).

Looking at the profession distribution in group RF, participants were mostly students (76%) followed by academics (10%), engineers and
directors (4%) and tradesmen, businessmen and the retired (2 %).
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Among desktop (40%), iPhone (88%), and iPad (20%) use, participants used laptop (90%) mostly while benefiting from wired (10%) and
wireless (30%) and both (58%) forms of internet access options.
As for participants’ period of use and freeze on Facebook, it can be referred to Table 3:

Table 3. Facebook use period

Year(s) %
1,00 19,6
3,00 7,8
4,00 41,2
5,00 11,8
6,00 13,7
7,00 2,0
8,00 2,0

Table 4. Period of Facebook account frozen

Year(s) %
1,00 76,5
2,00 24,0

As participants in this group had been away from Facebook for a while, this part of the study aimed at finding what other social media tools
they might have preferred to use.

WhatsApp (80%) was the most common social media tool among the participants. The results in percentages for other social
media instruments followed as Twitter (76%), Blogs (26%), Instagram (52%), FriendFeed (4%), Foursquare (58%), Pinterest (6%), Flickr
(14%), LinkedIn (38%), MySpace (16%), Skype (48%), Forums (22%), e-groups (10%).

On these social media tools, more than 50% of the participants spent more than 51 minutes a day on average. 20% spent 31-40 minutes,
10% spent 11-20, 21-30 and 41-50 minutes.

Participants were given three statements that could best describe their attitudes and perceptions as to why they decided to
reactivate their Facebook accounts and gave up on being Facebookless. Statements and their results in percentages read as follows: “| felt
isolated and lonely without Facebook (4%)”, “I was curious to know about the most recent developments related to things and events
(46%)”, “ | have no reason at all (24%)”, “other (24%)” but did not comment. Results according to gender distribution in this part showed that
men (51%) and women (48%) were almost equally curious to know about the most recent developments related to things and events during
their freeze on Facebook and so they reactivated their accounts. Finally, men were more reluctant to give reasons for the reactivation of
their Facebook accounts and they were also more eager to comment on that.

Discussion and Conclusion

Having randomly scanned 600 people and found 150 people eligible for the study made us draw the conclusion that proportionally %25 of
people preferred either to stay away from Facebook or be suspended for a while for and get back to their accounts some reason. Overall,
our findings show that younger people consisiting mostly of students tend to use Facebook more. Older participants prefer to stay away
from Facebook as they do not find Facebook useful enough or they use other social media tools. Again, our results showed that people who
stayed away from Facebook also spent less time other social media tools, too (5-11 minutes a day by 28%). Participants using iPhone at
large prefer Whatsapp and Twitter apart from Facebook. There is a consistent relationship with iPhone use and use of Whatsapp and
Twitter.Those who froze or deleted their accounts or retuned to their Facebook accounts comparatively spent more time on other social
media tools, too (more than 51 minutes a day). In terms of the relationship between gender and the period Facebook used and frozen, t-test
results showed that there is no significant difference in both B (sig: 0,543 > 0, 05) both in C (sig: 0,322 > 0, 05).

Having been able to reach a small group of people who avoided or put a distance between themselves and Facebook, our study
produced two important results: First, Facebook is still considered to be the most common social media tool. Second, Facebook use is
comparatively changeable according to age rather than gender and it seems a certain group of people will continue to resist creating a
Facebook account and the other will come and go between staying in or out of it due to privacy and trust matters. They say curiosity kills the
cat but it has never been so tempting for those who hesitated to take a look inside for a friend on Facebook.This study was meant to shed
light on further researches including preferences, attitudes and perceptions related to Facebook use and deprivation.
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Abstract

Effective communication skills are considered to be the core of good teaching and are regarded to assist the teacher to master his delivery
of pedagogy and interaction with the class and society. Along the same line education empowers the educator to enhance his potentials for
the benefit of self, family and society.

This study examines the pre service secondary teachers’ perception of the strengths and weaknesses of a communication
course in their program. Saunders and Mills (1999) state that communication skills are applied in the teachers’ classroom management,
pedagogy and interaction with the class. This paper explores and endeavours to represent the weight of the importance of effective
communication skills for good teaching.

The information was gathered by interviewing a sample of pre service secondary teachers in Mauritius on the importance of
effective communication skills for teaching with regard to the course “communication skills for teachers”. This research project is being
elaborated to look at the pre-entry understanding of communication skills of the pre service teachers so as to assess their knowledge and
interest prior to entering the course. The subsequent findings from the questionnaires and interviews attempt to show the evolution of
these skills and how the pre service teachers perceive this accomplishment has taken place.

Introduction: The Importance of Effective Communication Skills for Good Teaching

According to Steinberg (1997), communication can be defined as “a transactional process of exchanging messages and negotiating
meaning to establish and maintain relationships”. It is clear that the concept of transaction means that the participants should reach an
agreement about the meaning of their messages for communication to be effective and for their relationship to be gratifying. Communication
is the decisive element which determines whether the different activities carried out by an organisation or in this context by teachers will
contribute negatively or positively to the functioning of the organisation. Every decision taken by any levels in an organisation has
communication implications (Cutlip et al, 2000).

Teachers are required to have excellent communication skills to be successful in their occupation. They are expected to fulfill
technical tasks and to communicate effectively with internal and external customers. To help better understanding and the ability to
accomplish their responsibilities effectively, teachers are expected to have listening, interpersonal, written and oral communication skills.

The importance of communication is emphasised as it is about transforming knowledge into a form that is accessible to learners
according to Ur (1997).There is emphasis that students succeed,learn and progress with effective communication skills. However, research
on the topic of communication skills that pre service teachers bring to their education courses and how these skills help in transforming into
an effective beginner-teacher, are few and long coming.

The core of the study requires an analysis of the importance of effective communication skills for good teaching. A scrutiny of the
pre service teachers self perception is vital as it is their convictions which influence their practice in a classroom.According to Steinberg
(1995) perception is confined to the scope by which we judge or evaluate others.Perception is fault-finding very often as it controls the
information that enters the memory.

This research attempts to trace upon the development of the pre service teachers perception of communication in Mauritius.Lee
(1997) proclaims the importance of communication for good teaching.In her paper she maintains that people are the centre of schools and
communication is the foundation.It is clear in her study that pre service teachers have some knowledge of communication skills though they
cannot describe it. She also demonstrates that communication skills should be a course to be taught in the teacher training program.Pre
service teachers according to Jones and Fong (1999) believe that they are the transmitters of knowledge.There is recognition on their part
that communication interaction between the teacher and the class is crucial.Along the way they learnt to fuse communication skills into their
teaching.

Overall, the literature suggests that communication skills are becoming progressively vital for achievement in the workplace
environment.

The present study endeavours to analyse the significance of effective communication skills for good teaching for the pre service secondary
teachers in Mauritius.This paper attempts to demonstrate the findings about the evolution of these skills and how the pre service teachers
perceive this accomplishment has taken place.

Theoretical Framework of the Present Study
Two main purposes have been identified for this research:
i To investigate student perceptions of the effectiveness of communication skills as a module. Perceived effectiveness was chosen
because of (1) the difficulties of measuring learning (must have a control and experimental group over time in a controlled setting)
(2) student perceptions may be more important than reality, that is decisions, many times, are based on perceptions, and (3)
perceived learning will contribute to our knowledge of learning effectiveness;

ii. To investigate how students perceive those evolutions of these skills and how this accomplishment might provide a relative
advantage in their teaching.

The Everett Rogers’ model of the diffusion of innovation (Rogers 1995) was chosen for this study. There are five stages which are designed
in the innovation decision process: Knowledge, Persuasion, Decision, Implementation, and Confirmation. This study centres on the first two
stages of Rogers’ model: Knowledge and Persuasion. For these two stages, Rogers' three constructswere adapted: prior conditions,
characteristics of the decision-making unit, and perceived characteristics of the innovation to match the research domain. The modified
constructs are (1) prior educational conditions, (2) characteristics of pre service teacher, and (3) perceived characteristics of the
communication course. We believe that these three constructs influence student perceptions regarding the effectiveness of training in
communication which is shown in the Student Perception Model below:
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Figure 1: STUDENT PERCEPTION MODEL

There are multiple facets for each of the four constructs in Figure 1. For example, for prior educational conditions, there are facets such as
previous understanding of communication. For characteristics of the student, facets include personality development, and communication
behaviors. For perceived characteristics of communication course, facets include student compatibility, and course compatibility. Finally,
students’progresses are facets of perceived effectiveness of studying a communication course for teachers.

From the above, the following hypotheses were developed:

a. Pre service teachers may be unable to describe their knowledge of communication and communication skills at entry level;

b.  The pre service teachers would be able to understand their own evolution and apply communication skills to effective teaching.

Research design

Programme description

The students selected for this study were attending a two year diploma (secondary school)at the Mauritius Institute of Education. The
programme is on a full time basis consisting of various courses in their subject areas, pedagogy, curriculum and assessment. This
programme is a foundation course for those wishing to be part of the B Ed programme afterwards.There were fifty pre-service teachers
enrolledin this program. The class met for 3 hoursonce a week during a 15-week semester for the module in communication skills.

Methodology

The data collection method used was a student feedback questionnaire. Thefocus was on students’analysis of a communication course
whereby students could indicate their views in relation to the course content.Through the analysis the awareness of the communication
skills module was targeted. In short there was an attempt to see how far the different components in the course content will cater to the
needs of the students.Through this examination of the content, information on the perception of the students in terms of the skills acquired
(like communication skills) to pupils has also been gathered.

Adapting to a new approach is sometimes not an easy task.For the purpose of this paper necessary information has been
gathered that illustrates the extent to which the students have been able to cope or not with emergent features.The second part of
theresearch is concerned with the adaptation of the learners with this new course .The questions input for this second part unravel the
views of the students in respect to indicators like interpersonal skills, importance of the audience and feedback. The examination of their
reflection journals helps us to know to what extent the evolution of those skills from the students have taken place according to their
perception.The learners needed to reflect weeklyin their journals their analysis of the course.To start with, information on the anticipation of
the students to this new module was collected and also their reflections towards the end of the semester.The journals allowed us to have a
broader picture how the pre service teachers perceive the evolution of communication skills have taken place over one semester of 15
weeks. The pre service teachers were invited to write about their perceived strengths and weaknesses in communication skills at the start
and end of their course.In their journals,the pre service teachers reflected on their knowledge learnt throughout the course and how they
feel convinced of the importance of this course in their practice.Moreover this part of the research has enabled us to rate the usefulness of
such a course in the curriculum for teachers.

The last section is mainly focused on personal views.The data for these perceptions have been collected from their journals. After
clear reflections of their experiences of the learning environment, the students are able to express their views. These data sources are
valuable indicators for the perceptions of the student teachers to communication skills while being an effective teacher.The questionnaire
and reflection journals therefore allowed us to collect information regarding the evolution of the students at different levels, the content level,
the adjustment of the learners’ level and the reflection level.

This study involved 50 pre service teachers.There were 45 respondents and 42 reflection journals were analysed. The points identified
by the pre service teachers as their evolution of their communication skills were analyzed along the lines of whether they were verbal or non
verbal; whether they were linguistic in nature or relate to communication skills.

Results and discussion

The first part of the research was conducted on the first day the students had their class for communication skills. They were asked to write
down their understanding of communication and communication skills.Their responses contemplate both common elements and individual
clear replies.

A. Questionnaire Analysis
In respect of the questions posed, the outcome is as follows:

i Existing beliefs about communication; and

ii. Communication skills
100% of the pre service teachers believed that communication is about transferring knowledge.However, only 12 students recognised the
fact that understanding the transmission of knowledge is important.
10 of the respondents felt that listening, questioning and feedback were communication skills. None of the respondents tried to elaborate
more.

iii. Acquisition of communication skills
The ways in which the pre service teachers acquired the skills prior to entering the course were diverse according to their responses which
reflected their past experiences.
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30 of the respondents acquired their communication skills by informal means as they never worked before. The other 15 respondents felt
they had some kind of formal training as they worked before being part of this course. This included being a salesperson, insurance agent
or replacement teachers in schools. They mostly learnt their skills of communication through observation and environment adaptation.

iv. Relationship of communication skills to teaching
The reinforcement of the comments was observed here when the students answered that communication is a transfer of knowledge thus
there is a relationship between communication skills and teaching.
100% of the respondents used the teaching strategies like demonstration, explanation, questioning, lecturingas being the communication
skills used for teaching. There seems to be a concept of the teacher being the one in front of the class and delivering the message which is
his knowledge and instructions.
None of the students felt that listening could be part of the communication skills related to teaching. It seems there is a belief that the
learner is the passive recipient and they as teachers need communication skills to impart knowledge.
One student emphasised that communication skills and teaching means ‘speaking and writing’

V. Communication skills help in teaching
With this question the pre service teachers showed that they did not quite understand how communications can help in teaching .They
seem to understand mostly that communication skills being ‘speaking and writing’ thus it is enough for teaching. The respondents also
believe that communication skills is about conveying the message to the students which what they will be doing as teachers.
However 5 pre service teacher responded that ‘communication skills help in teaching by building up our self confidence and for the
development of our personality’ and also ‘listen to our students’.

B. Journal Review
Furthermore, the review of the 42 journals revealed the following:
The pre service teachers reflected their evolution as understanding relationship between teachers and students better.

In the reflection journal of one pre service teacher:

‘Relational level is important to boost students at secondary level of schooling so as to build trust for their learning to take place.’
The perception that their accomplishment has taken place is reflected in another’s journal as:
‘Communication is a tool used so that every individual obtains something out of the process.’

There seems to be an attempt from the pre service teachers that the outcome of their relationship with their students is important.
They tend to feel strongly that the tone used and the body languages are important for giving instructions and servicing their subjects at
schools.

This group of pre service teachers felt that their evolution of communication skills took place along their different aspects of speech and
their capability to empathize with their audience. According to a few of them:

‘Observation is important for us to use different approach while communicating’

‘Communication is related to the emotional aspect thus as teachers we need to understand the emotional need of our students’

‘I have realised the importance to dress as a professional to go to work so that my students respect me’.

The pre service teachers also noted the importance of possessing effective communication skills when it comes to dealing with
their internal customers who are their colleagues, rectors and even parents at school: ‘a teacher should be able to talk to the rector and his
colleagues and the parents in a clear manner and also respecting them at the same time even we do not agree with what they are saying’.
The above remarks clearly contrast with their initial perception of communication skills - when they reported to understand communication
skills as talking to people and giving instructions to students when required. Since they did not realise the importance of empathy at the
start now they feel they have learnt new terms in the communication skills class. They now see the importance of the emotional need of
their students and how this helps better learning to take place.The importance of trust has been part of their reflection as well as being a
component between both parties that is the students and teachers for effective learning to take place. We can also notice the
acknowledgement of the pre service teachers’ belief that they now can use communication skills to deal with students’ feedback and
responses.One of the pre service teachers even specified that now he feels he can be more assertive in class versus his aggressive ways
which he was initially using during his practicum.

The pre service teachers further identified aspects of communication skills related to interpersonal communication to a greater
extent than when they first joined the class. One reason for this can be attributed to the fact that they viewed teaching and learning just as
teachers and students who need to learn no matter what the external environment is. 12 of the respondents wrote in their reflection journals
that they have now realised the importance of smiling to their students and showing appropriate facial expressions make a difference in the
relationship. It seems now they believe,that paying more attention to being polite and building a rapport with students and colleagues,
facilitate their work.

8 respondents also placed importance for humour in communication. The reason seems to be that they now feel that students will
listen better in class when they are enjoying and having fun during the class. They reiterated that humour is an effective tool as it brings
happiness and learning takes place with less effort.

As far as verbal communication is concerned,10 respondents felt that pronunciation and speech is significant as now they tend to
believe that emphasis should be on the receptiveness of feedback which again demonstrated a link to their belief that politeness is
important between students and teachers.

Analysis and conclusion of reflection points of pre service teachers
From the review of the preservice teachers’ journals and analysis of the questionnaires, it can be concluded that their fears with
communication skills is about teaching effectively and also mainly about the interpersonal aspects such as proper use of humour in class,
facial expressions and the proximity and relationship with their students.

The interest with using effective communication skills among the pre service teachers has to do with the role that teachers play:
someone who establishes a sympathetic relation with the students. It isrecognitionthat teachers are not only concerned with the importance
of communication skills in the class for instructions but also in investing themselves in interpersonal relationships with students.

A curriculum in effective communications showed a substantial part in bringing out the capabilities of the pre service teachers’
communication skills. The proficiencies acquired within the course were the reason for the pre service teachers to contemplate upon their
actual beliefs about communication. This was perceived within their changing views about the involvement and interactions between
teachers and students.

The pre service teachers claim that they are now equipped to use a wider scope of communication skills in their teaching
practicum. Communication skills are not restricted to teacher education.Teachers are also expected to fulfill technical tasks to communicate
effectively with internal and external customers and they must possess highly developed skills to become a successful professional.
Theseabilities necessitate a context through knowledge of curriculum and through developing knowledge of the school atmosphere to
become beneficial within teaching. This made it easier for the pre service teachers to merge the skills into their teaching practice.

There is little doubt that pre service teachers felt that the communication skills course was important and contributed to an
increase in their knowledge and perception for effective communication. Furthermore teachers must be able to correctly envision the needs
of their students, empower them to share the vision and enable them to create an effective climate.
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From their weekly journal it was obvious that all the pre service teachers valued the favorable advantage to consider and ponder
upon the development of their communication skills. In this study the pre service teachers display an awareness regarding their observation
that non verbal communication like tone, pitch of voice, facial expression, body posture and the listeners. The pre service teachers also
emphasize that they are now confident at adapting their communication to their students’ communication in class. To take matters further it
would be exciting and vital to study their recognition of the capabilities of their communication skills once they enter the teaching service.
Consequently it is significant that research is carried out on the importance of communication skills for teachers. The reflections from the
pre service teachers journals demonstrate that the communication course will definitely have an impact in their self confidence when they
have to perform in class. Teachers in Mauritius also face the difficulty of their professional image towards their students who are of
secondary levels. More research should be carried out about the predicament of teachers in the Mauritian context where English and
French are both used as a teaching medium along with the local dialect. However from this study, it is obvious that there is a need to look
into the conflicts that teachers face when they do not have the communication background to back them up. Further studies could
contemplate the different cultures of teachers in the various environments in Mauritius and how it's important to adapt to various cultures as
teachers.

Bibliography

Books

Burton, Dimbleby. (1995). Between ourselves:an introduction to interpersonal communication. 2" edition.London:Arnold

Cutlip, S. M., Center, A. H., & Broom, G. M. 2000. Effective public relations, eighth edition.Upper Saddle River, NJ: Prentice Hall
Hopkins, D. a. (2000). Creating the conditions for teaching and learning:a handbook of staff development. London: David Fulton.
Lee, Patty (1997). Collaborative practices for educators: Strategies for effective communication. Peytral Public, Minnesota
Morrison, K. (1998). Management theories for educational change. London: Paul Chapman

Rogers, E. (1995). Diffusion of innovations. 4" Edition New York: The Free Press.

Rogers, Everett M. (2003 ) Diffusion of Innovations, The Free Press, New York, 5th edition

Shlonsky,Ur.1997. Clause structure and Word Order in Hebrew and Arabic.New York:Oxford University Press

Steinberg, S. (2007). An introduction to communication studies. South Africa Cape Town: Juta and Company Ltd .

Journals

Graves, William H. (1997). ""Free Trade" in Higher Education The Meta University," Journal of Asynchronous Learning Networks, 1 (March)
pp. 97-108, http://www.aln.org/alnweb/journal/jaln_Vollissuel.htm.

Jones, J.F. and Fong, P.M. (2007). The impact of teachers’ beliefs and educational experiences on EFL classroom practices in secondary
schools, Asian Journal of English Language Teaching, 17, 27-47.

Saunders, S. and Mill, M.A. (1999), The knowledge of communication skills of secondary graduate student teachers and their
understanding of the relationship between communication skills and teaching. NZARE / AARE Conference Paper — Melbourne,
Conference Paper Number MIL99660

Sng Bee Bee, ChinaThe Impact of Teachers’Communication Skills on Teaching: Reflections of Pre-service Teachers on their
Communication Strengths and Weaknesses .Year 14; Issue 1; February 2012, ISSN 1755-9715

C:\Documents and Settings\User\Desktop\research\Students Perceptions of Distance Learning, Online Learning and the Traditional
Classroom.mht

http://www.slideshare.net/dilipbarad/communication-skills-for-teachers 28 Feb 2013

http://www.slideshare.net/crtfsu06/learning-styles-9210317

Educational Research and Review Vol. 2 (7), pp. 165-171, July 2007Available online at http://www.academicjournals.org/ERRISSN 1990-
3839 © 2007 Academic Journals

(Classroom research: a tool for preparing pre-service teachers to) EucabethOdhiamboShippensburg University

10



02-04 May 2013

C'.-) 1. International Conference on Communication, Media, Technology and Design
‘ Famagusta — North Cyprus

ABNORMALITIES IN VIRTUAL WORLD

Jale Balaban-Sali

Faculty of Communication Sciences
Anadolu University
Eskisehir, Turkey

Eylem Simsek
Combined Air Operations Center
The Turkish Air Forces
Eskisehir, Turkey

Abstract

With the development of Web 2.0 technology, a shift from one-to-one and one-to computer towards one-to-many relationships have been
experienced. Virtual world created its own cultures, languages, sub-groups and behavior patterns particularly in the various social media
environments. Virtual world has some positive features, such as easier to communicate, maintain relationships, more entertainment, having
control over relationships, decrease time and space problems, a sense of security and fulfiling unmet needs in the real world etc. However,
virtual world has darker aspects as well. In the real world, social relations or social groups force individuals to act as desired through
predetermined cultures, identities, norms, rules, beliefs makes the emergence of abnormal behavior easier. Because of the hidden
identities; individuals became vulnerable in the virtual world. Moreover, individuals could develop some problematic behaviors.

This study aimed to investigate the abnormal behaviors with reason and response approaches in the context of virtual world from the both
aspects; individuals and audiences. From the individuals perspective some of the abnormalities were Internet addiction, Facebook addiction
disorder, cycling between the social medias, identity confusion, nomophobia etc.. In addition, individuals may be on the target board of
online predators, cyber stalkers, cyber trollers, etc.. The negative results of the abnormal behaviors in the virtual world have been exampled
and discussed under the concepts of the loss of distinction between the virtual world and the corruptions of reality perceptions. Focusing on
situational awareness, recommendations were made to improve healthy behaviors and to defend individuals.

Keywords: Virtual world, online identity, abnormal behaviors, online predators, trollers.

Introduction

The rapid advances in information and communication technologies have created enormous changes all over the World. People today not
only use the Internet more and more to interact other people, but they use it to socialize, to generate some lasting relationships, and even to
develop a “real” social virtual life (in online forums, chats, massively multi-player online games ext.). In these virtual spaces, the online
identity that people develop represents a critical element of the activities taking place. This digital identity - that represents how they are
perceived in the online environment- has a direct impact in enabling or preventing the social interaction and on nature of the interaction
(Nabeth, 2005).

Social networking’s increasing popularity among both youth and adults makes it an area worth studying to find patterns of human
behavior and communication. Social networking sites, such as Facebook, have become venues for self-presentation through complex
online profiles (Smock, 2010). In 2012, The Pew Internet and American Life Project revealed in a research report just how relevant social
networking has become. The report indicated that young adults are more likely than others to use major social media and Facebook is
currently the most commonly used social network among young woman adults (Duggan & Brenner, 2013). As social networks became
popular, some of negative effects on individuals were discussed. Some of them could be exampled as Internet addiction, Facebook
addiction disorder, cycling between the social medias, identity confusion, nomophobia etc.

Internet addiction was defined first by Young (1996) as an impulse-control disorder, like pathological gambling. Eight criteria was
determined to differentiate normal and pathological internet use. These are ; (1)feeling with the Internet (2) feeling the need to use the
Internet with increasing amounts of time (3) making repeatedly unsuccessful efforts to control, cut back, or stop Internet use, (4) feeling
restless, moody, depressed, or irritable when attempting to cut down or stop Internet use(5) staying on-line longer than originally intended
(6) jeopardizing or risking the loss of significant relationship, job, educational or career opportunity because of the Internet (7) lying to others
to conceal the extent of involvement with the Internet (8) Using the Internet as a way of escaping from problems or of relieving a dysphoric
mood (e.g., feelings of helplessness, guilt, anxiety, depression). Young (1999) pointed of some abnormalities like using Internet 40-80 hours
in case of familial, academic, and occupational impairments. Internet addiction could cause physiological, social, psychological, and mental
problems. Cycling between the social medias emerged another problem in the digital world. This was not only as identity problem, but also
a time problem stealed from the real world.

Young (2012) classified internet addiction as cyber-relationship addiction (online pornography), Cyber-Affair/Relational Addiction
(social networks, chat rooms), net compulsions (online gaming and online gambling), information overload (computer addiction (i.e.,
computer game addiction), information overload (excessive web surfing and database searches). In order to treat Internet addiction, a type
of cognitive-behavioral therapy, Digital Detox Rehab™ program was suggested.

Nomophobia (No Mobile PHOBIA) was “an overwhelming fear of being out of contact through mobile phone which causes physical side
effects such as panic attack, shortness of breath, dizziness, trembling, sweating, accelerated heart rate, chest pain etc”. The interesting
thing was that a research revealed almost 53% of the sample in UK suffered from nomophobia. For some people being disconnected
caused professional need to help.The symptoms were; negative physical symptoms, panic attack due to lack of reception or a dead battery,
obsessively making sure that one has their cell phone or mobile device, worrying about losing one’s phone (AllAboutCounseling.com,
2013).

Social media and identity confusions

An online identity is a social identity that an Internet user establishes in online spaces. It can also be considered as an actively constructed
presentation of oneself. Although some people prefer to use their real names online, some Internet users prefer to be anonymous,
identifying themselves by means of pseudonyms, which reveal varying amounts of personally identifiable information (Online identity, 2013).
When online, one’s gender, culture, lifestyle, clothing, voice, body size, age and identity are no longer bound by the confines of the
embodied reality. This offers liberation to many. The old can feel young, the shy can be extrovert, and the loner can be popular (Thomas,
2007).

Beddington (2013) emphasized that ‘identity’ is not a simple notion. Rather than having a single identity, people have several
overlapping identities, which shift in emphasis in different life stages and environments. These are changing in three important ways:
Hyper-connectivity: It is driving social change and expectations, while bringing people together in new ways. The number of Internet users
reaches 2.5 billion worldwide (Internet world stats, 2013). Nearly one person in three surfs online. Turkey has about 33 million Facebook
users with this number it is in the sixth place in the world. The largest age group is currently 18-24 with total of 11.305.940 users, followed
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by the users in the age of 25-34 (Turkey Facebook statistics, 2013). This means that people’s online identities have personal, psychological,
social, and commercial value. The growth in the collection and use of personal data can have benefits for individuals, organizations and
government, by offering greater insights through data analysis, and the development of more targeted and more effective services
(Beddington, 2013).

Increasing social plurality: Society may become more pluralized, and less integrated, as people’s identities are influenced by the ageing
population, greater diversity and changing patterns of immigration, and the emergence of online ‘virtual’ communities. Beddington, (2013)
also stated that demographic change in the UK effects people’s identities.

Blurring of public and private identities: Beddington (2013) reported that people are now more willing to place personal information into
public domains, such as on the Internet and attitudes towards privacy are changing, especially among younger people. These changes are
blurring the boundaries between social and work identities. For instance, employers have been not just look potential candidate up on
search engines, but to dig very deep, through social media profiles, online gaming sites, and even in virtual worlds like SecondLife. Of the
U.S. recruiters and HR professionals surveyed, 75% report that their companies have formal policies in place that require hiring personnel
to research applicants online (Microsoft Study, 2010). This breakdown in the barrier between public and private identities could be an
important and transformative consequence of social and technological change. As a result, Beddington (2013) stated individual’s identity
mean today is the sum of characteristics which determine who a person is. This includes a person’s perception of themselves as similar to,
or different from, others. People can choose to present certain aspects of their identities and express their identities in different ways.

People have also many overlapping identities. A person can have lot of identities simultaneously in online and offline. The line
between the real person (the offline one) and her/his projection onto social networking sites (online self) is becoming blurred. There are
situations where a real person has multiple accounts on social networking sites, each with a unique personality. For example, the person
might appear as a serious professional in one account, and a completely different personality in another (Hongladarom, 2011). In other
words, people have multiple identities in hobby, professional, fantasy or dating websites. Beddington (2013) reported that understanding
which of a person’s identities are most relevant in a given situation depends on the context. It can also be strongly linked to behaviors both
positive (for example volunteering in a community) and negative (such as antisocial behavior). Consequently, people present themselves
with designed identities. That is, self-presentation occurs with designed identities in online environments. For instance, Beddington (2013)
stated particularly among younger people, their view of themselves is shaped increasingly by online interactions of social networks and on
online role playing games.

Designing, overlapping and blurring of identities could be seen as potential risks in online environments. Magid (2005) argued that
some risks for people who use the Internet or online services. Teenagers are particularly at risk because they often go online unsupervised
and more likely than younger children to participate in online discussions regarding companionship, relationships, or sexual activity. As a
result of this, the virtual world has provoked a considerable wave of worry and anxiety especially among parents and policy makers
worldwide in recent years.

Online Identity and Online Risks
With all emerging technologies there is the potential for misuse. There are some specific risks related to problematic online identities, such
as online predator, Internet troller, cyber stalker, cyber bully.

Online Predators

Online predator is a term used to distinguish all online users who engage in criminal, deviant or abusive behaviors using information and
communication technology. Online predators are driven by deviant fantasies, desires for power and control, retribution, religious fanaticism,
political reprisal, psychiatric iliness, perceptual distortions, peer acceptance or personal and financial gain (Nuccitelli, 2011). They can be
any age, either gender and not bound by economic status, race or national heritage. They target individuals of all ages and use the
anonymity of the Internet to interact with others.

Online predators use online communications to establish trust and confidence in their victims, who typically are adolescents, by
introducing talk of sex, and then arranging to meet youth in person for sexual encounters (Wolak, Finkelhor & Mitchell, 2009). So, the youth
see these relationships as romances or sexual adventures. Many are master manipulators with skills that are known as the grooming
process. Predators look for children that are more technically savvy than their parents. They look for children that are emotionally vulnerable
which can be related to personal issues derived from problems at school or home. They look for child oriented screen names. They use
these issues to befriend the victim and empathize with them while building a pseudo friendship and trust (Online predators, 2011). Most
online predators are patient enough to develop relationships with victims and savvy enough to move those relationships offline (Wolak,
Finkelhor & Mitchell, 2004).

Wolak, Finkelhor, Mitchell and Ybarra (2008) also reported that most Internet-initiated sex crimes involve adult men who use the
Internet to meet and seduce young adolescents into sexual encounters. Most such offenders are charged with crimes, such as statutory
rape, that involve nonforcible sexual activity with victims who are too young to consent to sexual intercourse with adults.

Cyberbullies

Cyberbullying can be briefly defined as sending or posting harmful or cruel text or images using the Internet or other digital
communication devices. A cyberbully may be a person an individual knows or may be an online stranger. A cyberbully may be anonymous
and may enlist the aid of others, including online “friends” (Willard, 2006). Sometimes cyberbullying may involve sexual harassment or may
be the result of the break-up of a real world or online relationship. Sometimes cyberbullying may be related to racial, religious, or cultural
bias (Willard, 2004). Youth who bully others online are often victims of online bullying as well. Most cyberbullies use more traditional forms
of bullying (Raskauskas & Stoltz, 2007). Bullying is also associated with lower levels of moral emotions like guilt and shame and higher
levels of emotions like pride or indifference in the context of moral transgressions, respectively (Perren & Gutzwiller-Helfenfinger, 2012).

Willard (2007) and Nuccitelli (2013) stated that cyberbullying may occur in various forms, such as flaming, harassment, denigration,

impersonation, outing, trickery, exclusion and cyberstalking, happy slapping, phishing, bash boards and password theft.
Ybarra and Mitchell (2008) suggested 15% of all youth report being targeted by unwanted sexual solicitation, 4% in a social networking site
specifically. Similarly, 32.5% of youth report being harassed, either by threats or aggressive comments, or having rumors spread about
them; 9% report being harassed while on a social networking site specifically. Girls are significantly more likely than boys to report
unwanted sexual solicitation and harassment episodes on social networking sites than all other places online. Harassment is more
frequently reported by older youth on social networking sites compared with all other places, although no age differences were noted for
unwanted sexual solicitation.

Internet Trollers

The term, ‘cybertroll’, or ‘cyber-troll’, is often used synonymously with the meaning given by the media to “trolls” — which in the eyes of the
media are people who abuse others, when in fact a ‘Troll’ is an Internet user who posts to entertain others peacefully rather than
aggressively. It and refers to Internet equivalents of the Old Norse and Swedish meaning of troll, which is ‘an ugly cave-dwelling creature
depicted as either a giant or a dwarf,” according to the Oxford Dictionary (Bishop, 2013).
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Bishop (2012) emphasized that the twelve types of Internet troller are quite unique and will be grouped into pairs because some are
quite similar and differing in that one group posts kudos to be friendly and the other flames to be nasty.

Table 1. Troller Types (Bishop, 2012)

Troller Character Types Description

Lurker Driven by ‘Surveillance’ forces. Lurkers make silent calls by accident, etc., clicking
on adverts or ‘like’ buttons, using ‘referrer spoofers’, reporting posts, modifying
opinion polls or user kudos scores.

Elder Driven by ‘Escape’ forces. An Elder is an out bound member of the community,
often engaging in “trolling for newbies”, where they wind up the newer members
often without questioning from other members.

Troll Driven by ‘Chaos’ forces. A Troll takes part in trolling to entertain others, bringing
some fun and mischief to an online community.

Big Man Driven by ‘Order’ forces. A Big Man does trolling by posting something pleasing to
others in order to support their world view.

Flirt Driven by ‘Social’ forces. A Flirt takes part in trolling to help others be sociable,
including through light 'teasing’.

Snert Driven by ‘Anti-social’ forces. A Snert takes part in trolling to harm others for their
own sick entertainment.

MHBFYJenny Driven by ‘Forgiveness forces’. A MHBFY Jenny takes patrt in trolling to help people
see the lighter side of life and to help others come to terms with their concerns.

E-Venger Driven by ‘Vengeance’ forces. An E-Venger does trolling in order to trip someone
up so that their ‘true colours’ are revealed.

Wizard Driven by ‘Creative’ forces. A Wizard does trolling through making up and sharing
content that has humorous effect.

Iconoclast Driven by ‘Destructive’ forces. An Iconoclast takes part in trolling to help others

discover ‘the truth’, often by telling them things completely factual, but which may
drive them into a state of consternation. They may post links to content that
contradicts the worldview of their target.

Ripper Driven by ‘Thanatotic’ forces. A Ripper takes part in self-deprecating trolling in order
to build a false sense of empathy from others.
Chatroom Bob Driven by ‘Existential’ forces. A chatroom bob takes part in trolling to gain the trust

of others members in order to exploit them.

Conclusion
This study aimed to increase awareness of the abnormalities in digital world. Abnormalities could be explained by biological (usually brain
malfunctioning), psychodynamic (unconscious underlying psychological forces), behavioral (result from learned responses-rewards,
modeling etc), cognitive (irrational/illogical thinking processes), humanistic (lack of caring and support, meaning in life and anxiety),
sociocultural (social experiences and cultural values) and biopsyhosocial (interaction of biological, psychological and social models)
approaches.

The viewpoint to abnormalities determines how to understand, interpret the issues and develop solutions as well as abnormalities in

digital world (Crossbie, 2004). The abnormalities could stem from the individuals as well as the nature of digital world giving opportunity to
being anonymous. Destroyed barriers between real and digital worlds could one of the reasons of abnormalities (Turkle, 2011). Additionally,
law making process is very slow and never fully addressed the problem about abnormal behaviors in online environment.
Digital world gives a sense of self-expression, sense of belonging, sense of ego and sense of obligation (Rowles, 2013) which helps to
design the identity. Performing identity or identity authorization were terms implying having lots of identities in online environments. Because
of the blurred identities; individuals became vulnerable in the virtual world. Moreover, individuals could develop some problematic
behaviors. Simsek & Simsek (2012) suggested developing robust real identity and sufficient digital literacy to defend both themselves and
othersa and to solve identity confusions.

Most of the studies about abnormal behaviors like online predators came from American culture. Research in different cultures on
abnormal behaviors will help for a deeply understanding. Because identity works like an organic system interacting within self and others
(Vitak, 2008), new socialization tools plays important roles in designing identities. Focusing on different beliefs, values, rules and attitudes,
in other words different cultures, will enlight the nature of abnormalities in digital world.
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Abstract

Cognitive Style Indicator (COSI) is a scale developed by Cools and Van den Broeck (2007) which evaluates cognitive style in university
students. COSI is a five-point Likert-type scale consisting of 3 cognitive styles and 18 items. The aim of this study was to determine the
validity of Cognitive Style Indicator in Turkish population. 1035 female and 816 male students participated into the study. The sampling
group consisted of 1851 1st- 4th year students studying at 63 universities during the fall 2012- 2013 academic year. However, the data
gathered from 331 respondents were excluded from the analysis due to incorrect or missing marking; therefore, the analysis was conducted
using a 1520-person data set. The number of female students participating in the study was 885 and the number of male students
participating in the study was 635. Exploratory and confirmatory factor analysis was carried out in order to test the construct validity of the
scale.

Keywords: Cognitive Style Indicator; university students; validity.

Method

Participants

1035 female and 816 male students participated into the study. The sampling group consisted of 1851 1st- 4th year students studying at 63
universities during the fall 2012- 2013 academic year. However, the data gathered from 331 respondents were excluded from the analysis
due to incorrect or missing marking; therefore, the analysis was conducted using a 1520-person data set. The number of female students
participating in the study was 885 and the number of male students participating in the study was 635.

Research Instruments
Cognitive Style Indicator (CoSl). The indicator developed by Cools and Van Den Broeck (2007). Cognitive Style Indicator (CoSl) is a five
point Likert-type scale consisting of 3 subscales and 18 items. CoSl subscales are as follows: Planning, knowing, and creating.

Procedure
CoSl draft was implemented on students in a classroom environment as a group. Prior to the implementation, the students were informed of
the aim of the study and they were assured that their responses would be kept secret.

Data Analysis

Data analysis was carried out through Lisrel 8.54 ve SPSS 18.0 package programmes. The upper limit of the margin error was determined
as .05. In the frame of construct validity, Exploratory Factor Analysis (EFA) was carried out for the data gathered from the second group in
order to determine to what extent the items are included in the three factors. After this procedure, the construct validity was tested by
conducting Confirmatory Factor Analysis (CFA) for the data obtained from the third group (Buyikdzturk, 2005; Simer, 2000).

Findings
This section covers the findings regarding the validity of CoSlI.

Findings regarding the Reliability of TAULS

Exploratory Factor Analysis (EFA) and Principal Component Analysis (PCA) as a factoring technique were conducted in order to examine
the factoral structure of TAULS (Kline, 1994). While the factoral structure was being examined there was no limitation to the number of
factors and the minimum eigen value was determined as 1.00 in the first analyses. Prior to the factor analysis, Kaiser-Meyer-Olkin (KMO)
coefficient and Barlett Sphericity were carried out in order to determine the appropriateness of the data. KMO value was found as . ,934
and the result of Barlett test (x*: 7743,004; p: 0.00) was meaningful. After that, Exploratory Factor Analysis (EFA) was conducted through
using Varimax Rotation and Principal Component Analysis. The results revealed that 18 items of CoSl were grouped under three factors
and the explanation of variance regarding the scale was found 48.21%. The factor loadings of the subscale items gathered from the factor
analysis are given in Table 1.

Table 1. Knowing, Planning and Creating Factor Loadings of Cognitive Style Indicator

Factors

ltems Creating Planning Knowing
s_17 ,685

s 4 ,685

s 1 ,664

s 5 ,647

s_11 ,631

s 14 ,588

s 7 ,518

s 10 731
s 9 ,635
s 12 ,622
s 18 ,566
s 16 ,552
s 8 ,522
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s 15 ,658
s_3 ,640
s 6 ,592
s_2 ,576
s 13 ,492
Percentages of
Variance 17.55 16.28 14.37
Explanation
Total Percentages 17.55 33.84 48.21

It was found at the end of the analysis that 48.21% of the variance of CoSI was explained. Creating consists of seven items whose factor
loadings vary between .51 and .68 and explains 17.55 % of the variance of Cognitive Style Indicator. Planning consists of six items whose
factor loadings vary between .52 and .73 and explains 16.28 % of the variance of CoSl. Knowing consists of five items whose factor
loadings vary between .49 and .65 and explains 14.37 % of the variance of CoSl. (If the factor loading is .45 and over it means it is a good
measurement to be used; however, when there are few items for an implementation this limit value can be reduced to .30 (Bulyukoztirk,
2005). In general, it can be argued that the factor loadings of the items are over the limits, which is considered as acceptable. After that,
Exploratory Factor Analysis (EFA) was conducted so as to test the factoral structure of CoSl. It was assumed that cognitive style is
explained by creating, planning and knowing with this in mind the data gathered from the study group was tested to determine whether it
would fit this assumption. In other words, this above-mentioned test was carried out in order to determine whether the proposed model fits
the data. The aim of the model is to explain the change in the measurement variables and covariance. The nature of the model structure
may change according to the choice of the indicators and the findings and comments may also be affected according to the order of the
indicators. In fact, the study and the comments depend on the appropriate studies into the latent variables (MacCallum, 1986; MacCallum
ve Austin, 2000). Adjustment statistics can be grouped under three headings; namely, Chi-Square Goodness of Fit, Goodness of Fit and
Comparative Fit Indices. In Chi-Square Goodness of Fit, if the fit between the data and the model is perfect, the gathered value should be
close to “0” and the p value should not be meaningful. If x* degrees of freedom are relatively bigger, then the model is rejected. If If x*
degrees of freedom are not meaningful or smaller, then the model is accepted (Anderson ve Gerbing, 1988; Marsh, Balla ve McDonald,
1988; Sumer, 2000). GFl and AGFI rank first in Goodness of Fit Index. GFI values vary between 0 and 1 and values .90 and over are
considered as a good adjustment. Absolute fit indices, which are developed on the basis of the degree of error, are also used. The main
absolute fit indices are called Root Mean Square Residuals (RMS) Residuals and Root Mean Square Error of Approximation (RMSEA). It is
expected for both values to be around “0” which means there should be minimum error between the observed and produced matrixes. The
values which are equal to .05 or less signal a perfect fit. However, the values which are equal to .08 and less are also acceptable values by
considering the complexity of the model. Comparative Fit Index (CFI) ranks first in incremental fit indices. CFI value varies between “0” and
“1". In CFl, the values equal to .90 and over are considered as a good fit. The values of Normed Fit Index (NFI) and Non-normed Fit Index
(NNFI), which are developed as an alternative to CFI, vary between “0” and “1”. The values equal to .95 and over signals a perfect fit;
however, the values between .90 and .94 are considered as an acceptable fit (Anderson ve Gerbing, 1988; Bentler, 1990; Marsh, Balla ve
McDonald, 1988; Rice, Ashby ve Slaney, 1998; Stimer, 2000).

Confirmatory Factor Analysis

L 4.4

0.

0.8

Chi=Sgquare™EZ2 83, A€=L3Z, P=walue=0. 00000, PAFCA=SD. 049
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Abstract

This paper assessed the extent of utilisation of anti-counterfeiting cutting-edge technologies by NAFDAC in the fight against counterfeiting
and the impact these technologies have had on the control and regulation of counterfeiting of medicines in Nigeria. Findings indicate that
these technologies are being deployed to a large extent in the fight against counterfeit medicines in Nigeria. Further, the impact of these
technologies on the control and regulation of counterfeiting in the country is reported to be positive and massive as recent studies have
shown progressive reduction of counterfeit medicines. The recent study on the Quality of Anti-Malaria Medicines in Sub-Saharan Africa
(QAMSA) which showed significant decline in the incidence of the counterfeiting of anti-malaria drugs in Nigeria from 64.9 percent (64.9%)
in 2008 to 20 percent (20%) in 2012 is a watershed case of success. The strong correlation between the Agency’s 2012 National Survey on
Quality of Medicines using Truscan device and laboratory analysis which put the failure rate of anti-malaria drugs in Nigeria currently at 19.6
percent is again a significant milestone on NAFDAC's path of winning the war against counterfeiting. Holistically, evidence shows that the
incidence of counterfeiting has significantly been reduced by the agency via deployment of the anti-counterfeiting technologies. Results
from the National Survey on Quality of Medicines across the 36 states of Nigeria and the Federal Capital Territory (FCT) by NAFDAC
between January 2010 and April 2012 using Truscan, for instance, showed that the incidence of counterfeiting has been reduced to 6.4
percent. The foregoing results by all standards clearly attest to the remarkable successes NAFDAC has achieved in the fight against
counterfeiting through the adoption of anti-counterfeiting cutting-edge technologies. The paper also suggested a corpus of applications for
other forms of new and social media platforms in the anti-counterfeiting fight. These included: Targeted awareness raising, strengthening
policy and operations capacities, impact inventory and assessment, and vulnerability assessment.

Introduction

Counterfeiting of medicines has been acknowledged as a significant public health problem that has assumed global dimensions and is
rapidly gaining grounds daily with scores of new reported cases (Factsheet, 2013). Reports indicate that counterfeit medicines have had
adverse effects on consumers, which range from injury, disability, paralysis, complications and treatment failure, and even death in some
instances (IMPACT, 2013).

It has been observed that counterfeiting of medicines is an organised crime that fetches perpetrators millions of naira in profits.
According to a report “criminals in many parts of the world have discovered that the counterfeiting of medicines is financially lucrative and of
relatively low risk. As a result, organized crime has shifted from the smuggling of narcotics and running of weapons to the counterfeiting of
medicines” (Akunyili, 2005, p. 5).

Generally, it is reported that counterfeiting of medicines affects different countries in different ways, however statistics of global
and regional prevalence of counterfeiting are scarce, and where available, the figures are grossly inaccurate partly because they are under-
reported and partly because they have not been updated. As a result, what obtains as statistics are mere estimates of the crime. This point
has been unequivocally made by (Factsheet, 2013) which asserts that:

Counterfeiting of medical products and similar crimes affect all countries, whether as countries of origin, transit or marketplace. As
with all clandestine criminal activities, it is impossible to gauge exactly the extent of the problem. The latest estimates suggest that global
sales of counterfeit medicines are worth more than € 57 billion, having doubled in just five years between 2005 and 2010.

Surveys have shown that the situation is much the same on all continents, Europe, North America, South America, Australia,
however with higher incidents in the Third World, particularly in Asia and Africa. According to a report:

Counterfeit medicines have become a critical issue for developing nations, with an impact measured in lives. For example, of the
one million malaria deaths that occur worldwide each year, 200,000 are reportedly the result of counterfeit anti-malaria drugs. Additionally,
the WHO indicates that 700,000 Africans die annually from consuming fake anti-malaria or tuberculosis drugs (biztechafrica.com, p. 1).

High incidents of counterfeit medicines across the globe have ushered in recent years, the epoch of anti-counterfeiting, which
dovetails to the fight against the menace. The fight is gaining global momentum and a flurry of activities and strategies are being engaged
by anti-counterfeiting regulatory agencies towards curbing the menace. Nigeria is not left out of this move and has established a regulatory
agency - the National Agency for Food and Drug Administration and Control (NAFDAC) which has been in the vanguard of the fight.
According to NAFDAC News (2013, p.11)

The menace of counterfeit and substandard drugs is no doubt one that has been on the front burner of national discourse as far
as the safety of the health of Nigerians is concerned. This led to the setting up of the National Agency for Food and Drug Administration and
Control (NAFDAC) by the Federal Government in 1993 with a clear mandate of safeguarding the health of the nation through the provision
of effective regulation of the food, drug and chemical sector of the economy.

In response to its mandate and to the increasingly complex public health problem of medicines counterfeiting, NAFDAC
introduced a range of fake drugs detecting technologies - Truscan, Mobile Authentication Service (MAS) using Short Message Service
(SMS), Black eye, and Radio Frequency ldentification (RFID) to assist NAFDAC inspectors at detecting fake and counterfeit drugs. This
paper therefore assesses the extent of utilisation of these technologies and the impact of these on the control and regulation of drug
counterfeiting in Nigeria.

Counterfeit Medicines: What They Are

According to the World Health Organisation (2013, p. 1), “counterfeit medicines are defined differently in different countries. The definitions
used in various WHO Member States show that the nature of the problem of counterfeit medicines varies from country to country.”
However, it adds that participants at the first international meeting on counterfeit medicines in 1992 at WHO in Geneva agreed on the
following definition:

A counterfeit medicine is one which is deliberately and fraudulently mislabeled with respect to identity and/or source.
Counterfeiting can apply to both branded and generic products and counterfeit products may include products with the correct ingredients or
with the wrong ingredients, without active ingredients, with insufficient (inadequate quantities of) active ingredient(s) or with fake packaging
(www.who.int/medicines/services/counterfeit/faqs/03/en/).

Taking into account Nigeria's peculiarities of the counterfeiting menace, NAFDAC, anchoring on the key indices in WHO's
conception of counterfeiting, defines as fake/counterfeit medicines in Nigeria:
= Drugs with no active ingredient(s) e.g. having only lactose or even chalk in capsules and tablets, olive oil in Supradyn capsules.
= Drugs with insufficient active ingredients e.g. 41mg Chloroquine instead of 200mg, 50mg Ampicillin as against 250mg.
= Drugs with active ingredient(s) different from what is stated on the packages e.g. Paracetamol tablets packaged and labelled as
Fansidar (Sulphadoxine + Pyrimethamine).
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= Clones of fast moving drugs - these are drugs with the same quantity of active ingredients as the genuine original brand, but may not
have the same efficacy.

= Drugs without full name and address of the manufacturer.

= Herbal Preparations that are toxic, harmful, ineffective or deceitfully mixed with orthodox medicine.

= Expired drugs or drugs without expiry date, or expired and re-labelled with the intention of extending their shelf-life.

= Drugs not certified and registered by NAFDAC.

Implications of Counterfeit Medicines on individuals and the Nigerian Society

In a paper titled: Counterfeit and Sub-standard Drugs, Nigeria's Experience: Implications, Challenges, Actions and Recommendations
presented at a meeting for key interest groups on health organised by the World Bank in Washington D. C. 10th -11th March, 2005,
Professor Dora Akunyili, the immediate past Director General of the National Agency for Food and Drug Administration and Control
(NAFDAC) enumerated the following implications of counterfeit medicines on individuals and the Nigerian society:

= Counterfeiting of medicines has been acknowledged as the greatest evil of our time and the highest weapon of terrorism against public
health. It has also been said to be an act of economic sabotage, and an evil wind that blows nobody good.

= The evil of fake drugs is worse than the combined scourge of malaria, HIV/AIDS and armed robbery put together. This is because
malaria can be prevented, HIV/AIDS can be avoided and armed robbery may kill a few at a time, but counterfeit/fake drugs kill en mass.

= The social problem posed by hard drugs, cocaine, heroine etc. cannot also be compared with the damage done by fake drugs, because
illicit drugs are taken out of choice, and by those that can afford them, but fake drugs are taken by all and anybody can be a victim.

= Fake drugs have embarrassed our healthcare providers and eroded the confidence of the public on our healthcare delivery system. This
development has led to treatment failures, organ dysfunction/damage, worsening of chronic disease conditions and the death of many
Nigerians. The situation became so bad that even when patients were treated with genuine antibiotics, they no longer respond positively
due to resistance induced by previous intake of fake/counterfeit antibiotics.

Incidence of Counterfeiting of Medicines in Nigeria and Reported Cases of Adverse Drugs Reactions
According to the paper, the first phase of the baseline studies by NAFDAC in six major drug markets across the country in early 2002, to
measure the level of compliance to drug registration, revealed that 67.95 percent of the drugs were unregistered and therefore
unauthorised for use by NAFDAC.

Retrospectively, the paper reported results of studies that were carried out over the years to measure the incidence of
counterfeiting in the country. Accordingly:

= A study conducted by Poole in Nigeria in 1989 was reported to indicate that 25 percent of samples studied were fake, 25 percent
genuine and 50 percent inconclusive.

= A study reported to have been conducted by the former Deputy Director of WHO (Prof. Adeoye Lambo) in Nigeria for a pharmaceutical
firm in Lagos in 1990, showed that 54 percent of drugs in every major pharmacy shop were fake. Further, results were reported to indicate
that the figure had risen to 80 percent in the subsequent year.

= A study carried out on 581 samples of 27 different drugs from 35 pharmacies in Lagos and Abuja (Nigeria) showed that 279 (48%)
samples did not comply with set pharmacopoea limits, and the proportion was uniform for the various types of drugs tested.

= The following cases were also reported in the paper with respect to Adverse Drugs Reactions:

= In 1989, poorly compounded Chloroquine syrup killed several children in University of Nigeria Teachnig Hospital (U.N.T.H) Enugu in the
early ‘80s of which there is no statistics, partly because many of the deaths were not even reported.
= In 1990, the “Paracetamol syrup disaster” occurred when 109 children died in Ibadan and Jos, after taking paracetamol syrup produced
with the toxic ethylene glycol solvent instead of propylene glycol. This tragedy occurred more than fifty years after that of the U.S.A.
= In 2002, 3 patients reacted adversely to infusions manufactured by a Nigerian company. Some of the adverse reactions exhibited by the
patients were severe rigor, vomiting, sweating, restlessness, seizure, impaired level of consciousness, etc. The reactions stopped
immediately after the administration of the infusions were discontinued. Investigations by NAFDAC on the offensive infusions collected
from the hospital revealed that three (3) batches were heavily contaminated.
= In 2003 fake cardiac stimulant (Adrenalin) contributed to the death of three children during open-heart surgery at UNTH, Enugu. Further
investigations by NAFDAC revealed that even the muscle relaxant used was substandard and the infusion was not sterile.
= In 2004 three Nigerian hospitals reported cases of adverse reactions from the use of contaminated infusions produced by four Nigerian
companies. Consequently we sampled infusions and water for injection from all over the country. Our results confirmed that some batches
of infusions produced by the indicted companies were heavily contaminated with microorganisms. 147 of the 149 brands of water for
injection screened were also not sterile.

The foregoing demonstrates in concrete terms, the reality of the threat of counterfeiting to public health, and the general well
being of Nigerians. Table 1 gives a list of some counterfeit medicines that have been banned by NAFDAC and the year they were banned.

Table 1: List of some counterfeit medicines that have been banned by NAFDAC

SIN ACTIVE PRODUCT NAME DESCRIPTION OF ACTION TAKEN, GROUNDS FOR DECISION YEAR
SUBSTANCE
1. Rosiglitazone All Brands NAFDAC directed Marketing Authorization Holder in Nigeria to 2011

voluntarily withdraw product from circulation in Nigeria within 6 months.
Total recall to be effected by June 2012. Agency to carryout mop up of
products remaining in circulation June 2012. Risk of congestive Heart
failure.

2. Gentamycin 280mg All Brands Deregistration of 280mg and mop up from circulation. Public alert on 2010
action taken due to increased risk of ototoxicity, impaired hearing,
deafness, nephrotoxicity and increased risk of endotoxin reactions with
some recorded deaths.

3. Teething mixture All Brands Deregistration and ban of all teething mixture in circulation in Nigeria. 2009
Low benefit/risk ratio.

4. Nimesulide All Brands Restriction of registration of product due to report of liver toxicity. 2005
Product had no obvious advantage over existing NSAID that already in
the market.

5. Dipyrone All Brands Ban due to serious ADR’s reported. E.g. Toxic epidermal necrolysis 2005
(TEN) and recorded death.

6. Chlorproguanil- (Lapdap™) Voluntarily withdrawal by NAFDAC and GSK. Cardiovascular risk. 2005
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7. Phenylpropanolamine All Brands Ban of cough and cold remedies containing this active, directives from 2003

the agency for replacement of actives with the sympathomimetic agents.

8. Mercury Containing All Brands Ban on creams and soap containing mercury. Cause dermatitis, 2002
Creams and Soaps cumulative toxicity causes damage to kidneys which could manifest as

hypertension and fatal kidney failure.

9. Creams Containing All Brands Ban on creams containing Hydroquinone > 2%. Exogenous ochronosis 2002
Hydroquinone > 2% which manifests as a dirty brown pigmentation on sun exposed areas,

loss of skin elasticity.

10. Cosmetic Products All Brands Ban on cosmetic products containing corticosteroids. Prolonged use on 2002
Containing the skin causes recalcitrant acne, red straie, excessive hairiness,
Corticosteroids proneness to infections (bacterial, fungal and parasitic). Absorption

through the skin could manifest as severe hypertension in kidney,
diabetes and cataract.

11. Potassium Bromate as | All Brands Banned and removed from the list of permitted food additives. 2002
Dough Decomposes Vit A, B, B2 and E. Implicated in kidney failure and
Improves/Ingredients hearing loss.
in flour & Bread
Improvers

12. Phenylbutazone All Brands Ban on use in human due to agranulocytosis 2002

Source: NAFDAC News (2013. P. 79)

Factors Influencing Counterfeiting of Medicines in Nigeria

Corruption: According to the World Health Organisation (1999, p. 16) “the efficiency of personnel is adversely affected by corruption and
conflict of interests resulting in laws not being enforced and criminals not being arrested, prosecuted and convicted for crime.” This situation
smacks of corruption and has been the case with counterfeiting of medicines in Nigeria.

Economic factors: The adverse economic situation in the country has given impetus to the high incidence of counterfeiting. It has been
observed that counterfeit drugs are usually cheaper and low priced compared to genuine ones. As a result they are preferred and heavily
patronised at the expense of the genuine. A study by Adeagbo (1998) in Ibadan, a city in South West Nigeria showed that high cost of
drugs and related health services were responsible for seeking alternative options like itinerant drug sellers.

Poor health seeking behaviour: Olujimi (2007) found that the health seeking behaviour of an average Nigerian is poor. Earlier, Downs
(1970) observed that self-medication is usually the first step taken immediately the symptom of an iliness is expressed or recognised. Self-
medication, as Olujimi (2007, p. 59) further observes, “includes purchase of drugs, collection of herbs and preparation of concoction that is
equally applied . . .” This attitude, to say the least, encourages counterfeiting.

Chaotic drug distribution system: Drug distribution in Nigeria has been said to be very chaotic with drugs marketed like any other
commodity of trade. It has also been observed that due to poor regulation over the years, drug markets have evolved and got deeply
established all over the country despite the illegality of such activities. As a result, almost all drug manufacturers and importers supply to these
drug markets. Drug sellers and even health professionals have been acknowledged to patronise the drug markets, which also service the
hawkers that sell in streets and commercial buses (Akunyili, 2005). NAFDAC has recently, however come up with a policy document - the
National Drug Distribution Guidelines in attempt to address this systemic problem and ensure drug quality and safety.

Heightened global control of narcotics: It has been observed that the high global surveillance on the smuggling of narcotics and
associated penalties has diverted attention to the low risk, yet highly lucrative crime of counterfeiting of medicines.

Sophistication in clandestine drug manufacture: According to NAFDAC News (2013), drug counterfeiters have taken advantage of the
growing access and sophistication in printing technology and now manufacture fake drugs affixed with fake NAFDAC registration number.
“This is why cloning of fast moving drugs is so perfect that even the brand owners find it difficult to differentiate between fake and original”
Akunyili (2005, p. 8).

Lack/Inadequate legislation: Nigeria is said to have a multiplicity of drug control laws that are unwieldy, overlapping and sometimes
conflicting. Some of the laws are said to be so old and would need to be amended or updated to meet the demands of present day realities
for effective regulation. This perhaps explains the rationale behind the revised NAFDAC Law, “presently receiving attention of the Federal
Executive Council” which tilts essentially towards greater use of criminal enforcement (NAFDAC News, 2013, p. 20).

NAFDACs Efforts at Combating Counterfeiting of Medicines in Nigeria

NAFDAC was established by the Federal Government of Nigeria in 1993 with the mandate of safeguarding the health of the nation through
the provision of effective regulation of the food, drug and chemical sector of the economy. One of the objectives of the agency was to make
available at all times to the Nigerian populace, adequate supplies of drugs that are effective, affordable, safe and of good quality. The high
prevalence of counterfeit medicines particularly anti-malaria medicines, antibiotics, and vitamins in Sub-Saharan Africa generally and
Nigeria particularly, discussed earlier in this paper necessitated this decision.

Over the years, the agency has engaged different strategies to combat the menace of counterfeiting. According to NAFDAC
News (2013, p. 11), “in the past, a common strategy adopted by NAFDAC was the use of NAFDAC registration number on packages to be
able to detect fake drugs.” However, as earlier observed, growing access and sophistication in printing technology now enables
counterfeiters to manufacture fake drugs affixed with fake NAFDAC registration number; as a result, cloning of fast moving drugs is so
perfect that even the brand owners find it difficult to differentiate between fake and original.

It is against the backdrop of the above and the drive towards achieving the President’s target of Zero Tolerance to counterfeit,
fake, sub-standard, spurious, adulterated and expired medicines in the country that the agency has resorted to the fight against
counterfeiting of medicines through the adoption of cutting edge technologies, the objective being to rid the country of the “activities of
counterfeiters who are merchants of death, trying to benefit at the expense of the health of others” NAFDAC News (2013, p. 4). One of the
anti-counterfeiting cutting-edge technologies engaged by the agency is the Truscan. It is a hand held device for carrying out on- the- spot
detection of counterfeit medicines. Other technologies deployed by the agency to fight counterfeits are the Text Messaging System (also
referred to as the Mobile Authentication System, MAS) that empowers consumers in detecting counterfeit medicines. Using this technology,
consumers can send a direct message using the code on the drug they are about to buy to verify whether it is genuine or fake. Stressing
the value and mode of operation of the MAS, NAFDAC News (2013, p. 20) observes that “the agency has deployed the use of SMS text
messaging technology to authenticate medicines at the point of purchase, putting the power of detection of counterfeits in the hands of
Nigerian consumers, thereby enlisting the entire Nigerian public in the war against counterfeiting.” Other technologies like the Black Eye
and the Radio Frequency Identification (RFID) have also been introduced by the agency to enhance the detection of counterfeit medicines.
The Black Eye is an infra red technology used for speedy evaluation and detection of counterfeit medicines, while the Radio Frequency
Identification (RFID) helps in authenticating sensitive documents. It is reported to have the capacity to track and trace the movement of
regulated products and prevent the forgery of sensitive documents.
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There is sufficient evidence that the anti-counterfeiting cutting-edge technologies are being deployed to a large extent in the fight against
counterfeit medicines in Nigeria. Further, the impact of these technologies on the control and regulation of counterfeiting in the country is
reported to be positive and massive as recent studies have shown progressive reduction of counterfeit medicines. For instance, a recent
study on the Quality of Anti-Malaria Medicines in Sub-Saharan Africa (QAMSA) shows that the incidence of the counterfeiting of anti-
malaria drugs has declined from 64.9 percent (64.9%) in 2008 to 20 percent (20%) in 2012 in Nigeria. Again, the Director General of
NAFDAC was quotes as saying “there was a strong correlation between the Agency’s 2012 National Survey on Quality of Medicines using
Truscan device and laboratory analysis which put the failure rate of anti-malaria drugs in Nigeria currently at 19.6 percent” (NAFDAC News,
2013, p. 10). “A similar study undertaken in Asia by the World Health Organisation (WHO) showed about 38 percent (38%) failure rate of
anti-malaria medicines within that region” (NAFDAC News, 2013, p. 10). Comparatively, these figures show higher incidents of
counterfeiting in Asia, a region that has notoriety like Sub-Saharan Africa in counterfeiting. Using these figures as indices, it is not difficult to
see that the anti-counterfeiting cutting-edge technologies have impacted positively on the quality of anti malaria medicines in Nigeria, a feat
which even the Director General of WHO, Dr. Margaret Chan recently acknowledged at the first meeting of the New Member State
Mechanism on Spurious, Sub-standard, Falsely labelled, Falsified and Counterfeit (SSFFC) medical products held in Buenos Aires,
Argentina.

Considered holistically, the incidence of counterfeiting has significantly been reduced by the agency via deployment of the anti-
counterfeiting cutting-edge technologies. Results from the National Survey on Quality of Medicines across the 36 states of Nigeria and the
Federal Capital Territory (FCT) by NAFDAC between January 2010 and April 2012 using Truscan showed that “the incidence of
counterfeiting has been reduced to 6.4 percent.” Another Survey on the Quality of Medicines conducted in Lagos State in May 2012 using
Truscan device showed that anti-malarias, antibiotics, antidiabetes, and anti-inflammatories showed a 3.8 incidence of counterfeiting, a
figure which is significantly less than the national average (NAFDAC News, 2013).

The foregoing results by all standards clearly attest to the remarkable successes NAFDAC has achieved in the fight against
counterfeiting through the adoption of anti-counterfeiting cutting-edge technologies. This paper, however suggests a corpus of strategies for
engagement of other forms of New Media Technologies (NMTs) in the fight against counterfeit medicines in Nigeria.

Proposals for New Media Engagement in the Fight against Counterfeit Medicines in Nigeria

Targeted Awareness Raising

It is appropriate to commend NAFDACs effort towards raising awareness of the general public to the drug counterfeiting menace in the
country. In doing so, it has made use of the counterfeit medicines detecting technologies, the traditional media of television, newspapers,
radio, etc, via commercials, public alert notices on banned products, phone-in programmes, talk shows, etc. This is in addition to the
interpersonal media of community mobilisation and household sensitisation visits. The truth, however remains that the agency can do better
in terms of targeted mobilisation and mass awareness creation. The defect with the on-going strategy is that it is too general and targeted at
the entire populace. While this strategy should not be discontinued, more specific messages and targeted approaches should be directed at
different groups of people for different effects/ results. Messages, for instance should be directed at key stakeholders for policy enunciation,
development and implementation. On the other hand, artisans — commercial motorcycle riders, plumbers, cobblers, market women, youths,
etc who are more vulnerable to counterfeit medicines should be sufficiently educated and enlightened on the dangers of counterfeit
medicines and should be discouraged from patronising medicine hawkers. It is believed that this will lead to behaviour change, because it
has been maintained that “the first step towards combating counterfeiting is getting people to know that it exists with all its consequent
deleterious effects” (Akunyili, 2005, p. 1).

NAFDAC could therefore deploy other forms of New Media Technologies (NMTs) to compliment, consolidate, and extend the
influence of the cutting edge technologies, traditional, and interpersonal media hitherto engaged in the anti-counterfeiting fight. These
technologies could be used in a variety of ways in conveying multifarious content including education, entertainment, games, etc. The point
that New Media Technologies (NMTs) can add value to pro-health causes - the fight against counterfeit medicines in Nigeria - in our case,
has been clearly articulated by the World Economic Forum (2010). According to this agency, gaming, entertainment and social communities
are viewed as powerful forces for change and a fundamentally important way to motivate and engage individuals in pro-health behaviours.
The argument therefore is that NMTs and their related platforms can be engaged to significantly raise the awareness of key stakeholders
particularly and the general public at large.

In this regard, this paper proposes that NAFDAC should engage such mobile technologies as ipads, iphones, laptops and
notebooks (which are forms of mobile computers) palmtops, and a host of others like tablet computers and their attendant internet platforms
to sensitise key policy institutions and stakeholders, for instance, Federal Ministry of Health, Pharmacists Council of Nigeria, Nigerian
Medical Association, Nigerian Bar Association, Federal Ministry of Justice, Community Health Extension Workers, etc about the causes,
dangers, implications and most importantly, possible strategies for addressing the menace.

NAFDAC could equally deploy details of counterfeit medicines, their batch numbers, samples, manufacturers, composition of
active ingredients (test results by NQCL) etc, which hitherto has not been the practice on its website for public notice. It should also
consider the option of posting public alert notices on banned products on its website to make room for wider access to such information.
Social media platforms (Facebook, Twitter, Blogs, YouTube, etc) should also be engaged and encouraged; this will facilitate social
networking and will promote digital engagement with key targeted audience (stakeholders) and the general public at large. Besides,
NAFDAC should partner with telecommunication operators in Nigeria (MTN, Airtel, Glo, Etisalat, etc) to first of all, improve the poor
internet/wireless connectivity in the rural and urban areas of the country, then develop/upgrade existing infrastructure (e.g. broadband,
masts etc). This should be in addition to creating anti-counterfeiting awareness using Short Message Service (SMS). This was the case in
Uganda, where (Etzo & Collender, 2010) observed that Celtel and AIDS Information Centre (an indigenous NGO) powered a SMS based
quiz, christened Text to Change (TTC), which was used in providing AIDS awareness to 15000 mobile phone subscribers.

NAFDAC should also run Public Service Commercials on the Internet as is the case with other consumer products. These

commercials, chances are, will effectively explore the internet and internet based networks which engage multimedia enabled wireless
devices that users usually carry along in their hands and pockets, therefore enlarging the public sphere for access and application.
It is important to note that these technologies would provide opportunities for effective social participation, as they will make available to the
user, interactive tools that are carefully structured to operationally accommodate multimedia channels which will enable dialogue among
users. NAFDAC as a result, will exploit this system to send messages to a large, heterogeneous and anonymous interactants, who in most
cases would respond with immediate feedback, giving vent to their feelings, opinions, and thoughts, which in some cases would constitute
valuable ideas/suggestions. These communication transactions, it should be borne in mind, would occur within the virtual
participants/interactive context, thereby empowering NAFDAC to harness and utilise brilliant ideas sourced via digital engagement.
Anticipated results for the agency would be enhanced understanding and improved co-operation, while attitude change, and most
importantly, behaviour modification would be the result from consumers of pharmaceutical products.

From the foregoing, we can conclude that the New Media, particularly the Internet and its networks can serve as veritable
platforms for mobilising public opinion and raising awareness in the fight against counterfeit medicines in Nigeria. This point has been
articulated by Hauser, who sees the Internet as a “discursive space in which individuals and groups congregate to discuss matters of
mutual interest and, where possible, to reach a common judgement” (1998, p. 86).

21



® II. International Conference on Communication, Media, Technology and Design
02-04 May 2013
‘ Famagusta — North Cyprus

Strengthening Policy and Operations Capacities

In addition to the engagement of the Mobile Authentication System, other digital technologies like mobile laptops and screens, projectors,
films recorded on compact disks (CDs) etc could be deployed to teach people in rural communities as well as those in urban areas how to
identify counterfeit medicines and to create awareness on the symptoms of ADRs . NAFDAC should also consider the possibility of
developing creative applications that the public can engage on their smartphones in accessing useful information on counterfeiting. Social
media platforms may prove useful in this regard.

The field of robotics could also be engaged by NAFDAC in the fight against counterfeiting in Nigeria. Under this arrangement,
robots (artificial intelligence new media tools) with inbuilt on-the-spot medicines authentication mechanisms could be deployed to man the
boarders and entry ports (air/water) with the objective of ensuring quality of medicines. This will give the counterfeiting fight a boost,
particularly in the face of shortage of manpower in the agency and would considerably assuage overhead costs incurred by the agency in
terms of salaries and staff training.

The internet, its social networking sites and other related platforms can be fully optimised in strengthening partnerships, and
collaborations at the national and international level with sister regulatory agencies elsewhere in the world.

Impact Inventory and Assessment

This point is conceived at two levels. The first deals with compliance of community members and indeed consumers of pharmaceutical
products to non-patronage of counterfeit medicines and consequent reporting of same to the pharmacovigilance directorate of NAFDAC,
while the second deals with keeping and updating records/statistics of Adverse Drugs Reactions. The issues of better awareness, improved
surveillance, monitoring and the mopping up of incidents of counterfeit drugs are also considered here.

At the moment, there is dearth of statistics on the incidence of counterfeit medicines, not only in Nigeria, but on a global scale.
What is available are estimates of these incidents. It is therefore important as a starting point in generating data/statistics on counterfeit
medicines in Nigeria that NAFDAC should think of establishing effective control systems by establishing and managing databases of
counterfeit medicines that have been seized and destroyed in the country within the past 10 years. It is commendable that the agency is
already taking steps in this direction with the inauguration of the Federal Task Force on Drug Anti-counterfeiting “meant to come up with
effective and multipronged approach in the fight against fake, spurious and sub standard drugs” (NAFDAC News, 2013, p. 19) a feature of
which is the State Taskforce on Counterfeit/Fake Drugs and Unwholesome Processed Foods, first inaugurated in Kano on 28" November,
2012. The State taskforce teams could therefore input and update on a regular basis, data and statistics of counterfeit medicines seized or
destroyed in their territories. Much more commendable is the formulation of the National Pharmacovigilance Policy and Implementation
Framework which was launched in Abuja recently. The policy is aimed at monitoring and managing the adverse effects of drugs.

NAFDAC should also through the Pharmacovigilance directorate, embark on aggressive urban and rural community engagement
to keep track of cases of Adverse Drugs Reactions (ADRs) and Contra indications. In addition, NAFDAC may wish to adopt the Indonesia
example of what this paper calls Personnel and Tools in actualising Impact Inventory and Assessment. In the Indonesian example, referred
to, Lee and Chib (2008) noted that mobile phones were distributed to 223 rural midwives in the Tsunami affected region of Aceh Besar and
were monitored on the quality of their services. Onus was therefore on the midwives to generate from their communities, medical
information of their patients for the purpose of diagnosis and transmit such information through the Short Message Service (SMS) to the
central database for action. NAFDAC could therefore equip surveillance teams (Personnel) with GSM phones and other multimedia enabled
wireless mobile devices (Tools) with which data on ADRs, contra indications and general incidents of counterfeit medicines are sent via
enabled platforms to central databases that would be created for the purpose of Impact Inventory and Assessment. The public alert system
introduced by the Pharmacovigilance directorate for people experiencing ADRs to send a text to 20543 stating their reactions is a step in
the right direction.

Vulnerability Assessment

It is proposed under this application that NAFDAC should adopt a strategy akin to the Mobile Clinic method, where rural communities and semi-
urban areas are availed the services of medical personnel at their doorsteps. NAFDAC could therefore engage in routine community, semi-urban
and urban outreaches/checks and deploy the Truscan technology to randomly assess medicines on the shelves of pharmacies (in urban and
semi-urban areas) and in patent medicine stores in rural communities. It could also deploy the Magic tray technology and the Mobile
Authentication System which uses Short Message Service for the same purpose. The essence should be to assess the extent to which
consumers are vulnerable to counterfeit medicines and to mop up counterfeit medicines in circulation, therefore ensuring consumer protection
and elimination of vulnerabilities. Interviews, focus groups, discussions, surveys, vox pops, etc could also be organised to measure the level of
awareness of consumers of pharmaceutical products on counterfeiting of medicines and how vulnerable they think they are to the menace, and
what their responses will be in cases of Adverse Drugs Reactions (ADRs). Outcomes of these surveys could be used to draw up future strategic
plans.

Conclusion

Nigeria is reported to have one of the highest incidents of counterfeiting in Sub- Saharan Africa. Studies by Lambo (1990, 1991 & QAMSA,
2008) reported prevalence rates of (54%, 80%, & 64.9%) respectively. The menace of counterfeit and substandard drugs led to the setting
up of NAFDAC by the Federal Government in 1993 with a clear mandate of safeguarding the health of the nation through the provision of
effective regulation of the food, drug and chemical sector of the economy. In response to its mandate and to the increasingly complex public
health problem of medicines counterfeiting, NAFDAC introduced a range of fake drugs detecting technologies - Truscan, Mobile
Authentication Service (MAS) using Short Message Service (SMS), Black eye, and Radio Frequency Identification (RFID) to assist
NAFDAC inspectors at detecting fake and counterfeit drugs. This paper therefore assessed the extent of utilisation of anti-counterfeiting
cutting-edge technologies by NAFDAC in the fight against counterfeiting and the impact these technologies have had on the control and
regulation of counterfeiting of medicines in Nigeria. Findings indicate that these technologies are being deployed to a large extent in the
fight against counterfeit medicines in Nigeria. Further, the impact of these technologies on the control and regulation of counterfeiting in the
country is reported to be positive and massive as recent studies have shown progressive reduction of counterfeit medicines. The recent
study on the Quality of Anti-Malaria Medicines in Sub-Saharan Africa (QAMSA) which showed significant decline in the incidence of the
counterfeiting of anti-malaria drugs in Nigeria from 64.9 percent (64.9%) in 2008 to 20 percent (20%) in 2012 is a watershed case of
success. The strong correlation between the Agency’s 2012 National Survey on Quality of Medicines using Truscan device and laboratory
analysis which put the failure rate of anti-malaria drugs in Nigeria currently at 19.6 percent is again a significant milestone on NAFDAC's
path of winning the war against counterfeiting. Holistically, evidence shows that the incidence of counterfeiting has significantly been
reduced by the agency via deployment of the anti-counterfeiting technologies. Results from the National Survey on Quality of Medicines
across the 36 states of Nigeria and the Federal Capital Territory (FCT) by NAFDAC between January 2010 and April 2012 using Truscan,
for instance, showed that the incidence of counterfeiting has been reduced to 6.4 percent. The foregoing results by all standards clearly
attest to the remarkable successes NAFDAC has achieved in the fight against counterfeiting through the adoption of anti-counterfeiting
cutting-edge technologies. The paper also suggested a corpus of applications for other forms of new and social media platforms in the anti-
counterfeiting fight. These included: Targeted awareness raising, strengthening policy and operations capacities, impact inventory and
assessment and vulnerability assessment.
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Abstract

Interior design struggles with representing the users experience and aligning it to an emotional connection in a proposed space. Traditional
methods fall short of delivering this connection between person, space and experience. Floor plans, elevations, perspectives, color and
material boards separate the design's information and fracture the experiential image needed to identify and critique a user journey within a
proposed environment. Movie trailers are ideal examples of short, emotionally engaging representations of a full-length movie. The
animation, moving text, and short clips of a film organized around a musical score provide a rich emotional experience for the audience. |
have adopted the movie industry's practices and applied them in interior design representation early in the design process. Using animation
software, my students and | transfer traditional static presentations into digital video/presentations. This paper describes this method of
representation, outlines the process of its making and reviews the feedback from interested constituents.

Introduction

The traditional complex language of interior designers and architects consists of abstract drawings identified as floor plans, sections,
elevations and perspective drawings. These relatively small 2-dimensional devices do their best to explain huge 3-dimensional
environments. This disconnects between the actual built environment and our representational tool sets create huge concerns for the client
and the designer during a project. | have always been concerned with this disconnect and for years have been searching other professions
visual languages to find clues that might help us expand our current language potential.

One area of concern is the inability for designers to represent the emotional connection to an environment that a user might
experience. At the beginning of a project it is crucial for the designer to be able to express user experiences to a client as well as to other
involved stakeholders. Some architects and designers use word association and image collages, or what is commonly known as “mood
boards or concept boards.” This provides the client with imagery and text that might help begin to discuss the emotive conditions and
decision making necessary for a successful project to develop. David Whitebread in his book, “The Design Manual,” defines the concept or
mood board as:

Graphic presentation boards that collect images from magazines, catalogues or websites (...) Mood boards can

conjure a feeling that helps capture the experience of your project-so they can be idea generators in themselves.

They can help create an atmosphere for your design or the experience of it based on a fantasy place or rather a real

place. They are used extensively in product, film and interior design (Whitbread 2009)

These stationary methods do open the conversation pipelines and have been known to help in some cases with the messy “touchy feely”
part of the ideation stage of the design process. The impact, however, often falls short of its potential. My alternative approach better
engages the client and designer with the emotional framework necessary to understand emotionally what is to come.

Inspiration

A number of years ago | sat in a movie theater, watching the movie trailers to upcoming shows and found myself tearing up one minute,
scared with shivers the next and then empowered along with the hero. This emotional roller coaster existed within a three to five minute
timeline. “Short and sweet” as the saying goes. | wondered what if a designer could make a client cry. Everyone knows clients have made
us cry. The point is that, wrapped up in that two to three minute trailer were all the components necessary to stir up a collective emotion that
was generally agreed upon by the entire diverse audience. The following quarter | began engaging my interior design students in the role of
amateur movie (trailer) making.

Problem Statement

My original goal was to encourage and instruct interior designers to make short 1-3 minute films that replaced the static front-end
information traditionally used in interior design presentations. These video experiments unlocked the key that allows us to concern
ourselves with experience and affect that we associate with an environment. Furthermore they were intended to help educators find the tool
that would better allow us to dissect the emotional connections and critique emotional content with our students during the design process.
This has been a hard yet important topic to discuss and explain to our young design students. | felt the key was the movie trailer. Many
interesting things have come from this exercise over the past 5 years and | will touch on these in this paper.

Methods and Procedures

Background

Prior to introducing the methods and procedures of creating and critiquing this new multi-sensory way of representing the conceptual ideas
of a project, let’s first identify our traditional methods, their original abilities and intentions.

According to the book Professional Practice for Interior Designers

by Christine M. Piotrowski there are 5 phases of an interior design project. The phases closely mirror project phases in architecture and
are: (1) programming, (2) schematic design, (3) design development, (4) preparation of contract documents and (5) contract administration.
It is predominately phases 1&2 where our movie trailer experiments are most effective. During the programming (or information gathering)
stage it is imperative to understand the demographics, cooperate branding, users and existing conditions of the environment. Once all this
research is gathered it is traditionally the designer’s role to visually present its findings to the client. The schematic phase is when
preliminary design decisions are established. These include concepts for proposed layouts, materials and physical relationships. It is in this
phase that the designer identifies his or her inspiration for the project and establishes the characteristics and framework in which future
decisions are made.

Our constructed environments are often stoic in nature. Solid examples of architecture and materials assembled in a way to
surround us, although the architecture itself rarely moves our relationship with it is in constant motion. The famous 20th century
Psychologist, James J. Gibson, coined the term “Optical Flow.” This term characterizes “the streaming motion of objects through a visual
field. (...) Optical flow acts as a cue to structure, or physical layout of the environment, independent of other cues such as perspective.” (De
Jong 1994) The understanding of our environment is not made up of one view, but of multiple views taken over time, a cognitive collage of
sorts. Interior and architectural representations of our built environments have existed as static documents and this goes against our
perception of the environments they are trying to represent. Our ability to narrate our spatial ideas visually and effectively is dependent on
movement.
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Movement within animation is something that simultaneously exists on many levels and speaks in many ways.
Movement conveys story, character, and theme. It creates tension through the development of expectation and its
release, through the arousal of curiosity and its resolution. Movement creates the structure for the passage of time.
(Laybourne, 1998)

In addition to the power of movement within the perception of place and story, the synthesis of multiple-sensory detection is paramount for
us to engage emotionally with our environment and henceforth with our representation of that environment, real or proposed.
There are certain fundamental factors attached to the moving compared with static images, no matter how they are
made — the capacity of moving pictures to engage the public on several levels (sometimes physically, sometimes
emotionally, sometimes intellectually) and their ability to convey a range of effects which other media would find
much more difficult to achieve. The synthesis of pictures, movement, sound and effects are means of
communicating with audiences expressing a deep feeling. (Halas, 1990)

The advent of sound in fact is probably the most important component to engaging the audience emotionally. The connection of the
soundtrack and the images, when done effectively, can have the biggest impact on the projects ability to engage the audience emotionally
with the material.

There is no longer a need to question the effectiveness of aural and visual effects. It has been scientifically tested by

a leading commercial agency on behalf of television companies. The finding was that if an audience retains an aural

message to the extent of 20%, it retains a visual one to the extent of 30%. But when the two are successfully

combined, this rises to 70%. The effectiveness of seeing and hearing has consequently been confirmed. Its

utilization is practical in all fields of communication, from advertising to teaching, science and entertainment, but

especially in animation, which, as a rule, is a medium for experiments in vision, sound and music. (Halas 1990)

The research confirms those connections we have with the stories being told in the movie theaters, that a multi-sensory approach to “story
telling” should create a better story than our traditional static approach. Telling a story, after all, is what we are trying to do. Our stories
contain scenes and sets, (our environments), characters (users), a plot (the movement and interaction of our characters in our scene) and
the feelings along the way, those that are perceived and those prescribed.

Tools
In order to create our first videos we needed to expand our knowledge of software, terminology, inspiration and overall methods of working.
Our software of choice is Adobe After Effects. There are some more recent programs including upgraded Photoshop that offer animation
choices along with sound embedment and editing capabilities. However, these easier ones often limited our ability to control the effects and
edit the quality of the sound along the length of the video, which | felt was crucial to the outcome. Of course, having graduate students from
our animation program as a resource for information, often leads to selecting the luxury car model over the economy car. Our interior design
students, over the last couple of years, have been able to tackle some of the complexities in this Adobe product easier than those before.
The language barrier was apparent as soon as we began working with the software that is geared toward animators. New terms like;
“frames per second” (fps), “keypoint,” “overlap,” “tweening,” “panning,” “zooming” and “transitions” along with many more were foreign to us
at first. Our interior students overcame these barriers with the help of online tutorials and support from our graduates in the animation
department.

One of the next hurdles to overcome in this process was to think how we were going to tell our story before we knew the design.
This was one of the most amazing paradigm shifts to occur when working this way. We had always created the design or collected the
images before we narrated the “story” to the client. When you begin to make a video early (at the beginning) of a project you don't discuss
the space as a series of design decisions, instead you talk about what a user’s journey should feel like or what a certain message should be
to begin validating the decision making later. These pre-visualizations and the narrative that develops around the pre-visualization becomes
the innovative part of working in this capacity. One of the first tasks to test your narrative is to create an animatic. These are a series of
stills/sketches or very short animations that describe the highpoint of the story line and identify some of the key transitions and/or image
movements.

Figure 1: Rough Storyboard
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Note. From A. Duzga, (2012, Oct 10), Pigment Studios: Rough story board, [web blog post] Retrieved from
http://pigmentstudios.blogspot.com/2012/10/rough-storyboard.html
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Methods

Our traditional inspiration for interiors typically comes from art, technology, and science and, of course, other published historical or current
interiors. When we were making these short movies those inspirations were often unable to help us construct a framework for the narrative.
We began seeking out other media examples for inspiration. These included short and long animated movies, television advertisements,
films of all kinds and lengths, music videos and movie trailers. Some of our favorite examples included; Sliding Doors, where two separate,
but related stories unfold side by side in what can be described as parallel universe ping-pong match. The trailer to Stranger Than Fiction,
where video images are overlaid with informational text that help narrate the story behind the story. La Jete, the Famous art film by Chris
Marker that describes the future and past, using black and white photographs, that transition over a narration which culminates in the
middle of the film with a 10 second live action moment. In essence, visualizing the moment when the dream world enters the real world. We
looked at these and many more for content, plot, emotional impact, visual effect, transitional moments, graphic layering and much more.
The conversations in the studio changed from a static critique to a dynamic one. Plot, narrative and story became the common goal.
Emotional journey became the descriptive path toward that goal. We began to describe a build up toward a future event rather than the
quality of a current environment. Another non-traditional activity in our studio experience was “sound track” day. Once the work on the
videos were past the animatic stage and the students were filling in the visual components of the narrative, including transitions and
movements, it was time to assign a sound track to the project. Transition timing and emphasis can coordinate with this emotional additive
component. Our iPods and a speaker system were all we needed to sample hundreds of songs and sound tracks collectively. The students
would first show their draft videos and then propose soundtracks they felt aligned best with the emotional direction of the story. When 18
young students working in two person teams begin discussing music, the dynamics of the studio drastically changes. Normally quiet
students become animated and openly passionate. | cannot think of one person who is not emotionally passionate about some genre of
music. Many are passionate about many genres. Music moves us, psychologically and often physically as well. As mentioned above this is
a key ingredient that unlocks the emotional component to this line of working. The videos become alive at the moment the music is imported
into the work.

Results
The following is a brief description of four of the projects The Ohio State University interior design students created.

The first attempt at working this way was awkward, as most first attempts are. The students worked alone and the “new” software
was a struggle at times. In addition, the original goals were simply trying to animate existing mood boards rather than see what video
making could potentially develop. The project brief asked the students to design a small-scale environment with a clearly defined human
interaction as its key purpose. A few examples included; a smoking shelter outside an office building, a two person design firm focusing on
socially conscious solutions, a consultation space for a prison psychiatrist and a proposal for a new and improved catholic confessional to
attract younger members into the catholic faith. Figure 2 below shows a sequence animatic from the catholic confessional video. The
traditional still images and associated text were replaced with a series of images fading in and out along with the associated text panning
across the bottom of the scene. The music “Like a Virgin" by Madonna (instrumental version) created an interesting and contemporary twist
to the often iconic images of faith and religion.

Figure 2: Movie image sequence
Dissolve transition at each image

Word “User” pans right as images fade in and out
Note: Screen shots from student video (2008)

The following year | had the students create videos to be submitted to the annual national student competition for the retail design institute.
The project theme was to upgrade the existing C-store experience consisting of gasoline station and mini-market, so that it would attract a
changing population of consumers. We submitted a 3-minute video for each solution instead of the prescribed traditional requirements for
the competition including floor plans, reflected ceiling and lighting plans, fixture details and a business brief. Our submissions, despite
breaking all the rules, were praised by the jurors as the future of design representation and one of the projects was awarded with an
honorable mention.

The first example (figure 3) describes a new experience by combining 3 known experiences commonly found in separate retail
archetypes and imagines them all existing under one roof; “Cafe Convenience”. This video adopts the "sliding doors" scenario by combining
these different experiences as an overlapping narrative that passes in and out of the new store type across a typical day. The music works
to emotionally connect the viewer with this multi user experience.

Figure 3: Movie image sequence
Scene 1; cars from all three scenarios in frame
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Scenario 3 car revealed as 1 & 2 pan left off screen- car 3 pans to the right
Note: Screen shots from student video (2010)

The second example from this group is the project that was awarded with an honorable mention and was explained as a "juror favorite."
This video described a journey from pump to produce of a new environmentally conscious approach to alternative fuel and locally grown
healthy produce and product choices. These conditions do not currently exist in the current offerings of the C-store. The animated video and
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graphic information was inspired by the trailer "Stranger than Fiction" where the visual story was enhanced by carefully overlaying facts
(text blocks) explaining the benefits and details of the visual narrative. In addition, the music score provided a lighthearted accompaniment
that keeps the viewers engaged and smiling throughout the video. Creating the happy experience one is supposed to have while visiting
this futuristic place,

Figure 4: Movie image sequence
Car moves in from left edge and parks at pump

scene 1 dissolves to graphic of car and pump- text drops down and swings in place
Note: Screen shots from student video (2010)

The final project was part of Talent for Tiles an international student competition project, sponsored by Cooperativa Ceramica D’'Imola. This
video was primarily used to emotionally connect a viewer with the demographic conditions to the problem statement of their project. The
team through research found that many of the United States most impoverished citizens exists within a couple of miles of the wealthiest
citizens. The video was an attempt to inform the viewers of this fact and to engage them in the proposal to change these troubling
conditions. The soundtrack had interviews and dialogue woven into the music. This was a powerful emotional addition to the moving images
and imbedded video clips. The demographic statistics in the beginning of the video are placed between the video clips and moving images.
Emotionally speaking, this is one of the most powerful videos our students have produced. It is a clear example of how this multi-sensory
approach can engage and move a viewer in ways that surpass our traditional methods.

Figure 5: Movie image sequence
Scene 1; video clip of homeless man turning his head towards the camera [text of audio]
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video clip fades to graphic describing-demographic statistic and locations
Note: Screen shots from student video (2012)

Conclusion

This process is just one more step that technology has afforded us to take in our ever evolving educational and professional pursuit to
represent our emotional connection to our environments. Interiors have always been intertwined with our emotional memories of events.
Our sequential perception of movement within the boundaries of place and time has been a necessary component needed to understand
how environment and emotion intertwine. Finally, as designers we have tools that can begin to tell us the story of our intentions, our
creative process and most of all emotionally engage others and ourselves along the way.
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Abstract

One of the major problems of modern Information Retrieval (IR) systems is the word mismatch word mismatch that concerns the
discrepancies between terms used for describing documents and the terms used by the researchers to describe their information need.
One way of handling the Word mismatch is by using a thesaurus, that shows (usually semantic) the relationships between terms. The main
goal of this study is to design and build an automatic Arabic thesaurus using Co-occurrence technique that can be used in any special field
or domain to improve the expansion process and to get more relevance documents for the user's query. Results from this study were
compared with the traditional information retrieval system.

Two hundred and forty two Arabic documents and 59 Arabic queries were used for building the requirements of the thesaurus,
such as inverted File, indexing, term-term co-occurrence matrix, etc. All of these documents involve computer science and information
system vocabulary.

The system was implemented in ORACLE 10 g environment and run on Pentium-4 laptop with 2.13GHz speed, 2.86MB RAM
memory, and hard disk capacity of 500GB.

Building this technique can be used in any special field or domain to improve the expansion process and to get more relevant
documents for the user's query.

In this paper, we concluded that the Co-Occurrence thesaurus improved the recall. However, it has many limitations over the
traditional information retrieval system in terms of recall and precision level.

Keywords: Query Expansion, Co-Occurrence thesaurus, Similarity thesaurus, Thesaurus, Indexing, Natural language (NL), Synonyms.

Introduction
Information retrieval (IR) deals with the representation, storage, organization and access of information items. The representation and
organization of the information items should provide the user with easy access to the information in which he is interested.

Unfortunately, characterization of the user information-need is not a simple task because of the language of the user. [13]

The word thesaurus has Greek and Latin origins and is used as a reference to a treasury of words. [7]

The Thesaurus involves some normalization of the vocabulary and includes a structure much more complex than a simple list of
words and their synonyms, the popular thesaurus published by Peter Roget [23].

A thesaurus (plural: thesauri) is a valuable tool in Information Retrieval (IR), both in the indexing process and in the searching
process, used as a controlled vocabulary and as a means for expanding or altering queries (query expansion)[8] . Most thesauri that users
encounter are manually constructed by domain experts and/or experts at document description. Manual thesaurus construction is a time-
consuming and quite expensive process, and the results are bound to be more or less subjective since the person creating the thesaurus
make choices that affect the structure of the thesaurus. There is a need for methods of automatically construct thesauri, which besides from
the improvements in time and cost aspects can result in more objective thesauri that are easier to update.

Is a statistical approach where the occurrences of terms in documents, chapters or some other unit are computed? The closer the
words occur, the more significant is the co-occurrence. Many automatic indexing methods do not consider how closely words occur, just if
they occur in the same document [6].

Related Work
Many researchers discussed the co-occurrence analysis of the documents text such as Chen and Lynch [8], Crouch [7], and Salton [24].

The limitation of the popular symmetric similarity functions (such as cosine, Dice, and Jaccard's) have been reported by Peat and
Willett [21]. Their research showed that similar terms identified by symmetric co-occurrence function tended to occur very frequently in the
database that is being searched and thus did little or nothing to improve the discriminatory power of the original query. They concluded that
this can help explain Sparck Jones finding that the best retrieval results were obtained if only the less frequently occurring terms were
clustered and if the more frequently occurring terms were left UN clustered.

The co-occurrence analysis used by Schutze and Pedersen in their research was based on number of times a word co-occurs
with other words in a document. Schutze and Pedersen described this matrix as a “term-by-term matrix" (Schutze and Pedersen, 1997)
[24].

Topical or semantic similarity between two words can then be defined as the cosine between the corresponding columns of the
matrix.

The assumption is that words with similar meanings will occur with similar neighbors if enough text material is available. (Schutze
& Pedersen 1997, p.311) [26] there are efficiency problems with this approach: the matrix that is used to Compare each word in the
vocabulary to all other words in the vocabulary tend to be quite large, and it takes quite a long time to process the word comparisons,
depending on the size of the vocabulary.

Although Crouch and Yang (1992) [6] automatically generated thesaurus classes from text keywords, which can subsequently be
used to index documents and queries. Crouch's approach is based on Salton's vector space model and the term discrimination theory.
Documents are clustered using the complete link clustering algorithm (agglomerative, hierarchical method). Ekmekcioglu et al. [12] tested
retrieval performances for 110 queries on a database of 26,280 bibliographic records using four approaches: original queries and query
expansion using co-occurrence data, Soundex code (a phonetic code that assigns the same code to words that sound the same), and
string similarity measure (based on similar character microstructure), respectively. The four approaches produced 509 (original queries),
526 (term co-occurrence), 518 (Soundex), and 534 (string) documents, respectively. They concluded that there were no significant
differences in retrieval effectiveness among these expansion methods and initial queries. However, a close examination of their results
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revealed that there was a very small degree of overlap between the retrieved relevant documents generated by the initial queries and those
produced by the co-occurrence approach (19% overlap using the Dice coefficient). This suggests that search performance may be greatly
improved if a searcher can select and use the terms suggested by a co-occurrence thesaurus in addition to the terms he/she has
generated.

Several research groups have experimented with an algorithmic approach to cross-domain term switching recently. Chen et al.
experimented extensively in generating, integrating, and activating multiple thesauri (some were existing thesauri, others automatically
generated, all in computing-related areas) [9] [11]. Both Kim and Kim [18] and Chen et al. [9] proposed treating (automatic and manually-
created) thesauri as a neural network or semantic network and applying spreading activation algorithms for term-switching. Despite
guestions about the usefulness of automatic thesaurus browsing heuristics [15], our recent experiment revealed that activation-based term
suggestion was comparable to the manual thesaurus browsing process in document recall and precision, but that the manual browsing
process was much more laborious and cognitively demanding [11].

Collecting Terms
Thesaurus construction requires collecting a set of terms. Some of these will end up becoming preferred terms and others may not appear
in the thesaurus at all in their original form, but they may suggest concepts that need to be covered in some way.

In a global strategy as in [27] the query expansion technique presented explored the lexical-semantic links in Wordnet in order to
expand hierarchically related terms to the original query. In a local strategy, the top-ranked documents retrieved for a given query are
examined to determine terms for query expansion.

Apart from this expansion has been carried out by replacing or adding thesaurus words or synonyms to the existing query.
Research pioneer Voorhees [Voorhees, 1994] has shown that this mechanism decreases the IR performance. However, her research
points out that a manually built corpus specific thesaurus can give better results.

Arabic Language Problems
The problems of Arabic language that are related to our project are:
1)A word may take several meanings, depending on it position on the text and if the text is pointed or not, so that it makes an
ambiguous view.
2)several words "< sls" (computer), "aluda” (Computers), "4 s (Computing),"—a"(Computations) and "iwls<" (accounting), have
the same root """ (Compute), in spit of that there meaning is differ, and our calculation are based on root only.
3)Some words may have more than one root."4lss" (Fear) it has two roots "i",(Hid), and "sil" (Cached ).
4)When we deal with pointed text is a big problem?

Co-Occurance Analysis
Co-occurrence analysis is a statistical approach, where the occurrences of terms in documents Term co-occurrence analysis is one of the
approaches used in IR research for forming multi-phrase terms. Local Context Analysis, implemented as term-suggestion devices. The
closer the words occur, the more significant is the co-occurrence.
Any IR system performs the following tasks [5]:

1- Deleting the stop word from the documents.

2- Extracting Stems for each term in the documents.

3- Creating the inverted file based on the root of each documents. (The root technique used is suffix prefix removal).

Two hundred and forty two Arabic documents were used to build the database of the thesaurus. These documents contain 2499

distinct terms. An inverted file of nearly size 22478 record was build. The problems faced in building the thesaurus were:

1- Compute the weight of each term in each document.

2- Compute the weight of each two terms in the same document.

3- Compute the similarity between each two terms (Compute the cluster weights).

After terms were identified in each document, we first computed the term frequency and the document frequency for each term in
a document. Term frequency, tfj, represents the Number of occurrences of term j in document i. Document frequency, dfj, represents the
Number of documents in a collection of n documents in which term j occurs. A few Changes were made to the standard term frequency
and inverse document frequency measures.

Usually terms identified from the title of a document are more descriptive than terms identified from the abstract of the document.
In addition, terms identified by the user Filters are usually more accurate than terms generated by automatic indexing. This is due To the
fact that terms generated by automatic indexing are relatively noisy [10].

We then computed the combined weight of term j in document i, d;, based on the product of "term frequency" and "inverse
document frequency" as follows:

Qo =t *log
ij =i
j

Where N: represents the total number of documents the collection.
We then performed term co-occurrence analysis based on the asymmetric "Cluster Function" developed by Chen and Lynch [8].
We have shown that this asymmetric Similarity function represents term association better than the popular cosine function.
The weighting-factor appearing in the equations below is a further improvement of our Cluster algorithm.
n
Zidijk
CIusterWeightﬂ'j ,Tk) D
Zi dj)
These equations indicate the similarity weights from term T; to term Ty, dj and di were calculated based on the equation in the previous
step. djx represents the combined weight of both Terms T; and Ty in document ;. di is defined similarly as follows:

x WeightingFactor (T, )

N
—tf.. *
lek = tfuk log o
jk
Where tfy represents the number of occurrences of both term j and term k in document i (The smaller number of occurrences between the
terms was chosen).
dfic represents the Number of documents (in a collection of N documents) in which terms ; and « occur together.
In order to penalize general terms (terms which appeared in many places) in the co-occurrence analysis, we developed the
following weighting schemes which are similar to the inverse document frequency function:
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Terms with a higher df, value (more general terms) had a smaller weighting factor value, this caused the co-occurrence probability to
become smaller. [10]
So here weight cluster is like the similarity in similarity thesaurus, applying the Co-Occurrence analysis and finding the weight factor
between each two terms.

Expansion Process

The co-occurrence analysis started with computations of each term’s document frequency (the number of documents in a collection in
which a word occurs) and term frequency (the frequency of occurrence of a word in a document). Terms appearing in the title of a
document were assigned higher weights than terms in the abstract or other parts of the document. Terms that had been identified by the
object filters in the first step were also assigned higher weights than those identified in the automatic indexing process. The inverse
document frequency was then computed with some extra features. Multiple-word terms were assigned higher weights than single word
terms since the former usually convey more precise semantic meaning than the latter.

Our Co-Occurrence thesaurus was based on all the documents in the collection (Global analysis). In our research we expanded
the greater 10 terms associated with greater weight Cluster and we consider its terms as an expanded term and we expand the original
Query, and after we retrieve the documents we rank it, (Lu et al., 2008) suggest that ranking by relevance can result in better retrieval
performance. Thus, we computed TF-IDF scores for retrieved documents (Kim and Wilbur, 2005; Lu et al., 2008) and then ranked them
based on these scores. A document with a higher TF-IDF score is returned earlier in a list.

Discussion
One of the major problems of the modern IR systems is the word mismatch that concerns the discrepancies between terms used for
describing documents and the terms used by the searchers to describe an information need. A way of handling the word mismatch is by
using a thesaurus, which shows (usually semantic) relationships between terms. Thesauri can aid the indexer or the indexing system in
choosing the correct terms to describe the contents of documents, and in normalizing the terms so that all terms are e.g. presented in
singular form. In the searching process, thesauri can help the searcher to find terms to refine a query, by expansion of the original query.
Some of the relationships between terms that are handled by thesauri are narrower term (NT), broader term (BT), and related
term (RT). There are some obvious problems with manually constructing thesauri. It is an expensive and time-consuming process that
requires a domain-expert or an expert at document description. In domains where new research fields develop frequently, thesauri become
out of date, and need to be updated, which again is time-consuming and expensive. By using documents published in the domain in
question as a corpus, a thesaurus can be created and updated automatically. The terminology of the researchers of the field will be the
basis of the indexing process and the assignment of index terms. There are a number of different approaches available for automatically
creating thesauri, among others different kinds of statistical co-occurrence analyses. A way of following up this paper would be to go in
deeper on the different approaches, and/or select the one most interesting for my future thesis project.
This study is implemented on Oracle 8i, and the project was tested on the 242 Arabic documents that were used by Hmeidi and
Kanaan (1997) [14]. The user query was 59 Arabic queries in many general and scientific fields (mostly were related to computer science
field) [7].
The following results were found from the study:-
1- The recall is better when using the co-occurrence thesaurus than using the traditional IR system. This result is also reported by
Qiu and Frei [22].
2- The precision is almost better when using traditional IR system than using co-occurrence thesaurus in small range.
3- On average recall/precision levels, the co-occurrence thesaurus makes a good effect on the last five levels (0.5 to 1). While it
has limitation on the first 5 level (0 to 0.4) this mean that traditional IR is better in the first 5 level (Figure 3)
4- Many researchers concluded that the effective of the retrieval process when we using a thesaurus will increase, when we
increase the number of documents in the collection.
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Figure 1: Using co-occurrence model
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Figure 3: Comparison between co-occurrence and traditional IR model

Conclusions

In a world of increasing facing information overload, where the issue is not how many documents can be found in a particular research
subject, but rather how to weed throw thousands of documents on a topic to find the most relevant ones. Based on the results of this study,
the following conclusions may be drawn:

1) The co-occurrence improves the recall in a good manner

2) The co-occurrence affects the precision in a negative form

3) The co-occurrence thesaurus based on recall/precision level does not improve the effective of the retrieval task of the system. Qui
and Frei [22] support this conclusion. They reported that most of query expansion methods (including co-occurrence) failed to
improve the retrieval process. But on anther hand Khafajeh [16] showed that using Association thesaurus in Arabic language
retrieving system has been improved the effective of the retrieval task of the system.

4) The experiments results showed that using the stemmed words improved the retrieval process when they were used by co-
occurrence analysis. While when the full words were used in the traditional system, the system's performance was the worst in the
continuous retrieval process, because the precision values decreased in a remarkable way. When the recall values increased,
mostly the precision values reached to zero. But, in the same system with using the stemmed words, its performance degraded less
sharply.

5) Finally, we present some of the future works that can be achieved. These works are related to anther techniques for using query
expansion. Especially, there are many query expansion methods that are not applied on the Arabic corpuses. Continuing our
program of studying different methods of query expansion in Arabic information retrieval (AIR), we may examine the effects of
varying methods of term suggestion for user—controlled query expansion such as Relevance Feedback, and improving automatic
method to build Arabic corpus.
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Abstract

The mass media serves as a system conveying the messages and symbols to ordinary people. Entertaining and consoling people,
providing them with information and also imbuing individuals with values, beliefs and behavioural codes that integrate them with the whole
society are among the main functions of the mass media. Development of the free market has concurred with the “industrialisation of the
press”. The fact that television enterprises need large capital investments has led to the concentration of the media ownership in few hands.
Growth of the media companies has intensified their relations with the other business companies and made them dependent on banks
financially, which in turn caused a pressure on the media enterprises to make more profit. This is the fact that has made the television
enterprises dependent on advertisers. When advertisement comes into play, the free market leaves to be an unbiased system where the
final decision is made by the purchaser. “Choices of advertisers make impact on the material condition and vitality of the media.” Herman
and Chomsky contend that advertising plays a potent role in increasing concentration even among rivals that focus with equal energy on
seeking advertising revenue.

Audience has no control on the mass media. The content of the mass media to be presented to the public is decided by the
executives of the media enterprises that seek advertising revenue. Audience can choose only one of the choices which have been
determined by such executives.

In this paper, the advertisement segments aired immediately before and after the main newscasts on the national Turkish television
channels for a period from 19 to 23 November 2012 have been analysed, and the relationships between the advertisers and capital
structure of the Turkish television channels have been questioned on the assumption that the audience who intends to watch the main
newscasts on TV makes a choice only between the television channels supported by the same advertisers.

Keyeords: Relationship between the mass media and capital, ownership of mass media, advertiser, television advertisements.

Capital Market in the Television Companies

Thanks to their features to be accessible and easy to use, radio and television have always attracted the attention of the state and the
power groups in the society as a tool to reach the masses and influence them. While the freedom of press advances in parallel with the
printing technology, radio and television have been subjected to a different regulation, according to which they were controlled and directed
by the state.

News enterprises are owned by a few large capital groups. Therefore, although readers or audience make use of different tools,
they get news from the resources repeating the same discourse. However, when any dispute occurs between the power groups in the mass
media, some splits in opinions occur only on the tactics to be adopted to achieve the common purposes. According to Rasit Kaya, the mass
media has become one of the “main engines” of the capital accumulation (Kaya, 2009: 137-139).

Capital groups make use of the mass media mostly for their business purposes and political interests or for ensuring that the
society adopts their discourses. It is obvious that the national and international communication processes is operating in an alarmingly
monopolising tendency. For instance, in 1983, approximately 50 corporations controlled the mass media in the world, and the value of the
media merger in that year was 340 million dollars, whereas in 2000 the number of the dominant media corporations has shrunk to nine, and
the value of merger deals increased to 350 billion dollars as seen in the merger of AOL and Time Warner (Atabek, 2006). A substantial part
of the advertising revenue is earned by the holding companies which also own television enterprises. This aggravates the economic
situation of the smaller television channels independent from large capital owners. As a result, such smaller channels have to withdraw from
the broadcasting industry or to admit the control of large capital owners, which ultimately undermines the multivocality and democratic
press. Cost explains the reasons of this situation as follows: Cost of entering into the industry, high risks and operation manner of the
advertising market. All of these factors affect the conditions of the television channels, delay any profit that they can make or cause them to
make loss. What else, they have to resist against large corporate groups that are able to make capital increase to maintain their existence
(Coste-Cerdan, 1992: 184).

Grouping the companies based on mergers by industry would be a more explanatory approach to detect the monopolisation
tendency. The tendency of the media towards integration with the market system has accelerated the horizontal, vertical and conglomerate
mergers. This tendency that Thompson calls concentration contains three processes. Accordingly, mergers may be classified as horizontal,
vertical and conglomerate mergers (Adakli, 2006:35-37):

Horizontal merger is a merger between companies in the same industry to increase their market share and gain advantage over
competitors. Companies prefer horizontal merger to take advantage of the scale economy, distribution means, specialisation, ability to use
hi-tech, larger financial capability and cost saving.

Vertical merger is a merger between companies in the same industry but at different stages of the production process. The fact
that many newspaper owners in the world and in Turkey also own television channels can be given as an example to this type of merger.
Companies prefer vertical merger for its economic advantages such as diminishing fluctuations in the nature and prices of the raw materials
used, increasing the control of the company over the product, cost saving and facilitating access to raw materials.

Conglomerate merger is a merger between different companies in unrelated markets. Companies prefer conglomerate merger for
spreading the risk into various markets and ensuring a stable revenue flow. It is a common tendency that many media companies in the
world and in Turkey combine with the companies in other industries. Especially, the companies in finance, energy, electronic and high
technology industries which are large enough to be efficient in the country economy and global economies tend to establish organic
cooperation with media companies.

Horizontal, vertical and conglomerate mergers of major media companies with other companies result in their dependency on other
major companies, banks and governments, and such mergers in turn influence the news production process substantially.

Democratisation of the mass media is critical for creating an independent and civil control over the government and bureaucracy
and for ensuring that the social demands can be expressed in the public domain. However, this requires the proper operation of competition
rules and major modifications to the legal framework and ownership structures. Herman and Chomsky attempt to explain the structure of
such modifications in the “Propaganda Model” which focuses on the inequality of wealth and power in the society and its multilevel effects
on mass-media interests and choices. The Propaganda Model developed by Herman and Chomsky traces the routes by which money and
power are able to filter out the news fit to print, marginalize dissent, and allow the government and dominant private interests to get their
messages across to the public (Herman - Chomsky, 1998:21-22).
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The concept of “Manufacturing Consent” developed by Herman and Chomsky is based on propaganda, and two essential
ingredients of their propaganda model are “the size, concentrated ownership, owner wealth, and profit orientation of the dominant mass-
media firms” and “advertising as the primary income source of the mass media”.

Capital Structure of National Television Channels in Turkey

In 1950s, support of the state to private enterprises increased, and the policies in the interest of the capital owners were adopted in Turkey.
The press was regarded to be pro-government and pro-government party until 1950sl. However, a different tendency developed in the
press in 1960s, which was the growing intensification of the relations between the press and private capital (Bulut, 2009: s. 68-70).

Global media industries captured the major part of the media market from 1960s on as a result of the innovations in the electronic
industry, and therefore the invention of new communication technologies that had become widespread and the introduction of a set of
neoliberal policies in the United States. Likewise, similar developments occurred in Turkey at that time (Adakli, 2006: 157).

Kaya contends that 1980s have changed the media environment from a poor period to a quantitatively rich one, and that with the
abolishment of the monopoly in the media, the composition and ownership relations of the capital of media companies, and the “fusion” of
the media with large capital owners has been completed. It may be claimed that the structural change in the Turkish media environment has
started on 24 January 1980 when the package of “Economic Stability Measures” was introduced. “It was seen a structural harmony” with
the tendency of the New World Order towards globalisation, and “therefore an integration with the global capitalism. The most important
milestone regarding the institutionalisation of the mass communication in Turkey was the establishment of TRT in 1960s. The next
milestone was the military coup in 1980. Kaya pointed out that radio and television were used for propaganda purpose following the military
coup, and that the more radical transformations occurred with the transformation project of Ozal. The process that started in the 1980s has
changed the image of the mass media in Turkey” (Kaya, 2009: 233-245).

Up to 1990 when the commercial television broadcasts started, radio and television broadcasts were carried out by TRT as a public
service, on the basis of the social state approach, which was in fact resulted from the state control policy. Private commercial television
broadcasts started as a “de facto” situation in 1990 as a result of the developments in the world, and relevant legal arrangements were
made thereafter. Capital owners encouraged by the pro-deregulation pressures of the global capitalism and the libertarian discourses of
liberalism were growingly more interested in the mass media, especially television broadcasting in our country, and established new
television channels as if they had competed each other, in order to take a leading part in the adoption of the new order by the whole
society. At the beginning, radio and television broadcasting business attracted the attention of the entrepreneurs who had experience in the
printed media, i.e. in newspapers and magazines, and who wanted to transfer their experience to the audio-visual media. However, this
business field has then developed in parallel with the development of the capitalist social formation, created its own structure and become
institutionalised. Such social formation in turn created its own structures. ‘90s have been the years when private companies established
radio and television channels, and horizontal and vertical movements in the market resulted in large “media companies”, which followed by
the formation of an oligopoly structure.

In Turkey, radio and television broadcasts are regulated and supervised by the Radio and Television Supreme Council (RTUK),
which was founded according to the Law no. 3984 in 1994. The tender that RTUK must put out to determine the enterprises which will use
the broadcasting frequencies has not been put out until 2013. However, although the Turkish radio and television channels, which started
de facto broadcasting in 1990, do not hold any frequency usage permission at present, in Turkey there are 16 national, 15 regional and 230
local television channels and 36 national, 101 regional and 951 local radio channels which all started broadcasting with an application to
RTUK.

Generally speaking, mergers between the mass media enterprises strengthen the competitive power of the company groups of
which such mass media organisations are subsidiary because such mergers enable the merging parties to survive any possible loss and
broaden their business fields. Further, especially television channels maintain their existence only on the advertising revenues in the current
conditions in Turkey. As an advantage of the mergers, they sometimes compensate any loss they make with the income of their
subsidiaries or they are supported by other subsidiaries (especially finance companies) of the holding company of which the media
company is also a subsidiary. It is obvious that a company with only one media organisation would have no such support and therefore,
would be less competitive and less diversified.

In Turkey, especially after the commercial television broadcasts started, the society has entered into a massification process more
intensively. A broadcasting approach trying to infuse the consumption ideology to the low income groups (Oktay, 1994: 250) prevails in the
television channels which have been articulated to the advertising industry.

From 1990s, as a reflection of the monopolisation tendency, owners of the media groups have diversified their business activities by
starting to operate in other industries (such as finance, petrol, tourism, construction, automobile, etc.) besides the media industry, thereby
increasing their role in the economic (therefore political) structure of the country (Kars, 2009: 57).

Handovers in the broadcasting industry have accelerated in 2000s. Political power of AKP as the government party has increased
the interest of the companies having the same political views as AKP in the media business. Especially in 2007 and 2008, television
channels confiscated by TMSF (Savings Deposit Insurance Fund) were acquired by the companies known to be close to the government
party. As a result, nationalist and religious discourse, together with the liberal-conservative discourse, has increased its dominance in the
television broadcasts.

The ownership structures of the television channels to be analysed in this paper, namely Kanal D, Star TV, ATV, Show TV and
Kanal 7, are given below:

Calik Holding

Licence owner is Ahmet Calik, who is also owner of Calik Holding. In the tender held by TMSF on 5 December 2007, Calik Holding has
acquired Merkez Medya Grubu which had been owned by Ciner Holding, in return for 1.1 billion dollars. Calik Holding providing its services
to a broad and diversified set of customers ranging from affiliates to multinational companies, and to individuals operates in many business
fields including construction, energy, textile, finance and trade-logistics.

Textile: GAP Gineydogu Tekstil, Calik Cotton

Energy: Calik Enerji, Calik YEDAS

Construction: GAP ingaat

Finance: Aktifbank, Banka Kombetare Tregtare (BKT) (Albania)

Logistics: GAP Pazarlama

Communication: Arnavutluk Telekom

Media: ATV, ATV Avrupa, A Haber, Minika TV, Turkuaz Haber Ajansi, Radyo City, Sabah, Sabah Avrupa, Takvim, Gunaydin, Yeni
Asir, Pas, Fotomag gazeteleri, Bebegim ve Biz, Sinema, Sofra, Home Art, Samdan Plus and Turkuaz Dagitim ve Pazarlama, which are all
affiliated to Turkuaz Radyo Televizyon Haberlesme ve Yayincilik. Further, it is the Turkish publisher of the magazines owned by the Hearst
and AMS groups.

34



® 1. International Conference on Communication, Media, Technology and Design
02-04 May 2013
‘ Famagusta — North Cyprus

Cukurova Holding

Cukurova Holding owned by Mehmet Emin Karamehmet is the holding company of one Switzerland bank, two insurance companies, a
company making investment in controlling finance companies directly or indirectly and the companies in the industry, construction, trade,
media, communication and information technology, energy, transport and service sectors. The group makes investments mainly in light and
heavy commercial vehicles, constructional and agricultural machinery, shock absorbers, steel pipes and paper-packaging material
industries. Further, mobile communication and integrated media services constitute a substantial part of the business activities of the group.
The industries in which the group operates and its affiliates and subsidiaries in such industries are listed below:

Industry: BMC, Cukurova ithalat ve Ihracat, Cumitas, Cimsatas, Cukurova Ziraat, Maysan Mando, Cukurova Kimya, Daussan
Group, Kaplamin Ambalaj, Selkasan

Paper and Packaging Materials: Cukurova Tekstil, SCA Ambalaj, OVA SCA Ambalaj, Noksel Celik Boru Sanayi, Atkasan
Geridonusum.

Construction: Baytur

Communication and Information Technologies: Turkcell, Kuzey Kibris Turkcell, Geocell, Kcell, AzerCell, MoldCell, Life,
GlobalBilgi, SuperOnline, eStore, TellCom, K.V.K., Inta SpaceTurk, Milleni Com, European Telecommunication Holding, Atel, Topaz,
inteltek (iddaa), Hobim, AloVatan, bilyoner.com.

Transport and Service: Geden Lines, Baytur Trading S.A., Baytir S.A., Anadolu Tasimacilik Uluslararasi Ticaret ve Tagimacilik,
Inter Depo, PamukSpor, KEOAP, Nissan Sovtur, Cukurova Havacilik

Financial Services: BCP, Genel Sigorta, Genel Yasam

Energy: Genel Enerji, Tag Taq Operating Co. Ltd.

Overseas Investments: AzerCell, BCP (a commercial bank established in Geneva), BAYTUR S.A.(a financial services company
established in Geneva), BAYTUR TRADING S.A. (a fuel oil marketing company established in Geneva), BORAK S.A. (an investment and
banking holding company established in Geneva), FINTUR HOLDINGS B.V. (Rotterdam), European Communication Holding E.T.H. AG
(Germany), AloVatan Telefon Mobilinternet (Germany), Milleni.com (Europe), Kuzey Kibris Turkcell, Bin Belaila Baytur L.L.C. (a building
company established in Dubai), MoldCell (Moldova), GeoCell (Georgia), KCell (Kazakhstan), AAO (Kazakhstan distributor of Nissan), KEAP
(Kazakhstan), Life:) (national GSM operator of Ukraine), Turkish Qatari Baytur General Cons. (a building company in Qatar), Taq Taq
Operating Co. Ltd.

Joint ventures: ATKASAN, KAPLAMIN, OVA SCA Packaging, SCA Packaging, Selkasan, Daussan Group, NOKSEL, Turkecell,
Turkcell Holding, Maysan Mando, Inteltek, bilyoner .com, Turizm Organizasyon.

Media: Aksam, Gilines, Terciman, Alem, Stuff, Platin&World Business, FourFourTwo, AutoCar, Total Film, Maxim, Eve, Digiturk
(Comedy Max, Gold Max, Gold Max 2, Dizi Max, Mymax, Movie Max, Movie Max 2, Action Max, EImax, Show Max, Turk Max, JOJO, S'nek,
Akilll TV, TIK TV, iz TV, Lig TV, Intimacy, Touch), Show, Show Tirk, Show Plus, SKY 360, Lig Radyo, Alem FM, Mepas Medya
Pazarlama, Zedpas Medya Pazarlama.

Dogan Holding

Dogan Group companies operate in energy, media, industry, trade, tourism and insurance fields. Dogan Group that owns seven daily
newspapers, three national, one international and two cable television channels has made big investments in the media sector. However,
the group also provides insurance services, financial services in factoring and has got distribution companies and international affiliates.
The industries in which Dogan Group operates and its affiliates and subsidiaries in such industries are listed below:

Media: Media organisations affiliated to Dogan Yayin Holding (DYH):

Newspapers: Hurriyet, Radikal, Posta, Fanatik, Hurriyet Daily News.

Magazines: Chip, PC Net, Level, Elle Decor, Evim, Masion Francaise, Atlas, Gincel Hukuk, Yacht Turkiye, Ev&Bahce, Auto Show,
Tempo, Capital, Ekonomist, Blue Jean, Hey Girl, istanbul Life, Hafta Sonu, Hello, Burda, Elele, Elle, Formsante, Seda, Dr. Kugshan'la Diyet,
Seninle, Lezzet.

Television Channels: Kanal D, CNN Tirk, BJK TV, Fenerbahce TV, Euro D, Kanal D Romania, Movie Smart, Movies 24, Comedy
Smart, D Plus, D Yesilgam, D Max, D Cocuk, Luli TV, Tirkiye At Yariglari TV, D Spor, Dream TV, DreamTurk, D Shopping, Passion TV,
Fantasy TV, Loca 1, Loca 2, Loca 3, Emlak TV, Movies 24 Erotica.

Digital Platform: D-Smart

Radio Channels: Radyo D, Slow Turk, CNN Turk Radyo.

Other companies affiliated to Dodan Yayin Holding: D Productions, Galaxyteknik, Dogan Kitapcilik (Dogan Egmont), Dogan Music
Company, Dogan Online (Ultra Kablo, Yenibiris, hepsiburada.com), Katalog Yayin Ve Tanitim Hizmetleri (Altin Sayfalar), Dergi Pazarlama
Planlama, Yaysat, D&R, Dogan Printing Center, Dodan Ofset, Dodan Haber Ajansi, Dodan Factoring, Dogan Dis Ticaret, DMG
International, Birmas, D Productions, Kanal D Home Video, Dogan Music Company.

Energy: In Dogan Energy Gas Plus Energy-Northern Iraq (%50), Boyabat Elektrik Uretim ve Ticaret A.S., Akdeniz Elektrik Uretim
A.S. Mersin Wind Energy Plant,

Industry: Celik Halat, Ditag, Dogan Organik Uriinler

Trade: Milpa, Hurriyet Pazarlama (marketing the vehicles with the brands of Renault, Hyundai, Mitsubishi, Suzuki and Peugeot, and
equipment such as computers, mobile phones and video players), Otomotiv Bayiligi (actively selling the cars, commercial vehicles and
vehicle spare parts manufactured by Ko¢ Holding)

Financial Services: DD Konut Finansmani (DD Mortgage)

Tourism: Milta, Milta Kemer, Isil Club Bodrum Milta, Milta Bodrum Marina, Isil Tur, Dogan Havacilik

Dogus Group

Dogus Group has got over 70 subsidiaries operating in the promising sectors such as finance, automotive, construction, tourism, media,
real estate and energy. One of the primary companies of the group is Garanti Bank. With an agreement signed in December 2005, General
Electric Consumer Finance acquired half of the securities of Dogus Group in Garanti Bank, thereby becoming a 25.5% shareholder of the
bank. In the construction industry, Dogus Group has been awarded the contract of the second phase of the Marmaray Project recently.
Dogus Yayin Group that entered into broadcasting business in 1999 when NTV was acquired by the group has currently got four television
channels; four radio channels, eight magazines and one news portal. The industries in which the group operates are listed below:

Banking and Finance: Garanti Bank, Garantibank Moscow, Garantibank International N.V., Garanti Emeklilik ve Hayat, Garanti
Leasing, Garanti Factoring, Garanti Mortgage, Garanti Yatirim, Garanti Teknoloji, Garanti Portféy, Garanti Odeme Sistemleri.

Automotive: Dogus Otomotiv, Dogus Oto, DOD, vdf Holding, Dogus Motorsports, Yiice Auto.

Construction: Dogus insaat, Teknik Muhendislik ve Musavirlik, Ayson Sondaj ve Arastirma

Tourism and Services: Antur Turizm, Garanti Turizm, Datmar Turizm, Goktrans Turizm, Voyager Mediterranean Turizm, Arena
Giyim, Dogus Turgutreis Marina, Do-Ca Tekstil Temizleme, Grand Hyatt, Park Hyatt Istanbul, D Marin.
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Real Estate: DOGUS-GE GYO.

Energy: D-Energy, Boyabat Generation Co. Artvin HEPP, Aslancik Elektrik Uretim A.S.

Entertainment: Restaurants under the D.ream umbrella typically offer selected samples of international cuisine, with Nusr-Et
Steakhouse, Kiva and Armani Ristorante, then continued respectively with Go Mongo, istanbul Doors Group, Azumi Group, GQ Bar and
Mezzaluna.

Media: Star, NTV, CNBCe, NTV Spor, €2, Kral Tv, HDe, NTVMSNBC, NTVSpor.net, oley.com, enmoda, cnbc-e.com, tvyo, NTV
RADYO, Kral FM, Kral Pop, Virgin Radio, Vogue, GQ dergileri, National Geographic Tirkiye, National Geographic Kids, Robb Report, NTV
Tarih, CNBC-e Magazine, NTV Publications.

Yeni Diinya iletisim-Beyaz Holding

The founder of Beyaz Holding is Zekeriya Karaman who is also the owner of Kanal 7 television, which was founded as Belediye
Televizyonu (Municipal Television) by the Prime Ministry Recep Tayyip Erdogan when he was the Mayor of the Istanbul Metropolitan
Municipality. Zekeriya Karaman is also the Chairman of the Board of Directors of Yeni Diinya lletisim and the father-in-law of the son of
Recep Tayyip Erdogan. Beyaz Holding is the operating company of the Istanbul Metropolitan Municipality Art and Vocational Training
Courses (ISMEK) and also engages in broadcasting, training and organisation activities. The broadcasting companies of Beyaz Holding are
Nokta Elektronik Medya A.S. and Beyaz iletisim A.S. Beyaz Holding also has got the following subsidiaries: Atlas Pazarlama Egitim
Yayincilik Yapimeilik Filmgilik ve Idari Hizmetler Limited Sirketi and Merkez Meyda Ltd. Sirketi.

Other media organisations affiliated to Yeni Diinya lletisim A.S.:

Media organisations affiliated to Hayat Gorsel Yayincilik A.$.: Kanal 7, Kanal 7 Avrupa, Radyo 7 and TVT.

Media organisations affiliated to Nokta Elektronik Medya A.S.: haber7.com, rotahaber.com, cafesiyaset.com, newstime7.com,
tumspor.com

Media organisations affiliated to Beyaz iletigsim A.S.: Ulke TV (Kanal 7 Haber TV), 91.8 istanbul'un Sesi Radyosu.

All of the television broadcasting organisations belongs either to the companies or holding companies founded by large capital owners or to
those which have grown with the support of the government and entered into television broadcasting field thereafter. Especially, since 2006,
television channels confiscated by TMSF (Savings Deposit Insurance Fund) due to administrative infraction were sold to the company
groups supporting the political view of the government party. Again in this period, foreign capital has started to make television broadcasts
in Turkey. The Law on Organisation and Operation of Radios and Televisions has been amended to allow the foreign investment in this
field.

Capital Structure of the Television Channels and Relations with Advertisers

In this paper, the relationships between the advertisers and capital structure of the Turkish television channels have been questioned on the
assumption that the capital/ownership structure of television organisations influence the content of television broadcasts, that television
channels play a primary role in conveying the common and basic messages to the society and that the television channels are supported by
the same advertisers. For this purpose, the advertisements aired immediately before and after the Main Newscasts on 5 national Turkish
television channels, namely Kanal D, Star TV, ATV, Show TV and Kanal 7, owned by the major company groups, which also engage in
other business fields, besides the media industry, have been analysed for a randomly chosen period from 19 to 23 November 2012. The
purpose of the analysis is to explore the relationships of the media organisations with the economic power groups and the effects of such
relationships on the news production process.

“Marxists contend that the companies get most of their incomes and profits from advertisers, not from the audience” (Erdogan ve
Alemdar, 2002:331). In other words, advertisers have a considerable power on the television programs because “they are the “patrons” who
provide the media subsidy” (Herman-Chomsky, 1998:53). As such, the media organisations compete for their patronage and develop their
programs according to the needs of the advertisers. “The choices of the advertisers greatly affect the content and form of the programs
produced by the mass media. For instance, quality newspapers cover more news about securities and stock exchange than other
newspapers” (Erdogan ve Alemdar, 2002: 332).

Main newscasts are the most important programs where the broadcasting policies are determined and applied by the television
channels targeting to reach wide populations. Although individual programs have integrity per se, as Raymond Williams states, the whole
sequence of programme items should be regarded as a whole (Williams, 1975: 88). In other words, since the television programs are
presented in a particular sequence, they have a general discourse, which is the difference of the television communication from the
discourse of other media. No one would think that any matter not included in the main newscasts of a television channel can be included in
any other program of the same television channel. Therefore, it would be plausible to suggest that companies supporting the main
newscasts purchasing advertisement in fact support the whole channel.

For the foregoing reason, advertisements aired immediately before and after the main newscasts have been counted, and the
products advertised were sought in all channels analysed. It is true that the advertisers want to reach as many people as they can and
purchase ads in the channels with the highest ratings. Naturally, number of ads aired varies between TV channels. However, it is important
to find out whether the same advertisements are aired in different channels in the same broadcasting time. Whether the ads aired are
related with the operations of the company group with which the television channel is affiliated, in other business fields, is another indicator
to show the influence of advertisers on the news. The most aired ads in the chosen days and the television channels they have been aired
are indicated in the following table:

Kanal D Star TV ATV Show TV Kanal 7

Total Number of Ads in 5-Day Period 226 124 218 178 184
Avea 5 11 15 2
Turkcell 4 1 2 5 9
Vodafone 5 1 11 3 2
Ziraat Bank 4 5 11 8 7
is Bank 5 7 6 5 2
ING Bank 16 7
Finansbank 8 1 2 6 3
Garanti Bank 1 3 1

TEB 2 2 4 3 1
Yapi Kredi 7 1 3 1

Denizbank 7 1 3 3
A Bank 3
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Turkuaz Seramik 8 8 7 7
Petrol Ofisi 2 2 5 7
Eti 4 4 13 3 4
Vivident Active 8 6 3 1
Dr. Oetker 3 1 1 2
Anadolu Sigorta 4 2 4 4
Electro World 4 3 4 3

Ads aired for the first time in the advertisement segments are not indicated in the table above.

In the advertisements of Kanal D, the ads of the three big GSM operators of Turkey were aired frequently. Further, the ads of large
capital owners of Turkey such as Ko¢ Holding, Sabanci Holding, Zorlu Holding and Dogus Grubu were aired. Another interesting point that
the Public Notice Spots prepared by the Ministry of Food, Agriculture and Livestock, Ministry of Health and the Turkish Paediatrics
Association were aired in the advertisement segments analysed. The Public Notice Spots were aired for 15 times, and thus, they have
reached the number of the most aired ad in the same advertisement segment, which was the ad of ING BANK.

Regarding the bank ads, it is found that the ads of the national and global banks with the biggest share in the banking sector of
Turkey such as ING Bank (Holland), Denizbank (Russia), Yapi Kredi (Turkey), Ziraat Bank (Turkey), Garanti Bank (Turkey), Finansbank
(Greece), is Bank (Turkey), Tirkiye Finans Katiim Bank (Turkey) and TEB (France-Turkey) are aired in this advertisement segment.

The fact that the ads of the banks such as ING Bank (Holland), Denizbank (Russia), Yapi! Kredi (Turkey), Ziraat Bank (Turkey),
Garanti Bank (Turkey), Finansbank (Greece), is Bank (Turkey), Turkiye Finans Katilim Bank (Turkey), Bank Asya and TEB (France-Turkey)
are aired in the advertisement segment of Star TV implies the relationship of this channel with the financial capital.

A similar finding has been obtained in Show TV where the ads of the banks and those of the products of the Cukurova Group of
Companies are aired. Further, the ads of Turkcell, Alem Newspaper, Digitirk and other products of the subsidiaries of the Cukurova Group
of Companies are presented to the audience in the advertisements aired immediately before and after the main news bulletin.

When analysing ATV with respect to the banking ads, it is striking to find out that the ads of Ziraat Bank, Is Bank, Yapi Kredi, TEB
and Garanti Bank have been aired, and the ads of the GSM operators, namely Vodafon and Avea were aired most frequently. Another
striking finding was that no ad of Turkcell was aired in the advertisements analysed.

Ads of the companies having ideologies parallel to those adopted by Kanal 7 are aired more than other ads. The top three ads aired
most are those of the leading Turkish and global telecommunication and banking companies. The fact that the shares of Kombassan in
Petlas were acquired by Abdiilkadir Ozcan A.S. may explain the reason why this company purchases ads from this channel. Further, the
fact that Fadil Akgiinduiz, chairman of the board of directors of Jetpa Holding, resigned his seat in the parliament allowing Recep Tayyip
Erdogan, who had recently been discharged from the prison, to replace Akgundiz's seat in the parliament and ultimately to be a prime
minister, and that they have the same political views may lead to that the ads of Caprice Gold are aired more than other companies.
Merinos is a company which has continuously grown since its foundation and has opened to the world. It may be considered that Merinos
company, which was discovered to have grown with the carpets sold to mosques’, has got the same political views with Kanal 7.

Evaluation and Conclusions

When considering the headlines and contents of news together, one may assert that the relationship between the production process and
contents of the news take form ideologically, and that “in the mass media environment where media organisations owned by capital groups
operating in different business fields is directed by neo-liberal economic policies” (Ergul, 2000:188), and that the broadcasting policies
adapted to the market conditions are in harmony with the interests of corporations and with the ideology of the capital groups.

Growth of the media companies intensifies their relations with the business world and makes them dependent on banks financially,
which in turn leads to a pressure on the media companies to be profit-seeking companies (Herman-Chomsky, 1998:41).

The article 8 of “the Law on the Establishment of Radio and Television Enterprises and Their Media Services” with no. 6112 which
come into force on 15 February 2011 by superseding the Law no. 3984 reads, “Media service providers shall provide their media services in
accordance with the principles under this paragraph with an understanding of the responsibility towards public’. However, it would not be
wrong to say that broadcasts targeting to attract more and more audience, more and more advertisement, to get more and more profit and
to be a powerful pressure group would be far from fulfilling any public service.

Large capital owners do not consider the mass media different from their other investments, and accordingly, the profit-loss results
on their balance sheets act as the main decision-maker in the business management. However, the profit referred to in the preceding
sentence does not necessarily mean any monetary gain (Kars, 1996: 167-168). For large corporations of which the media is not the primary
business, profit may be “a power tool that should be held for performing other business activities in the market” (Kars, 2009: 69).

Due to the fact that the advertising revenues and ratings are crucial for private television enterprises, such enterprises have tended
to air the news and subjects that attract the general public, which are easy to understand and consume and do not require much
concentration or effort.

This analysis has revealed that many ads of the products of global companies have been aired on the days analysed, which
implies the great influence of the multinational capital or global companies over the television channels. Most of the advertisers are either
the corporations founded with multinational capital such as Vodafon and ING Bank or those corporations integrated with multinational
capital such as TEB, Finansbank, Yapi Kredi Bank, Denizbank Avea and Petrol Ofisi. Another finding of the analysis is that the ads of the
corporations which are based in Turkey, but growing with foreign shareholders and owning their own television channels such as Turkcell
and Garanti Bank are aired in all channels, and that neo-liberal policies are implemented in all television channels.

If we evaluate this picture with the advertising licence as the second filter in the propaganda model of Herman and Chomsky, one
may deduce that the television channels present their audience to the service of the large capital owners. Thus, it would be highly
reasonable to expect that the television channels not preferring to lose their advertising revenues would change the content of their
programs in such manner that they maintain and even increase these revenues. Finally, one may assert that mostly, the ads of the
companies having the same ideology with channel are aired on the television channels and that the advertised products are arranged
taking into account the target audience of such advertised products.
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APPENDIX

In the chosen days and the television channels been aired ads are indicated in the following tables:

Table 1: Advertisement Segments Aired Before and After the Main Newscasts on Kanal D

| Advertisements Aired Before and After the Main Newscasts on Kanal D

Koca Kafalar Baba

Koca Kafalar Baba

Arnica Sunar

Koca Kafalar Baba

Arnica Sundu

Arnica Sundu

Koca Kafalar Baba

Arnica Sundu

Arnica Sundu

[ 19.11.2012 | 20,11.2012 21.11.2012 22.11.2012 [ 23.11.2012
BEFORE THE MAIN NEWSCAST i
1 Vodafone ING Bank Finansbank Vodafone Is Bank
2. Koctas Vivident Active Hyundai ING Bank Avea in Touch
3. ING Bank Ipana Tivibu Avea in Touch Opet/World Card
4. Kre-o Public Notice ING Bank Vestel Eti Crax
5. Oral-B Duracell Public Notice D-Smart D-smart
6. Fairy Public Notice Radyo D Radvyo D Public Notice
7. D-Smart D-Smart D-Smart Public Notice Tv2
8. Public Notice Public Notice Public Notice Cappy Public Notice
9. Domestos Radyo D Ufo Public Notice Dream Tv
10. Monopoly Public Notice Public Notice Tv2 Coca Cola
11. Vivident Active Tv2 Dream Tv Carte D’or ING Bank
12. Vestel Blendax Public Notice Caca Cola Kre-o
13. Sobe Ipana Cappy Graniser Seramik Yapi Kredi
14. Michellin Snickers Tv2 Avea in Touch Arnica Sunar
15. Finansbank Coca Cola Graniser Seramik Opet Baba Haber
16. Anadolu Siqgorta KIA ING Bank ING Bank Arnica Sundu
17. Arnica Sunar Arnica Sunar KIA Arnica Sunar
18.
19.
20.

IN MAIN NEWSCAST

1. Serial Trailer Serial Trailer Serial Trailer Serial Trailer Serial Trailer

2. AvivaSa Ziraat Bank Ziraat Bank Opet/World Card Anadolu Siqgorta
3. Garanti Bank Electro World AvivaSa Ziraat Bank Simfer

4. Simfer Yapi Kredi Simfer Petrol Ofisi Denizbank

5. TEB Ufo Denizbank Is Bank Electro World

6. Penti Koctas Electro World Turkuaz Seramik Denizbank

7. Yapi Kredi 118 18/ Turk Vivident Active ING Bank ING Bank

8. Lady Ironing Board | Turkuaz Seramik Turkuaz Seramik Media Markt Media Markt

9. Dacia Vivident Active Posta Newspaper Tchibo Graniser Seramik
10. Tat Tv?2 Koctas Gold Gold

11. Turkuaz Seramik Dr. Oetker Cheetos Sweetos Koctas Lassa

12. Posta Newspaper Fiat Fiorino Opet/World Card Total Koctas

13. Avea Cheetos Turkuaz Seramik Vivident Active Vestel

14. Vivident Active Tivibu/TTNET Posta Newspaper Turkuaz Seramik UKRA Havat
15. Gilette Mach 3 Tat Tirkive Finans Real TeknoSa

16. Tirk Telekom Turkuaz Seramik Media Markt L'oréal Dacia

17. Petrol Ofisi Beko Yapi Kredi Lassa ING Bank

18. Turkuaz Seramik Dacia Lassa Electro World Vatan Computer
19. Posta Newspaper Lassa ING Bank Peaqasus Ziraat Bank

20. Ford Arzum Fiat Fiorino TEB Bank

21. Avea Samsung Galaxy Is Bank UKRA Havyat

22. Lassa Denizbank Anadolu Sigorta Finansbank

23. Denizbank Anadolu Sigorta Serial Trailer

24. KOCTAS
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25. | ING Bank | | | |

26. | Turkcell 3G | | | |

END OF THE MAIN NEWSCAST _

1. Is Bank Eae Perla /Is Bank Turkcell 3G ING Bank Turkcell 3G
2. Yapi Kredi Finansbank KIA Dr. Oetker Vestel

3. Vestel Twix ING Bank Cif Biscolata
4. Radvo D Denizbank Arcelik Public Notice Scotch Brite
5. Finish Quantum D-Smart Dream TV Benim O / Eti Cappy

6. Dream Tv Pril Tablet Opet/World Card Pril Tablet Eti Petito
7. D Smart Dankek 8 Tivibu Cappy D-Smart

8. Tabu XL Card Finans Fiat Scotch Brite Lay's

9. Card Finans Vodafone Card Finans Biscolatta Coca Cola
10. Vodafone 3G Hvundai Dr. Oetker
11. Serial Trailer Tivibu

12. Cappy Vestel

13. Serial Trailer Ulker Chocolate
14. Hyundai

15. ING Bank

16. Simfer

17. Eti

18. Coca Cola

19. Vivident Active

20. Public Notice

21. Miaros

22. Cheetos Sweetos

23. Denizbank

24. KIA

25. Vodafone 3G

TOTAL NUMBER OF ADS AIRED IN 5 DAYS 225

Table 2: Advertisement Segments Aired Before and After the Main Newscasts on Star TV

Advertisements Aired Before and After the Main Newscasts on Star TV

[19.11.2012 [20.11.2012 [21.11.2012 [22.11.2012 [23.11.2012
BEFORE THE MAIN NEWSCAST
1. Garanticep Ziraat Bank Ziraat Bank Colgate Tooth Vodafon
2. Youplus Abdi lbrahim | Hugaies Kia ING Bank ING Bank
3. Bebelac Follow-on Is Bank ING Bank Pril Tablet Sinickers
4. Vestel Refrigerator Eti Milk Chocolate | Real Hipermarket | Snickers Alf
5. Bebelac Follow-on ING Bank Wartner Sigil llaca | Cif Cream Cleaner | Chetos
6. Public Notice Alo 171 | Mc Donald’s Huggies Alf Sensodyne Tooth
7. Clear Tadelle Media Markt Chetos Tadelle
8. Ulker Teremyag Chetos Carte Dor Public Notice Alo Gold
9. Clear Public Notice Alo Enmoda Nokta Sensodyne Knorr
10. | Wartner sigil ilaci Carte Dor Posta Newspaper Tadelle Uludag Lemonade
11. Public Notice Alo 171 | Tadelle Clear Men Dove Men Care Twix
12. | Huggis diapers Alf Domino’s Twix Dove Men Care
13. Posta Newspaper ING Bank Clear Siemens Iron Capyy
14. Hugaies islak haviu Eti Crax Carte Dor Vernel Paradontax Tooth
15. | Eti Cango Tarkeell Modoko Simpas Panten
16. Is Bank Snickers ING Bank Domino’s
17. | Aptamil Posta Newspaper | Kia Piril Tablet
18. Turkive Finans Vestel Camasir Is Bank
19. Petrol Ofisi
20. Electro World
21. Is Bank
22. Kotex
23. ING Bank
In MAIN NEWSCAST
1. Program trail Serial Trail NONE Serial Trailer Serial Trailer
2. Caykur Rize Ziraat Bank Ziraat Bank Ziraat Bank
3. Koctas Electro World Gold Tchibo
4. ING Bank Is Bank ING Bank ING Bank
5. Modoko Anadolu Jet Siemens Vatan Computer
6. Graniser Seramik ING Bank Petrol Ofisi Bankasya
7. TEB Eti Kombo Uludag Lemonade | Vestel TV
8. Hunday Modoko Media Markt Huqaies
9. Yapi Kredi TEB Domino’s Electro World
10. Dr. Oetker Samsung Mobile Siemens Iron
11. Bonus Hugaies Medya Markt
12. Is Bank Anadolu Paradantox Modoko
13. Beko Washing Vatan Computer
14. Modoko ING Bank
15. Siemens Siemens Dishwasher
16. Sesodyne Deniz Bank
17. Gold
18. Uludag Lemonade
19. Citroen
20. Real Hipermarket
21. NG Bank
22. s Bank
23. Anadolu Sigorta
AFTER THE MAIN NEWSCAST
1. [ AKL Sequential | NONE | Film Trailer [ NONE [ AKL Sequential
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2.

| Fenerbahce

3

| Akl Sequential

TbTAL NUMBER OF ADS AIRED IN 5 DAYS

121

Table 3: Advertisement Segments Aired Before and After the Main Newscasts on ATV

Advertisements Aired Before and After the Main Newscasts on ATV

[19.11.2012 [20.11.2012 [21.11.2012 [22.11.2012 [23.11.2012
BEFORE THE MAIN NEWSCAST
1. Vodafone Vodafone Vodafone Ziraat Bank Ziraat Bank
2. Is Bank Card Finans Ing Bank Hyundai Opet / World
3. Ulker Kia Avea Lassa Is Bank
4. Tivibu Ufo Anadolu Jet Cheetos Tchibo
5. Vivident Twix Tivibu Sobe Twix
6. Ferrero Turkuaz Seramik Ufo Deichmann Avea
7. Duru Nescafe Paradontax Red Bull Vivident
8. Eti 118 80 Red Bull Vestel Darty
9. 118 80 Eti Tarkive Petrolleri | Vivident Sensodyne
10. Tadelle Lays Alf Twix Turkuaz Seramik
11. Dominos Paradontax Turkuaz Seramik | Modoko Tirkiye Petrolleri
12. Eti Eti Lassa Turkuaz Modoko
13. Tarkive Petrolleri Turkive Petrolleri Nescafe Ufo Avea
14. | Arko Cheetos Ufo Lays Electro World
15. Eti Sensodyne Twix Tarkiye Petrolleri Ing Bank
16. Shwarzkopf Eti Sitas Alf Vodafone
17. Tadelle Ufo Ufo Eti
18. | Avea Snickers Avea Michelin
19. Eti Modoko Hyundai Ing
20. Vodafone Snickers Vodafone Avea
21. Avea Ziraat Bank
22. Vivident
23. Vodafone
24. Yumos
In MAIN NEWSCAST
1. Vodafon Ziraat Bank Ziraat Bank Anadolu Sigorta Ziraat Bank
2. AvivaSa Avea Koctas Petrol Ofisi Digitlrk
3. Avea Is Bank Is Bank Ing Bank Electro World
4. Eti Red Bull Windows Dacia TEB
5. Kombassan Lassa Vivident Garanti Bank Vivident
6. Ufo Dominos Kombassan Nissan Vatan
7. Mondi Peugeot Anadolu Jet TEB Ukra Insaat
8. Vivident Dr. Oetker Electro World Eti Uludag Lemonade
9. Graniser Tivibu Modoko Is Bank Yandex
10. Petlas Kombassan Volkswagen Peqgasus Anadolu Jet
11. Sobe Nissan Dominos Ziraat Bank Samsung
12. Michelin Vivident Simfer Twix
13. Red Bull Tchibo Garanti Bank Ing Bank
14. Ufo Yapi Kredi Samsung Koctas
15. Mc Donald’s Vodafon Opet/World
16. Simfer Ing Bank
17. Eti
18. TEB
19. Koctas
20. Avea
END OF THE MAIN NEWSCAST
1. Fiat Ziraat Bank Ziraat Bank Ziraat Bank Molped
2. Sensodyn Arcelik Turkcell Dove Bingo
3. Ufo Vodafon TEB Citroen Ziraat Bank
4. Twix Cappy Anadolu Jet Ing Kia
5. Turkuaz Seramik Tadelle Electro World Darty Ing Bank
6. Ufo Coca Cola Vivident Mc Donald’s Luna
7. Eti Is Bank A Bank Bosch Turkuaz Seramik
8. Modoko Tat Darty Twix Ulker
9. Petrol Ofisi Finansbank Yapi Kredi Nivea CarrefourSa
10. Kinder Tadelle Tadelle
11. Yapi Kredi Dominos Lays
12. Vodafon Vestel Dankek
13. Petrol Ofisi Mc Donald’s
14. Eti Bosch
15. Vivident Twix
16. Tadelle Denizbank
17. Avea Turkcell
18. Festival Carpet
19. Vodafone
TOTAL NUMBER OF ADS AIRED IN 5 DAYS 211

Table 4: Advertisement Segments Aired Before and After the Main Newscasts on Show TV

Advertisements Aired Before and After the Main Newscasts on Show TV

[19.11.2012 [20.11.2012  [21.11.2012 [22.11.2012 [23.11.2012
BEFORE THE MAIN NEWSCAST
1. Zaman Vodafone Avea Tadelle Luna
2. Alarko Ziraat Bank Tadelle Ziraat Bank Ziraat Bank
3. Molped Tivibu 11880 Turkuaz Seramik Turkcell
4. Turkuaz Seramik | Turkuaz Seramik Zaman Newspaper | Windows 8&Avea Kolestone
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5. Binao Nescafe Turkuaz Seramik Turkcell 11880

6. Michelin Avea Tadelle Tadelle Alem Newspaper
7. Duru Bingo Molped Huaaies Avea

8. Tadelle Tadelle Avea&Windows 8 Vivident Gillette

9. Arko Fairy Turkuaz Seramik Zaman Blendax
10. Tadelle Tadelle Vivident Turkuaz Seramik Nescafe
11. Turkuaz Seramik | Fairy Tadelle Orkid Tadelle

12. Hyundai Turkuaz Seramik Zaman Newspaper | 11880 Tivibu

13. Anadolu Sigorta | Avea Bingo Koleston

14. Duracell Tivibu Is Bank

15. 11880 Kia Avea

16. Turkcell Turkcell

17. Cappy

18. Vodafone

In MAIN NEWSCAST

1. Finansbank Ziraat Bank Ziraat Bank Anadolu Sigorta Ziraat Bank
2. Alarko Twix Koctas Continental Windows 8
3. Is Bank TEB Denizbank Golf Ing Bank

4. Golf Araba Electro World Mediamarkt Ing Bank Mitsubishi
5. Eti Tat Huaaies Nutella Continental
6. A Bank Pegasus Continental Peaasus Vivident

7. Pedqasus A Bank Modoko Cappy Bosch

8. Avea Nissan Kaskai BP Mediamarkt Avea

9. Dacia Cheetos Nissan Vivident Michelin
10. Huaaies Citroen Wartner Dacia Finansbank
11. Samsuna Huaaies Zaman Newspaper | Eti Lays

12. Nissan Kaskai Vivident Vivident Avea Modoko

13. Petrol Ofisi Koctas Petrol Ofisi Fiat Huaaies
14. Denizbank Petrol Ofisi Kinder Bank Asva Mediamarkt
15. Cheetos Modoko Gillette Michelin Peaasus
16. Bank Asya Nutella Michelin Cheetos Digitirk

17. Citroen Denizbank Peqasus Ing Bank Alarko

18. Twix 11818 Electro World Petrol Ofisi Tivibu

19. TEB Eti Ing Bank Ziraat Bank Is Bank

20. Avea Michelin Citroen

21. Finans Kart&Shell | Is Bank Is Bank

22. Avea

23. Shell&Finansbank

END OF THE MAIN NEWSCAST

1. Petrol Ofisi Anadolu Sigorta Shell Ziraat Bank Anadolu sigorta
2 Koctas Tivibu Microsoft Koctas Koctas

3 Microsoft Twix TEB Ina Bank ina Bank

4 Huaaies Cheetos Cheetos Modoko Tchibo

5 Finansbank Avea&Windows 8 Ina Bank Avea Cheetos

6 Vodafone Petrol Ofisi&Garanti | Avea Nissan Vatan Combputer
7 Finansbank Lavs Petrol Ofisi
8 Shell&Card Finans Sabe kid clothes
9 Electro World
10 Huaaies

11 Kia

12 Yani Kredi
TOTAL NUMBER OF ADS AIRED IN 5 DAYS 174

Table 5: Advertisement Segments Aired Before and After the Main Newscasts on Kanal 7

al7

19.11.2012 20.11.2012 21.11.2012 22.11.2012 23.11.2012
MAIN NEWSCAST
1. Turkcell Ziraat Bank Ziraat Bank Turkcell Turkcell
2. ING Bank Peugeot Ufo Is Bank ING Bank
3. Pril Avdodan AS Cif Nokia Turkcell Superonline
4. Petlas Teb Deniz Bank Cif Ufo
5. Blendax Alf Pantane Ufo Ukra Insaat
6. Bellona Petlas Turkuaz Seramik Ukra Insaat Bellona
7. Ufo Blendax Prima Deniz Bank Diaittirk
8. Eti Denizbank Avdogan AS Halka | Koctas Koctas
9. Pantane Koctas Posta Newspaper Deniz Bank Anadolu jet
10. | Istikbal ING Bank Caprice Gold Turkcell 11880
11. Twix Turkcell Posta Newspaper ING Bank Istikbal
12. Turkuaz Seramik Turkuaz Seramik Turkcell Deniz Bank
13. | Cheetos Turkcell Superonline Peugeot
14. Blendax ING Bank Deniz Bank
15. Mondi Turkcell
16. Turkcell-
17. ING bank
18. Vodafone
END OF THE MAIN NEWSCAST _
1. Denizbank Ziraat Bank Turkeell Ziraat Bank ING Bank
2. Ford Sinpas Liva ING Bank Dr. Oetker Petlas
3. Avea Turkive Is Bank Nokia Deniz Bank Ziraat Bank
4. Petlas Dr. Oetker Bellona Anadolu Jet Tivibu
5. 11880 Lady Petlas Ariel Deniz Bank
6. Joker Petlas Vestel Ufo Vatan Bilaisavar
7. Bellona Istikbal Avea 11880 Petlas
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8. Twix Blendax Turkuaz Seramik Lady Iron Twix Gofret
9. Bingo 11880 Mc Donalds Caprice Gold Snickers

10. | Lays Ipana Carrefour Nuttz Cerez Lady Iron

11. | Tivibu/Ttnet Turkcell-Superonline | Tivibu Avdodan Insaat | Caprice Gold
12. | Caprice Gold ING Bank Istikbal Mobilva Nuttz Cerez Merinos

13. Turkuaz Seramik | Turkcell 11880 ING Bank Cif

14. Lady Posta Newspaper ING Bank
15. Casper Nirvana Turkuaz Seramik

16. Kinder Merinos

17. Lassa Posta Newspaper

18. Kinder Chocolate

19. ING Bank

AFTER THE MAIN NEWSCAST _

1. Turkcell Finansbank Proaram Ikbal'le | Ziraat Bank Diqitirk

2. Finansbank Ford Yandex Finans Bank
3. Eti ING Bank Darty Cheetos

4. Arcelik Istikbal Deniz Bank Sitas Tathm
5. Vivident Petlas Twix Petlas

6. Denizbank Twix Cheetos Twix Waffle
7. Fiat Kombassan Arko Coloagne Sutas Cheese
8. Eti Bellona Nuttz Snacks Caprice Gold
9. Activex Cheetos Restorex Merinos

10. Merinos Loreal Elseve Nuttz Snacks Arko

11. Restorex Caprice Gold Caprice Gold Restorex

12. Caprice Gold Restorex Arko Activex Soap
13. Kombassan Merinos Merinos Youplus Vitamin
14. Koctas Kombassan Duru Soap Darty

15. Deichmann Turkuaz Seramik Darty Ziraat Bank
16. | Cheetos Mondi Arcelik

17. Vodafone Abdi Ibrahim Eti Brownie

18. Vestel

19. Finansbank

TOTAL NUMBER OF ADS AIRED IN 5 DAYS 182
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COMPLEXITY: NO LONGER A COMMUNICATION BARRIER IN JOURNALISM? THE CASE OF NARRATIVE JOURNALISM
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Université catholique de Louvain
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Journalism schools and handbooks generally recommend writing short and simple sentences, using basic vocabulary and avoiding too long
texts. This is supposed to ensure the readability of the news. But there are different styles and models in journalism. Among them is
narrative journalism, which often offers longer articles, and advocates using literary writing devices and a more personal style. Several
scholars consider, moreover, that it allows a deeper understanding of reality. Far from the principles emphasized in mainstream journalism,
narrative journalism seems then to offer more complex texts conveying more complex messages. This paper will question this assumption.
It will analyze four journalistic narratives, both from the United States and France. First it will quickly evaluate the complexity of their writing
through some classic readability indicators. Then, focusing on elements reflecting certainty and uncertainty in the text, it will assess the
complexity and indeterminacy of their content.

Introduction

A famous phrase states that journalists should “keep it short and simple.” Journalism schools and handbooks provide numerous
recommendations to do so: “Complex sentences overloaded with long subordinate clauses should be avoided” (Keeble, 2005: 94), “Use
short, simple words, phrases and sentences, don't use two or more words when just one will do and avoid long words when a shorter one is
available, however authoritative and intellectual the longer one might sound” (Pape & Featherstone, 2005: 27). Editors get the same kind of
advice: “Make sure the lead paragraph comes across clearly in one reading,” “[g]o to the story sentence by sentence, clipping out
unnecessary words, phrases and rambling quotes to keep the story at a manageable and readable length” (Martin, Cook & UPI, 2004: 286).
Here appears the key word: “readable.” All these principles are supposed to ensure the readability of the news, thus optimizing its
communication to readers. “Most people who read newspapers are in a hurry. They deserve clear writing in stories that get to the point in a
straightforward way” (Martin, Cook & UPI, 2004: 282). Readability appears so important that it has even been translated into mathematical
formulas, such as the famous Flesch Reading Ease Index. It led to controversies that this paper doesn't intend to reopen (Redish, 2000;
Schriver, 2000). What matters for the discussion is that journalism writing is still largely shaped by readability concerns, even if readability
has also been put into perspective in journalism. Benoit Grevisse points out that its importance varies according to the genre: in factual
genres, designed to provide the most important information to the reader, readability must be very high. “An editorial writer, a humor
columnist or a literary critic can, on the contrary, count on stronger attention from his readers. Readability, though still pertinent for the
global evaluation of the text, becomes less important than personal style or effect. This dosage requires nuance.” (2008: 19).

As Grevisse insists, there are different styles and forms in journalism. Among them is narrative journalism — sometimes called
literary journalism, creative nonfiction, or even New New Journalism, the four terms being very close despite some nuances in their
definition (Boynton, 2005; Gutkind, 2005; Sims, 2007). As we will see, narrative journalism advocates using literary writing devices and a
more personal style. Several scholars also consider that it allows a deeper understanding of reality. Far from the principles emphasized in
mainstream journalism, narrative journalism may seem to offer more complex texts carrying more complex messages. The aim of this paper
is to question this assumption.

Definition And Questioning

Basically narrative journalism can be defined as “the genre that takes the techniques of fiction and applies them to nonfiction” (Nieman
Foundation, 2013). For Jack Hart, it aims to produce a story that “would have a beginning, middle, and an end. Strong internal structure
would regulate pace and create dramatic tension. Instead of sources, it would have characters. Instead of topic, it would have scenes. It
would be scrupulously accurate, but it would reveal truths beyond the reach of an ordinary news report” (2011: 1).

It is both the form and the content of the article that change. The famous five W's and H that usually guide journalists work are
transformed: “Who' becomes character. 'What' becomes plot. 'Where' becomes setting. 'When' becomes chronology. 'Why' becomes
motive. And 'How' becomes narrative” (Clark, 2000). Fully developing these transformed five W's and H seem to require more space. Take,
for example, the “who:” “Persons, in the world of news-voice, are citizens, not characters. They have addresses, ages, arrest records,
voting district and precinct locations, official hospital conditions, and military statuses. These are 'civic traits.' Narrative is about people doing
stuff, and to some extent, and in the right places, must reach past civic traits if it is to cover real folks' real stories well” (Kramer, quoted by
Scanlan, 2011). As a consequence, narratives are often considered as a long form of journalism. Some stories are even split into several
episodes.

But this doesn't mean that the sentences and words become necessarily more elaborate. Describing the personal but “plain” style
that literary journalists should strive for, Mark Kramer — who will later use the adjective narrative rather literary, proving the proximity
between the two designations — writes: “The best language of literary journalists is also evocative, playful, sharpened by active verbs,
sparing of abstract verbs, adjectives, adverbs, and the many indolent forms of 'to be," taut in its grammatical linkages. Such uncluttered
style is gracious — clear and pleasant in its own right, and suited for leading readers not merely to picture, but to feel events” (1995). This
seems rather close to the conventional journalistic style. But Kramer also states that “Good, clean sentences are fundamental to a strong
writer's voice. Once you have achieved control over your sentences and paragraphs, you can torque a phrase into an unusual shape, offer
a knowing side comment, leap forward and backward in time, digress from the main story line, and meander back to it (Kramer & Call,
2007: 126). All these are literary writing techniques that clearly open unusual possibilities for complex writing in journalism.

More important, however, seems to be the complexity of the story itself. In the definition quoted earlier, Jack Hart consider that
narrative journalism can “reveal truths beyond the reach of an ordinary news report” (2011: 1). According to several scholars, this kind of
journalism is supposed to allow a deeper understanding of reality. For Clark, this is achieved through experience. He considers that defining
narrative journalism through its writing techniques is interesting but insufficient. “[I]t's also necessary to define what those tools are
designed to create: | agree with those who say 'experience.' A narrative or story is a form of vicarious (or substitute) experience. The story
transports the reader to a place and a time not otherwise available to the reader. We can problem climb another step up: What's the
purpose of such vicarious experience: maybe empathy, understanding, catharsis” (quoted by Scanlan, 2011).

Some go further. Kramer stresses that narrative journalism is not only a form of experience, but mixes experience and
information: “If it is not an antidote to bewilderment, at least it unites daily experiences — including emotional ones — with the wild plenitude
of information that can be applied to experience” (1995). This is why he considers that narrative journalism “unscrambles and sorts the
messages of a complex world” (Kramer & Call, 2007: xv). As for John Hartsock, he defines literary journalism as resisting closure,
confronting readers with an “inconclusive present that resonates with different possibilities of meaning” (2001: 75). Narrative journalism
would then not only allow to render the world in a deeper and more nuanced manner, it would also let the reader decide, ultimately, how to
interpret this complicated world.

Behind the definition of narrative journalism appears thus the assumption that it can offer more complex texts regarding both style and
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content. This paper will question it through a double analysis of four journalistic narratives. First we will quickly evaluate their style,
according to the readability recommendations offered in journalism handbooks. Then, focusing on elements reflecting “certainty” and
“uncertainty” in the text, we will attempt to assess the complexity and indeterminacy of the narrative.

Methods and Procedures

This paper adopts a qualitative approach. It is a case study based on four articles taken from a larger corpus. This corpus includes texts
from the United States, where it was first talked about narrative journalism, and texts from francophone European countries that are now
experimenting with forms of narrative journalism, both in reference to the American model and to their long tradition of grand reportage. The
corpus consists of articles written by journalists or published in media that claim to adhere to narrative journalism — or to the basic definition
of narrative journalism. Moreover, among the production of each journalist or media, the selected articles have been designated as
“particularly representative” of narrative journalism, either by their writer or by the editor.

As the analysis of the whole corpus is not yet finished — and because of the corpus's limits regarding representativity —, it is not
possible to generalize the conclusions, or suggest a more frequent position toward complexity in narrative journalism. The aim here is only
to question the assumption according to which narrative journalism offers both more complex form and content. It is thus not necessary to
be able to describe the most common position toward complexity in narrative journalism, only to underline the diversity of the possible
positions. As the analysis will show, four pieces are sufficient in this regard.

Among the four articles analyzed in this paper, two come from The Tampa Bay Times (ex-St. Petersburg Times), a Floridian
regional newspaper widely known for its commitment to writing and narrative journalism. Both articles were recommended by the managing
editor, Mike Wilson. The first one is a Pulitzer Prize winning narrative entitled “The girl in the window,” which was written by Lane DeGregory
and published on August 3 2008. It is the story of a feral child found by the police at almost 7 years old and her struggle to adapt to life. The
second is a daily piece, “9-month-old drowns in Spring Hill after falling into pool,” by John Woodrow Cox, published on March 2 2012. It tells
how a mother and a father learn the death of their son who has drowned in their pool.

The two other articles were published in XXI, a French magazine launched in 2008, which only comes out four times a year and

contains around 200 pages of exclusively long pieces, without any advertising. It claims as a model the narrative writing practiced in Vanity
Fair, The New Yorker or the English magazine Granta, among others. Both articles were recommended by Patrick de Saint-Exupéry, the
chief editor. “Le dernier des possédés” is the profile of Edouard Limonov — who has been a homeless in New York, a writer in Paris, a
soldier in Serbia, and a political dissident in Russia. It was written by literary writer Emmanuel Carrére and published in January 2008. “Une
beauté d'enfer” is about a fake plastic surgeon and his victims. Published in January 2009, it was written by journalist Sylvie Caster.
As it has already been stated, this paper does not intend to feed the ongoing debate on the notion of readability and the way to measure it.
It will only use as indicators of the text's complexity the elements stressed by journalism handbooks. These indicators can be derived from
the advice gathered earlier — which is reinforced in many other journalism manuals (Agnés, 2002; Grevisse, 2008; Roy, 2011). The biggest
consensus concerns words and sentences: both should be short and simple. The analysis will then pay attention first to word length and
sentence length. It is exactly the elements used in Flesch Reading Ease test. The test seems thus interesting in order to measure these two
elements — whatever criticism may exist on its further signification. Its formula is:

206.835 — 1.015 ASL — 84.6 ASW
where:  ASL is the average sentence length, i.e. the number of words divided by the number of  sentences;
ASW is the average number of syllables per word, i.e. the number of syllables divided by the number of words.
Flesch Reading Ease test has been adapted to French by Kandel and Moles. The formula becomes:
207 —1.015 ASL — 73.6 ASW

To have a first comparable measure, Flesch Reading Ease scores will be calculated for the American texts and Kandel and Moles formula
will be applied to the French articles. The word and syllable counts will be automatically performed via an online application
(www.syllablecount.com), while the sentence count will be done manually. Both tests are designed to be applied on a randomly chosen
section of 100 words. Here they will be applied on three sections of 100 words in order to check if there is variation along the text. Of course
there may be passages using shorter or longer words and sentences in each article, but using three passages instead of one already offers
more refined results than the usual protocol.

All the sections used for the test would have contained more words if they had included the end of the last sentence — up to 46
additional words in one case —, which may largely influence at least the average sentence length. In order to get more precise indicators, an
average sentence length and an average word length will be recalculated for each complete section — the first 100 words plus the words
included in the end of the last sentence.

The three studied sections will start at the beginning of the first paragraph, the tenth paragraph and the longest paragraph — or,
more precisely, the longest paragraph not yet included in the two other sections. These starting points were not completely chosen at
random — only the decision to start at the beginning of the tenth paragraph was a random decision. The first paragraph was chosen
because its importance is emphasized in the advice from journalism manuals regarding readability: it is supposed to be particularly
readable. Then it was decided to analyze the longest paragraph of each story in order to avoid being limited by the shortness of one of the
articles, “9-month-old drowns...” As this text only contains 18 paragraphs, choosing what passages to analyze only on the basis of
paragraph numbering would have limited the analysis scope for the three other articles.

Words and sentences should not only be short, manuals state, but also simple. The analysis will thus look at the structure of
sentences, evaluating the proportion of sentences where the traditional sequence formed by subject — verb — complements is twisted by
inversion, interpolated clauses or subordinate clauses. It will also consider the vocabulary, looking for complicated and uncommon words.
As three of the four articles submitted to the analysis are quite long, all this will only be performed on the same three sections of each text
already used for readability measures — the complete sections, of course.

The last indicator regarding the articles’ form will be the text length. Even if this element is only explicity mentioned in one
journalism manual, it is implied in many others and appears particularly interesting: the general tendency throughout journalism history has
been toward shorter and shorter texts — due to the short attention span of readers. But many practitioners and experts consider that
narrative require some length — precisely in order to convey a more complex message.

After examining the text's form through these various indicators, the second part of the analysis will try to evaluate the complexity
of the content. But how to assess it? It is interesting to go back to what the scholars that allude to this complexity say. Clark mostly speaks
about experience: by recreating a form of experience for the reader, narrative journalists add a layer of meaning compared to the usual
factual report. Kramer refers to the idea of unscrambling the world: because experience is mixed with information the reader can not only
feel the experience but also give it some larger meaning. This forms a second additional layer. But according to Hartsock, this meaning
should not entirely determine what the reader will think; the story should remain somehow open. This would be a third and final layer of
complexity.

The analysis will then take into account the experience created through the text, the information that comes with it — and explains,
contextualizes or puts into perspective this experience —, and the global point that the text is trying to make. These three elements will be
approached through two indicators defined by Michel Otten (1990): the places of certainty (lieux de certitude) and the places of uncertainty
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(lieux d'incertitude) in the text. For Otten, the places of certainty are the most explicit elements of the text, the elements that will serve as
roots when the reader will build his interpretation. He holds up as examples the title and sub-title, the genre, and the parts of the text that
are connected according to resemblance, opposition, hierarchy, logic or temporal order, etc. The places of uncertainty are the elements
which incite the reader to intervene in the story, to guess and make hypotheses. They include ambiguities, allusions, paradoxes and
contradictions, ellipsis, etc.

Otten's lists are not exhaustive, nor is the search for these elements in the texts completely independent from the analyst's own
personal reading; they need to be used with some flexibility but without over-interpreting the text. But these two directions toward which the
indicators point could interestingly be broadened using the distinction drawn by Raphaél Baroni (2009) between the “intriguing” and
“configuring” functions of narrative. For Baroni, when a narrative emphasizes its “intriguing” function, it plays on suspense and on the
reader's curiosity. In the reading experience, this temporary uncertainty becomes more important than the final resolution. The “intriguing”
function may also sometimes leave points of uncertainty unresolved at the end of the story. When the “configuring” function dominates, the
narrative is organized in order to provide the reader with explanations and cause-and-effect sequences, to find meaning in the scrambled
events that form life.

Concerning experience, one can wonder if this experience is fully described for the reader or if it contains blanks and ellipsis. And
is it described just once or several times, maybe from distinct points of view? Regarding information, one can determine, for example, if it
adds something to the experience or if it merely confirms it, and if the links between information and experience are explicit or not. Finally,
as far as the global meaning of the text is concerned, it is also interesting to check if the writer stresses the links between the different
elements of the story or let the reader imagine these links, if he emphasizes certain elements or not, if he answers all the questions he
raises, etc.

After this second part of the analysis, it will be possible to get a global idea of how each text deals with complexity, both in its writing style
and in its message. It will be time then to go back to the assumption that narrative journalism offers more complex texts carrying more
complex messages — and reassess it.

Results

Writing Style and Readability

The table below presents the results of the readability tests, along with the results of the separate sentence length and word length
calculations. The test scores are also evaluated from “very difficult” (score between 0 and 30) to “very easy” (between 90 and 100)
according to Flesch scale.

Article Section Readability test score Average sentence Average word length
(starting at...) on a scale from 0 to length in syllables
100 in words (for the complete
(for the first 100 (for the complete section)
words) section)

“9-month-old drowns...” First paragraph 76,56 (fairly easy) 8,42 1,45
Tenth paragraph 80,79 (easy) 8,67 1,38
Longest 64,71 (standard/plain) 14,25 151
paragraph

“The girl in the window” First paragraph 86,42 (easy) 12,11 1,29
Tenth paragraph 80,78 (easy) 10,4 1,39
Longest 80,78 (easy) 17,33 1,29
paragraph

“Le derniers des First paragraph 49,53 (difficult) 55,5 1,5

possedes Tenth paragraph 77,85 (fairly easy) 27,25 1,45
Longest 58,71 (fairly difficult) 28 1,65
paragraph

“Une beauté d'enfer” First paragraph 77,68 (fairly easy) 17,29 1,55
Tenth paragraph 82,62 (easy) 17,83 141
Longest 26,71 (very difficult) 73 1,9
paragraph

Regarding the readability test results, both American articles present relatively homogeneous and high scores, globally equivalent to
general public magazines (Richaudeau & Conquet, 1973). It is higher than most of the news material Flesch tested (1979) — though one
must keep in mind that media have changed a lot since then. To give just a few examples, The New York Times then scored 39, Time 52,
Sports lllustrated 63 and Seventeen 65. Even if the two articles get quite similar results, it is interesting to note that the scores of the daily
piece are not higher than the scores of the long article — on the contrary. In both cases the first paragraph offers a quite high score, even if it
is not the highest in “9-month-old drowns...” The scores of the French texts are much more scattered and often go under 60 — the level of
plain language. One section of “Une beauté d'enfer” even gets a score of less than 30, which is supposed to be the difficulty level of
academic writings — the Harvard Law Review tested by Flesch got 32. But the two other sections of the article nonetheless present high and
similar scores, equivalent to the American pieces — we will come back on this contrast later. In “Le dernier des possédés,” only one section
gets more than 70, the other ones being under 60 — where texts start becoming difficult. Contradicting journalism manuals'
recommendations, the section presenting the lowest score is the one starting at the beginning of the text.

Based on this first indicator, Caster and, especially, Carrere seem to take more liberties with the usual “rules” of journalistic
writing. This is confirmed by the length of their sentences. In Carrére's article, the average sentence length is of at least 27 words and goes
up to 55 words. It means that none of the three sections present an average corresponding to the low journalistic norm — up to 20 words for
the general public, says Line Ross (2005: 137) — and one almost doubles the high norm — 25 to 30 words, according to Ross; Keeble is a
little more generous, placing the maximum around 32 or 35 words (2005: 94). Caster's scores are under the low norm for two sections, but
the third one rockets at 73 words. In comparison, the average sentence length of both American articles always remains below the low
norm. Two sections of “9-month-old drowns...” and one of “The girl in the window” even present scores equal to or smaller than 10 words
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per sentence — it is thus generally the daily article that offers the shortest sentences.

The average word length is almost everywhere low — except in the “least readable” section of “Une beauté d'enfer.” French words are
generally longer than English words, making any comparison delicate. Nonetheless Flesch (1979) considers that the average word length in
plain English should be 1,5 syllables. The two American articles never exceed this number and even the French texts don't deviate much
from it — except, once again, for the section already mentioned.

When focusing on vocabulary choices, it clearly appears that the words are globally not only short, but also simple. Both
American articles present basic vocabulary, where the most complicated word could be “hyperventilating” (in “9-month-old drowns...”). It is
also hard to find words that don't belong to common French lexicon in “Une beauté d'enfer.” Even the “least readable” section mostly uses
common — though longer — words, the only exception being “lipoplastie.” The section also contains a phrase in English, “Aesthetic Academy
Association,” but the three words resemble their French translation, limiting the knowledge necessary to readers.

“Le dernier des possédés” also offers mostly simple vocabulary, but it contains a few more sophisticated words such as
“allégresse,” “errance,” “embrigadement,” “cohorte,” and “malingres.” One word is even most uncommon: “hyperboréens,” a people from
Greek mythology. This isn't the only cultural reference Carrére makes in the three sections. He also mentions a film (Taxi Driver), a literary
prize (the Booker Prize), and three French literary writers (Henry Miller, René Guénon, Julius Evola). There is also a historical reference to
Leonid Brezhnev in the very first sentence of the article. Besides Carrére uses Russian and English words. While the Russian ones are
explained or translated, the English word “welfare” — which doesn't sound like its French equivalent — isn't. Even if the reader doesn't need
to know all these references or the few more elaborate words to understand the text, parts of it are only accessible to a more educated
public. This isn't the case for the three other pieces.

Regarding the structure of sentences, the four texts present more differences. Cox's article offers the simplest structures. A little
more than half of the sentences contain only one clause. Sentences with several clauses mostly consist of two main clauses juxtaposed or
coordinated. Only 8 sentences out of 31 include subordinate clauses — with a maximum of two subordinate clauses in one sentence. The
more complex of these would be: “She walked into the house and, seconds later, the people gathered outside heard screams so steeped in
pain that veteran deputies bowed their heads and turned away.” One would hardly define it as “overloaded with long subordinate clauses”
(Keeble, 2005: 94) though.

DeGregory's structures are only a little more elaborate. Here the sentences composed of only one main clause amount to a little
less than a half. Most of the other sentences are formed with two juxtaposed or coordinated clauses, as in Cox's text. But a few become
more complex, for example: “She is learning to push buttons on a speaking board, to use symbols to show when she wants a book or when
she's angry.” As in the first text, even more complicated sentences don't appear to be overloaded.

In “Une beauté d'enfer,” the proportion of sentences with only one main clause is similar, just under a half of the total. Most of the
other sentences offer the same kind of structure than the complicated sentences in the American articles. For exemple: “On se trouve sur le
haut d'une colline assez escarpée, au-dessus de la grande rocade a six voies qui permet de joindre les quartiers sud et les quartiers nord
de Marseille, cette autoroute qu'on appelle ‘le Jarret' et qui tranche en deux tout ce 4° arrondissement.” But two sentences mark themselves
out — the two sentences forming the “least readable” section of the text. Their structure isn't very complex but really long: 146 words for two
sentences. They are overloaded not mostly with clauses, but with complements. It is visible in the punctuation; there are 9 semi-colons in
the passage, even if its use is far from being recommended in journalism (Grevisse, 2008: 26):

“Michel Maure prétend étre : inscrit au Conseil national de I'ordre des médecins frangais ; qualifié européen pour toute pratique
médicale en Europe (cette qualification n'existe pas); membre de I'Aesthetic Academy Association (créée de toutes piéces par Michel
Maure, cette association n'est pas déclarée en préfecture, n'a pas de bureau et ne comprend qu'un membre: lui-méme). Mais aussi :
membre de la Société francaise de lipoplastie (une société privée non reconnue par I'ordre des médecins) ; professeur de médecine et de
chirurgie esthétique a I'AAA (il n'est pas professeur de médecine) ; titulaire du certificat de formation pratique Laser ; titulaire du dipléme de
réparation juridique du dommage corporel [...].”

Of course Sylvie Caster is trying to create an effect through this accumulation. These two sentences contrast with the two other
sections analyzed and perfectly illustrate Kramer's point on the writing of narrative journalism: when the writer masters clear and simple
writing, she can sometimes stray away from it. In Carrére's article, on the contrary, the dominant pattern — in accordance with the readability
measures — seems to be long and complex sentences, sometimes twisted with a simple sentence. It appears clearly in one of the sections —
scoring 58 at the test, it is not even the “least readable” one:

“Ce qu'il faut comprendre, me dit Zakhar, c'est que les nasboly, c'est la contre-culture de la Russie. La seule, tout le reste est

bidon, embrigadement et compagnie. Alors évidemment qu'il y avait la-dedans des fachos, des skins avec des chiens-loups que ca
branchait de faire le salut hitlérien pour foutre les boules aux gens prilitchnyi, comme il faut. Il y avait les fachos de base et aussi les fachos
intellos, I'éternelle et mélancolique cohorte des types malingres, fiévreux, mal dans leur peau, qui lisent René Guénon et Julius Evola, qui
ont des théories fumeuses sur I'Eurasie, les Templiers, les hyperboréens, et qui un jour ou l'autre finissent par se convertir a I'islam.”
Finally, as far as the length of the articles is concerned, the two French articles are obviously not bound to shortness — more than 7000
words for “Le dernier des possédés” and more than 8500 for “Une beauté d'enfer.” This is obviously related to the magazine where both
pieces were published: XXI only publishes long texts. But with more than 6500 words, “The girl in the window” proves this length is also
possible in newspapers — at least in some ones. And, still more interestingly for this discussion, it clearly appears that journalistic narratives
can also be way shorter, like “9-month-old drowns...” It counts less than 500 words, a very common length in a newspaper. It can however
be noted that a more conventional factual report of the same event might have been much shorter — the statistics about drownings
accompanying the article, for example, give a lot of information in only 111 words.

At the end of this first part of the analysis, concerning the form of the texts, it appears that both American articles present a writing
style globally in accordance with the principles stated in journalism handbooks, emphasizing brevity and simplicity, both in the sentences
and the vocabulary. The only indicator that really differentiates them is their length: a normal daily story in one case, more than a long piece
in a traditional magazine in the other. The French articles are even longer. They also take more liberties with conventional journalistic
writing. Even if “Une beauté d'enfer” presents a writing generally short and simple, Caster also allows herself longer and more complex
sentences, along with longer words, if it serves her purpose. In “Le dernier des possédés,” Carrére's writing seems almost completely free
of the usual journalistic constraints: he uses long sentences, most of the time with a complicated structure, and doesn't hesitate to choose
uncommon words and to make historical and cultural references only accessible to a more educated audience — even the section that
scored almost 78 at Flesch test in fact contains two sentences of more than 40 words, one of which consisting of six clauses, and a cultural
reference.

Narrative's Complexity and Indeterminacy
The second part of the analysis focuses on the complexity of the content. Here comparison with mainstream journalism becomes difficult:
manuals don't offer recommendations as clear as for the writing style. But we still have broad milestones: journalism first aims to provide
information, experience is not usually considered as its main purpose — except maybe in sensationalist media —, ambiguity and
uncertainties should be avoided — even if the point of an article can be to raise a question —, etc. These may be kept in mind while analyzing
each article and comparing them to each other.

In “9-month-old drowns...,” the emphasis is clearly on making the reader experience the situation. What appears interesting is that
some kinds of temporary uncertainty, here in the form of suspense, can in fact help create this experience: the reader who gets caught in
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the story, wanting to know “what will happen next,” seems more likely to get caught in the experience too. Even if the end of the story is told
in the headline — an important place of certainty —, Cox recreates suspense in his first paragraph: “Just before 11:30 Thursday morning,
Michelle Williams got a call at work from her husband. Their baby, 9-month-old Kobe, had fallen into the pool. He wasn't breathing.” Then
Cox describes in detail the mother waiting for news. The announcement of the death is only made in the second half of the text. The
journalist ends his story with the reactions of both parents. But the reader is never given their point of view; the story unfolds from the point
of view of an observer: “Mrs. Williams lit a cigarette. Her hands trembling, she took short drags between long sobs and deep, heaving
breaths. Wearing blue hospital scrubs, she paced beneath a magnolia tree in the gravel driveway next to her front yard.” The experience is
only built on visible and audible details, letting the reader create what it could be like inside the parents' head.

The information given in the text is minimum (the names of the parents, their age, profession, the number their children they
have); the only explanation — but given twice — is that a door had been left open. Statistics allowing to place this particular accident into a
broader context are presented in a box outside the story. The journalist doesn't comment on the situation, points out responsibilities or
security problems. He just describes what he saw and heard. The deeper understanding seems to lie in the transformation of a bit of
information — a drowning — into an experience, which remains relatively open: it's up to the reader to complete it and, maybe, to give it a
broader meaning, beyond the pain described in the text.

Experience is an important part of “The girl in the window” too. It also plays on temporary uncertainty: who is this little girl that a
neighbor saw in the window? Why is the police going into the house? Will the girl survive? And then, will she adapt to “normal” life?
DeGregory brings the reader as close as possible to what it could be like to be this little girl, while also making clear it remains
unimaginable. The reader's experience can't be complete: “She didn't react to heat or cold — or pain. The insertion of an 1V needle elicited
no reaction. She never cried. With a nurse holding her hands, she could stand and walk sideways on her toes, like a crab. She couldn't talk,
didn't know how to nod yes or no. Once in a while she grunted. She couldn't tell anyone what had happened, what was wrong, what hurt.”
DeGregory provides more information than Cox: medical diagnosis, expert's views, contextualization through history and literature of what
is a feral child, background on the girl's family, etc. This helps deepen the experience — for example, it helps to get close to how the girl
feels. But the information provided doesn't answer all the questions raised by the text and even explicitly formulated by the journalist: “How
could this have happened? What kind of mother would sit by year after year while her daughter languished in her own filth, starving and
crawling with bugs?” The reader learns that the mother had a difficult life, a low IQ, a tendency to blame others for her problems. But also
that she sneaked into the hospital to see her daughter one last time and still strokes old photos. DeGregory makes clear she is an
inescapable part of the situation and calls some of what she says into question, guiding the reader's interpretation. But she never judges,
the reader is free to pity or hate this mother. Besides nothing of this really accounts for what happened. Some uncertainties, deliberately
stressed by the writer, remain open.

The point of the story is partly undetermined too. Part of it is built through the contrast between the opening scene where a
mysterious and too thin girl peers through a broken window and the ending where she can see the world outside whenever she wants,
because her adoptive father is there to lift her to the window of her new room. There's also contrast in the description of both houses, of her
birth mother's self-centeredness and her new parents' choice to adopt her despite her disability. But still, questions remain. Not only “How
could this have happened?” but also “Is she okay?” Of course her life is better. But does it mean that she is or will ever be okay? As a
character of the story says, “It makes you think about what does quality of life mean?” The story doesn't aim to answer these questions, just
to raise them.

“Une beauté d'enfer” also offers the reader a deep experience: what the victims of a fake plastic surgeon felt during and after their
surgery. This is exposed in detail from the point of view of three victims — it is even often them who tell the most painful parts of their stories:
“Il m'a enfoncé deux Coton-Tige dans le nez trés profond. Je n'arrivais pas a respirer. Il m'enfonce les deux cotons dans le nez. Il m'a dit :
'Vous allez voir, vous allez étre un peu sonnée.' Il a commencé a m'opérer. J'étais imbibée de sang. Il a ouvert ici, au bas de mon nez. Il a
fait tout ¢a a vif.” This is the most closely detailed experience in the four articles. It is even reinforced by numerous resemblance
connections. The stories of the three victims not only confirm each other, but many vivid details are repeated. Some details are also
repeated in shorter quotations from other victims gathered at the trial. On several occasions, the journalist herself explicitly repeats parts of
the victims' accounts. For exemple, regarding the passage already quoted: “Et, en effet, tandis que la Bentley est garée dans l'impasse,
ceci se produit bel et bien : il vous enfonce dans le nez ces deux Coton-Tige qui vous perforent la cloison nasale. Dans un bloc infect.”
There is a lot of information, mostly about the fake surgeon, Dr Maure. His career and false claims are dissected; his personality is
commented by experts and the journalist. Even his business card is observed in minute detail to expose his lies. Before the reader learns
anything about Maure and what he did to his victims, Caster states, confirming an opinion she just quoted: “Le docteur Maure n'avait pas de
rate. C'était un prédateur.” The sense of the narrative seems rather clear; it already appears in the headline, through the word “enfer” (hell)
— which is also repeated in the lead: Maure put his victims into hell, which is thoroughly described. The fake surgeon appears as a kind of
evil monster. Very little remains undetermined at the end of the text: only his motive — but does a mythomaniac and megalomaniac, totally
indifferent to others and interested in money, need a motive to hurt people while taking their money? — and the verdict of his trial — as if the
judgment of justice wasn't what really mattered in the story.

“Le dernier des possédés” offers a very different kind of experience: mostly the experience of Carrére himself, an intellectual
quest in which he tries to understand the man he is portraying. At the end, he gets some light on certain blurred parts of Limonov's
biography and achieves a more nuanced view — for example, Limonov isn't the old outcast rebel Carrére imagined, but a true political figure.
But the writer also remains with unanswered questions — among others, why does Limonov use references to Nazism in its political party?
Carrére's quest is clearly not finished: “Je me suis demandé ce que j'en pensais moi-méme. Je me le demande toujours.”

Along the text, the quest itself blurs: Limonov's life, Carrére writes, also tells something about Russia's and the world's madness.
But he does not know what. As the story unfolds, the reader gets a lot of information on Russia, its political life, and what it feels like to live
there nowadays — some fragments of other experiences. Trying to understand Limonov, Carrére meets his supporters and discover the
picture he had of them is also wrong. But if Limonov remains, at the end, some kind of mystery, the larger point of the story doesn't really
gets clearer. The reader is left with conflicting ideas: there is still something disturbing in Limonov's political party but it also appears as an
attractive alternative in today's Russia.

Conclusion

As already stressed, four case studies aren't sufficient to draw global conclusions and establish dominant patterns. It is even difficult to
account for some differences that were observed. Of course the difference between the two media publishing the pieces should account, at
least in part, for the larger freedom of the French journalists concerning writing. But there may also be a cultural difference — an hypothesis
that could be interesting to explore and could help clarifying the definition of narrative journalism in different cultural contexts. After the
analysis, it is however possible to nuance the assumption according to which journalistic narratives present a more complex form than
conventional journalism and convey a more complex content — which is the aim of this paper.

Narrative journalism offers the potential to do so, indeed. But doesn't have to: most of the texts offer a rather simple writing, close
to conventional journalistic style, and all of them present different degrees of complexity in their message. It means there is no correlation
between elaborate writing and complicated meaning. As “The girl in the window” — which presents three layers of complexity — shows, it is
possible to tell a complex and somehow open story without resorting to complex writing. And resorting to complex writing, as Caster at least
once does, doesn't mean the story's content will be more complex — hers only presents two layers of complexity. There is no correlation
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either between the narrative's length and the complexity of its content: a narrative as short as “9-month-old drowning...” can offer a deep
experience and resist complete closure. Cox's article also indicates that the three additional layers of complexity, which narrative journalism
offers, can be mixed into different combinations — they don't have to be added in a fixed order: Cox evokes a deep experience and let the
reader make sense of it without giving him much information. The basis of this complexity, however, seems to lie in the rendering of an
experience: it is the only layer that is present in all of the four narratives.

Narrative journalism itself is complex. It shouldn't be reduced to any assumption, but first studied — and at a larger scale than in this paper. If
its complexity does not appear to be linked to its writing style — at least as style was defined here —, it would be interesting to see how it is
related to other aspects of its form, and particularly to narrative devices such as point of view, dialog, the use of details, etc.
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Abstract

The article deals with the “Mathematic-1" computer software for math education in the first grades of the secondary schools in Azerbaijan. It
widely focuses on the computer-aid teaching programs and its specificities. The software is envisaged for the first grades of secondary
schools and bases on the books recommended by the Education Ministry. Along with the Azerbaijani schools, the program is recommended
also to be used in the schools of Pamukkale, Diyarbakir, Tatvan and Van provinces.

Keywords: mathematics, computer education, program, method

Introduction

Main changes in the education system in the USA coincide with the 60s of the past century. The reforms in the US education system took
place just in this year and the academic education plan was changed in accordance with the tastes and interests of the students. It was
decided to experiment in the secondary schools: in the school education it was organized teaching of the subjects chosen by the students
themselves on the bases of necessity of acquisition of three skills as “reading”, “writing” and “calculating”. However, the results of the tests
showed that during this experiment the students are indifferent to acquisition of knowledge on many other subjects and it becomes
impossible to obtain complete knowledge. This aroused great concern in America. In then mid-70s of past century, therefore, from the
previous experiments they returned to the based education system. Humanitarian and technical subjects were recommended to be taught
necessarily. Since 1980, the number of subjects for the secondary school students was increased, and along with that, the students were
taught the computers and other computing machinery. This subject is called “computer sciences” and is an important subject in all American
schools, as a person studying in any field cannot gain progress and career without the knowledge of computer sciences [5].

The experimental e-mail and tele-conference project implemented in 1987-1990s in the University of Virginia State, involved 80
percent of the University professors, over 50 percent of the students and 60 percent of the regional school grades. In 1988, analogous
experiment was conducted in the city of Vancouver of British Columbia. In the same year, the experiment (on exchange project) realized in
Canada brought together 3200 participants, of them, 1300 participants took pat at the experiment through computer network. The
advantage of participation in the experiment through the computer network installed in classrooms was obvious, as all the lectures, talks,
remarks and other links took place synchronically [6], [7].

In the United States, a lot was done also in introduction of the educational computer systems [1], [2], [3], [4]. An example is the
PLATO —IV computer system prepared by CDC Company. In April 1977, the system was connected to 15 large computers and their 950
graphic displays and was successfully used in education [2], [3].

After regaining state independence, Azerbaijan has reached great successes also in the education field. Firstly, all the secondary
schools were provided with modern computer labs. Teaching programs for all grades were changed. Education of all subjects through
computers was defined as key goal. The subject “Informatics” earlier taught perfunctory and only within 2 hours, now was taught beginning
from the first grade and on a new program.

Materials and Methods

Taking into account that in the first grades of secondary schools the informatics was taught and there was no computer software for
education and also to improve education of mathematics, involve the students in mathematics knowledge and ease teachers’ labor we have
prepared interesting computer software. This computer software, “Mathematics - 17, has been prepared almost completely on the basis of
the modern mathematics textbook for the first grades and covers 80 percent of the textbook. The software opens as shown below (Fig. 1).
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The program’s first page includes “Start”, “Creators” and “Exit” buttons. After pressing the “Start” button you open the second page (Fig. 2).

The second page of the program includes contents covering the topics from the textbook. The contents cover the following topics:
Contents

. Numbers 1 - 10

. Test 1 (Solving math sums)

. The number zero and addition

. Test 2 (Addition)

. Operation of subtraction

. Test 3 (subtraction)

. Test 4 (Addition and subtraction)

. Test 5 (Mixed operations)

. Description of numbers

10. Test 6 (Mixed operations)

11. The numbers 11-20

12. Test 8 (Operations on 20)

13. Expedient computation methods

14. Test 7 (Difficult sums)

O©CoO~NOOTOMWNE

It is possible to use the program without any sequence of topics in the contents. But, however, the teachers are recommended to teach
these topics consecutively. And taking into account the students’ skill of perception they should have at least 2 hours for each topic. On the
small frame with the words “Numbers 1 - 10" by clicking the mouse there appears a new page designed as a game (Fig. 3). Here, in the left
side of page the students saw 10 cars described one on another and gaze with interest. Below, there is the figure “10” which is the number
of cars. In the right side of page, there is a zero nhumber which means absence of any car. The teacher directs the topics through the
projector onto the screen and asks: “If to send two of the cars to the right side, then, how many cars will remain in the left side?” The
students answer differently.

The teacher clicks on the left button of mouse and sends separately those two cars to the right side to refine the students’
answer. As soon as the cars reach the right side they stop there with their front sides to the left. And then, in the right side below the page
there appears the number “2”. In the left side, they see the number “8”. The students rejoice.
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Fig. 3. Presentation of the first topic of “mathematics software “Mathematics - 1”
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Fig. 4. Solution of the operation for 8-3=5 within the program
Then, the teacher asks again: “If to send 3 more cars of the 8 to the right side, how many cars will remain in the left side? The students
perhaps will again have different answers. Some even find difficulty to reply. The teacher sends those 3 cars to the rights side (Fig. 4).

By clicking on the cars in the left side they can also be sent to the right side. The teacher, making any combination, thus, can
teach computation around the number “10” in the form of a game and in an interesting manner.

If it was selected the topic in the contents “Test 1 (Solving math sums), the screen displays the page with Fig. 5. The student’s
name is written on the top of page. Then it follows the number of school and classroom the student studies. There are green squares under
this line to show that the student’s answer is true, and red squares to show that the answer is wrong.

Gh2 | o = @ &|=E]w
Fig. 5. “Test 1 - Solving math sums” page of mathematics software “Mathematics - 1”

After the student writes the answers to the sums in the page he (she) clicks the button “Check your answers”. Before the true answers there
appear green squares, and before the wrong answers - red squares. Below, it is shown number of true and wrong answers, and also the
grade the student was given. The teacher (or, the student) clicks the button “Print” in the page bottom and the page is printed. The teacher
signs the page, returns it to the student to take home to show his parents. The received grade is registered in the class register. Thus, the
lesson becomes interesting, the students and their parents see the mistakes in solution of sums, the teacher can grade all the students’
knowledge, and finally, the teacher and parents gain close connections.
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After 3-4 lessons on computer, the students with the help of teacher can freely and separately work with computer and solve the
next tests and also check up their knowledge. In this case, each student should have personal computer. Thus, the students can both study
mathematics and learn to work on computer, what arouses interest in scientific work.

Other topics of the program and tests to them very interesting for students, parents and teachers gradually become more difficult.
It is possible to print the result of each test and send to the parents.

While the teacher explains the topic “Description of numbers”, the screen shows three different descriptions of the number “10”
(Fig. 6). The teacher explains that the number “10” can be obtained through different ways. Four of them are shown in the page “Description
of numbers”. They are: 10=2+2+6, 10=3+3+4, 10=5+5 vea 10=5+2+3. The teacher asks: “By addition of smaller numbers how can we
get the number 10 in other ways?” The little children think very much around this question. And then, some of them find such answers as
10=6+4, 10= 8+2, 10= 7+3, 10= 1+1+1+7, etc. The teacher helps to find other answers. If the class is strong, the teacher can explain the
description of number “10” through subtraction as well. For example: 10=12-2, 10= 15-5, etc.

Though the next topics are more difficult, they are also taught in an interesting manner through computer.

@ L& | ¥ | =3 | = | e ||
of numbers” in the mathematics software “Mathematics - 1”

PRe . o =
Fig. 6. The page “Description

Results and Discussions
Apparently, the program has positive influence on the development of thinking skill of the students. Teaching of other topics is also
interesting. The program was experimented in the parallel classes of the Baku schools with the participation of teachers on mathematics
and informatics. Both the students and the teachers on math and also parents were satisfied with the application of this computer program.
Later, the Education Department of the city of Baku allowed using this program also in other schools of Baku.

Using the program does not bore younger students, on the contrary, arouses interest to science and in particular, the discipline of
mathematics. This computer program is useful also for the teachers, as they have lessons basing on the principle of use of visual methods
and interesting computer games. The exe. file of the Program was obtained and replicated and distributed among the county’s schools.

Conclusion

The students of secondary schools should be taught not only mathematics, but other subjects, too, through computer. Computer-based
education improves quality in education, eases much the hard work of teachers, deepens students’ interest in science and raises their
ability to work, enabling them to obtain knowledge visually in short time. Simultaneously, the computer-based education also enables the
students to deeper learn along with other sciences, the computer itself. And this enables them to attain all-sided knowledge through
internet and continue their education further without the help of teacher.
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Abstract

Our paper explores to what extend Facebook advertising generates purchasing intentions, and influence consumers’ buying habits. We
analyse consumers’ opinions regarding issues of privacy and social pressure from online communities, and their effect on consumers’
shopping habits. By conducting a survey, and comparing our findings with findings in the literature, we aim to compare users viewpoints of
internet advertising from the late 90’s with the viewpoints of young people that are constantly exposed to social media. We argue that there
are minor changes in the users viewpoints during that period, and show that users rely more on the internet as a source of information, yet
social pressure and eWoM are still the major mechanisms that contribute to a brand’s success. The main conclusion of our study is that
brands should invest in the social communication aspects of Facebook as an advertising mechanism.

Introduction
Social networking sites form a novel channel in the field of communication. Based on a number of recent research evidence (Drury, 2008;
lyengar et al., 2009; Palmer & Koenig-Lewis, 2009; Shih, 2009) it can be argued that such sites can be considered as a new medium for
promoting products or services, and as a means for increasing consumption and brand awareness. Nielsen (2010) argues of how
widespread the phenomenon is by demonstrating that users spend on average almost 5.5 hours per month on social networking sites. The
amount of time spent, varies based on the region from 2.5 up to 6.5 hours. In addition to that, the number of active users in social
networking sites has been increased by 30% within one year, with Facebook being the most popular among them, reaching 52% of the
social networking sites population with an average of 19 user sessions per month.

Taking into consideration the widespread acceptance and penetration of social networking sites in the everyday lives of people in
western societies, and their ubiquitous accessibility through computers as well as mobile phones and tablets (Angelopoulos et al., 2008),
our study attempts to shed light on the extend in which social networking sites, offer an environment in which advertising and consumption
persuasion can thrive and mature. In our approach we take into account Tuten’s (2008) argument on the link between social media and
marketing. Tuten (2008) argues that social media as part of a marketing campaign can contribute to the brand awareness and improve its
reputation and image. He also notes the higher possibility of sales, the higher traffic to the brand’s web site, and the overall enhancement of
the fundamental marketing strategy.

Although there are numerous studies that provide a substantial amount of information over this area (e.g. Qualman, 2009; Ryan &
Xenos, 2011), there is little research on the effectiveness of social networking sites advertising from the consumers’ point of view. Our study
attempts to shed more light on the gap, and provide insights regarding the effectiveness of advertising mechanisms on social networking
sites, and how consumers that are currently in the higher education react towards the phenomenon. For the purpose of our study, the term
‘advertising mechanism’ encapsulates all the forms of promoting tools and eWOM (electronic word of mouth) platforms, such as paid ads,
groups / pages, page suggestion, and friends’ recommendations. Moreover, the study attempts to explore to what extend social networking
sites can be used as a stand-alone marketing platform, and as an individual marketing strategy.

The rest of the paper is organized as following: after the brief description of the study, we present our methodology, the
characteristics of the population under study and our sampling approach, the analysis of the collected data and the results of our study, and
we conclude with the findings and remarks, as well as with recommendations and directions for future research.

Methodology

Our study follows a positivistic approach in the form of a survey. The questionnaire was designed based on the work of Schlosser et al.
(1999), which has been one of the most prominent studies on online advertising. The questions proposed by Schlosser et al. (1999) have
been reformatted to reflect the research objective of the project. Whilst the term online advertising encompass the methods applicable to
social networking sites, we need to stress that the term as used by Schlosser et al. (1999) does not include Facebook, since the site was
launched in 2004.

The study focuses on a specific group of people that fulfils an array of criteria, which were vital for structuring the research
approach. As Madden (2010) suggests, people between the ages of 18-26 can be considered as the population with the highest
consumption rate. Moreover this particular age group is highly exposed to information and communication technologies. Another aspect that
sets the university students as an ideal sample population is the mixture of opinion, which results from factors such as culture background
and ethnicity, faculty and interests and the constant exposure to the internet due to the nature of today’s education system.

The survey follows a simple random sampling approach. By following such an approach, as Henry (1990) claims, it is more
feasible to obtain a variety of responses, because each unit has an equal chance of being selected. The sample of the research comes
from the student population of one of the UK'’s top 5 universities. Based on the work of Pfeffernann and Rao (2009), we estimated that the
ideal sampled population based on the total population of the university should be 376 participants. Due to the time constraints of the
research, the total number of participants was 300, which is the 80% of the ideal sampled population. The population of the university
shares a large number of similar characteristics, such as common age group, access to the internet, familiarity with social networking sites
and information technology literacy. Based on the arguments of Henry (1990), and Rea and Parker (1992), if the responses are drawn from
a sample that has been selected carefully and its representative of the population, generalization of the results can occur, and conclusions
will have a high level of accuracy. Consequently, the reduction of the sample is not affecting the validity of the results.

The following table (Table 1) presents a comparison between Schlosser et al. (1999) work and the proposed questions of the
survey, and how they are linked with the literature. As the table illustrates, each question is structured in such way so that the answers can
fill in the literature gaps that were observed, and also demonstrate the link to the work of Schlosser et al. (1999). The majority of the
questions are based on a closed ended five point Likert scale to enable comparison with the results of Schlosser et al. (1999). Two of the
guestions were based on Ranking Scale because they aimed to collect specific values.

By following such an approach, the responses have a unique value and the evaluation is more accurate (Fink & Kosecoff, 1998).
The survey has seventeen multiple-choice questions. Each set of questions contributes to the answer of the research gquestion, towards the
objectives of the project. The questionnaire initially profiles the user based on their education background, age and gender. The second part
collects information for the user's experience with social networking sites, and the purpose that the individual is a member in such web
sites. The rest of the questions are designed to provide results that are related to the level of influence that is generated from such websites
in terms of consumption behaviour, influence from online peer pressure, and effectiveness on increasing consumption from the
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development of communities. The last set of questions examines to what extend Facebook can be seen a marketing mechanism, and

whether there is a feeling of violation of users privacy.

The way of distribution was online, since the participants had the ability to complete the questionnaire at their convenience, and
automatically send the results for analysis. Furthermore, online distribution according to Truell et al. (2002) has approximately 51% return
rate and 64.31% complete rate of the content. In our case the expected amount of complete question was almost 11 out of 17.

Table 1: Previously published literature and how it is linked with the questionnaire

Current questionnaire

Previously published literature

Do you think that authorities like ASA (Advertising Standards Authority)
should put restrictions on what it can be advertised on Facebook?

How do you feel about the amount of regulation, which the
government currently places, on internet advertising?
Appropriate authorities should be responsible for advertising
regulations?

Do you think that privacy
recommendation systems?

is violated by Facebook's product

Based on Brahim et al. (2009)

How often do you feel offended (insult users intelligence) by
advertisements that are visible on your profile page on Facebook?

How often do you feel offended by Internet Advertising?
Most online advertising insults my intelligence

What is the level of influence that is generated from Facebook
advertisements regarding your shopping habits?

How often do you use Internet advertising to help you make a
purchase?

How confident you are using information from online
advertising to make a purchase decision?

Do you think that companies can use Facebook on its own as an
advertising medium?

Based on Gibs and Bruich (2010) and Hoffman and Fodor
(2010).

What is the level of influence that is generated from your Facebook
Friends suggestions regarding your shopping habits?
Comparing Facebook advertisements for a product or service and

Social pressure from social media can influence buying habits.
Kim and Srivasrava (2007), lyengar et al. (2009), Bagozzi and
Dholakia (2002)

Facebook friends recommendations for a product/service which of the
two has stronger influence?

As Veal (1997), and Fink and Kosecoff (1998) suggest, a pilot study for a survey is essential in order to identify any issues with the wording,
the sequence, and the layout of the questionnaire. Additionally the pilot study can minimize the biased results from questions that are
misleading or inappropriately defined. Thus, in order to achieve the maximum validity of the study, the questionnaire was initially randomly
distributed to a smaller sample of students in order to observe in which extend the questions can be understood. Following the pilot study,
minor changes occurred between the final draft and the official version, and were mainly related to the layout rather than the actual content.

Outcomes Of The Study

From a total of 364 responses, the 315 were fully complete, and the rest 49 were partially complete. For the purpose of this study only the
fully completed questionnaires are analysed. The following graphs present the results that occurred from the survey. The first tier of
questions is profiling the participant.

e 26+ B - PhD________Foundation
> B Male Wl 2
. 44% / l “ Y Undergraduate
4 Postgraduate il N 49%
y \ / 9% / | | ,/
[ { \ f | ) /
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Figure 1: Profiling the participant by gathering general information

In terms of participants profile the above results occurred: 44.1% males and 55.9% female response with 34.6% being 18-20 years old,
29.5% being 21-23 years old, 21.3% being above 26, and 14.6% being 24-26. The majority of the students were undergraduate (49.5%),
and postgraduate students (48.9%). From the above charts the following trends can be observed: a slightly higher amount of female
responses compared to male, and a well balanced split between the age groups. Moreover by looking at the level of education, we see a
balance between the two categories with approximately 49% from each category.

In terms of popularity, Facebook is the first out of the four. The results of the study are presented in the Figures 2a and 2b. As the
results suggest, 98.4% of the sample are members on Facebook. The majority of the Facebook members use the service for
communication (96.2%), and multimedia sharing (63.8%). A total of 17.8% uses Facebook to show their support and interest to
communities and organization, while 14.9% uses the site to gain information and read reviews about product or services, and 14.9% use
the site for job searching. Only a total of 14.3% uses Facebook to meet new people.

As a next step, we examined the level of influence that various advertising platforms generate, and which resources a consumer
will most likely consider to gather additional information for a product or a service. The results of the study are presented in the Figures 3a
and 3b. The score is a weighted calculation. ltems ranked first are valued higher that the following ranks, the score is the sum of all
weighted rank counts.

Ranking the mediums of adverting, the following ranking occurred: Television 1852 points, Newspapers and general interest
magazines 1416 points, Special interest magazines 1330 points, online adverting 1294 points, Billboards 1059 points, Leaflets and flyers
998 points, and SMS promotions 596 points.
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Figure 3b: Which of the following you will first consider as a resource for product/service review and additional information

In order to understand the level of influence that Facebook generates, we devoted three questions in our survey, and more specifically the
participants were asked to provide an answer regarding:

e The level of influence generated from Facebook advertisements regarding their shopping habits

e  The level of influence generated from Friends suggestions regarding their shopping habits

e  The influence of Facebook advertisements compared to Facebook friends recommendations

Based on the results, more than 50% of the sample claims that Facebook has not any influence to their shopping habits, while 34.6%
claims that Facebook generates low levels of influence to their shopping habits. Moreover, friends suggestions does not influence the
shopping habits of the 43.2%, while 35.2% claimed that friends suggestion have a low level of influence to their shopping habits, and 16.2%
believe that friends suggestions have an average level of influence. The remaining 5.4% claims that friends’ suggestions generate
high/very-high levels of influence. More than half of the sample believes that friends’ recommendations have stronger influence compared
to Facebook ads. Only 6.7% of the sample believes the opposite. A relatively large percentage of the sample (34.3%) believes that zero
influence is generated neither from Facebook ads nor friends suggestions. While the above results outline a first negative impression for the
effectiveness of Facebook as an advertising medium, 45% of the participants claimed that advertising through Facebook could be a
substitute for the traditional media of advertising.

In terms of users privacy and quality of the advertised contend approximately 64% of the sample claims that authorities like ASA
should be responsible for the control of the advertising content. Additionally most of the responders believe that the content of Facebook
ads are not insulting their intelligence, and they rarely fill offended from the advertised content. Additionally, in terms of users privacy
violation the responses vary. An amount of 48% sees Facebook recommendations systems as a clear violation of users privacy due the
collection of personal data. Moreover, approximately 25% of the respondents disagree with the statement, and 27.3 % have a neutral
response towards the issue.

Hig \ery High
- 1%

.
Facebook Friends
suggestions
52%

Facebook
" Advertisements
7%

Level of Influence Level of Influence
From Advertisements From Friends Comparison

Figure 4: Level of influence between friends and advertisements on Facebook

Discussion

Schlosser et al. (1999) identify that 60% of the respondents believe that the government should be more flexible with internet advertising
regulations, and reduce its efforts towards them. Additionally, 67% of the same sample claimed that appropriate authorities should be
responsible for advertising restrictions online. In terms of the overall regulation for the online advertising, more than half of the sample
argued that the authorities are applying the right amount of regulation towards online advertising. Only 22% claimed that this amount is too
little. From the current questionnaire, more than 64% of the responses are resulting from people who claimed that ASA or similar authorities
should put restrictions on what is advertised through Facebook. Thus, a lower amount of people believes that advertising through Facebook
should be more restricted. Taking into account that major changes occurred in the online advertising environment, people are more
comfortable online ads. Since brands are investing a high amount of their marketing budget in the social media advertising it can be
assumed that the amount of the advertised content has been increased exponential in the recent years. Additionally, due to the adoption of
various data mining mechanisms, the advertised content results from a variety of sources that are promoting the same or very similar
goods. As a result, in some cases a Facebook page can become over-crowded with paid ads, ads with social content, and suggestions.
Consequently users rely on the restriction of various ads or ad contents in order to have a Facebook profile that is not bombarded with
advertisements.

The majority of firms use various mechanisms to collect specific information from users. As Van den Poel and Buckinx (2005),
and Shen et al. (2009) argued, following browsing patterns, search queries, visited links and other techniques, companies are able to partly
predict the future online behaviour of the user. Even Facebook has dedicated settings on how to target specific user groups via corporate
pages. By observing the results collected from the questionnaire it can be said that a large number of users recognize the issue. Almost
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Facebook can be described as a vault of personal data. Although most people recognize the issue, it cannot be argued that is illegal. Since
the user agrees to all the terms and conditions and the third party applications that are associated with this service, automatically agrees to
personal data exposure. Companies take advantage of such vulnerability, and develop targeted campaigns for specific groups of users.
Combining the results with the massive amount of registered Facebook users it can be argued that users are not highly concerned with this
matter. Since micro-targeted marketing is well spread in social media services, the majority of the users feel comfortable to expose personal
information over time.

Taking in to account that data mining and recommendation systems are highly applicable in Facebook, it cannot be expected that a high
amount of users will be offended by the advertising content. As Schlosser et al. (1999) identify, 71% of the respondents are never-to-
seldom offended from internet advertising in general. A total of 54% disagree that content from internet ads insult their intelligence, and
22% have no strong feeling regarding the issue. Based on the survey, an amount of 61% claims that they rarely-to-never feel offended by
Facebook ads, with only 17,5% of the overall sample being offended in regular basis by Facebook ads. By comparing the results it can be
argued that online advertisements were never related with insulting issues. Moreover, since data mining is becoming highly sophisticated,
the majority of the ads are based on users previously expressed preferences. Hence, a significant number of such ads reflects the users
taste or purchasing desire, and could not be offending or insulting.

A high amount of the respondents (67%) seldom-to-never use internet advertising as a help for their purchases. Additionally, 30%
of the sample does not feel confident to use advertisements as a source of information that will determine their purchasing decisions.
Although 62% agrees that internet advertising is informative in general it can be said that it is not a highly trusted source for subjective
decisions. Television is considered the most influential mechanism for advertising. Facebook groups or pages are the ones with the least
responses. The vast majority of the respondents believe that Facebook generate no influence through advertising. Although the results are
not encouraging, and definitely do not suggest that Facebook is an influential advertising platform, a significant percentage of the sample
agrees that Facebook can be used on its own an as advertising medium. Taking that into account it can be argued that Facebook generates
an environment that attracts consumers from an aesthetic point of view. Since the majority of the sample clearly argues that television and
print media are generating a higher amount of purchasing intention compared to Facebook and internet advertising in general, the only
assumption that it can be supported is the aesthetical capabilities of Facebook. Furthermore, the recall of the ad is an important parameter
that has to be taken into consideration. So at this point it can be argued that television and print media are acting as the information
senders, and Facebook as the environment that the consumer has the chance to explore, and understand the brand or the product. Hence,
users see Facebook as an interacting environment rather than an information broadcaster. Our results are in line with Eikelman et al.
(2008), and Drury (2008) regarding message generation and message distribution.

One of the areas that it has been extensively covered throughout the project is the implication of social pressure when it comes to
purchase decisions. As the majority of the resources claim, social groups play a significant role on influencing and forming opinions of
individuals. Based on those parameters the study tried to explore the extend to which such statements reflect the status quo on Facebook.
A significant amount (43.2 %) argued that suggestions from facebook friends do not affect their purchasing intentions. Combining all the
positive responses to that question, almost 57% of the total sample confessed that friends on facebook are generating a level of influence,
and their opinion has an impact on what they want to buy. Based on what it has been discussed so far, eWOM might be more beneficial
when it comes to influencing consumers. Assuming that people with an extensive knowledge on a specific topic generate eWOM in most
cases the chances of influencing are higher. Influence from social pressure might result from people that are known to the user not as
friends, but as active people in an online community that holds extensive knowledge upon a specific topic. In addition to the above, since
brands are adopting the idea of social advocates, the above can occur in a higher frequency with the support of specialized individuals. To
conclude with, social pressure and social influence shift towards individuals with deep understanding of a product or a service rather than
individuals with links to an influential consumer.

As the results suggest, Facebook friends’ suggestions develop a significantly higher amount of influence compared to ads that
are generated directly from Facebook. In addition to that, an total of 34.3% indicates that neither of the two methods generates any
influence regarding their shopping habits. A similar situation as the one proposed by lyengar et al. (2009) occurred. The generation of
various status groups is responsible for the responses that resulted from the questionnaire. As the results indicate, ads with social context
are the ones with higher chances of succeeding.

Conclusion

Facebook is a platform that has as a main purpose to connect people, and encourage social interactions; companies should invest on such
features, and put effort to create campaigns with the above as foundations. Taking into account the results of the study, Facebook is
becoming a promising platform for promoting a product or a service. Although a number of the results do not provide substantial amount of
information for the future of such a mechanism, users are aware of the phenomenon. Social pressure is a key factor when it comes to the
success of a marketing campaign that is executed via social media.

Social networking sites are the link between the brand and the consumer. Based on that, the majority of the firms are following
this route to attract consumers, and generate eWOM for their products and services. As the survey suggests, the succeeding parameter is
not entirely based on the brand and the development of the campaign, but also to the social advocates that will occur from that process.
Although Facebook can be used on its own as an advertising channel, it cannot be established that it will be beneficial for the brand. A safer
approach is the blending of Facebook with the traditional media of advertising and the generation of an interacting environment between
user and brand prior the purchase.

As the results from the survey suggest, firms should follow a social-centric approach, and embed interactive engagement in the
marketing campaign that will be used as the primal force in the generation of eWOM and social advocates. Based on the nature of the
service, the exposure of personal information is almost unavoidable. Since the internet has became a part of our everyday lives, various
authorities that are responsible for the safety of personal data are trying to minimize the exposure of personal data with application of
various restriction, and terms and condition that must be clearly visible in any web site that relies heavily on the personal data of the user.
Future research endeavours could employ interpretivistic approaches to explore the concepts in depth, by also using various Higher
Education Institutions for a comparative analysis to investigate how students understand the advertising mechanisms of Facebook. In
addition to the above the future study can take a slightly different focal point and explore the effectiveness of eWOM through Facebook and
how users react to the phenomenon.
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Abstract

Without any shred of doubt, we are in an era of corporate social responsibility. It is an era borne out of an increasing enlightenment and
assertiveness of people on the need for corporate organizations to give back something to the communities from which they draw their
sustenance. Social responsibility is at the epicentre of the problem in the Niger Delta region of Nigeria between the oil-rich communities and
the oil companies doing business there. Against this back-drop, our topic, “Corporate Image, Identity and Strategy” is easily one of the most
topical subjects of our time. This is so because corporate social responsibility is inextricably yoked with corporate image, identity or
reputation. This paper will seek to define and explain the following concepts — Corporate Image, Corporate Identity and Strategy. With an
understanding of these, we can go further to look at how organizations can enhance their image, reputation or identity.

Clarification of Concepts
Public Relations is an imprecise science. Therefore, there is need to establish working definitions of our major concepts or terms in order to
share a common understanding of what they mean.

Corporate Image
“Corporate image is the impression a person or a group has of a country, community, company or organization.” (Meze, 1993).

Ajayi (1997) says the “Corporate image of an organization is the summation of all impressions perceived of that organization

through its products, services, corporate attitude and behavior, social responsibility and responsiveness by all contacts with which it has
business, social occupational relationships.” Oyeneye (1997) sees corporate image as “The impression, feeling or opinion which somebody
has about an organization, product, service or individual as a result of his contact with them.” To Marken (1990), it is “the perceived sum of
the entire organization, its objectives and plans.” It is “the totality of all the impressions that a company makes on all its audiences” (Olins,
1998).
It is pertinent to note that public perception applies to both what organizations or persons do or say and what they don’t do or say. In other
words, “the verdict arising from perception is an inescapable judgment passed on all organizations or persons based on their acts of
commission and omission.” (lheme, 2004). Indeed, some corporate entities are perceived through a stereotypic prism. It is also important to
note that self-image does not always tally with public image. In addition, corporate image does not necessarily represent the real thing — it is
only what is reflected and perceived. (Sanda, 1997). After all, not all slim and frail looking people are HIV/AIDS positive!

Some scholars, for purposes of analysis and better understanding, have broken the concept of image into various types hence,
mirror image, current image, wish image, multiple image, corporate image, ultimate image, peculiar image, product image, derived or
shared image, deceptive image and optimum image.

Image is an organic concept — it can be created; it can grow; it can die; it can be disfigured or misunderstood and it can be
mended.

This leads to the next concept — the concept of corporate identity. Let it be stated right way that this submission considers corporate identity
as meaning the same thing as corporate reputation, corporate personality and corporate character. They will, therefore, be used
interchangeably in this presentation.

Corporate Identity

Ajala (2001) notes the difference between corporate image and corporate identity. In her words, “while identity is expressed, image is what
is perceived. While identity is physical, image is mental. Corporate identity influences corporate image.”

She argues that identity influences perception by being consistently put on the consciousness of the publics adding that consistency aids
recognition.

Going by the above, Ajala’s corporate identity shares the same conceptual meaning with reputation as espoused by Iheme (2004)
and Dokunmu (2004). To Iheme, “Consistency over a long period of time is of the essence in transforming image into the realm of
reputation and corporate character. While image is created, reputation is earned.” For Dokunmu, “the challenge is to ensure that whatever
good image attainable is sustained towards building good reputation.”

One common thread running through the fabric of the concept of image is that consistent and sustained communication of an
organization’s image gradually leads to corporate reputation, character, identity or corporate personality. That is to say that corporate
identity or reputation takes a longer gestation period to build than image. Image, however, is the building block of reputation. We can,
therefore, reasonably say that “image” belongs to the tactical realm, while “identity or reputation” is a strategic concern.

What is, then, strategy?

Strategy

Strategy is a military concept that seeks to forestall accidents and surprises. It is a pro-active initiative that tries to address critical issues
and challenges that impinge on an organization's operations even before they become manifest. To strategize involves simulating or
constructing real-life situations called scenarios for the purposes of formulating appropriate policy options to meet or contain them.
Etymologically, the word “strategy” originated from the Greek word for “army” — that is stratos and agein — to lead. According to the
Chambers 20" Century Dictionary, strategy is “generalship or the art of conducting a campaign and maneuvering an army.”

Its success in the military must have appealed to industry and so it was adopted and adapted for corporate governance. Thus, we
can define strategy as a plan for achieving a clear and measurable goal. It is a way of accomplishing tasks. It should be noted, however,
that “strategies are not a bunch of activities (a press conference, a report, an interview or op-ed) on the same subject.

They may be part of a strategy, but just as flour and water are not bread, nor are lists of activities (sometimes also called tactics) a
strategy” (World Bank).

At the strategic level, planning is long term as opposed to tactical level planning which is short term. Strategic planning belongs to
top management. At this level, management dreams and sees vision of an organization’s tomorrow. Here, broad targets are set with
relevant policy guidelines.

A strategist is a robust competitor. He scans his environment, assesses his whole circumstances and those of his competitors, the economy
and socio-political indicators based upon which he strategizes to stay ahead in the market.

Having said this, let us now attempt to relate our understanding of the concept of strategy to the business of building the corporate image
and identity (reputation, character or personality) of an organization.

To articulate and operationalize a strategy in respect of image and reputation building, four basic questions must be asked and
answered.
> How am | perceived now by others?
> How do | want to be perceived by them?
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> What do | do to be perceived as | want?

> How do | know what progress | am achieving as | proceed?

2.3.1. HOW AM | PERCIEVED NOW BY OTHERS?

To answer this question, there cannot be an alternative to research. Three sub-questions need to be asked —

> Who are in a position to influence our image or reputation?
> What do they think of us?
> Why do they think so?

These questions can be answered by three steps —
i.  First, write down the names of the key people or organizations whose opinions can help or hurt your organization.
ii. Second, do a quick research using formal or informal fact-finding techniques to get quantitative responses that can be aggregated
and analyzed.
iii.  Third, go back to these people, formally or informally, to get more in-depth information on why they hold the views they hold.

Part of this research activity should also involve reading things these people or organizations have written or said recently about your
organization. The mass media and even some of your resourceful colleagues in the office or other organizations are a valuable asset in this
regard.

Now that you have determined what your current image or reputation is and the people or organizations that can influence this
perception, the question is — How do | want to be perceived?

How Do | Want to be Perceived by Others?

The above is a top management decision. Recall, we had said earlier that strategy falls squarely on the shoulders of management. Here,
the organization has to choose what image or reputation it wants. Does it want to be seen as customer-friendly, community-friendly,
efficient, responsible, modern, quality-driven, financially strong, honest, dependable, reliable, etc.?

How an organization answers this question depends on a lot of factors. The major ones are —

The current reputation of the organization.

The environmental factors.

What the thriving competitors in the industry are doing in the area of reputation building.

What kind of business the organization is involved in.

What it can afford.

VVVYY

The bottom-line, however, is that every organization wants to be loved, trusted, patronized, profitable, accepted and appreciated by its
publics and the community.

Here, the story of John D. Rockefeller seems appropriate. Mr. John Rockefeller was a very successful American businessman
who, despite his enormous wealth, was not loved and accepted by his community. He was despised even by the poor. He was, therefore, a
rich but sad man. He desired a change in his reputation and so he hired lvy Lee, a publicist, to help him build an acceptable reputation in
his community. Thus, was born Public Relations Consultancy.

How does an organization define the image or identity it wants? Based on the steps enunciated in the first question (How am |
perceived by others?), the organization should state categorically how it wants to be perceived. Sometimes, this categorical statement is
captured in the

Vision and Mission Statements of Corporate Organizations.

This is the organization’s goal (the desired identity or reputation). The sharper and clearer this goal is, the more likely it would be achieved.
This is a management decision that every employee must buy into or own for it to be effective. Having determined the status of your public
image or reputation and how you want to be perceived, one needs to know how to achieve this goal.

The next question, therefore, is — what do | do to be perceived as | want?

What Do | Do to be Perceived as | Want?
In answering this question, the considered strategy will look at many available options and ways of achieving the same goal. A small team
is necessary at this point to brainstorm in a conducive atmosphere where ideas are allowed a free and unhindered reign.

The journey begins from an inside review and critique of yourself — what must you do to yourself to deserve the reputation you
want? — This checklist is by no means exhaustive —
Do you need to change your name?
Is your logo a good reflection of who you want to be?
What message does your corporate stationary convey?
Does your corporate architecture and office interior compliment your desired identity?
Is your staff properly cultured in your desired new corporate personality?
What does the location of your office speak of you?
How does your corporate advertisement portray you?
Are your special events projecting the right image?
How does the wardrobe of your key and visible officers affect your public perception?
Is the quality of your product/service a plus or minus to your wish-image?
How does your organization relate to its community?
As an identity-conscious organization, you want to know those who are in a position to influence those who can influence how the
organization is perceived by others. One has to be sure that the right information is available to such people in order for the organization not
to be misrepresented. One also needs to provide journalists who cover the beat with relevant materials so that their write-ups don't raise
more questions than answers. Management needs to know those within the organization whose contacts, liaison, networks and
relationships can assist in influencing relevant people in the reputation project.
Having looked inwards and also identified those who can influence the influencers, there is then the need for the organization to know what
it can do and what it can control in order to communicate this image and identity to the target publics.
At this stage, a work-plan or action plan has to be developed.

VVVVVVVYVYYVYY

Work-Plan

This is a scheme that spells out all the events and activities that have to be carried out in pursuit of the goal with specific dates and
accountabilities. Those events and activities represent objectives or important milestones that should be ticked off as they are achieved.
The work-plan or action plan is extremely important for monitoring and evaluation.
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Communicating the New Image
Creating or changing the corporate identity of an organization means “selling” or “marketing” the organization to its beholders. No single
medium of communication can be guaranteed to succeed in this enterprise. Okigbo (2002), therefore, posits that “in today’s fast paced
environment, messages and responses are not simple — and so, we need to use multiple warheads”. Here, Okigbo is talking about
Integrated Marketing Communication (IMC). He, therefore, recommends the use of strategic and measured deployment of communication
weapons: Journalism, Advertising, Marketing, Public Relations, and Sales promotion....JAMPS".

This strategy seems germane to our enterprise of building corporate image and sustaining it to the point of its being recognized
as an identity.
Every employee of an organization is an ambassador of that organization. Employees are, therefore, critical in projecting the image or
building the reputation desired by any organization. They must be properly, adequately and consistently carried along in an organization’s
reputation project.

The tactics and options adopted by an organization to earn a desired identity must be consistent not only over time but with the
core values of the organization.

It is important to note that what works for one organization may not necessarily work for another. Every strategy aimed at
building an identity must be home- grown or domesticated to reflect the variables in the internal and external environments of the
organization in question.

JAMPS must be strategically deployed to achieve maximum effect. We need to appreciate what strategic communication is all about.
Simply put, strategic communication, stratcom, for short, “is the development of programmes designed to influence the voluntary behavior
of target (s) in ways that support project as well as management objectives”

Management has five decisions to make in this regard

(i) Identify the audience

(i) Determine the behavior required

(iii) Determine the appropriate message

(iv) Determine the communication channels

V) Determine how the communication process will be monitored or evaluated.

How Do | Measure Progress in Reputation Building?

Bergen (2000) recognizes the fact that reputation can be measured. He noted that a good reputation is one of the benefits for
acting responsibly. He reviewed the model jointly developed in America by Fortune Magazine and a research firm, Yankelovich Partners, in
measuring reputation or “corporate equity” and described it as thorough.

This simple model examines the interplay of several factors administered on people in the form of a questionnaire. The instrument tries to
establish five supportive behaviours of the respondents as follows-
i.Recommend a company’s product or services
ii.Recommend a company as a place to work
iii.Believe a company’s side of the story if attacked by the media
iv.Recommend company as a joint venture partner
v.Buy stock in the company.

To make this study quantitative and comparative, multiple choices should be provided by way of the names of other competitors in the
industry.
This same research instrument could be adapted to measure the reputation of a country-

i.  Recommend the product or services of a country.

ii. Recommend a country as a place of abode.

iii.  Believe a country’s side of the story if attacked by the media

iv.  Recommend a country or its citizens as joint venture partner

v.  Apply for the citizenship in the country.

If this simple test is applied to Nigeria, we shall begin to appreciate the enormity of our rebranding project.

Conclusion
The image or reputation of an organization has far reaching implications on its very existence. It is the desire of every corporate entity to be
understood and appreciated by its publics and stakeholders.

Management has to make a choice of how it wants the organization to be perceived by others. Whatever choice it makes can be
achieved through the strategic deployment of integrated marketing communication.

People are influenced by what they hear, see, touch, taste or smell either directly or through a secondary source. Therefore, it is
the task of an identity- conscious organization to ensure that these senses are adequately, appropriately, accurately and timely impacted
with the right messages through the right channels.
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Abstract

Today’s communication methods allow us to experience a very limited sense of ubiquity. From almost anywhere in the developed world we
can see and talk to others located almost anywhere else on Earth, and we can passively view remote locations live through web-cams.
However transparent telepresence offers the possibility of being able to fully experience and interact with the remote environment and its
inhabitants as though we were actually there. This paper considers the social, business, educational, and medical advantages and disad-
vantages of such systems, considers the technical problems still to be overcome, and indicates the state of the art in both commercially
available products and current research activity. Using all of this as a basis it suggests an answer to the question — could transparent
telepresence replace real presence?

Introduction

This paper presents a snapshot of the state of what | call “Transparent Telepresence” in relation to its capability of replacing ‘real’ presence,
as it stands in the first quarter of 2013. Telepresence today is the focus of speculation, research, and now commercial application and ex-
ploitation.

An example of focused speculation was seen in May 2012 when NASA held an “Exploration Telerobotics Symposium” [1] to in-
vestigate “Space Exploration Enabled by Telepresence”. NASA is particularly interested in the ability remove astronauts from the danger of
working on the surface of a planet, such as Mars, and also remove as much as possible of the time delay that is involved in using telero-
botic systems controlled from Earth such as the Curiosity rover [2]. The solution is to have telepresence robots on the Martian surface
controlled by astronauts in orbit around the planet. This is reminiscent of the science fiction story ‘Bridge’ by James Blish published over
sixty years ago in 1952 in which a vehicle in the atmosphere of Jupiter is controlled by an operator on one of the planet's moons using what
we would call today ‘telepresence’ [3]. The concept is also almost identical to an even earlier 1942 story by Robert Heinlein called ‘Waldo’
in which the eponymous Waldo operates manipulators on Earth from a space station in geosynchronous orbit [4].

With regard to current research this is evident on a global scale, for example the European Union has a number of international
projects including BEAMING (Being in Augmented Multi-Modal Naturally-Networked Gatherings) [5] a four year FP7 EU collaborative pro-
ject which started on Jan 1st 2010, and VERE (Virtual Embodiment and Robotic Re-Embodiment) [6] another EU project started in 2010
expected to run until 2015. Some aspects of these projects include the use of telepresence through anthropomorphic robots. Fictional fore-
runners to this concept include a short story “The Robot and the Lady” written by M. W. Wellman and published in 1938. Here the prota-
gonist uses what we would today call a telepresence robot which he has created as a surrogate to go on a date for him with a girl he has
never met before [7].

In the commercial arena, at the time of writing this paper, companies such as Polycom [8], Cisco [9], Teliris [10], DVE Digital
Video Enterprises [11], and others are selling what are called ‘telepresence’ suites that allow highly advanced teleconferencing with the aim
of making business meetings across different cities and countries seem as though all participants were in the same room. Conceptual fore-
runners to this include the ‘Telephonoscope’ featured as speculation in the ‘Punch’ magazine of 1878. This included an imaginative sketch
in which a mother and father converse live with their daughter thousands of miles away using what would appear to us to be a widescreen
television and audio system more advanced than today’s telepresence systems [12].

With regard to commercial telepresence robots, these are predominantly mobile robots composed of a base containing the mo-
tion unit and a column supporting a screen, camera, loudspeaker, and microphones. Increasing interest is being shown in this field where
the user of such a system can move freely around the remote site and interact with those located there. There are numerous opportunities
for the use of such systems and a particularly useful application has been shown to be in medicine where an expert specialist can interact
with patients in a hospital which may be hundreds of miles away. Some companies involved today are VGo [13], AnyBots [14], iRobot [15]
and InTouch Health [16].

A useful source of information on commercial telepresence systems and telepresence robots is the Telepresence Options maga-
zine, this can be found at [17] it is a publication of the USA based Human Productivity Lab [18]. Other types of mobile robots, not normally
classed as telepresence robots, are the Unmanned Vehicles such as UAVs, UUVs, USVs, etc. These are the remotely operated vehicles
used by the military, security, and emergency services for bomb disposal and surveillance etc. the military remotely operated vehicle used
for bomb disposal and surveillance. Such devices carry various sensors including visual and therefore do provide a sense of presence for
the driver at the remote site. A good source of continuously updated information on these vehicles is available in the Unmanned Vehicles
magazine published by Shephard and it can be found at [19].

Transparent Telepresence

From the above it can be seen that today ‘telepresence’ can take various forms, in the examples noted it can be applied to the remote op-
eration of robots on the surface of another planet controlled from an orbiting spaceship, it can apply to enhanced teleconferencing suites,
and it can be applied to mobile terrestrial telepresence robots that carry a live image of the remote driver. In order to make it clear what type
of telepresence | am concerned with | constructed the term ‘Transparent Telepresence’ many years ago and | defined it as the experience
of being fully present interactively at a live real world location remote from one’s own physical location [20]. | suggest that this now needs to
be expanded to cope with the advent and proliferation of ‘telepresence robots’ where not only the remote operator wishes to feel present at
the robot location but also, for example, a hospital patient patient feels that they are actually in the presence of the remote physician who is
vicariously present through the robot. | suggest the new definition be:

The experience of being fully present interactively at a live real world location remote from your own physical location and the ability to
experience a remote presence such as a person as though they were physically present interactively with you.

This is broader than the commercial use of the term ‘telepresence’ when it is applied more commonly today to large scale high fidelity vid-
eoconferencing. Transparent telepresence includes the possibility of physically interacting with the remote environment by controlling a
robot thus providing mobility and the possibility of manipulating and influencing directly the remote environment. It also implies a full sense
of immersion in the remote environment and a full sense of a remote person being fully physically present in one’s own local environment.

Application Examples

An earlier paper by this author over 15 years ago [21] considered potential applications for transparent telepresence. Among these were
space operations, medical diagnosis and telesurgery, museums, education, real estate sales, the nuclear industry, and enhanced telecon-
ferencing. It is interesting to note that today many of these are now practicalities and a few examples are given below in relation to
telepresence robots.
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Medical Diagnosis and Healthcare. This type of telepresence robot is now increasingly used in a variety of applications such as
healthcare, see [22] for an investigation of ‘telerounding’. In this type of application a team of physicians can be gathered in a conference
room and converse with a patient in a hospital bed through the robot. The use of large displays in the room can allow the physicians to not
only see the patient but also view relevant charts and x-rays, etc. They can also have free discussions without other patients overhearing
and for very sensitive comments they can cut the sound link completely if required. The use of general robots in healthcare is expanding, for
example in the USA about 80% of prostatectomies are now carried out using robots indicating that the combination of robotics and
telepresence has high potential. Most telepresence robotics companies are very focused on healthcare as this is currently seen as the most
attractive application providing hospitals and health services have sufficient funding.

Museums. A recent example of this can be seen in Australia where CSIRO (Commonwealth Scientific and Industrial Research
Organisation) with support from the Australian Department of Broadband, Communications and Digital Economy are creating a mobile
tele-presence robot application that will allow schoolchildren, the infirm, or those living in remote areas to vicariously visit the National Mu-
seum of Australia. The article on the CSIRO web page [23] states “This technology will eventually allow all Australians with an NBN (Na-
tional Broadband Network) connection especially those in rural and regional areas to experience and access a range of our national treas-
ures whether in a museum or under the sea at the Great Barrier Reef, despite the tyranny of distance.” The system has a 360 degree six
lens camera mounted on top of the robot, this allows a high resolution omni-directional image to be constructed and streamed across the
NBN communication link. Thus each individual remote user can then independently ‘look around’ the gallery using a panoramic viewer
installed within their browser.

Education. A good example of a telepresence robot being able to help a young pupil is that of a 7 year boy in the USA with a se-
vere allergy preventing him attending school. He is now able to attend classes by being telepresent through a VGo robot [24]. This robot is
relatively light being about 8Kg and has a small footprint of around 50mm x 60mm this means that it can be easily located in a normal class-
room layout and, where ramps or elevators are not available, be easily lifted up a short flight of stairs. This is a great benefit to the pupil
allowing him to feel part of the normal school day and converse freely with his friends and teachers.

Social, Ethical, Legal

The above examples again highlight the possibility of how people living in remote and diverse geographical areas can use telepresence to
enjoy participation in various social and entertainment events outside their own home. It is also a clear indicator of how people of restricted
mobility or living in remote areas can now have previously impossible earning potential so that as well as improving their own quality and
standard of life they will also be aiding the economy. With the average age of the population of the developed world increasing steadily
telepresence can be used to extend the working lives of individuals and their sense of usefulness. This will also apply to those with physical
disabilities thus promoting a more inclusive society and assisting the physically and sensory impaired.

Social aspects that have to be considered are the ethics and legal implications of transparent telepresence operation. Some of
the concerns have already been addressed in the past due to the advent of telehealth where traditional information technology has been
used. For example for communication between a health worker and a patient in a remote location through the use of a video link such as
Skype, McCarty and Clancy [25] discuss the general implications of telehealth for social work practice and also include specific comments
on policy issues. They are concerned with the transmission of client data across national boundaries and how questions of licensing, liabil-
ity, and privacy etc. need to be addressed. Since they were concerned specifically with social work they note that this was always regulated
at state level in the USA and was not designed for telehealth where conventional boundaries are transcended, and ask the question — do
the laws of the state in which the healthcare worker is operating apply, or the laws in the state where the patient is located? Ethics and legal
issues are even more significant now that we have the ability to teleoperate not only cameras and other passive sensors from a distance,
but also manipulators for surgery, telepresence robots for a variety of applications, and military or police drones with possibly lethal arma-
ments. In a textbook by Beauchamp and Childress concerning biomechanical ethics [26] they give three main guidelines: “Care should be
taken to avoid harming others”, “Effort should be made to contribute to people’s welfare”, and “Benefits, risks, and costs should be distrib-
uted within society in a fair, equitable, and appropriate manner”. These can be applied to transparent telepresence and can serve as a
guide for research, development, commercialisation, and application. A major difference between autonomous robots and telepresence
robots is that the responsibility of actions by the latter can be attributed to the remote human operator, although there is always the possibil-
ity of malfunction of the robot resulting in rogue actions and this would cause legal complications. Again, just as in the earlier telehealth
situation, the legal jurisdiction needs to be determined for an action carried out by the robot. Much of this has been addressed in relatively
recent EC research projects and very comprehensive reports published in 2010 and 2011 can be found in publicly available deliverables
from the previously mentioned EU BEAMING project [27, 28].

Business Implications

Telepresence robots are already in service in applications around the world, they are a subset of the service robot category. In 2010 the
International Federation of Robotics Study indicated that service robots were already a $13.2 billion dollar industry and a further indication
of the significance of this field was shown when in the USA President Obama launched a ‘National Robotics Initiative’ in June 2011.

One report states that by “the global deployment of telepresence, US and UK businesses with annual revenues over $1 billion can achieve
economy-wide financial benefits of almost $19 billion by 2020” [29]. The report also claims that the same companies could cut nearly 5.5
million tonnes of CO, emissions over the same period. Thus the reduction in the carbon footprint of a company is an attractive advantage of
telepresence from a public relations perspective as well as a practical benefit.

Some business advantages claimed and experienced include primarily a reduction in air travel expenses. Time available with
family and friends will be increased due to there being fewer reasons to travel. Removing travel time particularly for long haul flights will also
improve physical and mental health. However there will always be a need for some personal face to face contact in business to ensure
business partners can feel comfortably secure that they know the other person. Other aspects include: increased productivity of executives
and other workers, improving employees’ quality of life, speeding up decision making, and strengthening working relationships with widely
distributed company colleagues, customers, and suppliers. The ability to enhance collaborative research and development internationally
has also been claimed as an advantage.

Ergonomic and Technical Factors
It is important to identify the human factors that need to be satisfied in order to produce a convincing transparent telepresence experience,
this will then allow us to specify the system technology requirements. It is significant that a sense of presence in a remote, or virtual, envi-
ronment is subjective and that technological factors alone do not provide a sense of presence. Nevertheless if the technology could be
made absolutely transparent in a technologically mediated system then of course a real sense of presence will be created that is just as real
as would be experienced directly, i.e. mediated only by human senses. However since such a technological capability is many decades
away the sense of presence of a participant in a technologically mediated experience, such as telepresence conferencing and meetings will
be created by a mix of psychological and technical factors.

Although the features below are applicable to teleconferencing telepresence where the ideal is that participants forget that they
are not all in the same room, the situation is also analogous to the ideal experience of conversing with a telepresence robot and forgetting
that the remote operator is not actually the robot.
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Field of View. A wide field of view can help provide a sense of immersion in a remote environment. This is evidenced by the experience of
attending an IMax movie or a curved screen Virtual Reality simulation.

Stereoscopy. Stereoscopy adds realism and a number of recent films have been released in this form and stereoscopic televisions and
monitors are widely available. However stereoscopy is still not widely used in commercial telepresence systems.

Eye contact. Direct eye contact is only obtainable if the cameras, or virtual cameras, at each location can be mounted exactly in line with
the eyes of the participants. This means that when you are looking at the remote participant's eyes you are also looking directly into the
camera. Thus the remote participant at their site will see you looking directly at them. No existing teleconferencing type systems have per-
fect eye contact and indeed it is only likely to be achieved with today’'s technology in one-to-one situations where the camera can be
mounted directly behind the eye level and location on the display, or a beam splitter can be used to mount the camera behind a virtual
image of the remote participant. Eye contact is very important, particularly in meetings, since many social cues are gained from it, for ex-
ample how trustworthy someone is, if they are being evasive or are embarrassed, and if they are enthusiastic about what is happening.

Lip synchronisation. This refers to the synchronisation of lip movements to match the sound of the words being spoken. There is a tolerance
level at which lack of synchronicity becomes annoying. The sound advance over vision should be less than 20ms, and the sound lag should
be less than 40ms. This may still be detectable but it should not be annoying, obviously the closer to zero the better.

Low latency. This should be less than 250ms. Latency occurs due to the signal compression and decompression times, the distance trav-
elled by the signal, and the number of different locations involved in the link.

Screen size and ability to provide life size images. This is simply necessary in order to create a high fidelity representation of the remote site
and participants. It is not possible with large numbers of people at the remote site, or when the number of remote sites increases to the
point where the screen displays have to be split to provide multiple images.

Quality of image. This includes the dynamic range, number of colours, frame rate, lack of jitter. This again relates to being able to create an
image that is of sufficient realism as to allow ‘suspension of disbelief’ as the participants become more involved as, for example, a meeting
progresses.

Frame rate. This needs to be at least 30 frames per second for comfortable viewing.

The comments below refer specifically to the teleconferencing type of telepresence:

Room acoustics, sound quality and directionality of sound. This significantly increases the sense of presence. If the sound experience is not
compatible with that which would be expected in a physical face to face meeting, then the technological mediation can be very obvious. For
example the manner in which the sound reflects off the surfaces of the room and the realism of the speaker sound quality are easily notice-
able.

Full duplex sound. The ability to interrupt, talk over someone else, or have multiple conversations, as can happen in the real world situation,
adds realism.

Room design and comfort. A comfortable environment provides a relaxed experience, this in turn leads to a greater willingness to suspend
disbelief and enter into the telepresence experience.

Similarity of remote site room design. This provides simple continuity and if the colour balance of the screens is adjusted properly then this
also encourages acceptance of physical proximity of the remote site.

A more detailed analysis of the technological requirements can be found in [30] where a range of human senses including the technology
required in the associated telepresence system visual, aural, haptic, olfactory, and vestibular sensors and displays are discussed.

Other Human Factors

The psychological aspects of transparent telepresence can be intriguing. For example in my own experience in our laboratory a number of
years ago we had a telepresence robotic head. It was anthropomorphic and anthropometric and mimicked the head movements of a remote
operator about 600 km away. Below the robot head we had a monitor showing the remote operator who was wearing a head mounted
display. A newspaper reporter was present carrying out an interview with the remote operator asking him about the experience of using the
telepresence system. Within just a few seconds it was very apparent that it was much more comfortable to talk to the robot head than look
at the monitor. Eye contact with the remote operator was possible by looking into the stereoscopic cameras on the robot head. Because it
copied the nods and head inclinations of the operator it was very natural to talk to the head rather than look at the screen.

This highlights that an aspect to be considered with telepresence robots is how humans at the remote site experience the robot.
Do they feel that they are talking to a robot or to the human that is controlling the robot? The latter situation would be transparent
telepresence at the remote site, i.e. how can we make the robot seem so ‘transparent’ to the observer that they believe that they are in the
presence of the robot driver? Is it more comfortable for the person in the presence of the telepresence robot to feel they are communicating
with a robot, a visual avatar exhibiting the emotions and mannerisms of the remote expert shown on a screen, or a live image of the remote
expert on the screen? Considerations of the ‘uncanny valley’ can be explored here.

Ultimately we may be able to really feel as though we are in another physical location and experience that location vicariously
through virtual reality, telepresence, or telepresence robots. Already research is challenging our preconceived ideas of body awareness
[31] and [32]. Much of this work began with the ‘rubber hand illusion’ [33] which is apparent in an experiment where the brain can be fooled
into believing that when a rubber hand is brushed then it feels as though one’s own hand is being touched.

More recently at the IEEE International Conference on Biomedical Robotics and Biomechatronics Held in Rome, Italy on June
24-27, 2012, work has been reported that involved a student in Israel controlling a small robot 2,000km away in France by using his mind
alone. He was able to do this through using fMRI i.e. functional magnetic resonance imaging. fMRI works by looking at the changes in blood
flow in the brain in relation to neural activity, through examination of this the blood flow patterns can be related to body movements [33].
This shows the possibility, admittedly distant, of using the brain directly to control a fully anthropomorphic telepresence robot. Coupling this
concept with the even more difficult ability to directly sense a remote environment through bypassing our own body’s physical sensors and
feeding all sensory information directly to our brain — would allow fully transparent telepresence.

Conclusion

Considering the question “Could Transparent Telepresence Replace Real Presence” the paper has shown that none of the commercially
available telepresence systems described above can be classed as ‘transparent telepresence’ although as already noted some of the re-
search work is attempting to approach this and has been for many years. Nevertheless telepresence systems even at their current state of
development have been shown to be providing advantages over ‘real’ presence in a number of applications. Social benefits are potentially
great, however ethical and legal issues regarding aspects such as personal privacy and professional accountability and liability need to be
carefully considered. Full transparent telepresence has many technical issues still remaining and this situation will continue for many dec-
ades to come. For the foreseeable future achieving true transparent telepresence appears to be similar to Zeno’s paradox of Achilles and
the tortoise, we may come increasingly close to our perfect goal but never actually completely achieve it.
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Abstract

Culture plays an important role in how individuals communicate, evaluate and respond to health and illness. In this paper, we discuss
preliminary findings of the study aiming to develop and validate a quantitative scale that measures cultural views on health and cancer.
These cultural views were assessed by a 24-item scale. One hundred and thirty-three Canadian immigrant women participated in this study.
Using principal component analysis, we identified eight cultural subscales - Fatalism, Lifestyle, Use of Herbs, Visiting Doctors, Medical
Examinations, Cancer Fear, Western Medicine, and Family Approval. We found that attitudes toward Medical Examinations, Cancer Fear,
Western Medicine, and Family Approval have a significant impact on immigrant women'’s cancer screening practices.

Keywords: health communication; culture; cultural views; health decision making; immigrant women'’s health; cancer screening; health
behavior; scale development

Introduction
Culture plays an important role in how individuals communicate, evaluate and respond to health and illness. These cultural differences
should be taken into consideration in order to better understand health behaviors of people from different cultural backgrounds (Trill &
Holland, 1994). While the impact of cultural beliefs on women’s health behaviors has been widely documented, most of the data collected
until now was qualitative in nature. A larger, quantitative study would contribute to the body of knowledge by providing an objective set of
measurements. This paper presents preliminary results of an ongoing study that investigates the impact of culture on immigrant women’s
health behaviour and health communication. The study is designed to develop and validate quantitative scales to measure cultural views on
health and cancer that will help in understanding the influence of cultural views on cancer screening. We hypothesized that cultural views
consist of several measurable domains, and that immigrant women from various cultural groups differ in their views on health and cancer.
This study is conducted in two phases: the first phase of research involved collecting and analyzing qualitative data, while the
ongoing second phase involves collecting and analyzing quantitative data. The data collection began with the in-depth interviews of twenty
immigrant women in Canada, and is being followed by a survey of immigrant women. Data collection is still in progress, and in this paper
we present the analysis of data collected as of September 2012. The survey has been administered on paper in six languages: English,
French, Spanish, Chinese, Russian, and Arabic.

Measures

The survey consisted of demographic questions, questions about health-care utilization, cultural views on health and illness, and attitudes
toward cancer and cancer screening. Women'’s cultural views were assessed by 30 items. Responses to each item were measured on a 5-
point Likert scale, ranging from strongly agree, agree, neutral, disagree, to strongly disagree.

Items measuring cultural views were modified from the Measure of Chinese Cultural Views of Health and Cancer (Liang, Wang,
Chen, Feng, Lee, Schwartz, Pasick, & Mandelblatt, 2008). Liang et al. (2008) created and validated a measure of Chinese cultural values.
In our study, we revised this instrument in order to create a unified measure of cultural values which will help to understand the influence of
different cultural views on cancer screening. Liang et al. wrote:

Future cross-cultural research is needed to test the generalizability and specificity of these cultural constructs to other cultural

groups. If this instrument can be used in other cultural groups, it is likely that programs to improve cancer screening adherence in

these cultural groups could be combined in a culturally appropriate way. (Liang et al., 2008, 372)

As mentioned above, during the first phase of the study, we conducted twenty in-depth interviews with Canadian immigrant
women. We modified Liang’s et al. instrument based on the results derived from these qualitative data and an extensive review of the
literature on the cultural factors influencing health decision making in immigrant and minority women.

Liang et al. (2008) found that Chinese cultural views consist of at least seven cultural constructs that may influence women’s use of cancer
screening tests to various degrees: Fatalism, Use of Herbs, Self-Care, Hot-Cold Balance, Life Style, Medical Examination, and Western
Medicine. The subscale of Hot-Cold Balance is specifically relevant to Chinese culture and was not included in this study.

Fatalism

Liang’s Fatalism subscale consisted of nine items: 1. If | am meant to get cancer, | will get it; 2. No matter what | do, if | am going to get
cancer, | will get it; 3. | cannot control my destiny; 4. Health or illness is a matter of fate. Some people are always healthy, others get sick
very often; 5. Avoiding cancer is a matter of personal luck; 6. If | get cancer, the best way to deal with it is to accept it; 7. Getting cancer is
like being sentenced to death; 8. It is best not to think about cancer. If we think about it too much, we probably will get cancer; 9. Bodily
constitution is different for every person; therefore, some kinds of people are more likely to get cancer than others do.

Fatalism has been identified as one of the main barriers to breast and cervical cancer screening in Latinas (Espinosa de los
Monteros & Gallo, 2011), Asian-Americans (Wu, Hsieh & West, 2008), Korean-Americans (Lee, 2000), South Asian women in the US and
Canada (Bottorff et al., 2001; Grewal, Bottorff, & Hilton, 2005), Chinese (Liang at al., 2004; Liang at al., 2008), African-Americans (Ashing-
Giwa et al., 2004; Moy, Park, Feibelmann, Chiang, & Weissman , 2006), African (Ghanaian) (Mayo, Hunter & Parker, 2003), Middle
Easterners (Rashidi & Rajaram, 2000; Baron-Epel, Friedman, & Lernau, 2009), and women from the former Soviet Union (Remennick,
2003; Resick (2008).

Some women from African-American, Asian and Latina communities reported that they believe that cancer is contagious, that it
can be caused by breast trauma, and that it is a death sentence (Ashing-Giwa et al., 2004). Moy et al. (2006) reported that African-
Americans held a strong belief that cancer was fatalistic and ultimately deadly, and a common reason for avoiding mammograms. In
addition, many women report a reluctance to discuss cancer. African-American, Asian, and Latina women participants reported that older
generations did not discuss breast health and Asian and Latina women mentioned that breast health was not an appropriate discussion
topic (Moy et al., 2006).
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According to Liang et al. (2008), for Chinese women, the concept of fatalism is more closely aligned to “luck” and “destiny” than to
religion and it should be tailored to fit a specific cultural group. We adopted all nine items from Liang’s scale and added the following items:
Whatever happens to us is in accordance with God's plan to emphasize the role of God in causing and curing cancer, and If | had cancer |
would keep it secret from other people outside my family and close friends to measure reluctance to discuss cancer.

Lifestyle
According to Liang et al. (2008, p.371), the subscales Lifestyle, Medical Examinations, and Western Medicine may represent views that are
shared by other cultural groups.

In the first phase of the study, the interviewed women defined health as a combination of physical and mental health,
independence, and good environment. They believed that to be healthy, a person should take care of her body and mind, and maintain a
good environment. They stressed the importance of eating healthy, being active, and maintaining a healthy weight. These findings were
consistent with Liang’s Lifestyle cultural values subscale items (1. Regular outdoor walking is essential to achieve good health; 2. Eating
food prepared by myself is a key to good health; 3. Keeping my mind happy, doing my hobbies, and not competing with others can lead to
better health), so we included all of them in our study as they might be used for other cultural groups..

Some of the interviewed women expressed a concern that Canadian women are more obsessed with weight than women in their
home countries and that gaining weight is associated with eating bad food or with poverty, while back home, gaining weight does not have a
negative connotation. We added an item A physically full-bodied person is healthier than one who is thin to the Lifestyle subscale.

Modesty and medical examinations
Modesty also can influence immigrant women'’s attitudes toward health and illness among various groups, such as Chinese women (Liang
et al., 2008), Muslim women (Remennick, 2006), Mexican women (Wright, 2008), etc. Culture prevents open discussion about one’s body
and results in an uneasiness with touching one’s body, which has implications for regular breast screening (Ashing-Giwa et al., 2004). It
was found that South-Asian women have fear and discomfort with showing breasts to a physician (Bottorff et al., 2001). Muslim women,
specifically and Arab women, have also been reported to experience a great concern over unnecessary exposure of their bodies
(Remennick, 2006; Hammoud, White & Fetters, 2005). However, Azaiza and Cohen (2007) reported that despite cultural and religious
reservations, as well as the feeling of discomfort, Muslim women did not consider modesty and the need of privacy to be barriers to cancer
screening.

Liang’s items | will be embarrassed if a doctor or a nurse checks my private parts; A lot of medical tests are too intrusive and
make me uncomfortable; Medical doctors usually do unnecessary tests were used to measure immigrant women'’s attitudes toward medical
examinations labeled Medical Examinations subscale.

Attitude toward Western medicine

It is very important to understand the intersection of Western medicine and different cultural health approaches when considering the impact
of culture on health behaviour. Several women interviewed mentioned that herbal medicine was much healthier than Western medicine
because herbs are made of natural ingredients. They were sometimes skeptical about Western medicine. We included the following items
from Liang’s scale: Herbs are a better remedy for illness than Western medicine; Herbs are a better choice for preventing diseases than
Western medicine from Liang’'s Use of Herbs subscale and Western medicine is good for killing germs rather than preventing diseases; We
should not take “Western” medicine too often because its chemical ingredients will hurt our bodies to measure the attitude toward Western
Medicine.

Denial of illness

Fear of cancer or denial of illness was also a common theme expressed among several cultural groups: South-East Asians (Gurm et al.,
2008), Vietnamese-Canadians (Donnelly, McKellin, Hislop, & Long, 2009), Israeli Muslim women (Remennick, 2006), Iranian women
(Vahabi, 2010) and African-Americans (Ashing-Giwa et al, 2004; Green, Lewis, Wang, Person, & Rivers, 2004; Moy et al., 2006). Kleinman
(1980) argued that when individuals deny illness, establishing a positive feedback relationship between disease and effective treatment
becomes problematic.

Interviewed women, who immigrated from Africa, the Middle East, and Asia, mentioned that women (especially older women) in
their home countries often do not seek medical attention unless they have a very serious illness like cancer or stroke. We included Liang’s
four Self-Care items in our survey: 1. As long as | can take good care of myself and keep myself healthy, | don’t need to see a doctor; 2. |
don't visit doctors if I'm not feeling sick; 3. | know my body better than anyone else; 4. Going to clinics or hospitals too often will cause me to
catch diseases or having bad luck.

Role of family in health decision making

Family has been found to be a key influencer in women'’s individual health decisions across a wide range of cultures (Bottorff et al., 2001;
Erwin et al., 2010; Grewal et al., 2005; Kleinman, 1980, Liang et al., 2004; Remennick, 2006). The immigrant women interviewed in this
study highlighted the role played by family in supporting health decisions as a source of credibility, advice and/or affirmation. The following
two items labeled Family Approval were derived from the previously collected qualitative data and added to the scale: If | need to make any
health related decisions | always discuss them with my family; It is very important to have family approval before undergoing any treatment.
They were specifically included in the survey to measure the role of family in the immigrant women’s health decision making.

Cancer screening

Women'’s history of participation in screening for breast cancer (mammography) and cervical cancer (Pap tests) was measured by
questions asking whether they ever had these tests and when they had them. The question In what year did you first come to Canada to
live? was designed to measure the acculturation level.

Results

Participants

Criteria for selection of the participants are that women must have immigrated to Canada from Europe, Asia, Africa, and the Middle East
and be aged between 18 and 70. The purposive sampling was used to select participants according to the goals of the research. We
identified the participants through the community and with the help of such organizations as Immigrant Settlement and Integration Services
(ISIS), Nova Scotia Interpreting Services and the Association of Community Interpreters of Nova Scotia. We visited various locations and
events where immigrant women gather, including churches, immigrant health fair, community centers, workshops and seminars for
newcomers to Canada.

The paper survey contained a detachable informed consent form, stating that if a woman agreed to participate in the study, she
could simply sign the informed consent, detach it from the survey, complete the survey and then return it with the informed consent to the
researchers in a sealed envelope. If she didn’t want to participate, she could simply return the blank survey to the researchers. Women who
completed the survey received $5 dollars as a token of appreciation for the participation.
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This paper includes only the preliminary findings as a result of the initial data collection. We will continue collecting data until we
get approximately 400 responses from immigrant women. Out of 172 women that we invited to participate in the study, 146 agreed to
participate, but at the end, 133 valid surveys were collected for various reasons. Of those who had originally agreed to take part, two
women subsequently refused to participate because they found the topic to be too sensitive for them. Six women were not able to complete
the survey in any of the six languages, so they had to withdraw from the study. Five surveys were returned incomplete or partially
completed and were not considered in the data analysis.

In general, women were supportive and some of them were very enthusiastic about the study, because they wanted their voices
to be heard in the community and they believed they were doing it for a good cause. They often offered assistance in finding additional
participants.

Participants completed 66 surveys in English, 23 in Russian, 18 in Spanish, 12 in Arabic, 10 in French, and 4 in Mandarin. Even
though the women were fluent in their native languages, many preferred the English version of the survey. Twenty-three participants who
completed the survey in Russian were born in the former USSR and are fluent in Russian, although their native languages included
Ukrainian, Lithuanian, Belarusian, etc.

Of the 133 participants, 19 (or 14.3%) were 18-24 years of age, 10 (or 7.5%) were 25-29 years of age, 14 (or 10.5%) were 30-34
years of age, 25 (or 18.8%) were 35-39 years of age, 20 (or 15%) were 40-44 years of age, 9 (or 6.8 %) were 50-54 years of age, 7 (or
5.3%) were 55-59 years of age, and 13 (or 9.8%) were 60 plus years of age.

In the survey, participants indicated their country of origin. We classified this information according to the geographical regions:
11 (8.3%) women were born in Western Europe, 41 (30.8%) in Eastern Europe, 32 (24.1%) in the Middle East; 8 (6%) in Africa, 10 (7.5%)
in South Asia, 10 (7.5%) in Eastern Asia, and 21 (15.8%) in Latin America. On average, the women in the study have lived in Canada for 10
years, with the range from less than one year to 54 years. Seventy-seven women lived less than 10 years in Canada and 45 women more
than 10 years.

The majority of the women (67.7%) in the sample had a bachelor’s or graduate degree (45 women with each degree). Twenty-
three (26.8%) women had a secondary (high) school graduation certificate or trades certificate or diploma. The majority of the women
(74.8%) had a partner: 68.4% were married, while 5.3% were living in a common-law relationship.

Factor analysis

As the next step in data analysis, we employed principal component factor analysis to identify the key components that explain common
and unique variances in the 30 items that describe cultural views on health and iliness. The scale is coded so that the higher scores
represent higher traditional (as opposed to Western) cultural views on health and illness. Missing values were excluded from the analysis.
We used Verimax rotation option for factor rotations and to calculate interfactor correlations. Factors were extracted if their eigenvalues
were greater than 1. Iltems with loading values less than .4 were excluded from corresponding factors. We initially extracted nine factors as
a result of the principal component analysis. We examined the loading of items and considered the theoretical connection between items
within factors. ltems that loaded less than .4 in any of the factors or had theoretically weak associations with other items, such as | know my
body better than anyone else; Regularity in meals and daily schedules can make us healthy; Bodily constitution is different for every person;
therefore, some kinds of people are more likely to get cancer than others do; A physically full-bodied person is healthier than one who is
thin; If | get cancer, the best way to deal with it is to accept it; If | had cancer | would keep it secret from other people outside my family and
close friends were eliminated from the analysis. As a result, 24 remaining items significantly loaded on eight common factors (Table 1):
Fatalism, Lifestyle, Use of Herbs, Visiting Doctors, Medical Examinations, Cancer Fear, Western Medicine, and Family Approval.

Table 1: Factor loading of cultural subscales: Principal component analysis with
Varimax rotation

Item Use Visitin Family
of g Medical Approval
Fatalis Herb doctor Examina Cancer Western
m Lifestyle s S tions Fear Medicine
1 If | am meant to get 784

cancer, | will get it.

2 No matter what | do, if |
am going to get cancer, .750
1 will get it.

3 | cannot control my
destiny.

4 Health or illness is a
matter of fate. Some
people are always .663
healthy; others get sick
very often.

5 Whatever happens to us
is in accordance with .649
God's plan.

6 Avoiding cancer is a
matter of personal luck.

.654

.545

7 Regular outdoor walking
is essential to achieve 796.
good health.

8 Eating food prepared by
myself is a key to good .790
health.

9 Keeping my mind
happy, doing my
hobbies, and not

competing with others
can lead to better
health.

771
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10

11

Herbs are better remedy
for iliness than Western
medicine.

Herbs are a better
choice for preventing
diseases than Western
medicine

.883

792

12

13

14

As long as | can take
good care of myself and
keep myself healthy, |
don't need to see a
doctor.

| don't visit doctors if I'm
not feeling sick.

Going to clinics or
hospitals too often will
cause me to catch
diseases or having bad
luck.

.799

.695

477

15

16

17

| will be embarrassed if
a doctor or a nurse
checks my private parts.

A lot of medical tests
are too intrusive and
make me
uncomfortable.

Medical doctors usually
do unnecessary tests.

18

19

Getting cancer is like
being sentenced to
death.

It is best not to think
about cancer. If we think
about it too much, we
probably will get cancer.

.798

731

.535
752
.685

20

21

22

Western medicine is

good for killing germs

rather than preventing
diseases.

It is hard to prevent
cancer.

We should not take
“Western” medicine too
often because its
chemical ingredients will
hurt our bodies.

.780

.642

402

23

24

If | need to make any
health related decisions
| always discuss them
with my family.

It is very important to
have family approval
before undergoing any
treatment.

.881

.609

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 10 iterations.

The first factor contained six items. We labeled this factor as Fatalism. Liang’s et al. (2008) Fatalism subscale consisted of nine items. Two
items from Liang’s scale Getting cancer is like being sentenced to death and It is best not to think about cancer. If we think about it too
much, we probably will get cancer were loaded on a new factor that we labeled Cancer Fear. Item It is hard to prevent cancer was included

into the Western Medicine subscale.

Liang’s scale included three items As long as | can take good care of myself and keep myself healthy, | don’t need to see a
doctor; | don't visit doctors if I'm not feeling sick; Going to clinics or hospitals too often will cause me to catch diseases or having bad luck
that loaded on Self-Care factor. The item | know my body better than anybody else was eliminated from the subscale and the Going to
clinics or hospitals too often will cause me to catch diseases or having bad luck item was added to Self-Care factor. We labeled this factor
Visiting Doctors, as adding a new item to the subscale shifted the meaning from attitude toward self-care to attitude toward doctors and
clinics. After the rotation, we found that all eight factors were distinct from each other, and using a Promax rotation yielded the same eight

factors. SPSS statistical software was used for this statistical analysis.
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Reliability
The reliability (Cronbach’s alpha) of the overall eight-factor (24 items) scale was .79 (M=70.43, SD=11.37). The interitem correlations for
each seven sub-scales are presented in table 2.

Table 2: Characteristics of cultural subscales

Sum Score Fatalis Life Use of Visitin Medical Cancer Western Family Sum
m styl Herbs g Examin Fear Medicine Approv Scores of
e doctor ations al the Eight
s Subscales
Number of Items 6 3 2 3 3 2 3 2 24
Item Mean 2.802 Aé'é 2820 2.669 2492 2477 2839 o4 283
Range of ltem Means 276 .?i3 203 984 539 375 133 .388 2.133
Mean of Item .69 1.189 1.259
Variances 1.783 7 957 1.366 1.121 1.413 1.188
Chronbach’s Alpha 824 62 .857 562 .624 .488 464 472 794
Standardized 5

Cultural Views and Health Behavior

Cultural views and cancer screening. .In this study, we focused on examining Canadian immigrant women'’s health knowledge
and practices. To find the relationship between cultural views and breast cancer screening, we divided our sample into two groups. Group
one included women under the age of forty, while group two consisted of women aged forty and up, because forty is the suggested age to
begin clinical breast examinations and to speak to a doctor about the benefits and risks of mammography (Canadian Cancer Society,
2012). We did not include in this analysis women under forty, because they are not required to do mammograms and the fact that they did
not get one would not be related to their cultural values.

The independent t-tests revealed only one significant relationship between breast cancer screening of women over the age of
forty and the eight cultural values. The subscale Cancer Fear was associated with undergoing mammography: t(60) = 2.11, p =.039.
Women who believed that Getting cancer is like being sentenced to death and It is best not to think about cancer. If we think about it too
much, we probably will get cancer were more likely to undergo breast cancer screening. Acculturation wasn't found to be a significant factor
in deciding to get a mammogram.

Women of all ages are usually required to undergo Pap tests, so we included all participants in order to find relationships between
cultural values and cervical cancer screening. The independent t-tests revealed two significant relationships between cervical cancer
screening and cultural values. The Western Medicine and Family Approval subscales were associated with undergoing Pap tests: t(133) =
1.97, p =.05 and t(124)=3.36, p =.00 respectively. Women who are skeptical about Western medicine and who include family in their health
decision making are less likely to undergo cervical cancer screening.

A chi-square test was conducted to assess whether Acculturation was a significant factor in deciding to get a Pap test. The result
of this test was significant: X?(1, N=122) =12.18, p=.002. The majority of women (43 out of 45) who lived in Canada for more than ten years
did get Pap tests regularly, compared to 53 out of 77 women who lived in Canada for less than ten years and who had indicated that they
had a Pap test done before.

Comparing cultural groups. In our pilot study, we collected data from immigrant women who were born in different countries,
which we classified according to geographic regions. We split our sample into two groups of European vs. Non-European origin. Fifty-two
women (39.1%) who were born in Western and Eastern Europe were placed in the group “Immigrant Women of European Origin.” The
group of eighty-one women (60.9%) who were born in the Middle East Africa, South Asia, Eastern Asia, and Latin America was labeled
“Immigrant Women of non-European Origin.” The Chi-square test revealed no relationship between breast cancer screening and origin.
However, the Chi-square test revealed a significant relationship between cervical cancer screening (Pap tests) and the origin of women
X?(1, N=133)=9.62, p=0.002. Only 6 out of 52 European women reported not having a Pap test done before, while 29 out of 81 participants
of non-European origin indicated that they never had a Pap test.

The next step of the data analysis was to identify the differences in cultural beliefs among immigrant women from different
regions. We found that women of European and non-European origin differ in their cultural views on health and illness, in regard to their
attitude toward Medical Examination (t(126) = 2.566, p =.01) and Family Approval (t(127) =1.999, p =.048). Women of non-European origin
were more likely to seek family approval in health decision making, and were less comfortable with undergoing medical testing and
examinations.

We have collected 41 responses from the Eastern European women and 32 responses from the Middle Eastern women, which is
a large enough sample to be able to compare these two groups for their differences in cultural views. The other cultural groups were not
large enough to obtain reliable results. The independent t-tests revealed significant differences in the cultural views about Fatalism
(t(65)=2.28, p=0.026) and Medical Examination (t (70)=2.56, p=0.013). The Middle Eastern women reported a higher level of Fatalism than
the Eastern European women in this study. Attitudes toward Medical Examination were significantly different too. The Middle Eastern
women had significantly higher scores on this cultural factor.

Acculturation, age and cultural views. Another interesting finding of this study was the connection between the level of
acculturation and cultural views. Women surveyed have been living in Canada on average for 10 years. We split our sample into two
groups: less than ten years and more than ten years of living in Canada, to account for their level of acculturation. The independent t-tests
were used to determine if any of the cultural factors were significantly affected by the level of acculturation. We found that only the Medical
Examination factor was significantly affected by acculturation (t(115) = 2.35, p=.02). Women who lived in Canada more than 10 years had
significantly lower scores on this subscale. Acculturation seems not to have any significant impact on other cultural values.

Discussion
This paper discusses preliminary findings of the study aiming to develop a measure of cultural views on health and illness. In this study, we
attempted to modify Liang’s et al. (2008) Chinese cultural views on health and illness scale, in order to apply it to other cultural groups. Our
findings suggest that cultural views consist of at least eight factors that may influence women'’s decisions to undergo cancer screening tests
to various degrees.

The original 25-item Liang’s scale consists of seven subscales: Fatalism, Use of Herbs, Self-Care, Hot-Cold Balance, Life Style,
Medical Examination, and Western Medicine. In our attempt to modify the scale, we found that eight subscales captured important aspects
of cultural views on health and illness: Fatalism, Lifestyle, Use of Herbs, Visiting Doctors, Medical Examinations, Cancer Fear, Western
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Medicine, and Family Approval. The subscale Hot-Cold Balance was not included in the analysis, because it is specifically relevant to
Chinese culture, while the subscale Family Approval was added to the scale to capture the role of family in health decision making.

The original 9-item Fatalism subscale was modified to a 6-item subscale and a 2-item subscale to measure levels of fatalism and
fear of cancer in women from different cultural backgrounds. Fear of getting cancer was found to be a separate factor apart from fatalism.
We did not find any relationship between fatalism and cancer screening in our study. The possible explanation for this phenomenon is that
the majority of the women (67.7%) in the sample had a bachelor's or graduate degree and the high education level of women participants
might have affected these results. However, we found that the Middle Eastern women had a higher level of fatalism than the Eastern
European women. A new factor labeled Cancer Fear was found to have a significant impact on breast cancer screening among women
over 40 years of age.

We found an association between negative impressions about Western Medicine and cervical cancer screening among immigrant
women in the study. The new factor Family Approval was found to have a significant impact on cervical cancer screening, as well.

One of the most interesting findings in our study was that immigrant women of non-European origin were less likely than
immigrant women of European origin to undergo cervical cancer screening (doing Pap tests). This phenomenon might be explained by the
following cultural differences: women of non-European origin had a more unfavourable impression of medical examinations
(embarrassment, lots of unnecessary tests, and intrusiveness) and sought family approval, before making any health decisions, more often
than women of European origin.

In our preliminary findings, subscales Lifestyle, Use of Herbs, Visiting Doctors were not found to predict cancer screening. It is
possible that the majority of the participants agreed with the general concept of healthy lifestyle and in the future we plan to drop the
Lifestyle items from the analysis. The Use of Herbs subscale did not have any predicted value and did not differ among cultural groups. This
cultural factor may only be relevant to Chinese culture. The Visiting Doctors subscale did not have any predicted value either and might be
dropped from the scale in the future.

The findings about the role of family in cancer screening practices are very important for understanding of the choices made by
women in relation to their health. The overwhelming majority of breast and cervical cancer campaigns are targeting mostly women.
However, we found that family approval is an important factor in deciding whether to undergo cancer screening for immigrant women of
non-European origin. We suggest that culturally relevant materials about breast and cervical cancer screening should target not only
immigrant women, but also male family members, especially for non-European immigrants. It is possible that husbands and fathers are
influencing health choices of their female family members, and if they do not understand the importance and value of cancer screening,
such influence might negatively affect women’s health choices. More research should be done in this area.

This study has several limitations. First, this paper describes the preliminary analysis of the responses collected from 133
immigrant women in Canada regarding their perceptions about health and iliness. The generalizability of this study is limited by the use of
the non-probability sampling strategy and current size of the sample. Second, the cultural view scales were modified from “The Measure of
Chinese Cultural Views of Health and Cancer” (Liang, et al., 2008) that were designed to measure Chinese cultural values. Liang et al.
suggested that this instrument can be used for other cultural groups. In our attempt to do so, we have conducted extensive research prior to
administering the survey, in order to create a unified measure of cultural views on health and illness. It is possible that not all aspects are
captured by our scale. Third, except for the Fatalism subscale, all subscales consist of 2 to 3 items, which may explain the low inter-item
reliability in some of them. Lastly, the number of participants in each cultural group was not equally distributed. In the future, we plan to
address the limitations by collecting more responses from immigrant women in each cultural group.
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Structured Abstract
Purpose — This study investigates effects of one-sided versus two-sided health disclosures in fast food advertising. They remind
consumers to moderately consume fat, salt, and sugar, to eat fruits and vegetables, and to exercise.

Design/methodology/approach — A 2 x 3 experiment investigates effects on behavior. The first factor represents restaurants at opposite
ends of the “healthiness” spectrum. The second factor is the type of disclosure (no disclosure (control group), a one or two-sided message.

Findings — Two-sided disclosure is effective in encouraging healthier choices among those already following prescribed guidelines. It
reinforces healthy eating.

Research limitations/implications -- Intentions do not always match actual behaviors.

Practical implications — Since obesity is increasing, it is important to prevent further erosion of healthy eating. This study shows that
consumers are more receptive to two-sided messages that acknowledge the taste/benefits of fast food than to one-sided warnings.

Originality/value — There is a great need for mechanisms to encourage self-regulation by advertisers and healthier eating habits among
the public.

Keywords: Obesity, advertising, disclosures

Overweight and obesity in the United States have increased sharply over the last several decades. At the time of the 1960 — 1962 National
Health and Nutrition Examination Survey (NHANES) 31.5% of all adults, age 20 and over, were overweight or obese, and 13.4% of all
adults were obese (Centers for Disease Control and Prevention (CDC) 2008). Now, according to the 2007 — 08 NHANES data, 68.3% of
Americans age 20 and over are overweight or obese, and 34.3% of all adults are obese (Based on analysis of NHANES data, available at
http://www.cdc.gov/nchs/nhanes/nhanes2007-2008/nhanes07_08.htm, accessed June 7, 2010). In addition, obesity has reached epidemic
proportions globally, with more than 1 billion adults overweight and at least 300 million obese (World Health Organization 2003).

In debates about the causes of obesity, the consumption of food not prepared at a home has been hypothesized. It is reported
that Americans spend a large share of their food budget (42%) on food away from home, which has been found to be less nutritious than
food prepared at home (Todd, Mancino, and Lin 2010). One study found a small, but significant positive association between fast food
consumption and overweight status (Bowman and Vinyard 2004). In another study, the researchers concluded that the increase in per
capita number of restaurants makes the largest contribution to trends in weight outcomes, accounting for 61% of the actual growth in Body
Mass Index (BMI) (BMI is a number calculated from a person's weight and height and is a fairly reliable indicator of body fatness for most
people. The formula is the individuals weight (kg) / [height (M)~ (For more information see
http://www.cdc.gov/healthyweight/assessing/bmi/adult_bmi/index.html#Definition, accessed August 5, 2010) and 65% of the rise in the
prevalence of obesity (Chou, Grossman, and Saffer 2004).

The goal of this research is to investigate the effects of voluntary health guidelines at the end of fast food restaurant advertising
that remind viewers of the importance of healthier food choice options and exercise, which may help address this health crisis. From a
policy perspective, it is important to identify the consumers who are most responsive to such prompting, if any, because if this is to be an
effective route to addressing obesity, it would be beneficial if it impacted the intended behavior among those most in need of heeding such
advice.

The next section provides background on the motivation for this study. This is followed by the hypotheses development, which
depends on a review of the research on the use and effects of disclosures and Protection Motivation Theory. Our methodology, analyses,
and results follow, and we conclude with a discussion of the implications of our findings, followed by a section on the limitations of the study
and suggested future research topics.

Background

In light of the growing proportion of American meals prepared outside the home, it is important to enlist the assistance and support of
restaurants in addressing obesity (Food and Drug Administration (FDA) 2004). One such mechanism that may be effective was adopted in
France in January 2006. The Minister of Health announced that the following statement must be included in all advertisements for
manufactured food products and sweetened beverages (Holdsworth, Kameli, and Delpeuch 2006):

For your health, do not eat foods that contain too much fat, too much sugar or salt; Eat at least 5 servings of fruit and vegetables
every day; Avoid eating snacks; Do physical exercise regularly.
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Unlike a warning, this disclosure implies that the foods are not inherently harmful, nor is there imminent danger from
consumption. However, the intent of such a disclosure is to interrupt or disrupt the consumer’s actions or plans for action and to be helpful
by providing additional option-based information for consumers (Kozup, et al. 2012; Stewart, Folkes, and Martin 2001). If consumers
accommodate the message, there may be a reduction in the consumption of less healthy foods, either by reducing the frequency of eating
at certain outlets, or by changing the choices made.

The present study investigates the behavioral intentions that might result from adding a similar statement to fast food restaurant
advertising. We chose to focus on fast food restaurants because many have hypothesized that its ubiquity and calorie dense offerings
contribute significantly to the obesity crisis (Zywicki, Holt, and Ohlhausen 2004). In addition, Americans spent more than 40% of their total
food budget on food away from home in 2002, up from 27% in 1962 (Variyam 2005), and consume one-third of their calories from away-
from-home foods (Center for Science in the Public Interest 2006).

Hypotheses Development

A primary objective is providing a disclosure is to create a better informed consumer (Stewart and Martin 2004). It is hoped that such
information can stimulate consumers to change their behavior by influencing their beliefs, attitudes, and intentions (Kozup, et al. 2012).
However, certain message and audience characteristics can affect the availability and processing of disclosures (Andrews 2011).

Message Content

One feature of the message that can impact its effectiveness is whether it is one-sided or two-sided. As the name implies, a one-sided
message presents just one side of the argument. In this case it cautions the viewer about eating larger quantities of certain food ingredients
and makes recommendations about exercising and eating fruits and vegetables. A two-sided message presents the same cautionary
statements, but also acknowledges that some of the ingredients that are unhealthy in larger quantities are the ones that make the food
desirable, in case tastier.

Research on advertising appeals shows that two-sided messages tend to be viewed as more credible, causing less counter-
arguing, and more support arguments (Kamins and Assael 1987). Further, two-sided ads are more effective than one-sided ads when
negatively correlated (vs. uncorrelated) attributes are featured (Pechmann 1992). Research has shown that taste and healthiness are
negatively correlated such that the less healthy the item is portrayed, the tastier it is perceived (Raghunathan , et al. 2006). Therefore, we
propose the following hypothesis.

H1: A two-sided message will be more effective than the one-sided message in encouraging behavior consistent with the
disclosure.

Audience Characteristics

In this section, the characteristics of the viewer that are particularly pertinent are based on Social-cognitive theory (SCT) as presented by
Bandura (1986, 1997). This theory suggests that while knowledge of health risks and benefits are a prerequisite to change, additional self-
influences are necessary for change to occur, and outcome expectation and personal efficacy are two influences that play a central role in
behaviour change (Keller et al. 1999; Munro 2007). Outcome expectation builds on the idea that it is possible that people visualize and work
toward distant goals. This disclosure frames the goal as the viewer’s health status and proposes certain behaviors and activities that would
facilitate this goal. Personal efficacy, or self-efficacy, captures the confidence one has in his or her ability to perform behaviors towards the
outcome.

Based on outcome expectations, SCT proposes that part of the motivation to act arises from the belief that certain actions will be
beneficial in achieving personal goals. However, not all consumers agree about the desirability of goals (Stewart and Martin 2004). The
perceived benefits of heeding the advice in the disclosure will be reflected in the importance the consumer places on healthier eating habits,
such as eating salt in moderation. The assumption is that if the consumer perceives benefits, certain considerations become important, but
will not be as important if there are no perceived benefits. Therefore, assuming those who place a high importance on certain dietary
considerations may be most receptive to the heeding disclosure’s message, the next hypothesis is:

H2: The higher the importance of healthy dietary considerations, the greater the intentions to choose healthier options at the fast
food restaurant.

According to SCT, self-efficacy is required in order for the individual to attempt and persist in the recommended behavior. In the case of this
disclosure, it would imply that the individual has the confidence to actually eat sugar salt and fat in moderation, eat fruits and vegetables as
part of a healthy diet, and exercise.

Unfortunately, in the domain of warnings, the self- efficacy variable may create an unintended consequence of encouraging
behavior that is inconsistent with the advice because the viewers may underestimate their personal risk if they view themselves as more
careful or more skilled than the average consumer (Stewart and Martin 1994). Additional evidence exists that warnings may encourage
unhealthy behavior among individuals. A meta-analysis by Cox, et al. (1997) revealed that in a small but significant number of instances,
the addition of a warning actually reduces safe behavior from the level achieved where no warning is present. Ellen, Bone, and Stuart
(1998) found that a warning can serve as a cue that incites a risk seeker to smoke or consumer alcohol. Finally, reactance theory suggests
that consumers who perceive warning labels to be a restriction of their freedom may want the product even more (Bushman 1998). Since
this disclosure does not communicate a specific risk, nor does it advise against eating any particular product, it is unlikely that this type of
message would communicate a risk that is equal to that of a warning. Therefore, it is no expected that the disclosure would result in the
backlash that may be exhibited for a warning.

H3: As a consumers’ personal efficacy regarding weight control increases, their intention to choose healthier options also
increases.

Prior Beliefs
Ability, including knowledge and education, is a factor in the effects of disclosures (Andrews 2011). Therefore, the viewer's current nutrition
knowledge, existing exercise behaviors, and familiarity with the restaurant may impact how receptive he or she may be to the message.
First, warnings are most effective with consumers who agree with the message (Beltramini 1988; McGuire 1980). Unlike a warning,
these disclosures provide an implicit, rather than explicit connection between certain health behaviors and their potential risky
consequences. Therefore, only viewers with knowledge of the link between healthier eating and exercise and good health may recognize or
infer that at least some of the foods offered at the advertised fast food restaurant are high in fat, sugar, and / or salt, and should be eaten in
limited quantities. Consequently, the guidelines are more likely to influence the intentions of viewers with more nutrition knowledge, better
eating habits, and who exercise more often. In summary, the following hypothesis is proposed:
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H4a: Respondents’ with greater nutrition knowledge have higher intentions to choose healthier options at the fast food restaurant.

H4b: Respondents’ who engage in higher levels of exercise have higher intentions to choose healthier options at the fast food
restaurant.

It also appears that the guidelines presented in this disclosure will make a weaker impression on those who are most frequent patrons of
the advertised fast food restaurants. People who are familiar with a product are likely to ignore disclosures because they have already
integrated the information (Stewart and Martin 2004). In the related area of warnings, research on cigarette smoking shows that smokers
systematically ignored part of the cigarette warnings, not because the information is irrelevant, but because it was already known or avoided
(Bhalla and Lastovicka 1984). Following the same intuition, frequent alcohol users perceived alcohol warnings to be less believable than
occasional or nonusers of alcohol (Andrews, Netemeyer, and Durvasula 1991). Second, a person’s perception of the disclosure is subject to
availability, such that the more easily a person can recall instances where a behavior resulted in a negative outcome, the higher the
perceived risk (Slovic, Fischhoff, and Lichtenstein 1982). In this context, viewers may not be able to recall examples or evidence that his or
her health can be directly tied to eating food from the advertised restaurant. These suggest that the disclosure will have a differential impact
on consumers depending on the frequency they consumer foods from these restaurants. Therefore, the following hypothesis is:

H5: The impact of the disclosure will be greater among those who are less frequent patrons of these restaurants.

Methodology

Employing a 2 x 3 experiment, six advertisements were created to investigate the efficacy of such disclosures. To control for the
“healthiness” reputation of fast food restaurants, the first factor represents two restaurants, one of which is perceived as healthier than the
other. The second factor is the type of disclosure that follows the ad, either no disclosure (control group), a one-sided disclosure, or a two-
sided disclosure.

Restaurant and Ad Selection

The first phase of the research involved the selection of the fast food restaurants for the study and developing the television ads. The goal
was to select two fast food restaurants, one that is perceived as selling more unhealthy offerings, and the other at the healthier end of the
spectrum. Prior research shows that when products are viewed as less nutrition, the disclosure works regardless of knowledge levels
(Andrews, Netemeyer, and Burton 1998). Therefore, having restaurants that are perceived as relatively healthy and less healthy will
disentangle these perceptions from the impact of the disclosure.

The two fast food restaurants that were selected for this study, Burger King and Subway, came from a list of 21 possibilities.
Three restaurants in each of seven fast food categories were identified based on an Internet search of popularity. In total, 1533 respondents
from a general population panel, administered by iResearch in Washington, D.C., evaluated each fast food restaurant on a three item
measure of perceived healthiness. The first item assessed the overall healthiness of the fast food restaurant’s image. This was measured
on a scale of 1 to 7 where 1 was “not at all” and 7 was “very” healthy. The second item asked about the perceived number of healthy
options on each fast food restaurant's menu, and this was measured on a scale of 1 to 7 where 1 was “very few” and 7 was “mostly” healthy
items. The last item was about the healthiness of the ingredients used in the menu items. This was also measured on a 7-point scale from
“very little” to “heavy” use of healthy ingredients. By fast food restaurant, the Cronbach alpha for this three-item measure ranged from .81 to
.91. Using the average score obtained from these items, the least healthy restaurant is Burger King with a mean of 3.51, and the healthiest
is Subway with a mean of 5.94.

For the selection of the ads, a search of publicly available ads on the Internet was conducted. One ad from each fast food
restaurant was selected such that the techniques used within the ads were as similar as possible. Both ads focused on a promotion, either
$5 foot long sandwiches at Subway or 2 hamburgers and 2 fries for $2 at Burger King. In addition, the ads were about the same length,
used the same style (non-testimonial, non-cartoon, non-humor), and were of the same light tone.

Once the ads were selected, the disclosure messages were added, as is done in France. The one-sided disclosure stated “Do not eat
foods with too much fat, sugar, or salt. Eat 5 servings of fruit and vegetables a day. Avoid snacks. Exercise regularly. For more nutritional
guidance, please visit http://mypyramid.gov.” The two-sided disclosure stated, “Fat, sugar, and salt help food taste good and provide energy
and nutrition. But, do not eat foods with too much fat, sugar, or salt. Eat 5 servings of fruit and vegetables a day. Avoid snacks. Exercise
regularly. For more nutritional guidance, please visit http://mypyramid.gov.”

Final Questionnaire

Respondents were asked to complete a questionnaire after watching one of the six advertisements. The questionnaire then asked about
intended behaviors, current dietary actions, the importance of various dietary considerations, perceptions of their ability to control their
weight, exercise habits, and frequency of eating non-home prepared meals. Regarding the demographic questions, respondents provided
their height and weight in order to calculate the BMI and determine the weight category (underweight, healthy weight, overweight, or obese)
of each respondent.

Respondents

The survey was formatted and implemented by iResearch in Washington, DC and distributed to a panel of respondents in the general
population. In total, of 1256 panel participants who were randomly assigned to one of the six treatment groups, 1242 people provided
completed responses to the questionnaire, and were familiar with the fast food restaurant seen in the advertisement. In this sample there
are 638 men, 604 women, and the average age was 48. Table 1 shows how these respondents were divided, almost equally, into six
treatments groups.

Table 1: Respondents by treatment group

Waming
No Warning c\’f;";::j;d T\\::;ijli;d Total
Burger King 214 206 207 627
Restaurant Subway 200 214 201 615
Total 414 420 408 1242
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Based on the height and weight information provided, Table 2 shows the breakdown of the respondents by weight status and gender and a
comparison to the obesity prevalence rates for the US population. The analysis was based on the 2007-08 NHANES data and we find that
the obesity prevalence rates among the sample are similar to those in the US population.

Table 2: Percentages of respondents and US population by weight status and gender’

Study Respondents US Population (NHANES 2007-08)
Total Male Female Total Male Female
Underweight 23% 2.4% 2.2% 1.6% 0.9% 22%
Mormal Weight 30.5% 29.0% 32.1% 30.1% 26.8% 333%
Overweight 32.5% 37.5% 273% 33.9% 39.8% 28.3%
Obese 34.7% 31.2% 38.4% 34.3% 32.4% 36.1%

Based on analysis of NHANES data, available at http://www.cdc.gov/nchs/nhanes/nhanes2007-2008/nhanes07_08.htm, accessed
June 7, 2010.

Finally, a manipulation check assured that the fast food restaurants were perceived as significantly different on the dimension of
healthiness. On a scale of 1 to 5, where 1 is “Very unhealthy” and 5 is “Very healthy,” the average rating for Burger King was 2.7 and the
average for Subway was 4.0, and these means are significantly different at 1%.

Dependent Variable

The dependent variable for this study is the respondents’ intention to consider or choose a healthy menu item at the fast food restaurant
seen in the advertisement. This was a four-item measure, with Cronbach alpha of .926, is based on the respondents’ level of agreement
with the statements ‘I will choose a healthier item,” ‘I will consider a healthier item,” ‘I will choose a healthier item to improve my diet,” and ‘I
will choose the same item | always choose because it is healthy.” For this variable, a higher value indicates the increased intention to
choose healthier items from this restaurant.

Independent Variables

Several independent variables were used to investigate the impact of the disclosures. As mentioned earlier, the first variable is the
disclosure itself, and included: (1) no disclosure; (2) a one-sided disclosure; or (3) a two-sided disclosure. To control for the healthiness
reputation of the restaurants studied, another independent variable is a dummy variable, where a ‘1’ indicates Subway, and ‘0’ indicates
Burger King.

The perceived benefits variable was measured using a multi-item, self -report of the importance of various dietary considerations.
This variable measures how important it is to respondent to, for example, use salt in moderation, choose a diet low in fat, use sugars only in
moderation, and maintain a healthy weight. This “importance of dietary actions” variable was an 11-item construct with a Cronbach alpha of
.929. The items for this construct are from the 1994-96 Diet and Health Knowledge Survey (US Department of Agriculture 1996).

Perceived self-efficacy is another multi-item construct reflecting how much control the respondent felt he/she has over his/her
weight. This is a 4-item construct based on Saltzer (1982) with Cronbach alpha of .623, and measures the level of agreement the
respondent has with the following statements: (1) Whether | gain or lose weight is entirely up to me; (2) Being the right weight is largely a
matter of good fortune; (reverse coded); 3) Whether | gain, lose or stay the same weight, it just happens; (reverse coded); and 4) | can
control my weight by getting enough exercise and rest.

The respondent’s present dietary actions is a multi-item construct where each item is measured on a 5-point scale from never to
always and reflects planning of food intake carefully, limiting daily calories, avoiding overeating, and avoiding indulging in desserts. This
construct is from Vartanian and Herman (2006) and has a Cronbach alpha of .831.

Since the warning also addresses exercise, the level of weekly exercise the respondent engaged in was also measured. Respondents
were asked how many days per week he or she engaged in physical exercise of at least 30 minutes per day. The 5-point scale included “No
participation,” “1 — 2 days,” “3 — 4 days,” “5 — 6 days,” and “all 7 days.” This question was modeled after several physical activity questions
in the 2005-06 NHANES survey (CDC 2005). The median response of 2 indicates that half of the respondents exercised 1 — 2 days per
week.

Finally, the respondent’s familiarity with fast food restaurants is measured based on how many meals (breakfast, lunch, and
dinner) the respondent ate during the previous week that were not prepared at a home. A 7-item scale, from 0 meals, 1 — 4,5 -7, 8 — 11,
12 — 14, 15 - 18, to 19 — 21, was used. This question was also based on the 2005-06 NHANES questionnaire (CDC 2005). The median
response of 2 implies that half of the respondents ate 1 - 4 non-home-prepared meals the week before completing the questionnaire.

All the variables are standardized to a mean of 0 and standard deviation of 1 before combining them or using them in any of the
following analyses. This is done so that the differences in the scales do not impact the results.

Results

The results are presented over the entire sample since the study explores how respondents’ intentions change, if at all, after seeing the
disclosure. In addition, segmented analyses may also be performed to see if certain types of respondents may be more receptive than
others.

The ANOVA results for the effects of the restaurant and the disclosures on the intention to choose healthier items show
significant main effects. First, the impact of the restaurant is significant at 1% (F-value = 19.93) and the main effect for the disclosure is
significant at 5% (F-value 3.93). Based on a post-hoc Tukey test, the two-sided warning produces higher intentions than no warning, at 5%,
while the one-sided warning is not significantly different from the control condition. While the effect of the restaurant is significant at 1%
where healthier choices are higher at Subway, there is no interaction effect between the restaurant and the warning. Based on these
results, the one-sided condition will be deleted from the data, leaving a sample of 822 respondents, and the restaurant will be controlled.

Table 3 provides the F-statistics for the ANOVA calculations used to investigate each hypothesis. Please note that only this
interaction effects that are significant are shown and, when necessary, the sign of the parameter is also shown in parentheses.
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Table 3: F-Statistics of Various Influences on the Intention to Choose Healthier Ttems

Entire Sample (M= §22) Overweight (N =338 Underweight or Normal Weight (N =264 3
2-Sided Disclosure 6.35%* 1.53 6.96%*
H2: Imponance of Dietary Actions 12633%* B3.02%* 45,15%*
Dhisclosure P 178 B15%*
H3: Personal Self-Efficacy 12 B3*%(+Y 4.69%+) 9.71%%(+)
Disclosure 6.50%* 1.57 731
Personal Self-Efficacy *Waming THT*H{+) i3 4.58%+)
H4a: Healthier Dictary Actions §3.52%* 50.50%* 31248
Disclosure 6,99+ 169 7.82%
H4b: Exercise 3058 13.20+* 16.95%*
Disclosure 658+ 1.58 1350
H35: Mon-home Prepared Meals 1.13 323 0.01
Disclosure E35% T.24m 1.57
Mon-home Preparcd Meals * Disclosure 0.1% B384} B.92** (+)

** Significant at 1%
* Significant at 3%

The symbols in the parentheses indicate the sign of the parameter estimate

The column of F-statistics shows the results for each hypothesis. As shown the presence of the warning serves to increase the intention to
choose healthier in each case. In addition, current dietary actions, the importance of dietary action, currently exercising, and personal self-
efficacy also increase the intention to choose healthier. The only factor that does not have the expected impact is the frequency of eating
non-home prepared meals. This actually has no impact on the intention to choose healthier items. The only interaction effect that is
significant is the one for personal efficacy. Here the presence of the warning and personal self-efficacy have a positive interaction, further
increasing the intention to choose healthier. This shows support for each hypothesis.

The last two columns break the sample into subgroups based on weight status. As shown, except for the impact of non-home
prepared meals, the results for the overall group are similar to those for the underweight and normal weight group. Regarding the non-
home prepared meals, the interaction term is significant and positive. This indicates that as the number of non-home prepared meals
increases, the presence of the warning increases intentions to choose healthier options.

For the overweight and obese group, there are some differences worth noting. Again, the influence of non-home prepared meals
will be discussed separately. First, without regard to non-home prepared meals and self-efficacy, the disclosure does not significantly
impact the intention to choose healthier in any case, but the factor by itself does impact these intentions. Regarding, self-efficacy, again, the
interaction term is positive, so this is one case where the warning would increase the intention to choose healthier, but only as self-efficacy
increases. Regarding non-home prepared meals, there is actually a negative impact of the warning. In this case, as non-home prepared
meals increases and in the presence of the warning, the respondent is actually less likely to choose healthier options.

Discussion
In summary, we have support for the fact that the two-sided disclosure will, overall, increase intentions to choose healthier options.
However, when we look as the subsamples of the respondents we can see that this occurs among those who are probably already making
healthier choices based on their weight status. Also, for all respondents, existing diet and health behaviors also increase the intentions to
choose healthier. This implies that good diet and exercise behaviors promote healthier choices, even without the disclosure. However, the
disclosure increases these intentions only among the underweight and normal weight population, not the overweight and obese. Therefore,
the disclosure seems to reinforce good choices, but only among those who probably already do so.

While this is not as good as what was hoped it is interesting to note that the disclosure has the unfortunate consequence of reducing
the intention to choose healthier among those who eat non-home prepared meals more often. Since this is hypothesized to be a major
contributor to the obesity problem, this is not a good outcome.

Limitations
One limitation of this research is the fact that the design of the experiment does not allow for an assessment of the impact of repeated
exposure to the disclosure. On one hand, repeated exposure would allow for greater processing and lead to reinforcement of the knowledge
and desired behavior; conversely, it may lead viewers to ignore the warning altogether (Stewart and Martin 1994). In the case of familiar
fast food restaurants, consumers are less likely to notice the disclosure since familiarity with a warning moderates attention (Argo and Main
2004). On a related note, another limitation is the method in which the impact is measured. As with much research, drawing the
respondent’s attention to the advertisement may serve to make the disclosure more salient than would be the case in a natural setting.
Together, it may be that the results of this study are more significant than would be realized naturally.

Finally, intentions do not always reflect behaviors. However, the HBM that was used in the study was developed to predict
intentions to engage, or not engage in health-related behaviors.

Future Research

While this research does show that the two-sided disclosure is more impactful than the one-sided disclosure, there are other variables
within the disclosure itself that were not manipulated. Future research may investigate, for example, how the use of a personalized style can
assist in a consumer’s recognizing the pertinence of a particular disclosure, and this can be executed simply with the inclusion of the word
“you” into the text (Wilkie 1987). If the warning specifies the reader’s health, this feature could positively impact its response.

The unintended consequence of reducing intentions to choose healthier options among the obese and overweight as the number
of non-home prepared meals increases needs more investigation. Since this is truly an at risk group, more insight into how they make
choices in these settings would be valuable. It is hoped that there is something that could be done to counteract these undesirable
intentions.

In an era where consumers are aware of the advertiser’s social responsibility, there is a need to study the impact of such efforts
on consumers’ attitudes toward the advertisement, brand, and the advertiser. The introduction of a warning may have interesting mediating
effects on attitudes toward the ad and the brand that may, in turn, affect purchase consideration, intent, and consumption behavior.

The present disclosure also refers the viewer to a website for more information. Future research may investigate whether or not
this actually inspires the respondents to explore various sources for more guidance into healthier eating or lifestyle behaviors.
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Implications

This research investigated the possibility of reminding viewers of good eating choices after seeing an advertisement for fast food, which is a
technique currently employed in France. Generally, we find that these messages may help reduce the consumption of less healthy foods by
changing the intended choices. We find that the use of a two-sided warning will be effective in encouraging healthier choices; however its
impact is stronger among those who are underweight or normal weight, not among those who are overweight or obese. Therefore, for
various government agencies, policymakers, researchers, advocacy groups, and food and media industry members who are designing,
proposing, enforcing, and implementing various mechanisms to address the obesity problem, this type of disclosure may serve as a good
reminder of healthy eating, but does not necessarily change eating behaviors. The only cautionary note regarding the benefits to society is
the unintended negative impact on healthy choices among those who eat the most non-home prepared meals.
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Abstract

Due to the rise of digital technologies citizens can today count on innumerable and diverse sources of political information. Arguably such a
proliferation of media choices in conjunction with a structural aspect of the internet, namely the presence of a pro-active and self-selecting
audience, offers the conditions most conducive to selective exposure (Bimber & Davis 2003). The tendency for selectivity of the internet
audience has raised serious concerns as it may lead to a more polarised and less informed electorate (Sunstein 2001, Polat 2005, Bennett
& lyengar 2008). However, despite many theoretical speculations, the relationship between the internet and the exposure to politically
diverse information is still unclear. The present paper aims to contribute to this debate. Through a sequential explanatory mixed methods
strategy, it examines the impact of Facebook on the consumption of political information in Italy and the United Kingdom and argues that
this social networking website could reduce the risks of selective exposure and operate as an antidote against political fragmentation and
polarization.

Keywords: Facebook; political information; selective exposure; accidental exposure; political fragmentation; political polarization.

Introduction

The informative impact of the internet on today’s society is certainly manifold. Digital technologies have not only multiplied the number of
information sources and the amount of available information, but they have also transformed the nature of such information by providing
increasingly interactive and networked content (Hardy, Jamieson & Winneg, 2009). Two main areas of the information environment have
been particularly affected by the internet. The first relates to the flow of information which has been heavily accelerated, while the second
concerns the access to information, with the online medium offering countless choices and opportunities (McNair, 2009). The current
transformations in the media and information environment, however, are not only due to the increase in available information but also to a
surge in demand of information. In this regard, according to Bennet and Iyengar (2008), the internet has played a decisive role in shaping
an information greedy culture. Nowadays, citizens increasingly expect accuracy, accountability and transparency from information sources,
whether private or public. The internet, with its limitless capacity for content diversity and quantity (Tewksbury and Rittenberg, 2012) is the
engine driving such a demand, facilitating the development of an open information environment (Milakovich, 2010).

By extension this abundance of information also applies to the realm of politics. Citizens searching for political information can
access online innumerable and diverse sources, from political institutions, candidates and news organisations to bloggers, video-sharing
websites, non-profit organisations and private citizens (Bennet & lyengar, 2008; Kenski & Stroud, 2006; Tewksbury & Rittenberg, 2012).
Cavanaugh (2000) calls the internet a political wall-mart, a single resource from which to obtain a wide variety of political information. The
online medium can, in fact, complement traditional media but also operate as an alternative informative source (Calenda & Mosca 2007).
Tewksbury and Rittenberg (2009) consider these changes in the information environment an information revolution and highlight its political
consequences. They note how citizens are more and more likely to use the internet to obtain political information and how, online, politically
engaged citizens can take advantage of the richness of information and become more effective than ever in terms of political participation.
Some academics go even further beyond and describe the internet as a potentially democratic device. Milakovich (2010) regards the
increase of political information triggered by the internet an opportunity for the development of a more widely informed electorate, which is
in his view a major component of any healthy democratic system. Similarly, Fallows (2002) asserts that the internet benefits democracy as it
expands people’s horizons exposing them to new ideas. Not only academia, but also political institutions have acknowledged the
informative and democratic potential of the internet. The Committee of Ministers of the Council of Europe (2009) has, in fact, recognised
that new media have improved the public access to information and that such improvement is generating better conditions for citizens’
political engagement.

A voice outside this optimist chorus is Polat (2005), who identifies five factors limiting the internet’s contribution to the creation of
a more informed society. The first limitation is associated to the information overload. Polat stresses that humans can only process a certain
limited amount of information. She refers to Percy Smith (1995), who argues that wide availability of information could negatively impact
democracy as citizens may feel overwhelmed and become dependent on external institutions for organising and understanding such
information. The second factor is the limited range and diversity of arguments resulting from media gatekeeping. Considering how in the
U.S. major media companies such as Time Warner and AOL have invested heavily on the web and how search engines favour certain
websites rather than others, Polat observes that the internet may not be completely immune to the power structures operating in the offline
world. By the same token, Brundidge (2007) points out the elitist nature of the online information environment which she believes to be
dominated by a limited number of agenda setters. However, Brundidge recognizes that such agenda setters are not necessarily associated
to major political parties and media and, consequently, do not always duplicate offline power structures. The third limitation is the unequal
distribution of resources. Polat argues that on balance the internet benefits people who are already in a better position in terms of skills,
income and physical access to political information. The fourth limitation regards how different categories of internet users differ in terms of
motivations and web usages. To back up her argument Polat considers the study of Shah, McLeod and Yoon (2001) showing that people
with low education tend to use the internet mainly for entertaining purposes while better educated people use the internet more
instrumentally. The third and fourth limitations are linked to Tichenor, Donohue and Olien’s (1970) knowledge gap theory. Bimber (2003)
applies this theoretical frame to the online environment and solves that the internet could widen the informative gap between information
rich and information poor. Finally, the fifth limitation identified by Polat and also recognised by Bimber (2003) is the tendency of selective
exposure of internet users which can generate fragmentation and lead to a polarised society lacking of shared knowledge.

This paper focuses on this latter aspect, namely the potential of the internet to promote selective exposure. The theory of
selective exposure finds its roots in Festinger's (1957) cognitive dissonance theory and suggests that to elude cognitive discomfort
individuals tend to expose themselves to pro-attitudinal information while avoiding conflicting perspectives (Klapper, 1960). To date these
theoretical claims have received mixed support (Brundidge, 2007). As reported by Holbert, Garrett, and Gleason (2010, pp. 19-20), there
are studies challenging the premise that ideological homogeneity is psychologically desirable (Frey 1986) and arguing that selective
exposure does not necessarily lead to the avoidance of attitude-discrepant information (Chaffee, Saphir, Graf, Sandvig & Hahn, 2001;
Garrett, 2009; Webster, 2007). In the last decade the changes occurred in the information environment have brought renewed attention to
the issue of selective exposure. According to Bimber and Davis (2003), the internet offers the conditions most conducive to selective
exposure. This is due to two of its structural aspects. The first is the abundance of information and the consequent proliferation of media
choices. Bennet and lyengar (2008) talk of a shift from information commons to information stratamentation. They argue that fifty years ago
it was possible to talk of information commons as information provided by news organisation was extremely homogeneous and
standardised. The rise of the internet and the resulting proliferation of media choices have lead to fragmentation of the information
environment. This new information regime (Bimber, 2003) is characterised by information stratamentation, namely a combination of
segmentation and fragmentation of information (Bennet & lyengar 2008). Tewksbury and Rittenberg (2009) believe that specialization,
segmentation, fragmentation and polarization are inter-related phenomena. They describe specialization as the tendency of some
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individuals to focus on certain topics or the disposition of sites to tailor their content to specific audiences. In their view, the specialization of
news exposure has generated the segmentation of audiences and, ultimately, fragmentation which is defined as “the lack of widespread
public exposure to some content of interest” (p. 196). They argue that a fragmented information environment is prone to polarization which
occurs when audience groups consume idiosyncratic content. Tewksbury and Rittenberg developed an interesting argument and claim that
by providing “too much freedom”, by enabling users to focus on content and activities which are relevant to them, the internet can lead to
selective exposure and the exclusion of counter-attitudinal political information. The second structural aspect is the presence of a pro-active
and self-selecting audience. The active role of the audience in content selection and consumption is, in fact, a necessary condition to the
occurrence of selective exposure (Dutta-Bergman & Wonjun, 2005). This control could induce segmentation as individuals may select only
the information strengthening their existing position (Anduiza, Cantijoch and Gallego, 2009). The tendency for selectivity of the internet
audience is an area of concern for certain academics who believe that this phenomenon will progressively lead to a more polarised and
less-informed electorate (Sunstein 2001, Polat 2005, Bennett & lyengar 2008). One of most prominent advocates of this position is Sunstein
(2001) who suggests that in the online environment individuals tend to operate in eco-chambers interacting with like-minded users.

Despite many theoretical speculations the relationship between the internet and the exposure to politically-diverse information is,
today, still unclear. Some research supports the argument that the internet increasingly exposes individuals to pro-attitudinal perspectives.
For instance, Bimber and Davis (2003) analysed the audiences of campaign websites during the 2000 U.S. presidential election and
conclude that when compared with television and newspapers the internet provides the conditions most conducive to selective exposure.
Adamic and Glance (2005) study the links among the posts of a series of blogs and show that Liberal blogs linked primarily to other Liberal
blogs while the opposite happens for Conservative blogs. Similarly, Stroud (2008) establishes that people’s political beliefs relate to their
media exposure, both online and offline. These findings are confirmed by Nie, Miller, Golde, Butler and Winneg (2010) who demonstrate
that online consumers expose themselves to news content in line with their own political views. On the other hand, there is a strand of
research asserting that internet users can brake away from the dynamics of selective exposure through accidental exposure to information.
Brundidge (2010) speaks of inadvertency and argues that in the online environment individuals are exposed to more political difference than
they would be otherwise, even if only inadvertently. The inadvertency thesis is supported by several studies. As highlighted by Brundidge
(2010, p. 685), Wojcieszak and Mutz (2009) observe that the exposure to counter-attitudinal political messages is more likely to happen in
non-political chat rooms. Accordingly, Cornfield (2005) finds that 36 percent of internet users claim to get campaign news and information
not through a directed search but accidentally, while surfing the web for different purposes. According to Tewksbury, Weaver and Maddex
(2001), the traditional mass-media models of news dissemination may not be applicable to the internet because online audiences acquire
information even when they are not deliberately looking for it. Traditional models, in fact, conceptualize news exposure as an intentional
process whereas internet users can obtain information in an incidental fashion, as “a byproduct of their other online activities” (Tewksbury et
al., 2001, p. 533).

Among the various internet tools, social networking websites (SNSs) appear to be particularly prone to accidental exposure
(Baresch, Knight, Harp & Yaschur, 2011). SNSs can be defined as “web-based services that allow individuals to (1) construct a public or
semi-public profile within a bounded system, (2) articulate a list of other users with whom they share a connection, and (3) view and
traverse their list of connections and those made by others within the system” (Boyd & Ellison, 2007, p. 211). Because of the increasing
possibilities of sharing content offered by SNSs many internet users organize and obtain their news via their social networks (Baresch et al.
2011). Research has attested to the political relevance of SNSs and found that one of the main motivations behind their usage is to gather
political information (Rainie & Smith, 2011). Lerman and Ghosh (2010) analyse the mechanisms of news diffusion on SNSs and speak of
information contagion. By means of sharing, liking, retweeting, accidental exposure to information can occur as individuals do not always
choose what to consume and information is often presented to them. SNSs’ users could, therefore, evade selective exposure which relies
on the active role of the audience and encounter political difference. An, Cha, Gummadi and Crowcroft (2001) confirm this theory and find
that on Twitter there is a non-negligible amount of indirect media exposure which expands the diversity of news users are exposed to.
Similar results emerge from the investigations of Vickery (2009) and Kim (2011) who establish that SNSs can enable exposure to cross-
cutting opinions. On the contrary, in a qualitative content analysis of Facebook posts, Meyer (2012) observes that in the U.S. Republicans
and Democrats have built highly partisan social media communities and that selective exposure can take place also on SNSs. Taking into
account the academic literature presented so far, a mixed picture emerges with regards to the tendency of selective exposure of internet
users. This state of affairs calls for further research particularly in relation to SNSs, an environment where accidental dynamics strongly
intervene upon the flow of information.

Methodology

This paper has been drawn from a larger mixed-methods study investigating the impact of Facebook on political participation in Italy and the
United Kingdom. Among the various mixed-methods strategies, this investigation has employed a sequential-explanatory approach
characterised by a first quantitative phase and a subsequent qualitative phase. In the first phase, a web-based survey explored the links
between citizens’ Facebook political participation, internet political participation (excluding Facebook activity) and offline political
participation. Information from the first phase has been further examined in the second qualitative stage where a series of semi-structured
interviews were held. The purpose of the qualitative phase is to build upon the initial findings and to examine the mechanisms responsible
for producing the identified associations.

Sampling
A pragmatic approach has been applied to sampling. This investigation’s target populations are the British and Italian Facebook populations
minus the 13-17, and 65+ years old age groups. The 13-17 years old age group has been excluded from the study in order to avoid ethical
issues. The 65+ age group has not been taken into consideration as, in both countries, it represents a very small fraction of the total
Facebook population and finding participants fitting within this category could have proved particularly problematic.

A stratified-snowball sampling strategy has been adopted to recruit respondents for the online surveys. This strategy entails an
initial chain-referral recruitment stage and the random selection of the final sample through the application of a post-stratifying criterion (i.e.
age). Age has been chosen as post-stratifying criterion because of its relevance to the political participation phenomenon (see Quintelier,
2007 for a detailed account). From the initial 483 participants 196 participants for the British sample (BS) and 196 participants for the Italian
sample (IS) were selected. For the qualitative phase a total of 26 interviews (13 for the BS and 13 for the IS) were held. A subset of the
survey participants was chosen for the qualitative stage. The selection of the sub-sample occurred according to several criteria such as the
identification of particularly significant quantitative results, unexpected non-significant quantitative results, extreme cases, demographics,
characteristics, and self-interest. Because the sub-sample did not provide participants with certain characteristics (e.g. political activists
between the age of 18-24 willing to be interviewed) a number of qualitative participants (i.e. 4 for the BS and 3 for the IS) were selected
through a further snowballing procedure.

Information Activities

The study this paper has been drawn from conceptualises political participation as a multidimensional phenomenon which encompasses

under its umbrella three different typologies of participatory activity: campaign activities (e.g. soliciting others to support or oppose a

particular political party, candidate, and initiative); contact activities (e.g. contacting a political party, candidate, government department

and/or local council); and communication activities (e.g. consumption of political news). This paper focuses on communication activities
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which Christy (1987) describes as a form of political participation not channelled through political institutions and reflecting a more individual
interest and psychological involvement in politics. Three activities related to the consumption of political information have been considered
in this paper: learning about a political initiative, meeting, rally and/or protest; learning about a group or an organisation developed around
politics; and consumption of political news. Each of the activities has been assessed through a five-point frequency scale (1=Never,
2=Rarely, 3=Sometimes, 4=0ften and 5=Very Often). Participants were asked how often in the last six months they engaged in the first two
activities through Facebook, through the internet (excluding Facebook activity) and watch/listen/read political news on Facebook, on the
internet, on TV, on the radio and on the press. In addition, three summated-rating scales: Facebook Political Information, Internet Political
Information and Offline Political Information, were generated adding the scores of the various survey items, with each item bearing equal
weight.

Data Analysis

Considerations on the nature of the samples and of the data have guided the selection of the statistical tools for the quantitative data
analysis. In a political participation study Calenda and Mosca (2007) explain that samples characterized by strong non-probabilistic
components cannot produce strong inferences and descriptive statistical tools are to be preferred. Accordingly, given the purposive and
pragmatic nature of this study’s samples, descriptive statistics have been employed to analyze the quantitative data. The most appropriate
statistical tools have been chosen taking into consideration the distribution of the data. The Kolmogorov-Smirnov test with Lilliefors
correction, which is best used for sample sizes of more than 50, with unknown population mean and variance (Lilliefors 1967), was run to
assess the normality of the distributions of scores. The test established that the data is not normally distributed (p. < 0.05) and,
consequently, medians rather than means have been employed as measures of central tendency.

Table | — Test of normalit

Kolmogorov-Smirnov®
Nationality Statistic df Sig.
British Sample Facebook Information Activity .158 196 .000
Internet Information Activity .130 196 .000
Offline Information Activity .120 196 .000
Italian Sample Facebook Information Activity .095 196 .000
Internet Information Activity 119 196 .000
Offline Information Activity .097 196 .000

®Lilliefors significance correction

The qualitative data have been examined through a thematic analysis. A number of thematic categories have been developed in order to
examine how selective exposure operates on Facebook (Table Il). The themes were established taking into consideration the academic
literature (i.e. prior research code development) and the questionnaire’s results. Finally, the themes were reviewed and revised during the
analysis of the qualitative content (i.e. data-driven code development). This three-step process can be described as theory-driven coding
(Boyatzis, 1998).

Table Il — Content analysis themes

Themes Sub-themes

Selective Exposure Facebook Selective Exposure
Facebook Exposure to Counter-attitudinal Information
Active Selection of Information
Accidental Exposure

Facebook Contacts Political Contacts

Non-political Contacts

Politically Heterogeneous Contacts
Politically Non-heterogeneous Contacts
Political Engagement Interest in Politics

Interest in Contrasting Views

Results

The current paper aims to assess whether Facebook could operate as an antidote against political fragmentation and polarization. In order
to do so both the relevance of Facebook as a political information source and its capability to facilitate the exposure to counter-attitudinal
information have to be addressed. The first issue has been examined through the quantitative data while the qualitative results have been
employed to explore the second matter.

Quantitative Results

From the quantitative results it emerges that in the BS the most used channel for each of the considered information activities is the internet
while Facebook and offline related activities display identical scores. In the IS, Facebook is the most used political information channel,
followed by the internet and the offline world. In terms of intensity of activity, the BS displays low scores in relation to the consumption of
political information whereas the IS shows a moderate consumption. These results are also confirmed when the Facebook, Internet and
Offline Political Information scales are taken into consideration.
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Table Il — Information activities
Nationality
British Sample Italian Sample
N N
Valid | Missing Median | Valid | Missing Median
Learning about a political initiative, meeting, rally and/or protest on 196 0 1 196 0 3
Facebook
Learning about a political initiative, meeting, rally and/or protest on the 196 0 2 196 0 2
internet
Learning about a political initiative, meeting, rally and/or protest offline 196 0 1 196 0 2
Learning about a group or an organisation developed around politics on 196 0 1 196 0 3
Facebook
Learning about a group or an organisation developed around politics on 196 0 2 196 0 2
the internet
Learning about a group or an organisation developed around politics 196 0 1 196 0 2
offline
Facebook consumption of political news 196 0 3 196 0 4
Internet consumption of political news 196 0 4 196 0 4
TV consumption of political news 196 0 3 196 0 4
Press consumption of political news 196 0 3 196 0 3
Radio consumption of political news 196 0 3 196 0 3
Offline consumption of political news 196 0 3 196 0 3.33

1= Never, 2= Rarely, 3 = Sometimes, 4= Often, 5= Very often
Please note that offline consumption of political news is an average measure generated from TV, radio and press consumption of political
news

Table IV — Facebook, internet and offline political information activity
Nationality
British Sample Italian Sample
N N
Valid | Missing Median | Valid | Missing | Median

Facebook Political Information 196 0 6 196 0 9
Internet Political Information 196 0 7 196 0 8.50
Offline Palitical Information 196 0 6 196 0 7.83

3= Never, 6= Rarely, 9= Sometimes, 12= Often, 15= Very often

In summary, the data indicate that in the BS Facebook is employed to obtain political information as much as traditional media but less than
the internet, whereas in the IS Facebook is the major political information channel. These results demonstrate the relevance of Facebook as
a political information source and are in line with the several studies investigating the impact of Facebook on the diffusion of political
information. Hermida, Fletcher, Korrell and Logan (2011) find that two-fifths of SNSs users get the news from people they follow on
websites such as Facebook, while a fifth obtain news from news organizations and individual journalists they follow. They conclude that
SNSs are a significant source of news. Similarly, in Vickery's (2009) qualitative study all participants cite Facebook as a major source of
political information and many participants claim to have discovered new sources of news through the links their friends post on Facebook.
According to Vickery (2009) these results are indicative of a larger trend in which an increasing number of people are using SNSs as news
aggregators. However, Facebook’s relevance as political information source is not unanimously recognized in academia. For instance, in a
recent study, Lampe, Vitak, Gray, and Ellison (2012) observe that Facebook users were not likely to use this SNS to seek information.
According to them, this suggests that users may still perceive Facebook mainly as a social tool. To evaluate the potential of Facebook to
counteract the fragmentation and polarization trends the penetration of this SNS has also to be considered. In relation to the two countries
this paper focuses on, Facebook has 51.61 per cent penetration of the total British population and 61.02 per cent of the British online
population. In Italy Facebook’s penetration is even lower with regards to the total population, 38.16 per cent, while is slightly higher for the
Italian online population, 70.85 per cent (Socialbakers, 2013). This data shows that Facebook is not yet universal. In this sense, it would be
possible to talk of a Facebook divide which may limit this SNS’ contributions and relevance to society.

Qualitative Results

Facebook’s ability to reduce selective exposure has been assessed through the qualitative data. In particular, this paper explores the thesis
that Facebook users may be inadvertently exposed to counter-attitudinal political information. As these statements illustrate, from the
interviews it appears that in both samples it is common for Facebook users to acquire politically-diverse information:

“you will find people who will post the same article you would come across on a website or TV or whatever, but you would also find a
larger variation. So you would find news from websites you may not know they exist or you may had never come across. So the
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participation of so many people means that you get a larger net cast [...]. | read stuff from sites that | wouldn’t have known even that
existed if a friend or another person, a friend of friend, hadn’t found it and posted it” (BS)

“(On Facebook) I've crossed people with completely opposing views” (BS)

“Facebook has no filters. | have more than 1000 contacts [...] | know the political views of 20% of those contacts while | have no idea
for the rest. Sometimes | see links and click on them. Therefore, (on Facebook) you have a surplus of news which comes from
everywhere” (IS)

“I have two, three (Facebook) contacts that are located right on the opposite (political) side. Clearly they post their content virally” (IS)
Tewksbury and Rittenberg (2012) describe the online consumption of news and political information as a multistep process. Online
audiences can purposively select political information but also be accidentally exposed to it. As mentioned in the Introduction section, active
selection is a necessary condition for the occurrence of selective exposure. On Facebook, people who are interested in politics can follow
political pages and news organizations or even be members of political groups. In this case, Facebook users pro-actively select informative
sources and, as a consequence, selective exposure may take place. In both samples the interviews confirm that the Facebook environment
is not immune to the dynamics of selective exposure. However, the qualitative data also show that active selection of information does not
lead automatically to selective exposure. In accordance with Frey's (1986) argument that ideological homogeneity is not psychologically
desirable, individuals interested in politics may, in fact, also search for politically-diverse information:

“80%, 90% of the time I look (for political information) in (politically) contiguous settings. However, | understand that on certain issues |

need also to see how different political forces think and act” (1S)

Facebook users can also access political information through an accidental route. Facebook’'s News Feed plays a crucial role in this
accidental exposure. The News Feed, which appears on each user's homepage, performs an information based function. It simplifies and
accelerates the sharing of information by showing a constantly updated list of friends and pages’ activities (Vitak, Zube, Carr, Ellison &
Lampe, 2009). Among the various Facebook’s features, arguably, the News Feed provides users with the greatest opportunities in terms of
political information. This could be possibly related to the lack of active selection in the consumption of political information. The News Feed
enables users to passively view activities of their network (Lampe et al. 2012). Individuals are drawn to the activities within their networks
and no longer have to seek out information, but rather the information is presented to them whenever they access the site (Vickery 2009).
The thesis of information contagion developed by Lerman and Ghosh (2010) is supported by the findings of this study. Both British and
Italian participants, in fact, talk of the extended, viral nature of the Facebook information environment:

“people are subjected to more articles, a wide variety, instead of flicking pass the news, on Facebook a headline comes up...” (BS)
“sometimes you get shared stories or shared posts that circulate among friends and you get thousand of people liking them.” (BS)

“It's like when you go fishing. Instead of using one fishing rod you use many as there are the news | get and the news my contacts get.
Therefore, there is an invasion of news” (IS)

“It is a sort of media contagion. Information and communication travel on increasingly extended tracks: the information that should go
from A to B is read by C, a third individual who interacts with A. Consequently, new connections are born according to the topics rather
than people’s will” (I1S)

Participants also confirm that users may be inadvertently exposed to political difference:

“I read stuff from sites that | wouldn’'t have known even that existed if a friend or another person, a friend of friend, hadn't found it and
posted it” (BS).

“1 didn’t particularly seek out (contrasting political information) you but now, sort of, it comes to me.” (BS)

“I would say that Facebook has certainly increased my knowledge. It had the effect of widening my information sources [...] Facebook
posts (information) as soon as you access. Even if you don’t want you see this information. Therefore, because this information is
imposed, in the sense that you don’t look anymore for information but the information is there and you see it, [...] your information is
widened in comparison to the past” (IS)

Not all Facebook users are, however, able to gain access to counter-attitudinal political information through the accidental route. To bypass
selective exposure a politically interested and politically-heterogeneous network of contacts is required. The relevance of the Facebook
network for the information gathering process has been stressed by Vickery (2009) and Lampe et al. (2012). The first states that the level of
political involvement of the network strongly influences the degree of exposure to political information while Lampe et al. (2012) claim that
users with larger and more diverse networks should obtain more non-redundant information. The presence of politically heterogeneous
contacts is not enough to be exposed to political difference. Interaction with such contacts is also needed as The News Feed displays only
activities relevant to the user. The relevance of an activity is established through an algorithm (i.e. EdgeRank) based on various
parameters, among which users’ previous behaviours. This means that if a user does not interact with a contact over a certain period of
time, this contact’s activities will stop appearing in the News Feed. Consequently, as highlighted by a British participant, due to the
EdgeRank algorithm lack of interaction could lead to selective exposure:

“(On Facebook) | guess | do get a certain (political) range but not that bigger range. Partly because Facebook tends to hide from me
the people | don't interact with. Facebook hides from you people who you didn't interact with recently. So there are probably people
who have different political views to me but | don't really talk to them very much on there” (BS)

Conclusions
A model explaining the dynamics of selective exposure in the Facebook environment has been developed. According to this model, called
the Dual Routes of Exposure Model, Facebook’s consumption of political information can occur through two routes: the direct route and the
accidental route. In the direct route users have control over the flow of information and actively select information according to personal
preferences, interests and habits. Due to this active selection of content selective exposure may take place. The direct route, however, does
not lead necessarily to selective exposure as users may purposively consume politically diverse information.

In the accidental route users are passively and inadvertently exposed to information. Like the previous route, this can lead to the
exposure to both reinforcing and counter-attitudinal content. The first can occur if users interact excursively with not politically interested or
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politically contiguous contacts. Conversely, in the presence of a politically interested and politically heterogeneous network, Facebook users
may bypass selective exposure and acquire counter-attitudinal political information.

Figure | — Facebook and Selective Exposure: The Dual Routes of Exposure Model
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This paper contributes to the strand of research investigating the relationship between the internet and the phenomenon of selective
exposure. Focusing on the case of Facebook, it provides evidence in support of Brundidge's (2010) inadvertency thesis. In the Facebook
environment accidental dynamics strongly intervene in the diffusion of political information and users may be inadvertently exposed to
political difference. Active selection is a necessary condition for the occurrence of selective exposure but on SNSs the diffusion of
information is both an intentional and incidental process. Through what has been labelled by Lerman and Ghosh (2010) as information
contagion, users are presented with new opportunities to heterogeneously expand their social and information networks. As a result, the
formation of eco-chambers, where users will interact only with like-minded individuals (Sunstein, 2001), appears less probable on
Facebook. Hermida et al. (2011) report that SNSs are particularly valued information sources as they facilitate the exposure to a wider
range of news and information. Accordingly, this study finds that Facebook enables the access to politically diverse content. This, however,
may not be enough to counter the polarisation and fragmentation trends characterising the internet. Facebook is, in fact, not immune to
selective exposure and accidental exposure to counter-attitudinal perspectives is only a component of the information consumption process.
Academics celebrate Facebook’s ability to provide a much larger sphere of potential influence for opinion leaders and opinion followers than
other media environments (Zube, Lampe & Lin, 2009). In line with several studies addressing SNSs’ political relevance (Rainie & Smith,
2012; Rainie, Smith, Lehman-Schlozman, Brady & Verba, 2012; Vickery, 2009), this paper confirms that Facebook is a relevant source of
political information. At the same time, it recognises that Facebook is not a universal tool. The existence of a usage gap which could be
described as Facebook divide limits the impact of this SNS on society. In conclusion, Facebook is a potential antidote against political
fragmentation and polarisation but its contribution to the formation of a more widely-informed electorate is yet to be established.
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This is not a research paper, rather it is all about contemplations of an academic around the world he lives in, academia.

The mission for university education has been arguably changed. Once respected as “ivory towers” of science, Mecca of sharing
philosphy and knowledge with “privilleged minority” now become places of information and or knowledge-sharing, vocational training
institutions. Why is so? What changed? Is this because of people who are the once loyal subjects, now new patrons of universities?
Perhaps, it is the industries that demand skilled labor of any kind, no? Then, put the blame on time, The time changed. These days
everything is different than it used to be. Why universities would remain the same? They changed too. Just for survival.

The reality bites, no industry stayed the same, and no industry has a sustainable growth. Universities, tertiary institutions in
general, are no immune to this simple fact. Even bellicous rhetoric chored in academia has not stopped the dialectic of nature. What goes
up, most come down in certain period of time. Let's question ourselves. What we produce is service, knowledge so to speak, and will be
important once someone uses it. | use this analogy to explain my point. Immortality is a phenomenon is yet to be discovered. In a sense,
many would appreciate it, and will certainly praise the team of scientists whom, if ever, discovers it. If ever discovered, until then immortality
is just a philosophic phenomenon and useless. Once a knowledge become a usable entity, then someone must pay for it. Even free tertiary
education is not free, because society at large funds it with its taxes. If there is a price then it is product. If it is a product, then it must belong
to a sector.

History of dead or dying industries show us self-deceiving perception of bountiful expansion, yet they have a deficiency; they
decay in time worst this decay is not known to them.

For long we as academics and academia put too much faith in our curriculums, our books, the way we deliver lectures, our power
points etc. The antecedent of this dogmatic approach was our mind set and belief system which nothing but indicate this was the one and
only way of doing business. Our products has not been changed for years. Our definition of who is an academic dictated us that academic
has certain job definitions: teaching as usual, doing research, and trainin future academic and mentoring junior faculty members. Our
product has three pillars: teaching, researching, and mentoring. So long as we do the business in a way we are raised, in other words
business as usual, there is no problem. People is not our concern, data and knowled is our concern. We are preoccupied with product and
put faith on it as it will always deliver its promises.

We assumed and it was right for long that we can charge the price we want for our product that we in most cases felt indignified if
its called as product. In other words, we sold a “non-product” product in a way that as if doing favor to buyers/society. Universities form
heavens delivering will and knowledge of God to mortals. Definetly an ego-boosting procedure.

Creativity and enterpreneurship are the two terms occupy Turkish tertiary system. These terms are long in practice in Anglo-
Saxon world. However, continental Europe and Turkey have been trying ways of adapting to it. Will there be a balance or should there be a
balance between being a classical academia or creative and enterpreneurial institution is still up in the air for today.

Place for delivering education has always been schools. For universities it is campuses. Campuses, however are not only
schoools these are living, nourishing, charishing areas. Campuses are place for socialising, attending many events in one stop. Virtual
campuses, such as ITunes U can not promise all if any, of these advantages. Blending physical and virtual education can stil provide
students as well as academics all of these advantages in the confort zone of managing their time and place of being, ubiquitously.

As for the promotion, product speaks for itself, back to the square one. Word of mouth is the most poverful tool for todays global
village. Once again, the world is back to verbal culture, thanks to virtuality. Only this time, its backed up with visal content and even content
of our own (wikies, user generated contents, virals). We are new nomads of vitua-physical new world. We walk, we talk, we share we never
despair. Our wold is based on stories again. We are all new messiahs. Only this time we use heaps of data, and whisper about them. Can
we convince the people? Well, this is up to how colorful our story is.
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Distance education has gone through significant transformations over the years. It originally started as correspondence study. Then open
universities emerged as institutional bodies in the second half of the twentieth century. Later we have witnessed the growth of corporate
involvement in distance education. Today it is the age of technology-enabled distance learning.There have been a number of driving forces
characterizing certain trends and developments throughout the evolution of distance education practices. This paper discusses current
global trends and their effects on distance learning. These include but not limited to trends regarding students, faculty, pedagogy,
technology, and governance of distance education systems. The paper also elaborates on implications of these leading trends for specific
applications of distance education. It appears that much of typical practices in distance education are replaced with opportunities brought by
recent virtual communication technologies.

Introduction

Distance education has gained great momentum in recent years all around the world. It is a common practice both in developed and
underdeveloped countries. Developed countries use distance education to create more variety in their educational systems, while
underdeveloped countries are more concerned about providing educational opportunities to different segments of their population. All
countries perceive distance education as a powerful alternative to traditional system in reaching out more students both demographically
and pedagogically.

There is little doubt that distance education is an expanding field. In all countries, innovative practices of distance education are
growing. Most of these programs enjoy wide recognition and positive reputation. As a result, the number of institutions providing distance
education is increasing. For example, only “one-third” of higher education institutions in the United States offered distance education
courses in 1995 but this figure reached to “two-thirds” in 2007 (Davies, Howell, & Petrie, 2010). Today almost all degree-granting institutions
offer some kind of distance education for a variety of reasons.

Although distance education can be provided at all levels education, most distance education systems around the world operate
at the university level. Therefore, issues related to distance education are often discussed within the context of higher education.
Nevertheless, distance education systems at the university level share many characteristics with distance education programs at other
levels, including non-formal education practices. Following the same orientation, this paper too will focus on higher distance education but
we assume that many points made here will also be valid for distance education in general.

Major Trends

There are a number of global trends in distance education today. These trends change the conventional nature of distance education
systems from many perspectives. It is possible to discuss these trends in certain categories. These include but not limited to trends
regarding students, faculty, pedagogy, technology, and governance of distance education. Taking an instructional perspective, the present
paper puts its emphasis on these elements.

Student Enrollments

General student population and college enrollment are increasing rapidly. Although a big percentage of this increase takes place in
developing countries, situation is more or less the same in the developed world. Conservative projections gave 120 million students
worldwide in higher education by 2020 but this number has been exceeded even in 2004because more than 132 million students were
enrolled in universities worldwide,up from 68 million in 1991. China and India have doubled their enroliments in ten years (Santiago,
Tremblay, Basri, & Arnal, 2008). Even in the United States, it was estimated that college enroliment has grown 16% during the first decade
of the 20" century (Jones, 2003; cited in Howell, Williams, & Lindsay, 2003). It means that universities have more students than facilitiesso
that their capacities are not sufficient to cope with the heavy influx of students and meet enrolilment demands. Many educational institutions
offer distance education to ease the massive pressure on their conventional systems.

Student profiles and their expectations are changing. Two characteristics are particularly important in this respect: Most of distance
education students today are both young adults and digital natives. There is almost a subpopulation of learners described as “online
generation”, “Y generation” or “learners of the information-age.” These technology savvy learners are likely to demand a more aggressive e-
based pedagogy that includes digital technologies. The fundamental implication of this profile is that learners want more flexibility and
portability in terms of their learning experiences. In other words, learners attending a distance education program or course may be almost
anybodyrepresenting different ages, ethnicities, nationalities, interests, learning styles, motivation, epistemological beliefs etc. In fact, more
working adults, female learners, minority members, immigrant students, and those living in rural or remote areas are attending distance
education programs in recent years. For example, 42% of all learners at public and private educational institutions in the United States are
at the age of 25 or older (Aslanian, 2001). Similarly, majority of part-time u