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1 Introduction
Olympism is a philosophy of life, exalting and combining in a balanced whole the qualities of body, will and mind. Blending sport with culture and education, Olympism seeks to create a way of life based on the joy of effort, the educational value of good example and respect for universal ethical principles. (IOC, 2010b: 11)

This is the first of six fundamental principles of Olympism which are established in the Olympic Charter by the International Olympic Committee (IOC). It reflects the ideology that the Olympic Games are more than just a sports event: that they have a cultural significance and fulfil a societal function. In order to promote this special Olympic character, the IOC regards television as one major instrument. Since the first Olympic broadcasting at the Berlin Olympics in 1936, all Olympic Summer Games and since 1956 all the Olympic Winter Games have been broadcast on television. According to the IOC, television supports the spreading of Olympic values and ideals around the world. What is more, the broadcasting fees represent today an income necessary for the Games’ existence (IOC, 2010a: 9; IOC, 2010c: 23-24). 

Consequently it might be stated that broadcasting is nowadays an essential element of the Olympic Games. In return, the Olympics also represent a big and important event for the broadcasters: for instance, the 2006 Turin Winter Games were covered in 1.000 hours of broadcasting material, they were shown in 200 countries and reached a total of 10.6 billion viewer hours (IOC, 2010c: 24-26). 

Viewing data like this it might not be surprising that the Olympic Games have been classified as a “media event” (Dayan & Katz, 1992) in communication theory already almost 20 years ago – together with events like royal weddings, John F. Kennedy’s funeral and the first landing on the moon. In their broadly acknowledged typology of media events, Dayan and Katz (1992) developed overall 15 characteristics to describe a media event. In accordance with these characteristics, media events are illustrated as “high holidays of mass communication” (Dayan & Katz, 1992: 1): against the background of an historical atmosphere, they create a “festive viewing of television” (Dayan & Katz, 1992: 1). According to Dayan and Katz (1992), the broadcast of the respective event on television is one major element in the creation of a media event, as it leads to a disruption of continuity and routine on a global scale and offers the occasion for turning the home into a public space: many people around the globe watch the event, most of them at home and in social groups (Dayan & Katz, 1992: 120). 

Such a special viewing experience is also created by the Olympic Games – thus, they constitute a media event in the sense of Dayan and Katz (1992). The Olympic Games with their long tradition and ideology offer a recurrent broadcasted occasion for people from all over the world to engage in a festive atmosphere of celebrating Olympic ideals and athletes.
Dayan and Katz’s (1992) media events approach is generally well-respected among scholars, as it thoroughly typified media events for the first time as scientifically intriguing contemporary phenomena (cf. Hepp & Couldry, 2010; Hepp & Krotz, 2008; Rivenburgh, 2002). However, there are also major criticisms that have been developed towards their work (cf. Carey, 1998; Cottle, 2006; Couldry, 2003), one of them being that the approach is no longer appropriate in the course of increasing globalization and digitization (cf. Dayan, 2010; Hepp & Couldry, 2010; Katz & Liebes, 2010; Kyriakidou, 2008; Puijk, 2009; Rivenburgh, 2002). Although these criticisms are being uttered, a comprehensive theoretical and empirical work which examines concrete consequences of globalization and/or digitization on media events is still missing. This necessity is also stated by Hepp and Krotz (2008: 270), who argue that further work and ongoing research is needed in the field of media events.

Therefore, the purpose of this thesis is to take these expressed criticisms and claims into account and to make a contribution to an adjustment of the media events theory (Dayan & Katz, 1992) to a contemporary society and modern-day media environment. As not the whole theory can be refined within the scope of this thesis, the focus will be on the media production side of media events – more precisely, on their new media production side. So far, there is little research existent in the field of new media production of media events: firstly, academics have dealt with the general (television) production of media events (cf. Bailey & Sage, 1988; Couldry, 2002; Gruneau, 1989; Horne & Manzenreiter, 2002). Although some scholars (cf. Rivenburgh, 2002) have touched upon the impact and relevance of new media in media events production, current research that puts an explicit focus on the relation of new media and media events production is missing. 

Secondly, new media production per se has been subject to academic research (cf. Bar & Simard, 2006; Deuze, 2007; Paterson & Domingo, 2008) – but without putting a strong emphasis on media events. As a result, the impact of new media in the production of media events has to this point been largely neglected in academic work. Based on this research gap, this thesis aims at adding the perspective of new media event production to the existing body of research. 

In order to accomplish this task, the Olympic Winter Games 2010 in Vancouver will be analysed as a case study with regard to their character as a contemporary media event. The Olympics as a case study have been employed by various academics already in previous research. In the context of a quantitative study of the Los Angeles Summer Olympics in 1984, Rothenbuhler (1988) examined the attitudes and habits of television audiences in the US. The Seoul Olympics in 1988 have been subject to research by Larson and Park (1993). The researchers analysed the Olympic media event with regard to its possible exploitation through the Korean host nation as a way of political communication. Moragas Spà, Rivenburgh and Larson (1995) examined the production, audience reception and content dimensions of the 1992 Barcelona Summer Games. Puijk (2000) researched the Winter Olympics in Lillehammer 1994 against the background of the Games’ coverage both in Norway and in other countries. The Olympic Games in Athens 2004 were examined by Panagiotopoulou (2010); special focus lay on the opening ceremony and its character as a special event within the general media event character of the Olympics. 

This short research overview shows that although the Olympics as a media event have been subject to several research projects, a current study with regard to influences of globalization and/or digitization has yet to be conducted. Accordingly, this thesis will examine the Olympic Games as a ‘classical’ media event within the context of modern-day developments like the impacts of digitization and globalization. 

One of the arguably most important developments in the last two decades is the emergence of new media, which have revolutionized ‘traditional’ media and consequently also the broadcasting production of media events. Many television channels have their own websites, where they provide for instance information or broadcasting material. As this major development is also traceable at many channels which are showing the Olympics, this thesis will pay special attention to the integration of new media into the production of the Winter Olympics 2010 by broadcasters and how this has changed in recent years. As a means to deepen the research and to carefully examine the issue, the case study of Vancouver 2010 will focus on broadcasters from only one country. As the researcher is German, the German broadcasters ARD, ZDF and Eurosport have been selected for this purpose.  

Taking all the above considerations and aspects of interest into account, the following research question has been developed:
Viewing the Winter Olympics 2010 in Vancouver as a contemporary media event: in which ways have new media changed the production of the Olympics in Germany? 

With regard to social significance, this research will cover the examination of societal changes in the last 20 years (such as the increasing fragmentation of society) in order to develop a systematic understanding of contemporary media events. Moreover, by analysing new media influences on the production of the Olympics, it can be seen in which way new media are able to transform the experience of an important social event like the Olympic Games. 

For the purpose of a systematic examination of the above introduced research question, five sub-questions have been developed. The combination of the answers to the following sub-questions shall provide a comprehensive conclusion with regard to the main research question: 
1. How can the Olympic Games be defined as a contemporary media event?

2. What are the specific new media technologies the German broadcasters use regarding the production of the Olympics? 
3. In which way do the broadcasters use the new media? Are they employed as a self-contained part of the overall production or rather as a supplement to the television broadcast?

4. What content is mainly provided through new media?

5. What are the main changes in producing the Olympics since the emergence of new media?
For the examination of these sub-questions under the umbrella of the Vancouver case study, the research purpose will be both exploratory and explanatory (Yin, 2003: 3-5): exploratory in the sense of mapping out the field of contemporary media events in general in order to find out the Olympics’ characteristics as a present-day media event. The explanatory part refers to the second component of the research question, where the aim is to illustrate the alteration of Olympic broadcasting production through new media in Germany. 

These different research purposes already imply the necessity of more than one specific method of analysis. The value of methodological pluralism has for instance been acknowledged by Bauer, Gaskell and Allum (2000: 9). The authors especially emphasize the potential of different methods to make different contributions to the research process. This estimation can be regarded as applicable for this research on the Olympics, as different contributions will be required in order to answer the diverse parts of the research question. 

In this context, it has been decided to employ four research strategies. The first, exploratory, part of the research question, which deals with the character of the Olympics as a contemporary media event, will be focused on by means of an extensive literature review. Thereby, existing academic work will help to define especially the contemporary aspects of the Olympic Games as a media event. The second, rather explanatory part of the research will be conducted based on direct observation of new media content (websites), an analysis of television material and in-depth interviews with representatives of the German broadcasters in question. Yin (2003: 8) depicts direct observation of the respective event and interviews of the persons involved in that event as a case study’s distinctive sources of evidence. Therefore, these two methods seem to be especially qualified for the explanatory research – complemented with an analysis of TV material, the research question and its sub-questions will be thoroughly answered. 

In this context, it seems helpful and necessary to clarify the application of the cited methods with regard to both the different sub-questions and a chapter outline of this thesis. As already indicated above, the first sub-question will be treated by means of a systematic literature review in the theoretical chapter at the beginning of the thesis (chapter 2). In this theoretical chapter, the existing body of literature about media event theory will be compiled and related to general developments in society and media – with a special focus on the emergence of new media. In this context, firstly the nature of contemporary media events in general and secondly the special modern-day media event character of the Olympics will be analysed in detail. 

The subsequent chapter (chapter 3) is going to provide a thorough insight into the methods employed in the research process. In order to present a sound background for the following case study, the three German channels and their broadcasting practices will firstly be illustrated. Moreover, an overview over existing broadcasting regulations will be given. Secondly, the employed methods will be described against the background of both the respective sub-question and its specific application in the research process. More precisely, the sub-questions two to five will be answered as follows: the second sub-question will be dealt with by the observation and analysis of the new media offer of the three German broadcasters. The third sub-question relies on the nature of the integration of new media; in order to answer these issues, both new media offer and broadcast material will be analysed to find out if there are many linkages between these two fields, how the cross-promotion is done and what it looks like. For this purpose, interviews are equally helpful, as the interviewees can utter their direct view and opinion on this question and shed light on the broadcasters’ points of view. The fourth sub-question, which focuses more on the specific nature of the online offer, will be answered both through interviews with the channels’ representatives and the observation and analysis of the new media offer. The final sub-question will be dealt with by means of the interviews, as the respective representatives are expected to have a thorough impression and opinion about this issue. 

The results of the research regarding the sub-questions two to five will be presented in detail in chapter 4. The respective findings will be illustrated and conclusions to the sub-questions will be provided. 

The final chapter (chapter 5) is going to sum up the findings of the first sub-question in the theoretical chapter on the one hand and those of the sub-questions two to five (chapter 4) on the other hand in order to reach a comprehensive conclusion to the main research question.
2 Theoretical Framework

The following chapter will provide a comprehensive theoretical background on media event theory and its contemporary legitimacy. What is more, the Olympic Games and their function as a media event will be examined. For the purpose of reaching a thorough conclusion on media events and the Olympics, firstly a general overview over existing literature about media events will be given. Secondly, the contemporary media environment and involved changes in society will be depicted in order to adjust Dayan and Katz’s (1992) approach in the subsequent section to the contemporary media environment. In the final part of the following chapter, the Olympic Games and their character as a modern-day media event will be illustrated.

2.1 Media Events Theory: Literature Review 
2.1.1 Dayan and Katz’s (1992) Media Events Approach 
The starting point for the theoretical foundation is the already above cited Media Events: The live broadcasting of history by Dayan & Katz (1992), which has been a major intervention in media and communication studies (Hepp & Couldry, 2009: 8). Media events were described as a new narrative (television) genre, which has the potential to create universal attention and to tell an elemental story about current issues (Dayan & Katz, 1992: 1). 

In order to systematically define this narrative genre, Dayan and Katz (1992) developed a complete typology of 15 characteristics which an event has to fulfil in order to get classified as a media event. It is these characteristics that set the genre of the media event apart from other, “everyday” television genres. 

First of all, a media event is preplanned, which leads to preparations and anticipations on the sides of both the media and the audience – “an active period of looking forward” (Dayan & Katz, 1992: 7) is being created. Thus, media events have the potential to gather extremely large audiences: they set certain norms of viewing in the sense that there is something like a collective compulsion to watch the event. People celebrate a media event in front of TV as something special and extraordinary, often in groups (Dayan & Katz, 1992: 8-9). 

This special viewing and broadcasting situation leads to an interruption of routine through media events, that is, “they intervene in the normal flow of broadcasting and our lives” (Dayan & Katz, 1992: 5). Regular broadcasting schedules are changed in order to dedicate full attention to the event and it is covered live in some way by all channels, not just by a single one; this gives the media event a monopolistic character. 

This deep significance of certain mediated events for audiences and broadcasters has also been acknowledged in later academic work. Puijk (2009: 2-3) illustrates the ability of such events to create ‘liminal’ periods, that is, periods in which people behave differently than usual. Therefore he concludes that certain public events serve as “markers of time” (Puijk, 2009: 3) and provide a certain time structuring function for society. This aspect has also been discussed by Roche (2003), who states that the meaning of such mega-events “derives from their social functions both for elites and mass publics in marking time and history in a social world” (Roche, 2003: 100).  

Another important characteristic of Dayan and Katz’s (1992) typology is that the organization of the event lies outside the media, for instance with public organizations like the IOC or the government. Consequently, the media provide the channels for broadcasting it, but do not contribute to the event’s organization. Thereby, the organizers traditionally come from ‘the centre’ of society: they are part of the social establishment, that is, they stand for certain values and authority  (Dayan & Katz, 1992: 4-6). 

Also, the aspects of reverence and ceremony are important with regard to the  presentation and staging of media events; the subject of the event is usually not criticized but praised by the media. In relation to that, media events stand for social reconciliation, celebrate voluntary actions of acclaimed participants and are claimed to be historical. In the sense of being created through the establishment, media events are further hegemonic (Dayan & Katz, 1992: 7-8). Therefore, Dayan and Katz (1992: 9) conclude that media events serve both the integration of society and the strengthening and reinforcement of established authorities (renewal of loyalty to them). According to Dayan and Katz (1992: viii-ix, 196-197), televised media events offer the occasion for a neo-Durkheimian view on mechanical solidarity
, as large parts of society celebrate and thus affirm values and norms that have been established by the organizers of the respective event. As these organizers come by definition from the ‘centre’ of society, this society’s system is confirmed and thus integrated. 

All the depicted elements and characteristics of media events are grouped into three broader categories by Dayan and Katz, namely syntactics, semantics and pragmatics. Syntactics include the “grammar of broadcasting” (Dayan & Katz, 1992: 10) and integrates interruption, monopoly, being broadcast live and being organized outside the media. Semantics stand for the event’s meaning and its ceremonial dimension (being historic, reconciling, and including a level of reverence) (Dayan & Katz, 1992: 11-12). Finally, pragmatics relate to the audiences – that is, the gathering of a very large amount of viewers, their celebration of the event and the thereby underlying norm of viewing. The authors argue that all three categories are necessary in order to fully define the genre of the media event (Dayan & Katz, 1992: 12-14). 
Dayan & Katz (1992) further state that there are three forms of narrative scripts, which are closely connected and constitute the main possibilities of how to tell the event’s respective story. The division is made between conquests, contests and coronations. Conquests include events which change humankind (e.g. the first moon landing), contests are to be found in politics and sports (e.g. the Olympic Games) and coronations are distinguished through the outstanding element of ceremony (e.g. state funerals, royal weddings) (Dayan & Katz, 1992: 25-27).

2.1.2 Media Events: Historical Development 

It has to be mentioned that Dayan and Katz were by far not the first ones in 1992 to dedicate academic attention to special mediated events. Quite early in communications research, Shils and Young (1956) examined for example the viewing experience of the mediated ceremony of Queen Elizabeth’s coronation. They found that a feeling of ‘national family’ was created in Britain through the fact that a large audience watched the coronation on TV – a lot of times in groups (Shils, 1975: 137-145; Couldry, 2003: 56-57). Thus, in a neo-Durkheimian interpretation, national values have been affirmed and celebrated in this royal ritual. 

A different view on mediated events is provided by Daniel Boorstin (1961), who deplored the emergence of ‘pseudo-events’ in the media – that is, events that have especially been created to serve the media’s interests (e.g. press conferences). According to Boorstin, this development lead to an ominous loss of reality in society (Boorstin, 1961; MacAloon, 1984: 271).  

MacAloon (1984: 271) compares Boorstin’s view with the work of sociologist Guy Debord (1967), who describes the impact and influence of spectacle in modern society and – similar to Boorstin – notices a certain kind of ‘pseudo-enjoyment’ and deprivation of reality in society. With a notion to these earlier works, MacAloon (1984: 1) himself introduces cultural performances as events, in which a society can define itself by reflecting on its specific collective values, myths and history. He further argues that cultural performances can be arranged into performative genres – namely, the genres of game, rite, festival and spectacle. Genres thereby serve as means of communication and advocate discourse (MacAloon: 1984: 10-11). Drawing on Turner (1957; 1969), MacAloon (1984: 3-4) moreover depicts the ‘social drama’ as an array of social structures, principles and arrangements, which continues to emerge in modern society – by means of for instance stage plays, films, exhibitions or rituals. Based on this framework, the author classifies the Olympic Games as a cultural performance within the genres of festival, ritual, game and spectacle. Thereby, he provides definitions of and arrangements within these genres – in each case with special focus on the Olympics (MacAloon, 1984: 242-258)
. 

2.1.3 Related Approaches and Criticisms 

Various aspects of Dayan and Katz’s (1992) typology of media events have been subject to further academic work and discussions. For instance, the neo-Durkheimian and ritual elements of mediated events have been analysed by different scholars in the field of media and cultural studies (cf. Carey, 1998; Cottle, 2006; Couldry, 2003; Rothenbuhler, 1998). 

Rothenbuhler (1998: 78-79) describes four types of ritual communication: ritualized media use, rituals of media work, TV as American religion and media events as being a modern form of ritual. In line with Dayan and Katz (1992), he emphasises the liminality of media events, when society behaves and functions differently than ordinary in the sense that collective rituals and representations lead to a greater salience of societal values and institutions. He argues that during a media event, people can celebrate society in form of a ritual without being physically gathered (Rothenbuhler, 1998: 79-81). However, he points out the fact that media do not only broadcast the event, but that they perform according to their own (commercial) interests – a fact that is largely neglected by Dayan and Katz (1992). Furthermore, the author refers to the circumstance that as soon as a ritual event is presented by the media, a certain level of spectacle is brought to it (Rothenbuhler, 1998: 81-82).

Carey (1998) depicts media events as collective rites of society, which rely upon central elements and values of the societal order and “display what a society most essentially is, what society should be or what society desires to be” (Carey, 1998: 65-66). Thereby, he goes back to Dayan and Katz’s work (1992) and repeats their neo-Durkheimian notion on media events as being integrative and reconciling. What is more, he emphasises the authors’ view on conflict as a component of media events: Dayan and Katz (1992: 8, 12, 39) allow for conflict as being a part of media events, however, they still state that such conflicts serve the purpose of unification and reconciliation in the end. Thus, even conflict is somehow set to be overcome by the integrative potential of media events. Carey (1998: 66-67) slightly criticises this strong focus on the exclusively integrative aspect and the lack of polarization and divisions taking place within the realm of media events. 

This issue is also being criticised by Cottle (2006: 411-415), who claims that the organizer of a media event does not necessarily have to represent consensual and integrative values. He therefore illustrates the neo-Durkheimian view of Dayan and Katz (1992) as being totalitarian. Cottle focuses on mediated rituals and defines them as “exceptional and performative media phenomena that serve to sustain and/or mobilize collective sentiments and solidarities” (Cottle, 2006: 415). According to the author, this definition can be applied to six sub-classes of media rituals, with celebratory media events in the tradition of Dayan and Katz (1992) being only one of them. Other forms of media rituals include for instance media disasters, conflicts and public crises. Consequently, the exclusive focus of Dayan and Katz (1992) on integrative events is being substituted by a claim for studying rituals that involve not only consent but also conflict and disruption (Cottle, 2006: 425-429).

The resulting fact that Dayan and Katz’s (1992) approach is too limited for a general typology of media events is also discussed by Couldry (2003). Although he acknowledges the significance and value of Dayan and Katz’s (1992) work for the field of media events, he strongly questions their neo-Durkheimian reading. Similar to Cottle (2006), Couldry claims that ideological conflicts often play a role in organizing media events and that consequently an entirely hegemonic, affirmative and integrative interpretation is “rather arbitrary” (Couldry, 2003: 64). By this ‘arbitrary’ definition, many potential media events involving conflict and disruption are being neglected. What is more, Couldry (2003: 61, 65-66) contests both the imperative insistence on liveness and reality in Dayan and Katz’s (1992) work and the underlying assumption that stable societies are bound together by a set of shared values. Based on these criticisms he redefines media events as “large-scaled event-based media-focused narratives where the claims associated with the myth of the mediated centre are particularly intense” (Couldry, 2003: 67). Thus, he eliminates the categorically integrative part of media events and just claims for a certain intensity – if this intensity is consensual or disruptive is left open. 

Together with co-editor Hepp, Couldry repeats various aspects of this criticism against Dayan and Katz (1992) in recent work (Hepp & Couldry, 2010). While acknowledging the major importance of Dayan and Katz’s (1992) work, they argue for a reconsideration and extension of the early media events approach. In this regard, they mention three main issues which will be illustrated in the following: 

First of all, they state that the integrative, ritualistic function, which media events have in order to reproduce and reinforce both societies and their values, is no longer appropriate in a global, postmodern world. Again, they criticize Dayan and Katz’s (1992) implicit assumption of a certain stability and shared values that lie within societies. For instance, they argue that media events are on a global scale not depicted in just one way, but represented differently in different parts of the world – consequently, they cannot serve the purpose to integrate societies (Hepp & Couldry, 2010: 3-6). 
Moreover, Hepp and Couldry (2010) ask for a rethinking of defining media events as a genre. In this context, they describe different other approaches (Fiske, 1994; Scannell, 1999; 2002; Kellner, 2003; Cottle, 2008) related to the character of media events in order to clarify their position that the classification of media events as a genre is not appropriate (Hepp & Couldry, 2010: 6-7). The final issue Hepp and Couldry (2010) criticize about Dayan and Katz’s (1992) work is the narrow typification of media events. They argue that a broader definition is necessary. For example, a contemporary definition should include popular media events and take into account manifestations of popular consumer and celebrity cultures (and not just focus on ritual media events) (Hepp & Couldry, 2010: 7-8). 
Similar criticisms have also been expressed by Hepp and Krotz (2008). 
In a recent article Katz and Liebes (2010) argue that technology changes such as the multiplication of channels and a mobile TV equipment lead to an upstaging of media events (Katz & Liebes, 2010: 32): as media technologies become ubiquitous, the novelty is taken away from traditional broadcasting and the ceremonial element decreases, which makes the media event less special to the audience. 

The fact that new technology has an influence on the performance of Dayan and Katz’s original approach (1992) is also discussed by Rivenburgh (2002), who draws on the changes of the media environment in times of digital media and the Internet and suggests that the experience of media events in the 21st century – “a post-television world” (Rivenburgh, 2002: 48) – may alter significantly from that in 1992. Thus, a re-positioning of Dayan and Katz’s approach becomes necessary. 

This necessity is further implied by Puijk (2009), who criticises Dayan and Katz for their exclusive focus on just one medium – television. He argues that this concentration on television neglects the discourse around an event that is taking place in other media; an aspect that is of increasing importance in times of new media, where the audience usually combines different media to follow an event (Puijk, 2009: 1-4). Consequently, a connection of media events theory to recent (new) media developments is essential. 
An approach distinct to Dayan and Katz (1992) is also introduced by Scannell (1999; 2002) who differentiates between the categories of event and happening. He argues that happenings are things that happen to us and are therefore unintended, whereas events are planned and deliberately made happen. He specifically focuses on the dimension of time: in contrast to happenings, which have a retrospective character, events are prospective and marked by expectations and anticipations (Scannell, 2002: 271-272). Thus, Scannel’s (1999; 2002) approach is very similar to Dayan and Katz (1992) with regard to the event genre. 
Summing up it can be stated that although the general relevance and impact of Dayan and Katz’s (1992) media events typology is beyond controversy among scholars (cf. Hepp & Couldry, 2010; Hepp & Krotz, 2008; Rivenburgh, 2002), there are some main criticisms that have been expressed. 

One of them is the assumption that a shared set of values can be found within a society – and that these shared values dispose of an integrative function (cf. Couldry, 2003; Hepp & Couldry, 2010). Closely related to this aspect, the neo-Durkheimian understanding of media events has been discerningly reviewed. Many scholars (cf. Carey, 1998; Cottle, 2006; Couldry, 2003) further argue that Dayan and Katz’s reconciling interpretation of media events is too limited because events that include conflict or disruption are automatically excluded from the typology. Consequently, there are many academic claims for an extension of Dayan and Katz’s work on media events (cf. Cottle, 2006; Hepp & Couldry, 2010; Hepp & Krotz, 2008; Krotz, 2010). What is more, many critics (cf. Dayan, 2010; Hepp & Couldry, 2010; Katz & Liebes, 2010; Kyriakidou, 2008; Puijk, 2009; Rivenburgh, 2002) express their belief that the media events approach from 1992 is no longer up to date in a globalized and digitalized world; even Dayan (2010) adjusted his earlier typology for these reasons. 

Even though these criticisms were expressed and the changing environment of media events since 1992 was taken notice of in academic work, a systematic revision of Dayan and Katz’s (1992) approach in the contemporary environment has not been established. Especially with regard to the emergence of new media and the massively changing role of television in the last 20 years, extensive research and theorization has been neglected. Some scholars acknowledge and mention these changes in their work (cf. Katz & Liebes, 2010; Rivenburgh, 2002), but an extensive analysis of the impact of new media on the media event approach is still missing. 

Closely related to the emergence of new media, globalization and its effects on societies have to be taken into account when looking at media events from a contemporary angle. Similar to the new media issue, globalization and related aspects like consumerism and commercialization have been taken on by scholars (cf. Kellner, 2003; Kyriakidou, 2008); for instance, Kyriakidou (2008: 274) points out the research gap regarding the globalization of media events and calls for a rethinking of Dayan and Katz’s (1992) typology in the globalization context. Following her line of argument, a methodical revision of the media events approach integrating aspects of the globalized world has yet to be established. 

2.2 The Contemporary Media Environment 
This chapter will define the contemporary media environment for the purpose of laying the foundations of the re-assessment of Dayan and Katz’s (1992) approach in the subsequent chapter. The contemporary media environment is distinguished by three main factors that will be illustrated and discussed in the following sections: the emergence of new media and changes of both the professional and the social environment. 

2.2.1 The Emergence of New Media
In the last three decades, the media environment has changed significantly. Starting with the multiplication of broadcasting channels during the 1980s, media developed into offering ever more possibilities and choices for its audiences. Groundbreaking technological innovations and novelties especially during the 1990s when the Internet had its major breakthrough led to the emergence of a whole new sector of media: new media. New media can be generally defined as information and communication technologies (ICTs), including devices such as mobile phones, computers and Internet-related applications (Lievrouw & Livingstone, 2009: 1-3). 

New media can further be distinguished from old media and traditional mass media. Although Pürer (2003: 266) argues that all media have at some point of their development been characterized as ‘new media’, he differentiates modern-day new media and old/traditional mass media: recent innovations in the realm of digitization and multimedia (e.g. the Internet, Email services) clearly distinguish ‘new media’ from their analogue predecessors (e.g. TV) and other mass media like newspapers (Pürer, 2003: 87-92, 266-269). 
One catch phrase in the context of new media is Web 2.0, which was exceedingly influenced by an article by Tim O’Reilly in 2005. Web 2.0 is postulated to stand for a new era of Internet-related features, in which interactivity and contributions by the users are essential characteristics – the Internet is pictured as a platform where generally spoken everyone can take part. Thus, it is distinguished from the ‘previous’ era of the world wide web, when content was almost exclusively generated by few main providers and professionals (O’Reilly, 2005: 1).    

This notion on Web 2.0 already implies the high impact of audiences – not only the technology is characteristic of new media, but also its social environment. Social environment means in this regard that the audiences themselves are given the possibility to shape the developments and manifestations of new media – thus, participation becomes an essential tool for new media (Jenkins, 2006: 3; Lievrouw & Livingstone, 2009: 23). Especially important in this context is the aspect of social networking, where virtual communities are created online through sites like Facebook, Twitter or MySpace. Both within these communities and other new media applications such as blogs, users are offered options to actively contribute to the content they are encountering – which leads to three main features of new media that will be focused on in this thesis: interactivity, user created content and convergence (Boyd & Ellison, 2007; Lievrouw & Livingstone, 2009: 23) 

First of all, interactivity is one defining element of new media. McMillan (2006) distinguishes three forms of interactivity: user-to-user, user-to-document and user-to-system. User-to-user interactivity means that different users are communicating and interrelating with each other within the realm of new media (McMillan, 2006: 209-213). For instance, the above mentioned social networking websites offer options for their users to directly interact with each other, e.g. through messaging, chatting or posting comments on people’s profiles. Important in this regard is the temporal and spatial asynchroneity: people are able to communicate with each other in spite of both time-delay and being in different places (McMillan, 2006: 211-212). Consequently, it can be stated that social interaction has changed through new media as the interpersonal communication becomes easier – it is very simple and takes little time to contact someone or to stay in touch via e.g. chat-, wall- and message-applications. At the same time, the impacts of inter-personality have become different: by communicating through virtual channels and no longer face-to-face, aspects like verbal elements (e.g. the sound of one’s voice) but also non-verbal cues like gestures or attitude are being lost (McMillan, 2006: 209-212). 

The second kind of interactivity according to McMillan (2006), user-to-document interactivity, implies “the ways that active audiences interpret and use mass media messages” (McMillan, 2006: 213). This means on the one hand that audiences perceive themselves as part of the interactive online community – an aspect that can be observed for instance in the huge significance of new media especially among the younger generations. On the other hand, user-to-document interactivity involves the active co-creation of content on the sides of the users – by changing the content, they are in a certain way influencing the respective application (document). 

Closely linked to user-to-document interactivity, user-to-system interactivity describes the process when users interfere in the realm of the computer system. For instance, by changing the appearance of a website’s interface or the configuration of its applications (e.g. user-created Facebook-features), the user actively influences the system – which leads to a shift of control towards the side of the users in times of new media (McMillan, 2006: 217-218). 
As a second main element of new media and directly connected to user-to-document interactivity, user created content is one of the important characteristics of the participative web. Participative web means that users can actively engage in web-based applications by uploading self-generated content on certain platforms (OECD, 2007: 9). Often it is only by these contributions of the users that the respective platforms are being made existent; thus, the user becomes producer and consumer at the same time: “New information technologies are not simply tools to be applied, but processes to be developed. Users and doers may become the same” (Castells, 2000: 31). Examples for such websites besides the above illustrated social networking sites are blogs, web-forums or popular online offers like the online video site Youtube or the online encyclopaedia Wikipedia. Consequently, the participative web gives users the possibility to both express themselves and receive customised online features. It relies on “intelligent web services that empower users to contribute to developing, rating, collaborating and distributing Internet content” (OECD, 2007: 9). 

User created content can further be defined according to three main characteristics. First, the generated content has to be publicly available on the Internet. Moreover, it has to reflect a certain kind of creativity on the side of the creator and, finally, it has to be produced out of a non-professional motivation (OECD, 2007: 9). Although the Internet certainly is also used by most traditional mass media providers, these aspects again reflect the novel options new media offer the audiences. 

The participatory culture of new media is also one main element in the final characteristic discussed in this chapter: convergence. Jenkins (2006) describes participation as the interaction between producers and consumers, which makes the media production and consumption a collective process. Thus, producing and consuming media converges in the new media age (Jenkins, 2006: 3-4). 

What is more, convergence includes the merging of different kinds of media – for instance, modern mobile phones combine both traditional media devices (e.g. telephone) and new media (e.g. web compatibility). Jenkins (2006) speaks in this context of the convergence paradigm, which means that old and new media are interacting in complex ways. In the convergence paradigm, traditional media are not being displaced, but altered through the emergence of new media (Jenkins, 2006: 4-6)
. 

Closely connected to this aspect is the ongoing shift from media-specific content towards content that flows in multiple channels. For instance, a newspaper might publish an article both in the traditional medium and on the paper’s website. Thus, content is exploit to fit into many delivery channels in order to reach a maximum audience (Jenkins, 2006: 254). This tendency helps to explain a further key dimension of convergence: media companies are increasingly trying to integrate different media products into their portfolio in order to for instance strengthen consumer loyalty and foster cross-media options. Consequently, major transformations within the media industry are taking place nowadays, as companies try to expand and businesses thus develop into large conglomerates (Jenkins, 2004: 34; Jenkins, 2006: 254). 

Summing up it can be said that according to Jenkins (2004; 2006), media convergence not only includes technological transformations, but also social changes. Convergence involves shifts in the realm of both media production and consumption, which leads to transformations of the perceptions of media on the sides of audiences and producers: “Convergence alters the relationship between existing technologies, industries, markets, genres and audiences” (Jenkins, 2004: 34).  

2.2.2 Changes in the Professional Sphere
Basic Trends

The previous paragraph already indicated the trend towards large companies that integrate different sectors in order to cross-promote their products. According to Arsenault and Castells (2008: 707-709), processes of digitization, deregulation, liberalization and privatization have enabled and favoured the fusion of companies into large multi-national corporations that are operating on a global scale. Such ‘global players’ can also be found in the contemporary media and broadcasting industry. For instance, companies like Time Warner, Bertelsmann or Viacom are active in fields like the broadcasting and film production, publishing, theme parks or merchandising (Arsenault & Castells, 2008: 707-708). These increasing synergies in the media is one of the main trends in the media industry according to Arsenault and Castells: “companies are connected through a dense web of partnerships, cross-investments, and personnel” (2008: 713). 

This dense web is depicted as the emergence of a network society based on new media innovations by Castells (2000). Characteristic of this network society is its pervasiveness, that is, all kinds of human activities and processes are influenced by it in a certain way. Also, these influences are taking place on a global scale, thus, the whole world is connected by means of novel technologies (Castells, 2000: 29-33). The author argues that along with technological innovations, the material culture of society is transformed: based on global financial markets and flows of capital, the new economy is increasingly globally organized in networks; this can be seen for instance in the development of ever larger corporations and cross-integration of capital and management between different sectors (Castells, 2000: 502-506).
A further related trend in the media industry can be found in the diversification of platforms, which means that large corporations that are active in different sectors are able to distribute and promote their content and/or products on a growing number of channels and platforms. This vertical integration of sectors and platforms also includes the Internet, leading to affiliations of Internet companies with media firms: “In recent years, the blurring of boundaries between the Internet, media, and telecommunications companies has only accelerated” (Arsenault & Castells, 2008: 716). 

With regard to these new patterns of cross-media synergies and increasing media concentration, Jenkins (2006) describes an age of transition in the media, whose outcome and directions are still unclear. However, he depicts media concentration as a major problem in the contemporary media environment, as cultural diversity decreases (Jenkins, 2006: 11, 259). 

Changes in the Broadcasting Production 
Along with the above depicted increasing networking characteristics of large media corporations and the associated economic interests, many media and broadcasting companies have changed their strategies in order to reach a maximum amount of people in the context of an ever larger competitive environment (Küng, 2008: 56-57). As media events attract large audiences, the media themselves have started to organize certain events – as proclaimed by Kellner (2003: iix), who argues that the massive transitions within the media environment lead to a commercialization and spectacularization of the media: “As […] mergers between the media giants are proliferating, competition is intensifying, and the media generate spectacles in order to attract audiences […] that fuel the mighty money machines.” Thus, the broadcasters create spectacles to attract a maximum amount of viewers for the purpose of generating profit, which leads to the transformation of different TV genres like events, news and information into media spectacles (Kellner, 2003: iix-ix). Kellner (2010: 76-77) defines media spectacles on the one hand as being dramatic, aesthetic, commercialized and somewhat vulgar. On the other hand, they constitute a spectacular processing of media events in the sense of Dayan and Katz (1992). The author further claims that media spectacles are nowadays eclipsing and absorbing traditional media events (Kellner, 2010: 76). Thus, there are more and more spectacles organized by the media out of an economic interest (e.g. popular casting show events).
Changes in the Working Environment

As the focus of this thesis lies on the production side of media events, the alteration of the working environment in media producing companies is worth being addressed. The working environment is affected in many fields of business (such as the media business) by processes of global networking (Arsenault & Castells, 2008: 707-708; Castells, 2000: 28-31). Through the globalization of financial markets, capital becomes global, whereas labour stays a local practice (Castells, 2000: 504-507). This leads to a major disengagement of the relationship between capital and labor; in other words, a social distance between global corporations (capital) and individuals (workers) is emerging: “dominant functions are organized in networks […] around the world, while fragmenting subordinate functions, and people, in the multiple space of places, made of locales increasingly segregated and disconnected from each other” (Castells, 2000: 507).

These processes of disconnection and fragmentation are reflected not only in the contemporary working environment, but also in the social sphere. 

2.2.3 Changes in the Social Environment

Along with the impact of new ICTs, globalization and the rise of worldwide networks of capitalism have major impacts both on societies and individuals. Roche (2003: 103-105) describes the fostering of a postmodern, ‘backward-looking’ culture that is characterized by increasing social fragmentation and uncertainty. Increasing individualism and consumerism in modern-day societies contribute to a culture that is diffusing on a global scale; it has to deal with growing differentiation, ambivalence and risk. Late modernity in this context is depicted as “a sociocultural condition that is simultaneously subject to processes of individualization, mediatization and globalization, and which thereby causes problems for the maintenance of national and individual identities” (Roche, 2003: 104). In this regard, the author points at the decline of the nation-state in times of globalization, which might be one reason for the increasing identification problems for individuals.  

According to Rivenburgh (2002), media play an important role in the fragmentation of society in certain dimensions of life. New media technologies and their possibilities like digital broadcasting, interactive television or video-on-demand thus form a novel media environment, in which audiences are able to choose and adjust their program to their individual tastes – media consumption is divided among several channels and platforms, which enhances an individualized and fragmented media experience (Rivenburgh, 2002: 44-45).  

Segmentation of society by means of new media is also discussed by Gitlin (1998). He argues that the public sphere, once claimed to represent the Enlightenment ideal of a sovereign society, is currently marked by weakness and anxiety (Gitlin, 1998: 168, 170). In times of the increasing proliferation of ICTs, the impact of virtual communities and networks is contributing to a multiplication of divergent communities of information and participation, where people gather around their specific groups of interest and affinity. Thus, a certain class division is manifested between people involved in those respective mediated communities and those not involved (Gitlin, 1998: 168-173). This consideration also touches upon the issue of digital divide, which proclaims the growing separation of new media savvy and non-savvy nations/classes/generations in contemporary society (cf. Castells, 2000; Gitlin, 1998; Jenkins, 2006). 

Taking on his line of argument, Gitlin (1998) describes a possible substitution of the unitary public sphere through a whole range of different “public sphericules” (Gitlin, 1998: 173), ever more fuelled by the diffusion of ICTs: “technology reproduces – and facilitates – the dynamics of secession, exclusion and segmentation” (Gitlin, 1998: 172). 

 It has been illustrated so far that the media environment has changed significantly in the two decades since the publication of Dayan and Katz’s work on media events in 1992. The world in which media are being produced and consumed has undergone major transformations with regard to the emergence of new media, processes of globalization and capitalism and connected changes in both the professional and the social environment. Also the broadcasting production has altered due to the illustrated processes. 

With regard to both these discussed developments and the academic criticisms depicted in chapter 2.1.3, it becomes clear that Dayan and Katz’s approach from almost 20 years ago needs to be reviewed and adjusted in order to match the contemporary media environment. 

2.3 Dayan & Katz Reviewed – Media Events in the Contemporary Media Environment 
Taking into account the various criticisms regarding Dayan and Katz’s (1992) approach and the necessity to adjust it to the contemporary media environment, the altered media events definition of Hepp and Couldry (2010: 12) seems to be best suited in order to include all important issues: “media events are certain situated, thickened, centering performances of mediated communication that are focused on a specific thematic core, cross different media products and reach a wide and diverse multiplicity of audiences and participants.” 
This novel media events definition implies the circumstance that Dayan and Katz’s (1992) exclusive focus on ritual media events is said to be too limited. By emphasizing just the predominance of a specific thematic core
 in modern media events, both popular and conflictual media events can be included. Thus, the impulses of scholars like Liebes (1998) and Kellner (2003) who write about the impact of disaster events and popular media spectacles, respectively, are embraced. 

As in Dayan and Katz’s (1992) work, the appeal to a large audience is still a necessary criterion in the contemporary definition of media events. However, it can be assumed that through the changes in the media and social environment, both the norms of viewing and the monopolistic character of media events have changed. 

First of all, the altered media environment includes the multiplication of broadcasting channels and the proliferation of new media. This means at the same time that the monopolistic character of television, as proclaimed by Dayan and Katz (1992), can no longer always be maintained. Their early definition explicitly focused on media events as events mediated by television, which is not a contemporary process as television clearly lost its predominance in the last 20 years. Through the manifold possibilities new media offer its audiences, television has come to face an immense competition: “Television is now just one option amongst hundreds” (Küng, 2008: 56). What is more, also the strategies of television production have changed in this context. In the converging new media environment, many broadcasters are associated with Internet providers (e.g. Time Warner’s channels like HBO with AOL) and are active themselves via online sections and websites (Arsenault & Castells, 2008: 715; Küng, 2008: 56-57). Thus, even though the audience of a media event might still be very large, there are nowadays multiple options for it to follow the respective event. 

Accordingly, the celebratory norms of viewing of a media event as proposed by Dayan and Katz (1992) can be said to have significantly changed in the last two decades. Although there still might be a ‘collective compulsion’ to watch a certain media event, it can be assumed that the suggested festive watching in groups has altered. Through the discussed fragmentation of society and the increased media options for audiences (e.g. customized content or mobile reception), it is no longer suitable and necessary to follow an event in groups in front of the television. Dayan (2010: 25) even argues that television has become a medium of segmentation rather than integration. There might be exceptions, such as the collective watching of a football match during the world championships
. However, it can be stated that it is generally no appropriate precondition for ritual, disruptive and popular media events in contemporary society to be followed in the context of certain norms of viewing.  

This adjustment of Dayan and Katz’s (1992) approach leads to a related aspect, namely the assumed interruption of routine by means of media events. It might be suggested that in times of new media, the following of a media event might rather be included into routine than interrupt that routine – thus reversing Dayan and Katz’s (1992) argument. Most certainly, also contemporary media events attract a very high level of attention and thus might be proclaimed to lead to an interruption of an individual’s daily routine. Nevertheless, it can be assumed that through the ubiquitous options offered by new media, for instance the streaming functions of mobile phones and other digital devices, media events can easily be included into routines of the day. In order to watch a media event, it is no longer required to be at home in front of the television, possibly with friends and family, because new media provide manifold options to follow the event outside the home. For instance, a media event might be watched by someone via his mobile phone on the train, which certainly would constitute no interruption of routine but rather an incorporation into routine. Consequently, the criterion of interruption of routine, as proposed by Dayan and Katz (1992), might potentially have declined in significance since 1992. 

Another major element that has to be discussed within the realm of the modern-day media and social environment is the reconciling, integrative function media events have for societies. Based on the criticisms expressed by many scholars (cf. Carey, 1998; Cottle, 2006; Liebes, 1998) it can be stated that media events not only integrate societies, as events have to be included in a contemporary definition that are not necessarily based on consent. Disaster events might very well lead to a disintegration of societies, as can be seen for instance in the conflictual treatment of the ongoing war in Iraq in most Western societies (as e.g. the first American attack in march 2003 was broadcasted, the war qualifies as a mediated disaster event). On the other hand, an integrative social function of popular media events like the annual Oscar ceremony might be an assumption a little overextended, as the general significance of the event for societies and individuals can be assumed to be on a considerable low level. 

Integration as a constitutive characteristic of media events might also lose its legitimation through processes of globalization. As academics (cf. Hepp & Couldry, 2010) already questioned the existence of a collective set of values within national societies – as suggested by Dayan and Katz (1992) as a presupposition for their integrative moment – this might be even more challenged in an age of globalization, when many different (national) societies are connected through worldwide networks of media and capital. A contemporary media event can be assumed to be followed throughout the world, which makes the assumption of a general integration of societies an ever more improbable one in a globalized environment: media events are received and processed differently in different parts of the world; thus, a universal integrative function can already from the globalized point of view not be maintained: “The global public sphere […] is a conflicting, multi-discursive space. It is not a space of global reconciliation, despite the rare moments of expression of global solidarity” (Kyriakidou, 2008: 288).
Therefore, in line with Hepp and Couldry (2010: 12-13), the integrative meaning and social role of a contemporary media event should be evaluated and assessed as the case arises and not be established as a necessary criterion from the beginning.  

With regard to the media events’ organization lying outside the media and with the societal centre, it has been illustrated in chapter 2.2.2  that the media themselves have come to arrange certain mediated events/spectacles or have at least in many cases taken on a more influential part. Accordingly, the media environment has undergone major transformations from the emergence of new media to the related changes of television production. The increasing share of profitable media spectacles within the TV programming schedule (Kellner, 2003: vii-ix) has come to partly disprove the traditional media events approach with regard to the organizing aspect. 

Due to the realization of a changing (media) environment, Dayan (2010) himself most recently proposed an adjustment to his early media events approach from 1992. The author defines four key characteristics of media events that are still of huge significance: The first one is insistence and emphasis, meaning that media events still lead to a disruption of daily (broadcasting) routines, are omnipresent and shown live. Secondly, performativity emphasizes media events’ constructing character, which means that they are able to actively construct realities. Loyalty refers to the implicit acceptance of the events’ definition as proposed by the (established) organizers. Finally, media events still feature a certain shared experience that leads to the creation of a collective consciousness (Dayan, 2010: 25-26).

Dayan further reassesses the three dimensions of media events, semantics, syntactics and pragmatics, as being nowadays characterized by conflictualization, banalization and disenchantment, respectively (Dayan, 2010: 26-27). 
Consequently it can be argued that even though Dayan (2010) seems to acknowledge the partly disruptive character of modern-day media events, he still emphasizes the constitutive elements of loyalty to the organizing establishment and a certain integrative shared experience – aspects that are according to both the above uttered criticisms and the developed definition by Hepp and Couldry (2010) not universally valid in a contemporary environment.

Overall it can be concluded that even though Dayan and Katz’s approach is still relevant and widely acknowledged within the scientific field, its assumptions and characteristics can no longer be maintained within the contemporary media environment. As the preceding paragraphs have illustrated, a new definition and a re-evaluation of the central criteria of media events is necessary. Consequently, also traditional media events like for instance the Olympics Games or royal ceremonies have to be re-examined according to the altered characteristics discussed above in order to fit the circumstances of a contemporary media environment.  

Therefore, this thesis will discuss both the Olympic Games in general and the Winter Olympic Games 2010 in Vancouver specifically as a case study in order to depict their character and qualification as a contemporary media event. In this context, the explicit focus of the case study will be on the Olympics’ production side and in which ways new media are integrated in the production – a perspective that has so far been largely neglected by academics
. For the purpose of the case study, a preceding contemplation of both the special relationship between media and sports in general and changes of the Olympic Games in recent decades seems to be valuable. 

2.4 Media Events Theory and the Olympics
2.4.1 Media and Sports
Throughout the 20th century, there has been an important connection between the media and sports. Although the two realms have developed independently, they have always influenced each other to a certain extent – at some times to a stronger, at other times to a lesser degree. In this regard, Boyle and Haynes (2000: 1-3) depict sports and media as two of the most significant forces in the popular culture of the 20th century; sports is even regarded as a kind of secular religion for people (Roche, 2000: 167-168). Being such significant social phenomena, sports and media are nowadays more intertwined than ever: the media are able to promote sports and to help it reach a large audience, as sports constitutes “one of the greatest passions of the 20th century” (Boyle & Haynes: 2000: 1). In return, the media evidently benefit from these large audiences to attract advertisers and generate economic profit; even more so, because sports is in general relatively cheap content for media companies and thus an attractive product (Rivenburgh, 2002: 35). 

Especially television plays an important part in this relationship; sports is considered to be the most important programming for broadcasters, as it integrates immediacy, action and drama (Boyle & Haynes, 2000: 2; Kellner, 2003: 66-67). Starting with the Olympic Games in Berlin in 1936, when sports was broadcasted live for the first time, television came along with all major global sports events – thus promoting a mutually benefiting alliance (Pürer, 2003: 220-221). According to Panagiotopoulou (2010: 233-234), global sport is now one of the biggest mediated occurrences and the amount of sports coverage in the media is rising.

In recent years, there has been a significant transition in this sport-media association; Boyle and Haynes (2000: ix-x) depict the years between 1989 and 1999 as a “decade of change”. During these years, the media started to exploit technological developments and options, like the multiplication of broadcasting channels and Pay-TV, to promote sports as a television spectacle. As part of a spectacular entertainment program, sports is able to attract an ever larger audience. Depending on these large audiences – and sports is able to grant these even outside primetime – in order to attract advertisers and subscribers, broadcasters increasingly emphasize the high commercial value of televised sports and there is a growing convergence between entertainment, business and the sports spectacle (Boyle & Haynes, 2000: 68-69; Kellner, 2003: 65-66). Consequently, sports is nowadays more and more a commercialized subject of consumerism: “Postindustrial sports […] merge sports into media spectacle […] and attest to the commodification of all aspects of life in the media and consumer society” (Kellner, 2003: 66). 

Accordingly, sports itself became in recent decades to a larger extent influenced by economic interests. Beginning with the Olympics in Los Angeles in 1984, which are considered to be a benchmark regarding the growing significance of marketing and sponsorship within the field of sports, sports itself increasingly realized the importance of television and related broadcasting fees for its own existence and performance (Boyle & Haynes, 2000: 9-12; Whannel, 1992: 208-209). One major result of this emerging dependence between sports and television is the process of television directly influencing sports: in many cases, television has the power to define the presentation of sports, for instance with regard to a certain staging of disciplines or the time schedule of sports events (Boyle & Haynes, 2000: 55-56, 209; Rivenburgh, 2002: 36). As an example, sports like Snooker have undergone a whole transformation in terms of rules and setting to be adapted for television; sports thus is altered in order to suit the needs of the media (Boyle & Haynes, 2000: 71-73). In this way, television wants to ensure the most spectacular and attractive sports program for its broadcasting audience. This big influence of the media and economic interests in sports have clearly intensified in recent years, Boyle and Haynes (2000: x) describe the end of the 1990s even as a time when “television exerts a stranglehold over sports.” 

All these illustrated processes, largely driven by economic interests and technological innovations, have further led to an increasing competition for sports rights among broadcasters. Exclusive rights for the live coverage of a sports event are important for a channel’s profile, its appeal to advertisers and prestige regarding its audiences. Especially in the contemporary multi-channel environment, sports is an opportunity for a broadcaster to distinguish itself from its competitors. The extensive interest for sports rights leads in return to a massive increase of their costs (Boyle & Haynes, 2000: 68-69; Panagiotopoulou, 2010: 234). As many broadcasting stations in the modern-day networked society belong to large business corporations with considerable economic power, public service broadcasters with a smaller budget are often not in the position to successfully bid for expensive sports rights. However, there are certain sports events like the Olympic Games or the Football World Cup, which are in many countries classified to be of national societal significance. Therefore, these events are supposed to be freely accessible for all citizens. In order to guarantee this, there are ‘listed events legislations’, which provide certain generally available channels (usually the public broadcasters) by law with the rights to cover the respective events (Roche, 2000: 176)
. 

In recent years, processes of globalization and the emergence of new media have again intensified and altered the relationship between sports and the media. The traditional ways in which sports can be produced and consumed have multiplied; especially the Internet constitutes an important new market for sports coverage. By definition, the audiences have more possibilities in the realm of participative ICTs and traditional broadcasters are increasingly trying to get a hold within the online world. Trends such as digital and pay-per-view channels are bound to set new standards in the relationship between sports and the media, however, their overall effects are still uncertain. In general it can be stated that through technological innovations more options are provided for sports fans and audiences (Boyle & Haynes, 2000: 214-215, 220-221). 

What is more, globalization processes lead to the incorporation of sports into the portfolio of big multi-national media businesses, which is leading to media sports events of global interest and significance. Consequently, sports seems to remain in the hands of these big media corporations for the time being; also because television still is the most important medium with regard to sports coverage (Boyle & Haynes, 2000: 209-210; Panagiotopoulou, 2010: 233-234). The creation of ever more technological innovations and the fact that the big media companies integrate them into their sports offer leads to the conclusion that in the 21st century “sport has become intertwined with the media to a greater extent than at any other time during the last 100 years” (Boyle & Haynes, 2000: 222). 

2.4.2 Changes of the Olympic Games in Recent Decades

As the Olympics are among the most popular TV programs (Panagiotopoulou, 2010: 233), the transitions in the relationship between sports and media and the changes within the media and social environment in the last decades have also influenced their performances. 

One major development in this context is their increasing commercialization. As already described above, sports have more and more become a global consumer product. The Olympics, starting with the Games 1984 in Los Angeles, are no exception to this development, with sponsorship, marketing and advertising being central elements in their contemporary performances. Thus, the Games have in a way undergone a certain professionalization, as they are promoted similar to ‘normal’ big sports events like the Football World Cup or the World Athletics Championships. However, the Olympics traditionally distinguished themselves through their historical ideals and ideology – an ideology, which is according to several scholars (Panagiotopoulou, 2010: 233-234; Rivenburgh, 2002: 39-40; Whitson, 1998: 1-2) being significantly weakened by the increasing commercialization and selling of the Olympics as a global television product. Whitson (1998: 1-2) argues that the Olympics have lost some of their moral significance and sees no big differences to other sports events – accordingly, a certain standardization within international sports is taking place. As an example, Rivenburgh (2002: 42-43) criticizes the neglect of the Olympic values by the media, as they are hardly ever mentioned in the broadcasts. Thus, the impression of a ‘normal’ sports event is conveyed to the audience. This issue is depicted as a certain form of ‘disenchantment’ by Dayan (2010: 23), who states that the Olympics are exploit by the media: “They are used as […] empty stages available for all sorts of new dramaturgies besides their own.”

What is more, the transformative influence of especially television media on the Olympics affects their general staging. According to Rivenburgh (2002: 36), television and sponsors exceed a considerable impact on the selection of the host city, the design of the venues and the time schedules of the Olympics. Regarding the venues being influenced by the media, this situation is further confirmed by Puijk (2000: 313) in his analysis of the Winter Olympics in Lillehammer/Norway in 1992. Moreover, Rivenburgh (2002: 36-37) connects these issues to a basic criticism at the IOC which she accuses of having corrupted the Olympic image through vote-buying scandals (e.g. Salt Lake City 2002) and the tolerance of marketing manipulations. The latter refers to the Olympic charter, which forbids advertisements in relation to the Olympic symbols – a regulation that is supposedly often overridden (Rivenburgh, 2002: 39-42). Corruption within the IOC and drug scandals are according to Katz and Liebes (2010: 34) further contributing to a certain ‘de-magicization’ of the Games. The critique at the IOC is further uttered by Whitson (1998: 3), who states that the IOC made the Olympics part of the global business: “these transformations […] coincide with the Olympic movement’s embrace of commercial sponsorship and the […] power of elite sport as television entertainment.”

On the other hand, Whitson (1998: 3) also acknowledges the benefits for the Olympics due to the IOC’s professional organization. Without commercial support, the IOC would not be able to stem the increasing demands of the Games. Roche (2000: 182-183, 192) also illustrates that the financial incomes from television rights and commercial sponsors are nowadays essential for the Olympic Games’ sheer existence – the growing size of the Olympics requires ever more investments in facilities and security. Since 1984, the share of television income in the Olympics’ overall budget is steadily on the rise. In addition to that, the income from ticketing, merchandising and sponsorship are contributing to the finances (Roche, 2000: 182-184). These resources are necessary in order to compensate on the one hand for the necessary infrastructure and on the other hand to fulfil responsibilities like the support of Olympic sport in developing countries (Whitson, 1998: 3). Thus, the Olympic Games are dependent on both the broadcasting of the Games and their advertising, as otherwise the whole movement might not be able to survive in the contemporary environment. 

In essence, the Olympic Games have undergone certain alterations in the last three decades, as their environment has changed in many realms. As a consequence, they are nowadays more commercialized and increasingly depending on the media broadcasts and payments. However, related to these processes, the Olympics might already have lost some of their ideological significance. 

With regard to their character as a media event it is necessary to integrate these changes into the considerations on contemporary media events in order to reach a reasonable conclusion. 

2.4.3 The Olympic Games as a Contemporary Media Event
Previous Classifications of the Olympic Games

A relatively early theoretical analysis of the Olympic Games was conducted by the already mentioned MacAloon (1984)
, who, similar to Dayan and Katz (1992), argues that the Games interfere in the routines of daily life and exceed an extensive influence in their contribution to interpersonal, national and cultural exchange. He also touches upon the collective compulsion to watch the event through which a certain pressure is observable within society (MacAloon, 1984: 269). The author (1984: 263) further mentions the increasing impact of television and the Games’ resulting transformation into a mediated spectacle. In this regard, the spectacle is only one genre out of four which the Olympics inhere: thus, they combine the genres of game, ritual, festival and spectacle, with the latter being the dominating one in the realm of television. According to MacAloon (1984: 247-249), the IOC as organizer of the event at that time still objected this spectacularization of the Games, as the related characteristics like gigantism, tastelessness and pure entertainment objected the Olympic ideals. Instead, the IOC tried to enhance their nature as a joyous and familial festival. 

Even though Dayan and Katz (1992) only briefly touch upon general sports events as media events, the Olympic Games are considered to be one of the prime examples for their approach (Dayan and Katz, 1992: 1). 

As such, the Olympics fulfil all necessary criteria of Dayan and Katz’s (1992) typology: They are planned in advance, thus creating a certain anticipation on the sides of both the producers and the audience. There is a given societal compulsion to watch the Games and as they are often watched in groups in front of the television they proceed within certain norms of viewing. Accordingly, large audiences celebrate voluntary actions by the athletes. Television channels broadcast live and as the Olympics constitute the dominant program within their two-week long duration, they are monopolistic. What is more, they are organized by the IOC and consequently outside the media. Based on this issue, the Games are based on establishment initiatives (from the IOC) and thus can said to be both hegemonic and loyal to society and its values. In this context, they are presented with reverence and ceremony by the broadcasters. As a result, the Olympics contribute to celebrate the mentioned societal values and support the integration of society (Dayan and Katz, 1992: 5-9). 

What is more, the Olympics are classified by Dayan and Katz (1992: 26) as a ‘contest’ within the trilogy of conquests, contests and coronations, because sports events constitute “rule-governed battles of champions.” 

The Olympic Games have further been typified as an example for Kellner’s (2003) media spectacle approach and as a ‘mega-event’ by Roche (2000). Also, they qualify as an event in the sense of Scannel (1999). One re-evaluation of Dayan and Katz (1992) was taken on by Puijk (2000), who argues that the Olympics have to be seen as a complex series of events instead of just one event. He further states that they should be classified rather as a ‘coronation’ than a ‘contest’, as they involve many formal aspects like the medal ceremonies. 

These latter aspects show as well as the diverse categorizations of the Olympics by different scholars within the realm of media event theory that the Olympic Games in the characteristics of Dayan and Katz (1992) have to be reviewed according to contemporary developments and standards. 

The Olympics as a Media Event Revisited 
In the context of adapting Dayan and Katz’s (1992) typology of the Olympics as a media event to modern-day circumstances, Rivenburgh (2002) reconsidered many of their characteristics. She came to the conclusion that the 1992 definition of media events faces a challenge and that the events have to be adapted to contemporary situations in order to uphold Dayan and Katz’s general approach (Rivenburgh, 2002: 47-48). 
First of all, there are still characteristics of media events which the Olympics correspond with also in the modern-day environment. The event is still preplanned and put on air live by a majority of broadcasters. Also, the Olympic Games still attract large audiences and are presented in a ceremonial manner, e.g. regarding the opening festivities or the medal ceremonies. 

However, many media events criteria are not valid any more in the sense they were in 1992. For instance, the changing media environment with the multiplication of channels and digitalization as major phenomena since 1992 has a big impact on the Olympics as a media event. To begin with it can be stated that even though the Olympics are still broadcasted on major channels in most countries, the sheer number of available channels and the variety of the new media offer contribute to a weakening of the monopolist
 criterion. People simply have more options regarding the media offer and thus are not as ‘forced’ to watch the Olympics as they might have been two decades ago (Rivenburgh, 2002: 33-35). Accordingly, the collective compulsion to follow the Olympic Games is not as strong anymore, leading to a related change of the norms of viewing. 

These are moreover affected by transitions in both the social and the media environment: as the audiences are increasingly fragmenting, the assumption of groups of people watching the Olympics together in front of the television can no longer be maintained. This individualized development is further fuelled by technological innovations, which enable people to follow a media event like the Olympics both outside the home and on media different to television. Thus, Dayan and Katz’s (1992) constitutive focus on television is no longer appropriate in the contemporary media environment, as audiences can choose between a whole range of options (e.g. mobile phones, digital streaming) in order to watch the Olympic event. Related to this aspect is the characteristic of a media event to interrupt the daily routine: as already argued before, modern-day technologies enable the audience to integrate a media event into the daily routine – this is certainly also the case for the Olympic Games. As their duration is further relatively long compared to other media events (e.g. a royal wedding), it might be even more suitable for people to follow at least parts of the Games in a mobile environment (most people can be assumed to be not in the position to watch everything related to the Olympics at home). 

In this context it must also be considered that the changes in the broadcasters’ programming strategies in recent years have an effect on the Olympics as a media event. As illustrated above
, a certain spectacularization of sports in the media is taking place. Consequently, sports events besides the Olympics are also staged as major media events in order to attract large audiences. This increase in heavily promoted sports events makes the Olympic Games’ special status less unique, leading to a certain ‘normalization’ of the Olympic image (Rivenburgh, 2002: 33-34). 

Furthermore, the above depicted increasing transformation of the Games based on the interests of broadcasters and sponsors infringes on the media event’s organization outside the media. Although the IOC still is the main organizer of the Olympics, the impact of additional influencers makes these function as actors as well. Thus, media and sponsors can be considered to contribute to the organization of the Olympics, which puts the organizational aspect to a given extent inside the media (Rivenburgh, 2002: 36). Closely connected to this issue, the Olympics might lose their character as being representative of the social centre, the establishment – at least to a certain degree. With growing economic interests on the side of both the IOC and the media corporations, the audiences’ perception of the Games as something integer and special might change. This development might very well be enforced by the corruption affairs around the IOC and the drug scandals within the sports itself. As a result, the Olympics might no longer be regarded as special part of the social centre, changing also the high values associated with them.  

Such a process might in return lead to a weakening of the social integration aspect of the Olympics as a media event. Although this characteristic is debated anyway by academics
, it can be argued that in the contemporary environment it is even more in question. The Olympics are a huge event around the world and consequently followed by a large number of global societies. Dayan and Katz (1992) assume in their typology that societies are bound together through media events, as common values are maintained and celebrated. However, in a globalized world this assumption can not possibly be upheld – the integration of societies on a global scale through the Olympics can be considered a rather unlikely process. For instance, Puijk (2000: 317-319) describes in his study of the 1994 Lillehammer Olympics that the games are mediated differently in all parts of the world, as national broadcasters deliberately select certain dimensions and disciplines that are of particular interest for their respective audience. The resulting differences in the coverage of the Games are further reinforced by the national colouring of the Olympics, e.g. through a national commenter. As a consequence, the Olympic Games lead to different productions, receptions and interpretations around the world, which weakens their characteristic as a socially integrative event. 

It might be argued in return that this social integration could still take place at a national level. However, in contemporary society, which is increasingly fragmented and individualized, a shared set of values as the condition for an integrative potential should be difficult to trace. Moreover, the nation-state is for many people not the predominant point of reference anymore, as especially the younger generations grow up in a globalized and networked world and thus develop global and intercultural perceptions and attitudes (Rivenburgh, 2002: 45-46). The Olympics, however, thrive on the organization around national elements, as can be seen for example in the importance of the national team challenges or the medal table. Thus, a decline of the nation-based worldview especially among young people could significantly alter its impact as a media event. Another aspect in this context is the generational divide: Rivenburgh (2002: 46) points out that the older generation might still perceive the Olympic Games as an outstanding and unique media event, whereas the younger audiences no longer receive it as a sports event with a special ideology, but rather as another big media sports spectacle. This division along generations within a society also contributes to the weakening of the integration aspect of the Olympics. 

Based on both these reviewed criteria of Olympic media events in the sense of Dayan and Katz (1992) and the modern-day media events definition of Hepp and Couldry (2010)
, the following characterization of the Olympic Games as a contemporary media event has been developed: 

The Olympic Games are a periodic global sports performance based on a historical ideology organized by the IOC. Major influence is in certain dimensions further exerted by the media, who promote the event out of economic interests across their different traditional and new media channels as a media spectacle in order to reach a wide and diverse multiplicity of audiences and participants. 

Relying on this definition, the following case study of the Olympic Winter Games in Vancouver/Canada 2010 shall provide further insight into the impact of new media on the altering character of the Olympics in the contemporary environment. As the proliferation of new media is increasing on a global scale, it shall be examined in which way the broadcasting production of the Olympic Games is influenced by the emergence of new media. For this purpose, the three channels broadcasting the Olympics in Germany, namely ARD, ZDF and Eurosport, and their incorporation of new media will be researched in the following chapters. 

3 Methodology 

This methodological chapter will give a detailed overview on the employed research methods (except for the literature review; cf. chapter 2). The research is firstly based on the analysis of the three German broadcasters’
 Olympic websites (with a special focus on Twitter and Facebook posts). In addition to that, the analysis of 21 hours of Olympic broadcasting material and of five in-depth interviews with experts contribute to the Olympic case study. 

The following chapter will start by introducing general key issues of a case study. Next, the methodological specifications and applications of the website-analysis, the TV-analysis and the qualitative in-depth interviews are going to be depicted in order to grant intersubjective traceability. Finally, the three analysed broadcasters and the regulations they were underlying in the context of the Olympic Games in Vancouver will be illustrated in detail for the purpose of providing sufficient theoretical background for the subsequent presentation of the research results
. 
3.1 Methods of Analysis
As already illustrated in the introduction, the second part of the research question (“Viewing the Winter Olympics 2010 in Vancouver as a contemporary media event: in which way have new media changed the production of the Olympics in Germany?”) will be approached with the help of three different methods of analysis: direct observation and analysis of the broadcasters’ new media offers, content analysis of broadcasting material and qualitative interviews with representatives of the three channels ARD, ZDF and Eurosport. Also, the appliance of these methods for the five sub-questions has been depicted and categorized as follows (figure 1): 

	Sub-question (SQ) 
	Method

	 
	Literature Review
	Website- Analysis
	TV-Analysis
	In-depth Interviews

	SQ1: How can the Olympic Games be defined as a contemporary media event? 
	X
	 
	 
	 

	SQ2: What are the specific new media technologies the Germ an broadcasters use regarding the production of the Olympics?
	 
	X
	 
	 

	SQ3: In which way do the broadcasters use the new media? Are they employed as a self-contained part of the overall production or rather as a supplement to the television broadcast? 
	 
	X
	X
	X

	SQ4: What content is mainly provided through new media? 
	 
	X
	 
	X

	SQ5: What are the main changes in producing the Olympics since the emergence of new media?  
	 
	 
	 
	X


Figure 1: Sub-questions one to five and their applied research methods. 

In the context of the different analyses it might further be important to bear in mind that the time difference between Germany and Vancouver was eight hours. This means, most disciplines and decisions that took place in Vancouver during daytime were broadcast in Germany in the evening and during the night. 

In the following paragraphs, the three methodologies applied for the second part of the research question will be discussed in detail. Accordingly, the research process will be presented, that is, how the different methods were employed in this specific case study of the Winter Olympics 2010. In order to clarify the function of the case study as a methodological framework for the applied methods, its specifications and advantages will be illustrated in the first sub-chapter.
3.1.1 The Case Study as an Appropriate Methodological Framework
In general, case studies are frequent research strategies in academic fields such as psychology, sociology or political science (Yin, 2003: 1). The case study has been chosen for this research, as the point of interest touches upon a contemporary phenomenon in a real-life situation – the Olympics: according to Yin (2003: 1-2), a case study is especially appropriate to examine such contemporary phenomena. In this context, the case study is suited to “retain the holistic and meaningful characteristics of real-life events” (Yin, 2003: 2). What is more, a case study is especially qualified for the treatment of “why”- and “how”-questions – an issue, that the research question in this paper fulfils, as its “in which ways” might be equalized with “how” (Yin, 2003: 6-7). 

A case study can further serve different research purposes as it can be explanatory, exploratory and descriptive (Yin, 2003: 3; 6-7) – this aspect is a further advantage for this research, as it has already been shown that the research question and its related sub-questions have different research purposes and thus require different methods. In this context, Yin (2003: 8) points out that the case study’s unique advantage is its ability to deal with a multiplicity of evidence such as interviews, observations or documents. 

Taking all these aspects into account, the case study can be regarded as being an appropriate framework for the further applied research methods.
3.1.2 Website-Analysis
In order to answer the sub-questions two, three and four, that is, to shed light on the nature, character and content of the three German broadcasters’ online material, the new media offer has been thoroughly analysed
. 

The analysed websites were purposively selected, as the three channels in question all have one website, respectively, that is exclusively dealing with the Olympic Games in Vancouver. More precisely, the following websites have been looked at:

· ARD: http://olympia.ard.de/olympia/index.html 

· ZDF: http://olympia.zdf.de/ZDFsport/inhalt/25/0,5676,7514553,00.html?dr=1 

· Eurosport: http://de.eurosport.yahoo.com/olympische-winterspiele

Originally, an online content analysis (cf. McMillan, 2000; Weare & Lin, 2000) of the websites was intended to support the research interests. However, as the websites’ content per se is not the single decisive criterion and also no time-related process (like a development of the websites over a certain time period) shall be examined, it has been decided to directly observe the broadcasters’ online offer for the purpose of gaining insight into the structure and nature of the online offer. To support this direct observation, a detailed log-book was conducted for the whole time period of the Olympics in Vancouver (12-28 February 2010). 

At the very beginning, a detailed description of the actual nature and content of the online offer was made, that is, the specific new media offer with all its related features was established for all three broadcasters. In addition to that, every website was visited three to four times a day for about ten minutes each. In this way, it was possible both to take screenshots and to note general ongoings and/or changes on a regular basis. Also, the broadcasters’ activities on Facebook and Twitter were checked two to three times a day. Thereby, the focus lay especially on the frequency and content of the posts and tweets by the broadcasters. 
Although it was decided that McMillan’s (2000) approach to online content analysis is in general not suitable to this analysis, certain elements are right to be drawn upon: a single website will be defined as context unit, which is the basic unit of analysis (McMillan, 2000: 82). Accordingly, there will be three context units in this analysis as three websites are going to be examined. Context units consist of certain elements that will be classified into a set of categories, coding units (McMillan, 2000: 82-83, 87-88). For this examination, the coding units relate on the one hand to structural features, that is, the nature of the employed new media applications. Such structural features are interactive applications like social networking services, blogs or forums and multimedia elements (videos, audios). On the other hand, content features focus on the actual substance of the offer. In this regard, pure information on the Olympic sports, decisions and athletes will be included. Certainly, structural and content features might overlap at some point due to the characteristics of various online elements to qualify as being important both structure- and content-wise. For the purpose of a thorough analysis, those elements will be regarded in both sections
. 

3.1.3 TV-Analysis
“Content analysis is a research technique for the objective, systematic, and quantitative description of the manifest content of communication” (Berelson, 1952: 18). This early definition of a quantitative content analysis already reflects the essence of this method of analysis: it generally has the purpose of grasping characteristics of great quantities of text both in form and content. Thereby, text relates to different types of media, such as newspaper articles, commercials, radio broadcasts or television programs. In a content analysis, these texts are examined for specific characteristics – thus, not the respective text as a whole is analysed, but only several beforehand selected aspects (Brosius & Koschel, 2005: 137-142). 

Based on the research interest of sub-question three, the TV content analysis in this study intends to shed light on the integration of new media into the classic television broadcast at the Olympics. For this purpose, various aspects have been chosen and established by means of a table of analysis. These aspects were: 

· Mentioning and/or integration of the new media offer by TV-moderators, -commenters and/or –speakers: the respective channels’ online offer has been drawn upon and/or promoted directly by representatives of the TV broadcast, e.g. by mentioning the web-address or integrating online elements like surveys. 
· Fade-in of the web-address: the web-address is shown on the screen, e.g. during a split screen or in the context of a live transmission.  

· TV-spot to support the online offer: the respective channel has integrated a spot into its broadcast that promotes the new media offer and informs about the online options and advantages. 
Originally, these aspects were to be examined during the broadcast of the most popular disciplines in Germany, as the media event character can be regarded as being specifically high for the disciplines of great interest. Based both on TV-ratings from the Turin Winter Olympics in 2006 and generally observable expectations of the German public concerning certain athletes (e.g. Maria Riesch in Alpine Skiing), a list of disciplines was set up before the start of the Olympics. Those were both four-men bob and two-men bob, ski jumping, Alpine Skiing, cross-country skiing and all biathlon decisions
. The broadcasts of these disciplines were intended to be equally split up between the three broadcasters ARD, ZDF and Eurosport and recorded by means of a DVD-recorder for subsequent analysis. 

However, the observation of the first Olympic broadcasts during the first Olympic week indicated that the TV-commenters hardly ever mentioned the respective broadcaster’s web offer during the live transmissions. In order to be able to integrate the broadcasters’ studio productions to a greater extent (and not only the live transmissions of the above mentioned disciplines), the strategy was been modified: one day from the second Olympic week was picked for each of the broadcasters; on these days, the whole prime time broadcast (18:00-01:00h) was recorded. Thereby, attention has been paid again to the transmission of popular disciplines on the respective days in order to have an increased media event character:

· ARD: Friday, 26/02/2010: Alpine Skiing slalom (women); biathlon-relay (men); four-men bob

· ZDF: Monday, 22/02/2010: ski-jumping (team decision); cross country skiing team sprint (men & women)

· Eurosport: Sunday, 21/02/2010: two-men bob; biathlon mass start (men & women); Alpine Skiing super combination (men)

In the end, three days with overall 21 hours of broadcast have been analysed according to the above established aspects
. 

3.1.4 In-depth Interviews

For the purpose of both completing the research regarding the sub-questions three and four and answering sub-question five, qualitative in-depth interviews were conducted. In-depth interviews represent a highly popular research method in the social sciences and are especially suitable to complement other methods: “[…] qualitative interviewing may play a vital role in combination with other methods” (Gaskell, 2000: 39). 

Regarding their actual realization, qualitative in-depth interviews rely on semi-structured talks with only one respondent. ‘Semi-structured’ means that the interviewer uses a topic guide to provide a format for the interview to follow. Consequently, the semi-structured in-depth interview does involve both certain pre-planned elements (like the range of topics and the most helpful order of questions) and spontaneous aspects (like the immediate reaction on an interviewee’s answers, for instance through direct inquiry) (Brosius & Koschel, 2005: 112-113; Gaskell, 2000: 38-40; Zoonen, van, 1994: 136-137). 

In order to deal with the sub-questions three to five of this thesis it has been decided to interview experts from all three broadcasters that are part of the case study. The interviewees have been purposively sampled according to the following two criteria: they must work in the online section of the respective channel and have been in charge with the Vancouver Winter Olympics. Overall, interviews with five experts were secured – two from both ARD and ZDF and one from Eurosport (figure 2)
:

	Channel
	Interviewee
	Position
	Date of interview
	Length of interview

	ARD
	Mr. Bernd Eberwein
	sports editor BR-online
	April 13th 2010
	47 min.

	ARD
	Mr. Christoph Rieth
	project leader of the ARD's online offer in Vancouver
	April 22nd 2010
	53 min.

	ZDF
	Mr. Andreas Heck
	executive online editor ZDF
	May 2nd 2010
	38 min.

	ZDF
	Mr. Gerhard Crispin
	sports editor of the ZDF online department
	May 2nd 2010
	41 min.

	Eurosport
	Mr. Karl Dzuba
	editor-in-chief of Eurosport Germany's online department
	May 5th 2010
	36 min.


Figure 2: Overview over the interviewees and their respective positions. 

Before the start of every interview, the respective interviewee was both informed about the possibility to stay anonymous (no interviewee decided to make use of this option) and asked for permission regarding the recording of the interview (every interviewee agreed on that). Moreover, the interviewees were informed about the general possibility to interrupt the interview at any point
. 

The topic guide with the list of important issues for the interviews has been developed against the background of the research interest of the sub-questions three to five. The way of the new media employment within the channels and the content of the new media offer are dealt with in the realm of the first topic. The second topic refers to sub-question five and regards the influence new media have on the production of the Olympics. Additionally, a number of questions regarding the audience reception of the Winter Olympics online have been developed in order to get some information on the success of the online offer. Thus, overall three main topics were established for the interview schedule
: 

· Topic I: General integration of new media into the channel’s production of the Vancouver Olympics

· Topic II: Impact of new media on the Olympic production & resulting changes

· Topic III: Audience reception
For the subsequent analysis of the interviews, a data matrix has been created (Gaskell, 2000: 54; Zoonen, van, 1994: 142-143). This matrix was arranged by topics/issues of interest and interviewees: 

	Topics/Issues 
	Topic I
	 
	 
	Topic I
	 
	Topic III
	 

	Interviewees 
	Issue 1
	Issue 2
	Issue ...
	Issue 1
	...
	Issue 1
	Issue ...

	Interviewee 1
	 
	 
	 
	 
	 
	 
	 

	Interviewee 2
	 
	 
	 
	 
	 
	 
	 

	Interviewee 3
	 
	 
	 
	 
	 
	 
	 

	Interviewee 4
	 
	 
	 
	 
	 
	 
	 

	Interviewee 5
	 
	 
	 
	 
	 
	 
	 


Figure 3: Data matrix for the analysis of the in-depth interviews.

3.2 Background Information on the Broadcasters and Broadcasting Regulations

3.2.1 The Three Broadcasters: ARD, ZDF and Eurosport
In order to present a thorough theoretical background for the following case study and analyses, the three examined broadcasters will be depicted in the subsequent paragraphs. Firstly, the two German public service broadcasters ARD and ZDF will be illustrated. The final paragraph will deal with the privately structured broadcaster Eurosport. 

ARD

The public service broadcaster ARD
 was founded in 1950 by six regional public broadcasting agencies that existed at that time. Regional public broadcasting agencies are locally organized radio and television channels who work under the umbrella of the ARD. Originally, the ARD was thought to function as an organizational frame for the exchange and joint production of radio programs. However, in 1953 the participating regional public broadcasting agencies formed the so-called television contract, which allowed for the creation of a shared television channel; this channel aired for the first time in November 1954 (Dussel, 2004: 189-193; Pürer, 2003: 251). 

At the moment, nine regional public broadcasting agencies and one additional channel are forming the ARD. Germany is a federal republic with 16 federal states. Some of these states have their own regional public broadcasting agency, some have one in cooperation with one or more other states – resulting in overall nine agencies (ARD, 2010a):


[image: image1]
Figure 4: The ten institutions forming the ARD and their corresponding federal states (ARD, 2010a). 

The cooperation of these different regional agencies has lead to a very local and decentralized structure of the ARD. Every regional agency has its own television channel and several radio channels. Content-wise, these broadcasts strongly focus on the respective region; however, they generally can be received all over Germany. In addition to these local channels, the regional agencies together form the ARD as a joint television program. That is, every local agency contributes and produces different program sections for the ARD (Diller, 1997: 359-362; Pürer, 2003: 249-250). At the Olympics in Vancouver, the regional agency MDR was lead managing the ARD’s production. 

Both the ARD as a cooperation and the regional public broadcasting agencies are financed on the one hand through a broadcast fee, which every owner of a TV/radio set in Germany has to pay. On the other hand, they generate income from advertising – however, there are strict regulations on how to integrate commercials into the program
 (Pürer, 2003: 255). 
Regarding the program offer, the ARD provides – in addition to the nine local TV channels and the joint program ARD – a channel for children (KIKA; cooperation with the ZDF), a documentary channel (Phoenix), the German-French cultural co-production channel Arte and 3Sat, a channel that is created together with the ZDF, the Austrian broadcaster ORF and the Swiss broadcasters SRG SSR Idée Suisse. Besides, the ARD has three digital channels: EinsExtra, EinsPlus and EinsFestival. Finally, the ARD and its regional agencies overall offer 55 different radio channels (ARD, 2010c). 

In 2009, the ARD was the TV channel with the highest overall market share in Germany (average market share: 12,7%). What is more, the nine regional channels with a combined average market share of 13,5% were in this ranking theoretically even in front of the main channel and thus also very popular (Zubayr & Gerhard, 2010: 108-110). 

ZDF

In addition to the ARD, the ZDF
 is the second public broadcasting channel in Germany. The ZDF was founded by the government in 1963 and, like the ARD, is supported by all German federal states. However, contrary to the ARD, it is not structured federally, but centrally. There are no regional broadcasting agencies, instead, headquarters are exclusively based in the city of Mainz. This means, even though most federal states have their own offices, the production and administration of the ZDF is centred in Mainz (Pürer, 2003: 252-253; ZDF, 2010b). 

Like the ARD, the ZDF is financed both through broadcast fees and advertising. Accordingly, it has to follow the strict regulations established in the broadcasting mandate
 (Pürer, 2003: 255). 

The ZDF solely provides television offers: firstly, there is the main channel – the ZDF. Secondly, it contributes to some cooperative channels; as already mentioned above, the ZDF takes part in the production of the children’s channel KIKA and the international cooperations Arte and 3Sat. Moreover, the ZDF has three digital channels: ZDFinfokanal, ZDFneo and ZDFtheaterkanal (ZDF, 2010a; ZDF, 2010c). 
The ZDF ranked second in the list of TV market shares 2009 in Germany (average market share: 12,5%). Thus, the public broadcasters ARD and ZDF – and the regional ARD channels – were the most popular German TV channels in 2009 (Zubayr & Gerhard, 2010: 108-109) .  

Eurosport
Eurosport is a sports channel that is supported by the European Broadcasting Union (EBU) and was created in 1989. The EBU is a purchasing cartel of different European public broadcasting services and was founded in 1950 in order to strengthen the broadcasters’ bargaining power with rights holders and exchange productions (Collins, 1998: 654-655). Due to the emergence of private broadcasters during the 1980s and the resulting increasing competition for rights, the EBU established Eurosport as a kind of cooperation between private and public partners: Rupert Murdoch’s Sky Channel got in on Eurosport in order to cushion the probable financial losses of the first years. In return, the EBU members acquired popular sports rights (Collins, 1998: 654-655, 657). According to Collins (1998: 656-659), both parties profited from this deal: on the one hand, Sky Channel got involved with an attractive sports offer; on the other hand, the EBU could make use of all the sports rights acquired by their different members in order to become a more reliable partner for advertisers. Moreover, through the collaboration with a private channel the EBU got a hold in the growing private TV sector. 
In 1990, Sky Channel withdrew from Eurosport and the EBU started its cooperation with the French commercial broadcaster TF1 that is still lasting today. Accordingly, Eurosport’s headquarter is in Paris (Collins, 1998: 659). 

Today, Eurosport is broadcasting in 59 countries in Europe, the Near East, Asia and North Africa in 20 different languages. Germany, Great Britain, France, Scandinavia, Poland, Italy and Asia have their own program frames, which means that the program is adjusted and structured according to the respective region’s interests (Eurosport, 2010a; Eurosport, 2010b). 

In addition to the general Eurosport satellite channel, there is the digital channel Eurosport 2 and the Eurosport Player, which offers live streaming of Eurosport and Eurosport 2 via the general homepage. The Eurosport player is with costs and additionally offers live transmissions of several big sports events (e.g. the tennis Grand Slam tournaments) (Eurosport, 2010c). 

According to Zubayr and Gerhard (2010: 108-109), Eurosport came in 18th in the 2009 market share ranking (average market share: 0,9%) in Germany and thus was significantly less successful than the public broadcasters.

3.2.2 Regulations by the German Legislature and the IOC
The German Programming Mandate

All institutions that are broadcasting in Germany are underlying the German programming mandate
. The programming mandate represents a contract for the establishment of homogenous broadcasting regulations that was created by the German federal states; it was signed for the first time in 1987. Since then it has undergone various changes and modifications. The current version is the 13th adjusted programming mandate, which became effective in 2010. The programming mandate specifies both certain rights and restrictions for broadcasters; for instance, the regulations concerning the integration of commercials are stated very detailed for public and private channels (RStV, 2010: 6-7)
.

Regarding the Olympics it is established that the broadcast of a major event with social relevance can only be shown by a private channel when the public channels broadcast it at the same time. Thus, the public broadcasters ARD and ZDF are automatically granted the broadcasting rights of such major events with social relevance – apart from the Olympic Summer and Winter Games, various football national games and finals of the important team cups in football (e.g. the Champions League) are defined as having ‘social relevance’ (RStV, 2010: §4(1/2)). Listed events regulations like this one mentioned in the German programming mandate can be found in many countries that belong to the European Union (EU): Art. 3a of the European broadcasting regulations allows each member state to establish a list of publicly accessible sports events in order to prevail this respective state’s sportive identity and interests (Fechner, 2005: 271; Roche, 2000: 176). 

The rights for the Olympics are secured through ARD and ZDF’s membership in the EBU, which directly bargains with the IOC. Financially, the costs are beard by the German state. As Eurosport belongs to the EBU as well, it also gets the broadcasting rights via this membership. However, being partly private the channel has no exclusive rights to broadcast the Olympics in Germany but can only show the event additionally to the public broadcasters (Roche, 2000: 179; RStV, 2010: §4(1)).  

Generally, the ARD and ZDF share the broadcasting rights for the defined major events. Regarding the Olympics this means that they are dividing the Olympic time schedule among themselves – one day is broadcasted by the ARD, the next one by the ZDF and so on. Eurosport broadcasts independently from the German public broadcasters; at the Vancouver Games, every day was covered by Eurosport. 

Apart from these regulations, the programming mandate’s new media section is also relevant for the Olympic broadcasters – especially for ARD and ZDF. It states that public channels are allowed to put their broadcasts online on their homepages only for the time period of seven days; after this period, the respective programs have to be withdrawn from the website (RStV, 2010: §11d(2)). For the major events (as depicted in RStV, 2010: §4(2)) this time period is even shorter: after 24 hours, the broadcasts have to be removed from the homepage (RStV, 2010: §11d(2)). Consequently, regarding the Olympics in Vancouver, videos and broadcasts put on ARD’s and ZDF’s homepages had to be taken down after 24 hours. 

IOC Broadcasting Practices and Regulations

 “The IOC takes all necessary steps to ensure the fullest news coverage by the different media and the widest possible audience in the world for the Olympic Games” (Rule 49 of the Olympic Charter; IOC, 2010b: 96). This Olympic rule clarifies that according to the IOC Olympic broadcasting has increasingly become an essential factor for the Olympic Games. 

First of all, Olympic broadcasting is seen as major factor for the dissemination of the Olympic Games and their ideas throughout the world. This is also the reason why the IOC sells the broadcasting rights solely to institutions who can guarantee a coverage of the Games that is as broad as possible in the respective territory. This way, a maximum audience shall be reached in order to spread the Olympics and their values as far as possible (IOC, 2010a: 9; IOC 2010b: 96-97; IOC, 2010c: 22).

Second of all, the growing broadcast fees represent the greatest source of revenue for the IOC – regarding Vancouver 2010, the IOC expected an income of approximately 1,127 Million US$ and thus significantly more than from the additional main sources ticketing, licensing and sponsoring (IOC, 2010a: 9; IOC, 2010c: 6). Consequently, the broadcasters are regarded as fundamental contributors to the Olympics: “Olympic broadcast partnerships have provided the Olympic movement with an unprecedented financial base and helped to ensure the future viability of the Olympic Games” (IOC, 2010c: 27).

As the IOC owns the full broadcast rights for the Olympic Games, it is directly negotiating with international broadcasting institutions for broadcast fees. For the current period (2010-2012), the US channel NBC pays by far the highest rights fee (2 Billion US$), thus spending around three times as much as the EBU, who is ranked second (560 Million €
) (IOC, 2010c: 32). 

Regarding the actual broadcasting practice, the IOC has founded the Olympic Broadcasting Services (OBS) in 2001. The OBS was created as a permanent host broadcast organisation, that is, as a main provider of Olympic broadcast material. As such it receives the radio and television signals from all the sports venues and transmits them to the respective Olympic broadcasters in all broadcasting countries throughout the world (e.g. to ARD, ZDF and Eurosport) (IOC, 2010a: 10; IOC, 2010c: 26). The OBS worked for the first time in Beijing 2008 as a cooperation with the local host broadcaster. The Games in Vancouver were the first Olympics where the whole available broadcast material came from the OBS. This means that none of the Olympic broadcasters actually produced Olympic live material – except for things like studio productions, background stories or interviews – but selected events and live transmissions that were produced by the OBS and integrated those in their respective Olympic programming schedule (IOC, 2010a: 10; IOC, 2010c: 26). 

A further essential broadcasting aspect that has to be followed by all broadcasters refers to the integration of commercials and commercial symbols into the Olympic program. In this context, the IOC established certain strict regulations in order to shelter the Olympic brand (e.g. no commercial symbols are allowed to be broadcast with the Olympic images) and to protect the Olympic sponsors and partners, who have exclusive deals with the IOC (e.g. Coca Cola, Panasonic) (IOC, 2010a: 40-42; IOC, 2010c: 45). 

These rules have to be followed also within the realm of the Internet, where the IOC additionally set up various regulations in order to protect both their symbols and partners. For instance, the practice of geo-blocking allows rights-holding broadcasters to transmit their video-signals online (e.g. via live streams) only within their own territory. All other possible access areas have to be blocked (IOC, 2009a: 2; IOC, 2010a: 42). This means that the German broadcasters were allowed to make their live streams available only for users accessing it from within Germany. Thereby, the IOC’s aim is “to guarantee exclusive digital coverage” (IOC, 2009a: 2) for right holders from other territories (e.g. users from the US shall not be able to access German online material in order to protect the US’s rights holders’ exclusive deals). 

What is more with regard to online regulations, the IOC set up detailed blogging guidelines which all blogging journalists and athletes had to follow during the Vancouver Olympics. For example, rules concerning the integration of pictures or moving images and specific limitations regarding the blogs’ domain names were established (IOC, 2009b: 1-4). 

For the purpose of observing all the broadcasters and both their online and television activities during the Olympics, the IOC created specific broadcasting and Internet monitoring programs (IOC, 2009c: 4; IOC, 2010a: 42). 
4 Research Results 

This chapter will present the findings of the three research analyses that were conducted in order to find answers to the sub-questions two to five. Firstly, the results of the website-observation and its subsequent analysis are going to be illustrated. Next, the TV-research will be depicted in detail before coming to the interview section, where the in-depth interviews are going to be summarized and reflected upon. 
4.1 Website-Analysis
First of all, all three broadcasters had websites that exclusively covered the Olympic Winter Games in Vancouver. However, only the ARD created this website as an offer that was independent from the channel’s main homepage. Olympia.ARD.de functioned as a self-sufficient website, whereas ZDF and Eurosport informed its audiences about the Olympics via ‘sub-websites’ of their regular online offer. 

Against the background of the research interest regarding the sub-questions two to four, this chapter is going to be divided into three sections – the nature of the three broadcasters’ new media offer, its content and finally the integration of new media in the channels’ overall production. 

4.1.1 Nature of the New Media Offer

All three analysed broadcasters employed various new media technologies for their coverage of the Olympics in Vancouver. In order to provide a structured overview, the following sections will each cover one of the channels before concluding their similarities and differences. In this context, the respective new media offer will be illustrated by certain examples, however, not all of the provided single online elements will be named and explained as it would go beyond the scope of this thesis
. 

ARD

The ARD designed its online offer quite broadly, with elements in all the methodologically established sections. 

Regarding the structural features, the broadcaster used several interactive elements. It was active both on the social networking services Twitter and Facebook, with the latest tweets presented directly on the Olympic homepage. Thereby, the Twitter account was especially designed for the Olympics (ARD_olympia/Vancouver2010) and created as a list – nine different ARD experts were part of the ARD’s Olympic Twitter list with their individual Twitter accounts
. Thus, each tweet could be traced back to the respective expert. On average, the ARD experts together posted 17,5 tweets per day via the ARD’s Twitter list; the account was followed by 38 people. Contrary to the Twitter site, no special Facebook
 account was created for the Olympics: the ARD provided information via posts on Facebook on the broadcaster’s regular sports Facebook page Sportschau. This page had about 11.450 fans
 in the period of the Olympics. During the Olympics, the focus was on winter sports (with on average three posts per day), however, other sports like football was covered as well. 

Moreover, different experts (like the former figure skater Katarina Witt or TV commentators) conducted an Olympic diary, where they blogged about their impressions of the Olympics. Users were further able to discuss Olympic topics in the user forum and express their assessment of upcoming decisions in surveys. These surveys generally dealt exclusively with German medal chances and issues related to the German team. Another interactive element of the ARD online offer was the Olympiaschau: this was an email-service, where users – after they had chosen their disciplines of interest – got an email every morning with a link to a personalized video-footage. Thus they were provided with a personalized short video about decisions and news in the chosen disciplines. This was easily accessible, as only the email-address was required to subscribe. The Olympiaschau already indicates the ARD’s trend towards a customized new media offer. This customization was also given through the fact that users were able to structure the appearance of the website according to their personal taste: by pushing them with the mouse, the single elements of the website could be repositioned. This way, every user could position those elements that are of the highest interest to him at a prominent place on the site. For instance, viewing the screenshot (figure 5) below, the elements ‘Medaillenspiegel’ (medal table) in the upper centre of the page and the live ticker on the right hand side could be switched by pushing them with the mouse. In the same manner, all the elements could be rearranged.
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Figure 5: Screenshot of the ARD’s Olympic homepage. 

With regard to the three forms of interactivity (cf. McMillan, 2006; discussed in chapter 2.2.1), the ARD was thus providing both user-to-user-, user-to-document- and user-to-system-interactivity. The user forum and discussions on Facebook are examples for user-to-user interactivity; the Olympiaschau can be regarded as being user-to-document interactive, as the user was able to determine the nature and content of the personal video-footage – which is the document. Moreover, the possible customization of the homepage reflects user-to-system-interactivity: the user can directly influence the site’s interface and thus the system. 

Along with all these interactive elements, the ARD was with regard to structural features also making use of multimedia-options. They offered an online radio program, which was broadcasting continuously on all days of the Olympics in Vancouver. Moreover, the ARD provided both a live stream of its regular broadcasting program and a live stream on its digital channel einsfestival. On this digital channel it was possible to follow decisions not shown on television due to an overlapping of the Olympic schedule. Videos were employed as part of the already illustrated Olympiaschau and as the medium for daily interviews with athletes and experts available on the homepage. Short video and audio statements by experts and athletes could further be retrieved from the mediabox, which was a small section on the homepage that integrated the latest multimedia content. What is more with regard to multimedia, the ARD offered a picture gallery and a ‘pictures of the day’-section with images of decisions and athletes, the surroundings of the venues and other situations concerned with the Olympics. 

In order to complete the nature of the ARD’s new media offer, the content-based news-sections and informational features have to be mentioned shortly. The broadcaster provided a live ticker and continuous news reports about decisions and athletes. For instance, the element Topmeldungen covered current headlines and decisions with short reports. 

ZDF

The ZDF also offered a range of different online features and technologies. Regarding the interactive elements, the broadcaster as well made use of Twitter and Facebook accounts in order to publish posts on a regular scale. There was further the option to share information with other Facebook-/Twitter-users via service entries. Contrary to the ARD, the ZDF had no independent Olympic Twitter account, but used the regular ZDFsport-account. Consequently, not only Olympic winter sports was an issue on the account, but also sports like football, tennis or handball. Moreover, the ZDF twittered from a joint account, thus the respective twitterers (e.g. experts) could not be identified by the followers. On average, the ZDF twitterers posted 7,5 tweets per day on the Olympics (out of 11,1 in total per day); during the Games, the profile had about 3.145 followers
. With regard to Facebook, the ZDF also employed the regular sports account (about 3.580 fans
); consequently, there were also posts about other sports. 4,6 posts per day dealt in some way with the Olympics and their decisions (out of a total of 5,1). Moreover, the ZDF posted the feature Olympia kompakt on its Facebook page every morning and thus provided its fans with a link to the media centre
, where they could find a short video about important Olympic decisions from the previous evening/night. 

In addition to these social networking features, the ZDF homepage offered online surveys about current Olympic decisions and an individual Olympic scheduler: after having created an account and having logged on to the service, users were able to mark certain dates and/or disciplines of interest in order to receive a reminder via email and/or Outlook-entry at the time of the respective chosen decisions. This personal web-service of the ZDF included also the ARD’s broadcasting program and the digital channels for the purpose of covering the whole public service Olympic agenda. Another interactive feature of the ZDF was the E-card-service: users with an account on the homepage were able to send Olympic greetings via email (two Olympic motives were offered to be chosen from; not specifically intended as birthday- but rather as all-occasion-greetings). Moreover, the broadcaster offered two online games. Firstly, an Olympic winter pentathlon game, where users could complete five Olympic disciplines via certain shortcuts. Secondly, there was a quiz about the Olympic Winter Games. Finally, the interactive medal table offered the possibility to arrange medals not only according to the number of gold medals won, but also according to silver and bronze, to a point system or to German federal states (with the state that won most gold medals on top). 

Summing up these interactive options of the ZDF it can be stated that the broadcaster mainly provided user-to-user- and user-to-document interactivity. Again, discussions on Facebook and issues like the email-greeting cards reflect interactivity among the users. User-to-document interactivity can be seen at the winter pentathlon game (the game being the document is influenced directly by the user), the interactive medal table (where the user chooses which option of the document he wants to see) and the individual Olympic scheduler, where the user himself decides what kind of document (email-, Outlook-alert) he wants to receive in the end and what it will look like content-wise. 

Like the ARD, the ZDF also made use of different multimedia options. A digital channel (ZDFinfokanal) provided a live stream of disciplines not covered by the regular TV broadcast. Furthermore, there were continuous reports and news about the latest decisions which were illustrated by short audio- and video-features and/or picture galleries. For instance, Olympia aktuell provided news with video links. Moreover, there was a link to the media centre on the homepage. In the case of the Olympic website, this link led specifically to the Olympic videos stored at the media centre. This link was also included in the service Olympia kompakt: a video feature that covered all important decisions that took place during the night. News reports about current decisions (e.g. Olympia aktuell, a daily RSS feed), information about all disciplines and a live ticker completed the nature of the ZDF’s new media offer.  

Eurosport

Finally, Eurosport also was active in various realms of new media options. The broadcaster employed both Twitter- and Facebook accounts. Like the ZDF, Eurosport worked with its regular Twitter account (138 followers
) in order to twitter about the Olympics. Again, tweets about other sports were mixed on the account with tweets on the Olympic decisions (on average 7,2 Olympic tweets per day out of a total of 9,4). This was also the case on Eurosport’s Facebook page, as the broadcaster similarly did not create a specific Olympic Facebook account but used the general profile. As there is no specific profile of Eurosport Germany, only the general English page was used; this might also explain the large number of fans, which was around 18.200 during the Olympics
. Per day, on average 2,7 Facebook posts (out of 3,6) dealt with the Olympics. Eurosport also integrated an IOC-supported Flickr-account
: both athletes and spectators were able to upload pictures dealing with the Olympics. Consequently, a user-generated picture section was created by means of Flickr. 

What is more in the context of interactive features, there were several expert blogs that treated different Olympic topics. They could either be read directly on the website or be subscribed to as a RSS-feed. In addition, there was the message board, a kind of forum, where users could exchange thoughts on current Olympic issues. Users were able to express themselves also through the option of commenting articles on Eurosport’s Olympic homepage. Further interactive elements were an online survey and a quiz about the Olympics. In this context, it has to be mentioned that this quiz had a very commercial aesthetic – it was explicitly powered by Yahoo! and illustrated with a lot of advertisements:
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Figure 6: Commercial aesthetic of Eurosport’s Olympic Quiz.
Regarding the three dimensions of interactivity, Eurosport offered both user-to-user- and user-to-document interactivity. Conversations on Facebook and discussions in the forum serve as examples for users interacting directly with each other. What is more, the users also could influence the appearance of certain documents, e.g. by commenting on an article, discussing in the forum or participating in the online quiz. 

Multimedia-wise, the broadcaster offered short videos (interviews with athletes, summaries of decisions) and Web-TV with a live stream of several decisions (if there was more than one decision at a time: option to choose the live stream of interest). Also, there was an audio-live-comment of the channel’s experts, which worked like the live stream without the image (thus, functioning like a web-radio). In addition to the pictures on the channel’s Flickr-link, it offered picture galleries and picture slideshows with images of athletes and Olympic decisions and surroundings. 

As with ARD and ZDF, Eurosport’s new media offer was complemented by simple information and report sections with basic information about the Olympics and its events (e.g. on disciplines or decisions) and the latest news (e.g. the live ticker, short Olympic news division). 

Analysis of the three broadcasters’ online structure
The fact that the ARD is the only channel that created a special website for the Olympic Winter Games in Vancouver might indicate its special focus on the new media offer. This impression might be supported by several issues related to the social networking features: the ARD was the only broadcaster which had an independent Olympic Twitter account, whereas both the ZDF and Eurosport used the regular, already existing one. What is more, the placement of the latest tweets on the ARD’s homepage shows the high importance the channel was ascribing to social networking services in order to keep its audience informed. This observation can also be maintained through the comparison of the frequency of tweets: with on average 17,5 tweets per day, the ARD has been by far the most active broadcaster on Twitter (the ZDF and Eurosport with 7,5 and 7,2 tweets, respectively): 
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Figure 7: The frequency of tweets of the three broadcasters during the Olympics. 

Figure 7 shows that the ARD gained its lead in this context through high tweet rates in the second half of the Olympics, as it was even a little behind the other two channels in the first week. By contrast, the ZDF and Eurosport did not undergo such immense changes; they remained on a relatively low but stable level throughout the Olympic period. The preliminary suggestion that the frequency of ARD-/ZDF-tweets might be related to the broadcasting activities of the channels could not be confirmed: for instance, the highest number of ARD-tweets on February 25 was achieved on a day the ZDF was broadcasting. This general disconnection of broadcasting activities and frequency of tweets was also observable for the rest of the Olympic period. 

With regard to Facebook, the ARD (3) is second with regard to daily post rates, behind the ZDF (4,6) and ahead of Eurosport (2,7). However, these differences in frequencies of Facebook posts are by far not as extensive as those in the case of Twitter; the three broadcasters are closer together in this context. What is more, Eurosport was the only broadcaster who integrated a third social networking feature (Flickr). However, summing up the social networking activities it might be stated that the ARD seemed to put the strongest emphasis on this issue, supported especially by the number of tweets and the placement of the latest tweets on the homepage. Nonetheless, the relatively small number of followers (38) should be taken into account when assessing a potential impact on the audience. This is also the case for the general overview on Twitter and Facebook activities of the three broadcasters, as the number of followers and fans, respectively, differs clearly: 
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Figure 8: Comparison of the three broadcasters’ followers on Twitter. 
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Figure 9: Comparison of the three broadcasters’ fans on Facebook.

Figures 8 and 9 show that especially Twitter is yet to be fully exploited and promoted by the broadcasters (with ARD and Eurosport having specifically few followers). The situation regarding Facebook can be seen as being already more developed: Eurosport has over 18.000 fans, the ARD almost 12.000. Although the ZDF is clearly behind the other two channels, it even has around 3.500 fans. 

Regarding further interactive elements, the ARD was the only broadcaster who offered user-to-system-interactivity in addition to user-to-user- and user-to-document interactivity, as can be seen in the following table (figure 10):  

	 
	User-to-User Interactivity
	User-to-Document Interactivity
	User-to-System Interactivity

	ARD
	Forum, Facebook discussions
	Olympiaschau, surveys, Facebook comments
	possible customization of the homepage

	ZDF
	Facebook discussions/ service entries, E-Card-service 
	Quiz, game, surveys, Olympic scheduler, program planner, Facebook comments, medal table
	/

	Eurosport
	Forum, Facebook discussions
	Quiz, Flickr-uploads, Facebook comments, comments on articles
	/


Figure 10: Comparison of the three broadcasters’ dimensions of interactivity (based on McMillan, 2006). 

Moreover, both Eurosport and the ARD have been more active with regard to general interactive features, as the ZDF both lacks expert blogs and user forums. On the other hand, the ZDF was along with the ARD quite attractive in the context of user-to-document interactivity: both broadcasters offered some sort of easily accessible subscription service (Olympiaschau, individual Olympic scheduler). The ZDF offered further an interactive medal table and both an interactive game and a quiz – Eurosport only had a (very commercialized) quiz and the ARD completely neglected this field. Regarding user opinions to articles and reports on the homepage, only Eurosport offered the possibility to directly comment on them. One interactive element all three broadcasters employed very regularly were online surveys. 

In the context of multimedia features, especially the two public service broadcasters had the focus on video material. Very often, they supplied reports and news with video elements. In addition to that, they provided interviews with athletes and experts on a regular scale and offered short video features (Olympiaschau, Olympia kompakt). However, the ZDF lacked a live stream of its program – an element which both Eurosport and the ARD integrated. All three broadcasters offered additional digital channels in order to cover decisions not shown on regular television. Moreover, all three channels included some kind of audio feature (with the ARD and its online radio being the most extensive one) and picture galleries. Finally, the three broadcasters informed their users about the latest developments and decisions by basic news reports and news features (e.g. live ticker, reports, newsflash). 
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Figure 11: Overview over the three broadcasters’ online offer. 

Concluding it can be stated that the ARD was the most active with regard to social networking, although all three broadcasters employed similar services and Eurosport even used an additional one. What is more, the ARD offered the greatest diversity in the realm of an interactive offer (with all three forms of interactivity employed) – although it neglected the field of online games and quizzes. In the context of multimedia, especially the two public broadcasters ARD and ZDF used video material in order to support news reports and general information on the website (see figure 11).  

4.1.2 Content of the New Media Offer 
ARD

With regard to the ARD’s content features it could be observed that the large majority of elements were of informational character. In principle, everything the ARD offered in the context of new media was more or less directly connected to the Olympics in Vancouver: there were for instance basic information about the German athletes (picture gallery) and the Olympic disciplines, reports and newsflashes about the latest decisions and interviews with athletes and experts that also related directly to the Olympics. Even those features which have been categorized as ‘other’ in the table of analysis
 all provide information linked to the Games; the virtual map of Vancouver covered for example explicitly the sports venues, the web magazine about doping provided specific background on drugs in winter sports and the Behind the scenes-section introduced the channel’s experts and commentators at the Olympics. The only element that sometimes tended towards entertainment were the expert blogs: although they usually discussed and commented Olympic decisions and ongoings, for instance Katarina Witt occasionally wrote about personal impressions and/or activities. However, in general it can be stated that the ARD’s focus lay very much on providing a comprehensive informational offer on the Olympics in Vancouver. 

This tendency could also be observed regarding the broadcaster’s social networking activities. The large majority of tweets (134) dealt with information about the Olympic decisions themselves (results and interim results). 
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Figure 12: Content of the ARD’s tweets during the Olympics.

Furthermore, links to the live stream, to online interviews and to online videos and pictures were a popular content of ARD tweets (68). As the tweets about results and interim results, those serve to provide direct information about the Olympics themselves. The largest item with no direct relation to the Games and/or their decisions is information about the weather forecast – overall, this is even the second largest entry (54)
. 

Moreover, a striking aspect in this analysis of Twitter content is the fact that the ARD employed almost no links to their general Olympic homepage and that program notes were included relatively scarcely. 

This exact observation was also made regarding the content of the ARD’s Facebook posts, where program notes and links to the general homepage were among the rarest items: 
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Figure 13: Content of the ARD’s Facebook posts during the Olympics. 

Again, informational elements like the mentioning of results, background on Olympic disciplines and athletes and links to videos and pictures on the homepage were the most employed content features on Facebook. Most ARD posts received certain comments by fans and thus functioned as an incentive for participation – this was especially the case with the surveys and questions put on Facebook, which continuously attracted high response rates. On average, the ARD’s Facebook posts got 8,6 responses in form of comments (only fans were interacting in this regard; no ARD experts contributed to the responses).   

ZDF
The ZDF – similarly to the ARD – put strong emphasis on information in form of features like news-feeds, background on disciplines, newsflashes or the medal table. Accordingly, generally all elements to be found on the homepage were connected directly to the Olympic Winter Games. However, the ZDF seemed to integrate more ‘light’ and entertaining elements into its website; for instance, the game, the quiz and the E-card service were not providing direct information, but rather functioned as an engaging supplement. 
With regard to the content analysis of the ZDF’s tweets, there are some intriguing results: 
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Figure 14: Content of the ZDF’s tweets during the Olympics.

As figure 14 shows, the links to the general Olympic homepage take the significant lead, which means that almost every ZDF tweet automatically integrated a direct reference to the homepage. What is more, over 40 tweets contained program notes – this might be an issue that hints at a cross-promotion strategy on the side of the broadcaster. Adding up results and interim results, this item goes third after the links to the homepage and the program notes. Thus, specific information on Olympic decisions might be seen to be of less importance than at the ARD. 
However, this observation cannot be fully supported when looking at the content of the ZDF’s Facebook posts. Here, information on disciplines and athletes comes second after the links to the homepage, which usually again were integrated routinely into the posts. Moreover, if the information-item and the posts about results were added up, they together would form the largest entry. Consequently, different to the Twitter results, information does seem to play a leading role in the  ZDF’s online strategy. What is more, the ZDF posted a short summary with a link to Olympia kompakt every morning, which is another strong sign for the informational angle. 
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Figure 15: Content of the ZDF’s Facebook posts during the Olympics.

The ZDF received on average 9,1 comments on its Facebook posts. Thereby, the surveys and questions attracted again an above-average response rate. This observation might suggest the broadcaster’s effort to get users involved and active on its Facebook page. 
Eurosport

Like the two public broadcasters, Eurosport did provide a lot of informational content, for instance the live ticker or reports about current decisions. However, there is one big difference: as the Eurosport homepage is officially sponsored by Yahoo!
, this symbol could be found in relation to many elements. For example, the quiz was explicitly ‘powered by Yahoo!’, which might have conveyed a rather commercial general aesthetic of the homepage. Accordingly, the Travelling – Vancouver hotspots section was promoted by Yahoo! Travels and thus not only provided information about Vancouver related to the Olympics, but functioned as an advertisement for Yahoo!’s travel department. In addition to Yahoo!’s product placement, regular advertisements could be found on the page. This commercialized structure is of course based on the broadcaster’s background as a private channel (as opposed to ARD and ZDF being public channels). However, it seemed worth to be noted as the general impression of a homepage might influence the audience’s reception (figure 16). 

Yahoo! as official partner
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Figure 16: Commercial aesthetic of Eurosport’s Olympic page. 

Eurosport’s expert blogs dealt in general explicitly with the discussing of the sport events; entertaining elements (like in the ARD’s blogs) were seldom to be found. 
Regarding the content analysis of Eurosport’s tweets it is remarkable that the links to the general Olympic homepage by far made up for the highest number – potentially aimed at driving the maximum number of users to the homepage; high page impressions might result in a high attractiveness of  the homepage for commercial sponsors. As in the case of the ZDF, this is based on the fact that the link was most of the times automatically included in every tweet. Also, the program notes represent one major item, which might again reflect a certain tendency towards cross-promotion. Surprisingly, information on results and interim results only come on the third and sixth place, respectively – this suggests that the Twitter strategy of Eurosport clearly did not intend to focus on an informational offer. 
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Figure 17: Content of Eurosport’s tweets during the Olympics.

This observation can be supported by the findings of the Facebook analysis: posts about results and disciplines/athletes are not among the top items:
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Figure 18: Content of Eurosport’s Facebook posts during the Olympics. 

Instead, the links to the general homepage (which again were included in almost all posts anyway), links to videos/pictures and program notes were popular content of Eurosport’s Facebook posts. As already noted above, Eurosport Germany did not employ an independent account, but everything went over the English main Facebook page (in English language). This led to the observation that more general information was posted; the content was not so much focused on one nation and the respective favourite disciplines/athletes. Accordingly, elements like the program notes, links to the general Olympic homepage and to videos/pictures were not explicitly intended to promote the German Olympic homepage/program, but Eurosport’s homepage/program in general. 

Eurosport’s Facebook posts got on average 18,3 responses. This relatively high response rate might be based on the fact that the (international) Eurosport Facebook page had a bigger target group than the Germany-focused ARD and ZDF profiles. 

Analysis of the three broadcasters’ online content
Concluding this content-based section it can firstly be stated that all three broadcasters provided a lot of pure information about the Olympics (in form of articles, live ticker, newsflashes etc.). However, it was found that the ARD seemed to put a special emphasis on this informational character of its online offer, as in principle all features (e.g. newsflashes, virtual Vancouver map) were directly connected to the Games. This was also the case with social networking, as the majority of ARD tweets and Facebook posts dealt with sheer informational content such as results and interim results. For instance, both public broadcasters (especially the ZDF) very regularly offered summaries and/or links to those summaries of the previous night via Facebook and thus emphasized information of the audiences right in the morning. Accordingly, the ZDF also offered a high amount of information. However, the integration of various entertaining elements (quiz, game, e-card-service) conveyed a more ‘light’ impression of the homepage. 

Somewhat different, Eurosport’s homepage was rather commercialized – based on the broadcaster’s character as a private network; explicit Yahoo! support of certain online features and various advertisements on the site promoted this impression.  

Regarding specific features it was remarkable that the ARD scarcely included links to the homepage into its tweets and Facebook notes, whereas this seemed to be an automatic process at the ZDF and Eurosport (there, links were included in almost every tweet / post, sometimes even more than one). What is more, the ZDF and Eurosport evidently tried to promote their TV program more by means of social networking than the ARD – the ARD employed program notes clearly less than the other two channels. This might suggest the lack of an ARD strategy to attract people to visit their Olympic homepage via social media. By contrast, especially Eurosport might have used this kind of strategy in order to explicitly drive users to their Olympic website: being sponsored by Yahoo! and having different other advertisements on the homepage, the promotion of the homepage and the possibly resulting higher number of clicks might be relevant to Eurosport’s commercial standing. 

All three broadcasters used their social networking accounts as incentives for participation; as a means to get the audience directly involved. Eurosport was especially successful in this regard, as it got by far the highest response rate in form of Facebook comments: 18,3 compared to 9,1 and 8,6 of the ZDF and ARD, respectively. As already indicated above, this development might be based on the bigger international target group of the (international) Eurosport website. What is more, replies to posts by the respective broadcaster’s experts were not the case at any of the three broadcasters’ Facebook pages – thus the suggestion can be made that the goal was primarily to make the users interact with each other and to react to the respective topic per se, but not to create a dialogue between the channel’s experts and the users. 
4.1.3 Integration of New Media into the Olympic Production

This paragraph will deal with the question if the broadcasters’ online offers can be seen as an independent part of the overall production, or more as a supplement to the TV broadcast. Based on the observation of the online offer it might be suggested that there are arguments for both perspectives. 

On the one hand it has been found in the previous section that the online offers focus to a large extent on information – this has been strongest at the ARD homepage, but also the ZDF and Eurosport provide a high amount of informational elements. This emphasis on information might support the assumption that the online material can function as a self-sufficient offer: the users get every information on the Olympics they might be interested in from the Internet. 

What is more, interactive features like Facebook discussions, the user forum or online surveys work as an offer independent from the TV program – people are able to discuss topics or express their views without relating to the actual broadcast; they might very much only make use of the online information in order to be able to form an opinion. 

On the other hand it can be suggested that websites function rather as a complement to the TV program than a self-contained alternative. This assumption is founded on five analysed indicators: the employment of program notes, the live stream, digital channels, video features and expert blogs. 

First of all, program notes were used relatively often in form of Twitter and Facebook posts, especially by ZDF and Eurosport (as illustrated in paragraph 4.1.2). These program notes serve as indicators for cross-promotion of the television broadcast, which means that the online offer clearly functioned as a support of the channels’ regular broadcasts. The fact that the employment of program notes was not of such a frequent mode at the ARD could hint at this broadcaster’s online offer as being relatively autonomous. 

As a second aspect, the live stream on the homepages of the ARD and Eurosport will be taken into account. Those features relate directly to the TV programs and thus function as a supplement to the TV offer, as people are enabled to follow the broadcast without being in front of the television. The broadcasters’ live streams worked as a live TV feed – thus, the actual TV broadcast could be followed on the homepage. The resulting supplement character of the online offer is even strengthened by the fact that the link to the live stream is on both homepages placed on a prominent position and thus easily noticeable for the users. Consequently, the Internet can be seen as a supportive element of the regular broadcast. This is also the case for the third element in this context, the digital channels. All three broadcasters offered links to digital channels on their homepages (einsfestival, ZDFdigital, Eurosport’s Web TV) in order to keep the users informed about decisions not shown on TV (due to parallel time schedules). This most evidently reflects the online offer’s character as a supplement to the TV offer. 

What is more, many of the video features on the homepages were montages created from original broadcasting material. Especially summaries of results and decisions (which were among the most employed video features) almost exclusively relied on broadcasting material. This shows that the Internet offer in many cases directly depended on the TV broadcasts in terms of video footage. 

Finally, even the expert blogs on the ARD and Eurosport homepages reflected a strong connection to television. As all the different bloggers were either TV-experts (e.g. Katarina Witt/ARD) or TV commenters (e.g. Sigi Heinrich/Eurosport), the impression might be conveyed that those with a sound opinion and expertise are to be found within the realm of television and that the Internet simply offers them a stage for additionally expressing themselves. Consequently, television is reflected as the ‘strong’ lead medium which is completed by the online offer. 

Concluding it can be stated that – even though there are arguments in favour of the independence of the online offer – most aspects speak for the Internet as being a supplement to the television broadcast. Certainly, this assessment is so far merely based on the observation of the online material. In order to further explore this point of interest, the methods of TV analysis and in-depth-interview shall be taken into account. Therefore, the cross-promotion of the online offer on the TV broadcasts will be analysed in the following section. 

4.2 TV-Analysis 

This section will provide a detailed overview about the integration of the new media offer into the broadcasters’ television program. For this purpose, ARD, ZDF and Eurosport’s integration practices will be separately described before going into a comprehensive comparison of these
. In this context it has to be mentioned that both ARD and ZDF provided studio features, that is, they had several moderators who gave background on disciplines or interviewed guests in a studio between live transmissions. Eurosport only had live transmissions; possible breaks between live transmissions were filled with repeats. 

4.2.1 ARD

The ARD employed two basic strategies in order to direct its audience’s attention to the online offer; however, these strategies were exploit to a different extent. 

First of all, a mentioning of the new media offer by moderators, commenters or speakers could be found overall three times within the seven hours of analysis: twice, the web-address was mentioned by a speaker accompanying a preview for the day’s schedule of disciplines; once, the studio-moderator included an online feature directly into his moderation – he mentioned the online survey about the upcoming biathlon relay, explained it and asked the television audience to participate. In order to support the moderator’s explanation, the web interface with the survey was shown and the web-address was faded in. 

The fade-in of the web-address (http://www.olympia.ard.de) in various forms can be regarded as the second main strategy of the ARD. Firstly, the address was faded in four times after previews for certain disciplines as a large image at the centre of the screen. The most frequently employed integration of the online offer represented the fade-in of the web-address in the context of a split screen (ten times). This means that approximately one fourth of the screen
 served as an informational bar with standings/results of previous disciplines (three times), interviews with athletes and experts (six times) or previews of upcoming decisions (one time). The rest of the screen was usually filled with the current live transmission; only one time the split screen was employed during commercials. The web-address was integrated at the lower end of the informational bar, however, in a rather small font (for instance, smaller than the written information on previous results). On average, the address was faded in 30 seconds in the context of a split screen. 

4.2.2 ZDF
The split screen strategy was also the main technique of the ZDF for the purpose of an integration of the new media offer. Overall, it was employed five times; four times in the context of a program overview in the informational bar, one time as annex (“more information at www.olympia.zdf.de”) to a bar with previous results that was running through below the live image. One difference to the ARD’s split screen integration was that the web address was written below the live image instead of the informational bar. Compared to the ARD, the fade-in during a split screen lasted on average 21.2 seconds; thus, it was around one third shorter than the ARD’s fade-ins (30 seconds). 

In addition to the split screen strategy, the ZDF had also produced a full 45-seconds spot for the promotion of the online offer; this spot was shown once during the seven hour broadcast (rather late; around 23:30h). The spot included the explicit proclamation of the web-address and called specific attention to the program scheduler, the medal table and the ZDF media centre. Additionally, the digital channel and the video text were mentioned. In order to underline the mentioned online features, different views of the interface were shown (e.g. the program scheduler, the medal table, videos in the media centre). 

4.2.3 Eurosport

Like the ZDF, Eurosport had also created a TV spot to advertise its online offer. The spot was broadcast three times (at the end of commercial breaks). Accordingly, various views of the web interface were presented and the web address with certain featured advantages was mentioned: explicitly, the live ticker, the results service and the provision of articles were pointed out. Moreover, the web-address was faded in for the whole duration of the spot (ten seconds). In addition to this spot for the German online offer, there was a spot in English language which promoted the general Eurosport winterzone
 homepage and its related online lottery; this spot was shown once. 

Apart from these TV spots, Eurosport integrated the online offer only one more time during the seven hours of analysis: after the result table of the biathlon mass start decision (men), the TV commenter referred to the possibility of getting all necessary information online at ‘eurosport.de’.  

4.2.4 Analysis of the Three Broadcasters’ Cross Promotion
Already the first glance at the employed tables of analysis
 reflects the fact that the ARD was most active with regard to the cross-promotion of the online offer. This is also clarified by a comparison of the overall time that the web offer was in some sense mentioned / integrated into the TV broadcast:  
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Figure 19: Integration of the online offer by the three channels ARD, ZDF and Eurosport with regard to the overall amount of time spent. 

For the comparison (cf. figure 19), every single presence of the web offer within the TV broadcasts was considered in terms of length (in seconds). It becomes clear that the ARD was by far spending most time on the cross-promotion of the online offer: with a total time of 336 seconds (5 min. 36 sec.) it granted the online offer more than twice as much room than the ZDF (151 seconds / 2 min. 31 sec.) and almost five times as much as Eurosport (68 seconds / 1 min. 8 sec.).

Apart from this, especially the ARD’s integration of the mentioned online survey seems worth noted as the audience was directly addressed and asked to visit the website for a special purpose (the survey). What is more, the ARD obviously tried to emphasize the fade-in of the web-address – this can be seen both in its employment in the context of split screens and after program previews. Although the ZDF pursued a similar strategy regarding the split screens, it must be stated that the ARD employed this technique twice as often (ARD: ten times; ZDF: five times). Eurosport also had split screens with informational bars, however, it did not make use of them for the integration of the web address. 

On the other hand, Eurosport was the only channel where the homepage was mentioned during a live broadcast by a TV commenter – even though it was only once and also at the end of the concerned broadcast. Neither of the public broadcasters used this option of cross-promoting the online offer by commenters; the ZDF also did not make use of the moderator in the studio to advertise the homepage (as already depicted above, Eurosport did not work with studio broadcasts). 

Finally, the ARD did not show a full TV spot for the promotion of the online offer during the analysed seven hour prime time broadcast, whereas both the ZDF and Eurosport employed this strategy. However, there were also differences regarding these two spots: the ZDF spot was significantly longer; with a duration of 45 seconds it was more than four times as long as the Eurosport spot, which was ten seconds. On the other hand, viewing the frequency of the spots’ broadcastings, Eurosport showed it four times, whereas the ZDF only showed it once. 

Summing up it can be stated that the cross-promotion of the online offer in the television broadcast can be regarded as being expandable for all three channels. Apart from few occasions, the channels generally neglected the possibility of mentioning the homepages and their features by studio moderators and/or TV commenters. What is more, the ARD lacked a TV spot; accordingly, although the ZDF did have a spot, the frequency of its integration was at a very low level. With regard to the promotion of the web address, especially the ARD seemed to focus successfully on this strategy; the ZDF and Eurosport in particular still have potential in this realm. What is more, also regarding the above created table (figure 19), it can generally be argued that the ARD seemed to put more emphasis on the cross-promotion of their online offer in television than ZDF and particularly Eurosport. 

With regard to sub-question three it can first of all be concluded that the slightly stronger integration of the online offer into the ARD’s program might speak for this offer being a supplement to the TV program: the connection between TV and online offer was made more often than at the other two broadcasters; thus, a supplement character can be assumed. In return, the neglect of a strong cross-promotion at ZDF and Eurosport might suggest their new media offer to be rather independent – it might reflect the situation that the online offer is in a way ‘strong’ enough to stand for itself. 
4.3 In-depth Interviews 

The subsequent analysis of the in-depth interviews will concentrate on the questions and answers that are relevant for the clarification of the sub-questions three to five. Although the interviews partly covered aspects that might be related to these primary issues and/or interesting per se, the focus will explicitly lie on certain interview constructs. Thus, not all issues that came up during the interviews will be included in the following paragraphs
. 
Before dealing with the three concerned sub-questions and their answers as provided by the five interviewees, it might be interesting to give a short insight into the respondents general assessment of their respective online offers’ success with the audience
. Generally, all interviewees considered their respective broadcaster’s online offer as very successful: Christoph Rieth from the ARD said that they received “very positive feedback” by the audience and Andreas Heck from the ZDF regarded their offer as a “huge success”. Karl Dzuba from Eurosport even declared that “[i]t could not have been better”. 

In the following sections, firstly the issue of the integration of the online offer into the broadcasters’ Olympic production will be considered (sub-question three). Next, the respondents’ assessments of the offers’ content will be treated (sub-question four). The final paragraph will deal with the main changes of the Olympic production due to the emergence of new media (sub-question five). 

4.3.1 The Integration of the New Media Offer  
ARD
Regarding the integration of the online offer into the broadcaster’s production in Vancouver it might be helpful to interpret first of all the general significance of new media within the ARD as described by the channel’s respondents Bernd Eberwein and Christoph Rieth. Both respondents assess the importance of new media in the Olympic production as very high and highlight the broadcaster’s ‘tri-medial’
 strategy, which emphasizes the high significance of the new media offer. Although this high significance might suggest the construction of an independent, self-contained online offer next to television and radio, both respondents still acknowledge the absolute priority of television at the Olympics – a priority that will also stay in the future: “I cannot imagine that anyone will ever say we dispense with half an hour of TV program in order to do some Internet stuff” (Eberwein). This enduring predominance of television within the channel speaks for new media being a supplement rather than a strong independent section.  

In this context, the two ARD-editors confirm this supplement character of the online offer quite frankly: “I would always say supplement” (Eberwein) – “[the online offer] has always been complementary” (Rieth). Although Rieth acknowledges that “[y]ou cannot really separate that”, he describes the strong dependence of the online department on TV material (e.g. videos) and its function as a feedback channel for TV – aspects that underline the offer’s supplement nature. This assessment is confirmed by Eberwein, who explains that the online department provides “a reasonable addition” to the TV program and thus works as “chaperoning the program.” The online editors further would not cover a subject completely independent from TV: “we don’t cover anything, which isn’t covered by television in a certain way.” Thus, the aim of the ARD online department is according to Eberwein a continuous proximity to the television program. All these aspects stated by Eberwein and Rieth clarify that the ARD strongly regards its online department as a supplement to the television program.  

This supplement character might also be seen at the design and realization of the cross-promotion, that is, the integration of the online offer on television. Although both ARD respondents state that there was a certain strategy behind the cross-promotion (“there was a strategy how to integrate [the online offer]. We created a tri-medial content desk, which was responsible for bringing the three media together” – Rieth) in the sense that the Internet was planned to become a program aspect of the television broadcast (Eberwein), the actual realization and integration of the online offer into television seemed to be secondary to the TV broadcast. This observation is for instance reflected by the following issues and statements: firstly, Eberwein explains that even though there are deliberate suggestions e.g. concerning the fade-in of the web-address on TV, the ARD “[does] not have something like a quantity, in the sense that we say the web-address has to be mentioned a certain amount of times.” Also, the moderators and commenters are initiated to refer to the online offer only “whenever it’s suitable” – thus, the integration of the online offer is often neglected due to live events. Rieth further states that the priority clearly is on the live coverage of the Olympic events rather than on the realization of the cross-promotion, where the ARD is “still at the beginning”. These assessments of the cross-promotion of the online offer on television make clear that although there are efforts made to push this promotion, these efforts still are only a secondary issue compared to the actual TV transmission of live events. Again, this shows the priority of television in the ARD and suggests the supplement character of the online department. 

ZDF

The ZDF respondents Andreas Heck and Gerhard Crispin overall convey a similar impression as their ARD colleagues regarding the integration of new media as a supplement or a self-contained offer. They both state that the online offer in general was very important for the ZDF during the Vancouver Games – Crispin says that new media “certainly had a huge significance” and Heck underlines the special advantages of the online department due to the time difference between Canada and Germany. However, especially Crispin still acknowledges the clear prevalence of television: “But let’s say the things you rally notice and grasp regarding the Olympics – they happen in television. Online clearly is less important in that regard.” This assessment illustrates the dominance of television within the ZDF – a situation that might allow the online department only to be complementary. 

Again, this suggestion is confirmed by the ZDF respondents’ statements in the context of the ‘independent vs. supplement’ issue. Crispin regards the online offer “[d]efinitely as a supplement” that functions “compatible to the program schedule”. Although he explains that the online department had own online reporters in Vancouver who occasionally did independent features, he underlines both the strong dependence on the TV colleagues for video material (e.g. interviews) and the specific complementary advantages of the Internet over television: “we have online the possibility to dig into a certain topic much deeper! To provide additional information by means of diagrams and charts, videos and pictures.” This statement makes clear that new media are seen as an ‘additional’ medium, which helps to elaborate on certain topics (which are also treated on television) more closely. 

Moreover, Crispin mentions the centrality of the program scheduler in the online offer – a feature that clearly supplements and promotes the television program. This complementary importance of the program scheduler is also illustrated by Heck: “we integrated everything that you could see on TV.” Even though the online department is free to choose its own focuses and headlines, Heck describes the emergence of “mirror effects” due to the close collaboration between the new media and television departments. Thus, he generally states (similar to Crispin) that the online offer is a supplement with certain independent spotlights. 

With regard to the cross promotion of the online offer on television, Heck describes the strategy as existing of clear arrangements with the TV colleagues and heads of broadcast – for instance, to show the TV spot (to promote the online offer) a certain amount of times a day: “Regarding [the promotion of the spot] the TV colleagues in Vancouver had clear instructions.” This already reflects the close cooperation of the TV and online departments in the realm of the cross-promotion: “we have cross-promotion, which we coordinate directly with the TV colleagues” (Heck). However, he admits that the coordination did for instance not always involve the moderators and commenters (“this didn’t work out so well”). Consequently, the online offer was not ideally mentioned during the regular TV program. This situation is confirmed by Crispin, who states that there was a strategy for the cross-promotion, however, that it was not always possible to follow it: “things have often been changed or outshined by the live event, because the live event just didn’t allow for the implementation of the strategy.” Again, this statement clarifies the strong focus on television and the resulting neglect of the online promotion. 

Eurosport

In accordance with the two public service broadcasters, Karl Dzuba from Eurosport contemplates the relevance of new media as being generally very strong: “the significance of new media within the company is very high.” He even makes clear that new media function as an independent and self-contained pillar of Eurosport’s overall offer by arguing that “we picture ourselves as an independent sports website.” Although Dzuba acknowledges the close cooperation with the TV department (e.g. regarding video material and cross-promotion), he defines the Eurosport online offer as being “no mirror image” of the TV program. According to the interviewee, this can be seen for instance in the realm of headlines and focuses, where there are “not many overlaps” between television and the Internet offer. Consequently, the online offer does not seem to have much supplement character; its resulting independence is also reflected in Dzuba’s statement that “the significance of the online department may be equated with TV.” 
Regarding the cross promotion, Dzuba specifically mentions so-called ‘crawls’ at the lower end of the TV screen, which refer to the homepage on a regular basis
. According to the interviewee, this strategy is not only employed during Olympic Games, but throughout the year and thus was a regular means of promoting the homepage also during the Games. What is more, Dzuba describes the “current exchange” and close collaboration with the TV colleagues when it comes to cross promotion; for instance, the TV commenters are provided with suggestions which features of the online offer to mention during the program, as this worked “much better than a simple crawl” in order to attract the audiences. 

Although this apparent close cooperation between the online and TV departments of Eurosport in certain realms (e.g. cross promotion)  might support a mutual reliance upon each other, the general statements of Dzuba lead to the conclusion that the online department is perceived as being mostly independent – both by themselves and by the TV colleagues. 

Analysis of the Broadcasters’ Integration of the New Media Offer
Summing up the statements of all five interviewees from the three different broadcasters it can be concluded that on the one hand the two public service broadcasters’ online offers are to be seen rather as a supplement to the respective television offer. The online features are seldom independent from the television program and thus the Internet might be regarded as an additional platform to complement the television program. 

On the other hand, the private broadcaster Eurosport pictures its online offer as being predominantly independent from the television program: although there is a close collaboration between television and online departments in the realm of cross promotion and support through video material (for the online sector), the respondent nevertheless perceives the online offer clearly as being an independent pillar with an autonomous editorial office.

This difference between public and private broadcasters might be rooted in the German programming mandate, which constrains the online options for public broadcasters – for instance, they are not allowed to be supported by commercials or to have online lotteries (cf. RStV, 2010). Eurosport as a private broadcaster faces lesser constraints and is thus for instance allowed to have banner ads and the official partner Yahoo! – a situation that might lead to more financial independence and thus in return to a slighter dependence on the television sector (than it is the case with the public broadcasters). This suggestion is confirmed by Dzuba, who says: “Of course we are working as one company. […] But we certainly do have separate budgets […]. Partly, our commercial strategies are being set up independently from the TV department […].” Consequently, the difference between private and public broadcasters regarding the ‘independence vs. supplement issue’ might very well be based on the programming mandate and the resulting options for the respective online departments to loosen from their television sectors. 

4.3.2 The Content of the Online Offers
ARD

Regarding the content of the ARD’s new media offer, Eberwein emphasizes that it was especially important to “stick very close to the program.” As the television program strongly focused on the live coverage of Olympic decisions, this was in a way paralleled in the online focus: “The focus was on covering possibly everything live” (Rieth). This means on the one hand that features like the live ticker, the live stream or the breaking news section were particularly important. On the other hand, the integration of interactive features was not predominantly about those features per se, but about their supportive function for the live coverage: “It’s just these simple things, which are basically nothing new online, but which were intensified a little and integrated more into the broadcast” (Eberwein). This means that established features like the online surveys were integrated in order to support the live coverage. This playful integration of interactive elements is also described by Rieth, who states that these elements were increasingly employed because they were “simply nice” features. This wording might reflect the fact that interactive elements are not seen as the serious centre of the Olympic production. Eberwein further points to the high significance of the ARD’s general core competence also in the new media sector: “we in the ARD agree to play out our core competence also in the Internet. Which is, also in the realm of sports, a sincere and high-quality coverage.” 

What is more, the content-wise focus of the online department during the Olympics seemed also to depend on the television program. Eberwein argues that the program during the Vancouver Games had for instance fewer entertaining broadcasts than during the Turin Games 2006: “this time it was more informational.” And this informational focus is in return also reflected in the online offer. 

This informational focus further relates to the second focus of the ARD’s online offer, which was, according to Rieth, the “coverage of events that took place during the night.” In this context he explains that the time difference between Germany and Canada was one of the most relevant issues for the online coverage; the purpose was to keep people continuously informed – for instance, by providing a strong on-demand-offer and to release an up-to-date website early in the morning when people in Germany get into the office and look for information: “the user should find everything that he might have missed during the night” (Rieth). What is more, Rieth describes the development that “everything certainly becomes more multi-medial”, that is, that former ‘simple’ articles get increasingly supported by videos, audio files and/or a background story. 

With regard to social media, Eberwein states that although they employed Twitter and Facebook
, these activities were more regarded as an experiment than as a strong focus of the online offer: “Well, everything was on the fly, really, everything was regarded as an experimental period.” Thus, the reason for the integration of Twitter and Facebook was not so much to strongly support and complement the rest of the online offer, but rather to be up-to-date and modern: “we simply offered it because I think you just have to offer it nowadays.” This approach can also be seen at the lack of an exact strategy on how to deal with Twitter and Facebook: “We didn’t have strict instructions regarding the content of our tweets and posts. This means, everyone twittered a little bit for himself […].” This assessment is confirmed by Rieth, who explains that “Twitter was handled relatively casual.” However, Rieth argues that there the were general editorial allowances: “regarding Facebook, it was supposed to be close to the program, sports should be the primary issue. And regarding Twitter, well, the people were supposed to be the focus.” Nevertheless, this very general description of the ARD’s social-media-strategy suggests that both Facebook and Twitter were regarded rather offhandedly, as an experiment that might be further developed in the future (Eberwein). Thus, tweets and posts came about rather spontaneously, in accordance to daily events and personal interests of the editors (Eberwein).

ZDF

In the context of the content-wise focus of the ZDF’s online offer, Heck firstly names the features related to the time difference – like on-demand-material and video content: “Simply to give people, who […] want to catch up on the Olympic decisions, well, to give them the opportunity to do that on the Internet.” This supports a focus on information also on the side of the ZDF – people ought to be provided with the up-to-date information after events they might have missed (during the night). 

What is more, both Heck and Crispin refer to the Olympic program scheduler and the interactive medal table as especially important online features. As these are both interactive features, it might be assumed that interactivity was a special focus of the ZDF online offer – which is also underlined by the fact that Crispin indicates the advantages of an interactive offer at the very beginning: “we were able to create a program on the Internet […] where the user had the opportunity to compose his own highlights and focal points […]; thus, the user could follow the Olympics individually according to his own interests.” This focus on interactivity and individual user interests might reflect the tendency of the offer towards slight playfulness and entertainment. 

Regarding social media as part of the interactive features, however, both respondents are not evaluating them as having been relevant to the Olympic online offer: “they certainly have been rather secondary. Not the paramount issue” (Crispin) – “the significance of these social media at the Olympics was not really that high” (Heck). Heck explains this minor significance of Facebook and Twitter by the fact that social media are still developing and that it is therefore only important to experiment with them at an early point in time: “we simply try to be in that game at an early moment. The full potential […], well, you certainly will be able to see that only later.” Consequently – although Crispin mentions the advantages of social media like user interactions and a young target group – both Facebook and Twitter were dealt with as experiments (Crispin), which might be of importance in the future (Heck). With regard to the content of tweets and posts, Crispin utters that the focus was on daily highlights – thus, there was no clear general strategy, but “this strategy changed every day.” This lack of a specific social media strategy further reflects their minor importance. 

Eurosport
Dzuba especially refers to Eurosport’s 24h-live-ticker as the most significant online feature during the Olympics in Vancouver; he even states that they put the ticker on a top position on the website in order to direct people quickly to this “main offer.” Furthermore, Dzuba points out the big advantage of the 24h-live-ticker, as “it keeps all the information from the previous hours.” This advantage was especially necessary due to the time difference: “[people] were able to re-read everything in a clustered manner the next morning.” This strong emphasis of the 24h-live-ticker as continuous provider of information might hint at an informational focus of Eurosport’s online offer.

With regard to interactive features, Dzuba describes the popularity of user generated content in the context of comment-functions (related to articles on the homepage) or features like the argument of the day
: “The user-issues work out really well.” Again, this integration of interactivity and user generated content might soften the sheer informational focus and create a balance between information and interactive entertainment. 

When it comes to social media, Dzuba argues that both Twitter and Facebook have not yet been that significant for Eurosport’s online offer in Vancouver. However, as there is big potential for the future, he states that “we cannot afford to neglect them.” In general, Eurosport’s online department is experimenting with social media: “we certainly are still testing. We are still at the very beginning.” In this context, Dzuba also explains the lack of a German Facebook account: “we have the advantage that we are able to test Facebook by means of the English account […]. It’s also a question of money […].” Consequently, although interactivity in general is valued quite high by Dzuba, social media are not (yet) regarded as a relevant aspect of the online offer. 

Analysis of the Content of the Online Offers

It can be concluded that all three broadcasters have a focus on providing much information for their online audiences; in this context, the time difference plays an important part as the online offer was by all three intended to keep people informed about the nightly decisions. However, the ARD seems to have put a special focus on information, as it deliberately tried to be close to the (very informational) television program and to reflect the live coverage. According to the statements of the interviewees, interactivity was no very relevant issue to the ARD. 

By contrary to the ARD, the ZDF and Eurosport seemed to have put more weight on interactivity (in addition to information): the three interviewees all mention interactive elements like the program scheduler (ZDF) or the comment-function (Eurosport) as important features. This leads to the assumption that the ZDF and Eurosport tend a little bit more towards interactivity and entertainment than the ARD, which relies heavily on information. 

With regard to the social media Twitter and Facebook, all five interviewees give similar answers: Twitter and Facebook have not been significant to the online offer during the Olympics, however, they were included in order to experiment with them. The respondents generally agree that social media have a potential for future relevance, which makes it important to test them already at an early point in their development. Due to the experimental character, none of the broadcasters had a real strict (content-) strategy worked out for the realization of these social media during the Olympics – instead, posts and tweets were released rather spontaneously according to the events of the day. 

4.3.3 Main Changes in the Olympic Production Due to New Media
ARD
On the one hand, the ARD respondents state that the changes new media had so far on the broadcaster’s production of the Olympics have not been very significant (Eberwein), as the transmissions of the Olympic live decisions still have absolute priority over the integration of new media: “And first of all, it’s the sport event that counts. And this is broadcast live, before anyone thinks about what might possibly be combined” (Rieth). This focus on televised live events within the ARD is also mentioned by Eberwein, who further explains that the influence of the Internet on the Olympic production will always be constrained due to its lack of emotionality: “The Internet is a horrible medium for emotions! This will never work.” Thus, it seems that new media do not have a leading impact on the ARD’s Olympic production.

On the other hand, both Eberwein and Rieth describe a slightly different development within the broadcaster. Firstly, Eberwein mentions the growing interweavement of television and online – a process, which certainly also changes the operational procedures in a certain manner: “You try to work more integrative.” What is more, Rieth declares that “new media become more and more important”, because the audience increasingly knows that they have the option to catch up on events online or to get additional information on the Internet. As a result, the perception of the online department within the ARD changed in the last years – new media are taken more seriously and are “no longer just seen as the appendage” (Rieth). This change of awareness within the television sector leads according to both respondents to an increasing support of the online department, as TV editors more and more work ‘for’ the online colleagues – e.g. in the sense of conducting an interview deliberately longer than would be required for TV in order to give the full length to the online department. This development and increasing perception of new media describes Rieth as follows: “Three to four years ago you still had to convince the editors to do some additional stuff for the new media section. And meanwhile this has become a real standard.” What is more, the increased standing of new media can also be seen at the strategic focus on “tri-mediality” (Eberwein) in Vancouver – the online department was highly integrated into the production from the beginning: “Already during the planning period […] radio, television and online always sat at one desk and exchanged ideas” (Eberwein). Consequently, it can be stated that the overall status of new media changed significantly during the last couple of years, which led to an increasing cooperation and support for the online department. 

Another important aspect in the context of new media based changes in the Olympic production is mentioned by Rieth and regards the issue of time-delayed broadcasts. Due to e.g. a general time difference between countries or parallelism of decisions, certain Olympic events are shown on television time-delayed. The emergence of new media and the increasing online skills of the audiences lead to a changed situation, as most people are able to get Olympic results from the Internet – and do not have to wait for the time-delayed broadcast for these. This development is also realized by the television department: “The television colleagues are increasingly learning that the audience knows that they can get information from different sources.” Consequently, time-delayed broadcasts must in the age of new media be structured against the background of the audience’s possible knowledge of results. 

What is more, both ARD-respondents ascribe new media a growing significance in the future; Eberwein states that “the media rituals in general will change” due to new media and Rieth even goes as far as declaring that “some day the Internet will be the only source for the TV program.” This increasing relevance and further development of new media supports the assumption that also the production of the Olympics might further change in accordance to online developments. Moreover, both Rieth and Eberwein perceive Olympic winter sports as being followed “rather individually” (Eberwein). It might be argued that a presupposed individual consumption of the Olympics might further fuel the increasing integration of new media into the Olympic production, as the Internet can generally be regarded as being a medium for the individual use. 

ZDF
Increasing collaboration between the online and television departments is also one of the main changes in the Olympic production mentioned by the ZDF respondents. In this regard, Crispin describes the growing support of the television sector for the online colleagues: “the TV reporters know that […] they are not only producing for television, but also for the online media centre. […] And this awareness regarding the needs of the online department is increasing.” This development is confirmed by Heck, who mentions for instance the support with information from the Olympic venues: “our TV colleagues […] often called us immediately and supported us with information.” Consequently it can be stated that the standing and importance of new media within the ZDF have generally increased in recent times; this is also argued by Crispin: “if I think back eight years […], the situation has definitely changed and strongly improved.” Heck relates this improvement to the general broadcaster’s strategy worked out by for instance the editor-in-chief and the director – new media play an important part in that strategy and thus these leading personages of the ZDF directly “instruct the TV colleagues and tell them […] to work also for the new media department, to support us actively.” These instructions certainly also influence the Olympic production; for instance, Heck mentions the planning process of the Olympic Games, where the online department is meanwhile integrated next to television and radio. Thus it can be summarized that the intern integration of new media in the ZDF has significantly increased in the last years. Accordingly, this integration resulted in changes in the Olympic production procedures, as the online department is considered and supported to a growing extent. 

With regard to the further development of the new media and television production, Heck expects the ‘survival’ of television – although “the Internet as a supplement will become more and more important.” Crispin can even imagine that the generation that is growing up with the Internet today will in the future solely rely on the Internet and thus lead to an extreme change of the role of television. This suggested increasing significance of new media in the future might certainly influence the Olympic production process to a greater degree than it already does today. 

Furthermore, both Heck and Crispin (in accordance to their ARD colleagues) consider the Olympic Games as an event that is not followed in groups, but supports an individual reception: “it’s highly improbable that large groups come together […]. Therefore, I think the Olympics are watched rather individually” (Crispin). This perceived individual reception of the Olympics – which might also be related to the increasing individual Internet use – might further influence the Olympic production within the ZDF, as the individualized audience must be bearded in mind during the production process. 

Eurosport

Regarding Eurosport’s Olympic production and potential changes due to new media, Dzuba points out a huge professionalization of the Olympics online: “They have been professionalized to an extreme extent.” More precisely, Dzuba depicts the quantitative extension of the new media offer, which can for instance be seen at the enlargement of the editorial online department in the last years; he specifically names the time period back to Sydney 2000: “If I think back to the Olympics in Sydney, well, there’s no comparison to the last Games in Vancouver.” This significant development took according to Dzuba also place in the realm of online content, where Web 2.0 and user generated content emerged as important phenomena in the last couple of years. He further describes the expansion of the online service function: “And certainly the service is much different today, the 24h ticker, this was unimaginable a couple of years ago.” 

All these aspects of professionalization and development of the new media offer at Eurosport can be seen to reflect the growing internal standing of the channel’s new media section. This means that their status has considerably improved in the last years and that “the significance of new media within the company is very high.” Dzuba even states that this significance “may be equated with TV.” 

Although Dzuba illustrates this improved status of new media within the Eurosport company, he does not explicitly mention changes in the Olympic television production that result from this increased standing. However, he describes the general cooperation of the online and the television sector: “For instance, we also get a lot of videos from the TV commenters which we publish on our website; we collaborate very closely with the commenters.” This close collaboration can be assumed to have an influence on the general television production, as television increasingly faces online as an equal partner which might lead to the growing exchange of material and ideas.  

Taking Dzuba’s statements regarding the further development of the television and online production into account it can be summarized that television will still play the leading part in the future – although the two media are going to be interwoven more and more: “I don’t think that anybody will neglect the TV offer because of the Internet.” This suggested remaining dominance of television over the Internet in the realm of the Olympics might reflect Dzuba’s assessment that the changes of television production due to new media are not extensive but rather secondary. 

Moreover, Dzuba agrees with his colleagues from the public service broadcasters in perceiving the Winter Olympics as being watched individually: “personally I think that the Olympics are not being watched in groups. I think that the use is really very individual.” Again, this assumption of an individualized audience might support the increasing significance of new media in the future coverage of the Olympic Games.  

Analysis of the Main Changes in the Olympic Production due to New Media
To sum up the five respondents’ assessments of the production changes it can firstly be noted that new media are generally taken more seriously within the broadcasters; that is, the status of the new media departments has grown significantly in the last couple of years. This improved standing is first of all reflected in the increased interweavement of the television and online sector, as new media are more and more integrated into the televised production – this development is specifically mentioned by the public broadcaster’s interviewees. The aspect that Eurosport’s respondent does not emphasize this issue to the same extent might be based on the fact that Eurosport regards its online offer generally as being more independent from the television program than it is the case with the public broadcasters, where new media are mostly seen as a supplement (see chapter 4.3.2). 

What is more, the respondents of both ARD and ZDF observe this changed status of new media by their integration into the respective channel’s overall (Olympic) strategy – new media have been respected and considered in the planning process of the Vancouver Games. Again, the Eurosport respondent does not explicitly mention this lately achieved integration; the reason might once more be the already longer established self-perception of the online sector as being an important part of the broadcaster – a part that has equal status as television. 

This established self-perception and the stronger emphasis of the independence from the television department might further explain the missing reference of Dzuba to the cooperation of new media and television in the Olympic work flow. By contrast, the public broadcasters’ interviewees describe the development – based on new media’s grown status within the respective channel – that television colleagues increasingly produce material (e.g. interviews with athletes) against the background of their supplementary employment in the online offer. Thus, the concrete collaboration between the online and television departments of the public broadcasters has significantly improved in recent years as the perception of the online sector changed. 

With regard to future developments, all interviewees basically agree that the online offers’ importance will more and more increase and that in consequence the mutual integration of online and television becomes closer. However, there are slight differences in the exact opinions: Rieth (ARD) and Crispin (ZDF) expect the substitution of television through Internet in the future, whereas Dzuba (Eurosport) and Heck (ZDF) think that television will continue to play an important part next to new media. Although these opinions differ, it might be stated that the respondents’ general agreement on the rising significance of new media and their growing integration in the future strongly suggests increasing changes of the currently established Olympic production processes. 

Finally, all interviewees share the opinion that the Winter Olympics have been followed rather individually than in groups. This suggests an individualized audience, which in return might support the future development of an increased new media integration – the Internet generally can be seen as a medium for the individual use, whereas television would also enable groups to come together and follow an event (cf. Dayan & Katz, 1992). Consequently it might be concluded that the Olympic production meanwhile has to consider individualized audiences and thus differs from the times before the emergence of new media. 
5 Conclusion

The purpose of this thesis was on the one hand to develop a contemporary update to Dayan and Katz’s (1992) media events approach. On the other hand, this thesis wanted to make a contribution to filling the research gap in the context of the impact of new media in the realm of the production of media events. Based on these two aims it has been decided to employ the ‘classical’ media event of the Olympic Winter Games in Vancouver 2010 as a case study and to put the focus on the new media production perspective. For this purpose, four different researches have been conducted: literature review, website-analysis, TV-analysis and qualitative in-depth interviews. Thereby, the focus was on the German broadcasters ARD, ZDF and Eurosport in order to find answers to both the main research question and the five sub-questions. In the following paragraphs, the found conclusions to firstly the sub-questions and finally the main research question will be summarized and presented. 

With regard to the first sub-question, How can the Olympic Games be defined as a contemporary media event?, an extensive literature review has been carried out in the thesis’ theoretical section. Against the background of related approaches and academic criticisms it has been demonstrated that Dayan and Katz’s (1992) media events approach is no longer appropriate in the modern-day media environment; in this context, special focus lay on the increasing significance of new media and the necessity to consider these developments in a contemporary definition of media events. In this regard, both a general actualization of Dayan and Katz’s (1992) typology has been developed and changes of the Olympic movement in recent decades have been depicted. Finally, these issues have been combined in order to reach the following definition of the Olympic Games as a contemporary media event: 

The Olympic Games are a periodic global sports performance based on a historical ideology organized by the IOC. Major influence is in certain dimensions further exerted by the media, who promote the event out of economic interests across their different traditional and new media channels as a media spectacle in order to reach a wide and diverse multiplicity of audiences and participants.

For the answer of the second sub-question (What are the specific new media technologies the German broadcasters use regarding the production of the Olympics?) the websites of ARD, ZDF and Eurosport have been analysed. It has been found that the ARD apparently had the strongest focus on providing a strong online offer, as the broadcaster was offering a specific Olympic website (whereas ZDF and Eurosport employed sections of their regular offer) and was most active with regard to interactive elements and social networking. For instance, the ARD by far had the highest tweet rate during the Olympic period and was providing elements from all three dimensions of interactivity (cf. McMillan, 2006). ZDF and Eurosport’s new media offers were in this regard less diverse than the ARD’s. Furthermore, especially the public broadcasters ARD and ZDF relied heavily on multimedia content (e.g. video and audio features) in the realm of their online offer, whereas Eurosport was a little behind in this context. 

The third sub-question was: In which way do the broadcasters use the new media? Are they employed as a self-contained part of the overall production or rather as a supplement to the television broadcast? For this research purpose, both the website- and TV-analyses and the in-depth interviews have been employed. First of all, the observation of the broadcasters’ Olympic websites suggested the online offers being largely a supplement to the TV broadcasts. For instance, most of the websites’ video features were created from broadcasting material, which reflects the strong dependence of the online departments on the respective TV departments. This result was somehow contradicted by the TV-analysis, which led to the assumption that the weak cross-promotion of the online offer on TV of ZDF and Eurosport might speak for the relative high independence of these channels’ new media sector. The ARD’s slightly stronger cross-promotion suggested a greater degree of dependence on and interweavement with the TV program. 

Finally, the in-depth interviews were taken into account in order to answer the third sub-question. All four interviewees from the two public service broadcasters ARD and ZDF clearly regarded their respective online offer as a supplement to the TV broadcast. Especially the ARD interviewees emphasized the importance of proximity to the TV program. By contrast, Eurosport’s respondent described the channel’s online offer as being for the most part independent from the TV department. This difference between public and private broadcasters in assessing the ‘independence vs. supplement’-issue might be based on the greater financial independence of the private Eurosport homepage, which is sponsored both by an official partner (Yahoo!) and general advertisers. The public broadcasters, who are (due to the German programming mandate) not allowed to have advertisements on their homepages, might therefore be more dependent on the broadcasting section than Eurosport. 

Overall, these answers generally confirm the findings of the website- and TV-analysis. Based on the findings from the interviews and the TV-analysis, Eurosport’s homepage can be regarded as being a rather self-contained offer. By contrast, the ARD’s online offer clearly depends on the TV department and thus functions as a supplement to the TV program. This is also the case for the ZDF’s new media offer, as the interview results and the website-analysis have shown. 

Regarding the fourth sub-question, What content is mainly provided through new media?, the website-analysis generally found a focus on information at all three channels. However, the ARD especially emphasized the informational angle, whereas ZDF and Eurosport also offered some ‘light’ and more entertaining elements (e.g. quizzes). Moreover, due to the advertisements, Eurosport’s homepage conveyed a certain commercial and less professional aesthetic. The general focus on information was also found in the answers of the five interviewees. Whereas the ARD respondents again underlined the proximity to the TV program (which was very informational), the ZDF and Eurosport interviewees also mentioned the significance of interactive features – a result that reflects these channels’ stronger tendency towards ‘light’ and entertaining elements. 

Interestingly, these answers somehow contradict the findings from the web-analysis in the context of sub-question two, where the ARD’s online offer was found to be most interactive regarding the three dimensions of interactivity. Thus, the ARD’s self-perception (in the interviews) and the findings of the web-analysis paint a different picture in this realm. 

What is more, the interviewees from all three channels stated that the social networking services Twitter and Facebook were generally not significant parts of their respective online offers; the employment of these services during the Vancouver Games was said to be more a casual experiment for future occasions than a serious effort. 

Finally, sub-question five (What are the main changes in producing the Olympics since the emergence of new media?) was dealt with by means of the in-depth interviews. All interviewees agreed that one general change in the broadcasting production is the fact that the status of the new media department within the respective broadcaster has significantly improved in recent years. This was especially emphasized by the public service interviewees. This improved standing of new media leads in the context of the Olympics to a greater support of the department by TV colleagues, for instance with interview material. Furthermore, new media are meanwhile part of the planning process for the Olympic production – a situation that again reflects their grown status. 

Moreover, all respondents expect new media to become ever more important to the broadcasters in the future – an expectation that justifies the assumption that new media will play an increasing part in the future Olympic production. Also, the interviewees assess the audience reception of the Games as being highly individual (as opposed to group watching); this individualized audience has to be kept in mind during the Olympic production. Besides, an individualized audience might further favour the increasing significance and integration of new media into the broadcasters’ production processes. 
What is more, certain issues of interest that have emerged in the illustrated website-analysis can be dealt with by means of insights from the in-depth interviews. First of all, the situation that the broadcasters neglected in some cases the creation of a specific Olympic Facebook and/or Twitter account (and used the broadcasters’ general accounts) might be based on the experimental character of the employment: as social networking services were not very important for the broadcasters, the effort to create and administer specific Vancouver accounts was apparently not valuable enough. Accordingly, the ARD’s strong lead in tweet rates should not be overestimated as it was found in the interviews that none of the broadcasters employed thorough social media strategies – thus, the differences in the broadcasters’ numbers of tweets and Facebook posts might rather be a coincidence than the result of deliberate actions; this might also be valid for the differences in the content patterns in the context of the broadcasters’ social media use. 

Similarly it might be the case with the cross-promotion examined in the TV-analysis: the (non-) promotion of the online offer on TV can be assumed to be based on the lack of experience and routine in cross-promotion rather than on the reflection of the online offer being independent or supplementary, respectively. Thus, the somehow contradictory results from the TV-analysis (compared to the corresponding aspects from both website-analysis and interviews) should supposedly not be overrated. 

Relating all these findings to the main research question – Viewing the Winter Olympics 2010 in Vancouver as a contemporary media event: in which ways have new media changed the production of the Olympics in Germany? – it can firstly be concluded that new media increasingly take on a significant part in the Olympic production. Although there are not yet ‘groundbreaking’ changes in the broadcasting production due to new media, their importance is clearly on the rise. Television departments increasingly have to support the online departments actively, for instance with broadcasting material. Also, the new media sector has to be integrated into planning and production procedures – even though this situation is according to the interviewees still expandable, the new media departments are an increasingly important pillar that has to be considered within all three German broadcasters. Accordingly, the cross-promotion of the online offers on television has continuously to be beard in mind and to be further developed and improved; this growing need for cross-promotion clearly represents an important change in the Olympic production. 
Secondly, these described influences of new media on the broadcasting production further reflect the justification of the actualization of Dayan and Katz’s (1992) approach on media events. New media directly affect many aspects of their original media event typology’s characteristics. For instance, the changes in Olympic production due to new media, for example the potential undermining of television’s live aspect due to the Internet’s incontestable actuality, might further weaken Dayan and Katz’s (1992) characteristics. What is more, the individualization of audiences – new media can generally be said to favour an individualized use – changes the audience components of the approach, such as watching an event in groups in a festive atmosphere. 

All these issues show that the small case study on the Vancouver Olympics can only be regarded as one component of necessary further research in the context of a comprehensive modernization of Dayan and Katz’s (1992) approach; the scope of this thesis was clearly too limited in order to conduct a complete research-based revision of the media events theory. However, this thesis raised several important topics in this regard that could provide an impetus for future research projects. 

For instance, the already mentioned potential individualization of audiences through new media might be the starting point for a broad modern-day reception study based on the example of Rothenbuhler (1988). In this context, Mcquire’s (2010) case study on a public space broadcasting project in the UK might provide intriguing aspects – the author examined the potential of public viewing experiences (e.g. during the Football World Cup) regarding the promotion of interaction and the creation of a modern public sphere. 

A broad reception study might also focus on the issue of media convergence
: in which ways are people using converging media in the context of a media event (e.g. with an emphasis on mobile content)? The issue of media convergence might also initiate a big research on the new media production of media events – what role plays convergence in the media companies’ strategies? This subject could continue the research that has been done for this thesis and extend it for instance towards popular media events (e.g. casting shows) and/or international media companies. 

What is more, the issue of user generated content in the realm of media events (such as Facebook and Twitter posts, Youtube videos) might trigger future research on media events – both on the production and the reception side. This thesis suggested a minor significance of social networking for German broadcasters; it might be interesting to examine if this is also the case in other countries, e.g. in the US. An international comparative study could also emphasize the relevance of social networking to the audiences in the context of a media event – for example by means of a quantitative study. 

Furthermore, the media event character of the Olympics in the contemporary world could further be researched. For instance, the IOC’s role in the organization process could be re-assessed, as its embodiment of the societal centre might have significantly changed due to alterations in the Olympic movement in recent decades
. What is more, the suggested decrease of the significance of television for both the organizers (the IOC) and the audiences against the background of the growing impact of new media could be worth being empirically examined; again, the aspect of media convergence might be integrated in this research. Also, the role of the media within the Olympic organization process could be revised, as the media noticeably are no longer the uninvolved party as Dayan and Katz (1992) implied in their approach. 

Concluding it can be stated that this thesis in a way made the first move towards a general modification of Dayan and Katz’s (1992) approach. Paving the way for potential future research on other aspects of the original media event theory, this work might provide valuable insight into both the contemporary media (event) environment and implicated influences on Dayan and Katz’s (1992) work.
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List of Abbreviations 

AOL: America Online (Internet Provider). 

ARD: Arbeitsgemeinschaft der öffentlich-rechtlichen Rundfunkanstalten der Bundesrepublik Deutschland (German public broadcaster).
BR: Bayerischer Rundfunk (regional broadcasting agency of the German federal state Bavaria; member of the ARD). 

Cf.: compare (from Latin: ‘conferre’). 
DW: Deutsche Welle (member of the ARD). 

EBU: European Broadcasting Union.
E.g.: for example (from Latin: ‘exempli gratia’). 
Et al.: and others (from Latin: ‘et alii’). 

Etc. : and so on (from Latin: ‘et cetera’).

EU: European Union

FIFA: Fédération Internationale du Football Association (International Football Association).
HBO: Home Box Office (US-American television channel). 
HR: Hessischer Rundfunk (regional broadcasting agency of the German federal state Hesse; member of the ARD).

IBC: International Broadcasting Centre. 

ICT: Information and Communication Technologies. 
IOC: International Olympic Committee. 
KIKA: Kinderkanal (= children’s program; joint channel of ARD and ZDF). 
NBC: National Broadcasting Company (US-American broadcasting company). 
MDR: Mitteldeutscher Rundfunk (regional broadcasting agency of the German federal states Thuringia, Saxony and Saxony-Anhalt; member of the ARD).

NDR: Norddeutscher Rundfunk (regional broadcasting agency of the German federal states Hamburg, Lower Saxony, Mecklenburg-West Pomerania and Schleswig-Holstein; member of the ARD).

OBS: Olympic Broadcasting Services.
OECD: Organisation for Economic Co-operation and Development. 
ORF: Österreichischer Rundfunk (Austrian Public Service Broadcaster). 
p.: page
RB: Radio Bremen (regional broadcasting agency of the German federal state Bremen; member of the ARD).

RBB: Rundfunk Berlin Brandenburg (regional broadcasting agency of the German federal states Berlin and Brandenburg; member of the ARD).

RStV: Rundfunkstaatsvertrag (German programming mandate). 

RQ: Research Question
SQ: Sub-question
SR: Saarländischer Rundfunk (regional broadcasting agency of the German federal state Saarland; member of the ARD).

SRG SSR Idée Suisse: Schweizerische Radio- und Fernsehgesellschaft / Société Suisse de Radiodiffusion et Télévision / Socièta Svizzera di Radio-Televisione
 (Swiss Public Service Broadcaster). 

SWR: Südwest Rundfunk (regional broadcasting agency of the German federal states Baden-Württemberg and Rhineland-Palatinate; member of the ARD).
TV: Television 

UEFA: Union of European Football Associations.
UK: United Kingdom

US: United States

WDR: Westdeutscher Rundfunk (regional broadcasting agency of the German federal state North-Rhine Westphalia; member of the ARD).
ZDF: Zweites Deutsches Fernsehen (German public broadcaster).
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Appendices

A Complete Table of the Website-Analysis
	Coding Units 
	Structural features
	Content features 

	 
	Interactive elements
	Multimedia elements
	Informational
	Other

	Context Units 
	Social Networking
	Blog
	User forum
	Other
	Videos
	Audios
	Other 
	disciplines
	decisions
	athletes
	 

	ARD website
	Facebook-account, daily posts
	Olympia-diary: different blogs by experts 
	User discussions of many different topics
	Olympia-schau
	livestream
	online radio
	digital channel einsfestival
	Sportarten: news and infos about all Olympic disciplines
	liveticker
	Picture gallery: The German Olympic Team
	Virtual Map of Vancouver (sports venues)

	 
	Twitter: daily tweeds by experts; latest tweeds shown on the  homepage
	 
	 
	Surveys about upcoming decisions
	Olympia-schau
	 
	Picture gallery
	 
	Topmeldungen: current headlines with short reports
	Interviews on the news section
	Web magazine about doping

	 
	 
	 
	 
	 
	interviews with athletes
	 
	Pictures of the day
	 
	Olympia-schau
	 
	eternal medal table of all Olympic Winter Games

	 
	 
	 
	 
	 
	interviews with experts
	 
	 
	 
	Time schedule
	 
	behind the scenes: infos about the channel's experts

	 
	 
	 
	 
	 
	Mediabox: short videos and audio statements 
	 
	 
	News/ Nachrichten: newsflash
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	medal table
	 
	 


	ZDF website
	Facebook-account, daily posts
	 
	 
	Surveys about upcoming decisions
	Reports and news about latest decisions, often with short audio-/ video-features and picture galleries
	information about all disciplines
	daily RSS-feed with news
	 
	Winter Fünfkampf - Olympic winter pentathlon game

	 
	Twitter-account, daily tweeds 
	 
	 
	Fit für Olympia? - quiz about wintersports
	link to ZDF Mediathek (videos and pictures)
	 
	digital channel 
	 
	medal table
	 
	Fit für Olympia? - quiz about wintersports

	 
	option to share information with other Facebook-/Twitter-users via service entries
	 
	 
	Winter Fünfkampf - Olympic winter pentathlon game
	Olympia aktuell: news, sometimes with video-links
	 
	 
	 
	Reports and news about latest decisions
	 
	Retrospect on past Winter Olympics & eternal medal table

	 
	Facebook - every morning: Olympia kompakt
	 
	 
	Olympic scheduler
	Olympia kompakt: link to media center, video feature about important decisions during the night
	 
	 
	 
	Olympia aktuell: liveticker, newsflash
	 
	E-Card-service

	 
	 
	 
	 
	E-Card-service
	 
	 
	 
	Infolympia: daily magazine, short video feature on a current topic
	Forecast on the Paralympics

	 
	 
	 
	 
	individual program planner
	 
	 
	 
	 
	 
	 
	virtual graph with Germany's daily medal chances


	 
	 
	 
	 
	medal table
	 
	 
	 
	 
	 
	 
	 

	Eurosport website
	Facebook-account, daily posts
	Blogs by experts (RSS-option)
	Message board: forum on current issues
	Surveys about  decisions and current topics
	Interviews with athletes
	audio-live-comment of the channel's experts
	digital channel - Web-TV (Eurosport TV-player)
	information about disciplines (e.g. rules)
	liveticker
	information about all German athletes
	Travelling - Vancouver hotspots

	 
	Twitter-account
	 
	 
	Quiz about the Olympic Games
	Interviews with experts
	 
	picture slideshows
	 
	short news on latest decisions
	 
	 

	 
	Flickr
	 
	 
	 
	Summaries of decisions
	 
	link to Flickr (pictures uploaded by athletes and spectators)
	 
	articles/ reports about current decisions
	 
	 

	 
	 
	 
	 
	 
	livestream
	 
	picture galleries
	 
	medal table
	 
	 


B Complete Table of the TV-Analysis

B1 ARD 

26 February 2010, 18:00-01:00

	Time Code
	mentioned by moderator in TV-studio
	mentioned by TV-comment
	mentioned by speaker (during preview etc) 
	fade-in of web-address (split screen)
	fade-in of web-address (other)
	TV-Spot
	Other
	length /seconds

	00:01:18
	 
	 
	"more information on the Internet at www.olympia.ard.de"
	 
	after preview for the day's decisions; large fade-in in center of screen
	 
	 
	4

	00:41:30
	reference to online-survey (biathlon- men's relay), explanation, appeal to the audience to participate
	 
	 
	 
	fade-in of a bar with the web-address
	 
	Web interface is shown (to support the moderator's explanation) 
	20

	00:44:31
	 
	 
	 
	commercials / announcement women's slalom
	 
	 
	 
	30

	00:45:41
	 
	 
	 
	 
	after preview for women's slalom; large fade-in in center of screen
	 
	 
	3

	01:23:13
	 
	 
	 
	women's slalom / interview with Riesch-sisters about the first run 
	 
	 
	 
	27

	01:38:17
	 
	 
	 
	women's slalom / interview with C. Geiger about the first run 
	 
	 
	 
	25

	02:02:02
	 
	 
	"more information on the Internet at www.olympia.ard.de"
	 
	after preview for the day's decisions; large fade-in in center of screen
	 
	 
	6

	02:29:38
	 
	 
	 
	biathlon-relay / slalom-standings first run
	 
	 
	 
	39

	02:54:17
	 
	 
	 
	biathlon relay / interview S.Schempp 
	 
	 
	 
	25

	03:04:09
	 
	 
	 
	biathlon-relay / slalom-standings first run
	 
	 
	 
	21

	03:14:04
	 
	 
	 
	biathlon relay / interview Birnbacher
	 
	 
	 
	46

	03:25:09
	 
	 
	 
	biathlon relay / interview Peiffer
	 
	 
	 
	51

	03:27:04
	 
	 
	 
	biathlon-relay / slalom-standings first run
	 
	 
	 
	20

	04:33:34
	 
	 
	 
	slalom / expert analysis
	 
	 
	 
	16

	05:09:25
	 
	 
	 
	 
	after preview for men's bobsledge ; large fade-in in center of screen
	 
	 
	3

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	1
	0
	2
	10
	5
	0
	1
	336


B2 ZDF 

22 February 2010, 18:00-01:00

	Time Code
	mentioned by moderator in TV-studio
	mentioned by TV-comment 
	mentioned by speaker (during preview etc) 
	fade-in of web-address (split screen)
	fade-in of web-address (other)
	TV-Spot
	Other
	length /seconds

	00:47:46
	 
	 
	 
	program overview on the right-hand side [ski jumping team]
	 
	 
	 
	30

	01:06:43
	 
	 
	 
	program overview on the right-hand side [ski jumping team]
	 
	 
	 
	20

	01:55:29
	 
	 
	 
	program overview on the right-hand side [ski jumping team]
	 
	 
	 
	25

	04:00:20
	 
	 
	 
	program overview on the right-hand side [cross country skiing teamsprint]
	 
	 
	 
	25

	05:10:00
	 
	 
	 
	results of ski jumping & cross c. run through via a bar below the live image; at the end: "more information at www.olympia.zdf.de"
	 
	 
	 
	6

	05:35:00
	 
	 
	 
	 
	 
	X
	 
	45

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	0
	0
	0
	5
	0
	1
	0
	151


B3 Eurosport 

21 February 2010, 18:00-01:00

	Time Code
	mentioned by moderator in TV-studio
	mentioned by TV-comment
	mentioned by speaker (during preview etc) 
	fade-in of web-address (split screen)
	fade-in of web-address (other)
	TV-Spot
	Other
	length /seconds

	01:28:56
	 
	 
	 
	 
	 
	X
	 
	10

	02:20:13
	 
	[after the biathlon results table] "...at eurosport.de you also get all the information you need and want."
	 
	 
	 
	 
	 
	9

	02:44:58
	 
	 
	 
	 
	 
	English spot
	 
	19

	02:45:18
	 
	 
	 
	 
	 
	X
	 
	10

	05:06:16
	 
	 
	 
	 
	 
	X
	 
	10

	06:30:02
	 
	 
	 
	 
	 
	X
	 
	10
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C Interview Plan
Core themes of the in-depth interviews:
I General integration of new media into the channel’s production of the Vancouver Olympics
· What significance did new media technologies have in your channel’s overall production of the Winter Olympics in Vancouver?
· Which new media technologies / applications have been central to your coverage?
· Would you classify the new media offer as an independent part of the coverage? Or rather as a supplement to the television broadcast?
· How was the cross-promotion designed?
· Did you face limitations/restrictions regarding the new media production? Mainly technical limitations or restrictions through the German programming mandate/the IOC regulations?
· Were there things you would liked to have done but couldn’t? What were these?
· How did the time difference between Germany and Canada influence considerations regarding the integration of new media?
· Did you in some way cooperate with other broadcasters? In which way? How did that work?
II Impact of new media on the production & resulting changes
· Do you have the general impression that the Olympics have changed during the last 2-3 decades? In which way?

· In your opinion, how have new technologies changed the production of the Olympics in the last years?

· What are the main impacts?

· Have there been changes since the summer Olympics in Beijing 2008 regarding your new media offer? If so, what has been changed and why?

III Audience reception

· How was the audience’s reception of the new media offer?

· Which applications / offers were especially successful, which ones were less popular? Why do you think that was the case?

· Do you think it might happen that the audience neglects the TV offer after taking a shine to the new media offer?

· What do you think are the ways people are generally watching the Olympics? (modes of watching; individually/in groups)

D Interview Transcripts

D1 Interview I  - ARD1 
Interviewee: Mr. Bernd Eberwein, sports-editor BR-online (part of the ARD)

Time: Tuesday, April 13th 2010, 14:00h 

Place: BR, Rundfunkplatz 1, 80335 Munich/Germany, inner courtyard

Length: 47 minutes
Q
: In your opinion, what was the general significance of new media in the ARD’s production of the Games in Vancouver?

A: This time, for the first time, we strongly emphasized the concept of “tri-mediality”. This was a real novelty. Of course, we have always reported via television, radio and the Internet. With regard to the Olympics, Nagano in 1998, that was the first time we did it. Since then, it was continuously developed and extended. This time, the focus was explicitly on the phrase “tri-mediality”. One result was, for instance, that there was a central desk in Vancouver, where radio, television and online editors sat together in order to exchange ideas. 

Q: So, there was a real collaboration?

A: Yes, we really had a central planning of topics and ideas. This happened in Vancouver, but, of course, integrated Leipzig as the German home office. So again, in Vancouver it was really television, radio and online sitting at one desk. This had the advantage… With television, you always face the problem – although we show a lot of program about the Olympics, but sometimes you are just running out of time. Very nice, on the Internet, you have for example the possibility to show an interview, which is broadcast on TV only 30 seconds, to show it online for a longer time period, say, 4-5 minutes! For instance, my colleague Hajo Seppelt, he is one of the ARD’s experts on doping, he did several reports and articles only online. And this only works so well because of the really good collaboration. 

Q: I have to admit myself that I was pretty impressed by the good design of the ARD’s homepage.

A: Yes, and we really said that from the beginning. Already during the planning period in Leipzig, radio, television and online always sat at one desk and exchanged ideas.

Q: And what would you say, which new media or online features were especially important for the coverage of the Olympics? 

A: What was important, well, I think it’s always the things where we stick very close to the program. Close to the program, this means for instance online surveys – which were picked up quite well by the colleagues. We had for example, this was I think the broadcast from the studio in Whistler with the moderator Michael Antwerpes… Well, it was often the case that an online-survey was integrated into the program and broadcast on TV. It’s just these simple things, which are basically nothing new online, but which were intensified a little and integrated more into the broadcast. And also the other way around, when online results were incorporated into the broadcast. Hm… Yes, I think it was more such easy, simple things. Very important. Moreover, it could be seen – also in communication with colleagues from the radio or TV – well, just being there, being present, being possible contact persons. That was also important. There were several examples that for instance a colleague from alpine skiing, the TV editor, came by and said, hey, we have here a 5 minute interview. We can’t put that into the program, is there anything we could do with it online? You kind of stimulate each other to get new ideas. Because you mustn’t forget, even though it’s all experienced colleagues, but of course you have a daily routine at a certain point. And as a journalist you tend to do the same program over and over again, because you don’t think about new ideas anymore. And let alone through the exchange of ideas, through the fact that it was so close… This results in new program ideas. This is the decisive issue. 

Q: Was there generally the idea to make the online offer more interactive? Maybe as an alternative to the TV offer?

A: No, not an alternative. I would always say ‘supplement’. The aim in the ARD and in all its regional public broadcasting agencies is that we work mainly as chaperoning the program. This means, we don’t say that we do anything additional to the TV offer, but we always try to make a reasonable addition. One thing I forgot: one thing we had, which wasn’t received perfectly by the public, but also gave valuable impulses, we had a forum on the website, which was also sometimes integrated by the TV colleagues. Then they called, hey, send us over some statements from the forum, we plan to deal with this topic in the studio. We have Katarina Witt coming to the studio today and we’ll do something about figure skating. So the aim really is to work together very close. And not being the independent alternative. 

Q: To interweave the program more and more.

A: Yes, exactly. 

Q: So how did the cross-promotion work, was there a concrete plan how to promote the online offer on TV? In my TV analysis I found that the web-address was faded in quite often, whereas moderators and commentators mentioned it rather rarely. 

A: Yes, that’s the thing… There is a straight line within the ARD to promote the sports coverage in general, by means of splitscreens, the fade-in of the web-address. That we employ the central address Sportschau.de, that’s new, until recently we always worked with Olympia.ard.de. But now, the plan is to offensively strengthen the umbrella brand Sportschau
. 

Q: But in Vancouver you still employed Olympia.ard.de…

A: No, we worked with Sportschau.de.

Q: No, I did an analysis of the TV program just a few days ago, it was Olympia.ard.de all the time…

A: Oh, then you know more than I do! Well, certainly I wasn’t able to follow the program very intensely, only when it was on at the IBC
… Well, the basic thing is – no matter which address is faded in – there are of course suggestions, ideas, when you fade-in the address and so on. With regard to the moderators, well, they are of course instructed to refer to the web-address whenever it’s suitable. You face two problems, you certainly have to re-organize sometimes within a broadcast. What nobody likes to do is to mention the web-address when it’s really out of place. I mean, of course the moderators try to integrate it in an appropriate way, but it’s not always possible. Maybe it could have been promoted more… If this was your impression… Well, you certainly have seen more of the Olympics than I have, so, might be, yes. But we do not have something like a quantity, in the sense that we say the web-address has to be mentioned a certain amount of times. That’s not the case.

Q: So it’s rather the general direction to integrate the online offer, when it suits the program, but no specific strategy for cross-promotion.

A: Exactly. There was one strategy, to cross the program content-wise, by means of surveys for instance. That the Internet became a program aspect of the TV broadcast. This was more important.  

Q: With regard to this crossing, was there something you would have liked to do, but weren’t able to? Like because of technical constraints or regulations of the IOC?

A: Hm yes, that’s a bit delicate… Especially with Olympic Games you have to constrain the broadcasting signal on the Internet. This is called geo-blocking. In principle, this means a regional constraint of our streams, this means that our streams were receivable only in Germany. And there are different levels of security, and the IOC wants the highest level. This means on the one hand that the video must be retrievable only in Germany. On the other hand, also the website from which the video is accessible must be retrievable only in Germany. This makes some things, some ideas impossible to do… What would have been nice, for instance, is to send out a news-letter – and to integrate a video directly into this email, then you can press ‘play’ directly in the email. These are things that were not possible from the beginning. Thus, there was not much thinking about it either. These are just options, possibilities which are theoretically possible. Because we were forced to make the videos accessible only directly on our website. This is no unusual thing, it’s normal at all big sports events… At the Football World Cup, the European Cup, the FIFA
 and the UEFA
, they really keep an eye on us constraining the broadcasting streams. 

Q: What might be the reasons for that?

A: This is the rights holders’ business. Of course, they want to have their images exclusively. This is concretely the case at the Olympics. There is NBC
, from the US, they are one of the largest investors, and they of course want to broadcast their programs exclusively. However, the Americans tend to send relatively less live than we do, this means, they might send a program only when the actual decision is already over. That’s why they want to avoid the situation that people already follow the decision for example in German. Because the actual comment is quite unimportant in sports, because you want to see the event, the decision. So these are very simple objections. That every rights holder wants to have his rights preserved. And the seller of the rights, in this case the IOC, tries to find a fair compromise. This is very simple. 

Q: With regard to the technical side, was there anything you would have liked to do, but weren’t able to for some reason?

A: No.

Q: So everything could be exploit?

 A: Yes, but what does ‘exploit’ mean… The questions is how far you want to go. Especially now, when phrases like ‘Web 2.0’ and all this stuff circulate, well, you certainly can do everything. Well, we have been saying – these are of course also experiences from previous big events – we have been saying that we wanna play out our core competence as ARD, which is the good radio and television coverage. This is what we want to display more than anything else, in a sensible way. Regarding one or two aspects we go into the Web 2.0 stuff, we integrated Twitter and there was a blog. Well, that’s things you just have to do and you could always develop and improve. But I am glad that we in the ARD agree to play out our core competence also in the Internet. Which is, also in the realm of sports, a sincere and high-quality coverage. 

Q: And this is why new media can be seen rather as a supplement to radio and television than as an independent field?

A: Yes, exactly. Always stick very close to the program! This issue of being independent or non-independent, well, that is of course a malleable phrase. Well, you know this general discussion: what are public service broadcasters allowed to do, what aren’t they… as I said, you can play around, of course there always has to be the chance to place certain highlights, for instance to deliberately place a scoop… For example, I did quite a funny thing one time, I was out with the German ski-crossers and did a whole report online about that. This report wasn’t shown on TV or broadcast on the radio, but of course was a perfect supplement to the coverage of the actual Olympic decisions. Well, these phrases, independent, non-independent, in principle we are always a supplement. Sometimes we are a little bit closer to the program, sometimes a little less. But we don’t cover anything, which isn’t covered by television in a certain way. For instance that we make an online story about the party city of Whistler, this never happens, because the topic is not covered by television. Very simple.

Q: So it is in general very constrained to sports?

A: Yes. Well, on the other hand, if a certain topic is in the program, then you can do it. When a colleague from the radio goes out and does a report on the nightlife in Whistler, then it’s perfect, then we have an audio file anyway and because the audience wants to have images and pictures from this nightlife we can also do something with it online. Thus, when I go out and take pictures from this nightlife to cover the topic online-wise, well, that’s perfect then. But that we would go out by ourselves and say, we only take pictures from the nightlife – that’s an illusion. 

Q: What about the time difference between Canada and Germany, was this an issue in the structuring of the online offer?

A: Well, in Germany there is a peak early in the morning. The hit rates grow around 9 a.m., when people go into the office and boot up their computers. Actually, this isn’t something new and also not only the case at the Olympics. This is the general case. Most editors try to release a relatively fresh website around 9 in the morning. In our case, well, for instance we often had certain background stories on medal winners as new scoops in the morning. As a kind of second step of the coverage. At the end of a decision, of course, you have the first statements, the first news, then there is the video with the decision, there are some audio files. And then there is the second step when you try to get closer to the athletes. TV-wise our colleagues tried to cover that by inviting medal winners to the TV studio. This should have been broadcast here in Germany in the Morgenmagazin
. In Canada this was the evening show directly from the German House. In the Internet we actually tried to do something similar. That people who come to the office in the morning get some new and fresh background information. Well, but that’s independent from the time difference, you always have to look at the audience. These really are the general time structures in Germany which force a certain way of providing content. 

Q:  Apropos the audience – how was the offer generally received? Did you get the impression that it was successful?

A: This is a good question, but I still lack the exact analysis. Of course I know our hit rates, which were very good. For years now we have a continuous increase in page impressions. The last big event was the European Cup
 two years ago, Vancouver now was a little bit more successful than the Euro. Thus, with regard to the hit rates, this was very successful. With regard to the feedback of the audience, well, as I said I still lack the exact overview.

Q: Could you imagine that the audience stays with a very good online offer and starts to prefer it to the TV program? Or will the audience always come back to the TV coverage – maybe especially because it’s structured quite complementary in the ARD?

A: I think we are not yet that far in Germany. This is not just the case with the Olympics, but in general. Well, I think, at the moment, especially through the strong growth of social networks like Facebook, the use is very complementary at the moment. We also try to pick that up, for example, the Sportschau also has an account at Facebook – this was tried all winter long, that you have a livestream and are able to start commenting on it in the other window. Partly, this was also the case at the Olympics. We really see that the use of our livestreams increases. This already was the case at the European Cup two years ago. We have more and more TV watchers who watch directly on the Internet, more than ever. I guess that this increased again at the Olympics. This also has a logical background: partly we offer a higher quality on the Internet. Although we provided HD and quite a reasonable broadcast signal anyway, the pixels on the Internet were still a little bit higher. Consequently, if you have a good Internet access, you can watch TV really well. I think this is getting stronger and stronger. But at the moment it is only complementary. I think, we really complete the TV offer in a good way, but the media rituals in general will change. 

Q:  In general, when the live stream is very popular – this speaks for quite an individual following of the Olympics in Vancouver. Regarding football, the reception tends to be more in groups… How would you estimate this situation in the case of the Olympics? That people watch more individually or in groups?

A: I think in Germany you cannot compare winter sports with football. Football, of course, in groups. Winter sports, I think, rather individually. Well, I could imagine that our prime time broadcasts between 8 and 11 p.m. were followed in small groups of people. But of course there was a lot of coverage during the night, and I don’t think that people gather in groups at 2 or 3 a.m. for the Olympics. In this case I think the time difference plays a significant role. Whereas, in four years, there is Sotschi, then everything will be during the day. When people are in the office. I don’t want to say that they will all gather around the computer, but it might happen, of course. Of course you will always take a half-an hour break in the office and watch together. So I think the use really depends on the time of the day…

Q: A rather general question: have the Olympics generally changed in the last, let’s say, two decades?

A: In which way do you mean?

Q: Well, for instance with regard to professionalization or commercialization?

A: Well, they have definitely become more commercial. This brings us back to the discussion about the rights – the IOC is quite rigorous in that point, especially with regard to violation of rights. Two years ago, in Beijing, something went a little wrong…. 

Q: In which way?

A: Well, the geo-blocking failed at one point. Thus, we were accessible worldwide – and the IOC found out immediately. And with regard to such things, the IOC is quite rigorous. If something like that had happened again this time, they probably would have withdrawn our rights immediately. This is agreed upon by contract, so they are allowed to do that. And they have become tougher, for sure, because they can see where they can make profit. At the moment, the rights for Sotschi 2014 are not sold yet, the IOC is still negotiating. And ARD and ZDF, well, we are part of the EBU, which is in principle the Eurovision… and the EBU has already withdrawn from the negotiations, because it cannot afford it. Of course, ARD and ZDF want to have the rights, but they negotiate individually now. Things like that already show how commercial everything has become…! Actually it is unimaginable that all the European public service broadcasters do no longer hold the rights to the Olympics. We broadcast the Games since they are on TV, the contracts usually have a very long duration of validity – I think, the last contract ran for around 14 or 18 years. Well, that means we were bound by contract quite a long time. And of course you think, well, that’s gonna be renewed anyway, there won’t be any problems… But well, actually it’s a new situation now, the IOC sees all its options, thus it’s gonna be quite an interesting thing… I still assume that the next Olympics will be broadcast by ARD and ZDF, but if anyone comes forward with a lot of money, you never know, regarding the pay-TV channels, if some foreign investors decide we want the rights no matter what, well, you can’t be sure. The IOC in this regard, to come back to the phrase ‘professional’ – they do business. That’s obvious. They want the maximum profit. And this is one aspect which surely has changed in the last couple of years. With regard to the Games themselves, well, I actually got the impression that everything becomes a little more familial and pleasurable again. Many athletes told me as well that Vancouver was nicer than Turin four years ago and Salt Lake eight years ago. It must have been very familial and casual in the Olympic village – in this regard, the professionalization does not seem to be the case. The Olympic idea, the sheer taking part in the Games, well – this was very present with the athletes. This was my impression, which of course was a subjective one. But actually you could ask whoever you wanted to, everyone said the same thing. Also the atmosphere among the Canadians was extremely good, it was incredibly sincere, also compared to Turin four years ago – the Italians were rather obdurate and a little contained, whereas in Canada there was more of a party and festive mentality. I must say, this development is more positive. 

Q: So you might say that the general conditions become more strict and professional, whereas…

A: …with regard to us, the journalists, exactly. But the mood, the atmosphere, the sheer Olympic thing – there I got the feeling that the Games were extremely casual. Also compared to other sports events. If you look at the football European Cup or World Cup, well, the national players are extremely protected, they don’t do anything except for their daily press conferences. By contrast, at the Olympics it’s still very casual. Also, the togetherness of athletes and journalists, you have all the national houses, the Austrian house, the Swiss house and so on. Thus there is the opportunity for informal togetherness. To chat with people over a beer. These are things you don’t use for an interview or a report, but just to do a little socializing… This was extremely relaxed. Only the German house always tends to be a little stressful, but I guess it’s the mentality, the over-organization… 

Q: With regard to new media, do you think that the Olympic coverage in radio and TV has changed through their emergence in the last years? 

A: Concretely at the Olympics?

Q: Yes – were there significant changes in TV and radio production since the integration of new media?

A: Well, not significant changes. There were changes, for instance – what we talked about before – that you try to cross and interweave the program more. You try to work more integrative. Also the crossing of TV and radio is increasing considerably. For instance – I don’t think this is realized by the audience – when we use reports from the ZDF or show decisions from the ZDF’s broadcasting days, then we often illustrate these with an own audio file from our radio program. I don’t know if that’s being realized among the audience. Well, with regard to that, the ARD really does do that a lot, it tries to collect everything that is part of its core competence. But I wouldn’t say the changes were significant, but it all comes back to the core competence. The focus with such a big sport event lies of course on TV, on the live images! This is what the audience wants to see. You switch the TV on, because you want to suffer with the athletes, because you want emotions! And in the Internet, we simply are not able to transport these issues. And we will never be. The Internet is a horrible medium for emotions! This will never work. TV and radio have great advantages there, and this core competence will stay, it will always stay within the ARD. I cannot imagine that anyone will ever say we dispense with half an hour of TV program in order to do some Internet stuff. I really cannot imagine that. 

Q: Actually, is there a real cooperation with the ZDF?

A: Yes. Well, radio lies exclusively with the ARD, thus, in this field there is less cooperation. But in the realm of television you always exchange things with colleagues from other broadcasters, not only from the ZDF, but also the colleagues from the ORF
 – especially if you need interviews; we don’t attend every press conference of the Austrian alpine skiers, well, you just go by the Austrian colleagues and ask for the interview or the report. And regarding ARD and ZDF, that’s anyway the case. 

Q: So it’s really that uncomplicated, also the cooperation with other nations?

A: It’s incredibly uncomplicated with other nations, and with the ZDF it’s anyway the case as we have the same production environment at big events like the Olympics. This means, our server, where all the material and articles are on, is identical. We also have the same rooms, the edits, that’s identical too. The only thing that is separated at such big events is the editorial office. But all the technical foundation ARD and ZDF use together anyway. This is no problem at all, just go over to the colleagues and say we need this and that. But this has always been like that, that’s no new situation.

Q: Is this cooperation also the case regarding the Internet? Do you for example look at the ZDF’s online offer for impulses for your own one?

A: This alternates from case to case. This always depends on the lead management and how it puts the focus. This time, the MDR was the lead managing department of the ARD and had the focus on the ‘tri-mediality’. They said, let’s look at our own program, at the ARD. Two years ago, during the European Cup, this was very interesting, we closely cooperated with the ZDF and the ORF and the Swiss television – also in the Internet we had a combined project, a picture section where you asked for fan pictures, and this project was used and employed by all these broadcasters. This was more or less obvious, given through the adjacency to Austria and Switzerland, that you worked together with these broadcasters. Regarding the Olympics in Vancouver, this was less the case. Where we do cooperate with the ZDF – I think the ZDF took over our live ticker. They always do that. But regarding the content we did not exchange much. But this is also based on the different online strategies of ARD and ZDF: We, the ARD, always try to combine a package, audio, video and text. The ZDF does many things only by video. They often really just have the main teaser on the site, where they only have the video and things like that. So I guess the focus of ARD and ZDF was just different this time. Two years ago at the European Cup the focus was more or less the same, thus, there was more cooperation online. We really had daily conferences with the colleagues from Austria, Switzerland and Mainz. But, as I said, the respective leading management always has its own way of doing things. 

Q: With regard to issues like Twitter and Facebook, have there been concrete changes in the recent strategy? I guess there was no Twitter yet in Beijing two years ago, was there? 

A: Exactly, Twitter was used for the first time. This was a sheer experiment; we simply offered it, because I think you just have to offer it nowadays. What might have been a mistake... well, mistake might sound a little bit too harsh, we as journalists approached this issue quite casually. We didn’t have strict instructions regarding the content of our tweets and posts. This means, everyone twittered a little bit for himself – for instance, our colleague, the cross country skiing expert Schlickenrieder, he twittered whenever there was a cross country decision. And Jörg Kachelmann, our weather expert, he didn’t do anything at some days and then he put out 20 tweeds on the weather forecast on other days. I personally think this was very appealing – this way you got to know the different twitterers, the different types. This was very diverse. But I know, there are many media journalists in Germany, it was criticised by many people. There was the reproach, well, everything was too uncoordinated and callow. This really depends on the perspective, I don’t presume to have a strict opinion on that, I mean, on what Twitter actually is and what the content should be. 

Q: So there were only casual instructions – thanks to Twitter’s quality as an experiment? 

A: Relatively casual, exactly. We, the whole Twitter-team, were all set up, technically spoken, so I was able to twitter everywhere I wanted to, and I really enjoyed that as a journalist, to be able to just get started without any instructions. But of course we are going to analyse that, what we can improve… You can’t really compare it, but we also want to twitter at the World Cup in summer, and then we are going to employ only the main account: Sportschau.de. And after that maybe a short signature, who did which tweet and so on. This actually has nothing to do with the Olympic experiences, but it’s just a different focus… The SWR is the lead managing department at the World Cup. Last week I was in Cologne, we talked about the pros and cons and of course I talked about the experiences from the Olympics… And then we agreed on trying the Twitter thing with the main account Sportschau.de. Well, I guess both options are legitimate. 

Q: Compared to Beijing 2008 – it’s not that long ago, thus the online options were already pretty similar to Vancouver. Were there any main changes – for instance, did you react on something that didn’t work so well in Beijing? 

A: Well, not worked so well, I guess that would be too harsh. But again, you feel the different lead management. In Beijing, the NDR was responsible and they again have an own way of doing things. You really have all these nuances within the ARD. Consequently, there were differences and changes, but I don’t know if they were intentional or unintentional… However, what we did transfer from Beijing is the whole technical background – I already mentioned that we had this little problem concerning the temporary breakdown of the geo-blocking. As a reaction, things like that were really regarded as top of the list in Vancouver. This had consequences like, there was a real disaster-plan: what to do when the geo-blocking doesn’t work, you learn from your mistakes and profit from them. With regard to the content, well, I can speak for the BR, we were the lead management in Turin 2006 and the colleague this time talked to me a lot, he got a lot of input. In 2006, the whole streaming issue with large bandwidth was still a novel thing and we had a lot of problems with that – thus, he embraced such impulses very thankfully. And well, content-wise… Of course I was able to say, this went good, this went bad in Turin, you always make your experiences. However, you have to take into account that we had certain programs four years ago that were extremely successful also on the Internet – and you didn’t have these programs this time. If you remember, in Turin we had the show Waldi & Harry, with the moderators Hartmann and Schmidt, this was a big hit on TV and we had gigantic rates on the Internet. In Vancouver, we didn’t have Harald Schmidt on the program, what can you do…?! Another thing: we had a cooking show in Turin, which brought us the highest access rates, Olympia al dente with a celebrity chef, he always cooked with guests like Christian Neureuther or Rosi Mittermaier
, they cooked in the studio and we had the recipes and the show online. A simple recipe had as many page impressions as the information about another gold medal. Again, this show wasn’t part of the program this time. This time, the Olympics within the ARD certainly had their focus more on the informational side, it was less entertaining… But in this regard you cannot profit from your experiences, as the show simply wasn’t there anymore. 

Q: This means that the online department really is dependent on the TV program – if they don’t offer an entertaining program, the Internet becomes more informational as well? 

A: Exactly, and this time it was more informational. In Beijing we still had the Waldi & Harry program, this time Schmidt wasn’t part of it, what can you do…?! But you certainly can assume that if the show would have been on it would have been covered a lot on the Internet. 

Q: Regarding the social networking service, was this a deliberate decision to integrate Twitter and Facebook this time? 

A: Well, everything was on the fly, really, everything was regarded as an experimental period. I know that the Sportschau meanwhile has several thousand fans on Facebook, there are some good, some bad discussions going on in the site’s forum. Everything was on the fly. In principle we used the whole winter sports season in order to test the technical situation. This means, the MDR wanted to test all its geo-blocking functions, the bandwidth, the streaming. This means, everything you saw on the Internet during the winter sports season, well, everything came from the MDR in Leipzig. As a kind of big test. And then they said, well, come on, let’s integrate Facebook, just for the purpose of playing around a little bit. Responsible for the Sportschau-Facebook-account is the WDR, they agreed and said, yes you can integrate it. This way it grew continuously… If it wouldn’t have worked, if there wouldn’t have been any discussions on Facebook and if there wouldn’t have been any fans, well, maybe we would have stopped the project, then it wouldn’t have been part at the Olympics at all. This is the nice thing within the ARD: you are really able to experiment. Although it always gets more difficult, but in the end it just was done as a big experiment. I am really happy about that, because you can profit from that for all the future big events. I don’t have to start building a Facebook community every time, but can use the already existing one. And there’s no better way to do it.

Q: Thanks a lot for the interview! 

D2 Interview II – ARD2

Interviewee: Mr. Christoph Rieth, project leader of ARD’s online offer in Vancouver

Time: Thursday, April 22nd 2010, 11:00h 

Place: MDR, Kantstr. 71, Leipzig/Germany, office

Length: 53 minutes

Q: What significance did new media have for the ARD’s production in Vancouver?

A: A very high significance! Well, the ARD said for the first time that the editorial office works ‘tri-medially’. In this context, ‘tri-medial’ means a cooperation of radio, television and new media. This is a little difficult within the ARD. We do take new media seriously; however, we are not really allowed to do so. It’s this discussion, what actually is ‘online’, what are the public broadcasters allowed to do online, the financial means by the government are limited – concerning the new media options… You really have to pay attention that the new media don’t miss out. Of course, you don’t go as far as to say that the new media are a third pillar next to radio and television. But most certainly you go as far as to say the new media are an essential part of the Olympic production. 

Q: And within this Olympic production, which kinds of new media, which online features, have been especially essential? 

A: Well, generally, the live-coverage of events is always especially successful and also especially important. This can take on different forms.  For instance, the live ticker – although it sounds old fashioned – is still super-popular. People are quickly informed about what has just happened… Of course, the breaking news function and the live streaming are equally important for our live production. In Vancouver, we always streamed our offer via both channels, the ARD and einsfestival; the ARD, when it were ARD-days – we always alternate with the ZDF, as you probably know… The live stream was very important to us. I guess you took a look at the website, the stream was integrated into the headline – thus, everyone could easily find it; and we offered a very high quality, for the first time ever we had HD online. So this had a very high significance for us. Online we also had radio coverage; it also offered a live stream, however, this was not so popular with the audiences. But of course, this is due to the TV images, they are much stronger… 

Q: So you tried to have the online focus close to the program? Or was it on interactive features as well?

A: No, the focus was on covering possibly everything live. This was our focus. In addition to that, I had a second focus: the second focus lay on the coverage of the events that took place during the night. We did stream live during the night and also had the live ticker during the night; however, it was clear to us that many people had to sleep as they had to be in the office the next morning. Thus, we had in principle two different strategies: the first strategy was the period between 18:00h and 00:00h. This was the prime time where we put the focus on live coverage. And in the morning, between 06:30h and 12:00h; we said, in this period the user should find everything that he might have missed during the night. So the on-demand-offer, appropriate audio and video files, this was our very strong offer in this context. So to say, you come to the office in the morning and want to get information about the events you have missed during the night. 

Q: So the time difference was an important part of the strategy from the beginning? 

A: Yes, by all means. The time difference was one of the most important aspects. 

Q: And the online offer was oriented specifically towards that?

A: Exactly, the online offer was oriented towards the time difference. Very consciously, we paid close attention to those nine hours difference to Vancouver, that really is much time… The most important disciplines for the Europeans or the Germans, like cross country skiing, biathlon, ski jumping and so on, they happened during prime time anyway. The night was mostly dedicated to the ‘home disciplines’ like ice hockey. Ok, speed skating was important also to us, figure skating as well… But in general we were lucky that those disciplines that were most important to us could be covered during the prime time. 

Q: So, would you regard the online offer as being independent from the TV offer? Or rather as a supplement?

A: I would regard it as a supplement. You cannot really separate that. Well, the online offer is tri-medial. You produce the texts for it… but especially the moving image, which is so important for the Olympic production, well, you cannot say this is something independent, as it is produced and made available by the TV colleagues. So to say, we offered a feedback channel, there have been interactive elements within the broadcasts, projections on certain issues – like user forums or online votings or things like that. This was the feedback channel. Therefore, I wouldn’t say that online is an alternative offer. Exactly, it has always been complementary. The results-service is always a nice example. We really put great emphasis on that. For example, in television you present the first ten athletes of a discipline; especially cross country skiing is a good example: 80 people are starting and TV might be showing the first ten and maybe also the German athletes. Therefore, it was very important to us that television mentioned, well, those who are interested in the complete results, they can look at them online. This was pictured like that. 

Q: Well, I already analysed the TV offer – with a special focus on the integration of new media content; in which way the new media offer was mentioned and integrated, respectively. It was remarkable to me that it wasn’t mentioned that much, especially not by moderators and commenters. Was there a special strategy for cross-promotion? Or was the integration done rather spontaneously?

A: Well, there was a strategy how to integrate it. We created a tri-medial content desk, which was responsible for bringing the three media together. That is, to decide who does what and so on, where are the possible connections. It is not always that simple. You have to imagine, it’s a big apparatus that is working together, and yes, we are still at the beginning. For the ARD’s measures, well, this has already been quite a broad integration! We did some additional stuff as well, like, several times it was mentioned that – especially in the periods from 00:00h on – we are going to broadcast the news now in the ARD live program, but that the curling match or whatever is available online on the live stream.  So that was done. Certainly, live sports is live sports. And first of all, it’s the sport event that counts. And this is broadcast live, before anyone thinks about what might possibly be combined. 

Q: You already indicated at the beginning of our interview that public service broadcasters are not allowed to do everything online. Thus, were there certain issues you would have liked to do – but you couldn’t because of technical or legal constraints?

A: Yes! Well you really have to make a difference here. On the one hand, there is the distribution of video content. We are allowed to do that only within Germany. However, this is not due to German law, but due to the IOC. The IOC says you are allowed to stream your live offer only within Germany – although live streaming generally is a worldwide offer. It is a huge effort to block a video in a way that someone from France, who wants to access our video offer, gets a signal that he cannot watch it! This is called geo-blocking. Of course, this led to resentments; this is a stupid situation. But well, this is a legal issue, it’s the way it is; the IOC decides that – they wanna sell the rights more than once and it’s them who don’t want it to be like that. On the other hand, there is the Rundfunkstaatsvertrag
, which has come into effect in August. It allows us to put our sports material online only for a certain period of time. There is this strange assumption within politics that sports rights, which are bought, get the more expensive the longer they are published. However, this is not the case. But based on that assumption they made a constraint, a concept of storage time, which says that videos can be put online only for seven days. This is the classical way. However, at big sports events it is different: there, videos and broadcasts are allowed to be online only for 24 hours; afterwards they have to be withdrawn. For us, this was a big disadvantage, for instance concerning the opening ceremony – users were extremely disappointed, because they were only able to watch the broadcast 24 hours and kept on looking for it afterwards and we weren’t allowed to offer it any longer. Regarding the sheer costs it was totally absurd to withdraw the broadcast – it is almost more expensive to be forced to bother, well, is the broadcast really offline again, than to just leave it online! Because it was produced and thus it existed anyway. Well, that happened a lot of times. Well, that was really annoying for me and my team. We are creating one of the largest archives of the Olympic Games just to not provide it to the user in the end. 

Q: And this is due to the programming mandate?

A: Yes, that is a legal situation in Germany. In this case, it is especially absurd, as there are no other rights owners! Only ARD and ZDF owned the rights, and Eurosport. However, no private TV stations or newspaper publishers who might see their existence in danger. 

Q: So, why is it that the regulations are stricter at sports events? 

A: Well, it really is the case that politics is assuming that rights get more expensive the longer you possess them. And they are afraid that they will have to financially invest into sports ever more. That is the reason. In this case, it is a wrong assumption. Of course, you can generally argue about online competences of the public broadcasters – I am the last one who would dogmatically support all our online activities. However, in this case the regulation was just absurd and nonsensical. 

Q: Regarding the ZDF, was there a lot of cooperation in the realm of new media?

A: Well, there were several content-based coordinations with the ZDF. We certainly did pay attention to, what are we doing, what are they doing, where do we want to go… Aren’t we too far apart. There have been several issues where we really cooperated, like we used journalists together, who covered events for us and for the ZDF. And we produced the live ticker, also for the ZDF, thus it was both on our homepage and on the ZDF’s homepage. Well, there were also cooperations, like the linkage of program: today it’s a ZDF-day, so if you wanna see things live on TV, well today it’s on the ZDF. And the ZDF did it the other way around. 

Q: With regard to new media – did you pay attention to what they have been doing, for instance regarding interactive features, did you get suggestions from their online offer?

A: Yes, it would be silly not to observe the rival – well, rival might be too strong a word, let’s say the contender. Of course we did that. Well, I always paid attention to the ZDF, what are they doing. 

Q: And regarding social media, like Twitter and Facebook – what was the strategy for those features?

A: Facebook and Twitter, well, difficult issue… We are public broadcasters and have to deal with social media according to the requirements of the public service regulations… It is always difficult to say, we are working together only with Facebook or only with Twitter - those are business companies after all. So we have to pay attention how to deal with them. In the preparation for the Olympics in Vancouver we, the MDR, were in charge of winter sports for the ARD and we actually had a combination with Facebook, even a little bit more sophisticated than at the Olympics: we did live streams and corresponding Facebook chats. I don’t know if you saw it, the users were able to comment the events in parallel to the stream. We did not do that specifically for the Olympics. We employed our Facebook Sportschau platform and indicated our highlights, the online highlights; in the context of Twitter, well, we chose some experts, experts like Katarina Witt or Schlickenrieder
, additionally we chose some moderators and some people from behind the scenes, well, and they had the possibility to twitter. Twitter was employed like, well, basically they were allowed to twitter whatever they wanted to – although there was an editorial origination; however, it was more a view behind the scenes, to twitter a little information and background. Thus, Twitter was handled relatively casual. 

Q: So there was no specification, content-wise, what to write in tweets or Facebook posts? 

A: No, not very strictly. Of course, everyone from the team knew what we intended to do – regarding Facebook, it was supposed to be close to the program, sports should be the primary issue. And regarding Twitter, well, the people were supposed to be the focus.

Q: Very generally, in which way do you think have new media changed the Olympic production during the last two to three decades? What were the main developments?

A: Well, generally I think that new media become more and more important. That is one of the main developments anyway. People are simply learning that they are able to re-watch many things online; the access rates clearly reflect that. The live coverage in Vancouver until, let’s say, 01:00h, was important, but so were the follow-ups! To say, you offer as much as possible – but at the same time not everything, it’s nonsense to show a two-hours-race online again; short and slender features are more appropriate. In this context it is very important to do some in-house lobbying for the purpose that those people who produce things for television produce things exclusively for the new media as well. I think, this is a very important effect and change of perception. Of course, regarding things like the live ticker and simple articles and things like that, not much has changed compared to earlier years. However, everything certainly becomes more and more multi-medial: an article originally only had a photo and a text – meanwhile it has a photo, a text, an audio feature, maybe a background story, a current video feature; all those things might possibly be integrated. This development does go on; the user just gets what he wants. What we also integrated were features which we thought were simply nice, like the option to mark dates of interest in a calendar, and that you were able to for instance print it or import into your Outlook. That you are reminded that the biathlon race is about to start or things like that. Well, things like that we did offer a little more this time. 

Q: Did you react on developments and experiences that were made during the Beijing Olympics? 

A: Yes, definitely. Of course we met with the colleagues who did Beijing and exchanged experiences. Also regarding the sheer technique it is very important to have this exchange – for instance, when are people accessing the online offer the most? It’s not like with TV, where it simply doesn’t matter how many people watch, you always have a good picture. Regarding the live streaming, well, if a lot of people access it at the same time, the quality gets worse. Or the Internet might simply break down. Things like that, of course we did exchange views on that. Also regarding the content. For instance the fact that a good results service is so important and gets so many clicks, well, these are experiences which the ARD gained over many years. You have to differentiate that a little bit with regard to the ZDF: the ZDF consists of only one editorial office, thus, there is also only one sports editorial office at such events; regarding the ARD, well, we are federally structured.  Thus, we have the principle of lead management. This means that different regional public broadcasting agencies within the ARD are responsible for different products. For instance, regarding winter sports the MDR is rotating with the BR. Apart from that, well, the Football World Cup is produced by the SWR, the European Cup by the WDR, the Olympics in London by the NDR. This means, it’s always different groups of people who deal with things. This has the disadvantage that you always have to do exchanges of experiences; you are forced to pass things on to the next editorial office in charge, because it’s different groups. The advantage is that it’s always independent groups who deal with the respective event. And they don’t have an additional event to take care of. Like, additionally, the Tour de France. That is, they can work in a highly focused manner at the respective event. And there is a very active exchange, yes. And of course we paid attention to what had worked in Beijing and what hadn’t. But you mustn’t forget that those were Summer Games. And we had Winter Games, and a different kind of time difference. Of course I talked to Bernd
 from the BR, how did you produce Turin 2006; but well, Turin was different, it was in Europe, you could get there by car. Thus it was very different regarding the logistics. The principle for the Olympics in Vancouver actually was Salt Lake City 2002, this was our parameter towards which we oriented the production. However, this was already eight years ago. In terms of online developments this is quite a long time… 

Q: And what about social media, for example interactive features like Twitter and Facebook – was that already integrated in the Beijing production and might have been further developed?

A: Twitter and Facebook weren’t integrated in Beijing. It was the first time in Vancouver.

Q: So it was given a try now. 

A: Yes, we kind of experimented now. We absolutely wanted to have it and well, from November on there was something like an experimental status in the whole winter sports production; the ARD had already integrated social media for a little while, for instance collaterally at national matches in football, and we said, we also want to have that at the Winter Olympics and tried it two to three months during the winter sports season and kind of practiced, where do we have to pay attention. And at the Olympics, well, we really employed it as a kind of experiment.

Q: What about the status of new media; are they regarded as being more important now – also in-house, for instance among TV colleagues? Was there a development in the last years?

A: Definitely. It really is changing. New media are no longer just seen as the appendage, as the morons, as those who are a bit different… That’s no longer the case. Meanwhile there is the clear perception that we actually are existent. Of course, there are always some people who want to avoid that or those who just cannot do anything with it. But many people have realized that there is now an additional channel to the audience and especially to young audiences. Well, the classical way is always like that: the editor XY creates a feature about a bobsledder and for this feature he needs one quote of this bobsledder. The editor poses a lot of questions to the bobsledder and for his TV feature he might only use one of the quotes. However, for us the whole interview might be interesting. The perception to produce this interview also for the new media, to play it out fully; to say the feature needs only one quote, but the interview actually has ten and those are for the new media people, well, this really has changed and is quite normal now. Three tow four years ago you still had to convince the editors to do some additional stuff for the new media section. And meanwhile this has become a real standard.

Q: So the editors are doing work specifically for the new media? Can you put it like that?

A: If you shorten it like that, well, probably it would be phrased a little bit too strong. But it’s right, of course. It’s definitely increasing more and more. 

Q: Talking about the audiences, how was the Vancouver online offer received by the audiences? What was successful, what was less successful?

A: Hum, what was successful… what did we offer again… it already feels like a long time ago… Well, especially successful was the live coverage. The live ticker and the live stream have worked out really well with the audiences; they got retrieved a lot of times. The video material in general was very successful. What was less successful, well, I think the coverage of certain Olympic disciplines – no matter in which way, videos or whatever – disciplines the Germans simply aren’t interested in. Like curling, well, that is always a bad example, because curling really can be exciting, but a quarter final in women’s curling between Sweden and South Korea just wasn’t interesting to anyone. The Germans also have their difficulties with short track. You also think about doing an editorial emphasis on certain things and completely excluding sports like that. We decided to cover everything, however, to establish an editorial relevance. This women’s curling match just gets a short article with about ten sentences and one picture. And really, nobody was interested in that. We got very few clicks on that. 

Q: And which disciplines had most clicks? What were the most retrieved ones?

A: Biathlon. Women’s biathlon is an absolute success, Alpine Skiing is an absolute success. Yes, the Germans are very much into those Nordic and Alpine Skiing disciplines. Bobsled and sled certainly are also important issues, especially because of the German athletes, who are very successful. And also because of this deadly accident, which was an issue… Speed skating as well. It gets a little less regarding the more exotic disciplines, like short track; there are also no Germans who are successful.

Q: So it is obvious that a certain national success is supportive for high access rates?

A: Yes, the national success is essential. Well, you cannot say that any of our rubrics wouldn’t have worked at all; everything worked somehow. However, there are always some things that take a back seat, like behind the scenes, that’s a feature where we are introducing the moderators and the audience gets a view behind the scenes, well, that’s often the case that some users really like that a lot and others just aren’t interested in that at all. And also our blogging activities… There are some, who are interested in Katarina Witt’s assessments and there are some who say, can you please focus on your core competence and your core competence is to cover sports! 

Q: So things like blogs have been criticized?

A: Partly, yes. And you must not underestimate that. The Internet offers the user a feedback channel and the user definitely uses this feedback channel. And he states critical points regarding your program. And of course, this is a form… Well, you are aware of its existence and you definitely have to be able to deal with it.

Q: And in general, what were the most significant responses to your Olympic online offer?

A: Regarding the new media offer, well, based on the fact that we tried something completely different, the resonance was really positive. Especially the new media, with an offer that was new for the ARD, we had a lot of features that were different and which haven’t been there so far, the website looked somehow a little different – especially through the slide-effect, we tried all that. There was very positive feedback. We were really lucky; it might very well have been different… You cannot complain about that. This happened also in our channels, that is, in forums and mails, people are complaining about a moderator they don’t like, a commenter they don’t like… Then, there’s the expectance that everything is live – well, it just happens that TV has to say we are broadcasting the bobsled ten minutes time-delayed in the program because the figure skating overran. And this still works like in the old times, they say, well we still show it as if it were live, with the same dramaturgy. Of course, this is difficult when we announce the bobsled winner already 15 minutes before online. 

Q: So how does this cooperation work? Are you possibly holding back the respective result?

A: No, we don’t hold back anything. Well, it’s just obvious to anyone that we are always live online. Of course, there is a difference between television and new media; every cooperation might be perfectly planned, however, we always have the standard of live coverage and direct communication. But I think there’s a development going on. The television colleagues are increasingly learning that the audience knows that they can get information from different sources. Ten years ago it might have been that the TV images and maybe the videotext were almost the only sources of information; there might have been just a handful of Internet nerds who succeeded in obtaining live results somehow… Now the situation is different, live results are obtainable everywhere and we just cannot get away with doing a time-delayed result service because the ARD also broadcasts time-delayed. People know how to get to official homepages or how to follow foreign homepages, or Spiegel Online
, they also provided a result service. 

Q: Could you imagine that people might be sticking with a good online offer and start to neglect the actual TV broadcasts?

A: Yes, I think so! Well, my personal way of using the media clearly comes away from TV. Well, I think the web… Well, I just accustomed myself to doing several things at the same time. I cannot really speak for the Olympic Games, as I was very stressed and worked all the time; but regarding other sports events it is often the case that I am on the website, the live stream is on, but at the same time I surf around on the respective homepage. So yes, I think this is definitely a future development. 

Q: So some day everything might be running through the Internet?

A: Yes, I can imagine that. The question is, where does the Internet go? I do not think that one day we will all sit only in front of our notebooks and computers and watch TV. I think that TV and Internet and computers are going to converge in the way that you will be watching TV through the Internet. I think, there will be like a remote control with ten buttons, where the first program is on one, well, many users just still like that. 

Q: So the forthcoming trend would be increasing convergence?

A: Definitely. I am convinced that some day the Internet will be the only source for the TV program. The user will definitely be able to decide how he wants to consume the program. If he wants to consume it in a convergent way, if he wants to watch the TV image and to chat at the same time or read or if he only wants to watch TV, he simply switches on one device…

Q: Such an increasing online usage might support a rather individualized use, for instance regarding the Olympics. Do you think that the Olympic Winter Games in Vancouver have been followed rather individually? Or maybe in groups? 

A: Yes, I think so. There are users who say, well, I want to compose the offer by myself. And online I am able to watch one video and another video all the time. I think the linear exposure, which a program on TV does have, no matter if you watch on TV or via the Internet, well, I think this still has a certain value. And I think that will last for some more time. 

Q: This all would speak for an increasingly individual use. 20 years ago there was a theory that big events like the Olympics might be followed often in groups.

A: I think the fact that the Olympics might have been watched in groups 20 years ago is also based on the fact that not everyone had a TV set and that’s why you got together in groups. I think the use gets increasingly individualized; however, the phenomenon of watching something together in groups will always remain. Like public screenings at football championships or the option to follow a match in a pub, well, that’s still possible…

Q: This might just be an individual decision, a preference how you like to watch sports – and probably depends on the sport itself as well.

A: Yes, definitely. I think that depends on the sport.

Q: Finally, again a rather general question: In which way would you say have the Olympics generally changed in the last two to three decades?

A: I think that they have changed completely. 20 years ago, the commercialization was already fully under way; we just had the death of Samaranch
, who kind of embodies the commercialization of the Olympics. The IOC has developed into being incredibly powerful. With all their regulations… And they increasingly start to see the profit. Thus, everything has become very commercial. I cannot assess if that is a positive or a negative development. For instance, in my opinion the best athletes ought to participate at the Olympics – consequently, I think it is perfectly fine that professional athletes are taking part and not exclusively amateurs like 40 years ago. This is a misbelief anyway, because actually, who is still an amateur these days? Other countries partly have real programs for sports advancement; we have in this context a little bit the federal armed forces. I think we really should pay the athletes for doing sports, and they also almost all have sponsors. I think this development is unstoppable. And well, the regulations by the IOC, for instance when are you allowed to air which commercial, well, they are very special… I read some regulations, well, that was kind of heavy. 

Q: In which way?

A: Well, for instance they exclude things in order to get it their way; to say that we are allowed to broadcast a video signal only within Germany, that’s based on the fact that the powerful channel NBC, who pays by far the most money to the IOC to secure the rights, well, the NBC just demanded that. They said, we don’t want that the Africans or North Africans watch the Olympics for instance at the ARD – although in the wrong language. Because we want to broadcast things time-delayed. Sometimes the NBC broadcasts everything time-delayed, because they want to have it during the US prime time – in order to refund the expenses which they had for the rights by means of prime time commercials. This is the circle. Somehow this is very strange. But that’s the way it is.

Q: This means the commercialization within the IOC has direct effects on the production of the Olympics?

A: Definitely. Definitely – sometimes it is even worse… We have kind of the advantage, at least regarding editorial issues, well, being public service broadcasters we aren’t allowed to have any commercials online anyway. This means, I didn’t have to bother at all about all those regulations – which commercial can be put where and so on. Because there are official advertising partners of the IOC. It even gets a little more extreme with regard to television. There must not be any ads for the own product anywhere. It’s not that easy for the public broadcasters that there is Coca-Cola and Visa Card everywhere. But that’s a development which cannot only be found at the IOC but in principle in every sport; it’s not any different in football for example. Nobody cares anymore that you have advertising banners in the TV image all the time. 

Q: So the IOC in a certain way just adapted to a general trend?

A: Definitely. This is significant for all of the Olympics. You want to make money with it, therefore the pressure to perform gets increasingly higher; the more exciting it gets, the more you have to pay. That’s the circle.

Q: Has this an influence on the Games’ atmosphere?

A: Yes. But I think it always depends on the respective country. This time, in Vancouver, everything was very familial; however, my impression was that this was very much due to the fact that the Games were hosted in Canada. I think the Games in Beijing were perfectly organised, just perfect Games. But they have been cold Games. And Canada was very sincere in that regard. Additionally, winter sports are somehow different to summer sports – there are less disciplines and everything is more combined. This might lead to the more familial impression. I might be wrong, no idea. Well, I think that the mentality of the hosts is always influencing the Games’ atmosphere and mood. In Vancouver, the athletes have been very close, you were able to talk to them – I think this is a very American phenomenon that athletes are always tangible; the American media are very good at emphasizing how important all that is. Whereas in other countries there is often the opinion that the athletes have to be protected from the media. And this creates a certain distance. This is my impression. Of course, this is very speculative…

Q: I know that you said on the phone that you must not provide any statistics about the Olympics, right?  

A: Yes. I can tell you two figures – maybe they are helpful for you. Those were the official figures that could also be found in our press release. We had almost 59 Million accesses to the homepage. Of those, ca. 10 Million accesses to our video live stream – thus, this was the most popular feature. Overall, we clearly beat the ZDF: they had only about 25 Million accesses!

Q: Thank you very much for your time and the interview! 

D3 Interview III – ZDF1

Interviewee: Mr. Andreas Heck, executive online editor ZDF

Time: Monday, May 2nd 2010, 11:00h 

Place: ZDF, ZDF-Str. 1/Lerchenberg, Mainz/Germany, office

Length: 38 minutes

Q: My first question is: which general significance did new media have at the ZDF’s production in Vancouver?

A: We’ve been in Vancouver for the Olympics with three colleagues and two reporters – it is generally very important to be present with the new media department, in order to provide a feedback channel for the audience. And in general, to have a good offer on the Internet. Also, many decisions took place during the night and for that reason it was very important to us to offer on-demand-stuff, material which is accessible on the homepage, to provide a lot of video-content from the sport events. Simply to give people, who possibly get up around 8 or 9 a.m. and want to catch up on the Olympic decisions, well, to give them the opportunity to do that on the Internet.

Q: So the time difference between Canada and Germany has had a big influence on the structuring of the online offer from the beginning? 

A: Yes, definitely. In addition to the on-demand-offer, which we provided, we had a very up to date on-demand-broadcast, which always brought people up to speed in the morning. Thus, you continuously had an up to date news-broadcast, maybe a little similar to the 100 seconds
 you know from normal news-broadcasts. You just get the latest update supported by images. We also offered this on days when the ARD broadcasted, although we had fewer options on these days to work with moving images. 

Q: And in your opinion, what were generally the most important online features for the ZDF in Vancouver?

A: The core of our offer was our data centre, which was the Olympic program scheduler that we offered. The program scheduler showed on the one hand all public broadcasting offers during the Olympics, that is, the channels, the digital channels. On the other hand, you could see all the Olympic decisions. By means of this planner, which was interactive, well, you were able to select certain decisions or disciplines, and then this was imported into your Outlook calendar or you could be reminded by email that the respective discipline is about to start now. Moreover, there was the possibility to get information by mail after a decision, you were provided by mail with a short video about the disciplines you had selected previously. Yes, I think this was the core of our online offer, because we integrated everything that you could see on TV – in the scheduler, we not only offered the ZDF’s program on TV and in the digital channel, but also the ARD’s program and the ARD’s digital channel einsfestival. Of course we were in close cooperation with the colleagues and also reacted on things – especially at the Olympics, well, you are able to plan a program day, however, then certain decisions get cancelled or delayed due to bad weather. Or certain decisions suddenly get interesting: for instance, if you look at the Summer Games, then judo might suddenly become interesting because a German athlete surprisingly fights for the gold medal. These are issues that are not included in your initial planning… And this worked out really well, we collaborated very closely with the TV colleagues – thus, we were able to offer the scheduler in a very up to date manner. 

Q: Thus, you would assess interactive features like the Olympic scheduler as central?

A: Yes, definitely. This was our focus. 

Q: And what about other interactive features, for instance social media? You worked with the general ZDF-sports Facebook page and also twittered over a general profile.

A: Yes, well, let’s say, the significance of these social media at the Olympics was not really that high. By now, we have doubled the amount of our followers compared to the time period of the Olympics. Social media are an element, where you are able to put certain things on – but I wouldn’t consider it as central to our Olympic coverage. You still have to wait some time, how these social networks are further going to develop and well, we simply try to be in that game at an early moment. The full potential, which these social media have, well, you certainly will be able to see that only later. And speaking of interactivity, we had one more very important element: the interactive medal table, where we… Well, the medal table traditionally is one of the highest demanded things in the teletext or in the online offers. And it’s among the most accessed ones. At the Olympic Winter Games, where the Germans are always successful – 2006 they won the medal table – well, at the Winter Games, this is particularly interesting. And we paid attention not only to offer the usual listing according to gold medals. That’s the usual thing: the one who has the most gold medals is ranked first in the table. However, we also wanted to offer other options. To be able to arrange the list according to silver medals, to bronze medals, to the overall won medals, or also according to a point system, where you got three points for gold, two for silver and one for bronze. This even went so far as you were able to see, from which federal German state most Olympic champions came or from where most medal winners. And this is an interesting element, which might be worth being further developed with regard to the next Summer Games; then you could for instance also include those, who are among the best eight! I mean, the Summer Olympics are different in that regard, things like reaching the finals in an athletics race or in swimming can be rated differently. 

Q: This means, you are always reacting to developments – for instance from Beijing 2008 – and what worked out and what didn’t?

A: Yes, exactly. And this is an issue, which we coordinate with the TV colleagues and where we say, well, we do not just wanna look at the medal winners, but also at the reaching of the finals. And how the different athletes or nations might be classified according to that. What I could also imagine is to establish a kind of relation: how many millions of Germans are there, how many millions of Ethiopians and so on. And how many medal winners are among them. This is also an idea, which we have in our minds. 

A: Ideas like that, are they developed together with the TV colleagues? Or independently by the online editors?

A: Yes, well, at least in consultation. The idea with the finals in a medal table, well, that’s a thing where we say: that’s a wish from the colleagues, a journalistic wish. And then we can integrate this online, we can add this option to our offer. 

Q: And generally, would you regard the online offer as being independent from the TV offer? Or is it rather a supplement?

A: It’s a supplement. However, it’s independent in the sense that we are certainly able to have other priorities online. We are able to say, well, let’s put a focus on cross-country skiing today. If there happens to be an interesting decision at the moment. It is always a supplement when we say, well, we offer something like the Olympic scheduler, which very much relates to the TV program. But the TV colleagues do not tell us to have a certain headline, for instance, Magdalena Neuner wins the gold medal. Of course, we do that by ourselves – at the moment, where Magdalena Neuner wins gold, it’s a headline on our homepage. But it’s not like a TV colleague would tell us what to do. However, certainly there are mirror effects. For instance, that we get information from the TV department, that we are able to integrate interview pieces in our online offer. Regarding this aspect, there really is a close cooperation. In order to get certain things online as fast as possible and to publish them, respectively. One example: the day the sled-accident happened, the ZDF did not broadcast that day, the ARD did, well, our TV colleagues who were on-site, they supported us with information from the sled-course. Thus, we were able to publish news regarding the accident.

Q: So you might say that the online department is independent regarding the editorial office, however, that it is dependent on TV material and information and that it reacts on the TV offer? 

A: Yes, exactly. We get most of our material from the TV colleagues. And certainly, there are many overlaps. In this regard, you have to keep in mind how many TV colleagues are on-site – at every event, there is a whole ZDF crew, one editor, one IT-editor for the electronic coverage – and they continuously are in touch with the athletes, the coaches, the officials. If we wanted to establish a system like that also for the online section; well, that would be incredible, it’s incredible how many people already are running around! The TV colleagues often called us immediately and supported us with information, which ZDF online does publish instantly on the homepage. Then we can integrate all this information, online and in the teletext. 

Q: In this context of collaboration: how was the cross-promotion of the online offer on TV designed? Was there an actual strategy?

A: On the one hand, there is promotion that is done by our marketing department. For example, they create banner ads for websites or other different marketing activities… That’s one thing. On the other hand, we have cross-promotion, which we coordinate directly with the TV colleagues. For instance, we had a trailer, which was repeatedly shown on TV; I got together with the TV colleagues and we developed this spot together. Or we have verbal agreements – that we speak to the head of the respective broadcast and say, well, if you broadcast this or that today, we have this or that in our online offer which might be compatible, you could refer to that. 

Q: And regarding things like the split screen, where the web address is faded in, or the spot – are there instructions regarding the frequency of the integration?

A: The TV colleagues, the colleagues from the respective broadcasts, they had clear instructions from the head of program – there is a general head of program at the ZDF – well, they got the instruction that the spot has to be on air for instance three to four times a day. Regarding this issue, the TV colleagues in Vancouver had clear instructions.

Q: And the commenters and moderators, were they specifically instructed to mention the online offer? Because in my analysis I noticed that this didn’t really happen. 

A: Yes, this didn’t work out so well. There is an arrangement, however, more with the head of the broadcast than with the actual moderator or commenter. The head of the broadcast sits in the control cubicle and they are saying, well, we switch to this or to that and so on. And they are also able to influence the moderators.

Q: Ok. Then let’s go to another issue: was there anything online, you would have liked to do but weren’t able to for some reason? For instance because of technical or legal constraints?

A: Yes, well, legal constraints; let me think about that… We show everything live and so far we didn’t have the problem that we – well, according to the German programming mandate we are not allowed to put full broadcasts online, at least no longer than 24h, well, it is the question anyway if two days after an Olympic day someone is really interested in the full broadcast. However, we are allowed to offer certain elements of a broadcast, for instance from a biathlon decision, as a kind of summary online. And I think that if someone goes online two or three days after a decision, then a summary like that is more interesting for him anyway. I would rather say, constraints are there with regard to man power, with regard to finances, which you can dispose of; thus, rather internal constraints. Another thing we aren’t allowed to do are online lotteries; any kind of online lotteries which are dealing with the Olympics –  that’s again established in the programming mandate. What we are allowed to do are quizzes, where you can ask for knowledge about the Olympics. You get nothing out of it, except for insight. Things like that we are allowed to do and we also did them.

Q: Did you also cooperate somehow with the ARD online?

A: Yes, we did the live ticker together. 

Q: And what about further cooperations – or did you for instance look for inspiration in the online offer of the ARD or other channels?

A: Well, yes, you certainly look at those other offers, however, rather with regard to upcoming Olympic Games. That’s something I do on-site: what are the Americans doing, what are the Canadians doing, what are online developments where you might say we could do that as well? Of course I do that. Accordingly, there’s always a retrospect, what did you do last time, and then you develop the new offer.

Q: And what were in this regard the main changes since Beijing 2008? To which developments did you react?

A: Beijing? Well, the Olympic scheduler was something completely new this time, and also the medal table has further developed compared to 2008. Yes, these are the main issues… And I think we are much better integrated in TV by now. I have also arranged a lot with the TV-colleague of the daily editorial department in Mainz - she took care that there are Olympic sections in the general ZDF news broadcasts, for instance in Drehscheibe or the Heute Journal
. And she also knew at an early stage, what we had to offer the respective day; thus, the colleagues from the general German news could retrieve certain things very early. Because of the time shift, they did produce things, which were broadcast in Germany in the evening in the general news broadcasts, in the Heute Journal; however, these things originally have been produced by us already the night before, during the Canadian day. And then I was able to say to my colleagues, well, there is the broadcast of the Heute Journal, and they were able to prepare everything beforehand. We had a clear agreement with the TV colleagues from the news in Germany that they are allowed to broadcast stuff at first. 

Q: So would you say that the status of new media within the ZDF has changed during the last couple of years?

A: Yes, new media are taken more seriously, definitely. And everyone is working towards that, all the important people, the editor-in-chief, the director of the ZDF… They clearly say that the new media are very important in the broadcaster’s strategy. And they also instruct the TV colleagues and tell them to implement that accordingly and to work also for the new media department, to support us actively.

Q: Did this development also change the Olympic coverage within the ZDF?

A: Yes, I think so. Well, by now, we are part of the Olympic planning process – which we haven’t been a couple of years ago. One example: the opening ceremony, which was broadcast by the ARD this year. We know from previous Olympic Games that the ceremony or a summary of the ceremony generally belongs to the online videos which get accessed most. So I stated this in the ZDF’s planning conference before the Olympics and said, well, I would like to get a piece about the ceremony and then a TV-colleague was instructed who did a 25-minutes-summary for us. 

Q: So would you regard the online section as being on an equal footing with the TV department?

A: We are not yet on an equal footing, no. But we’re on the right way!

Q: Then let’s switch to a rather general question: do you have the impression that the Olympics have changed during the last two to three decades? In which way?

A: Well, I was for the first time at the Olympics. You can really feel a high degree of commercialization. Whereas, well, if you look at the transmissions it is remarkable that there are no banner ads or something like that in the stadiums. There is no advertisement anywhere at the Olympics. I thought that this was quite impressive. In this context, I did not get the impression that I am getting overloaded by commercials and ads. However, the Games certainly have become more commercial. If we think about it and look at the situation three decades ago, that was about the time when the Olympics were opened for professional athletes from all areas, basically. At that time, there were a lot of sport soldiers – on both sides… By now, this has changed significantly, yes. And generally, regarding the marketing promotion, the preparation for TV – there are a lot of developments.

Q: Do you notice these developments also with regard to regulations you have to stick to?

A: Yes, you certainly have to pay attention there… Well, there was a very interesting debate about blogs and who is allowed to blog at the Olympics. Also with regard to the athletes – there are very strict IOC rules. However, this is probably less a question of commercialization, but rather a question of certain regulations, which the athletes have to follow within the Olympic Village. What happens in the Olympic Village, stays in the Olympic Village – that’s one of these rules… On the other hand, people like Lindsay Vonn
 simply want to get something out there, via weblogs or Facebook or whatever. And in this regard there have been a lot of doubts. That’s obvious. Well, all these social networks, they got a totally different significance during the last two to three years… Thus, the athletes themselves also have to learn to deal with all this stuff. 

Q: Against the background of this growing significance: do you regard these social networks as getting more important for you in the future? 

A: Yes, you definitely have to take part in that. And you have to pay attention to the issue of what the athletes do within the social networks. For some part, this has always been our job as news editors: we get information, select the most important and pass them on. This used to be like that with press agencies like dpa or ap
 – then you did some research on their material and tried to secure some statements to round off the broadcast. And now, this process is happening everywhere in the Internet; I guess, at the next Olympic Games, there will be loads of athletes who have their own Facebook pages. Then it might be a new task for us to say, well, this is really interesting what this or that athlete writes on his Facebook profile and we might be doing something out of that. In the end, this might again lead towards a certain gate-keeping-function on our side. 

Q: Did you already have the impression that the audience appreciated your social networking activities during Vancouver?

A: Yes, I think so. There are also certain very specific examples, like the Norwegian Curling-pants
, they have their own Facebook page, you should check it out. I think they have over one million members. Things like that, well, it’s going to increase. And it’s gonna be a worldwide thing. You won’t just pay attention to the German athletes, but certain athletes from other nations, like Lindsay Vonn, will be interesting as well in the realm of social networking.

Q: Well, then I would like to talk about the audience reception. How was your impression in this regard?

A: The paper is not going to be published, right? It’s just for university?

Q: Yes, just for the uni. 

A: Well, then I can tell you some figures. Wait a moment, I am gonna check… So, we had overall 26.41 Million page impressions in the time period from February 1st until March 4th. And the most successful offer was the media centre; it had 5.59 Million page impressions. The Olympic scheduler had 4.02. Yes, these are the most important figures. 

Q: And would you rate these figures as a success? 

A: I would rate them as a huge success. Definitely. 

Q: In this context, how was the development regarding Beijing two years ago or Turin four years ago?

A: Yes, Beijing, that certainly was something completely different. You can also hardly take Turin as a comparison, as we were allowed to employ lotteries and stuff like that back then. We had a successful lottery, which brought us a couple of Million page impressions. In this context, it’s rather comparable with Beijing, where the video accesses were already really popular. And this is the most important issue for us. 

Q: And if the online offer gets more and more successful – could you imagine that people stay increasingly online and start to neglect the TV offer?

A: I don’t think so, no. For the foreseeable future, TV is going to be the medium that is more important. However, I can imagine that more and more people use the Internet at the same time; parallel to watching TV. We can also see that in the user forums or that the users watch the live stream on the Internet in order to re-watch another broadcast. So I really can imagine that people work like, like with two monitors. One for TV for the live stream, the other one for other web functions. Yes, I can imagine that very well. 

Q: So do you think that eventually everything will converge into one end-device?

A: Well, as soon as you have only one device left, you cannot make use any longer of the fun of having two programs, two options, two monitors working at the same time… So I think that the use goes into the direction of using two devices at the same time; people will have the TV on and discuss the events at the same time on the Internet in an interactive manner. Television won’t be substituted in the foreseeable future, however, the Internet as a supplement will become more and more important. 

Q: A strong online use argues for a rather individual use… Do you think that the Olympics are also followed in groups? Or rather individually?

A: Well, I guess at the Olympics – and in Vancouver, the prime time was between 8 p.m. and 2, 3 or 4 a.m. – I don’t think that they are watched in groups. I think, football is certainly watched in groups. And at the Olympics, well, even at the Summer Olympics you didn’t hear anything of people getting together and watching the Games together. So I think, it’s not so common for the Olympics. This depends on the kinds of sports – for instance, it certainly will be something completely different at the Football World Cup this year. 

Q: Ok – thank you so much for the interview! It was very helpful for me. 

D4 Interview IV – ZDF2

Interviewee: Mr. Gerhard Crispin, sports-editor ZDF online department

Time: Monday, May 2nd 2010, 13:00h 

Place: ZDF, ZDF-Str. 1/Lerchenberg, Mainz/Germany, office

Length: 41 minutes

Q: Well, let’s begin with a rather general question: In your opinion, what was the significance of new media at the ZDF’s production in Vancouver?

A: New Media certainly had a huge significance. Because we, the ZDF, we were able to create a program in the Internet, let’s say, where the user had the opportunity to compose his own highlights and focal points and access them; thus, the user could follow the Olympics individually according to his own interests. That means, if I’m only interested in Alpine Skiing, well, then I can click online on Alpine Skiing and re-watch or check up certain things what I might have missed on TV. Apart from that, we had of course news, results and articles to all the single disciplines and decisions… Which we created and put on the Internet. 

Q: And which features would you regard as having been especially important?

A: The medal table was very important. Also the program scheduler – which kind of had the function of an interactive event scheduler. And the media centre. I think, these were the three most important features. And maybe the live ticker. Yes. 

Q: And would you regard the online offer as independent from the TV offer? Or rather as a supplement? 

A: Definitely as a supplement! 

Q: And how did this demonstrate? Regarding the structure of the online offer – did you intentionally arrange it as a kind of reaction to the TV program? 

A: Well, the television program is framed anyway. This means, the event plan, which the ZDF or the ARD, respectively, are broadcasting is established beforehand. In this respect, when structuring the online offer, I don’t only pay attention to things which television already showed, but I also produce a lot in advance. Compatible to the program schedule. For instance, short videos where I explain something to the audience – they also might not be on TV, but only online. So to say, this would be a preparatory supplement. This might again relate to cross promotion – by promoting the TV offer by means of the program scheduler. And the other way around, television has the option to say, whoever wants more explanation to the respective TV broadcast can get that via the online offer. 

Q: And did you do independent things online as well? Things that haven’t been linked to TV at all? Or was it in some way always a supplement?

A: No, well, we had our own reporters for the online coverage in Vancouver and Whistler, this means that we did some independent pieces, for instance short videos – but let’s say, what we integrated in form of statistics, results, official interviews and so on, these things we got from the TV colleagues. Also interviews with ZDF TV-experts, which weren’t shown completely on television in full length. And we were able to do that online, to show those interviews completely. This means, we were able to show full interviews online, from which people could see on television only two or three sentences. Or only short sequences. Or not at all. For different reasons… But let’s say the things you really notice and grasp regarding the Olympics – they happen in television. Online clearly is less important in that regard. However, we certainly complement the broadcast not only by recycling things from TV and by founding everything on TV. No, our online offer certainly goes beyond that. 

Q: You already mentioned the cross-promotion. Did the ZDF have a real strategy for the promotion of the online offer on TV? Or was it done rather spontaneously? 

A: I would say both – both spontaneously and by means of a strategy. This means, of course there was a strategy, but during a live event it’s often difficult to stick to that strategy. For instance, to refer to the medal table or to online videos in an intentional manner. Or to refer to the blog. Regarding the actual realization of this strategy, these things have often been changed or outshined by the live event, because the live event just didn’t allow for the implementation of the strategy; for instance, during an exciting event, the reference to the homepage would simply be out of place. Because you were forced to comment on the live event and could not easily switch the topic to the general online offer. And of course, we always changed the content on the Internet in accordance to the respective live event. Spontaneity usually outperforms the strategy. And the other way around: of course we had the program scheduler on the Internet in order to promote the TV program. This was central to our offer. The user was able to check all the time what was offered on TV. This means that we certainly also had some cross-promotion for the TV offer online, for instance by means of program notes or the scheduler. 

Q: And what about the moderators and TV-commenters, did they have concrete instructions, for instance to mention the online offer a certain number of times, or was it rather up to them if they mention it?

A: No, there have been, let’s say, certain instructions. Sometimes they have been realized better, sometimes worse. You must not forget that most transmissions are live. And well, in this regard the cross promotion sometimes simply gets neglected and has to give way to the live events. Therefore, the cross promotion doesn’t always work out the way it’s originally intended and planned. But actually, it was supposed to be an inherent part of the program flow; however, it’s not yet ideally integrated. Well, it certainly could have been better. 

Q: And do you think that this is going to be optimized and intensified towards the next Olympics?

A: Yes, definitely. Especially regarding the supplement character of the online offer. On the one hand, it’s the live sport on TV, however, contrary to TV, which only shows what the viewer directly sees, we have online the possibility to dig into a certain topic much deeper! To provide additional information by means of diagrams and charts, videos and pictures. 

Q: And in your opinion, in which way did this increasing emergence of new media influence or change the Olympic production at the ZDF?

A: Basically I would say that not so much has changed. Maybe you rather have to talk to the TV-colleagues about that.

Q: Well, let’s put it another way – do you think that the status of new media within the ZDF has changed in recent years?

A: Yes, this has definitely changed. Yes. Well, let’s say, if you look at the four-years-rhythm or a two-years-rhythm then it’s always rather small changes. That’s probably why I don’t see the huge changes – because I imagine for instance only the situation two years ago. And then not that much has changed in that time. Well, the cross promotion has been intensified or we have chats with TV experts after certain TV events - but all in all I would say that the situation is still capable of development. 

Q: So overall, do you think – if you look at, let’s say, the last eight to ten years – that the status of new media has changed in this longer period?

A: Yes, this is certainly the case. If I think back eight years, then I must say the situation has definitely changed and strongly improved. But as I said, if I regard a two-years-rhythm, then it’s always just small steps. The audience or the user, they realize those changes maybe if there are program notes or references to the online offer or joint activities like the TV-experts-chats online. And well, the cross-promotion, this is not only online, that we say that this or that is going to be on TV now, but it’s also on TV where they sometimes concretely refer to the online offer. 

Q: And is there a concrete cooperation with the TV colleagues? You mentioned before that you use TV interviews – does it happen that TV reporters do such interviews especially for the online department? In the sense that TV works for online?

A: Yes, that’s definitely the case. What is important is that most TV interviews are much longer than the TV audience realizes anyway. And this length can certainly be interesting for us online – and the TV reporters know that, they know that they are not only producing for television, but also for the online media centre. And they create the interview in accordance to this knowledge. And this awareness regarding the needs of the online department is increasing. But at the same time it’s still expandable.

Q: And what about social media like Twitter or Facebook – how would you assess their significance?

A: Well, I can’t really say anything about that. Because I don’t yet have any figures, thus I can only hardly assess it…

Q: Well, let’s not so much rely on figures then, rather on your personal impression – in your opinion, were Twitter and Facebook important aspects of the ZDF’s online strategy? Or were they rather secondary?

A: Well, they certainly have been rather secondary. Not the paramount issue. We tried those social media, it was more like an experiment. Well, you certainly notice that those social networks become more important in the editorial daily routine. However, this does not mean that they become a central aspect of our strategy. I would rather regard social media as an additional gimmick. In order to establish an interaction with the user. We have integrated Facebook and Twitter already before the Olympics, because, well, it’s just like that in Germany there are many users in these networks and we said, yes, ok, I am gonna integrate the ZDF or ZDF online there because you know that there are a lot of users. Let’s say, there is a lot of user potential in these social networks. And indeed, if you look at the pages, especially at the Olympics or now with Michael Ballack
 - if you have topics like these, then there are loads of interesting discussions online. Because people are really interested in that. And it’s not like that we didn’t do that before the emergence of Facebook – we do have our own ZDF forum. In this forum, the Tour de France or football or the Olympics work out really well, however, the forum certainly cannot keep up with Facebook regarding the whole construction and the amount of users involved. Thus, it also doesn’t have as much page impressions. And by integrating social media you are able to bond with a younger audience. In order to show them, it’s not only ZDF online on Facebook, but we have a regular offer as well. Therefore, social media are important, but not central. 

Q: And did you have a strategy for instance with regard to the content of Facebook posts? 

A: Well, this strategy changed every day. Due to the refresh period of events; like surprising medal winners or things like that. We just had a look at the highlights every day, what might be an adequate topic to post or to tweet about. And this decision was made every day. 

Q: And in your online strategy, did you specifically integrate the time difference between Germany and Canada? And how did this demonstrate?

A: Yes, I must say that we generally had an advantage online. Because at the really important times a day, this is, early in the morning and in the evening, well, we were able to present the important issues the next day early in the morning. And we could react on developments. This means when Vancouver got to sleep, we started working online… This is also reflected by the page impressions, which were much higher early in the morning. 

Q: In this regard, did you try to present kind of an update early in the morning? To get people freshly informed?

A: Yes, exactly. And we did that, this was another strategy. First of all, we always tried to present new, short information in form of moving images. And then we tried to complete and expand that with further information.

Q: And did you work together with the ARD? Or with other broadcasters?

A: Yes, we did that – but rather before the Olympics, in the planning period, than during the Games. The realization of the respective offer took place separately. 

Q: And the planning procedure was together with the ARD? How did this work?

A: Well, I don’t know the exact details, because I didn’t take part in these plannings, thus I personally didn’t work together with the ARD. 

Q: And did you look at the online offer of other broadcasters, for instance to get suggestions for your own offer?

A: Yes, of course. We did that on a daily basis. Let’s say, it was kind of benchmarking – we did that both before the Olympics… And then there were developments like the ticker. The ARD was lead managing the implementation of the ticker and we took it over from them. I can’t think of anything now that we did for the ARD… Well, but there certainly have been some joint projects.

Q: Then, a rather general question: in your opinion, how did the Olympics generally change in the last decades? Can you feel a development?

A: Well, since I professionally follow the Olympics and am part of their production they didn’t really change. I think you have to go further back for the bigger changes… But for the time period since 2000, since I am part of it, I would say no. But generally the Games certainly have changed – on our homepage, we also had a historical retrospect, we also offered it during the Beijing Olympics, and it went back until 1896 – and of course, since then a lot has changed!

Q: Do you have the impression that the Games are very commercial by now?

A: Yes, definitely. And you can find the commercialization in all realms of the Olympics. From the selling of the broadcasting rights, which cost many millions by now, to the advertisements everywhere. Well, actually everything has a commercial touch to it, additionally there are countless rules and regulations. Then, there is endless merchandising, also when you are there at the Games, it seems as if they are only a sales event. Everything is being merchandised, that is, being merchandised expensively. The ticket fees are very expensive… For me, the negative aspect of the commercialization is the foreclosure of the athletes, of the Olympic family – and you feel that only when you are really there as part of the audience. They all live separately in the Olympic Village, you hardly meet them – well, this is not necessarily due to the commercialization, but the top athletes, well, let’s say, they pick certain media and give them interviews. And they reject those which are of less interest for them. Because they probably hope that their appearance is optimal in the chosen medium. 

Q: Do you think these are developments that are negative for the general Olympic idea?

A: Yes, definitely. And this has not only to do with the commercialization, but also with safety regulations of the organizers. I think it’s these two aspects – although it has been like that even in the ancient world. Even then, the Games have been commercial to a certain extent – there was always someone who benefited from them. Material benefit and also regarding the prestige. And then there are issues which take a back seat – well, there are the top athletes and participants, who might have closely missed a medal; and then there’s the majority of athletes who doesn’t reach this top level at all and who doesn’t get all the attention. They are just taking part in the Games but get no attention. So, for this majority of athletes it’s more about taking part. This is even the case for certain medal winners, to who we talked to, who take part in disciplines that are less popular – in these cases, not even an Olympic medal gets you commercial success. So this strongly depends on the discipline. You certainly realize that certain disciplines – regarding the attention – exist more or less only for the time period of the Olympics. And it’s not the case that they get more popular afterwards, although this certainly happens, but it’s not the usual case. At the most, this might happen if there’s a huge national success. Therefore, it’s especially important to win Olympic medals for disciplines that are usually not so popular. 

Q: Because you already touched upon the issue of Olympic rules and regulations – was there anything in the realm of new media that you would have liked to do, but couldn’t because of certain technical or legal constraints?

A: Yes, well, the TV colleagues on site for instance, the reporters, they were not allowed to go everywhere in order to report or film. Especially with cameras it’s very often very hard if not impossible. Sometimes you weren’t allowed to take pictures at a venue or to film. 

Q: So only the licensed broadcasters were allowed to do that?

A: Exactly. Only some broadcasters, yes. With regard to further rules, well, I surely could think of some, but I would have to reflect on that a little…  Let’s say, all this argy-bargy in the run-up to the Olympics – during the Games it’s resolved most of the times – well, all those issues regarding what is the Internet allowed to do, what are we allowed to report, this means: am I allowed to show everything? Or only specific things? Only during a certain time period? Within a certain deadline? All this is very complex. And it changes every time. Often, it’s not really clear until shortly before the Games. This is extremely annoying. 

Q: Are these issues rather based on the programming mandate? Or on IOC-regulations?

A: Rather on IOC-regulations. Well, the programming mandate is also an issue, but first of all it’s the regulations, which the IOC negotiates with the broadcasters. And these regulations have to be interpreted somehow. And this is the annoying thing. That is, we have to interpret them and after that our jurists have to interpret them again. So, it’s taking quite some time until everything is settled. And as I said, it’s very complicated.

Q: Then I would like to talk about the audience reception: In your impression, how did the audience like your audience offer? Was it successful?

A: Well, unfortunately I don’t really have information about that. I don’t have any figures. Of course, you see the number of clicks, you see the page impressions, and the length of stay and from these issues you are able to draw conclusions; you are also able to draw conclusions from the competitors’ figures – however, I notice very often that certain things simply aren’t included in the counting. It’s not yet like with TV, where you have official ratings on which you can rely quite safely. Therefore, I am always very sceptical when it comes to figures. Also, there are no analyses if an offer was good or bad or mediocre. There just are no reliable, comparable data. Therefore, you cannot really say anything about that. This is a very unsatisfying situation, but well, that’s the way it is. 

Q: So you don’t have a subjective impression – for instance based on feedback by the users – that makes you say the offer was more or less successful? 

A: I say, I have the subjective impression that our offer wasn’t bad. This is the only subjective impression I have. But I cannot relate this impression to figures, it’s only subjective. Well, I think we realized the things we planned quite well. However, if the audience liked it – I don’t know. Unfortunately. It’s a huge drawback, which we have to live with everyday in the online department – we only have certain figures about clicks or things like that, but they are not really reliable. They are only very relative, because certain elements, which actually get you a lot of clicks, don’t get included in the counting. For different reasons.

Q: Could you imagine that – if the online offer gets more and more popular – people might increasingly stay online and neglect the TV offer?

A: Not for the time being, no, but in the future it could definitely be like that. However, at the moment, television still is the medium which people simply switch on and watch. The variations which the Internet offers, well, they are certainly noticed to a greater extent by the younger audience. And later, well, in a couple of years, by those who grow up with it now. Therefore, I think, ten years from now television is not going to play the same role in society as today; it will play a different role. 

Q: In your opinion – how could this work?

A: Well, we already show a lot online. And on the Internet, you are able to comment the things you have watched, you can contribute your opinion. And regarding the live transmission per se, well, if you watch it on a television set or on the Internet – that doesn’t really matter. The Internet simply offers not only one option, that is, to switch the channel, like television does. You can also check on a result or add the live ticker to your monitor. And this is going to play a much bigger part in ten years than it does now. Therefore, I can imagine the scenario that people switch to the Internet, but give it a little time. It’s gonna be the generation which grows up with the Internet. I think, it’s gonna be like that in ten years – at the latest. 

Q: This increasing significance of the Internet would support a rather individual way of watching an event like the Olympics – could you imagine that the Games in Vancouver have been watched in groups? Or rather individually?

A: No, I really cannot imagine that at all. Because I think, well, there might be some who have specific Olympic interests and that there is a group that comes together for specific events like finals, where you have huge German medal chances. Yes, I could imagine that. But not to the extent like at an important football match, you cannot compare that at all. The Olympics simply have too many different disciplines – thus it’s highly improbable that large groups come together which all have the same interests. Therefore, I think the Olympics are rather watched individually. And the Internet offers the advantage that you can choose a channel, where you have for instance only figure skating. And you don’t get that on TV. This individual aspect is very strong in the Internet – you can easily compose your own program and complete it with certain interactions. And this certainly is a very nice thing. Especially for those people, who are especially interested in specific things. And television just cannot offer that. You would have to have much more channels at the Olympics in order to reach the same effect! But it’s the same with the Internet: although we are on a good way, it’s still very expandable. There would be so much more possibilities and options! But we are on a good way, yes. 

Q: Well, these certainly are nice closing words – thanks so much for the interview. 

D5 Interview V - Eurosport

Interviewee: Mr. Karl Dzuba, editor-in-chief of Eurosport Germany’s online department

Time: Thursday, May 5th 2010, 10:00h 

Place: Eurosport, Rosenheimer Str. 145, Munich/Germany, office

Length: 36 minutes

Q: What significance did new media have regarding Eurosport’s production in Vancouver?

A: Well, relating this question to Eurosport.de – and that’s what I’m doing – then the Olympics in general certainly have a huge relevance. On the one hand, Eurosport has the TV broadcasting rights and we are of course benefiting from that, because the audience also comes to us, to the Internet. For us, the Olympic Winter Games is the top event of the year 2010, apart from the Football World Cup. Accordingly, all powers were focused and mobilized, both with regard to the editorial side and to the technical side. 

Q: And with regard to the whole Eurosport institution, which significance do new media have within the channel – for instance at the Olympics in Vancouver?

A: Yes, the significance of the online department may be equated with TV. We picture ourselves as Eurosport.yahoo.de, we picture ourselves as an independent sports website. And this view is also prevailing within the Eurosport company. This means, although we cooperate with the television department, we are basically independent, this means that we are no mirror image of Eurosport’s TV program. In this context, we are not functioning as a program homepage – which certainly is the case with other broadcasters. As a consequence, the significance of new media within the company is very high; we also have to be in the black and generate our offer, and that’s what we are doing. 

Q: Thus, my next question is almost superfluous – that the online offer might be regarded as independent from the TV offer…?

A: Exactly. Well, of course the online offer is not completely independent, of course we benefit for instance from the TV offer, no question about that. And certainly we cooperate closely with the TV department, that’s obvious. And of course we have certain features on our website with regard to television, sort of TV-program-sites, which we have created. We certainly do hint at special TV highlights in form of articles or publish press statements. However, in principle we work as an independent editorial office that also decides independently, for instance, what’s the main topic and how do we deal with this main topic. You can see that really well on our homepage, for instance, if you compare our website with the TV program, what Eurosport broadcasts there, well then you won’t find many overlaps. This means that for example regarding the main topics, well, if there is Snooker on TV all day long, then we certainly do have that in our online offer, but it certainly is no main topic. Main topic still is and remains football, that’s obvious, further the Formula 1 – which we do not broadcast on TV at all. And Tennis, where we profit from TV broadcasts. 

Q: Is this independence also economic, or just with regard to editorial issues? 

A: This is hard to say. Of course we are working as one company. Definitely. But we certainly do have separate budgets and of course we do have to be in the black. That’s obvious. Partly, our commercial strategies are being set up independently from the TV department; partly it’s the same strategy. This means, then it’s TV and Internet. That’s why you cannot define the independence issue in principle. On the one hand, it’s independent, on the other hand, there is editorial cooperation. For instance, we also get a lot of videos from the TV-commenters which we publish on our website; we collaborate very closely with the commenters – therefore, the independence-thing, well, you must not take a too narrow view of things.

Q: Regarding the cross-promotion, for instance the promotion of the website in TV – what was the strategy at the Olympics?

A: Well, you can find cross-promotion on TV for instance in form of the so-called crawls, that’s the ticker at the bottom line, which runs through the TV image. We employ those crawls not only at the Olympics, but also in our usual program. And there’s a reference to the homepage included. It’s the same pattern online; there are some program pages or special editorial hints at program flashes which are being published on the website. 

Q: Well, I got the impression that during the Olympics the web-address was faded in rather uncommonly. Was there a reason for that?

A: Well, this impression must have been misleading… I just assume. Well, of course I can get the data, how many crawls did we have, but honestly we did not cut back on the offer. It was the same offer during the Olympics like during the rest of the year. There was no cutback. I could also find out, how many crawls we had the whole last year, but I would have to check that myself. But at the Olympics it was operated in the same way. 

Q: So this is a general strategy you have, which was also applied at the Olympics?

A: Exactly. 

Q: Well, I did an analysis of the TV offer, an analysis of seven hours of prime time – and there was no single crawl or fade-in. There were spots promoting the Internet offer and commenters were mentioning it partly. 

A: Well, that happens, sure. Like if a commenter refers to a specific online offer, that has the best effect, much better than a simple crawl, which is even perceived as being very annoying by some people. You have to pay attention to that. Therefore, you cannot have too many of them. But certainly, if a commenter joins in and refers to the Internet, then it will of course, well, you can immediately measure that, it will be accessed to that effect. It often happens that people have the computer running besides the TV and just log on to the offer. 

Q: In this context, do the commenters get specific instructions to refer to the online offer or are they doing this rather spontaneously?

A: No, well, certainly there are editorial instructions by the editor-in-chief to the commenters. We suggest certain online offers to the commenters. This is always a better way than, let’s say, if a commenter says ‘more information on Eurosport.yahoo.de’, that’s one thing, but if they say, well, ‘André Lange
 just won a gold medal and if you wanna know more about him, maybe an interview, then go to Eurosport.yahoo.de’. And there you can find it in the bob section. Then it’s conceivable that more people are going to visit the site. That happens if you have a specific reference. And not just general falderal. This is why we, the editors, pass on our offer to the commenters, that is, what we are planning to do and what we already have online. But they themselves are also reading up about the offer, thus, the information by us is sometimes not even necessary. There is a current exchange; also if you think of Eurosport 2, the commenters are all sitting here in Munich and they are discussing the news broadcast, that is, in collaboration with the commenters, who ask: hey, what special features do you have in the broadcast today, and then there is a reference to that afterwards. Thus, this is a constant part of the news broadcast. A concrete reference to Eurosport.yahoo.de. 

Q: And more concretely related to the Olympics in Vancouver, which new media or online features have been especially important to you?

A: Let’s put it like that, important or most important for us certainly always is the live ticker. It gets us most clicks. Yes, that’s obvious; we had a 24h live ticker, it sometimes transformed into a news live ticker where people could find general information. Yes, we had the 24h-ticker and this was the most successful feature. And we always placed it onto a certain position on the website in order to get people used to it, for the purpose of teaching people – an aspect, which is very important. I mean, everybody knows that the TV program sites in the teletext are on the teletext-site 300, somehow, everyone knows that, and people instantly find it; thus, learnt structures are very important! I would regard the live ticker in this context as the main offer. Some years ago we started to get the user increasingly involved with the offer, also at the Olympics. Everybody talks about user generated content, about Web 2.0, but if we ask the audience: what does this concretely mean? Like concrete examples; then it’s difficult. Of course you say, well, a comment function and so on. There is a concrete example I can tell you about, we had the so-called ‘argument of the day’. This means, we present a specific situation which occurred in the world of sports and let the user discuss this situation. Sometimes we also illustrate our own opinion on the subject, for instance in form of a comment, and then the users can assess that. Sometimes we offer pros and cons, like one editor writes a pro-article, another one the con-article – and then we see what the users contribute to it. In addition to that, we summarize selected user opinions into an article and put it on the website. For me, this is a classical case of user generated content. Yes, that is quite a successful strategy, there are not that many sport sites which have that. And we’re gonna keep to that!

Q: So this was also successful in Vancouver, I assume? 

A: Yes, it was very successful. The user-issues work out really well. 

Q: In this context, how do you assess social media, like Facebook or Twitter?

A: Well, there are very successful concepts, no question about that. Accordingly, we cannot afford to neglect them. We do twitter, twitter.com/Eurosport.de, however, Twitter honestly does not yet have a real significance for us. This could be better. Regarding Facebook, well, we do have a general English account, but not yet a German one… 

Q: … why is that?

A: We kind of wanted to test the English one first; it’s also a question of man power that is related to the issue what kind of offer do we want to create on Facebook. We are still working on that. Of course, we have the advantage that we are able to test Facebook by means of the English account in order to say afterwards, well, now let’s get together – for instance for a Facebook project. It’s also a question of money, it’s certainly not possible to simply branch off an editor, well, and you just do Facebook now, that’s not possible. We do have to elaborate on a structured concept for this and of course branch off personnel, and it all costs money which we do have to refund somehow in the end. We do have one offer, Eurosport together with Jugend trainiert für Olympia
, it’s on Facebook, we are media partners of Jugend trainiert für Olympia and that’s why we have created a specific Facebook offer in this context. I just mention it because it’s this week. So there you can find us on Facebook.

Q: So you generally might say that you are still in the testing phase regarding social media?

A: Yes, we certainly are still testing. We are still at the very beginning. But of course this is going to develop, no question about that. We still can improve a lot of things in this context.

Q: And if you generally think of the Olympics, in which way do you have the impression that the Games have changed in the last two to three decades?

A: Let’s put it like that, I work in this job for ten years now, so I already have witnessed several Olympic Games. However, I cannot deliver a judgment how the Games were 30 years ago. But if you relate it to the field of online media – and that’s what I assume… Well, of course the Olympics have changed extremely. They have been professionalized to an extreme extent, no question about that. That’s just obvious. And our offer has become a lot more extensive regarding the quantity. If I think back to the Olympics in Sydney, well, there’s no comparison to the last Games in Vancouver. You cannot compare our offer with regard to the respective quantity. That’s obvious. What is more, many things have changed content-wise towards Web 2.0 and user generated content, that’s obvious. And certainly the service is much different today, the 24h ticker, this was unimaginable a couple of years ago. Accordingly, the editorial online department was a little smaller back then. 

Q: Speaking of the 24h ticker – was this especially important in Vancouver because of the time difference?

A: Yes of course. Obviously. In the case that the sports events happened during the night, you were able to re-read everything in a clustered manner the next morning. This is the big advantage of a ticker – it keeps all the information from the pervious hours. And the users do not have to click through the crazy amount of our online offer in the first place – which we certainly still do have. Until they have finally found what they are really interested in – that takes a lot longer than if they simply have a look at the ticker. There you get a listed overview over all the events from the previous night. And this certainly is very helpful for the users. Because many offers, that will also be the case at the Football World Cup, there we will also have the ticker – although not 24h, but from 7 a.m. until 11 p.m. – it’s important that you do not loose all the information, that it just disappears into the famous nirvana… Yes, and because all that was very successful in Vancouver, we will continue this offer accordingly at the World Cup in South Africa. 

Q: Apart from that, did you react in some sense to the time difference between Germany and Canada? For instance in form of summaries explicitly in the morning?

A: Yes, well, we certainly tried – and we benefited from the fact that our editorial department was working 24h – well, we tried to pay attention to provide specific information in the morning, during office hours, when people start coming into the office and switch on their computers. In order to provide the most important events from the previous night as a summary and prepared in a way that it was easily apparent for everyone, and that was by means of the news ticker. 

Q: Did you face technical or legal constraints, that is, were there things you would have liked to do but were not able to for some reason?

A: Yes, of course there are certain regulations, however, our offer was so extensive anyway that I cannot think of anything that would have lacked. Well it kind of was a total care-package which we offered at the Olympics – thus, certain things we did not have didn’t carry weight. For example, athletes were not allowed to give interviews directly from the Olympic Village and they were not allowed to blog. But this wasn’t really a problem for us. 

Q: What about the IOC’s commercial restrictions? Did you have to adjust your web offer according to the IOC’s rules?

A: Not that I know of, no. This was not directly part of my range of duty, but I wouldn’t know of anything in this regard, no. Of course we had to pay attention to issues like not using the Olympic rings in a way we are not authorized to. But that’s kind of general knowledge and well, no, no real adjustment is happening there. This was not complicated at all.

Q: In the realm of new media: did Eurosport collaborate with other broadcasters? Did you look for stimulation on other websites?

A: Well, direct collaboration… I can only speak for the online department. No, we did not really cooperate with other broadcasters. We have one major partner, which is Yahoo!, this is our official co-operation partner. Of course we work closely together. But apart from that, no co-operations took place. 

Q: And generally, did you have the impression that the online offer was successful with the audience? 

A: Well, I certainly can email you the data; we had the best access rates of the last eleven years. We have never been better. February was definitely the absolute top-month regarding user statistics! It could not have been better, I am totally satisfied.

Q: And if the online offer is that successful – could you imagine that people are going to get their information increasingly online and start to neglect the TV offer? 

A: Yes, that’s what everyone keeps talking about… That everyone will be sitting in front of the computer and that TV won’t have the same status as it has now. But I mean, well, people also said that already ten years ago. I think, my personal opinion is that online will be further existing next to television – certainly, it will be increasingly intertwined, that’s obvious. But I don’t think that anybody will neglect the TV offer because of the Internet. Of course we at Eurosport do have a lot of video-content which we get from the TV-colleagues; we also have the Eurosport player, among other things, the users can find the Eurosport TV offer there. Maybe you know that, but it’s with costs. For instance, you can find the offer of Eurosport, Eurosport 2 and the Eurosport news plus certain extras, which we buy additionally. For instance, the Russian Premier League – you get the games live, but only if you buy the Player-feature online, not on TV. But this exists side by side. Actually, you can pose the question to yourself: is it the case that you are watching Eurosport’s TV offer all the time on the computer? It isn’t, is it? That’s the question which I am always asking. Personally, I would not do it, at least not all the time. I certainly use the Internet, but I also use TV. And I think that it will stay like that for a while. 

Q: An increasing online use would suggest a rather individual use… What is your assumption regarding the Winter Olympics, did people mostly follow the events alone or do you think people also watched in groups?

A: Well, I don’t know exactly, I do not have any background on this issue. But personally I think that the Olympics are not being watched in groups. I think that the use is really very individual. Also because the Olympics in Vancouver were on at times, well, during the night, and I think people tend to watch rather alone. That’s something different than football, where you get together to watch a certain match. I cannot imagine that people sit together at 8 p.m. in order to watch the men’s downhill race. Maybe there are some people who do it, but I don’t think that’s the general case. 

Q: Back to Eurosport’s concrete new media offer. Regarding the structuring of the online offer for Vancouver, did you react on developments and experiences you made during the Beijing Olympics?

A: Yes, of course. We paid attention to what worked out well, what did not work out – and tried to develop those things further. That’s obvious. If you look at the online offer, there are quantitative surveys regarding this offer; you certainly have to look at the data, very concretely, and you have to look at the quantity: what worked out well, what did not work out so well. There are both quantitative and qualitative analyses. 

Q: Do you have a concrete example of what you changed after Beijing?

A: Let me think about that… We definitely extended the live ticker, now it’s 24h. We did not do that before Vancouver. But we saw in Beijing that this is very successful, and therefore we extended this offer into a 24h live ticker. This would be a concrete example. 

Q: Well, this was my last question! Thank you so much for the interview!

E Revisions 
Based on comments and criticisms of thesis supervisor Dr. Patrick McCurdy regarding the concept version of the thesis
, the following main revisions have been made in order to reach the final version: 

· General corrections, such as the integration of figure 2 and the adjustment of the figures in chapter 4.1.2. 
· Throughout the thesis, the production side and especially the new media production side of the case study were emphasized to a greater extent. Also, the specific contribution to academic research has been played up to a greater extent (cf. chapter 1). For this purpose, a small research has been conducted in order to identify the particular research gap the thesis is aiming at. 
· The methodology section (chapter 3) has been altered: the case study as methodological framework has been added (chapter 3.1.1). The methods of analysis (chapter 3.1) have generally been put at the beginning of the section, whereas the information about the German broadcasters and the broadcasting regulations (chapter 3.2) have been put at the end. 
· Changes in the conclusion (chapter 5): again, the case study’s focus on the new media production perspective has been emphasized more clearly. Also, issues the thesis might raise for future research and potential implications have been elaborated upon to a more detailed extent. In this regard, connections to the theoretical chapter (e.g. media events theory, new media developments) and to the findings of the thesis have been integrated.    
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� Dayan and Katz (1992) explicitly base this line of argument on Emile Durkheim’s (1915) approach to ‘mechanical solidarity’, which states that a sense of familiarity, equality and membership serves the integration of societies. This is the foundation for the ‘organic solidarity’, which can be found in technologized, differentiated cultures (Carey, 1998: 66; Dayan & Katz, 1992: viii).


� This cultural typology of the Olympics by MacAloon (1984) will be discussed in more detail in chapter 2.4.


� This paradigm is opposed to the digital revolution that was proclaimed in the 1990s and implied a more or less complete absorption of traditional media by new media (Jenkins, 2006: 4-6).


� This sufficiency of a thematic core strongly opposes Dayan and Katz’s (1992) argumentation. The authors  were rather categorical and definite in their typology regarding the conditions an event has to fulfil in order to qualify as a media event (Dayan & Katz, 1992: 9). 


� The statement is based on observations in Germany, where the Football World Cup is very often still watched in groups, whereas the Olympics are not. However, this issue would require further research. 


� Cf. chapter 1. 


� The broadcasting regulations in Germany will be illustrated in detail in chapter 3.2.2.


� See chapter 2.1.2. 


� Although monopolist might also be interpreted as relating to the exclusive deals of certain broadcasters in order to show the respective event (which grants them a certain monopoly position), the phrase will in this paper be employed in the sense of Dayan and Katz (1992), who had in mind the clear dominance of a media event in the TV schedule. 


� See chapter 2.4.1. 


� See chapter 2.1.3. 


� See chapter 2.3. 


� ARD, ZDF and Eurosport.


� For the research results, refer to chapter 4.


� For reasons of the constrained extent of this thesis, the broadcasters’ mobile offer has been neglected; the focus was just on the provided websites. 


� For the complete table of the website analysis, see the appendices A. 


� The employed ratings were on request provided by mail by an employee of Media Control (German company for media research; http://www.media-control.de). 


� For the complete tables of the TV-analysis, see the appendices B.


� Four of these interviews were conducted face-to-face; only the interview with Karl Dzuba from Eurosport was accomplished over the phone for reasons of his constrained availability.


� The two ZDF interviewees and the Eurosport interviewee had explicitly stated beforehand that they did not have much time (due to tight working schedules) and wanted to do the interview as quick as possible. Therefore, these interviews are shorter than the ARD interviews. 


� For the complete interview schedule with all questions refer to the appendices C.


� ARD stands for Arbeitsgemeinschaft der öffentlich-rechtlichen Rundfunkanstalten der Bundesrepublik Deutschland (translation: cooperation of the public service agencies of the Federal Republic of Germany). 


� See chapter 3.2.2.


� ZDF stands for Zweites Deutsches Fernsehen (translation: second German Broadcasting). 


� See chapter 3.2.2.


� The German phrase for the programming mandate is Rundfunkstaatsvertrag; its official abbreviation that will be used for citations is RStV.


� For the purpose of this thesis, only the programming mandate’s aspects that are relevant to the Olympic broadcasting will be mentioned. For the whole mandate see: http://www.alm.de/fileadmin/Download/Gesetze/RStV_aktuell.pdf. 


� Around 1.5 Billion US$. 


� For all the offered elements, refer to the detailed table that was structured in the methodology section (appendices A). 


� The ARD’s Twitter team consisted of nine experts, for instance the weather anchorman Jörg Kachelmann, former figure skater Katarina Witt, a cross-country-expert and editors of both the online and the broadcasting departments. 


� There is a German version of Facebook which is called StudiVZ (http://www.studivz.de), however, its popularity is decreasing and not as high as Facebook’s. Moreover, none of the examined broadcasters included the page in its offer during the Vancouver Olympics. Consequently, the page is going to be neglected in this paper. 


� As of 20/02/2010. 


� As of 20/02/2010.


� As of 20/02/2010.


� The ZDF media centre is one of the broadcaster’s regular offers (not specifically created for the Olympics), where the audience is provided with a selection of short videos and recent broadcasts (online at: http://www.zdf.de/ZDFMediathek). 


� As of 20/02/2010. 


� As of 20/02/2010. 


� Clicking on the Flickr-link on Eurosport’s Olympic homepage, the users were directed to the ‘Vancouver 2010 Olympic Picture Group’ that was supported by the IOC. Thus, it was no specific Eurosport offer, but rather integrated because of Eurosport’s partner Yahoo! (Yahoo! being the owner of Flickr). All visitors of the group page were able to see the pictures, however, to be able to upload photos an own Flickr-account was required. As of 01/03/2010, the group had 647 members and 13.650 uploaded pictures. 


� See the appendices A.


� This strong emphasis on weather issues might be based on the fact that the ARD has a very popular weather moderator (Jörg Kachelmann), whose name and picture were displayed on Twitter through the channel’s personalized Twitter structure.


� Contrary to Eurosport, the public broadcasters are not allowed to have any form of advertisement on the homepage (established in the programming mandate; cf. RStV, 2010). Thus, there was no branding at all on their Olympic homepages. 


� For an exact listing of all the employed integration features, refer to the appendices B.


� In the context of the ten employed split screens, the ‘informational’ part of the screen was seven times on the right hand side and three times on the left hand side. 


� Eurosport winterzone (http://winterzone.eurosport.com) is Eurosport’s general online winter sports offer (available in different languages); as the specific Olympic coverage was done via the regular Eurosport website, Eurosport winterzone has been neglected in the context of this research. 


� See the appendices B.


� For the exact interview transcripts with all the issues touched upon see the appendices D.


� With regard to exact statistics of the audience reception during the Olympics in Vancouver, the public-service interviewees were (by certain intern regulations) not allowed to provide full insight. They only stated certain single figures: according to Christoph Rieth (ARD), the ARD had around 59 Million page impressions during the Olympic period; of those 59 Million, ca. 10 Million fell upon the video live stream as the most successful feature. Andreas Heck (ZDF) stated that the ZDF overall had 26,4 Million page impressions; the most popular features were the media centre (5,6 Million) and the program scheduler (4,0 Million). Karl Dzuba from Eurosport would have been allowed to provide statistics, however, the concerned data from February 2010 are not released yet by the time of this thesis (as at July 2010). 


� ‘Tri-medial’ refers to a collaboration of television, online and radio.


� Dzuba’s statement regarding the regular employment of crawls clearly contradicts the findings of the TV analysis, where no single crawl was found. 


� Both Twitter and Facebook were employed for the first time at Olympic Games by the ARD. 


� Argument of the day: Users are invited to discuss about a certain topic on the homepage. Sometimes, experts support/frame the discussion by their opinions (in form of short articles). 


� Cf. chapter 2.2.1.


� Cf. chapter 2.4.2.


� In German, French and Italian, respectively. 


� Q = Question; A = Answer.


� Sportschau: name of the general ARD sports offer (regular weekly broadcasts on Saturdays and Sundays; focus is on football). 


� IBC: International Broadcasting Centre.


� FIFA: International Football Association (“Fédération Internationale de Football Association”).


� UEFA: Union of European Football Associations.


� NBC: National Broadcasting Company. 


� Morgenmagazin: Daily morning broadcast on ARD. 


� European Cup in Football 2008. 


� ORF: Austrian public broadcaster (“Österreichischer Rundfunk”).


� Christian Neureuther and Rosi Mittermaier: former German Alpine skiers. 


� Rundfunkstaatsvertrag: German programming mandate (latest version was issued in August 2009).  


� Katarina Witt: former German figure skater / Peter Schlickenrieder: former German cross-country skier. 


� Bernd Eberwein (interviewee from the BR). 


� Spiegel Online: online offer of the leading German news magazine. 


� Juan Antonio Samaranch: former head of the IOC; he died in April 2010. 


� 100 seconds: short daily ZDF news broadcast (general news, not Olympic/sports); shown exclusively online at the media centre. 


� Drehscheibe and Heute Journal: general daily ZDF news broadcasts. 


� Lindsay Vonn: US-American Alpine Skier. 


� dpa: German press agency (‘Deutsche Presseagentur’) / ap: International news agency (‘Associated Press’).


� The Norwegian men’s curling team attended its games in highly eye-catching colourful pants, which gained it a lot of attention. 


� Michael Ballack: captain of the German football national team, who misses the World Cup 2010 due to an injury – a situation that raised enormous media resonance and public discussions. 


� André Lange: German bobsledder. 


� Jugend trainiert für Olympia: governmentally financed event for the purpose of supporting young athletes (translation: ‘The youth practices for the Olympics’). 


� The concept version had been handed in 22 June 2010.
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