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 This course provides students with
a number of theoretical
approaches to critically assess how
digital connective media function
and their expanding and expansive
role in contemporary culture.
 The course further investigates
digital media convergence and the
new digital consumer in order to
develop a critical lexicon.
 Special emphasis will be placed on
the specific cultural, political,
economic, and social issues raised
by digital media forms.

LESSON
N.

TOPIC

1 – 6° october 2017

Introduction Converge culture and participation

2 – 13° october 2017

The networked individualism

3 –20° october 2017

Flow and Circulation
Spreadability
Transmedia storytelling
The fandom culture
The new consumer /The process of consumption

4 – 27° october 2017
5 - 3° november 2017
6 – 10° november 2017
7 – 24° november 2017
8 – 1° dicember 2017

18 – april 2018

Micro-moments and the customer journey
experience
The digital life of brand: transmedia, circulation,
spreadability
Touch points:
Enhanced product placement and branded
content
Touch points:
The reviews culture: from World of mouth to
Consumer Generated Ads
Visual social media and the brand’s new
awareness
Agnes Rocamora
Agnes Rocamora
Agnes Rocamora
Agnes Rocamora
How to, unboxing and haul videos
videos
Polyvore and the productive publics/consumers

19 - april 2018

Fashion consumption in the Media Culture

9 – 15° december 2017
10 – january 2018

11 – january 2018

12 – february 2018
13 – march 2018

14 – march 2018
15 – march 2018
16 – march 2018
17 - april 2018

 Dr. Agnès Rocamora is a Reader in
Social and Cultural Studies at the
London College of Fashion, University
of the Arts London. She is the author
of Fashioning the City: Paris, Fashion
and the Media. Her writing on the
field of fashion and on the fashion
media has appeared in various
journals, including Fashion Theory,
Journalism Practice, Sociology,
Sociétés, and the Journal of
Consumer Culture. She is a co-editor
of Thinking Through Fashion: A Guide
to Key Theorists, of The Handbook of
Fashion Studies, and of Fashion
Media: Past and Present, and a
contributor to Fashion as
Photograph, Critical Luxury Studies,
and Fashioning Professionals. She is
also a co-founder and co-editor of
the International Journal of Fashion
Studies and is on the editorial board
of Cultural Sociology, dObras, and
Fashion Studies. She is currently
developing her work on digital
fashion media.

 By the end of the course students
will be able to:









1. understand and analyze how
digital media use contributes to
shape the consumption and the
consumer society.
2. understand and analyze the digital
life of brands (in particular fashion
brands) within the web 2.0
environments (i.e. social media)
3. recognize the role of consumer
generated contents in defining
brand’s visibility and circulation
(reviews, recommendations,
consumer generated ADS).
4. learn the following critical issues:
converge culture, participatory
culture, networked media space,
transmedia storytelling,
spreadability, culture of reviews,
searchability, consumer generated
content, etc.
5. Advance one’s ability to work in
team and produce qualitative
research report.

 This is a lecture and discussion
course.
 Students will be expected to
engage with both current
theoretical debates and emerging
practical case studies.
 Students will be provided with
papers and research reports (3-4
papers that address a common
topic) and are expected to read all
the papers assigned and to prepare
presentations.
 Reading lists will be provided for
each topic.
 At the end of the course students
will be requested to develop a
project work on the topics
discussed.

Written or oral exam
on course materials
and scientific journal
articles (30%)
Project (individual
student or teams of 2)
(60%)
Homeworks,
participation and
presence (if
homeworks handled
and depending on
presence in class)
(10%)

 Exam questions can reach pretty
far into the course materials
(power point slides, research
reports and scientific articles)
 It will be useful to keep up with the
readings and assignments from the
beginning of the course
 The exam is based on
 short identifications and
definitions (2)
 questions that require a paragraph
or two (2)
 The mid-term exam will focus on
the materials covered during first
semester

Assuming the consumer’s perspective

 When we speak about brands’
communication we refer more to
top-down processes than to
bottom-up processes.
 We refer more to brands’
strategies than to consumers’
tactics.
 However, if we observe and
analyse the digital life of brands, it
is impossible to separate the two.
 This is our challenge: to investigate
the digital life of brands and the
consumption experiences within a
digital world.

@ethology

@ethology

At work, book
Coachella tickets

150x

11:36am

At lunch, play Scrabble
while waiting in line
1:33pm

per day

Buy new tote to
take to Coachella
11:15am

Use maps to get
directions to
Creole food truck
1:13pm

Wake up and
read news online
6:50am

On the bus, read articles
about Coachella

Browse festival
styles on YouTube

8:42am

7:15pm

Use flashlight app to
find dropped earring
11:09pm

At bus stop, listen
to new music playlist
8:30am

On bus, check email
for sales this weekend
5:29pm

We don’t go online. We live online.

Key-words

A process called the “convergence
of modes” is blurring the lines
between media, even between
point-to-point communications,
such as the post, telephone and
telegraph, and mass
communications, such as the
press, radio, and television. A
single physical means – be it
wires, cables or airwaves – may
carry services that in the past
were provided in separate ways.
Conversely, a service that was
provided in the past by any one
medium – be it broadcasting, the
press, or telephony – can now be
provided in several different
physical ways. So the one-to-one
relationship that used to exist
between a medium and its use is
eroding.
(De Sola Pool, 1983: 23)
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16






Technological Convergence
Regulatory Convergence
Media Industry Convergence
Convergence Culture and
Participatory Media
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The circulation of (media) content –
across different media systems,
competing media economies, and
national borders – depends heavily
on consumers’ active participation.
I will argue against the idea that
convergence should be understood
primarily as a technological process
bringing together multiple media
functions within the same devices.
Instead, convergence represents a
cultural shifts as consumers are
encouraged to seek out new
information and make connections
among dispersed media content.

Henry Jenkins (2006)

slide
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Reduced to its most
core elements, this
book is about the
relationship between
three concepts –
media convergence,
participatory culture,
and collective
intelligence….
(Jenkins, 2006)

19

 By convergence, I mean the flow of
content across multiple media platforms,
the cooperation between multiple media
industries, and the migratory behavior of
media audiences who would go almost
anywhere in search of the kinds of
entertainment experiences they wanted.
Convergence is a word that manages to
describe technological, industrial, cultural,
and social changes, depending on who’s
speaking and what they think they are
talking about. In the world of media
convergence, every important story gets
told, every brand gets sold, every
consumer gets courted across multiple
media platforms. Right now, convergence
culture is getting defined top-down by
decisions being made in corporate
boardrooms and bottom-up by decisions
made in teenagers’ bedrooms. It is shaped
by the desires of media conglomerates to
expand their empires across multiple
platforms and by the desires of consumers
to have the media they want where they
want it, when they want it, and in the
format they want….
http://henryjenkins.org/2006/06/welcome_to_convergence_culture.html

 The term, participatory culture, is
intended to contrast with older
notions of media spectatorship. In
this emerging media system, what
might traditionally be understood as
media producers and consumers are
transformed into participants who
are expected to interact with each
other according to a new set of rules
which none of us fully understands.
Convergence does not occur through
media appliances – however
sophisticated they may become.
Convergence occurs within the
brains of individual consumers. Yet,
each of us constructs our own
personal mythology from bits and
fragments of information we have
extracted from the ongoing flow of
media around us and transformed
into resources through which we
make sense of our everyday lives.

http://henryjenkins.org/2006/06/welcome_to_convergence_culture.html

 With relatively low barriers to artistic
expression and civic engagement.
 With strong support for creating and
sharing one’s creations with others.
 With some type of informal mentorship
whereby what is known by the most
experienced is passed along to novices.
 Where members believe that their
contributions matter.
 Where members feel some degree of
social connection with one another (at
the least they care what other people
think about what they have created).

Jenkins 2006
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 In a culture which some have described
according to information overload, it is
impossible for any one of us to hold all of
the relevant pieces of information in our
heads at the same time. Because there is
more information out there on any given
topic than we can store in our heads,
there is an added incentive for us to talk
amongst ourselves about the media we
consume. This conversation creates buzz
and accelerates the circulation of media
content. Consumption has become a
collective process and that’s what I mean
in this book by collective intelligence.
None of us can know everything; each of
us knows something; we can put the
pieces together if we pool our resources
and combine our skills…. Collective
intelligence can be seen as an alternative
source of media power. We are learning
how to use that power through our day to
day interactions within convergence
culture. Right now, we are mostly using
collective power through our recreational
life, but it has implications at all levels of
our culture.
http://henryjenkins.org/2006/06/welcome_to_convergence_culture.html

 Convergence is both top-down
corporate-driven process and a
bottom-up consumer-driven
process. Corporate convergence
coexists with grassroots
convergence
 The result has been a constant pull
and tug between top-down
corporate and bottom-up
consumer power with the process
of media convergence shaped by
decisions made in teenager’s
bedrooms and in corporate
boardrooms.

Henry Jenkins (2006)
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 If old consumers were assumed to be
passive, the new consumers are
active
 If old consumers were predictable
and stayed where you told them to
stay, then new consumers are
migratory, showing a declining loyalty
to networks or media.
 If old consumers were isolated
individuals, the new consumers are
more socially connected.
 If the work of media consumers was
once silent and invisible, the new
consumers are now noisy and public.
Henry Jenkins (2006)

slide 25

Key-words

 Technologies today are more
integrated in our everyday life than
in the past
 People are not connected to
technologies. They are connected
to each other.
 People have incorporated
technologies and they have
changed the way they
communicate.
 People are networked as a single
individual, rather than being part
of a group.

 The Internet Decreases
Community : The Internet through
its entertainment and information
capabilities draws people away
from family and friends
 The Internet Transforms
Community: The Internet provides
the means for unexpensive and
convenient communication with
far-flung communities of shared
interest
 The Internet Supplements
Community: A third perspective
sees the Internet as another means
of communication to facilitate
existing social relationships and
follow patterns of civic
engagement and socialization
http://onlinelibrary.wiley.com/doi/10.1111/j.1
083-6101.2003.tb00216.x/full

 Broader Bandwidth: Broadband
communication facilitates the rapid
exchange of large amounts of data, instant
messaging, feedback, attached text,
picture, voice, and telepresence.
 Always Connected: Broadband also
facilitates keeping connected to the
Internet twenty-four hours a day, seven
days a week, every day of the year. This
embeds the Internet heavily in everyday
life.
 Personalization: Computer mediated
communications are developing towards
personalization, with more control over
the sources people want to get messages
from, when, and about what.
 Wireless Portability: Wireless connectivity
enables telephone and Internet access
anywhere and on the go.
 Globalized Connectivity: The digital divide
– the socio-economic gap between those
who use computer-mediated
communication and those who do not – is
shrinking in the Western world.

http://onlinelibrary.wiley.com/doi/10.1111/j.1
083-6101.2003.tb00216.x/full

 Small groups - strongly
interconnected – are nowadays
overcome by large personal
networks, less interconnected and
more variable.
 The networked individualism
operative system offers new tools
to satisfy needs and solve
problems.
 It requires people to develop new
strategies and skills in managing
more social relationships than in
the past.

Three phenomena Intertwined
 Social Network: Reach Beyond
Tight Groups:
 More Multiplicity, Partial
Attention, Less Boundaries
 Internet: Personalization,
Weakened Distance
 Mobile-ization of Info &
Communication
 Hyper-Personal Body
Appendages: Third Skin
 Accessible To You
 Available To Others

 Networked
Individualism
32

 The networked individualism is the
operative system in the network
society.
 It refers to the way people connect
to each other, communicate and
exchange information.
 The system is:
 “personal—the individual is at the
autonomous center just as she
[he] is reaching out from her [his]
computer;
 multiuser—people are interacting
with numerous diverse others;
 multitasking—people are doing
several things;
 and multithreaded—they are doing
them more or less simultaneously”

(Rainie Wellman 2012, p. 7)

 Many meet their social, emotional,
and economic needs by tapping
into loosely knit networks of
diverse associates rather than
relying on tight connections to a
relatively small number of core
associates.
 Networked individuals have partial
membership in multiple networks
and rely less on permanent
memberships in settled groups.
 A key reason why these kinds of
networks function effectively is
that social networks are large and
diversified thanks to the way
people use technology. (p. 12)

 Networked individuals have new
powers to create media and project
their voices to more extended
audiences that become part of
their social worlds.

 The lines between information,
communication, and action have
blurred: Networked individuals use
the internet, mobile phones, and
social networks to get information
at their fingertips and act on it,
empowering their claims to
expertise (whether valid or not).
 P 14

 Moving among relationships and
milieus, networked individuals can
fashion their own complex
identities depending on their
passions, their beliefs, their
lifestyles, their professional
associations, their work interests,
their hobbies, or any number of
other personal characteristics.

 Nothing has brought social
networks more vividly to public
awareness than the rise of social
networking sites—first Friendster,
then MySpace, and, most
dramatically, Facebook. These sites
have reified social networks and
allowed networked individuals to
share and capture more
information about their friendships
than has ever been possible (p.
139).

 Facebook become a personal
portal embodying the networked
individual.
 Facebook has become each
person’s “go to” page: their home
base.
 Facebook is both the epitome of
networked individualism—each
person is an individual
participant—and of the networked
operating system as a whole.

 Networked families have adapted
to the Triple Revolution.
 They use ICTs to bridge barriers of
time and space, weakening the
boundaries between public and
private life spaces.
 The mounting and interrelated
changes in the composition of
households—such as the life-cycle
complexities of marriage and
divorce and decisions to have
children—mean that today’s
households are varied, complex,
and evolving.
 Networked families use ICTs to
mediate these complexities and
adapting ICTs to their varied needs.

(Rainie Wellman 2012, p. 170)

 “In the age of the Triple
Revolution, anyone with an
internet connection and a bit of
digital literacy can create online
content that has the potential to
reach a wide audience.
 With all the different forms of
creating content and the increasing
ease with which one can do so, the
boundaries between producers
and consumers are becoming
blurred in the network operating
system—with noncredentialed
amateurs participating in many of
the arenas that were once limited
to recognized and sanctioned
experts”.
 (Rainie, Wellman, 2012, p. 197)

 Media making in the networked
operating system is a participatory
act.
 “Making is connecting,” asserts
sociologist David Gauntlett. ICTs not
only enable people to create their
own original work with the material
available on and offline, they also
encourage networked individuals to
do so collaboratively.
 Networked individuals are voluntarily
creating content every day in tandem
with other networked individuals
within and outside of their own
personal networks, and in ways that
can expand and enrich collective
knowledge and solve problems.
 Digital tools have helped networked
individuals reconfigure the structure
of their social networks by extending
their reach and their potential for
influence, blurring the lines between
producers and consumers.
(Rainie, Wellman, 2012, p. 200-201)

 With Wikipedia, ordinary networked
individuals who are committed to
contributing their time and effort have the
power to create and amend articles that
contain valuable information.
 The content on Wikipedia is not
necessarily introduced by professional
experts. It is almost always edited after it
is created on the website rather than
being edited and fact-checked by third
parties ahead of time.
 The rise of Wikipedia illustrates how
power dynamics have changed with the
coming of ICTs.
 Professional elite producers no longer
hold a monopoly on content creation and
dissemination. Wikipedia, an online
encyclopedia mostly edited by amateurs,
is a primary example of how knowledge is
crowdsourced—that is, produced by
groups of people who are interested,
motivated, and have internet access. It
has become the most widely referenced
work on the internet
(Rainie, Wellman, 2012, p. 204)

 A form of self-expression: Like all other
ways of making content, online creation
provides networked individuals with an
outlet to express themselves.
 An opportunity to learn: Networked
creation provides powerful informal
learning opportunities for people to
acquire and share knowledge.
 A space for collaboration: Content
creation provides milieus in which
networked individuals interact and
negotiate with one another.
 A place to connect with community: More
than the fulfillment that comes with selfexpression, networked creation produces
spaces where people can build their social
networks among friends and among
others who share their interests, even if at
first those people are strangers.
 A sense of empowerment: Though
networked individuals may begin blogging
or creating other forms of online content
with internal, expressive motivations, as
they continue to create, they become
empowered by the act of creating and the
potential influence it wield.
(Rainie, Wellman, 2012, p. 217-20)

 The prelude to greater glory:
Networked creations are a prelude
to greater glory as some
networked individuals see their
creations, and sometimes even
themselves, become popular and
even relatively famous.

(Rainie, Wellman, 2012, p. 20)

