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We'll discuss:

® 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”.

Emerging topic:

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

Methodological issue:

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



Research questions

Q1) Why households with the same socio-demographit
and economic status make different choices!?

22) What variables could we use to explain the behavic
of the audiences re-domesticating Digital Television!?

23) Are these variables internationally comparable, so t
cluster Tv audiences!
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A methodological path (1)
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A methodological path (2
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Conclusions

lationships between “moral economies” and cultural consumption habits allow a
scription of different typologies of audience and different re-domestication paths.

eaningful variables are:

» Time / space capitals and management

» Social relations and values

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

is clustering may account international audiences

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



Thank you for your
attention!



