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First of all, 

I want to thank my most gracious host, 

· the Beijing Founder Electronics Co., Ltd., 

· and specifically Mr. Zyang Tichao, Director of the Business Development Division, 

· Mr. Wang Guoyin of Founder, 

· and Frank Wa, technical director of United Daily News of Taipei, 

for inviting my wife, Sheila, and me to Beijing and the People’s Republic of China. 

Sieh sieh. We are most grateful.
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Second, elaboration on your kind introduction is hardly necessary. 

I would add only that I speak to you today from three perspectives: 

· as a practicing journalist of more than 30 years, 

· as a teacher of more than 14 years, 

· and finally as a lifelong student whose observations result from that experience. 

When you stop learning, you stop growing, 

so I greatly value the opportunity 

to travel to China for the first time 

and to continue to learn from all of you. 
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Today, we are going to discuss what I call 

“The Culture of Convergence,” 

during a presentation I have subtitled, 

“When Harry Met Sally.”

(SHOW CLIP #1) 

Hopefully, my Western cultural bias will translate 

as well for this audience as it has for others. 

Perhaps you have seen or know of this popular American movie, 

which stars Billy Crystal and Meg Ryan 

and was first screened in the United States in 1989. 

The movie’s theme is a decidedly American approach to relationships, 

specifically the relationship between men and women. 

The movie, a comedy, asks: 

Can men and women be friends despite the cultural differences that exist between them? 

I believe that this movie can serve as a metaphor for the cultural differences that sometimes come between the journalistic mediums of 

· print (newspapers and magazines), 

· broadcast (television and radio) 

· and online (websites, PDAs, e-mail newsletters). 

So, a few times during this presentation, 

I will call on Billy Crystal and Meg Ryan to talk about 

· relationships, 

· change 

· and finally how we perceive each other 

in order to help me illustrate these cultural differences. Hopefully, this cultural metaphor will translate clearly 

and also provide us with a little fun during this presentation.

Now, let me share a little story with you 

that a friend told me several years ago 

when he worked for Tribune Interactive in Chicago. 

In America, we would call this story “bathroom humor,” 

so I hope no one will be offended! 

After just a few days in the Tribune’s interactive newsroom, 

my friend noticed 

that the journalists had different bathroom routines. 
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When the newspaper journalists went to the bathroom, 

they did so because they really had to go to the bathroom. 
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When the television journalists went to the bathroom, 

they were going to fix their hair or check their makeup. 
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But the online journalists never went to the bathroom. 

In their 24 / 7 world of non-stop news coverage, 

they simply didn’t have the time! 

In a cohesive, productive newsroom, however, 

differences must be constantly overcome 

if the journalists are going to 

successfully report and present the news.

So, how does this happen? 

How do print, broadcast and online journalists work together 

in a cohesive, productive atmosphere?
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Let me turn to our friends Harry and Sally. 

When Harry meets Sally, as you will see, 

there is no way they think they can ever be friends. 

Men and women, it seems to them, are just too different. 

(SHOW CLIP #2)

Here’s how I’d like to approach our examination 

of the “Culture of Convergence” with you today. 

We will start by defining some language and terms 

so that we are all talking and thinking about the same thing. Then, we will talk about change 

and how it comes about in different cultures. 

Finally, I want to draw together some random thoughts about convergence: 

the wisdom, if you will, of my accumulated experience as a journalist, teacher and – always – a student.
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These are our questions for today:

· What is convergence? 

· What does convergence mean in a 21st century multi-media environment? 
· And, if convergence makes so much sense, what's holding it up?

Convergence is a lot like the weather: 

Everybody talks about it, 

but no one can control it 

or predict exactly what it will look like.

How each of us prepares for the introduction of media convergence into our work environments depends on 

· who we are, 

· what we do, 

· and how we’ve done it in the past.

Engineers and information technology specialists 

like some of you may view convergence 

as the technical challenge of routing content and e-mail 

into cellular phones, handheld computers or pagers.

Journalists see convergence as 

the merging of formerly distinct disciplines 

such as print, television and online 

into a single, deep stream of continuous information.

Just a few years ago, convergence was defined differently. Futurists perceived it to be interactive television.
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Henry Jenkins, 

director of the Program in Comparative Media Studies 

at the Massachusetts Institute of Technology in Boston, 

defines media convergence 

as the coming together of five different processes:

First, there is TECHNOLOGICAL CONVERGENCE, 
the digitization of all media content. 
When words, images and sounds 
are transformed into digital information, 
we expand their potential inter-relationships 
and enable them to flow across platforms. 

Second is ECONOMIC CONVERGENCE, 
which involves the horizontal integration 
of the entertainment and media industries. 
For example, 
a merged company like AOL Time Warner 
now controls interests in 
film, television, books, games, the Web, music, real estate. 
This results in the restructuring of production 
and the potential for cross-media media exploitation 
and marketing of branded properties: 
perhaps you are familiar with 
the merchandizing of “Star Wars” or “Harry Potter.” 

Third is SOCIAL, or ORGANIC CONVERGENCE, 
the multitasking of strategies by consumers 
for navigating the new information environment across media. For example, organic convergence occurs 
when a teenager is watching soccer on a big-screen television, listening to music on the stereo, 
word-processing a school paper, 
sending e-mail to a friend, 
or carrying on a coversation with several friends 
by IM – instant message.  

CULTURAL CONVERGENCE takes place,
if you can picture this,
at the intersection of 
various media technologies, industries and consumers. 
Media convergence, says Jenkins, 
encourages a new, participatory folk culture 
by giving average citizens the tools 
to archive, annotate, appropriate and recirculate content. 
Cultural convergence also encourages 
the development of content across multiple channels, 
using each medium to do what it does best. 

Finally, we have GLOBAL CONVERGENCE, 
or quite literally the cultural hybridization that results 
from the international circulation of media content. 
For example, global circulation of Asian popular cinema 
(like the movie “Crouching Tiger, Hidden Dragon”)
has profoundly shaped Hollywood entertainment. 
These hybridization creates an experience 
of being a citizen of the "global village." 

Taken together, these multiple processes
are leading us toward a digital renaissance 
-- a period of transition and transformation 
that will affect all aspects of our lives. 
Media convergence is creating a range 
of social, political, economic and legal interactions 
because of the conflicting goals 
of consumers, producers and gatekeepers. 
As you are seeing here in China, 
these contradictory forces are pushing us 
toward cultural diversity,
toward commercialization, 
and toward grassroots cultural change. 

Some will see this digital renaissance as 

the best of times and the worst of times, 

but make no mistake about this:

a new cultural order is emerging.

Slide #11

There will be media consumers who refuse to converge, 

of course, 

people who see little value in the convergence 

of different appliances and media, 

just as there are journalists who resist change 

and see little value in the covergence of diverse mediums. 
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So: What is change? 
And more important: 
How can WE do it?
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The word “change” comes from 

the old French word changer, 

to BEND or TURN, 
“like a tree or vine searching for the sun.”

I am told by some of my Chinese friends 

at George Mason University, where I teach, 

that the word change in Chinese, GAIBIAN, 

comes from two characters:

First, GAI, which means change 

in the sense of transform, modify or correct. 

In that sense, GAI implies a change for the better. 

One of the compound words formed by GAI, I’m told, 

is GAIGE, which means to reform.

BIAN means change in the sense of 

“to become different,” or “to alter.” 

This kind of change may not always be for the better.

Again, I’m told that BIAN, combined with TIAN (heaven), 

means a change in the weather 

– usually from fine weather to gloomy weather.

For the sake of our discussion, 
let us hope that the change we are discussing 
is for the better!


I believe that change must:
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Change combines inner shifts 

in people’s values, aspirations and behaviors 
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with outer shifts 

in processes, strategies, practices 

and systems (technologies).

As recently as the 1980s, 

the communication mediums 

were clearly identifiable and distinct from one another. 

For example:

· Phone companies in the United States provided analog telephone service over twisted copper wires into American homes.

· Television networks aggregated programming for our TV sets.

· Radio and television broadcasts were wireless.

· The repurposing of newspapers meant throwing them into the recycling bin.

· And a company in Seattle, Washington, called Microsoft was creating software that was meant for the computer monitors in our offices, not in our homes.
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Today, as Jenkins described, convergence represents 

· the confluence of all media content to digital formats, 

· the crossover of corporate entities like Time Warner and America Online onto and into one another's turf, 

· and the increased control of individualized content by media consumers – something I will expand on shortly.
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So, a definition:

Convergence is the strategic, operational and cultural union 

of print, audio, video and interactive digital media 

content and organizations.
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To elaborate: 

Convergence is a strategy of producing news 

across a variety of media.

I found the word convergence 

a little more difficult to translate and understand in Chinese. Again, my academic friends told me that 

it is the compound of the characters TUAN and JIE. 
TUAN, as a noun, means a group, a party or a mission. 

But as a verb, TUAN means “to unite.” 

I like that! 

The character JIE has a meaning 

closer to my Western understanding of converge: 

to tie, to knot, to join or to connect. 

Taken together, however, 

the characters TUANJIE can mean 

to unite, to align, or to solidify

-- perhaps in a political sense. 

It is not my intent to suggest something as political, say, 
as “solidarity,” which was also the name 
of the Polish labor movement. 
But – if you’ll pardon this tangent I’ve taken –

I find the derivation of the word, if nothing else, interesting, 

and will leave it to each of you 

to speculate on its meaning as it applies to you

in your work and daily lives.
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For journalists, convergence, 

or cross-platform journalism as some call it, 

can offer job enrichment 

and "on the job" training in different media. 

It can be both exciting and frustrating, 

as I discovered in June 1995 

when I left the relatively safe world of print journalism 

in Lansing, Michigan,

for the new world of online journalism 

at the USA TODAY Information Network in Northern Virginia.

For publishers, convergence offers 

the still tantalizing possibility 

of increasing profitability through

advertising revenues, sponsorships and subscriptions

as well as creating enhanced brand image and extension.

Ultimately, convergence is not 

journalist or publisher driven, however.

Convergence is being driven from the bottom up, 

by readers and viewers and doers 

– users who want to interact with their media. 

As a result, journalists need to learn the skills 
required for convergence 
to suit their readers, 
not publishers, editors or technology providers.
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Convergence, we are discovering in Western newsrooms, 

is not an outside revolution. 
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Rather, it is about the inside evolution of organizations 

just like yours. 

Convergence, as Martha Stone has already told us,

is happening right now, all around the world:

In the United States.

Right here in China. 
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But this evolving journalism of the 21st century 

Is very much a medium in flux: 

· There is still no established way of doing business and making money. 

· It is most definitely not about the journalist’s traditional role as gatekeeper, or the arbiter of what is news and what is not news. In the West, certainly, we have discovered that we are not in control. 
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Convergence is about which media platform end-users 
– our readers, viewers and and what I like to call DOERS – 

want and are able to access. 

Convergence happens for consumers, not to newsrooms. Newsrooms can reflect this change, 
but they are not the ones who make it happen.
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Journalists will work 

– and in many situations, are working today – 

in multiple, integrated mediums. 
That means simultaneously and in real time. 

Therefore, newsrooms must adjust 
to the needs of their clients: their customers. 
This new generation of clients 
has no loyalty to traditional news organizations 
and is able to make its media choices 
at the speed of a click. 

Therefore, as we become more client-driven, 
we must be less product, or platform, limited. 

Because we are in a constant state of change and innovation, 
we are in a constant race 
for the latest publishing technologies, skills and methods. 

News and information today 
literally spews from everywhere and everyone. 
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As our societies become immersed 
in access and pervasive media, 
journalists, like the societies they live in, 
must rewire themselves to this new electricity. 

Now, this probably all sounds just grand, 
like a wonderful weather report. 
But the weather is volatile, as we all know.
Convergence, like the weather, is not without difficulties.

Some journalists complain that convergence 

creates an impression of watering down quality journalism,

especially when the same journalist or media source 

transfers the same story from one medium to another 

without enhancing it in that particular medium.

And as I have experienced and seen at USA TODAY, convergence can create newsroom rebellion if journalists, particularly print journalists, 

are forced to work with a different medium

without some tangible reward. 

It takes a lot of convincing 

to get conservative, what we call old-fogie journalists, 

to try something new.
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But Arthur Sulzberger Jr., 
chairman and publisher of the New York Times, 
a brand that continues to be defined by its print product, 
warns us: 
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“If we’re going to define ourselves by our history, 
then we deserve to go out of business. 
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“Newspapers cannot be defined by the second word: paper. They’ve got to be defined by the first: news. 
All of us have to become agnostic 
as to the method of distribution. 
We’ve got to be as powerful online, 
as powerful in TV and in broadcasting 
as we are powerful in newsprint.”
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Remember one of my earlier questions: 
If convergence makes so much sense, 
what’s taking so long for it to happen? 

Let me quote Kerry Northrup, Technology Editor 
and Director of the IFRA Center for Advance News Operations 
at the University of South Carolina, 
on this question:

Slide #31

"It seems a clear trend that increased automation 

of content handling will be a high priority 

for future newsrooms and news publishing systems. 

Only automation and/or outsourcing of journalistic activities 
will enable publishers to transition 
to the multiple-media news industry 
without prohibitively expensive staff expansions. 
The upside of this trend is that 
it will allow and encourage newsrooms to devote 
the bulk of their journalistic resources 
to dealing with their most significant news content,

that which will most differentiate the news organizations 
from their competitors. 
Today, by contrast, it is too common that 
there are more people in a newsroom processing news content than there are people creating it."

That’s where we journalists need help 
from you information technology experts!

In Northrup’s newsroom of the future:

· Editors would co-ordinate news gathering and dissemination through a wide variety of print and electronic media.

· Editors would oversee staff and "e-lancers," coordinating coverage with the help of a central "newsmap" that graphically indicates story status and sources. We saw something like this recently in another recent American movie, “Minority Report,” starring Tom Cruise.

· Editors then send out information alerts to mobile telephones and hand-held devices.

This collective scenario is decidedly futuristic, 
but all the concepts and technology are viable today. 
And in practice, 
parts of this scenario are being acted out in newsrooms today.

As I mentioned earlier, 
these changes are being externally driven by consumers, 
not internally driven by journalists, editors and publishers. 

Adds Northrup:

"It is important for those of us in the news industry 
to understand that convergence is being imposed on us 
by our clients and our marketplace:
contemporary news and information consumers. 
They already live and work in multiple media. 
They surround themselves with a mix 
of print, broadcast, online and wireless sources, 
readily shifting from one to another 
to satisfy their expanding need to know 
what, when and how they want. 
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"No single format is enough. 
They will not be limited. 
And as ever more capable communications tools 
come available, 
these news users 
are increasingly always on and always connected.

"Frankly, the news media are in catch-up mode already, struggling to figure out 
how to serve these consumers 
and how to prosper in this marketplace. 
We have gone through the technology phase, 
realizing that there is more to it 
than just posting a website or sending headlines to handies. 
We are starting to come out of the corporate phase, 
starting to see that simply owning lots of different media 
and ordering the different divisions to cooperate 
does not change anything significantly 
from the consumer's perspective, 
the market's perspective.

"With those misdirections out of the way, 
now we can get serious about the more fundamental changes that are needed in what we do and how we do it: 
Changing from a production industry to a service industry, ceasing to segment news by what's on TV, 
what's in print 
and what's online, 
looking at information as a continuum 
the way contemporary news consumers do."
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News, and the demand for it, 

has evolved into a near seamless continuum today. 
It is no longer about the 10 p.m. newscast 
or the 11:30 p.m. newspaper deadline. 
Information is a continuous act of production, 
and the technology that makes it accessible 
must permit that.

How and where does media convergence work? 
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On the American convergence frontier, 
Florida multimedia news organizations 
have evolved in cities like Sarasota, Tampa and Orlando. 
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Newspapers, limited by deadlines tied to circulation, 
have established 24/7 online news sites 
and have partnered with TV and radio stations. 
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Such ventures involve newspaper journalists reporting on TV, 
or video reporters having their work 
adapted for print publication. 
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The goal can be to enhance each partner’s content, 
or to cut down on cross-media redundancies, 
or to raise the profile of the total media venture.

As a result, 
convergence is not a simple or inexpensive enterprise. 
Media outlets have yet to adequately develop technical systems fully and efficiently suited for managing multimedia content. 
For example, it can cost up to $40,000 
to outfit just one photographer/editor team for multimedia, 
and up to $60,000 for the fixed-camera setup 
a newsroom needs to put its reporters on the air. 
Extensive training is required, too, 
and there can be those cross-media culture clashes 
I mentioned earlier.

Slide #38

Surprisingly, even some younger-generation journalists 
– Andrew Nachison of American Press Institute's 
New Media Center in Reston, Virginia, 
calls them “young fogies” – 
resist the idea of crossing traditional media boundaries.
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More than anything else, 
as I saw as early as 1995 at USA TODAY, 
convergence requires that the media outlet’s leadership 
be totally committed to making convergence work.

It starts at the top.

When it does, we have discovered 
that convergence can work in environments:

· Where there is common ownership or management for the converged media outlets.

· If the media outlets are located in the same building.

· If the technology experts and journalists are effectively communicating with each other.

But there are plenty of obstacles 

that can make the process more difficult:

· IF management has higher or other priorities.

· IF the venture involves a complex partnership between independent companies.

· IF the TV and newspaper newsrooms are in different buildings.
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The rules of convergence are still being written.
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Doug Feaver, executive editor of WashingtonPost.com,

admits that convergence isn’t easy:
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“We haven’t figured it out yet 

as to how to pull all this stuff together. 

But we’re in better shape now than three years ago 

and we’re getting better at it every day.”
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Here are some numbers to consider from Lynn Zoch, 

director of the Centre for Mass Communications Research 

at the University of South Carolina. 

Zoch conducted a world-wide survey that was e-mailed 

to 5,700 newspapers and publishers:
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· 12% have video on their website, but only 3% have their own reporters gather it.

· 20% have audio on their website, but only 9% have their own reporters gather it.

· 12% use both audio and video, and a quarter of those have reporters gather both video and audio content.

· Newspapers whose reporters gather audio or video news generally use the same staff members to collect print and other media content.
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· Newspapers' reporting staffs are still seen by management as primarily print reporters who adapt their work for multiple media.

· However, 65% want a different person for the new multiple media environment, someone with an education in "new media journalism."

Furthermore, a new generation of digital equipment 

is revolutionizing the way news is gathered by organizations 

like CNN’s Asia Pacific, for example. 

But taking advantage of that technical revolution 

requires a new generation of digital reporter. 

That can be accomplished best 

by integrating online and TV operations, 

putting dot.com journalists right alongside their TV counterparts 

to create a fast integration 

-- the new electricity --

of people and ideas.

Let’s talk a moment 

about how media companies can extend their franchises 

-- their brand. 

Beyond direct marketing initiatives, 

Media companies can build 

robust websites and niche publications 

by determining what their community want. 
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Publishers need to understand more 

about connecting readers 

who may not be linked geographically 

but are linked 

by their likes and dislikes, 

by their cultural backgrounds, 

by their mutual beliefs.

Media companies need to recognize this changing playing field, the new competition, 

embrace the new technology, 

seek out and welcome new partners, 

and ensure that no one else can match 

the multiple news-gathering and news-delivering systems 

that they have in place in their communities. 

They have to make sure that no one else can match 

the kind of expertise, 

experience

 and institutional memory 

that it takes to satisfy the most ardent, 

as well as the most casual, 

news consumer.

Most of all, 

they must make sure that strong and relevant content 

remains an absolute necessity 

and continue to invest what is needed to sustain its quality. 

This is where newspapers have an advantage 

over all other competitors. 

If publishers and general managers 

lose their commitment to content, 

they will lose their audience and the war.

A word about a challenge all media companies share. 

We all are dealing with a lack of resources 

— budgets depleted by advertising droughts 

and staffs shrunken by layoffs. 
We recognize we are wedded to our technology, 

for better or for worse. 
We can do as much or as little 
as our publishing systems allow. 
Finding ways to improve our tools 
can help us do more with less.

Just a few weeks ago, 
in an online discussion about the Google search engine, 
Steve Outing of the Poynter Institute in Florida 
pointed out that in grabbing images to create thumbnail photos, Google is capturing, processing and matching the images 

to stories using computer algorithms. 
There's no human being processing them. 
That's the kind of technology 
that could have online journalists doing journalism 
instead of processing content.

Again, if I may, to quote Kerry Northrup of IFRA:

"Tomorrow's newsroom 

has got to be a different place than today's 

if it is to take advantage of new technologies, 

to make the best use of a new generation of journalists, 

to compete in the broadening information marketplace, 

and to serve the public’s expanding and changing need to know.

"A lot of people who are journalists today 

simply cannot be journalists tomorrow. 

They can't grasp the changes 

in how people get and use news and information. 

They won't adapt to thinking in terms of multiple media 

rather than being concerned only about 

their personal area of specialization. 

They are media bigots, for want of a better term, 

insisting past reason that 

print is print, 

broadcast is broadcast, 

Web is Web, 

and never will they mesh.

"The idea of blending formats 

to create a story greater than the sum of its parts 

remains foreign to them. 

Perhaps the kindest and most effective approach 

for an editorial organization to deal with this situation 

is to create new jobs that reflect 

the new requirements, 

the new skills, 

the new compensations, 

the new realities, 

and then let those that will evolve into them, 

and those that won't phase out."
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If you’re still waiting for the 21st century, 

check the calendar. 

It’s already begun. 

Maybe not right here, 

or right now, 

but it is happening all around you. 

You don’t want to be left behind or left out.

I know I don’t. 

And neither did Harry and Sally.

(SHOW FINAL CLIP)
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Thank you for your time and this opportunity to talk to you. 
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