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We’'ll diISCcussS:

® A research on the audience re-
domestication of television In the new
digital ecology

® The concept of “moral economy” of the
households as a methodological tool

® Some research results on audience
segmentation on the basis of “moral
economy”



A new digital ecology

Media are turning into networked and pervasive commodities (Jenkins, 2006);

audiences are becoming productive and mobile (Varnelis, 2008);
audiences are re-defining values and uses of “old media”.

Digitalisation of Television system (sat, cable & DTT)
* Re-appropriation of “old media”
* Switch-off as a turning point.

‘lethodological Issue:

* New tools to describe new transnational constellations of devices and
crossmedia practices are needed



Research questions
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A methodological path (1)



A methodological path (2)

Coltural

consumption

Cinema

Music shows

Exibitions

Theater

1)

Are a symbol of

What With Whom Freque

How do you organize your dailylife?

Do you use agendas? Do you have
common calendars?

Sports

1)

2)

Are relevant \

What do you do with products the
you record? (conserve; erase)
What do you do during holidays?
Do you go always in the same
place? Do you have an holiday
house? Do you rent it? Do you
prefer Hotels?

Must be well
managed

Must be used
carefully
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Conclusions

» Time / space capitals and management
» Social relations and values

» Attitude towards relationships, technological innovation, money and consumer cultur
Institutions.

 embedding some cultural (national) variables
* and making them comparable



Thank you for your
attention!



