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With the development of the internet, media and its formats have started changing. New online
media formats have enabled more audience participation in the production of media content, and
this has given space for innovation and more co-operative media content production. Oma Olivia is
a concept from Olivia magazine that actively seeks to activate its audiences in content production.

This thesis examines the production patterns and audience participation in Oma Olivia and two
Oma Olivia magazine editions. Through the use of content analysis the thesis examines challenges
posted on the Oma Olivia website for the audiences, and the magazine content produced from these
challenges.

The thesis aims to see where in the production processes are the audiences of Oma Olivia placed
and what do they produce. The thesis also uses political economy as its theoretical framework and
concentrates on examining how the audience produced content can be seen in relation to
commodification and the labor theory of value. Other valuable insights to political economy in this
thesis are provided through the examination of the blindspot debate, and its later digital media
considerations.

The thesis findings from this thesis show that the audiences of the Oma Olivia concept add their
own personal opinions and experiences to the topics provided on the Oma Olivia website, and
through simple means of interaction add a valuable personal layer to the content of the magazine.
The thesis also shows that the Oma Olivia format adds a new pattern to the traditional production
patters in the labour theory of value, and produces content within the traditional production cycle.

Additionally from the findings it is concluded that the value produced in the audience production
may not be measured in economic terms as the process itself does not add direct economical value.
This conclusion raises the need for further research into the value production in these concepts as
well as the production patterns suggested in this thesis.

Key concepts: media, audience, production, digital economy, digital media, political economy
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1. INTRODUCTION

In the early 1990’s the move to a new private and commercial internet (the web 2.0) was complete.
This move towards a more structured and open stage for interaction and flow of information set

ground for online advertising and commercialization of this new communications tool.

The changes in the web 2.0 were significant for its capitalist elements, and although it encompassed
various suspicious and even exploitative features, it also now offered new freedom for anyone to
participate. As the access to the internet grew and became more available to people, the exchange of
ideas and information rapidly increased. Today the internet is one of the biggest communications

tools in the developed countries and the developing countries are quickly catching up.

The internet now offers a freer stage for exchange of ideas and information, and does this on a
global scale. However with these new features of freedom and community the internet has also
become a challenging place with its cultural, social, political and economic relationships. The ever-
growing commercialization of the internet has also made it a complex place for production and
labour. It is now difficult to distinguish where our free time begins and working time ends. The
internet is now a place that combines elements of enjoyable leisure activities with those of

production and labour.

This thesis will conduct content analysis on a new platform from Olivia magazine, Oma Olivia,
where the audiences produce content, which is then used in the Olivia magazine directed to those
audiences. The content analysis will systematically examine the articles in the magazine and the
challenges presented to the audiences on the Oma Olivia website, and will seek to analyse the
production patterns within the Oma Olivia challenges as well as the magazine articles. The
hypothesis for the thesis is that the audiences of Oma Olivia are producing content through the

concept and creating additional value in the production processes of media content. But the
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production of the content is also adding a new production layer in the traditional production cycle

that has been described in its most simple form by the Labour Theory of value.

The analysis will also take into consideration the blindspot debate by Dallas Smythe (1977), and the
later extensions of the debate of the new media formats, to examine if the new media concepts that

have been developed to co-create content with the audiences, still have their blindspots.

2. BACKGROUND OF THE THESIS TOPIC

2.1 OLIVIA MAGAZINE

Olivia Magazine is (mainly) a women’s magazine targeted at thirty something women in Finland.
The publisher of the magazine, Aller (2014) describes the magazine to be aimed at educated 30+
city women, who have to combine complicated issues in their life such as power and attractiveness,
ethical living and materialism, and career and motherhood. The magazine has over 110 000 readers

(KMT, 2014).

The second Oma Olivia was published in January 2013 and the third Oma Olivia magazine was
published in January 2014. The first challenges for the Oma Olivia platform for both magazines
were launched around September and ran over the months prior to the release of the magazine. The
Magazine featured 22 articles based or featuring the content created by the members of Oma Olivia
platform, ranging from direct quotes to full editorial features and cover stories. This study
concentrated on challenges posted on the Oma Olivia website that were linked or generated content

for the magazine content.



2.2 THE OMA OLIVIA CONCEPT

Oma Olivia is an online sourcing platform for a Finnish women’s magazine Olivia, a magazine
owned by Aller Media (Olivia magazine was purchased by Aller media from Bonnier in 2014)
Publishing. The idea for Oma Olivia was developed in 2009 and launched in 2010 as a Federation

of the Finnish Media Industry founded initiative, due to its innovative form in Finland.

Oma Olivia operates on a website that, through active participants, creates content for Olivia
magazine. The platform enables direct involvement in the making of the magazine, and provides the

audiences the possibility to influence its content.

Oma Olivia attracts an average of 5,000 unique weekly visitors, and the magazine itself has a
circulation of 130,000. About 900 users are registered through the platform (Witkin 2013). The
challenges posted on the website are often topic driven and the platform supports various ways to
interact and participate such as commenting, voting, suggesting ideas and even nominating oneself
for activities revolving around topics. The platform is most active during the months before the

magazine, after which some more casual challenges are left open for participants.

The co-creation process is structured, as each story being its own “challenge”. These challenges are
divided into phases following the journalistic process: the challenges start from the ideation stage,
proceed to choosing the story topic, then to refining the angle, choosing the questions for
interviewees, choosing the headline and the hosting journalist customizes the process in each
challenge. Online users participate by doing tasks ranging from submitting story ideas and sharing
experiences related to a story topic. The magazine staff writers have constant dialogue with the
readers. Based on the readers’ input in the previous stage, the journalists build the following phases.

(Aitamurto and Lewis 2012)
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Most challenges posted on the website are one phased, meaning that they are posted once and the
material is collected based on that post. Some challenges however can be multiphased, meaning that
the first post may collect a good amount of material out of which another post can be created based

on the same topic but incorporating some of the Oma Olivia members ideas and suggestions.

The concept of the website is very simple. The members can take part on the challenges, and there
is only a limited ability to comment and socialize with other members. The Oma Olivia does
however arrange offline meetings for the members to interact and come up with more ideas for the

concept, which in itself creates a feeling of belonging and being a part of something.

The members of Oma Olivia website are also offered some concrete incentives to take part in the
challenges, as there are prices ranging from high-end cosmetics to gift cards, that are drawn
between all active members of the Oma Olivia platform. However the incentives are not guaranteed
for participation, and are not considered as direct incentives for the web portal activities in this

research.

The Oma Olivia concept also offers a direct business incentive in the platform for advertisers.
Although the Oma Olivia website does not support direct advertising, advertisers are able to launch
their own "challenges" on the platform which can then be turned into advertorials, meaning they
can be involved in both production and have a presence in the end article (Bartlett 2013). The

Magazine does support advertising and the advertorials are presented there.

2.3 AIMS AND OBJECTIVES OF THE THESIS

In 2014, over 64% of the Finnish population (ages 16-89) were online using the internet in their
everyday lives (Statistics Finland 2014), and with the 1Mbps broadband connection range covering
most of Finland since 2010 this number is rapidly increasing. It is therefore no surprise that

commercial companies in Finland have started to utilize the productive elements of the internet and
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the Finnish online population. The Oma Olivia concept is a unique experiment in the Finnish media
landscape by Aller media (Olivia magazine was purchased by Aller Media from Bonnier in 2014),
and Olivia magazine through online interaction, is able to activate audiences in the production

process of media content.

The topic for this thesis originates from the idea created by Dallas Smythe in 1977. Dallays Smythe
initiated the blindspot debate that argues that audiences, while watching television, are also working
by watching advertising content. The blindspots of media consumption have been analysed in
various forms, but from its original form, this thesis developed into a study about the kind of
audience labour that is generated though concepts designed to activate the audiences in media
content generation. When I first started planning the idea for this thesis, the online co-creation
concepts were only starting to raise their popularity in the media landscape and the Oma Olivia had

just published its first version of the Oma Olivia magazine.

The concept in its simplicity and obvious activation of the audiences started a thought process and
research cycle where the simple starting point of the blindspot debate grew towards the political
economy view of media production and in the end the research ended up at the origins of the
production of products “the labour theory of value”. Once finding this theoretical starting point the
research started moving towards a very simplistic and structured content analysis aspect of the Oma
Olivia concept, as it had been researched through various other qualitative research methods before.
In the beginning of the research I tried to approach this particular thesis topic through interviews
with the Olivia magazine journalists, but as the research started to get too complicated and broad, I

decided to only use content analysis to maintain focus.

This study aims to provide insights to the materials produced in the Oma Olivia concept. The
hypothesis for the thesis is that the audiences of Oma Olivia are producing content through the

concept and creating additional value in the production processes of media content. But the
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production of the content is also adding a new production layer in the traditional production cycle

that has been described in its most simple form by the labour theory of value.

The research seeks answers to the following research questions:

- Where in the media production process does audience production take place in the Oma
Olivia format, if anywhere?

- What do the audiences produce in the concept?

- Are the audiences commodified in the concept?

- How do the audiences produce content in the Oma Olivia media formats?

- How much are the audiences producing from the Oma Olivia Magazine?

3. KEY CONCEPTS

This chapter will aim to define the main topics of this thesis and some of their origins. There will
also be further clarification about the way certain topics are used in this thesis and why some were

not taken into more consideration in this thesis.

3.1 THE DIGITAL ECONOMY AND DIGITAL LABOUR

3.1.1 DIGITAL ECONOMY

Digital economy in this research encompasses the changes in the economy brought on by
technology. The term digital economy originated in the 1990’s and as a term it describes a
formation that intersects on the one hand with the post-modern cultural economy (the media and the
arts) and on the other hand with the information industry (the information and communication

complex) (Scholz 2012). The term digital economy is often used simultaneously with the term “new
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economy”’, but as a phenomenon it is less transient and based on the key features of digitized

information (Terranova 2004).

According to Barbrook (2005), digital economy is characterized by the emergence of new
technologies and new types of workers, whom he defines as digital artisans, and who in this thesis,
are considered as the digital workers. The digital economy is a mixed economy that consists of a
public element, a market-driven element and a gift economy element. Digital economy is about
specific forms of production, but it is also about forms of labour we do not immediately recognize
that have developed in relations to the expansion of the cultural industries, and are part of a process
of economic experimentation with the creation of monetary value out of knowledge/culture/affect

(Terranova 2000).

According to Terranova (2000), the digital economy is the fastest and most visible zone of
production in the late capitalists societies. The production that takes place in the digital economy
however, is forming around the labour that is produced within technologies, such as the internet,
and the patterns of labour and production are changing with the new means of these technologies.
The role of continuous, creative, innovative labour as the ground of market value is crucial to the
digital economy (Terranova 2000). In general technologies such as the Internet that support and

created the digital economy rely heavily on labour and are therefore extremely labour intensive.

3.1.2 DIGITAL LABOUR

According to Lunenfeld (2009), the capacity of the electronic computer to encode a vast variety of
information digitally that has given it such a central place in contemporary culture. The modern
technology, especially the computer and the internet, have started to generate new forms and
channels for communication. These communication methods enable interaction and exchange of

information, but in exchange they also enable feedback and content production.
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The changes in the economy, society and technology have started shifting the form of labour and
where it is produced from its industrial roots. Various companies are shifting operations to countries
where labour is cheaper, and this is making workers work harder and longer for their wages while
being constantly under the threat of redundancies. In the midst of these changes, companies have
had to begin to rely heavily on new forms of “free labour”, brought on by technological advances

and produced by the masses that use these technologies.

In short, Digital Labour asks whether life on the Internet is mostly work or play. People tweet, tag
photos, link, review books, comment on blogs, remix media, and upload videos to create much of
the content that makes up the web. And large corporations profit on our online activity by tracking

our interests, affiliations, and habits and then collecting and selling the data (Scholz 2012).

“Crowd sourcing” is a term that is describes an activity similar to what we consider digital labour to
be. What is different, however, is how crowd sourcing is perceived and how it actually is defined.
Crowd sourcing can be considered to be more open in its practical use. Ahlgren et al, (2011) define
crowd sourcing as an internal task of a company that is given to an external group to perform. They
consider that this is phenomena is especially rooted in the development of the internet. In order to
decrease labour costs, some tasks can be transferred to hobbyists, part-timers and dabblers through

crowd sourcing (Hove 2006).

Digital labour is one of the concepts that originated from the free labour created in the media, or
while following media content. The definition of digital labour varies and can be extremely broad
or narrow. Cohen (2008) considers that the digital labour depends on the audience producing the
content, while Bermejo considers the other end of this spectrum, by including various other
activities as labour, such as clicking and typing, and argues that we are witnessing a process of
appropriation - commercialization or commodification — of interactivity (Bermejo 2009). This

thesis will agree with Bermejo’s definition of digital labour. Although the new free labour can be
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considered to be something as substantial as user generated content, this definition does not take

into account the various other aspects of the internet that create a whole array of utilizable content.

As an economic pattern, digital labour is considered development and a technological innovation
that may create confusion information for the consumer and can go unnoticed. For example while
sites like Facebook offer participants entertainment and a way to socialize, the social relations
present on these sites can obscure economic relations that reflect larger patterns of capitalist
development in the digital age (Cohen 2008). Therefore digital labour can be considered something

hidden or something the audiences do not actively understand or think about.

Digital labour is heavily reliant on technology. As one of the main ways to harvest digital labour,
technology offers a platform for production, and a way to gain more attention from people. Internet
is one of the places where digital labour manifests itself. The internet with its interactive and
entertaining features has made production and participation in these labour-like activities feel like
fun, which eliminates the feeling of exploitation and work. Digital labour then consists of the very
things that people do during their time off. It is the fun-like activities and social networking online

that in this thesis can be considered as digital labour.

3.2 THE MEDIA

The concept of media in this thesis is central, as it is the basis for understanding the online media
formats as well as the audiences of the media. In its most simple form, the Oxford Dictionary
defines the media as the main means of mass communication (2012). The term “media” in itself
derives from being in the middle of something (Ridell, 2012), but for this research, media must be

analyzed for the phenomena of media themselves and not just what they contain (van Loon 2008).

According to van Loon (2008), when exploring the consequences of media technological

innovations we always have to pay particular attention to the entire social, economic, political and
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cultural formation within which such media technology systems operate. For this study, the media
will be considered as an environment in itself, which is why its own environmental factors pay such
high regard to its definition. The way economic, social, political and cultural relations affect the
formation of the researched media formats is vital in understanding the relations formed in the

labour production processes.

Due to the interaction and content produced by the audiences in the media, media can be considered
as somewhat of a platform, where communication circulates from sender to receiver and back, and
both parties interact with each other, but it is also vital to understand that media cannot be
considered to be just a tool, but a vital part of the production process of content and labour, and it
ties into the researched topic closely. This definition is also supported by McLuhan, who considers
that talk of “cyberspace” has brought new attention to the idea that media research should focus less
on the message and more on communication technologies as types of social environments

(Meyrowitz 1999).

Given the ambiguity of media today, it is a focus on technology-as-form that enables us to
understand mediation as incorporating a vast range of different practices (van Loon 2008). In short
media can be defined as an environment, but also a factor in the content production process. It
offers variation and a way to interact and communicate, but also affects the social, economic and

cultural relations given to the digital labour produced within it.

3.3 THE AUDIENCE

The term used for the consumer and creator of free labour in this study is fundamental, as it is
exactly the shift from passive viewing to active producing that signifies the labour in this research.

From the original “Blindspot debate” to the new conversations about audience production, the terms
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have been thrown around simultaneously, which is why it is important to be clear as to what the

producers of content are considered as.

As Mark Deuze (2008) argues, “considering the gradual shift towards co-creative media work and a
corresponding industry-wide framing of the audience as collabourators or otherwise ‘active’
publics, the key issues moderating such corporate appropriation of participatory culture are notions
of transparency (of all parties involved) and control (over all communications)”. From this, it
becomes clear that participatory culture, and digital culture as a whole have become subject to

considerable scrutiny

The concept of an audience was originally developed for commercial segmentation purposes, and
has been widely debated for its complex nature. According to Allor, the concept of the audience is
the underpinning prop for the analysis of the social impact of mass communication in general
(1988). In this research the audiences are in a vital role when analyzing the further impact of
content produced in given online media formats. However, the nature of the research brings forth a
question of whether the term audience is the correct concept for the creators of content in the
researched media formats. Is an audience a correct term for active interaction online, or should the

term “user” be taken into account in this instance?

One of the most debated issues in the audience concept is whether audiences are active or passive in
the consumption of media products. Many scholars have contested this issue and the active vs.
passive debate has grown in its importance with the further developments in media. It is obvious
that although this issue can be debated, Smythe considered the audiences to be active viewers of
media formats, who consume and actively interpret media content. In this research especially,
audiences will be considered as active participants in their use of the researched media formats,

who interpret but also amend and create further content.

Newhagen (1998) noted that traditional concepts of ‘audience’ become virtually irrelevant in the
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context of the Internet. Rather, the individual user comes forward to a conceptual center stage. The
interactive and digital nature of computer-mediated communication results in several new tensions
in the author-text-audience relationship, predominantly through blurring the line between author
and audience, and eroding older technological, policy and conventional models for the ‘control’ of

the text, its narrative sequencing and its distribution (Cover 2006).

The concept of an audience is often said to have lost its potency in describing the new media
viewers and producers, but for this research it still claims a valid place in the production process.
Although the producers of media content on the researched platforms are interactive in their media
use, they are also mainly the people that the media companies target their content towards, it can be
argued that the term “audience” is more accurate for this research as also Dallas Smythe considered

the digital labour to consists of the actual audiences of those media.

4. THEORETICAL FRAMEWORK

According to Mosco (2010), political economy research has three main starting points:
commodification, spatialization and structuarization. For this research the starting point for the
theoretical framework and understanding is commodification and the study will especially examine
the way that commodification of audiences in the Oma Olivia concept, is changing the production

processes of the media content.

Commodification is a process where use value is transformed into marketable exchange value. In
this study the use value is the content audiences produce while using the Oma Olivia website and
exchange value is the form it takes in the commercial publication of Oma Olivia. In
commodification, the products that are valued for their ability to meet individual and social needs
are turned into products that are valued for what their price is on the market. In economic terms

there are three types of commodities: primary commodities (e.g., wheat), intermediate products
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(e.g., flour), and end products (e.g., bread). In economic terms, the audiences of the mass media are
intermediate products. Like other factors of production, they are consumed in producing, i.e.,
selling, the end product; their production and use by the advertiser is a marketing cost (Smythe
1981). In the Oma Olivia concept, however, the audiences break their traditional form and role in
commodification. Commodification of audiences is not a new concept, but has become more
common with the rise of the internet. Through the use of the internet, commodification of the
audiences, and their social and creative activities online, can be approached and utilized with more

structured methods.

The use of media formats like Oma Olivia highligts methods like these, which have been created to
further the willingness of the audiences to improve and create content for their selves. Online media
formats like Oma Olivia display a change in more traditional media formats like magazines, where
the media aims to further the production process and include the audiences they serve, as part of the
producers of the content. As an idea this provides a very interesting circle, where the audience can
be considered as the recipient of the media messages, but also as the creator of the messages

themselves.

4.1 CLASSICAL POLITICAL ECONOMY

The towering figures of early political economy forged a new way of thinking systematically about
economic affairs in the late seventeenth and early eighteenth centuries with little more than the
writings of business people and moral philosophers to guide them. Every one, from Karl Marx, who
created the term ‘‘classical political economy,’’ to modern-day conservatives, recognizes the

enormous intellectual achievement of these early economists (Perelman 2000).

The classical view of political economy was rooted in the very early analysis of economy in the 18"

century and is derived from three immediate traditions that derive ideas from self-interest, private
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property and the labour theory of value (Mosco 2009). Adam Smith, the pioneer of classical
political economy developed the first ideas of classical political economy in his The Wealth of
Nations. In these writings (1776) he states: “Labour was the first price, the original purchase -
money that was paid for all things. It was not by gold or by silver, but by labour, that all wealth of
the world was originally purchased.” For Smith the aim of economics was to provide his audience
with a psychologically convincing understanding of their economic experience and a satisfying

account of the relation of their efforts to the system of social economy (Foley 1997).

Although rooted in the very beginning of the capitalist world, classical political economy highlights
many effects from the economy that still relate to our modern society, and offer a valuable view
into the research topic of this study. The view of classical political economy provides enough
historical insight and an evolved view into the economy today to highlight the advances that the
production process has taken. The classical political economy view also offers a valuable insight to
the production process of media content, which has developed from the labour theory of value. This

will be introduced in the following chapters of the research.

4.1.1 CRITIQUE OF CLASSICAL POLITICAL ECONOMY

Although valuable, the classical political economy has been criticized for its approach to the
“waged” economy and for its capitalist involvement. The texts used are often taken at face value by
their readers, and therefore objectivity in regards to these ideas is necessary. Classical political
economy has been criticized for emphasizing the influence of economic structures over production,
distribution and consumption of content and their effects on politics and ideology (Mosco 2009). A
notable critique of political economy, especially classical political economy, came from Utopian
and Marxian socialists, who developed critique based on the struggle for democracy and the overall

inequality of the theoretical backdrop. Significant to this research is to address the Marxist
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assumption about the exploitative nature of the capitalist system. According to this idea, the
production process creates significant amounts of surplus value, which leaves the labour in an

unfair position in the process.

The notion of this Marxist idea is significant to this research, as some considerations in the next
chapter will lean towards Marxist ideology. The study will, however, aim to maintain a neutral
approach to the surplus creation process, which is why classical political economy was chosen to
support the research. According to classical political economist such as Adam Smith, this unfair
relationship or conflict for capitalism is a self-evident and nature-imposed necessity. The reason for
a neutral approach is the high concentration of new relationships and the establishment of new

motivators for labour, which may not be capitalist in their nature at all.

4.2 LABOUR THEORY OF VALUE

Labour theory of value is a part of the very early thoughts of classical political economy, for this
research it highlights the basic ideas behind digital labour. The theory in its simplicity considers
that the value of a product depends upon the labour that has produced it. Its emergence in the late
18" and early 19" centuries as a coherent basis for economic analysis grounded the penetrating and
fertile development of classical political economy which found its peaks in he work of Adam Smith

and David Ricardo, and the equally fertile critique of Karl Marx (Foley 1998).

The production process from the capital point of view starts by purchasing the labour power and the
production resources. The end product that is produced is then sold on to the consumers of the
product, usually for more than the production costs. The additional capital gained is called surplus
value, which may be invested further. In essence, capital is value that expands through processes of

production and exchange (Mosco 2010). However, the production process here includes an essential
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set of social relations that connect capital to the commodity labour in a struggle for control (Mosco

2010).

Producer of product

Purchase
v

Labour power and resources

Production
v

Producer/product

Sale

L 4
End user/consumer

v

Capital/surplus value

‘For Smith, the primary function of the labour theory of value was to locate the source of wealth in
the productive activity of the population. Masterful pedagogue that he was, Smith bolstered this
vision with parables like the exchange of beaver for deer in the primeval forest in which the link
between labour time and the production of wealth is transparent. He also asserted that the
discomfort and tedium of productive effort was the fundamental price humanity had to pay for

meeting its imperious bodily needs (Foley 1997).

For Smith, the labour theory of value is a return to fundamental realities of human existence, a way
of redirecting the attention of his audience from ways to take already produced wealth away from

others through interest or rent, toward projects for creating wealth through the organization of
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productive labour (Foley 1997).

However Ricardo (1817) raised criticism, writing that Smith's account of natural price as the adding
up of natural levels of wages, profit and rents is inconsistent with the labour theory of value itself.
This observation leads, Ricardo to the elaboration of the labour theory of value as a logically
consistent framework for the analysis of the distribution of the value of the product between wages,
profit and rent. For Ricardo, the labour theory of value provides the crucial image of the
determinate totality of economic value production, which then allows for the rigorous deductive

analysis of its division into functionally relevant parts (Foley 1997).

The idea behind the labour theory of value, leads us to examine how production of value and
commodities works and how value is asserted in this process. Can we consider that the labour used
to produce the commodities in concepts like Oma Olivia would fit into traditional production
models like this? And what kind of value does the production process actually generate? In the next
chapter the study will analyse the concept of “free labour” and how that value of this kind of labour

has then been seen in media consumption and production.

4.3 DALLAS SMYTHE AND THE BLINDSPOT DEBATE

“Digital labour”, a feature of the cultural economy at large is an unacknowledged source of value in
the capitalist societies (Terranova 2004). The internet offers a channel which through “human
intelligence” renews its capacity to produce (Terranova 2004) and while the Internet is vastly

becoming one of the most popular networks for people, the digital media use is also expanding.

Two scholars supporting the view of audience commodification within political economy are
Nicholas Garnham and Dallas Smythe. Dallas Smythe was a founding figure in the establishment of

the Political Economy of Communications and taught the first course in the field (Mosco 2009)
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Granham (1979) considered that media as an economic entity has a direct economic role as creator
of surplus value through commodity production and exchange, and an indirect role, through

advertising, in the creation of surplus value within other sectors of commodity production.

In 1977, Smythe took Garnham’s idea further by suggesting that the audience was the main
commodity in his “blindspot debate”. The debate focuses on the economic dimension of media
industries in capitalism and points to audiences as the main commodity manufactured by these
industries (Bermejo 2007). Smythe’s blindspot debate considers that media audiences work during
their free time, consuming advertising in the midst of their media viewing. The media and their
consumption then turns the audiences into a commodity, which is sold onto advertisers. In Smythe’s
opinion, the viewers are getting a “free lunch” in return, in the form of information, entertainment
or education. In short, the production process then makes the audience labour for free as a

commodity.

Smythe’s blindspot debate made a central contribution, which brought together a triad that linked
the media companies, audiences and advertisers in a set of reciprocal relationships (Mosco 2010).
This debate was then discussed and argued by many scholars, and new media has amplified the

elements of Smythe’s argument according to Shimpach (2005).

4.3.1 BLINDSPOTS OF NEW MEDIA

As Caraway (2011) states in his research, we should exercise caution in building upon the audience
commodity theory, as it tends to overstate the realization of the unacknowledged and voluntary
efforts of internet users at cooptation. The harnessing of free labour to the logic of accumulation is a
contingent, contradictory and contested process. While considering the relevance of the blindspot
debate in the light of new media formats, there are various scholarly considerations that should be

pointed out to clarify and specify the approach used in this research.
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It is true, that Smythe's debate was lacking in some very substantial considerations for this research.
The main ones being, the way the audience as a commodity fits into the capitalist production pattern
and to whom do these audiences labor for. Scholars such as Livant and Jhally (1986) argued, that
the audience does actually work for the mass media, instead of the advertisers and that the

advertising revenue was merely the surplus value of the process.

In a later contribution to the debate, Jhally and Livant (1986) tried to refine Smythe’s approach to
the issue of audience labour and place it within the process of communication rather than the
process of consumption of goods. In their opinion, the audience works at watching ‘extra’, that is, at
watching what it actually does not want to watch — the commercials. It is this ‘watching power’ that

is appropriated by the media and sold to advertisers (Bermejo 2009).

Another issue in the original blindspot debate was the activity of the audience. As the original
debate was based on television viewing, it is only natural that new media and their interactive
nature have changed the activities performed by the audiences. Van Dijck (2009) argues that the
role of audiences has been expanded to include not just the consumption of goods and services, but
also the production of content and the generation of personal information for use in aggregated
marketing data. Yet Van Dijck also argues that the implied juxtaposition of passive audiences with
active audiences is a historical fallacy as there is remarkable continuity in the economics of old and
new media. Bermejo also included various other activities as labour, such as clicking and typing
and in this sense, argues that we are witnessing a process of appropriation - commercialization or

commoditization — of interactivity (Bermejo 2009).

Cohen (2008) then considered that digital labour depends on the audiences producing the content.

As an economic pattern, digital labour is considered to be development and a technological
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innovation, which for the consumer creates confusing information that often goes unnoticed. For
example while sites like Facebook offer participants entertainment and a way to socialize, the social
relations present on these sites can obscure economic relations that reflect larger patterns of
capitalist development in the digital age (Cohen 2008). While sites like Facebook offer participants
entertainment and a way to socialize, the social relations present on these sites can obscure
economic relations that reflect larger patterns of capitalist development in the digital age (Cohen

2008).

Adam Arvidsson (2011) formulated a critique of the digital labour hypothesis and of Smythe’s
audience commodity approach. According to him, the labour theory of value only holds if labour
has a price, if it has been transformed into a commodity that can in some way be bought and sold on
a market. It is clear already at this point that it is difficult to apply the labour theory of value to

productive practices that do not have a given price, and unfold outside of the wage relations.

The circumstance that digital labour has no price and that it becomes impossible to distinguish
productive time from unproductive time, would make it difficult to sustain, as Arvidsson (2006),
Fuchs (2009), and Cote and Phybus (2007) have done, that the Marxist concept of ‘exploitation’
would apply to processes of customer co-production. But since ‘free labour’ is free, it has no price,
and cannot, consequently, be a source of value (Arvidsson 2011). Arvidsson’s conclusion is that

digital labour is not exploited because it has no price (i.e. it is un- paid).

Further in this thesis I will examine the wage of audience labor. Just like Arvidssons critique, it
becomes clear that the role of the audiences in digital labor, and this thesis research, generates more
questions, when discussing monetary value of their labor. However, the fact that audience labor
cannot be directly valued in money, does not diminish the fact that the audiences generate a product

of value, and the wage, or more importantly their motivators, should be researched further.
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All of these considerations raise valid points for this research and showcase how the production of
labour in new media formats like Oma Olivia can formulate new ways to approach media content
production and its value generation. The commodification of the audiences and value creation in a
production process like Oma Olivia establishes new social relations and therefore will have to be

analyzed against the ideas presented in this chapter.

4.4 CIRCUIT OF CULTURE

The circuit of culture consists of five moments in a process—regulation, production, consumption,
representation, and identity —that work in concert to provide a shared cultural space in which

meaning is created, shaped, modified, and recreated (Curtin & Gaither 2007). The circuit of culture
is discussed in this chapter as it provides understanding to the way the shared cultural space affects

the production of media content.

The moment of regulation comprises controls on cultural activity, ranging from formal and legal
controls. The moment of production outlines the process by which creators of cultural products
imbue them with meaning, a process often called encoding. Representation is the form an object
takes and the meanings encoded in that form. Remember that meaning isn’t inherent in the object
itself but is socially constructed. Producers of content encode meaning into a cultural artefact, often
with a specific target audience in mind. They hope to convey a certain meaning through all aspects
of how they present the artefact. The content, the format, and even the method of distribution

communicate an intended meaning (Curtin & Gaither 2007).

Failures are often attributable to meanings that arise during the moment of consumption, when
messages are decoded by audiences. Consumers, more commonly spoken of as target publics in
public relations, or as audiences in this research, bring their own semantic networks of meaning to

any communicative exchange. They are active creators of meaning, putting issues and products to
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use in their everyday lives in their own ways. The creators of the circuit of culture note that

although production provides a series of possibilities, they can become actualized only in and

through consumption (du Gay et al., 1997).

Consumption itself becomes a form of production as new meanings accrue to an artefact as a

consequence of use. Identities are meanings that accrue to all social networks, from nations to

organizations to publics.

regulation

consumption representation

A

production “ T identity

Above illustration from du Gay et al., (1997).

1. Representation: how signs are used to present a meaningful concept (e.g. advertisement)

2. Production: how does the product come to be/how is it made

3. Consumption: how this product is used, what meaning people give to it when they use it, what

kind of social context it is used. Often consumption happens in very different contexts

4. Identity: once meaning is constructed, how is the product used to construct individual/group

identity. Often created through the assertion of sameness and difference. Also reproduced through

systems of representation.
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5. Regulation: not just government (e.g. censorship). To do with the norms and values of society.

Influences how the products come to exist in society.

(du Gay et al., 1997),

The idea of the circuit of culture is important to highlight in this research as it entails some of the
very basic ideas that can be seen in the Oma Olivia concept. The production process in the concept
is especially ideal for encoding cultural meaning in the product and clearly highlighted in the case
studies. However the circuit of culture will not be central to the analysis of the study, mainly since
the central analysis will be formed around the economic patterns and processes of production and
the content itself and its cultural value and meaning will not be thoroughly analysed in this research
in order to gain further focus for the topic in hand. This view would, however present an interesting

topic for further research in the Oma Olivia concept.

4.5 HOW THEORY IS APPLIED TO RESEARCH AND CASE STUDIES

In this study, political economy will be used as the main theoretical framework. To highlight and
specify the way production, labour and commodification processes work in the chosen case studies,
the blindpost debate alongside with the labour theory of value and the theoretical understanding of
the production of commodities will be used in the analysis. Each will provide understanding of the
processes in a historical context and highlight the changes that can be seen in the modern media

format and value creation.

What the political economy theory provides here is a starting point with the production pattern and
the labour theory of value. If the traditional form of production is that the producer of an end
product pays for labour of said product, which is then sold for more than its production costs, in the
case study this should be recreated in another form. In the examined case study, according to the

changes made to the blindspot thesis by Livant and Jhally (1986), the producer of the product is the
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media company. In the case studies the audiences, who produce media content in their free time,
then create the labour and this product is then packaged and sold onto audiences as well as
advertisers. What is very different from the original production pattern is that the labourer of the
product here is often the same as the consumer of the product, and although there is capital in the
later phases of the production process, the motivator or the incentive for labour is not actually a
specified wage. Value of the product and what generates this value also changes in the production

process like this.

Through the theoretical understanding of the traditional production process and capitalism, the
research will examine the changes in the production pattern, from the different production phases to
the motivators of such free labour. The study will also use the theoretical understanding to see if
tasks that feel like fun (Scholz 2012) are truly enough to motivate people to work for free, or if

there are more incentives behind the process.

5. METHODOLOGY

5.1 CONSTRUCTING THE RESEARCH FRAMEWORK

In order to fully highlight how the media content is produced and where the audiences are placed in
the production processes, there has to be understanding of the media content itself. Therefore this
research had to look into the content that audiences provide, and what is made out of it, in the Oma
Olivia magazine. Content analysis in this research was conducted through a framework of
categories, which were represented in a analysis form. This form was filled in for each text within
the sample and the findings were analysed against the theoretical framework defined in the earlier

chapters of the thesis.
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The categories for the content analysis form were gathered after an initial review of the materials on
the Oma Olivia web portal, as well as in the Oma Olivia magazine. From the web portal, only
challenges were reviewed, and in the magazine all related pieces/articles were assessed. As all of
the materials found from the magazine were not full articles, a term “piece” will be used to describe
all of the found materials. From the initial review of the material, a content analysis form was
created, which can be found in Appendix 1. The analysis will aim to gather findings that can
correspond with the research aims and objectives and provide data to support or eliminate the

hypothesis of the research.

5.1.1 CONTENT ANALYSIS

The trademark of cultural studies, both in its classic and contemporary forms, has been the analysis
of texts or discourses, to the point that the paradigm has been accused of a tendency to reduce all
social phenomena into texts (Ferguson & Golding, 1997). Analyzing texts or discourses from
multiple points of view, in order to tease out the social contradictions and contestations embedded

in it is one of the trademarks of cultural studies (Saukko 2004).

Content analysis is a systematic technique for coding symbolic content (text, images, etc.) found in
communication, especially structural features (e.g., message length, distribution of certain text or
image components) and semantic themes (Bauer, 2000). It can be a useful technique for allowing us
to discover and describe the focus of individual, group, institutional, or social attention (Weber,
1990). Content analysis provides the ability to interpret quantitative findings further and can help
generate reliable and replicable data. Prior to the 1950°s, content analysis was considered as a
highly quantitative research method, used to count specific themes within materials of different
nature. As the method begun to gain more popularity within media research and communication
research, it started to develop a more qualitative aspect and is now used to support studies of a more

“qualitative' nature as well (Stokes, 2003).



26
Qualitative content analysis defines itself within this framework as an approach of empirical,
methodological controlled analysis of texts within their context of communication, following

content analytical rules and step-by-step models, without rash quantification (Mayring 2000).

Weber (1990) notes: "To make valid inferences from the text, it is important that the classification
procedure be reliable in the sense of being consistent: Different people should code the same text in
the same way" As Weber further notes, "reliability problems usually grow out of the ambiguity of
word meanings, category definitions, or other coding rules" Yet, it is important to recognize that the
people who have developed the coding scheme have often been working so closely on the project
that they have established shared and hidden meanings of the coding. The obvious result is that the
reliability coefficient they report is artificially inflated (Krippendorff, 1980). In order to avoid this,
one of the most critical steps in content analysis involves developing a set of explicit recording
instructions. These instructions then allow outside coders to be trained until reliability requirements
are met. Content analysis is praised for its systematic approach to research, but the very reason it is

considered a strong method also makes it a difficult method to use (Stokes 2003).

5.1.2 WHY CONTENT ANALYSIS?

For this research content analysis was chosen for a very specific reason. The Oma Olivia concept,
as a pioneer of such concepts has been widely researched. The previous research on this topic has
largely concentrated on the audiences of the concept, or the action of crowd funding and activating
the audiences in general. This research will aim to research the production patterns of such concept,
and the aim is to maintain an outsider view of the process. Therefore a systematic analysis method

to the actual materials produced will be important for this particular research.

Content analysis represents a formal approach to qualitative data analysis (Collins & Hussey 2003).
Its origins are in the early communications research, and it is still used widely to research media

texts, news and advertisements.
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Initially, due to the nature of the concept, content analysis was not a clear choice of method for this
research. In very early research planning, a mix of qualitative and quantitative methods was
considered. Interviews were a very strong candidate for the early stages of the research, but they did
not support the content analysis to the extend that was needed, and steered the focus away from the
topic of the research. In the end, to maintain the focus for the research, a study of the texts and
content was chosen. Content analysis was selected for the research as it can provide both

quantitative findings as well as qualitative analysis of the nature and message of the texts.

Content analysis is a qualitative research method, but also supports quantitative research to some
extent. For this particular research, the qualitative findings will be analysed against the chosen
theoretical frameworks, and quantitative analysis will be utilized to find possible patterns from the

use of the texts within the magazine.

Content analysis also provides more flexibility and space for interpretation within the analysis.
According to Stokes (2003), although content analysis gives you evidence to support an argument,
it does not provide you with an argument in itself; it is up to you to make sure that the powerfully
persuasive description which content analysis provides is an adequate test of your hypothesis.
Content analysis gives the researcher a tool to find the patterns themselves as long as a strong

framework is created for the study.

Content analysis is a systematic method of research. It provides the researcher the tools to create a
framework for the study, but also provides the possibility to change and amend the framework
according to the findings during the research process. It is the diagnostic tool of qualitative
researchers, which they use when faced with a mass of open-ended material to make sense of

(Mostyn 1985).

The challenge for the research method in this study is that it may rely too much on the framework

that is created for it. The framework for the study corresponds to the material of the studied issues



28
of Oma Olivia magazine. If repeated on a new issue of the magazine, the framework would not be

as effective.

5.2 HOW WILL THE RESEARCH BE CONDUCTED?

As a multiphased process, The Oma Olivia concept raised an interesting challenge in this research.
While the articles/pieces in the Oma Olivia magazines were relatively straight forward, they still
had to be analysed against their corresponding challenges on the website in order to gain best
insight to the way the audiences are interacting within the texts. In this research, these challenges
required a combined content analysis that addresses both the website challenges and the magazine

content, while still maintaining emphasis on the magazine content.

The first steps of the analysis were to identify and separate the unit of analysis, the Oma Olivia
pieces, form the entire magazine and also the corresponding challenges from the website. This was
first done on the last (third) version of the Oma Olivia magazine (January 2014). From the
magazine a total of nine pieces were found that corresponded to challenges posted on the Oma

Olivia website.

To ensure that the analysis form (see Appendix 1), created to research the available data, was
comprehensive enough, a test was conducted on one of the articles. This test showed that there was
some additional information within the articles that had to be added to the form, so the form went

through a round of changes that were added before the final analysis.

5.2.1 CONTENT ANALYSIS FORM

After the initial test analysis was performed on one of the articles from the third Oma Olivia

magazine, the analysis form was reconstructed to better highlight larger categories in the articles
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and challenges and also some aspects of the Oma Olivia concept that were not fully taken into

consideration at first.

The first change to the analysis form was to divide it into four main categories. The first category
highlighted the background and specifics of the pieces/articles. This category consisted of topics
related to the placement and size of the article and weather it was featured on the cover of the
magazine or not. This category was significant for the research as it highlighted, how much of the
content in the magazine was produced in the Oma Olivia web portal, and what types of pieces were

actually found from the magazine.

The second category concentrated on the Oma Olivia concept. It consisted from topics that
specified how the content was produced on the Oma Olivia website, how many stages there were
and what kind they were. A section about the Oma Olivia stamp and concept description was added
to this category after the initial test, to better highlight how the audience produced content is

described in the magazine, if at all.

The third category of the form was created to define what kind of audience involvement or content
was in the articles, and how involved the audiences could be seen to be in the articles/pieces. The
fourth category was created to highlight the advertising related pieces/articles, and how they were

structured in the magazine.

To ensure that the analysis form was valid and comprehensible, a colleague conducted the same
research test on one of the Oma Olivia pieces, and based on the findings of this test the form was
finalised. Once the form for the analysis was complete, each Oma Olivia piece within the magazine
was analysed according to it. From these forms, the quantitative data was counted and numerical
interpretations were created. Qualitative data was collected through open-ended questions in the

form and will be better explained within the analysis section of the study.



30
This division of the categories made the analysis of the content a lot easier and structured, but also
fragmented the findings a bit. Due to the structure of the form, it was difficult for the researcher to
identify and link findings during the analysis. It required a more statistic overview of the findings to
better attach meaning between these categories and understand the connection of some pieces and

articles.

5.3 SAMPLE AND LIMITING THE STUDY

The sample for this study consisted of the pieces from the magazine and the challenges posted on
the Oma Olivia website. The research gathered all corresponding and released challenges from the
Oma Olivia website and matched them against articles in the magazine. All related materials were
collected for the analysis from the January 2013 and January 2014 issues of Olivia magazine as the

unit of this analysis*. '

This study was limited to only include the frameworks of the challenges in the Oma Olivia web
portal and concentrate on the actual Oma Olivia content within the magazine. This way the research
was able to address how the audiences participated in the content making, while also studying how

the content was further utilized in the media texts.

Because of these limitations, the study will not look into the raw material produced by the
audiences on the Oma Olivia web portal. This may affect some of the findings of the study, as they

will only be able to take into consideration the end product of the audiences content.

Another limitation within this study is that it will exclude the material from the Oma Olivia

magazine, that does not feature Oma Olivia web portal content. While the magazine also features

1* As the research was conducted, the latest issue of Oma Olivia magazine was published.
The January 2015 issue will not be a part of this thesis, but it is valuable to note, that the
latest issue no longer identifies the articles created by Oma Olivia audiences with Oma
Olivia stamps or other identifiers. This would have significantly changed how the research
was conducted.
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editorially produced media texts, these will not be included in the study to maintain the focus for

the study. This should not affect the research or create inconsistencies in the analysis.

After the initial limiting of the study, a sample was gathered from the Oma Olivia Magazines from
January 2013 and 2014. The sample included all texts within the Oma Olivia Magazine that
featured Oma Olivia web portal produced content. The sample also included all advertising that had

Oma Olivia related content within them.

5.4 SAMPLE OF THESIS

5.4.1 WHY OMA OLIVIA

The Oma Olivia concept was chosen for this study because it is the first of its kind in the Finnish
magazine publishing industry, and has acted as the example for various similar digital sourcing
platforms. Oma Olivia has shown development over the years and reached a certain stage of
maturity that enables better research results and a large enough sample. The magazine form of the

Oma Olivia content is well presented and clear research can be conducted on the content.

Olivia magazine is a magazine aimed at thirty something women in particular. This is an age group
defined by the shift in media formats. According to Herkman and Viinikka (2012), there is an age
group that can be defined as the generation of newspapers and television, and a younger generation,
that can be seen as the internet generation. The thirty something year olds can be considered as an
age group that has lived through the shift from the newspaper and television generation into the
internet generation, and, according to Matikainen (2011), are increasingly defined through media

and communications technology.

In Finland over 59% of people are reading digital forms of magazines and newspapers (Kansallinen

Mediatutkimus KMT 2013), and the shift to more digital forms of publishing has been rapid over
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the past few years. Oma Olivia, however, has started a new trend in online activation of its
audiences and begun to activate them in the content making instead of readerships. How these
members are producing content and how the content they produce affect the magazine production

patterns, is what this thesis aims to discover.

6. FINDINGS

6.1. OVERALL FINDINGS OMA OLIVIA MAGAZINES 2 AND 3

The two magazines (January 2013 and January 2014) analysed in this research both provided a
significant amount of material that directly linked to the Oma Olivia website challenges. In total
there were 22 pieces within the magazines, and in addition to these there were three general
information pieces, that offered more concrete information about the concept, which were not
included in the analysis since they did not correspond to the actual work done on the Oma Olivia

website.

In the second (1/13) Oma Olivia magazine there were 13 articles directly related to the Oma Olivia
website and challenges. The second magazine also featured a more comprehensive insight to the
concept, including a piece from Tanja Aitamurto, who has been researching the co-creation concept

of Oma Olivia.

The third Oma Olivia magazine featured 9 pieces in which the Oma Olivia website and challenges
were used. In addition to the nine Oma Olivia pieces, there was an introduction to the concept in the
magazine, which did not include Oma Olivia website material, so it was excluded from the actual
analysis of this research. From both magazines, the cover was included in the analysis as it was

featured in both Oma Olivia website challenge series. The audiences were able to produce content
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for over 25 pages from the 138 pages of the third Oma Olivia magazine and over 30 pages from the

114 pages of the second Oma Olivia magazine.

Other 2

Advert/sponsored challenge 2

A small mention in an article 0

Quote 2

Image | O

Full Article 16

From all of the analysed pieces, 16 (73%) were full articles that formed an independent part of the
publication. The other popular types of content created from materials from the Oma Olivia
website, were quotes, sponsored articles and other type of content. There were two of each before
mentioned categories in the analysed pieces. There were no individual images related to the Oma

Olivia content, they were always included in the articles or other materials.

6.2 FINDINGS: FULL ARTICLES/PIECES

From the analysed 16 full articles more than half (10) were more than one page of length, and out of
these 10 long articles six were featured on the cover page of the magazine. These longer articles
were often either style features with different styles and ideas presented in highly visual form, or

more in-depth articles where either the actual audience members were interviewed and presented in
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within the article topic, or a topic suggested by the audiences was shown, for example food articles,

personal interest pieces.

The shorter articles featured in magazines by the Oma Olivia concept were similar to the longer
pieces in their topics (small fashion features, short person of interest interviews). However, the
shorter articles seemed to have a lot less involvement from the audience, and were not featured on

the cover of the magazine.

All the articles were analysed against the Oma Olivia website activities. And as shown in the chart
below, voting and suggesting were the most popular ways of generating content for the articles.
Nominating oneself was also one of the popular ways of generating content. From the overall

materials, only the longer articles used this form of materials from the Oma Olivia website.

Please note that one article in the magazine often had more than one activity on the Oma Olivia
website. For example, voting and suggesting were used together to create an article in 5 different

articles.

Other
Nominate yourself
- 2 B Share your opinion

B Suggest

I
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The challenges for the articles were also analysed by number of stages on the Oma Olivia website.
This related to the number of different activities posted by the editorial staff to generate content for

the specific articles on the Oma Olivia website.

Most (9) of the analysed articles only had one stage to gather the necessary content for the article.
There were only four articles that had required two stages for content creation, and three articles
that had more than two stages to develop the article. However these three articles were also some of

the longer or main articles for the magazine covering up to 6 pages.

13 of the articles had the Oma Olivia stamp in them. The stamp that defines the article as Oma
Olivia website generated content, was missing from 3 analysed articles. Out of the analysed articles
that featured the Oma Olivia stamp, only five had no description for what the stamp meant or how
the content had been generated. For the eight articles with the stamp, the description either
described how the article was generated with the audiences, or directly described the different
stages that were used to generate the content for the article on the Oma Olivia website. The
description of all of the stamped articles was very short and descriptive, but did not go into detail to

describe the overall process of production.

From the 16 articles from the magazine, 50% featured a direct quote from the audience. From these
eight articles, five also had an image of audience members (as seen in the example below, taken
from an article about work related makeovers). The other half of the articles did not feature a quote

from the audiences, and none of these eight articles had an image of the audience either.

Most of the articles with images and quotes of the audiences featured them heavily throughout the
whole article. The audiences seemed to be the focus of the topics in the articles and they were
shown to either highlight the topic of the article (as in the example on page 38), or to showcase the
ideas and suggestions presented in the article, such as a makeover and its effect on job searching

(example below and on page 47).
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The examples shown below and on page 47 are both from an article “Pientd Sddt6a”. This article
was a four page long piece about makeovers that provided the participants a better-suited look for
their careers and professions. This was a longer article that was featured on the cover of the

magazine.

As the third Oma Olivia magazine featured career related articles, there was a more generic
challenge about problems related to careers and job searching that was used to outline some parts of
this article. Because of this it can be considered that this article had two stages on the website, the
first to gather more generic insight to the topic and the second to gather nominations from the
audiences to take part in the makeover. The article features the Oma Olivia stamp, but had no
specific description of the way it was produced. Although the article featured various images and
quotes from the audiences, it can be considered to be written by the editorial staff. This article also
offered an incentive for the audiences, as the chosen members of the audience did receive a

makeover and style tips, and were featured in the magazine.

399

omaolivialaisista
halusi muuttujan
tydtyylistd uskotta-
vamman. Muuttumis-
|eikkiin danestettiin
kuopiolainen Riitta.

"Tyénkuvani on muuttunut asiakasneuvojasta
lshivalmentajaksi. Koulutan, pidan palavereja
ja matkustan paljon. Haluan viestis pukeutu-
misellani, ett3 olen alani asiantuntija. Nykyi-
nen hupparilinja ei taida siihen oikein sopia.”

Out of the analysed materials, only one can be considered to be written by the audience, and even in
this case it seems to have required some editing from the editorial staff. Nine of the articles were

fully written by the editorial staff, with Oma Olivia content acting as either inspiration or material
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for the article, and in total four articles were written by the editorial staff and required interviews or
other direct contact with the audience. All of the four articles that had required direct involvement
of the audience also featured images and quotes from the audience as mentioned in the previous

paragraph.

6.2.1 INCENTIVIZED ARTICLES

In four articles in total, there was an additional incentive offered for the audiences participating in
the challenges. This was always offered to the “winner” of the challenges, and all of these articles

featured one of the Oma Olivia audiences with an image and a quote.

The incentive for the articles were:
- A makeover

- A makeover

- A year of Olivia magazines

- Help with personal CV and career advice

Only one of the incentives could be seen providing direct cash value for the audience. The other
three incentives were more based on personal development and also offered the audience member
the chance to be featured in the magazine itself. None of these incentivized articles are considered

as advertorials or sponsored challenges. Those will be analysed in later chapters separately.

An example of an incetivized article can be seen below and it features one of the audience
members. The incentive for this article and taking part in it was a CV clinic, which would provide
help with personal CV and career advice. The article also provided detailed information about

creating a compelling CV and some myths about job searching.

This particular article was created based on three stages in the Oma Olivia website. The first

challenge encouraged the audiences to discuss and share their opinions about searching for work
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and the process in general, and the second challenge requested nominations to take part in the CV
clinic provided by Olivia magazine. The audiences were requested to send in their application and a
reason, why they should be chosen. Out of these candidates a few were selected, and the last

challenge posted was to vote for the person who should get to go to the CV clinic.

The CV clinic article in the magazine featured the winning audience member and their image and
various quotes from the winner. The article also provided a lot of information about the person in

question, and a personal feeling about the topic in question.

Revi

Pauliina Maula, 38, on hakenut
projektipaillikon toiti lihes vuoden.
On aika silputa hinen cv:nsi ja
miettid tydnhaku uusiksi.
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6.3 FINDINGS: QUOTES

The quotes analysed from the magazines were stand-alone pieces, which both took less than one
page from the magazine and were not featured on the cover of the magazine. These quotes were
gathered from the Oma Olivia website by suggestions and voting. The other one of the two quote
pieces, had two phases in it (both a suggestion and a vote). The quotes both carried the Oma Olivia
stamp, but they did not have a description in them or an explanation of the concept. Although these
pieces were direct quotes from the audience, they were not accompanied by the image of the
audience, and although they can be considered entirely written by the audiences, it needs to be
noted that editorial work had been required to produce these pieces, as the challenges required

sorting of replies.

The quotes and their challenges did not offer the audiences any additional incentive, nor were they

directly sponsored in any way.
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)) "Rakastavaisilla ei ole kotimaata. Alkuviikkoina heistd tulee thon turisteja,
eikd mikicin miti he kokevat ole heidin omaansa, tai korkeintaan kithtymys,
uni ja joidenkin hetkien jaettu vithtyisi hiljaisuus.”

Riku Korhonen: Nuku lihellini (WSOY) O

Milan Kundera

Joskus kirja litkuttaa siksi,

rta se muistuttaa tetysta

pahtumasta, kaupungista tai
i. Milan Kunderan
Olemisen sietdmdton keveys
WSOY 1985) on kirja, joss:
mikiin ei muistuta minua
mistiin, vaikka samalla kaikl

nuistuttaa jostakin.” kar

6.4 FINDINGS: SPONSORED ARTICLES

In the analyzed magazines there were three challenges that were directly labelled as sponsored
challenges. Only two of them lead to articles/advertorials in the magazine and were therefore
included in this analysis. The Alpro Soya contest and the Nanso designer contest were both featured

on the Oma Olivia website and also in the analysed magazines.

Neither of these sponsored articles was featured on the cover page of the magazine, and they were
one or two pages long. The two sponsored challenges were very different from one another and

therefore will be analysed separately here.

6.4.1 NANSO DESIGNER CONTEST

The Nanso sponsored challenge was only one stage long in the second Oma Olivia. It was a simple
challenge where the audiences suggested styles for the designers, who were competing in the Nanso

competition, should make.
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The article/advertorial in the magazine did not feature the Oma Olivia concept. The piece had no
stamp to define it as Oma Olivia web portal generated, or a description of the audience production
in the website. The audience was not mentioned in the article at all, nor was a quote or an image
from the audience attached to it. The challenge did not offer an incentive for the audience to
participate in it, and the magazine advertorial was fully written by a professional. Although the
article did feature the Nanso logo, there was no obvious advertising in the article besides that. No

related advertising for Nanso was found from the rest of the magazine.

arat ructiiteila Janne Renvall
uttalijs Katei Niskanen, e nan caatehuonesn

te a Piivi Lukkari, O vz lerean paztainiilz s Mari Paalosalo-Jussinmaki
slogist Nilna Tapojirvi wehs o ju kuvataitz lijs Esa Lukala,

NANSO -suunnittelukilpailu on ratkennut

Laadukkaista kotimaisista vaatteista ti ttu Nanso haastoi

tind syksyns vaate- ja tekstiilimuotoilun opiskelijoita suun-
nittelemasn malliston, joka siséltss kaiken mits nainen arjen
haasteissa vaatokaappiinsa tarvitsco.

iomalasta

a8 suunnitte utydn merkitysts

nansao

VASTUULLISTA SUOMALAISTA
MUOTIA VUODESTA 1921,
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NANSO -suunnittelukilpailun voittaja

" Voittajatyon kuosisuunnittelu istuu loistavasti
materiaaliin ja nostaa trikoon kokonaan uudelle tasolle.”

"Kilpailutsiden korkea taso yllétti.”

"Kulo -mallistossa on jotain sellaista,
jota Nanson tuotteissa ei ole ennen néhty.”

Nanso kiittas kaikkia kilpail 1l; itaja
Lu lisaa saunnittelukilpeilusta ja sen

6.4.2 ALPRO SOYA SPONSORED CHALLENGE

The Alpro Soya sponsored challenge was one of two sponsored challenges in the third Oma Olivia
concept, but the only one that was finally featured in the magazine. This sponsored challenge was

not featured on the cover of the magazine, and it was only one page long.

This sponsored challenge, however, was more work extensive on the Oma Olivia website, as it had
three different stages. First there was a suggestion challenge, where the audience was asked to
suggest what is the best situation to cook for. The second stage was also a suggestion, where the
audiences were asked to suggest their favourite recipe, and the third stage was a vote to distinguish

which recipe was actually the best.
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The sponsored challenge did not feature an Oma Olivia stamp, but it did mention that the audiences
were involved in the making of the sponsored article. The article also featured an image and a quote

from the winner of the contest, and the audience was also offered an additional incentive, a Kitchen

Aid machine.

The article itself seemed to have been written by a professional, and it had required direct contact

with the winner/audience. The sponsored article was also accompanied with a full-page advert for

the product, and further advertising in the magazine.

Annikan pasta voitti
Alpro-kilpailun

Annika Takkulan kesiikurpitsalla ja speckilld mehev®itetty pasta hurmasi
seki Alpron ruokakilpailun tuomariston etti Oma Olivian lukijatoimituksen.

Niin sen tek| M
“Sahramin k3ynd/ in kera
on rohkea veto’, A
pro-kisan tuomaristossa ofkt
ketiGmestar Sami Tallberg.

Ohje on neljalie;

PASTA CON SPECK ‘ \

250 g gluteenitonta pastac

1. Sekoita Alpro-ruoanial
sitruunanmehu ja -1a:
muutaman sekun
2. Pese ja kuivaa kesaku
pituussuunnassa juustohoylalla
doliinilla

3. Freesaa sipuleita oljyssa la:

kymmenisen minuuttia. Suik
pannulle ja paista

kypsyvat vain hiukan. Mausta s

pippurilla
5. Keita samaan aikaan pasta al
sBista keitinvettd 2 dl pas

sahram truuna-ke
joukkoon, sekoita ja t
basilikanlehtien kera

+ Ndin voittajapasta syntyi
Annika Takkulan ker
resepti syntyi pari vuo

“Halusin paasidisp

pennepastan sopivan vérin - taydentaen
en Voittajapasta on m
33n hieman erikoi kesakurpitsaa vieroksu
sempaa pastaa. Jadkaapista 15ytyi kesakur tekee siita myds vege
pitsaa ja sen makeuden vastapainoksi savun kin ripauksella tulista
tuoksuista speckia. Soijakerma antoi pastalle “Kiytdn
pehmeytta ja juhlavuutta, sahrami paasidiseen ovat innoittaneet minua ke
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CANVIAFI
For both of the magazine issues, the cover was also used to highlight the Oma Olivia website
involvement in the making of the magazine. These covers were included in the analysis, as parts of

them were also presented as challenges in the Oma Olivia website.

Both of the covers were challenges on the Oma Olivia website. For the first cover the audiences got
to influence a lot on the model selection for the cover as well as the look that would be used to style
her. All of the stages of the cover selection were generated through voting. For the second cover

there was also a vote for which cover, from predesigned covers, to use for the magazine.

Both of the magazine covers had an Oma Olivia text in them (not the stamp used within the
magazines), but the cover was not used to further specify what the Oma Olivia text/concept actually
signified in the magazine. The covers did not use the audience’s images or quotes, nor was there
any other material related to the topics in the cover that would have specified the Oma Olivia

content in the cover.
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7. ANALYSIS

From the research findings a few topics arose to require further analysis against the theoretical
framework of this research. One of the main findings was that a lot of the content generated through
the Oma Olivia website seemed to gather a personal experience from the audiences. Although this
is not a surprising finding from a concept like this, it is important to note in the analysis. It seemed
that a lot of the challenges that had more than one step generated more and more personal insight to
the topic, and some even went as far as to get a person from the audience to further participate in

the making of an article.

Another one of the main findings was that although the challenges on the Oma Olivia website
seemed to require simple interaction from the audiences, for example suggestion and voting, they
seemed to require a lot more work from the editorial staff. This result from the findings was seen in
the amount of articles that regardless of their one step challenge approach to the audiences
generated a large article in the magazine with quotes and images of the audience, and were still
fully written by the editorial staff. It is also important to note that actually only one of the pieces in

the magazine could have been considered to be written by the audience.

The third topic of interest from the findings is the way the sponsored challenges were displayed on
the Oma Olivia website and magazine and how this could be seen as a blindspot of this concept.

These will be further analysed in the following chapters.

7.1 PERSONALISED CONTENT FOR SIMPLE INTERACTION

In the process of commodification it is said that the value of a product depends on the labour that

produced it. For the Oma Olivia concept the value, inserted in the product by the audiences of the
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Oma Olivia website, can be considered to be the use value, a mix of social and individual needs and
preferences. In the research findings it can be seen that the large articles created from the Oma
Olivia website content are very personal and often include the audience in the magazine article, in
more ways than one. The large articles requested for the audience’s opinions and suggestions, and
they also employed some of the audience members to be the topic of the articles themselves. See
example below, where the audience members were asked to nominate themselves for a make over
in a job search/work look related piece. The article features various large images and quotes/stories

from the audience members (more detailed description on page 36.)

T S S Y
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The Oma Olivia audiences can be considered as very active participants in the making of the Oma

Olivia version of the Olivia magazine. Through content analysis the research can only analyse the
findings to a certain degree, but it is evident that almost all of the challenges posted on the website
for the audiences, already had an idea of a topic, but through various stages, these topics changed
and lived. The Oma Olivia website seems to be a place where the participants of the concept get to

voice their opinion and suggest their own opinions as well.

The audiences are also very closely involved in the making of these articles. The studied content
included a lot of images and quotes from the audiences, and in four articles the audience was also

involved in the production of the article outside the Oma Olivia concept. Its seems that the Oma
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Olivia concept here involves the audiences in the production of media content, where the audience
is able to insert some of their own personality into the content though very simple ways of
interaction. This personalisation of content can be considered to be very valuable, but cannot be

measured in economic terms.

Although the findings cannot fully conclude that the Oma Olivia concept brings the magazine a lot
of personality, it also brings the magazine a lot closer to its audiences. The Oma Olivia activates
audiences, who regularly read the paper version of the Olivia magazine. These audiences are
included in the making of their magazine experience through the Oma Olivia concept, and though
this interaction with the magazine they produce content that they themselves would and will like to
read. This value in itself is almost beyond financial value and also provides the audiences a chance

to make sure that the magazine reflects their opinions and topics that they choose.

The statement made in this chapter should be relatively obvious from the concept itself, but it is
important to note here that although the audiences are allowed to participate in the structured
making of the magazine, the research findings also showcase that the audiences actively participate
in the making of the challenges as well, and their active participation here changes how the product

is produced.

7.2 VALUE AND THE OMA OLIVIA PRODUCTION PATTERNS

It is clear from the analysis findings that the traditional media production process significantly
changes through the use of Oma Olivia concept. The challenges provided on the website are
representatives of a certain topic already before they are given to the audiences of the website.
These topics therefore require labour already before the actual process. Therefore they could mean

that the editorial staff in this process becomes the one purchasing the labour from the audiences. In
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this scenario the Oma Olivia website would generate a production process of its own, which is

illustrated below.

Editorial staff of Olivia

l Use value

Audiences

l Production through participation

Content

l Exchange value

Editorial staff of Olivia

In the illustration, the editorial staff of the Olivia magazine then creates the challenges for the
website for and through that “purchases” the labour though the use value that the website provides
for the audiences. From the research findings it can be seen that most of the challenges do not offer
a direct incentive for the audiences, and that there is no direct “wage” given for the audience labour.
The challenges are given to the audiences through a simple means of participation, and through
their activity on the website the audiences generate content that then goes back to the editorial staff
of Olivia. It should be noted here, that although the exchange value in this illustration is mentioned
to be included in the process when audience generated content is returned to the editorial staff, there
is no actual exchange value there, since the labour was not paid for and has not yet given back any

“economic” exchange value.
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This creates another consideration for the production processes of Oma Olivia website. From the
findings it is seen that only one piece analysed could be considered to be directly generated by the
audience, but all of the others were either written by the editorial staff entirely, and some even
required more interviews with the audiences to be created. This would then suggest, that although
the production process of Oma Olivia website is in itself a production process, it would be an

addition to the traditional value production described in the Labour Theory of Value.

Producer of product : Bonnier
1 Purchase labour
Editorial staff of Olivia Magazine ™

1 Production of challenges

Oma Olivia website

New production
process

Purchase labour
v
Audiences

Production through participation
v

Content

v
Editorial staff of Olivia Magazine

Production of pieces for magazine
v

Product: Oma Olivia Magazine

Exchange value

v
Capital/surplus value End user/consumer

From the above illustration it can be seen, that the production of Oma Olivia contents as a part of
the production process for the entire magazine, would change the initial idea of the production
process of Oma Olivia website content. In this illustration, the exchange value is derived from the

sales of the actual magazine, and capital and surplus value are generated within the process. It
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should be noted that any monetary value is not placed upon the new process of Oma Olivia website
production, and the value that is generated there can be considered to be the personal use value for

the audiences, that was discussed in the earlier analysis chapter.

The findings of this research would support the idea of audience production being a part of the
production process as a whole. It is clear that the Oma Olivia website generates an additional
production process in itself, and this in some form or another is placed within the actual media
content production. It should be noted that the content analysis findings cannot specify whether the
above illustration is valid or not, but the results do showcase that the labour of the audiences is
“employed” by the editorial staff of Olivia, but it is also further worked upon after it has been

generated by the audiences.

This leads to a labour intensive process of production and as also seen in a research by Aitamurto
(2013), online engagement may be a worthwhile method to use, however, it is a labourious tool and
requires organizational changes. This quandary is particularly challenging, as co-creation was not
directly useful for feature journalism, rather it caused complications in the journalistic process. The
process-like nature of co-creation is a hard fit for journalism, because it requires reconfiguration of
the conventional workflow, strong presence in the online interactions, curating the dialogue with
readers, and constant iteration of the process. This leads to another important part of the analysis,
the blind spots of the content production, and what motivations are the audiences given in this

production process.

7.3 BLINDSPOTS OF CONTENT PROUCTION

The very origins of the blindspot debate is rooted in the idea that the audiences produce “free

labour” by watching the adverts within the entertainment provided for them, and that this
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entertainment is actually their payment or a “free lunch”. The idea of this debate has circulated and

has been modified to highlight the changes in new media and media formats.

Oma Olivia is clearly a media format where the blindspots can be considered very visible. The
original blindspot debate was examining the way the media companies commodified the audiences,
but in Oma Olivia website the audiences producing the content is a part of the appeal of the concept
and one of the motivators behind the audiences participation. In Tanja Aitamurto’s Balancing
Between Open and Closed (2013) she concluded that co-creation becomes a novel dimension in
readers’ magazine experience. That experience builds a strong sense of ownership among the
readers; a feeling that the magazine is “of them.” Co-creation also creates a sense of closeness
between journalists and readers. Moreover, a new dimension in the reader contract is formed for the

readers online: a relationship from a reader to another reader.

So, in a concept where audiences willingly participate or labour for the content production of the
magazine, is the audience commodified? Or could Arvidsson (2011) be correct in saying that if
‘free labour’ is free, it has no price, and cannot, consequently, be a source of value. From the
findings of this research it is clear that most challenges in the Oma Olivia concept offered no
economically measured wage for the audiences, and therefore it could be concluded that the Oma
Olivia concept does not commodify the audiences, but as mentioned in the previous chapter, the
personal opinions generated in this concept create value that cannot be measured in economic

terms.

It is then clear that the new media formats have evolved from passive viewing to active
participation and to commodification of interactivity and personal preferences. Concepts like Oma
Olivia offers the audiences much more for the free lunch and the social relations in these concepts

generate economic relations that require a lot more research in the future.
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7.3.1 SPONSORED CHALLENGES AND THEIR BLINDSPOTS

It should be noted that from the gathered findings there were two pieces that related directly to
advertising and the advertising/sponsored challenges were more complicated in their commercial

nature.

It could be considered that these sponsored pieces are the blindspot of the Oma Olivia website
concept. The sponsored challenges are presented in the website similarly to the other challenges,
and although they have a disclaimer about their sponsored nature, they are still laid out in the same
form as other challenges. What makes these pieces especially interesting is that their form in the
magazine is not the same as other challenges. These pieces are not marked as Oma Olivia content,
and, although the readers had significant influence on the pieces, they are not directly related back

to the concept where the pieces originated.

In this sense the advertisers get the personalized touch to their advertising and some involvement
from the audience, which is extremely valuable. But they do not actually have to pay the audiences
for this. It should be noted that at least the Alpro Soya piece in the magazine was also accompanied
with some other advertising in the magazine, so it could be considered to have brought the Olivia
magazine some commercial value as well. So maybe the blindspot has evolved in this concept to the
audiences actually labouring for the advertisers during their activities on the Oma Olivia website,

and the free lunch is still the content they produce for their own entertainment.

From the original blindspot debate the audiences have changed and become more aware of their
actions online. The modern media audiences, are however also looking for ways to add value in
their social interactions in the media and this can be seen as one of the appeals of the Oma Olivia

concept.
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8. CONCLUSIONS

This research analysed the content of Oma Olivia magazine and the challenges posted on the Oma
Olivia web portal to produce that content. The research collected data from the second and the third
Oma Olivia Magazine and gathered over twenty pieces that were generated by the audiences of the

Oma Olivia website.

The research findings show that the Oma Olivia format adds a new pattern to the traditional labour
theory of value and produces content within the traditional production cycle. The format activates
the audiences to produce content that is then edited to generate magazine articles, most of which are

clearly personalised through the use of the format.

Although the content analysis as a research method cannot take these research findings far enough
to fully conclude what kind of value the audiences produce for the Oma Olivia magazine pieces, the
pieces analysed in this research showed, that a lot of the audience created content adds a more
personal touch to the generic topics presented the Oma Olivia web portal. This value is generated
through a very simple process, that provides a big improvement in the way that the audiences
connect and interact with the media itself. These kinds of formats also provide the audiences the
opportunity to achieve something in their social interaction and therefore to mix the pleasure with
the work. This topic is not analysed in this research in more detail and the limitations of the
research leave room for more through insights to the way these media formats work for both the

media company and the media audience.

The audiences of modern media formats have become more active in their media use. They are no
longer just viewers of media content, they are active participants in forming opinions and shaping
them, and they also look for achievements in their actions. From the analysis of the research it can

be seen that formats like Oma Olivia have the ability to activate the audiences in media content
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production, and this production also shapes the way that the economic value is inserted in the media

product.

It is also clear from the analysis, that the kind of value created in the audience produced content is
far from the economical value that traditionally has been added in the production processes, and this
is something that should be researched further. Unlike the motivators of these actions, the actual
end product created by the audiences is still relatively unresearched and could present ideas and

opportunities for these kinds of concepts in the future.
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10. APPENDIX

APPENDIX 1: OMA OLIVIA MAGAZINE AND WEBSITE/CHALLENGES ANALYSIS

1. BACKGROUND AND SPECIFICS

1.1 Name of article

1.2 Type of content

[ Full Article

(] Image

L] Quote

(1 A small mention of concept in an article

[ 1 Advert/sponsored article

L] Other

1.3 Page number____

1.4 Features on the front cover of the magazine

] Yes

] No
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1.5 Size of the article

[ Less than one page
[ ] One page

(] More than one page (number of pages__ )

2. OMA OLIVIA

2.1 Type of activity on the Oma Olivia website

L] Vote
L] Suggest
L] Share your opinion

(] Nominate yourself

] Other

2.2 Number of stages on the Oma Olivia website (if challenge)

] One
] Two

] Other

2.3 Describe stages/name the stages of the challenge below:

2.4 The article has the “Oma Olivia” stamp

] Yes

] No
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2.5 The “Oma Olivia” stamp is accompanied with a description

] Yes

] No

2.6 If yes, how was the activity described?

3. AUDIENCE INVOLVEMENT

3.1 Features direct quote from a member of the audience

] Yes

] No

3.2 Features an image of a member of the audience

] Yes

] No

3.3 Article is entirely written by the audience

] Yes

] No

3.4 Corresponding challenge promises a price or a direct incentive for the audience

] Yes

] No

If yes, what kind
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3.5 Involvement of the editorial staff

L] Fully written by a journalist and includes direct contact with audience/interview
[ Fully written by a journalist

[ Edited by a journalist

] No involvement of the editorial staff

4. ADVERTISING AND SPONSORED CHALLENGES

4.1 Article is a sponsored ad

] Yes

] No

If yes, by whom

4.2 Article is accompanied by further advertising from the sponsor

] Yes

] No

4.3 Sponsored challenge promises a price

] Yes
] No

If yes, what kind
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APPENDIX 2: QUANTITATIVE FINDINGS FROM CONTENT ANALYSIS

1.2 Type of content

Other 2
Advert/sponsored challenge 2
A small mention in an article

0
Quote - 2
0

Image

1.4 Features on the front cover of the magazine

“No

HYes
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1.5 Size of the article
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More than one page

One page

Less than one page
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2.1 Type of activity on the Oma Olivia website
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0 2 4 10 12 14 16

Other: Ask, get involved
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2.2 Number of stages on the Oma Olivia website (if challenge)

E—

" Other
B Two

B One

0 2 4 6 8 10

12

2.4 The article has the “Oma Olivia” stamp

No

Yes
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[e)}
[ee}
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2.5 The “Oma Olivia” stamp is accompanied with a description
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0 2 4 6 8 10 12 14
3.1 Features direct quote from a member of the audience
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0 2 4 6 8 10 12
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3.2 Features an image of a member of the audience
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3.3 Article is entirely written by the audience

“No

HYes

[«
N
N
(o)}
co
Juny
(e
-
N
Juny
S
_
(o)}
-
oo}
N
[«




72

3.4 Corresponding challenge promises a price or a direct incentive for the audience

16
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3.5 Involvement of the editorial staff

No involvement of editorial

staff
5
@ Edited by journalist

B Fully written by journalists
and contact with audience
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4.1 Article is a sponsored ad
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4.3 Sponsored challenge promises a price

74

21

15

20

25

“No

HYes




