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RELEVANT TRENDS AND CHALLENGES OF
DIGITAL MEDLA IN MODERN INTERNATIONAL
AND GEORGIAN MEDIA SPACE

Davit Dolidze

Keywords: media and globalization, international media brands, digital era, multimedia journalism,
transnational media corporations

As part of globalization there has been a complete transformation of the information space, manifested by the
modernization of information technologies and the development of social media. Traditional media are gradually
losing identity, attempting in their impulse to survive to integrate with new media, an unfeasible task without online
information space and social networks.

This conference paper aims to analyze and present the main characteristics of media transformation and develop-
ment under globalization. The study will also present the main schemes by which international media brands try
to take over the information space of as many countries as possible, where they will establish their local editorial
offices, and on the other hand, follow the trends of content digitization.

Many of them successfully implement all this, though there are frequent cases when the work of local editors proves
unsuccessful. Also, it is very interesting how the conceptual models of international media brands are transformed
directly into Georgian reality. It is these issues that determine the relevance of the research topic.

The scientific novelty of the conference paper lies in the fact that a full-fledged study to will be conducted for the
first time in the Georgian scientific space to understand the main reasons for the success or failure of international
media brands. In said scientific research, the issues discussed herein mainly refer to the modern trends of online
journalism, its products and practices in both international and Georgian media spaces. Also, the concept of trans-

Introduction

he Internet has become both a good partner and
a strong competitor for traditional media. It cur-
rently maintains its position as a very popular me-
dium of communication associated with the young and
middle-aged generations of the media audience. It also
functions as a particularly important tool for improving
education, a space for carrying out a wide range of work,
business and marketing activities. Traditional media un-
derstand very well that these aspects cannot be ignored.
Responding to the new trends in digital communication,
they try to use the many advantages of the Internet for
their own benefit.
The ongoing transformations of the journalistic pro-
fession are also visible in the case of emerging digital
actors who identify themselves as journalists despite

forming conceptual models of some transnational media will be explored.

often lacking standard professional training and institu-
tional experience. Notably, however, these types of digi-
tal journalists can, despite their sometimes controversial
public image, directly or indirectly cooperate with the
mainstream media (e.g. well-known daily newspapers
can use and thoroughly investigate materials published
by WikiLeaks).

Journalists today—those working for media organi-
zations and operating outside the mainstream media in-
dustry—can make direct contact with their audiences and
have more choices about where to find and publish their
news. Although there is no universally accepted consen-
sus explaining how the Internet has changed the way
news is produced, distributed, and accessed, journalists
agree that there are many changes in the professional
production of news.
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According to British media researchers, the media
market can be perceived as a business sector consist-
ing of two different areas: the consumer segment, where
products are offered to consumers, and the advertising
market, where advertisers buy advertising space to pub-
licly display their goods.

The decline in print circulation indicates that, in gen-
eral, people are reading newspapers far less than in the
past, spending more time working and playing with the
computer. Equally importantly, the need for information
related to reading newspapers has also changed signifi-
cantly.

A relatively small part of readers actually pays atten-
tion to the political or economic life of society, while a
much larger segment is interested in tabloid journalism
and prefers entertainment over mainstream news col-
umns.

Social media as the main source of news
in the era of digital technologies

The creation of online social networks began in 2004,
thanks to technological progress and the increase in the
mass of Web 2.0. This new dynamic type of web content
allows users to create and present their products to a
wider audience. Consequently, it also became very at-
tractive in terms of business activity. Today, a wide range
of social networks is available. Social networks “unite”
users on the basis of various communication platforms,
such as: Facebook, Twitter, Instagram, TikTok and others.

However, there are also various specialized platforms
of social networks that unite users based on their com-
mon interests and hobbies. For example, LinkedIn offers
communication activities related to professional devel-
opment, personnel and business management.

Researchers try to understand how Internet users
search for news and information while on social net-
works. They say that audience behavior varies from one
platform to another, especially between the two most
important networks, Facebook and Twitter. Random
news on Facebook differs from narrowly targeted news
that users search for on Twitter. Instagram, Tumblr, and

Snapchat tend to attract more young users than Face-
book or Twitter, even though Facebook, YouTube, and
Twitter are the most important online sources of polit-
ical, social, and cultural news.

In addition to personal profiles of individual users,
social networks also include accounts managed by com-
mercial organizations and state institutions, firms and
associations, for example. Even in the field of educa-
tion, it is extremely important to use appropriate forms
of marketing communication to establish and maintain
interaction with the target audience.

Since communication through social networks is
highly interactive, of course, “traditional” mass media:
press, radio stations or TV channels are no exception.
Many newspapers have created their official Facebook
accounts to provide hypertext links to the most interest-
ing materials published on the Internet and in print.

The fact that social networks can be defined as tools
of interaction between journalists and recipients also
confirmed the results of the research. According to Mu-
rar, an expert on social networks, the survey data collect-
ed among 20 professional journalists show an interesting
shift in preferred forms of feedback. In particular, tradi-
tional forms of feedback (for example, letters, telephone
calls) were replaced by SMS, e-mail and reactions via
Facebook or Twitter.

Social networks also have a positive effect on the
overall quality of published content, as the public closely
monitors it, and media owners understand this perfect-
ly. This trend mainly leads to the further development of
the style of journalistic reporting and is aimed at better
meeting the expectations and needs of readers. Creating
catchy headlines, short sentences, interesting subtitles,
multimedia content.’

Aron Pilhofer, head of the digital technology depart-
ment of The Guardian, says: “l am very firmly convinced
that digital journalism should directly address readers.
This is one of the most important directions that tradi-
tional news outlets actually neglect. It is obvious that the
site, which has turned off the comment function, distanc-
es itself from the community, which is an unforgivable
mistake”.?

The virtual online environment created by social net-

1 Murdr, P. Social media audience’s influence on journalism, 2014, 185-193.
2 McDowell, W. The brand management crisis facing the business of journalism, 2011, 37-51.
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works is also special because it encourages people to
have fun, learn, receive and share necessary information,
participate in various activities on social networks. Al-
binson and Perera approach this question from the point
of view of consumer activity: “Virtual world, undoubtedly,
produced a revolution in pro-social consumer activity.

Through social networks, users can not only easily
access a huge amount of information, but also have the
opportunity to exchange photo and video content and
even sign petitions with one click of a button. Naturally,
these facts should be recognized by companies that sell
their products through social networks, as well as by the
modern media industry”.?

Internet advertisers, who know which pages their tar-
get audience visits most often, and therefore can get the
geographic coordinates of their users, can target users
in more personalized and accurate ways. However, this
type of information is often collected not directly by con-
tent producers, but by commercial IT companies.

Researchers of digital media study current trends in
news distribution through social networks, identifying
various new functions and elements used in the world’s
most successful social networks. For example, the orig-
inal updated Apple News required media companies to
publish content directly on their platform. Twitter, on
the contrary, has created its own tab on the websites
of leading Internet publications, in this way helping can
share information and read it in full, in order to attract
more people directly to Twitter. Other social networks
soon joined this initiative.

As Nick Newman, a researcher at the Reuters Insti-
tute for Journalism Research and author of the annual
report on digital news, notes, these steps present a huge
dilemma for publishers: if more consumption moves to
platforms such as Facebook, Twitter or Snapchat, it will
be more difficult to build direct relationships with by
consumers.*

On the other hand, if they do nothing, it will be almost
impossible to attract the main audience that spends more
time on these platforms. These new companies are just
a few examples of how social networks compete with

3 Albinsson, P. P. Consumer activism through social media, 2012.

traditional media owners and advertisers to attract audi-
ences. There is no doubt that online media and forms of
communication related to the Internet are transforming
traditional models of journalistic activity related to com-
mon standards offered by the press, radio or television.
The evolution of media and technology plays a huge role
in the emergence of new forms of content and the spread
of journalistic texts.

Considering today’s communication trends, it is not
surprising that many online social networks users can
get the latest information about the country’s internal
and external affairs without buying a single issue of a
newspaper or going to the web portal of one Internet
news agency or another.

Innovative approaches in the world of digital media

Today, innovation is perceived as one of the most
important tools for social and economic development of
society. The implementation of specific innovations is re-
corded in many strategic documents both nationally and
internationally. Innovations in terms of journalism are re-
lated, on one hand, to the use of the Internet in the pro-
cess of creating, distributing and searching for journalis-
tic content; on the other hand, innovation activities also
include organizational measures related to journalistic
work, human resource management and new business
models implemented by publishers and editors.?

In the digital age, as in the whole world, including
Georgia, the multi-platform structure of journalism is
gradually developing. Journalism, and the media field in
general, is suffused with many changes and shifts, de-
termined by technological advances and economic ap-
proaches on a global scale. Innovation is the main factor
influencing the “viability” of media and it is based on four
main principles:

Research and development
Freedom of expression;

+  Objective and impartial reporting of news;
Compliance with ethical codes and normative
frameworks.

4 Newman, N. Journalism, Media and Technology Predictions, 2016, 7-9.
5 Heinrich, A. Network Journalism: Journalistic Practice in Interactive Spheres, 2011.
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As far as innovations in journalism are concerned, it
seems that changes are taking place mainly in terms of
online media, especially in mobile applications.® Online
news portals are also following these trends, for ex-
ample adapting their structure and composition to the
technological means of communication in order to fully
exploit their advantages and make it easier for users to
access content.

The layout of the texts in the online issues of the dig-
ital edition is very different from the traditional press,
but also from electronic newspapers designed for mobile
phones and tablets. Nielsen’s long-term research on is-
sues related to the reading of web pages proves that the
processes of receiving information on the Internet are
significantly different from the processes directly related
to reading the printed press. Based on the results of the
research obtained by the author, in which 232 individual
users participated, the following strategy is established:

Users begin a kind of “scanning” of the page with
horizontal eye movements, mostly at the top,
from left to right

They focus on the middle of the content

«  Finally, they move their eyes vertically, from top

to bottom.

According to Nielsen, Internet users tend to “scan”
information (79%) instead of reading the entire text
(16%), focusing mainly on the first and last letters of in-
dividual words.’

The process of introducing strategic innovations in
the media has also faced serious problems, as busi-
ness activities related to journalism are often aimed at
achieving rather short-term goals. Today’s print newspa-
pers (and print media in general) also focus on meeting
deadlines (based on predetermined production cycles)
and executing strategic plans for advertising sales. This
means that many innovative activities are temporary and
rather short-lived.

On the other hand, some innovative media produc-
tion procedures have led to many changes in editorial
practice. This includes performance optimization, new

6 Pavlik, J. Innovation and the future of journalism, 2013, 181-193.

publication strategies related to the Internet and mobile
devices, the creation of content that corresponds to the
requirements of the media used or the use of the Snap-
chat application in terms of journalistic work.

Media experts believe that influential news outlets
continue to wield enormous influence through both the
collective capacity of their employees and their own eco-
nomic strength, as well as professional and commercial
power, that individual individuals, whether citizen jour-
nalists or relatively small news agencies, simply do not
possess. They will not have opportunities in the near fu-
ture.

Conclusion

Along with the analysis of technical and technologi-
cal changes in coverage of news it is necessary to con-
stantly study the needs of readers, for which large media
have to attract sociologists and psychologists. Although
the traditional press is still popular among the middle
and older generations of society, young people seem
to be abandoning traditional means of mass communi-
cation and preferring the small screens of their mobile
phones or tablets.

Almost all of them watch or follow sources of digi-
tal information and the main means of mass information
available through social networks. Social and cultural
factors, traditions and habits of readers are also import-
ant. It can be noted that this is the key to economic suc-
cess and popularity of that or another mass media outlet.

Necessity of creating and implementing innovative
processes is one of the most important perspectives
related to today’s journalistic activity. At last time the
question of creating a universal construction of commu-
nication devices is very actively discussed. This means
that journalistic products must be distributed through
convenient platforms and interfaces so that all people,
including people with serious physical or mental disabil-
ities, can easily access them.

Modern journalism needs innovations very quickly.
Print media and online versions of mobile applications
must analyze all current trends in digital communications

7 Nielsen, J. Designing Web Usability: The Practice of Simplicity, 1999.
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to remain competitive. It seems that social networks to-
day are already recognized as one of the most import-
ant places for communication, where authors rarely try
to offer readers traditional journalistic elements. Topics
in this space are built according to the following princi-
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