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ABSTRACT/SUMMARY
User-generated content (UGC) has established itself as the 
outcome of a convergent culture wishing to participate within 
the media landscape. The form could be as a video hosted on 
YouTube, a photograph uploaded to Flickr, or a story about your 
street on a discussion board. As varied as it may be, there is no 
mistaking the impact it is having from a broadcaster’s point of 
view, demanding a review of the interaction between traditional 
broadcast media with social media production. It is indeed the 
concentration of the Australian Broadcasting Corporation as 
they grapple with methods of incorporating this culture into their 
editorial processes.

This online research based project hosted at the ABC user-
generated content site, Pool, incorporates content provided by 
the Pool community members with a view to a broadcast out-
come. Stage Fight explores the engagement with the content 
from the perspective of the national public broadcaster, and 
engages with the role of the Community Manager. It attempts to 
answer how to manage a successful user-generated project.

The research focuses on how this sector may incorporate 
social media practices into their broadcast model by concen-
trating on three areas:

• What is the role of the national broadcaster considering it 
is a public space for everyone, yet maintains a high quality 
of production?

• What is Pool? Is it a public media space or a space that 
caters for specialized niche media?

• What is the role of a Social Media Producer?
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The project seeks professional insight from individuals working 
at Pool as Community Managers and Social Media Producers, 
in conjunction with traditional broadcast producers who have 
created similar projects to varying degrees of success. There 
has also been feedback gathered from Pool community mem-
bers to inform the practical outcomes of the project.

During the research and through participatory observation, a 
solid understanding of the process of creating a user-generated 
content project has been realized. It has raised issues sur-
rounding a new type of media producer, moderation policies of 
a national broadcaster, internal politics of an online community, 
and the outlook of traditional producers toward this type of 
content.
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CHAPTER ONE:
INTRODUCTION
1.1 AIMS AND OBJECTIVES

“Now that citizens have become creators and arbiters of 
media content, what role do platform providers play in 
steering the agency of users and communities?” (Dijck 
2009)

As the Australian Broadcasting Corporation’s Radio National 
pursues its online, networked media presence, it is entering into 
the same media landscape shared by participatory cultures, 
changing the relationship between the audience or users and 
the broadcaster. As there is little work done in this area, the 
ABC appears to be unsure of how to engage with their users, 
posing a problem with the formula of production. By designing, 
producing, and managing a participatory culture UGC project 
within the Pool community, I am developing a framework that 
explores the relationship of the social media producer with the 
role of the national broadcaster within niche media groups. This 
will provide a case study on how the ABC can interact with its 
audience and users.

The Stage Fight project located on the Pool website is the 
outcome and practical framework for answering the questions 
posed in this exegesis. It is to be viewed as the result of investi-
gation and data collection of participatory communities from the 
past eight months.

The project is located at:

http://www.pool.org.au/group/stage_fight
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The blogging platform and highlights of the content is located at:

http://stagefight.posterous.com/

The accompanying DVD serves a dual purpose to enhance 
this publication. Firstly it is an example of a potential broadcast 
production by reworking and editing the content that has been 
contributed by the Stage Fight members. Additionally, it is the 
version of content that will exhibit at the 2009 Electundra Audio-
visual Festival.

1.2 WHAT IS THE IMPORTANCE OF SOCIAL MEDIA?

The broadcast media model has shifted over the last decade 
to incorporate the audience as media users and not merely 
consumers. Consequently, the online presence of broadcasters 
is developing to include this convergent and engaging audience 
within its media. This audience has a thirst for information and 
entertainment, whilst contributing their own user-generated con-
tent, or UGC. Herein lies a significant problem for the traditional 
broadcaster in how they approach this new type of user, this 
participatory audience. As Mark Scott, the Managing   Director of 
the ABC indicated in his address to the 2009 Media and Cinema 
Studies Lecture for La Trobe University on the 8th April, “At the 
ABC we are still scrambling to the think it through… to contem-
plate what it all might mean.”(Scott 2009)

He suggests that anyone can become a multi-media publisher, 
referring to the period as a “Citizen Wayne” era. He also com-
mented on the Internet rising to the top of the pile and proving to 
be a “faster mouse trap” for capturing readers. The combination 
of these issues results in the ABC wanting to host new engag-
ing audiences and their media production through a variety of 
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innovative online spaces. That is not to ignore the strengths of 
traditional broadcast practices, but to integrate them with devel-
oping Web 2.0 technologies.

Leading the way in new approaches, radio broadcasters appear 
to be engaging with these participatory cultures, and with the 
absence of the bottom line, public broadcasters are proving 
to be the most experimental and adoptive of new techniques. 
By opening the gates that once contained the information and 
allowing a conversation to take place within this space, a more 
informed, specific and dynamic level of communication is experi-
enced. “Free culture – with all of its file sharing applications – is 
blossoming” (Lovink & Scholz 2007). This type of social media 
approach is then, pioneering the road toward a potential frame-
work for “the new” broadcast model.

Within this exegesis that accompanies the Pool user-generated 
project Stage Fight (http://www.pool.org.au/group/stage_fight), 
there are four areas addressing the concept of a user-generated 
project from the perspective of a broadcaster. Firstly a reflective 
description of the project will outline the process of designing 
and implementing this Pool group. It is the practical outcome 
that supports the research conducted, providing a basis for the 
conclusions that developed from the process. Following the proj-
ect description, a contextual analysis of media models and their 
cultures is presented to provide an understanding of the conver-
gent culture. Within the Pool Community and the ABC chapter, 
an internal investigation of the Pool management strategies and 
the internal dynamics of the community are examined. Practical 
analyses of other social media platforms ensue, considering the 
pillars of the participatory culture and how smaller, more niche 
communities interact with them. Conclusions and further ques-
tions will be addressed in the final section.
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1.3 RESEARCH METHODOLOGIES

Qualitative and quantitative research methods have been used 
to gather information for this project and exegesis. Applied 
research was conducted throughout the entire year for results to 
the problem surrounding broadcasters, audiences and user-
generated content. A literature review initiated research into the 
recent work in this area. A series of formal interviews were con-
ducted to gain an insight of professionals working in Pool and at 
the ABC as broadcast producers. Design research was signifi-
cant within the concept of the project, as was action research of 
continually re-designing and implementing new versions during 
the life cycle of the project. Finally, I exercised participant obser-
vation within two online social media sites, including work within 
Pool as a community manager to establish a more detailed 
perception of the dynamics of these communities.
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CHAPTER TWO: 
CONTEXTUAL 
ANALYSIS OF MEDIA 
MODELS AND THEIR 
CULTURES
2.1 CHARACTERISTICS OF CONVERGENT CULTURES

To approach this discussion in a plausible form, an understand-
ing of the characteristics of the convergence culture should be 
established. Henry Jenkins best describes the phenomenon 
in his book Convergent Culture – Where Old and New Media 
Collide as 

“where old and new media collide, where grass roots 
and corporate media intersect, where the power 
of the media producer and the power of the media 
consumer interact in unpredictable ways” (Jenkins, 
2006:2). 

Here is a breakdown, or a repositioning, of all boundaries that 
mass communication has been built upon and a blur placed 
over existing lines, leaving both the producer and the consumer 
partly taking on each others roles, in a way that neither is 
completely certain about. What was once known to be a norm 
within media has been somewhat shaken up by embracing of 
Web 2.0 technologies. However this paradigm shift is some-
thing that is not completely reliant on the technologies, more 
so something that has come about as a cultural shift with the 
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technologies emerging after. It is a culture that allows 

“the flow of content across multiple media platforms, 
the cooperation between multiple media industries, 
and the migratory behavior of media audiences who 
will go almost anywhere in search of the kinds of en-
tertainment experiences they want” (Jenkins, 2006:2).
 

Coupling a migratory, informed audience with the inherent 
desire to communicate with each other provides a strong basis 
on which to build a participatory community. As Jono Bacon 
suggests in the opening statement of his recent work, The Art 
of Communities:

“community is a fundamental part of our life on the 
planet. We thrive when we are immersed in it, suffer 
when deprived of it, and wherever humans go we cre-
ate it. We define ourselves by our communities: tribe, 
family, work, clubs, schools, churches and temples, 
these are who we are. We are born into community, 
and if we’re lucky we’ll end our days surrounded by 
it.”(Bacon, 2009:xvii)

Therefore a strong community combined with a more liberal 
media model that allows opinions and input from a variety of 
sources tends to promote a richer conversation surrounding 
what might be considered as news, information, and entertain-
ment. The role of the broadcaster in this instance falls back to 
one of a conversation facilitator and not so much the instigator. 
This also depends upon the consumer actively participating 
within this model for the successes of this form:

“We can also see that the psychology of the Internet 
is very much a sense of the one and the many, the 
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individual and the collective, the personal and the 
political.” (Gurak, 2008:61) 

Blogging, which can be considered as the pre-cursor for many 
of the social networks that we utilize at present, has had an im-
mense impact upon the cultural discourse surrounding commu-
nication (Boyd, 2006). This leads to the technological determin-
ist question that asks did the technology come first, or did the 
desire to communicate in this form arise to satisfy the desire of 
this technology?  Arguably, Raymond Williams responds best 
to this idea, with 

“People say television has altered the world, or ‘radio 
has altered the world, or, reaching further back, 
‘printing altered the world’. And we usually, at first, 
know what these statements mean. Evident and 
widespread social effects have undoubtedly followed 
the uses of all these inventions. But then, in expand-
ing the statements in this way, we have already – and 
sometimes without noticing it – introduced a further 
category: that of uses.” (Williams, 1989:172) 

Therefore, it is the uses of digital communication technolo-
gies that are in essence the difference between broadcast and 
new media, and ultimately the impact upon the cultures that 
surround them. It is how the participatory culture is using Web 
2.0 technologies to define them as exactly that: pioneering 
new communication techniques, whilst defining new cultural 
practices.

2.2 CONTEXTUAL ANALYSIS OF BROADCAST AND SO-
CIAL MEDIA

A reflective analysis of broadcast as a media model reveals an 
interesting contradiction in communication. If we take the defini-
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tion of the word ‘broadcast’ from the English Oxford Dictionary, 
it reveals three interesting meanings. First is “to transmit by 
radio or television”, second is “tell to many people”, and third is 
to “scatter (seeds) rather than placing in drills or rows.” The first 
two definitions are more what are considered to be ‘norms’ of 
mass communication in that it is telling a message en masse 
through broadcast technologies. However the third definition of 
scattering, from where ‘broadcast’ in the media sense comes 
from, fundamentally presents problematic issues within com-
munication.

By using the phrase “scatter rather than placing” and connect-
ing this with media practices seems to give the impression that 
there is no particular audience apparent. It would appear it is to 
throw the same information at as many people, in as many lo-
cations as possible, or, to broad cast. This practice is inherently 
flawed as the audience is made up of many nuanced individu-
als all seeking their own source of information. Can this present 
a massive information gap between ideologies and to what is 
being broadcasted? Although the audience is conditioned to 
the professional practices of the broadcaster (Given, 2001:10) 
shouldn’t the individual audience member be getting informa-
tion that is completely relative to their needs and desires?

This proposal is of course argued through the likes of Marshal 
McLuhan, who so astutely proclaimed that television was 
indeed building upon community values by actively address-
ing the individual, and was core in the development of what he 
called the ‘global village’, a type of harmonized community. 

“The cool TV medium promotes depth structures in 
art and entertainment alike, and creates audience in-
volvement in depth as well. Since nearly all our tech-
nologies and entertainment since Gutenberg have 
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been not cool but hot; and not deep but fragmentary; 
not-producer-orientated, but consumer-orientated, 
there is scarcely a single area of established relation-
ships, from home to church to school and market, 
that has not been profoundly disturbed in its pattern 
and texture.” (McLuhan, 1964:333) 

David Hendy further expands this discussion through radio as 
he explains the complex form of identity and community. 

“We might come to know ourselves through television 
or the press, but radio – more minutely segmented 
than any other media – provides a more precise 
reflection of the fragmented communities of mod-
ern societies, whether communities are defined by 
nationality, ethnicity, sex, or simply by patterns of 
consumption and taste.” (Hendy, 2000:214) 

This states that there is indeed the notion of individual address-
ing through broadcast media that constitutes the development 
of the individual, resulting in the compounding development 
of the community/nation/region. It could also be argued that 
this audience is not, as so easily said to be, passive, but active 
upon this dissemination of social discourse.  There is however 
still the problem of its form, with the exception of talkback radio 
for example, being a one-way conversation.

There is an understanding that there is a massive audience 
with an inherent desire to communicate with each other, and 
this does not entirely conform to the traditional broadcast mod-
el. Furthermore, this proposes a major problem with the way in 
which broadcasters are presenting their content and catalytical-
ly represents a turning point in how to adjust their methods and 
practices. This instigates that “media producers will only find 
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their way through their current problems by renegotiating their 
relationship with their consumers” (Jenkins, 2006:24), confirm-
ing that adjustment is the focus of many media professionals in 
the current light.

This idea of renegotiating relationships was confirmed by Mark 
Thompson during his address to the BBC staff on April 25th 

2006. Evidently the major media organisations have recognized 
the need to incorporate Web 2.0 technologies into their every-
day practice. This is reinforced through Mark Scott in his Media 
and Cinema Studies Lecture as a major focus of their business 
model in the coming years. There is no commitment to exactly 
what the relationship is, partly due to not knowing, but a com-
mitment to adaptation and reformation is definite.
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CHAPTER THREE: 
PRACTICAL ANALYSIS 
OF CURRENT MEDIA 
PRACTICES ENGAGING 
WITH PARTICIPATORY 
CULTURES
3.1 PILLARS OF THE SOCIAL MEDIA INDUSTRY

If a train network transports the majority of a city’s population 
to the major areas, there is a need for a subsidiary network to 
move passengers in between these points, buses for example. 
This is a similar analogy to the user-generated communities 
of the Internet. The bigger communities such as YouTube, 
Myspace, Flickr, and Facebook cater for a vast majority of 
users, by providing hosting, networking, and sharing facilities. 
These types of communities provide a large service that caters 
for most users; however there is always need for a more tai-
lored, niche user experience. The targeted online communities 
cater for this area, exposing a relationship that exists between 
the two. Additionally, there is an economical aspect that has 
to be addressed, namely contribution and ownership over the 
content that does indeed provide the core of these types of 
business

The issues surrounding user-generated content, are impacting 
arguments that surround copyright or content, who is producing 
content, what is happening to this content, and evidently who 
is earning money out of this agency of users. To quote Geert 
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Lovink as he describes his book The Art of Free Cooperation, 
“Civic participation is on the decline, but, online, more people 
work together than ever before. Activists contribute citizen jour-
nalism. New media artists create social online tools and urge 
others to participate. Knowledge collectives gather information 
in large, open repositories.” (Lovink and Scholz, 2007) It would 
appear that free culture is indeed booming.

If this free culture is booming, where is the economic infrastruc-
ture to support this type of cultural utopianism? Is it correct for 
a media organisation to take content from a site that is utilizing 
a Creative Commons license and re-appropriate the content 
for its own purposes? If we could detach the notion of money 
from this type of ideology, would we be embracing a new type 
of existence with benefits that would outweigh the economical 
inhibitions of the individuals? James Boyle writes in his article 
in the Financial Times: 

“Some scholars have been arguing that the archi-
tecture of the internet, its embrace of openness as 
a design principle, might revolutionize science if we 
could apply the same principles there -- if we could 
break down the legal and technical barriers that pre-
vent the efficient networking of state funded research 
and data. Imagine a scientific research process that 
worked as efficiently as the web does for buying 
shoes. Then imagine what economic growth a faster, 
leaner, and more open scientific research environ-
ment might generate.” (Boyle, 2009)

Jose van Dijck addresses this by breaking down the definition 
of ‘user’ and the relationship between the media producer and 
consumer. Users are generally referred to as active Internet 
contributors, who put in a “certain amount of creative effort” 
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which is “created outside of professional routines and prac-
tices”. This then alters the interaction between producers and 
consumers as the emphasis that is placed around the terms 
“prosumer”, “produser” and “co-creator” is a testament to the 
agency to “accentuate users’ increased production prowess 
(Dijck, 2009:49). It is centered on the shifting power from a 
few to ‘you’, or rather the limits of you within this new changing 
world.

James Boyle argues in his book The Public Domain that the 
basic principal of intellectual property follows this principal: 

“Assume that wherever things are cheap to copy 
and hard to exclude others from, we have a potential 
collapse of the market. That book, that drug, that film 
will simply not be produced in the first place—unless 
the state steps in somehow to change the equation. 
This is the standard argument for intellectual property 
rights.”(Boyle, 2008:4)  

A blurred line over the involvement of the government within 
this type of free, democratic form of communication arises in 
this example. Do governments in fact enhance or hinder the de-
velopment of such economic, and inversely cultural, situations 
that inevitably become norms?

A further similarity can be concluded through Boyle’s work in 
the copyright laws protecting this intellectual property, and 
within broadcasting techniques. As he explains: 

“Copyright law has shaped, encouraged, and prohib-
ited music over the last hundred years, [it is] about 
the lines it draws, the boundaries it sets, and the art it 
forbids.” (Boyle, 2008:122) 
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This is what has exploded as a public argument over the last 
five years, and has seen some radical arbitrary and legislative 
changes to accommodate a demanding cultural push. The solu-
tion, which may or may not have an avenue for media to swiftly 
follow along, is within the introduction of Creative Commons, 
the brainchild of Larry Lessig, Hal Abelson, and Eric Eldred. 
Through a few simple rules of how rights are retained or not, 
users are free to use the work and make derivatives of it – 
something that was inconceivable prior to the introduction of 
this system. From bypassing the ‘red tape’ of copyright, entire 
new collaboration forms have begun, causing a snowballing 
effect upon cultural practices and understandings. This form of 
collaborative approach is possible within the broadcast arena, 
and sees to a new attitude from commissioning editors and 
producers for the sake of content production for both national 
and commercial media organisations.

3.2 BBC AND UGC

“Mark Thompson, director general of the BBC, has a term for 
us: The Active Audience (“who doesn’t want to just sit there 
but to take part, debate, create, communicate, share.”)” – Jay 
Rosen, The People Formerly Known as the Audience.

Furthering the idea there is a need for more tailored types of 
online communities, it stands to reason the BBC has been con-
centrating on this area. Statements as bold as the one above 
indicate that media organisations are embracing the possibili-
ties that are presented through new technologies and cultural 
practices surrounding them. Like Mark Scott of the ABC, Mark 
Thompson of the BBC realized this potential and is redefining 
the use of UGC within practices of media production.
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 July 7, 2005 changed the course of news coverage forever. 
The terror that was experienced first hand in the coordinated 
suicide bombing of the London public transport system and the 
use of imagery from mobile phone cameras shed new light on 
how and by whom news can be gathered. A definite shift was 
realized by practitioners and audiences alike as news in images 
and videos were posted and received through technologies 
such as blogs, while mainstream media sources tapped into 
this as news worthy content. This horrible event was a catalyst 
into a new rhetoric developing around the newsgathering and 
publishing techniques of many media services.

The rise of open source, citizen, participatory, or grass roots 
journalism is the focus of the recent paper of Claire Wardel, 
Andy Williams, ad Liz Howell, ugc@thebbc. The impact of 
participatory media practice was examined where the idea this 
communication is no longer a lecture, but more a conversa-
tion. It was discovered the traditional relationship between the 
producer and audience has been compounded through use of 
user-generated content – or more precisely what the BBC con-
siders being user-generated content. It is suggested the term 
“UGC” is not the best way to indicate the audiovisual content 
submitted, and could be considered “Audience Material”.

The basis for this discovery is technological platform discrep-
ancies, editorial practices, the discourse surrounding the multi 
facets of UGC, and certain interactions that occur between 
journalists and audience members.  Acknowledging this identi-
fies emerging trends within the practice of media production. 
The contributing factors that make up audience material can be 
split into 5 areas:

1. audience content made up of audience footage, 
audience experience, audience stories, 
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2. audience comments, 
3. collaborative content, 
4. networked journalism, 
5. non-news content. 

The importance of ugc@thebbc to Into the UGC is reflected 
through a combination of the category of Non-News Content 
and Audience Comment, where the ABC Pool has a clear sepa-
ration to news and current affairs, and is defined as:

“Non-news content refers to photographs of wildlife, 
scenic weather or community events. On the Where 
I Live sites, it would also refer to online restaurant 
reviews, recommendations for walks or local events 
of the sort commonly found on the BBC Local 
websites”(Wardle & Williams :2008)

Information collected from focus groups of participants interact-
ing with this content, proved there were contradicting views 
on the quality and purpose of it. Some audience members 
praised its uses, whilst others suggest it could be a numbing of 
the sense while more impacting, ‘real’ stories are happening. 
Another comment suggested that by the incorporation of the 
content on other news sites was a way of telling the audience 
that they need to be viewing this content – something one par-
ticipant suggested they would seek out in their own time.

The essential argument of this paper is the approach the BBC 
and their staff take in dealing with audience material or user 
generated content. There is a high level of training on journal-
ists and editorial practices for staff to separate content from 
being substantial information and more comment type material. 
Claire Wardle gives the example the Social Media Hub is re-
sponsible for gleaning through content posted to the Have Your 
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Say discussion board. The hub sees this board as an essential 
source of newsgathering, but also as a public service provid-
ing an area for public debate. This is done through moderation 
changes feeding content into portals where journalists and 
editors can access. Journalists suggest that this isn’t a new 
procedure but more a faster method of sourcing content.

3.3 THE ORBLE COMMUNITY

Another interesting community, and one based entirely on user-
generated content, is economically stimulated. Sure enough, 
it is based on economic gain for the developers and group of 
managers, but is also providing remuneration for its community 
members and contributors. The Orble Community has been in 
operation for five years and has over 3400 members. It hosts 
blogs for its members that cover content diverse as the Ameri-
can National Basketball League, movie reviews, Microsoft 
Paint, and beer brewing to name a few. It has a core of three 
contributing Community Managers that rely on a method of 
self-management. Within the community there are senior, more 
experienced members that moderate users and content. These 
users are relied upon by the Community Managers to educate 
‘newbies’ on the rhetoric of netiquette, publishing techniques, 
high-ranking sites, and content quality. It is considered a 
successful community in terms of users, quality of content 
produced, and the economic model.

The basis of economic success, and a defining process of 
content contribution, is Google rankings and the inclusion of 
Google Ads. The most important rule stipulated when starting 
is constant posting is the key to having a successful blog. This 
relates to Google ranking within its search engines, where con-
stant updates of the site along with links to other higher-ranking 
pages fair successfully. In addition, they suggest you pick a 
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topic of interest and stick to it for the sake of your audience and 
your searches. For example a blog on cuisine in Turkey would 
confuse a Google search engine if the latest entry were on a 
Mercedes Benz. It will confuse the advertisement choice by 
Google Ads directing traffic in a completely inappropriate way.

These guides relate to income generated from traffic and clicks 
on advertising links. There is a column on the side of each blog 
that links to the site’s most popular blog entries, recent items, 
most discussed, and top bloggers. This is a tactical design that 
points popular sites to every site within the Orble network to 
attract more traffic. It places an emphasis amongst its users to 
have a popular blog, resulting in the entire community having a 
higher-ranking for Google searches. This equates to improved 
income through Google Ads for all members of the community.

There is reliance upon the senior members to moderate activity 
for the benefit of the entire community. This hierarchy is mod-
eled upon Laurel Papworth’s work on forum moderation, and 
is disseminated in Karma points. The Karma point system has 
benefits that outweigh being acknowledged as a senior mod-
erator and are uniquely accumulated. Based on a one to ten 
point system with ten being the highest, most senior community 
member, points are accumulated in three ways: by contributing 
content, by commenting on other member’s content, and taking 
part in forum discussions. A higher ranking indicates one’s 
experiences within the community to both participate and guide 
and also places the contributor’s content onto the front page of 
the Orble homepage when submitted. This of course stimu-
lates more traffic through your blog, improving your chance of 
income.

Encouragement is implemented through a daily email sent to 
every member. Within the email statistics are how many hits 
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your blog received, how many people accessed your blog from 
the front page, and how many people have linked to your blog. 
It then gives an average of all of the blogs in the community 
and places your blog in a ranking of the approximate 8500 
blogs, which stimulates competition to rank within the top 50, 
which is discussed frequently throughout forums in the site. It 
also confirms the cyclic pattern of a higher blog entries equates 
to higher income. 

3.4 WHAT DOES THIS MEAN?

If a combination of the two sites is placed on Pool and their 
practices, there are areas present that require attention. The 
BBC case study, suggests there is a further impact that audi-
ence material has on the corporation entirely. Although Pool 
is distinctively separated from newsgathering, there is a wider 
application for the content that is being contributed to other 
areas of the ABC. Just as content that was contributed to Have 
Your Say at the BBC impacted current affairs, so too does the 
general day-to-day audience material have to the ABC. It may 
assist journalists in a streamlined newsgathering technique, 
may provide a stimulus for a current affairs program, or could 
feed content into an arts section.

Considering the Orble community is for profit and the ABC 
isn’t, there is a fundamental difference in the practices of the 
two communities. However the involvement of their members 
is impressive, displaying a new level of self-management and 
editorial practices. Perhaps the Karma system is something 
that should be implemented in the practice of Pool members? 
It is a method that instantly distinguishes senior members from 
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just anybody, and emphasizes the strong-authored presence 
that these sites do require. The deeper knowledge of the sites 
statistics also suggests an increase in interaction with its mem-
bers that may benefit Pool.



31Jonathon Hutchinson

CHAPTER FOUR: 
THE POOL COMMUNITY 
AND THE ABC
4.1 THE POOL COMMUNITY

The Pool community provided an informative space to conduct 
a participatory culture research project. Using participatory 
observation as a method, I have established that Pool is mov-
ing towards a self-managed environment. This incorporates the 
use of members as mentors and facilitators guiding the commu-
nity in way best suited for all concerned. This hasn’t happened 
by chance and has been a clear outcome from conception, and 
also aligns itself to a similar position of most online communi-
ties.

This could be best outlined through the work of Laurel Pap-
worth and the netiquette that she talks about. Pool, like most 
online communities, has an understated hierarchy where 
users fit into depending on their contributions, relationships, or 
simply attitudes towards the other users. For example, “Thou 
shalt show each other respect” (Papworth:2008) is probably 
the golden rule in this space. Should this rule be ignored, an 
example of self-management may be displayed. 

4.2 THE CHARACTERISTICS OF THE POOL MANAGEMENT 
STRATEGIES

The approach used by the Pool team is one somewhat radical 
and quite liberal, and comparatively so compared to techniques 
used within traditional broadcast media. To establish an under-
standing of the department organization, there is: 
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an executive producer, 
a technical development role, 
a convergent social media position, 
and a community manager. 

The community manager is the role that needs the most focus 
within this section. Where are the boundaries of this role within 
a community where reliance of self-management is on the rise? 
Where does the authority lay when a tough line has to be drawn 
on another community member? Who is directing the future of 
what could potentially be a transient space for the majority of 
users? These types of questions are areas that revolve around 
the role of the community manager, where clarity is obscured at 
this stage.

How does one gauge their success in this role then, if the char-
acteristics are not outlined? Roland Legrand has established 
a benchmark from his time as a ‘warm and fuzzy community 
manager’ with Linden Labs, the epicenter of Second Life. He 
has written an article centered on “The Five Habits of Highly 
Successful Community Managers”. He first outlines the three 
main sources of friction within these spaces: Power struggles 
may surround who is controlling the space as more frequent 
contributors feel the space is theirs and they can influence 
the greater community. Disillusionment where what is being 
offered on other sites, for example tools and applications, is not 
being offered to this community also acts as a source of fric-
tion. Lastly, a lack of appreciation for their contributions to the 
site and/or a feeling that no one is responding to them or their 
requests may present contempt amongst users. 

Legrand offers ‘five ways to reduce friction’

1 By not being the shy person within the community and having 
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a voice of reason within many areas of contribution establishes 
a strong presence. 
2 Focus on the issues that are real, and establish that you un-
derstand the intricacies of Web 2.0, with solutions to problems 
and bugs. 
3 Be honest and transparent as generally the members of 
these types of communities are savvy and will understand the 
influencing factors, i.e. the shareholders in the space, that need 
to be accommodated. 
4 A zero tolerance for personal attacks must be a firm approach 
to your methods when facilitating debates and discussions. 
5 Lastly, be appreciative of the contributions of the members 
considering the amount of time and effort that they have in-
vested in maintaining and advancing the site (Legrand: 2009).

The basis for what the ideal Community Manager by example 
should be doing is transcended into the Pool Community 
Manager and Management team. At the forefront is the role of 
discussing and encouraging new content coming onto the site. 
De-bugging, research, workarounds and reacting to member’s 
technical anxieties on the site are implicated through commu-
nity discussion which constitutes as participation. 

It has been established the community will not wait long for 
changes to happen, and are content to transfer their member-
ship to other content communities if change does not occur. It is 
also useful to realize that the members appreciate transparent 
responses to all situations. There is no room for a bureaucratic 
response to people that have a vested interest in this space. 
The other side of the equation involves the community mem-
bers themselves.
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4.3 THE INTERNAL DYNAMICS OF THE COMMUNITY

“Online communities lay on top of computer systems 
that support the social interaction” (Custodio: 2009). 

From within his presentation “Online Communities Clinic”, 
Pedro Custodio presents a parallel similar to the inner workings 
of the Pool community. There are three distinct users in any 
community: a visitor or observer, a consumer that as their inter-
est raise so too does their involvement, and a member who is 
“fully active and producing material, engaging and helping oth-
ers”. This could be represented through levels of commitment 
or engagement of users. Additionally, the Australasian ARC of 
Interactive Design (ACID) discovered that Pool is a place for 
people to “display their work” or “to build a portfolio and profes-
sional reputation”. For others it was merely a place to store their 
work that then received attention. Other users looked towards 
Pool as a kind of cultural artifact, where Australian stories and 
archives are collected. (ACID: 2009) Ultimately, Pool is a place 
where people can connect with each other which indicates dif-
ferent types of users with different levels of commitment.

Drawing from first hand particiaption research, there is a clear 
understanding of the characteristics of the community. There is 
a small amount of users that contribute the majority of content, 
including feedback on other content and discussions within 
forums. These are the experienced types of users that reflect 
the participants Legrand was referring to as senior community 
members, who continuously contribute and have taken a per-
sonal attachment to the site. This may be considered positive 
because of the value added by their contribution and negative 
as it may manifest itself as groupthink - that is an idea gaining 
momentum through the suggestion of a few.
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Another contributor may add content, does not get the re-
sponse that they require, and leaves as quickly as they arrived. 
They go into the same distinction as an anonymous contributor 
in that they have little impact on the site. There is also the sub-
contributor that occasionally drops by to add their contribution, 
but is not as committed as the full member. They treat the 
space as theirs, but are not as enforcing as the senior mem-
bers that are progressing to the role of community manager. 

In addition, there is a role for the community manager using 
an online technique of moderation. A large debate is currently 
occurring over many online community sites, and may be often 
confused with censorship. The debate sees the inclusion of a 
more formal type of politic, where the tone and administration is 
purely at the discretion of the community manger and design-
ers. This style of managing could be looked upon as heavy 
handed, or a way to guide a group of users through what could 
be potentially rocky waters.

4.3 MODERATION POLICY

The ABC standard of moderation is modelled on the protocol of 
early days of correspondence over the Internet. This moderation 
is a developing type of interaction between the corporation and 
its audience, as are the policies that govern how content and 
discussions are filtered. This is a case-by-case type of scenario 
dependent upon what type of program or format the moderation 
is intended, otherwise known as risk management. All editorial 
staff currently utilizes three levels of moderation as a guide in 
managing content from the ABC audience. These are:

(a) pre-moderation - UGC not published until a mod-
erator has reviewed it and determined it is suitable for 
publication, 
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(b) post-moderation - UGC is published on the site 
and a moderator determines whether it is suitable to 
remain in its published form, or
(c) reactive moderation - the moderator reacts to 
alerts from users about particular content. The mod-
erator does not view every user contribution. 
(ABC Editorial Policy: 2009)

The Pool community has entered into a phase of reactive 
moderation. This shows commitment and sincere interest in the 
benefits of self-managed communities from ABC management. 
Internally, an ABC moderator will not read all content, thus the 
community has to self-edit, introducing the upward referral tech-
nique. Upward referral suggests thaat if a staff member, and in 
this case a user has an issue with exercising editorial judgment, 
they are to refer the matter to the next level of management. 
This has the potential to reach as high as the Editor-in-Chief and 
Managing Director. Ultimately, it can be argued that through the 
process of reactive moderation, the Managing director is placing 
trust within the members of the community to value judge the 
UGC that is contributed.

Content has to comply with the community guidelines of honesty, 
fairness, independence, and respect which is the essence of the 
ABC editorial guidelines. The overarching moderation guideline 
suggests all media organisations within Australia are account-
able to the Australian Communications and Media Authority 
(ACMA), who are the arbiters of communication legislation. The 
ABC is a corporation in their precinct, and therefore is respon-
sible for its actions according to this body. This presents a time 
of intense policy review, impacting upon the communities and 
audiences that they are associated with. A significant review of 
this legislation was achieved in March 2009 with an inclusion on 
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user-generated content into the ABC Editorial Policies.

Section 9 of the ABC Editorial Policy is significant in addressing 
unchartered issues on how to liberally govern a community that 
is creating its own content. The ABC identifies user generated 
content as text, video, still image or audio that: 

(a) is submitted by a user for publication on an ABC 
online or other interactive service (see section 9.1.3); 
(b) generally involves some creative effort on the part 
of the user, in creating original content or adapting 
existing content; and 
(c) is usually self-produced and submitted without 
expectation of payment from the ABC. 

But does not include:

(a) audience participation at live events; 
(b) audience participation or talkback during the 
recording or transmission of a program on radio or 
television; 
(c) audience comments submitted for publication in 
print magazines; or 
(d) complaints made through online or other means. 

This would suggest time and effort has been invested in dis-
tinguishing what UGC is in relation to the broadcaster. It still is 
assuming however that there is a person, or group of people, 
that are responsible for the editing process. How does this sit 
with a reactive moderation that is reliant upon the community of 
user-generator contributors?

It does imply that there is a reduction in the gap between a 
community having a community manager and one that is self-
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managed. There is an understanding that a moderator must 
have a firm grasp of the ABC Editorial Policies and is familiar 
with the Community Guidelines. An ABC staff member is trained 
in this position, whereas a community member is not. There 
is a relationship developing that sees the community having a 
deeper understanding of the interest of the broadcaster, and the 
broadcaster having a greater trust in the user to implement these 
guidelines. This is a breakthrough that is not only being expe-
rienced within the ABC, but is simultaneously occurring across 
many social media platforms.
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CHAPTER FIVE: 
THE PROJECT

5.1 THE PROCESS

This project was designed over 8-months, including a change 
from the original concept of a series of radio programs to be 
published over multiple social media websites. Closer inves-
tigation revealed there is a gap in research of participatory 
cultures surrounding media production, which interested me. 
It was also suggested that participatory cultures is an area of 
interest at the ABC, especially research into the relationship be-
tween the broadcaster and Web 2.0 technologies. This was the 
impetus to include the ABC and their social media site, Pool as 
a focus for a research project. Having already been live for ap-
proximately three years, the management of the Pool team has 
also faced many of the issues that are addressed within this 
paper. This made them an invaluable resource in the realization 
of the final design of this project. In particular John Jacobs and 
Kyla Brettle were pivotal in the initial design and approach to 
producing a successful user-generated project. The data that 
I gleaned from them established a path to approaching this 
project.

It was at this point I began to question the possible outcomes 
of this honors exegesis and practical project that best explains 
this area of investigation. I was also questioning how this 
fits within my own personal practice and professional career 
aspirations. Having a solid production background, I decided 
UGC to produce a broadcast program would best address the 
interaction between the participatory culture and the needs of 
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the national broadcaster. Additionally by placing myself in the 
middle, I would be investigating the role of the social media 
producer first hand. The approach was to design a Pool call 
out, receive content from the Pool community, bring additional 
members into the space, and produce a piece for a host pro-
gram on Radio National.

From early discussions with Pool management, they gave me 
information on implementing this successfully based on past 
experience of similar projects. A useful suggestion, and one 
that is key to social media practice, was to shape the project 
around a topic that is experiencing interest from the existing 
members. An example was to go through the Pool forums and 
discover what people are discussing, or to approach an active 
online environment and invite them to this other space, Pool, to 
continue their conversation. Interest would already exist, also 
defined as a pre-existing audience, or in this case pre-existing 
users. An approach of expanding on a hot topic within a com-
munity also demonstrates a characteristic of social media, 
suggesting there is a relationship that needs to be established, 
one that indicates an active involvement and inclusion within 
the community. 

Introductions to other members, a confidant voice, comments 
on another’s contribution, or contributing works that instigate 
activity are all examples of actively participating. The integral 
point of the community approach is that each member is part of 
this community, and within this community, there is an amount 
of responsibility of submersion and inclusion. An analogy could 
be to compare it to a meeting in progress. If the members 
are meant to be in the room, and it is a diplomatic affair, they 
receive appropriate time to talk while each member listens. If a 
new person bursts through the door and begins talking about 
something completely off topic, people feel intruded upon 
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and eventually stop listening. The social online environment 
implores a similar etiquette, or as referred to in this space as 
netiquette, where an understanding of your fellow community 
leads to the best results of inclusion.

This understanding inspired how to approach potential users 
with a topic of interest, and how best to stimulate their creative 
expression to demonstrate that. I found there is activity sur-
rounding poetry amongst a large portion of the Pool community 
who are enthusiastic to engage this skill upon new subjects. 
Additionally, I was beginning to understand that people are 
skilled on subjects that surround the idea of ‘I’, or a personal 
recollection/representation in relation to a topic. To support this 
argument of a strong focus of the individual within a relation to 
a subject, there was an echo emerging from individuals that did 
not belong to the Pool community. A foundation was estab-
lished to make this project approachable to both individuals, 
and a community of these individuals. 

From information surrounding established online communi-
ties and the recent information that I was gathering, I began to 
question the role of the community manager and their involve-
ment within a project of this nature. From earlier descriptions, 
particularly form the Pool management team, I was of the 
understanding that their role is to be involved in the commu-
nity, make members feel welcomed, stimulate the submission 
of new content, and draw connections to wider applications 
in other projects and communities. I feel as though it includes 
additional roles of understanding the broadcast desires of 
the producers using the incoming content, and being the link 
between those producers and the participants of the commu-
nity. The community manager is a social media producer acting 
as curator of the works presented to the broadcast producers 
and by facilitating this becomes a contributing editor. This role 



42 Into The UGC - labsome 2009

has also been referred to as the produser (Axel Bruns, 2008), 
which takes a one on one approach to communication with 
community members.

With these background understandings emerging, three proj-
ects were designed as an entry point of what would interest 
community participants. All three of the projects placed the 
individual as the central character and asked for a response of 
the person with the theme. I developed a process that was an 
email addressing the three topics which including an introduc-
tion to the project as a whole. In its essence, the email asked 
participants to read over three ‘call-outs’ and ask for 
a) feedback about the entire project, and 
b) an instant reaction as to what they might produce for this call 
out. 

The strategic difference of success between this callout (an 
emailed brief which asked participants to submit their user-
generated content to Pool’s hosted project group) and other 
callouts was that each individual participant was personally 
contacted by email. For example if I knew that the recipient 
was a photographer, I would suggest that they should interpret 
the brief from a photographer’s point of view. There was a 
clear difference in response to this approach compared to that 
of bulk contact through a Facebook group. The bulk contact 
technique yielded zero response with minimal interest raised in 
the project.

The type of participants I chose to individually contact were a 
cross range of individuals including academics, media prac-
titioners, students, designers, musicians, and others that are 
detached from this demographic. Invaluable feedback directed 
initially what was a theme that most types of people could align 
themselves with, and secondly a plethora of suggestions that 
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helped with the fine-tuning of the entire project (See appendix 
1.1). 

From this the theme of Stage Fright was a concept that, most 
people could relate to and this suggested that it might be the 
best option in designing a successful call-out. 

“I’m pretty scared of public speaking, like most 
people, so I instantly went towards that fear instinct 
or emotion. Definitely not someone to embrace the 
performance side (yet! who knows in the future...). To 
express that fear I would probably think of a worst-
case scenario - speaking in front of a very judgmen-
tal crowd and not feeling confident you know what 
you’re saying. I’d produce a first person perspective 
photo or drawing looking out to an audience of mean, 
glaring faces, some of them holding clip boards and 
giving disapproving looks at the viewer and each 
other. Otherwise, I’m also picturing a small figure on 
stage, with a spot light and nothing but black around 
them. Hiding behind their hands?

Could probably write some short text to go with those. 
Bad poems?”

-Chris Marmo

As mentioned earlier, and with each email sent during this pro-
cess, a certain amount of personal-ism was used. This proved 
to be quite labour intensive, yet was very successful in creating 
a buzz about the project on a whole. Instantly people were 
interested since the ‘producer’ of the project approached them 
to create content for something that had the brand of the ABC 
behind it. It instilled confidence in their work, made them aware 
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of the project, and created a new audience of participants inter-
ested in contributing content. 

If I were to do a project like this again, I would certainly use 
this technique. It was time consuming and required constant 
communication between the approximate 200 people that I 
contacted, however the benefit of this labour was in the re-
sponse that I received. Initially it supplied me with feedback on 
how to complete the design of the project so it was published 
with a pre-determined interest. Additionally, it supplied me with 
a core group of users legitimately interested in participating that 
I could concentrate on. This saved time in the later stages of 
the project.

5.2 THE RESULT

After collating the data from the feedback, the Stage Fight 
project (a play on words that represents the process a perform-
er goes through when dealing with stage fright) was launched 
on the Pool website. 

A further experiment was conducted after the launch of the 

Figure1.1 The Stage 
Fight Homepage
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site to establish if people would naturally gravitate to it without 
the support of the Pool management. Generally when the 
Pool team designs a project like this, it receives front-page 
position and usually has a blog post written about the project 
to encourage existing members to become involved with it. 
I wanted to see if this project had enough momentum in it to 
receive a similar amount of attention. After one week, it became 
evident that its presence had not really been noted and that 
further exposure was required. I contacted the established and 
prominent Pool users to alert them of the project and to gauge 
what level of engagement they might be interested in taking. 
After two days of directly contacting ten members, again with 
personalized emails, there was an additional six members that 
joined the group with nine pieces of content being contributed.

Figure 1.2 The First 
Piece of Content 

Contributed to Stage 
Fight – Broken by 

Rossco
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The most interesting part of this stage of the project was how 
people that had been separated from the design process, 
interpreted the brief. A particular case to note was the user 
Rossco. His image of Broken completely flipped the expecta-
tion of the type of content that was expected, confirming the 
un-predictability of this type of user group/project. It also rein-
forces the role of the social media producer and the position 
they take as an editor and curator. Is this image appropriate for 
broadcast? Does it interpret the brief in a way that was intended 
by the producer? Is it a great piece of content that is better 
suited in another project? Can it shed light on the brief in a way 
that even the producer had not thought of? These are areas 
that are intrinsically linked to the position of the social media 
producer, and impact upon their relation with the traditional 
media producer. 

5.3 THE RADIO PITCH

A final outcome to be explored with this project was to create 
content with a view to producing a broadcast program for Radio 
National. Considering the nature of the content, and the reac-
tion that people gave towards musical inclinations, I decided it 
was best suited for the program Into the Music.
 

“Journey Into The Music with ABC Radio National’s 
features program exploring and celebrating all as-
pects of music. Ranging across the history of music, 
the lives and experiences of musicians and the prac-
tices of music-making, Into The Music enhances our 
understanding, appreciation and love of music as well 
as looking at its cultural and social context.” 
- Into The Music, About Us

It was framed with a view to becoming a documentary piece 
exploring the emotions that surround performers just before 
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they take the stage. There was confirmation of several signifi-
cant performers taking part, along with students of two highly 
respected training institutions. The addition to this production 
was including user-generated content from the Stage Fight 
callout as glue between the professionally produced pieces. 
Unfortunately it was not successful in its submission, but did 
prove to be useful in feedback collection. The feedback sug-
gests to me that there are a couple of reasons why the pitch 
wasn’t successful. Firstly is my inexperience as a broadcast 
radio producer at this highly professional level. It is admittedly 
a large ask to take on a somewhat experimental piece with 
minimal production experience. Secondly, I might suggest there 
is uncertainty in the quality of content that is submitted as user-
generated content. Both areas are reasonable to not commis-
sion this project.

The uncertainty of a producer leads into discussion that ques-
tions a concise format for presenting a version of UGC that the 
social media producer might curate? The benefits of this proce-
dure would save the producer time and give them a pre-edited 
version of this UGC. The social media producer would also act 
as an informed filter over the content and be able to present the 
content in a fitting format. This idea will be explored in further 
discussion of the characteristics surrounding the participatory 
culture.
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CHAPTER SIX: 
DISCUSSION, 
REFLECTION AND 
CONCLUSIONS
6.1 A NEW TYPE OF MEDIA PRODUSER?

“Online, we tend to form user communities around our 
favorite spaces. Tom Glocer, head of your Reuters, 
recognized it: “If you want to attract a community 
around you, you must offer them something original 
and of a quality that they can react to and incorporate 
in their creative work.”” – Jay Rosen, The People 
Formerly Known as the Audience.

A close examination of Pool and its position within the ABC, 
and supported by being a community manager myself, I can 
synthesis the need for what could be called a Social Media 
Producer. This role is critical in bridging the gap between 
producers, editors, and journalists of the ABC where UGC is 
feeding content for other uses. The social media producer role 
is unique and specialized for a new form of media production 
that is taking on the participatory culture that surrounds it.
 
Managing a user generated project within this environment 
uncovers findings that support the need for this type of niche 
position. There is quality content coming from this community, 
but sourcing and filtering it are possibly the biggest challenges. 
It is clear with all of the evidence presented and supported by 
the data of this project, the producer needs to be a prominent, 
contributing member of the community to gain access to the 
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other members and their content. This model gains momentum 
in establishing a ‘one of us’ raport in having a more senior role 
within the community. The establishment of this role places 
security in the project from other member’s point of view, and 
also provides a more authoritative position that is able to curate 
and aggregate the content.

The role suggests a personal type of interaction with the 
participants required, where scattered communication is less 
effective for gathering both people and content. This was dis-
covered by the trial of both types of approaches, indicating that 
individual emails were more successful than a bulk message 
trialled through a Facebook community. Eight new members 
were sourced from other communities through individual 
contact of the total of 18 members of the group, compared to a 
group email sent out to 174 members of my personal Facebook 
community friends with only one confirmation joining the Stage 
Fight group on Pool. 

Additionally the social media producer role should liaise 
between traditional producers and the Pool community. As a 
generalisation, broadcast producers are not experienced in 
interacting with this type of community to glean content from 
them, considering this is a relatively new way of approaching a 
broadcast program. The skill set outlined here would assist in 
tasks that begin at writing the callout. There is a certain tone 
and voice that needs to be injected in to the communication 
and face of the project, something that is being reviewed by the 
team at Pool as more projects go live.

From personal communication with Gretchen Miller, the pro-
ducer of Radio National’s program 360 and recent successful 
Pool project City Nights, she alluded to the increased workload 
that exists with the procedure. The process involves constant 
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contact with the group, both as a group and individual corre-
spondence. She discussed the increase in workload in the edi-
torial process of the content coming in, for example sub-editing 
any written material. I would suggest most traditional producers 
would not anticipate this when designing a participatory culture 
project, and I can confirm this from going through the process 
myself.

Jono Bacon also confirms these findings in his book The Art 
of Communities where he introduces a dot analogy to explain 
this result. It sums up the concept of a successful community 
perfectly: 

“Although similar looking, each has a very distinctive 
personality and skills. What brings them together is 
the same passion: creating a completely new and 
original social networking website, built for dots, by 
dots, called...DotBook.” (Bacon: 2009)

This level of understanding the community distinguishes the 
role of the social media producer, also known as the community 
manager. He also suggests that building a positive environment 
that is inductive of the community’s goals, which in this case is 
aggregating content for the purpose of broadcast. He suggests 
eight main areas for a successful community, which would 
come into the role of the social media producer:

1. identify how we can divide our community into 
teams
2. ensure that teams can communicate clearly and 
effectively
3. attract a diverse range of contributors to our com-
munity to get involved and contribute to our goals
4. build an environment conducive to our wider goals
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5. define the scope of each team, and help team 
members understand that scope
6. understand the extent and range of collaboration 
between our teams
7. encourage diversity and opportunity in the com-
munity
8. produce a code of conduct

Jono Bacon’s approach is targeted for online communities 
generally, however it is possible to extrapolate an understand-
ing of how these guidelines would work in the Pool community 
suggesting that these areas are currently being addressed 
within the community. Failing areas of communication between 
members and dividing members in teams due to limitations of 
the Drupal software have been flagged and addressed within 
the Pool re-design. The success of the current community 
managers is highlighted through the research done by ACID in 
the Pool User Report:

“Showing that someone is paying attention to the 
feedback provided by members encourages more 
and better quality input. It also instills a sense of 
ownership in the community that encourages an 
overall greater level of engagement. Pool staff should 
continue to engage the community to this level, and 
work to maintain the existing personality of Pool in 
any future versions.”

6.2 INTERACTION OF POOL WITH OTHER ONLINE UGC 
COMMUNITIES

An area that is limiting within the Pool space is the introduction 
of other online social media platforms and the interaction that is 
possible with them. An example of this type of interaction could 



52 Into The UGC - labsome 2009

be embedding a YouTube clip in a blog entry, or having an au-
tomatic twitter feed from your profile. The inability of this stems 
further than merely content management system limitations, 
as there are moderation issues to consider when coordinating 
external social media platforms. 

A major issue to consider is any content coming from Pool 
also carries the ABC brand; thereby establishing the content 
is representative of the corporation. If a user were to publish 
content on their Pool profile that didn’t conform to the standards 
outlined in the editorial policy and Pool user guidelines, it would 
be considered inappropriate for use on the ABC. If a feed was 
set up (in a reactive moderation state) to publish instantly to the 
user’s Facebook page, it could ill represent the community and 
the corporation. 

The reverse of this is being able to embed content into entries 
on the Pool site from other platforms. The reason for this is the 
Drupal content management system doesn’t allow this type of 
activity in its current state. Regardless of why, integration or 
convergence is contradictory to the ethos of online social media 
platforms, and a current gripe with a majority of current Pool us-
ers. Convergence is also crucial to finding the new audiences 
that Pool is attempting to network with. 

6.3 THE OUTCOME OF THE PROJECT

There was a considerable amount of content contributed to the 
callout, with a heavy influence of photography. Video, text, and 
audio were also submitted providing the opportunity to create 
an audiovisual response to the initial theme of stage fright. 
As the manager and producer of the group, a responsibility to 
create a cohesive outcome from the collection of the content 
was needed to fulfil the requirement of being able to create 
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something suitable for broadcast – a process that slowed the 
entire project down considerably.

To curate the material in a social manner, I incorporated a 
Posterous account. The Posterous outcome serves a dual 
purposes as a page that can be presented to showcase the 
relevant and exceptional content and to feed content out to mul-
tiple social media platforms. Attached to the Posterous account 
was a Twitter feed, Vimeo and Flickr account, and a Facebook 
group. Posterous enabled a workaround to the issue of not be-
ing able to incorporate other social media platforms within the 
Pool space, and was inclusive of the communities that populate 
these spaces. 

Figure 6.1 The Pos-
terous Homepage
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Figure 6.2 
The Facebook 

Homepage

Figure 6.3 The 
Flickr Group 
Homepage
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Having these groups advertising in various spaces has led to 
Stage Fight’s involvement in the Electundra 2009 Audiovisual 
Festival in Melbourne in November. The organisers of Electun-
dra saw the online project and invited us to exhibit in the festi-
val. This stimulated further contributions from members having 
a potential to show their content in another space. This is a 
successful outcome that has been achieved out of the process.

6.4 A PERSONAL REFLECTION

It is also important to highlight the shift in my personal practice 
that I have gone through over the past year with this project 
being my primary focus. I have noticed a change in areas that I 
didn’t conceive when embarking on this stage of my academic 
career that I am pleased with. 

The biggest shift that I have experienced is in my research 
techniques. We are in a time where information is everywhere 
and readily available, presenting the challenge of filtering data 
rather than its collection. I once concidered research was sim-
ply information from the sourcing of books and journals within 
the University library, however with a topic that is continually 

Figure 6.2 The 
Twitter Feed
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changing with rapidly new information being released, I had to 
shift my approach from an explorer of information to a farmer of  
it. RSS feeds of blogs became essential, along with tags in the 
Delicious online book-marking site. I would often spend the first 
hour of my day reading blogs of ‘industry experts’ and finding 
them more relevant than reading an academic journal that was 
printed two months ago. 

I now also have an understanding of a wider application of 
research such as this and how it works in conjunction with 
larger research projects. By working closely with the Austral-
asian ARC of Interactive Design, I understand how the Federal 
government functions with funding areas of research that they 
see important. It is clear how this impacts on industry stan-
dards and the relationship of policy implementation upon them. 
I can contextualize how this research project slots into a larger 
picture, and informs a larger project, even if that is a personal 
journey. 

It is helpful to reflect on personal goals that I set for myself 
at the beginning of the year. I had three areas that I concen-
trated on, to gain employment at the ABC, to use this year as a 
launching pad into an academic career, and to be established 
as an industry professional. I am happy to say I have achieved 
two out of the three and am on my way to pursuing the third 
(which may have been a bit ambitious at this stage of educa-
tion). With my application to continue my PhD in user-generated 
content and its relationship to broadcast at QUT pending, I am 
hoping to become an industry professional within this area.



57Jonathon Hutchinson

APPENDICES

APPENDIX ONE:
EMAIL TO USERS
Some background on the project: I am currently doing my 
honors at RMIT in School of Media and Communication and will 
be producing and managing a user-generated project as part 
of my exegesis. The idea is to put an idea or ‘call-out’ out there 
and to have people respond by creating any media production/
form they wish, e.g. video, audio, photograph, text, web link 
etc. Once content is submitted, the project may evolve into 
something greater that may take the form of a broadcast piece, 
or a live installation for example – but will certainly be a rich 
cultural artefact.

At this stage of the project, I have three ideas that I am thinking 
might make interesting projects. I am ‘road testing’ these ideas 
in an attempt to refine them into one idea that will be picked up 
by the users of an online social media group. What I am asking 
of you is to read over the three ideas and to respond with ap-
proximately one sentence reply for each that might explain what 
you would create. Of course any additional feedback will be 
extremely appreciated and will add to the value of this process. 

Things to consider whilst reading each proposal might be:

Do you instantly have a reaction/story/recollection triggered?
Can you include ‘you’ in the project?
What could you produce?
What medium would you use?
Where would you like to see your contribution, or what would 
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you like it to become?
All of this information collected may be used in the final analy-
sis, but will be completely anonymous, unless you specify 
otherwise.

Idea Number 1

Could you represent the truly exciting, terrifying, all consum-
ing moment that is stage fright? Is it possible to put this into a 
photograph, video, piece of text, or any other medium that com-
municates the emotions that are experienced during this highly 
stressful moment? That reaction of cortisone and adrenalin 
within the human body that provides an impetus to run from 
danger when we cannot overcome it. If we are to suppress 
this urge to, for example, take the stage, what is the result? A 
sickening in the stomach? The pouring of sweat off the brow? 
The swelling of the brain that effects one’s judgement and fine 
motoring skills? Or alternatively, is this the feeling that a per-
former just cannot live without?
What best represents your interpretation of this moment?

Idea Number 2

Calling all those interested in music! Through a rich tapestry of 
sound and/or vision, create a short piece that demonstrates the 
significance of numbers within the musical form. For example, 
what is it that makes one person feel completely at ease with a 
beat whilst it completely annoys another? Why do certain fun-
damental harmonics sound correct to the Western World and 
not to their Eastern partners? How do you respond to rhythms 
that do not appear to be quite right? Through imagery or audio, 
can you represent how a strange, off-putting sound makes you 
react?
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Idea Number 3

How has Hip Hop influenced your local area? It could be a 
photograph of throw ups (graffiti piece) on your train line, an 
interview with your local beat box busker, or perhaps you rhyme 
yourself and want to share those words with the world. It is 
clear that music in New York City is vastly different to that in 
Sao Paulo, which is different again to Adelaide, or that which 
is produced in Munich. Give us your ‘Big Beat’ that represents 
sub genres within cultures that brings with them their own style 
of language, expression, fashion, or movement as represented 
by Hip Hop having its own distinctive geographical stamp.
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APPENDIX TWO:
FEEDBACK FROM 
USERS
Bryan Dochstader:
Idea 1
Immediately, I see a photograph somehow comparing stand-
ing in front of an audience with standing in front of a predator.  
Putting the instinctual ‘fight or flight’ impulse that has evolved 
into the human condition with the modern day social equiva-
lent. The composition of the photo I see is from the perspective 
behind the person facing the crowd and the same person in 
Neanderthal clothing facing a pack of wolves.  Somehow the 
photos merge and reflect each other.

Idea 2
I could easily make a piece of music with a time signature so 
erratic and irregular that it would turn everyone’s heads.  You 
could start with a regular beat and then construct that beat into 
a range of time signatures without losing the tempo.  Would be 
quite disturbing.

Idea 3
I’m afraid I find Hip Hop more menacing than most.  I would 
represent this by “tagging” graffiti and the Asian breakdance 
troop out of North Melbourne.  It would probably end up as a 
very disjointed painting show the lack of artistic merit in the 
“tagging” and the ridiculous clothing of the dancers.

Emily Naismith:
I think your three ideas are really cool and I think you have 
made it clear what you want from the people you are going to 
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send this to.

As far as responding to the call outs go... my personal prefer-
ence is leaning towards the second one about numbers and 
music. I think it would be cool to see how people work with 
numbers which are usually so straight and down the line, and 
music, which can be that, but can also be so free and break 
rules.

But I’d also like to do the stage fright one because this would
probably let me be more creative. And the hip hop one would 
be fun to do, but may appeal to less people - but it could invoke 
more in depth responses from the people that do respond 
(because from what I can tell people who love hip hop REALLY 
love hip hop).

If I had to say what I’d do for each of them:

Stage fright: an experimental sound piece that tries to capture 
the feeling of stage fright (kind of like our “isolation” ones).

Numbers/music: An interactive beat multimedia thing with pic-
tures of about 12 numbers arranged on it, and when you press 
different numbers, different beats start playing that relate to the 
number, so the user can mix the beats however they want.

Hip hop: I’d find the raps I wrote when I was in Year 9 when 
I was convinced I was the fourth Beastie Boys member and 
make a picture collage with them.

Hmmm they’re just off the top of my head ideas... hope it 
helps!!!
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Alex Gibson:

idea 1:
I like this a lot. The overall project could degenerate into a feel 
good exercise, but this idea asks the participant to confront 
something difficult and express it publicly. This maybe the more 
difficult one to pull off as it has greater risks, but the benefits 
are also high.

idea 2:
This is potentially a popular idea especially as music is such a 
general and widely appreciated art form.

idea 3:
This has a limited, but dedicated audience. Finding street cred 
to make it credible for the audience will be important.

Chris Marmo:

Idea Number 1

I’m pretty scared of public speaking, like most people, so I 
instantly went towards that fear instinct or emotion. Definitely 
not someone to embrace the performance side (yet! who knows 
in the future...). To express that fear I would probably think 
of a worst case scenario - speaking in front of a very judg-
mental crowd and not feeling confident you know what you’re 
saying. I’d produce a first person perspective photo or drawing 
looking out to an audience of mean, glaring faces, some of 
them holding clip boards and giving disapproving looks at the 
viewer and each other. Otherwise, I’m also picturing a small 
figure on stage, with a spot light and nothing but black around 
them. Hiding behind their hands?
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Could probably write some short text to go with those. Bad 
poems?

Idea Number 2

For me that kind of awkward/out of sync beat conjures up an 
image of one of those flash games where you have to build 
a structure, and when you’re finished you press a button that 
turns on the gravity and watch how it reacts. I remember 
making one that kinda just fell and started bouncing around 
awkwardly, it had bits flying out the sides and rolled forward. 
With a bit of prodding it started jiggling and then slumped to an 
inactive heap. It held it together, but only just. 

Also, one of those dancing coke bottles comes to mind. I al-
ways found those really weird and they were always out of time. 

Something you can interact with here, as I think music is an 
interactive medium to a degree - even when you’re simply 
listening, it has effects on you. 

Idea Number 3

I guess I never realised it but there are certain iconic pieces of 
graffiti and phrases that really mean “Melbourne” to me. I’m not 
sure they are related to hip hop. Some of the stencil art around 
the city/fitzroy is very cool, and that often has a hip hop feel. 
For me though graffiti is associated with transport - while being 
driven around as a kid, I remember one in Preston that was 
on the side of a tram depot that said “Guns don’t kill people, 
people do” or something along those lines. Pretty sure there 
were paintings with it, but I remember the text more. 
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Another one was somewhere around Collingwood station, 
which i’d notice every day on the train from Epping. It’s still 
there but I’m having trouble remembering it - “Quiet horde, why 
are you so bored? Don’t support a bloody war”. The message is 
kinda cool but I just remember marveling at how many people 
would see that everyday, and what effect it might have on them. 

My take on that might be different to what the concept is trying 
to capture I suppose - the local stamp, but I don’t feel I know 
too much about that. I lived in Japan for a while and there are 
definitely different “urban markers” the give it a very distinct 
feel, and that encompasses graffiti too. 

If I have a suggestion for this it would be not to narrow it down 
to graffiti and hip hop culture so much and broaden it out to 
what things in the urban landscape make a city unique from an-
other. That’s just because I don’t know too much about hip hop. 

If I were to produce something for this it would definitely be a 
written piece, as nothing comes to mind photography/painting 
wise, and there’s no way I could create a piece of graffiti good 
enough :)

Rachel Wilson:

The third idea is the one that most captured my imagination im-
mediately ... I reckon I’d post some photos and perhaps some 
recollections on how I see hip-hop in my community. I might 
also reflect on the films I have watched about hip-hop and my 
experiences of going to gigs ETC.

John Jacobs:

I think its good to really try and tailor your call outs to tap into 
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community passions so it’s great to do some research like this.

Might I suggest an even more preliminary approach could be 
to make an initial study of what community media activity there 
has been on Pool and try and spot some patterns of activity/
subjects that have not yet been covered in a call out. Kind of 
like a literature review I guess.

For example have a look around the groups and see if one has 
been started by a community member that has actually gained 
some momentum with other community members joining up, 
this could indicate some spare passion capacity.

I know that a few folks have expressed some interest in Poetry 
sub category being added to the mediums and now a “bad” 
poetry group has started called “the weaklies” ths is a small 
under represented current of creativity but it could point to an 
untapped source of creative energy that you could fram a cal-
lour around. poetry has a “low barrier to entry” bieng just text 
and so could have an easy entre for poeolple.

Now that is just a suggestion, an example that I have noticed, 
the form mightn’t interest you but the template of trying to spot 
existing nacient energy and putting your efforts into growing 
and studing that may be more producibe that actually starting 
your own call out from scratch.

Ki McGinity:

Good ideas... I think the bottom two ideas require a very strong 
target group that have background/knowledge of the subjects 
to provide feedback which is interesting enough to produce a 
show from.
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The first idea has far broader reach, everyone can draw on one 
of these experiences weather it good or bad. The limitation of 
media available to them may be an issue though stuff outside of 
typed feedback may have to be created - what type of motiva-
tion do you have for them to allocate time to create/submit 
ideas? Can they win something, will their work be credited on 
the ABC etc. People by nature are busy and sometimes need a 
motivator... and sometimes they just like the sound of their own 
voice.
 
Jenny Weight:

Idea 1

I used to be in a performance group called stage fright. Our 
idea (or at least my idea, maybe not the others) was to ‘frighten’ 
the audience, or at least shock them out of their comfort zones. 
It did backfire on me a little bit, because most of the audience 
didn’t like what I did. Their might be a nice ironic piece in there 
somewhere. I’d probably do some ‘flash poetry’ or something 
with digital imagery and words, moving or still I’m not sure. It 
would either end up a vid file or a flash file.

Idea 2 
this is an interesting theme but it is so abstract that nothing 
immediately springs to mind. I’d want to compose some digital 
music, maybe I’d add in some voice work. But it requires a lot 
of thought.

Idea 3
would say tis project is designed to appeal to a certain young
demographic which i’m sadly no longer a part of. Perhaps you 
could rephrase it to music more in general (and then just sug-
gest hip hop as an example). I play music myself and compose 
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but I don’t think this includes me.

Charlie Sublet:

idea one made me immediately recall a childhood experience 
in which i experienced stage fright and had to walk off - it was a 
piano recital to a full auditorium. I made it part way through the 
piece b4 just freezing up and not moving. Awful. for me i think it 
would be best captured on video - more effective than a single 
image i think.

idea 2:

a single photographic image of the moment of discord and 
resulting facial contortion/disfigurement exhibited in conjunction 
with a looping soundtrack of the discordant music.

idea 3:

i’m afraid i’m useless for this one as no connection with hip hop.

Kellie Jones

it’s quite interesting what you are doing here, as this is one of 
the techniques we use in the masters of art therapy i am doing.

we capture a moment or an experience then respond to it by 
creating something... usually it’s what we have in the class-
room, so paints and pastels and instruments and the use of our 
bodies and voices. Then someone responds to our response. 
We call it inter-subjective responding. Crazy. I know.

So in answer to Idea 1:
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It’s really hard to imagine what i would create, as i know in the 
moment it would also be affected by what mental/emotional 
state i was in at the time, where i was doing the creation, time 
limits etc etc.

I’d probably use music, once I had taken the space to transport 
myself to that pre-stage moment. Yep, definitely music, classi-
cal, but then have the ability to play with it. Tweak it. Cut it up. 
Try to represent the surging feeling I get before going onstage 
some nights.

I’d probably use my body also.... non verbal movement to go 
with the sound... maybe videoing this perhaps.  It’d be quite 
erratic. Violent in some ways but then incredibly gentle and 
nurturing. Floating. Freedom. 

Colours would be involved. Paint perhaps. Body paint. Using 
paint. Jackson Pollock style. Throwing it around. Splashing it 
around. Covering the space. Myself. The camera.

Brendon Cork

number 1 
a guy is inside a small closet, sweating and shaking, he ner-
vously starts to tell a joke of some description, a snake enters 
the closet with him, he tells another joke and a spider enters, 
he nervously tells the third joke and the closet start to fill with 
water, just as the closet is about to completely fill with water 
as he is coughing and spluttering from it, he kicks open the 
doors and finds himself on stage infront of a crowd, he stands 
there for a minute surveying the crowd, who are all staring at 
him stoney faced, they all suddenly jump to their feet and give 
a standing ovation, he bows, gets back into the closet and the 
curtain falls.
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number 2
i would have it like someone walking past a guy say chainsaw-
ing a block of wood as “busking”, he inserts some money into 
the guys hat, he then comes across a guy kicking and punching 
a cat instrument with cats strapped to this machine, and the 
guy kicks and punches the cats to make music, guy puts some 
money into the hat, he then comes across an orchestra or 
opera singer plying their trade, he assesses them and knocks 
out the opera singer and takes a shit in their hat.
something like that for me......
(For some reason though i instantly thought of the first part 
of irreversible when i read number 2 however, whatever that 
means.)

Number 3 - ? i know jack shit about hip hop and i plan on keep-
ing it that way. And any idea i have had for it seems like i am 
bagging them out, which i would be. i started with something 
about them having their tags etched into their foreheads, which 
ended with a hip hop school run by nazis with an igor type char-
acter who goes around beating them for poor lyrical content 
and that it need more bitches yo which ended with a zigfreid 
type character getting excited by the lyrics of one student who 
had reproduced the hitler rap...........

Mash a song together that is about 20 different hip hop songs 
playing all at once, than have me look into the camera at the 
end and go 20 countries, 20 rappers, 20 illegible tags, then i 
saw my head off and boot my own head down the street :)

Take that how you will.

My medium would all be film, possibly even have a flash anima-
tion or a mix of both, like say the audience part of number one, 
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closet part is real but audience part is animation. I would like 
to see my contribution be used on those toilet rolls that have 
poems and stuff. Personally i would give number 3 away as 
it seemed more like hard work than the others, obviously its 
easier for me to sit here and make up some lame story based 
on them than plan out a mockumentary of hip hop but then you 
would know it better than i would, but yeah number 3 is too 
specific and niche to be anything less than a major headache.

/2cents

Nick Tidey

So, Idea 1:
Stage fright? (If I had the skills) I’d make a short, humorous film
that played on urinal stage fright. You could play off footage of 
the band against one of the punters going to the lav. The guy in 
the lav is *busting* and has to stand between 2 other guys at a 
3 shoulder-to-shoulder trough. The cresendo being him finally
*releasing* played off against a ripping guitar solo or som such.
Hehe. Rich cultural artifact? Maybe not.

Idea 2:
Numbers is music? I don’t know... numbers in sound. I’d like 
to try making an interactive sound/frequency booth. Kind of a 
physical experiment to see if low frequency sound can make 
you crap yourself. *grin* Inside would be a simple radial dial to 
control the frequency of the sound (or sounds, multiple dials 
perhaps?) with a large, red LCD display of the frequenc(ies). 
Needs some refinement, but basically a booth that isolates the 
sounds and the numbers and gives people room to experiment 
with combinations of - potentially assigning significance to the 
values and the physical reactions they have to those values. 
Doesn’t have to be frequencies, could be BPM, etc.
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Idea 3:

I don’t like hip-hop, ooooh no... I love it! Nah, not getting much 
off this idea. I love graff and all, but don’t see it in the context of
the hip-hop scene or anything like that.
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APPENDIX THREE:
TRANSCRIPTS OF 
INTERVIEWS
JOHN JACOBS INTERVIEW

Introduction

I’m John Jacobs, I’m 47, I work at ABC Radio National, I do sev-
eral jobs there, I work as a radio producer on a program called 
The Night Air and I work as a sound engineer on various shows 
– whatever I’m assigned to, and I also work as a social media 
producer or a social media designer for pool dot org dot au. 
My idea of broadcast media, one to many. Broadcast media 
is fixed media objects that are highly engineered and edited, 
curated, sculptured, and they, in terms of public media sow 
our job in the public media as in broadcast environment is to 
represent the nation back to itself and to do public service 
broadcasting which sort of touches on education and cultural 
representation and discussion of society and progressive ideas 
of the police and things like that.

Do a broad stroke of broadcast media and not just the 
ABC…

The broadcast media is like television, radio, newspapers, 
and films, Hollywood. It’s back to the one to many idea of big 
cultural objects that are made for broad consumption – one 
thing that gets consumed by many people. Ah so the seven 
o’clock news. The sitcom. So that there’s an audience, a large 
number of people watching, listening and reading and there’s a 
small number of media professionals making something that’s 
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interesting that can sell eyeballs to advertisers and can satisfy 
a broad range of consumers. So it’s a tricky game and interest-
ing proposition broadcast media.

That’s a very clinical way of looking at it yeah?

That’s one way to look at it. Another way or how I look at it is 
that there’s two sorts of things. There’s the job you have to do 
and there’s the creative opportunity within the constraints and 
so that’s how I’ve worked. I work at a public broadcaster so 
I kind of have a job to do but also there is some way to have 
a creative voice through your profession. Some people are 
journalists, some people are set designers, some people are 
typographical workers, and I’m a sound designer if you like off 
the back of broadcast media. So that’s making it a little less 
clinical and a bit more passionate if you like and that’s the art 
or the joy or deveer, that’s the joy of you know living and having 
a conversation of, I try and bring to my media in the broadcast 
setting and there’s limitations to that and so that’s why I guess 
I’m interested in extending that work into the social mediascape 
that’s opening up for us all.

What are the characteristics of social media?

So social media in one way is a conversation with media. It’s 
media that is social. So it’s talking to each other, all the different 
little parts, all the comments on the blog, or all the annotations 
to the video file that might happen on YouTube and it’s, if we 
keep talking YouTube, it’s user led innovation in terms of the 
media. My ideas of social media are very hung up with how 
to improve the sociality of the current media situation. And so 
that’s what I’m doing with Pool. So in answering this question 
my idea of social media is how to make it better I s’pose and 
how to enable people to use this media to interact with each 
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other and to have a conversation with each other in a peer to 
peer kind of way. And because that was never really possible 
with broadcast media it’s a whole new ball game and every-
thing is being invented as we go along and it’s really exciting 
but it’s really confusing because of that. All of the old thinking 
is out the window because of that. The gates are wide open 
and there’s no gatekeeper. The traditional roles are overturned 
and that’s turbulence and a real creative destructive phase. 
Where new possibilities can happen and some of those pos-
sibilities are back to that user innovation where new ideas, new 
forms, new ways of having a conversation will come out of the 
imagination of people who previously have had no access to 
the main channels of media. That’s what’s great about it and it’s 
exciting about it.

How do the two intersect?

All of the old ways will be retained and used for whatever value 
they can, so the format of Soap Opera will continue, but the 
ways of expressing that soap opera will become more social. 
So people will be able to comment in on plot lines or remix 
characters and build machinima versions of their favourite TV 
Soap Operas. They’ll interact… it’s not as if broadcast media 
will finish and social media will start, they’ll be running in 
parallel and talking to each other from now on. I presume that 
broadcast media will continue and take on a whole lot of social 
media aspects and vice a versa. As the tools get cheaper and 
the techniques get more widely known and the media becomes 
more porous and more remixable and content’s offered out, 
there won’t be an appropriative remixing scene, the materi-
als will be offered from the main stream to the underground if 
you like because the two of them, broadcast media and social 
media will get more social with each other. So people having 
small conversations out on a chat forum somewhere will be 
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able to bring instead of describing a scene, they’ll be able to 
embed a scene from their favourite soap opera and talk about 
it. And then remix it and then the main stream, or the broadcast 
media will be monitoring those conversations and will be pulling 
the best parts of it out and putting it back into their broadcast 
content.

Does Social Media provide a voice for those that may not 
of had one before, similar to community radio?

That’s a good analogy; community radio provides an easy 
entrance for people. Everyone’s got a voice; you switch on a 
microphone and start talking. Well that’s pretty simple type of 
media and just like community radio there’s a platform that al-
lowed an easy point of entry for people, and so therefore would 
bring stories and points of view that perhaps the more cost in-
tensive, bigger mainstream media wouldn’t cover. And so social 
media is the same sort of thing, you can get a blog for free and 
you can start talking and so you are like Rupert Murdoch. 

I s’pose what’s interesting; let’s have a think about how the 
community radio model isn’t like social media. Community 
radio is still a broadcast medium and so it only… it has shows, 
it has times when those shows are on, and it can only have a 
certain amount of shows. At community radio stations there’s 
a process of applying for a slot and doing certain professional 
and ethical training before you get on air and it’s governed 
by legislation and it’s got all the same restrictions in a way - 
infrastructural restrictions as large broadcasters. So it’s not 
fully like a blog where you can get on and you can defame 
people. They’ll come chasing after you but it’s much more open 
to innovation than community radio would be. How else isn’t it 
like community radio? Because it has fixed time slots and yes 
it can have talk back, but it doesn’t have comments like a blog 
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or another social media space has. You can know about the 
show, and tell your friends about the show but you can’t create 
a fan base around the show directly like you could say on a 
Facebook or something like that. It doesn’t deliver all the social-
ity of a more modern idea of a social media entity. But having 
said that, all of the community radio stations are going crazy on 
getting podcasts going, and having Twitter feeds, and allowing 
people to annotate in various ways the stories that they put up 
with comments. 

So you’re question is, is it a bit like community radio? So yes it 
is a bit like community radio. But because community radio is 
opening up in existing broadcast framework it kind of captures 
certain ends of the market if you like, political voices, and as 
you say under-represented voices. I think social media is more 
across the board. So you know Malcolm Turnbull’s got a Twitter 
feed and he wants me to be his fan on Facebook just as much 
as a refugee activist group or whatever.

Is there a change in the audience? Do you think the audi-
ence is now a user?

Again it’s still being worked out by everyone, and the audience 
experience is what I call the sit-back experience and that is 
where ideas are coming at you and you can choose what chan-
nels you might listen to or read. But what’s inside that channel’s 
fixed. Now, one part of the sociality is you can program your 
own channels, so you can subscribe to RSS feeds, or you can 
pop things in your reader or whatever. Or you can build a play 
list and that is a semi-sit forward way where you are not making 
the stuff but you’re making the choices of what stuff so you’re 
aggregating the content yourself, your editing it a bit. Or you’re 
listening to your friend’s recommendations. And that I think is 
going to be the primary social mode of engagement. 
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To produce may not necessarily be to make the media but it’s 
to produce the choices, to produce the channel or stream. I 
think that will be the biggest thing, that will be what most people 
will be doing. I don’t want to look at that now, I want to look at 
this. Or I want to only hear jazz music, or I want to hear stuff in 
this particular language and I don’t really care what it is. I really 
miss my German; I want to hear German things. Right now I’m 
only thinking about what to make for dinner, so just show me 
blog posts about food. Or I’m always interested in Heavy Metal 
music and don’t give me any other type of culture. Or my friend 
has just discovered crochet and I really want to follow up that 
line of discussion right now. So just the whole idea that making 
the choice is a production, is a non-audience thing to do in a 
way that we think well the audience can change channels, but 
to really dive in there and manipulate the play list, and do so 
based on the recommendations of your friends and to talk back 
to the play list, I don’t like this item, I do like this item, show me 
more of this, those kind of active choices will be a bigger an 
bigger thing for people. People like choice and the media likes 
to offer it and advertisers are interested in what large numbers 
of people are choosing. There are a lot of different stakeholders 
in the mediascape that will be focussing on that.  

Then to the production, the actual making of the stuff, that is 
an activity that is done by a small amount of people and will 
continue to be a fairly small amount of people doing that stuff. It 
will broaden out from the media professionals into the produs-
ers. People are making videos for YouTube, and people are 
making songs for Soundcloud and lots of different activities are 
happening from the bedroom and lounge room studios, and 
that will increase a bit and it will be interesting to see what sort 
of… I like the idea of looking at productions that are conver-
sations. So instead of like this is a movie, it’s more like this 
is a statement. Like vlogging. It’s kind of like quick easy, fast 
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flowing, and things that aren’t finished works. They’re not about 
just themselves from front to back, they’re more about well in 
response to that how about this, and also I’m asking a question 
at the end of it. That I think will be a form that will grow and as 
people realise that you know you can use media to talk and 
listen, that’s the sort of growth and interesting area of media I 
think rather than fixed finished, finalised objects. Objects that 
are iterative and conversational that way. Like a response video 
on YouTube, that’s a simple example. It expects to be watched 
and then thrown away but also responded to and be provoca-
tive.

Does the national broadcaster have a responsibility to be 
using social media?

We have a charter and we have to do certain things as a public 
broadcaster and social media is a channel and a tool that’s 
becoming available to us. So we need to do what we do in the 
best way possible and with the best tools possible. And so I 
think we’re obligated to enter the social media space. I think 
there’s really strong gains and benefits for public media enter-
prise to be in the social media space.

Is this something that has only become available because 
of Web 2.0 technologies?

As soon as things got flexible and comment-able and manip-
ulate-able and when the application programming interfaces 
opened up and so content can be aggregated and embed-
ded, there’s a lot of currents heading for socialisation of the 
media – more conversational, more fluid, more connected, 
and inter-connected. So you know you can talk about techno-
logical determinism but it’s also the patterns that people use 
and the voices with which they speak.  So people know about 
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commenting on a blog so they have more freedom with their 
opinions and say well hang on I’ve just seen a show in ABC 
TV, I want to talk about it, I want to interact with it like I do with 
blogs. So you know what’s this guest book thing? I don’t want 
to sign into a guest book, I want to talk right now online with 
other people. There’s other fans for this show. I want to talk to 
them, I’m not even interested in talking to the ABC, I want to go 
straight across to somebody and tell my mum hey look at this 
blah blah blah. I thought that was great, I didn’t like this bit what 
do you reckon, or here’s this scene I want to share this great 
scene, or here’s this great scene I want to mash it up...

Do you feel obliged to be using social media?

Yes I do, I think the ABC is obliged to because I think the ABC 
has to be part of the national public conversation, and that 
always was its role, and now some of its shackles is being 
lifted which is this big sort of editorial responsibility. It’s more a 
curatorial responsibility, or a facilitating responsibility that we 
now seem to be, you know that’s what I think we now need to 
take on. Building and offering and nurturing the platform for the 
social media conversations to happen, rather than making the 
media, we make the platform.

Not as an ABC person, but as a user, what sort of levels do 
you engage with media?

My favourite thing online I’d say is reading blogs and listening to 
stuff they’re talking about on those blogs – music blogs I guess 
I’m talking about. And learning about how to do things, and 
make things, electronic things and music things and watching 
YouTube videos and watching people using their instruments. 
Reading blogs about quite fringy sort of cultural practices and 
niche-y stuff. That’s what I love the Internet for, cause you can 
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go and you can niche up like crazy and you can find the ten 
other people that are interested in the thing you’re interested 
in. Or connect with 100 people that have been interested in the 
thing that you’re interested in, over the life of the Internet. 

And look at archived conversations, you know find some 
mention in a forum from 2002 about this particular part of the 
circuit. Not necessarily what’s going on or what’s of interest 
now currently, just sort of capturing someone’s little tiny thought 
about your little tiny thing. So that’s what I value the internet for 
is that you can really get, get to that guy in Germany who made 
the microphone with a burnt cork. Not many people would do 
that and you can’t find a book about it in the library cause it’s 
just too nutty and small time but it’s very personal. And you 
really can make a microphone with a burnt cork and a pin and 
a battery and he did it. So I’ve got my ABC hat completely off 
at this stage. Yeah small time things I s’pose I really like… and 
passion. 

I love the niche pattern of the Internet, so you’re not con-
strained by any mainstream agenda where you have to gen-
eralise, you have to water things down, you have to explain to 
1000 people about this certain thing. Instead you can go look 
I don’t want to water this down, I want this to be really intense 
and its about this very specific thing and if only 10 people are 
interested in, that’s fine because those ten people will find me 
on the Internet. So the voices can get really strong and really 
quite specific. So you can get very specific knowledge and 
specific discussions going. And that’s what I really like about 
social media.

What’s you take on Creative Commons and is fair to say I 
should get something for my contribution?
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The big thing with Creative Commons is attribution. And mak-
ing attribution easy and declaring that’s it’s ok to use this work 
to build another new work. So previously we haven’t had that 
permission be so clearly stated and also the attribution so eas-
ily enabled. And that’s what’s good about Creative Commons. 

From a broadcaster point of view, I know that if I… I’l take it to 
Flickr. If I need a picture to illustrate a story, there it is on Flickr 
and I can know that the person there is declaring that I’m free to 
use it, cause the whole rights administration overhead is a ter-
rible burden for a broadcaster. You have to kind of find out the 
permission, find out the publisher, then the publisher goes to 
the author and then they talk. Then there’s a fee and it’s all ne-
gotiated back. That’s all well and good and I can extract some 
value but really that model only works for big items, big media 
items where its worth to go to all that trouble, and someone’s 
probably got a job just doing that one particular thing. In terms 
of my context as a radio maker and I need a picture to illustrate 
my weekly story, I can’t got to all that bother, but if I can see 
on Flickr there it is, that’s the person they give me permission. 
Great! I will go and use that under Creative Commons. So that’s 
what’s going to make creative commons take off, cause it’s go-
ing to be easy for people to find work, to use work. 

And then the secret source of it all is the attribution is then 
made so easy and then so I want attribute this person. And the 
extra trouble I have to go to is not anything to do with legality 
or money or anything. I will go as a broadcaster to the trouble 
of saying, yes I got this photo from Jon Hutchinson, thank you 
very much and here’s the link back to his page. And it’s that 
attribution then which will… that’s the new media economy. 
It’s the link, it’s not the money, it’s the link. You will then be 
cited on my webpage and you will get greater prominence. And 
that’s half of what an artist is for their name to be encoded into 
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culture. So they can trade off the back of that. The more you’re 
known and talked about that’s when you can maybe get a book 
contract or get a record deal, or whatever. So to make that attri-
bution is the first step to being a star if you want to think about it 
that way. But also to be just acknowledged and included in the 
conversation properly. You know there is the link and people 
can find you and find more of your stuff and maybe then they 
can connect with you and start sharing their photographs and 
sounds or text ideas with you and you’re just brought much 
closer to the audience. The loop is closed and so I think that’s 
the new payment, is the ease of attribution and linking and that 
will lead to some monetary thing but it also leads to a cultural 
thing which is a conversation and also a respect thing which is 
important for people.
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APPENDIX FOUR:
RADIO PITCH FOR INTO 
THE MUSIC
My name is Jonathon Hutchinson, and I am 33 years old. I am 
currently studying full time in my honors year in Media and 
Communication at RMIT University, and I work part time as 
an audio engineer for live bands in the Melbourne metro area. 
Night after night, I see many musical groups take the stage and 
I am in wonder of how these musicians can change pre-show 
nerves and jitters into electric energy for a performance. This 
proposal for Stage Fright, Fight or Flight is for a broadcast pro-
gram on Into the Music on ABC Radio National and will reveal 
this moment from the musician’s perspective. It is composed 
by material produced by myself, and from material that will be 
gathered from the user-generated content project of the same 
name to be launched on Pool.

What Is It?

Stage Fright, Fight or Flight is a documentary piece that 
explores those moments and motions that a musician/per-
former goes through immediately before taking the stage. 
What are they experiencing? How will these emotions affect 
their performance? How do they suppress or enhance these 
emotions to get through this show? It is an insight into a side 
of the performer that most people never get to experience – an 
intimate invitation to the audience as these performers confide 
their inner most secrets.

It will take the listener into the moment where the murmur of 
voices is steadily lessening. The light level dims. Side of stage, 
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the atmosphere surrounding the performer becomes heavy with 
anticipation. Each breath becomes progressively harder than 
the one before. Strange thoughts occur, akin to the floorboards 
suddenly appearing to have much more texture in them than 
previously remembered. They try to stretch out that lactic acid 
steadily filling into their wrists connected to their balmy hands. 
Suddenly, the curtains open and the stage manager gestures, 
‘You’re on!’

What will it Produce?

This program will produce a 50-minute documentary piece. 
It will have interviews from musicians from the Melbourne 
Symphony Orchestra juxtaposed against two of Australia’s 
premier rock/pop groups – Paul Dempsey and My Disco. This 
will be balanced by interviews with those being trained in the 
art of performance, alongside members of the post graduate 
performance group from Monash University, Resound. 

The documentary itself will follow these performers through 
their rehearsal period in preparation for their performances. 
Within this space, we will get to know each performer intimate-
ly, exposing common elements between them and ourselves, 
but also revealing an unresolved personal quest. This personal 
quest manifests itself in a form of conquering the stage and will 
be revealed as a climatic ending to Stage Fright, Fight or Flight.

We will hear our characters in the more relaxed environment of 
the rehearsal space – these vary from large reverberant cham-
bers to small rehearsal rooms that are covered in carpet from 
wall to wall, floor to ceiling. The interactions between group 
members will be heard as instructions are bantered across the 
room making final changes to the arrangements for the next 
show. These very relaxed textures will be challenged by the 
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tenser, high-energy emotions that are relayed through the in-
terviews of the characters moments before they take the stage. 
Did these performers achieve success in their personal quest?

These personal accounts will be weaved together with a col-
lage of sound recordings and soundscapes that represent 
that moment just before taking the stage. This content will be 
collected through a user-generated project that will be launched 
on the Pool website where participants will be asked to con-
tribute their own personal recollections of this exact moment. It 
will act as glue to bring the world of the performer closer to the 
personal world of the audience.

The structure of the piece lends itself to that of musical form, 
and shall embody that of the asymmetrical Rondo form. This 
will allow the introduction of new pieces that will act as gear 
changes during the piece, but will continuously come back to a 
recurring motif – the content gathered from the Pool users. This 
will produce a beautiful tapestry of rich stories from extremely 
professional practice, to poignant tales of the individual.

The significance of this documentary for me is to demystify 
the grandeur of the performer. By observing the grace and el-
egance in how these musicians present themselves on stage, it 
is nice to know that they to go through emotional roller coasters 
just like you and I.

Background

This project also is the basis for my honors research year at 
RMIT University. To give some background into this project, 
and to acknowledge what has formed the basis for the first 
half of research for this year, the abstract best describes my 
approach:
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As Radio National pursues its online, networked media pres-
ence, it is engaging in the same media landscape as participa-
tory cultures do, changing the relationship between the audi-
ence or users and the broadcaster. As there is no precedent for 
this type of model, the ABC is not clear on how to engage with 
their users, posing a problem with the formula of production. 
By designing, producing, and managing a participatory culture 
project for an ABC Radio National program in the Pool commu-
nity, I will be developing a framework for users to engage and 
produce cultural artifacts for broadcast. This will provide a pilot 
or case study on how the ABC can interact with its audience 
and users.

To further on this work, I have been conducting interviews with 
professionals experienced with managing these types of user-
generated projects. This information guided the pre-production 
design by considering the user as the centre of the project, 
stimulating an instant response to the call out, and combin-
ing communities that are engaged in a conversation about the 
topic. By providing a space for this conversation to occur within 
the Pool domain, and enticing contributions by offering an inclu-
sion in a broadcast program, a rich source of content will be on 
offer to produce this cultural artefact.

Estimated Responses

This project has been enhanced through feedback provided by 
the target audience in the Pool users, media practioners, the 
public, and musical performers. They were asked to respond to 
the following:

Could you represent the truly exciting, terrifying, all consum-
ing moment that is stage fright? Is it possible to put this into 
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dialogue, audio, a photograph, a video, some text, or any other 
medium that communicates the emotions that are experienced 
during this highly stressful moment? That reaction of cortisone 
and adrenalin within the human body that provides an impetus 
to run from danger when we cannot overcome it. If we are to 
suppress this urge to, for example, take the stage, what is the 
result? A sickening in the stomach? The pouring of sweat off 
the brow? The swelling of the brain that effects one’s judgment 
and fine motoring skills? Alternatively, is this the feeling that a 
performer just cannot live without? What best represents your 
interpretation of this moment?

Some examples of the responses and content that may be 
produced include:
• “Immediately, I see a photograph somehow comparing 

standing in front of an audience with standing in front of 
a predator.  Putting the instinctual ‘fight or flight’ impulse 
that has evolved into the human condition with the modern 
day social equivalent. The composition of the photo I see 
is from the perspective behind the person facing the crowd 
and the same person in Neanderthal clothing facing a 
pack of wolves.  Somehow the photos merge and reflect 
each other.” (Bryan Dochstader)

• “An experimental sound piece that tries to capture the feel-
ing of stage fright.” (Emily Naismith)

• “I’m pretty scared of public speaking, like most people, so 
I instantly went towards that fear instinct or emotion. Defi-
nitely not someone to embrace the performance side (yet! 
who knows in the future...). To express that fear I would 
probably think of a worst case scenario - speaking in 
front of a very judgmental crowd and not feeling confident 
you know what you’re saying. I’d produce a first person 
perspective photo or drawing looking out to an audience of 
mean, glaring faces, some of them holding clip boards and 
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giving disapproving looks at the viewer and each other. 
Otherwise, I’m also picturing a small figure on stage, with 
a spot light and nothing but black around them. Hiding 
behind their hands? Could probably write some short text 
to go with those. Bad poems?” (Chris Marmo)

• “I’d probably use music, once I had taken the space to 
transport myself to that pre-stage moment. Yep, definitely 
music, classical, but then have the ability to play with it. 
Tweak it. Cut it up. Try to represent the surging feeling I 
get before going onstage some nights. I’d probably use my 
body also.... non verbal movement to go with the sound... 
maybe videoing this perhaps.  It’d be quite erratic. Violent 
in some ways but then incredibly gentle and nurturing. 
Floating. Freedom. Colours would be involved. Paint 
perhaps. Body paint. Using paint. Jackson Pollock style. 
Throwing it around. Splashing it around. Covering the 
space. Myself. The camera.” Kellie Jones.

What are the benefits for Into the Music?

This is an opportunity for Into the Music to expand its pres-
ence on the Pool website and incorporate elements of social 
media into its practice. It is also a chance to experiment with a 
user-generated project that feeds back into broadcast quality 
program that includes the voice of the audience. The Into the 
Music brand will also gain exposure to audiences that it may 
not have reached before, encouraging new listeners from these 
audience members.

In addition to increased listener time, negotiations with the 
curators at the Michael Koro Gallery reveal they have agreed 
to exhibit the works contributed to the Pool project for a short 
period of time. To coincide with this, Into the Music listeners, 
Pool members, contributors, and gallery patrons will be invited 
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to come into the space, view the works, and contribute their 
own take on the subject – resulting in a feedback loop scenario. 
This will stimulate interest in the project, create a buzz around 
it, and allow instant feedback on how the project is tracking 
from the public.

What will the Project Involve?

There is to date over six months worth of research and pre-
production invested into this project, with many groups and in-
dividuals interested in participating in it. Momentum has begun 
and a certain interest is mounting around the subject. From my 
point of view, there will be four additional months required for 
gathering interviews with professional performers. This time will 
also be spent managing and stimulating the Pool project, which 
includes gleaning content from the call out and re-working this 
into a broadcast format.

Involvement from the ABC includes on air promotions - that is 
directing listeners to the Pool project and encouraging them to 
submit their own experiences. Use of the ABC facilities for mix 
down would be advantageous, including an in-house engineer. 
There is no foreseeable requirement for budget for travel at this 
stage.

The final date for submissions within the Pool project will be 
December 20th of this year. A further one-month period to 
collate all the content into a x50-minute program format is 
required, suggesting the deadline for submission to be early 
February 2010.
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