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Keynote Speech

Klingons and Aladdin: Linguicism in popular media and in English
language education
Charles Brown
Hokkaido University, Japan
This presentation explores relationships among linguicism (discrimination based upon
language variety), the media, and formal English education. I provide examples of the manner in
which native-speakers and non-native-speakers of English are associated, respectively, with
positive and negative characters in mainstream media. I also discuss the role of formal English
education in reinscribing such relations of power. I conclude that if formal education is to be truly
liberatory – rather than simply reinscribing relations of social power - this issue (and others like
it) as manifest in both the overt as well as the “hidden” curriculum must be addressed.
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The Social and Psychological Behaviors of Adolescents of Social Media
Users
Dr. P. Rajendran
Head & Co-ordinator, Department of Journalism & Mass Communication/Law, DDE, Madurai
Kamaraj University, Madurai - 625 021, Tamilnadu, India.

Social media is one of the parts of our social life. It influences the Adolescents in all
aspects of their lives. Adolescents generally use the social media for listening and watching
videos, pictures, messages, movies, TV shows, games, etc. Through the social media one can
get the experience of great excitement, frustration and tension. It requires more emotional
involvement, cognitive effort and brain activation. Some familiar social media forms are
Facebook, Twitter, YouTube, LinkedIn, MySpace and SnapChat. Through social media one
can pursue interpersonal relationships with friends and family members. Social media some
ways influence the attitudes and behaviors of Adolescents in almost all the walks of their life
including political, personal and consuming aspects of life.
The social media personally influences the Adolescents in their way of life regarding
their day today activities especially their appearance, relationship, travelling, habits, fitness
activities, customs, knowledge, etc. The data for the study is collected from the 200 Adolescents
of social media users from Tamilnadu, India between the age groups 12 to 24 irrespective of
their gender, education, status, profession, region, etc.
Influence of social media on Adolescents
The study reveals the Adolescents use the social media (Chau, 2010) in five aspects
viz., 1. Social media should not have many restrictions 2. Through social media one can easily
share the information with others 3. One can easily get an informal support to their activities 4.
Easily understand the views of others and 5. It is an alternative way of socializing function.
1. Learning the subjects
Social media is an avenue for the Adolescents of Tamilnadu for learning the subjects.
It makes the learners to be creative interactive in learning (Chau, 2010). The Adolescents use
the social media for the conventional learning methods (Clarke Person, O’Keeffe, 2011). The
Adolescent use the social media for sharing their opinions with their fellow learners in art,
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music, games and the blogs. The Adolescent learners use the social media for improving and
exchanging the knowledge through discussing the concerned subjects and topics.
2. Connecting the people
The Adolescents use the social media to connect with the family and friends for sharing
photos, messages, videos etc. It is used to contact with far distance people through internet. The
social media used the Adolescents to buy products through the sites staying at homes and used
to do some works and getting for some useful information.
Psychological, physical and sociological problems of Adolescents
The Adolescent users of social media of Tamilnadu facing various psychological,
physical and sociological problems (Gross, 2004) like 1. sleep deprivation, 2. excessive fatigue,
3. decreased immune system, 4. lack of proper exercise, 5. poor personal hygiene, 6. eye strain,
7. social isolation, 8. lack of real life social relationship, 9. familial relationship problems, and
10. increasing family conflict.
The social media create some other problems among the Adolescents are 11. decline in
study habits 12. cyber bullying, 13. sexual predators, and 14. exposing to pornographic
materials. These problems lead the Adolescents to social desirability bias and quality-of-life
issues along with high level protest behavior.
Behavioral factors influence the Adolescents
The behavioral factors influence the Adolescents of social net working sites like
Facebook, Twitter, Instagram, LinkedIn, Google+, Pinterest are shyness, moody behavior,
loneliness and stressed feeling. These factors affect the contents that dominate its ‘feeds’ which
determent the behavior of its users.
The study shows the social media influences the personal, political and consumer
behavior of Adolescents in many aspects like privacy issues, opinions on politicians, buying
habits etc.
Political Attitudes of Adolescents
The Political ramifications of Adolescents on social media are algorithms, attention bias
and negative comments on perceive messages. The negative comments reduce the persuasive
9
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influence of the articles and positive comments are not strengthening the effect of persuasive
values.
The online negative exposure makes uncivil comments that lead to hostile cognitions.
Every influence depends upon the attitudes of Adolescents whether it is positive or negative
aspects.
Psychological impact of Social Networking
The human behavior related to social networking such as Facebook, Twitter, LinkedIn
assist the Adolescents users for creating and maintaining their relationship and influenced the
individual differences of extraversion and introversion. The extraversion reflects the dominant
attitudes of the adolescents. The introversion refers to the disposition of shyness and social
phobia. The most important psychological factors that influence the Adolescents are:
1. depression 2. Anxiety 3. attachment 4. Self-identity and 5. Belongingness
1. Depression
Depression mainly based on the relationship of the individual activities which leads to
the symptoms of psychopathology and bias.
2. Anxiety
The anxious Adolescents behave more actively on social media sites. It is a positive
relationship of social networking usage and depression.
3. Attachment
It relates to interpersonal relationship. The attachment is recognized with four styles of
Adolescents viz. i) secure, ii) anxious preoccupied, iii) dismissive avoidant and iv) fearful
avoidant (Benjamins and Colleaques, 2015).
4. Self-Identity
Social media explore and form the self-identity of Adolescents through self-exploration,
compensation and social facilitation. Self-exploration describes the investigation of reacts of
others. Social compensation describes how to overcome the shyness and social facilitation
helps to facilitate relationship formation.
10
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5. Belongingness
It is the personal experience of Adolescents where the feeling being valued and fitted
into the group. The Adolescent users of social media updated the daily events of their personal
lives and the information which interest to them. The perception of Adolescents closed without
actually have to speak with them. Each Adolescent contributes to the social media by ‘liking’,
posts commenting, updating statuses, tweeting, posting videos and more.
Impact of Social Media
The social media mostly helps the Adolescents for creating awareness on cultural and
political issues, world happenings, giving chance to expand social relationship, making social
confidence, heightening literacy, using to get social support from online friends, helping to
develop their motor skills and co-ordination with along blog anf chat which help them to
improve their reading and writing skills.
Most of the negative influence of the social media are violence where adolescents
unable to distinguish the reality and fantasy, leads to irresponsible sexual behavior, fall prey to
the idea of commercialization of happiness, diverting the mind from concentrating their study
etc.
Facebook
The study shows the social and psychological impact of Facebook on Adolescents can
be categorized into –
•

help to meet the member of family, friends and acquaintances of the Adolescents

met in their real life.
•

interact with the members create more trusting, close relationship

•

help the users politically engaged and active

•

make negative self-perception and sense of self worth

•

help for good business

•

look like a real world
11
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•

help to promote easily of others

•

create counter negative of self-perception.

Twitter
The Adolescents use the Twitter for narcissism, self validation and neurologically offers
‘intermittent rewards’ through the right type of followers, share content and informational
content.
Pinterest
Pinterest Board represents the ideal self of Adolescents. The expensive things and
images of Pinterest represent desired identity. The artist and creative designer share ideal selfimage what the followers want.
Conclusion
Interactions something through social media is devoid of emotions. The Adolescents
hide emotions behind social media, but these platforms help them to project any image they
want or want to be. Through the social media Adolescents contact their friends and
acquaintances for chatting and expressing opinions on personally relevant issues. The success
of social media tools depends upon how one use and depends upon the media.
In contrast the day today interactions with others are mostly a continuously process of
nonverbal communication like facial expressions, tone of voice, gestures, body language, eye
contact and having physical distance between the speaker and listener. . These wordless signals
help to understand the true meaning of the conversation or the intensions or the cognitive and
emotional effort of the speakers.
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The Innovation Adoption of Budget Festival Management Communication Policy in
Karanganyar Regency, Central Java
Rachmi Kurnia Siregar1, Umaimah Wahid2
1&2

Faculty of Communication, Budi Luhur University, Indonesia

Abstract:
Regent Karanganyar period 2013-2018, Juliyatmono anticipate the potential budget deviation
by holding the Budget Festival (BF) Karanganyar in 2016 and 2017. The event contains reports on
Regional Revenue and Expenditure Budget (APBD) current year. This study aims to: 1) Analyze the
adoption process of communication innovation policy BF Karanganyar; 2) examine the determinants of
the policy adoption process. The research used descriptive qualitative approach method and in-depth
interview to Bupati Karanganyar and its staff, community leaders, and District Legislative Council. Data
were analyzed interpretively by triangulation. The result of research: communication policy of BF
Karanganyar inspired from Batang Budget Festival in the era of Regent of Yoyok Riyo Sudibyo (20122017). Karanganyar Budget Festival is a political policy Juliyatmono as a communicator begins from
the stage of preparation of the agenda, adjustment, redefine, clarification and routine. The adoption is
determined by internal factors and external factors. Internal factors include the characteristics of the
Karanganyar Regent that is open to change, the spirit of bureaucratic reform, vision, mission and
organizational structure of Karanganyar regency, and the realization of effective, transparent,
accountable and participative governance. External factors include the implementation of Batang
Budget Festival, Law No. 14 of 2008 on Public Information Openness, the spread of corruption cases
involving local leaders, District Legislative Council support, community demands for transparency of
budget usage and the development of technology, information, and communication.
Keywords: Communication policy, Adoption of innovation, Transparency, Festival budget.
INTRODUCTION
The corruption cases are increasingly massive in Indonesia involving local leaders. The Corruption
Eradication Commission's (KPK) in 2004 to June 2017, arrested 78 regional heads because of the
corruption case in the Regional Revenue and Expenditure Budget (APBD. It is including 18 governors
and 60 mayors or regents and deputies.
Authorities and local heads were ineffective supervision and lack of awareness to transparently
inform the public regarding the management of APBD, this was triggered cases of corruption, collusions
and nepotism (KKN)( Siregar, R.K., and Arlena, W.M. 2017).
Avoiding to get involve in the KKN circumstances, Regent Karanganyar period 2013-2018
Juliyatmono attempts to build public confidence. One of them is organizing the Karanganyar Budget
Festival in 2016 and 2017. In the Budget Festival, all work units, districts to villages display budget
usage and implementation of the APBD development and development program in the current year, at
the booth.
Juliyatmono was inspired by Batang Budget Festival as a diffusion result of innovation by Regent
of Batang period 2012-2017 Yoyok Riyo Sudibyo. In the researcher’s study in 2017, Batang Budget
Festival was conducted by Yoyok and started conventionally by distributing leaflets to the public,
inviting meetings of all sub-district heads, and village heads, but it was considered ineffective.
This research uses innovation theory from Rogers (2003). It is emphasized the mental process of
the individual in accepting or rejecting an innovation in the form of new ideas, opinion, or new ways to
implement innovation through various stages.
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LITERATURE REVIEW
Innovation Diffusion Theory is focused on the mental processes of individuals in either accepting
or rejecting an innovation in the form of ideas / new ways or ways to implement innovation through
various stages.
The theory is occurred in a social including the social structure, individual or group of individuals
and has certain norms. The explanation of theory is a series of adoption patterns, innovation processes
to potential diffusion success of an innovation (Yalcinkaya, 2007) in Hajaroh (2016).
The innovation is an idea, practice or object considering new by individuals or other adoption units
(Rogers, 2003). While Damanpour and Schneider (2008) explicitly expressed innovation as a complex
construction and application of studying from different perspectives by scientists from various
disciplines.
An innovation has five (5) characteristics ie; 1) Relative advantage is the extent to which an
innovation is considered better than the replaced idea; 2) Compatibility is the extent to which an
innovation is considered consistent with existing values, past experiences, and the needs of potential
adopters; 3) Complexity is the extent to which an innovation is perceived as difficult to understand and
accept: 4) Trialability is the extent of the examination of innovation in a limited way; 5) Observability
is the extent to which an invasion can be observed by others.
The adopting innovation organizations process has five stages are divided into two activities (Rogers
2003). The first initiation activity is collecting of information, conceptualizing and planning in accepting
an innovation. Initiation is included setting and adjustment agenda every stage. In the second activity:
implementation as a result of adopting certain innovations.
This implementation has three stages: redefining/restructuring, clarifying and routinizing.

Figure 1. Five Stages of Innovation Process in Organizations (Rogers, 2003)
Communications policy positioned as communication process aimed at supporting the
communication system within the state and does not harm society (Abrar,2008). Communication policy
is closely related to social, political and economic development within a country.
In supporting of the successful communication purposes can be achieved, these are influenced by
five elements. Lasswell mentions the source (the sender of the message/communicator), the message
(can be meaning, form or symbol), channel or media used by the messenger, the recipient of the message
(communicant) and the effect (Mulyana,2008).
Communication is a tool of power that leads to political interests. Political sources or communicators
seek to influence through communication (Nimmo,2005). As political communicators, politicians are in
a strategic position to play a political role in a particular political setting.
15
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Anthony and Young (2003) explained the budget as a quantitative plan in units of money for a
certain period of time, usually annual. Budget is a work plan of an organization that applies for a certain
period for the purpose achieved (Adrianto,2011).
A festival is a social event periodically and coordinately by a community. There is no exclusively
standard regulating the festival, considering the festival has a characteristic or unique. It is contained
elements of spirit, special strength, increasing customs kinship and knowledge. The festival purposes as
a special identity or characteristic of a region develop the infrastructure, increases the investment power
and build the reputation of the region (Indriasari,2009).
METHODOLOGY
Based on literature study and documentation research results, Karanganyar Budget Festival has never
been researched. The researcher interested to study the communication policy strategy of Juliyatmono
through Karanganyar Budget Festival.
Research Design
This research applied a descriptive qualitative method to describe a certain phenomenon or social
phenomenon. The research was held in February 2018 at Karanganyar Regency.
The research subjects were determined by purposive sampling: 1) Regent of Karanganyar,
Juliyatmono; 2) Regional Secretary, Samsi; 3) Head of Regional Finance and Asset Agency, Sumarno;
4) Head of Planning, Research and Development Agency, M. Indrayanto; 5) Head of Ngijo Village,
Suwarso; 6) Chairman of the Regional People's Legislative Assembly, Sumanto.
Data analysis by interpretive analysis and triangulation of data from observation result, and depth-in
interview to the subject of research which has been determined. An interpretive analysis is used to
establish the model of Budget Festival communication policy.
RESULT ANALYSIS AND DISCUSSION
The research problem is to analyze the process of adopting innovation of communication policy of
Karanganyar Budget Festival and to examine the determinant factors related to the policy.
Regent Juliyatmono managed the governance in the bureaucracy reform enthusiasm for the
development of the area by prospering the community and improving the quality of public services. This
is in accordance with the Regional Medium-Term Development Plan 2013-2018 concerning on the
2005-2025 Regional Long-Term Development Plan.
The researcher interviewed Juliyatmono as Regent Karanganyar, his staff, and chairman of
parliament.
This study used a qualitative approach. Its implementation focuses on the communication policy of
the Festival of Karanganyar Budget which is inspired by Festival Budget Batang.
As well as analyzing the determinants of festival budget innovation led by Juliyatmono.
The study results in a general description are expected to answer the purposes of research.
Communications Policy Analysis
Lasswell was describing five elements in communication including the source (message
sender/communicator), the message (can be meaning, form or symbol), channel or media used by the
message, the recipient of the message (communicant) and the effect.
According to the perspective of the Laswell model, Juliyatmono as communicator the
communications policy process of the Budget Festival was thrown his idea to apply Budget Festival
inspired by the Budget Festival Batang. Budget Festival I in Karanganyar 2016 in Gedung Wanita and
the second part was in Karanganyar Square.
The message of the policy of transparency of accountability of Regional Development Budget
directly to the people, open and dialogical. Communicants include civil servants in Karanganyar
16
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regency, community, parliament, and other stakeholders. Feedback is expected to build public
confidence that ultimately can increase public participation on the development and erode the
opportunity of corruption in Karanganyar regency.
Adoption of Innovation of Communication Policy
The idea of Budget festival came by Juliyatmono as a result of inspiration and comparative study of
innovation Batang Budget Festival. As well as a positive impact as one of the efforts in realizing an
effective, efficient, accountable, participatory and corruption collusion nepotism -free governance.
In particular, the process of adopting innovation within the organizational sphere by Rogers (2003)
has five stages that are divided into two activities. Initiation is an initial activity that is a collection of
information, conceptualization and planning in accepting an innovation. Initiation includes the stage of
agenda preparation and adjustment. While on the second act of the implementation as a result of
receiving a particular innovation. Implementation has three stages: redefinition/restructuring,
clarification and routinizing.
At the initiation stage, Karanganyar District Government has gathered information related to the
implementation of the Batang Budget Festival by directly attending the event to Batang Regency and
reviewing it from various news in mass media. It is also followed by preparing a conceptualization and
planning adapted to the characteristics of the region.
In the preparation the agenda stage, Subarsono (2005) in Abrar (2008) mentions three activities must
be done: 1) Building perceptions among stakeholders about clarifying the issues; 2) Creating problem
restrictions; 3) Mobilizing support for an issue on the government agenda.
Juliyatmono claimed the budget disclosure format to the public through the Budget Festival has been
done from the beginning served as Regent of Karanganyar. But the current implementation was limited
to village level that displays regional revenue budget, so it has not yet been district-level or involving
sub-districts and all local apparatus organizations. The reason is the nature of transparency begins from
the village because some development is also scattered in the village.
After two times Batang District Government to implement the Budget Festival in 2014 and 2016 at
the level of the district is exposed widely, Karanganyar regency has begun implementing similar events
at the district level in 2016. Related to the adjustment aspect in the initiation phase according to Rogers
(2003), Regent Juliyamono examines issues of public information transparency and transparency
implementation through Karanganyar Budget Festival 2016 and 2017. Implementation is adjusted to the
conditions and characteristics of the local area.
In the redefinition/restructuring phase, Karanganyar District Government is assisted by Gadjah
Mada University (UGM), consultation to the Corruption Eradication Commission (KPK), Ombudsman
and Transparency International Indonesia (TII).
Batang Budget Festival 2014 and 2016 were shown the use of the previous year's Regional Revenue
and Expenditure Budget. However, Karanganyar Budget Festival 2016 and 2017 show budgetary
accountability and development programs in the current year in May 2016 and October 2017.
As matter of fact, it would be great if the exhibited in the early years of the budget so that from the
beginning also the public can find out the development program plans that will run within one year.
Juliyatmono was admitted the most ideal in the first semester by presenting various activities that
had been done last year and informing various programs to be implemented in that year.
As for clarification activities in the implementation phase of Karanganyar Budget Festival, the
regency developed strategic policies that indirectly included in Karanganyar Medium-Term
Development Plan District 2014-2018.
Explanation of Regent Juliyatmono related to strategic policy of Budget Festival:
"The Budget Festival is not specifically mentioned in the Medium-Term Development Plan as it is
a sub activity of the Regional Finance Agency. But the fundamental principle of the event is part
of the system of governance in Karanganyar regency in addition to the application of e17
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government. This governance becomes one of the strategic issues in Karanganyar District, in
addition to infrastructure development, poverty reduction and unemployment.”
Implementation of Karanganyar Budget Festival I and II are adjusted with certain moment or
celebration with leading sector in Regional Finance Agency.
He explained the event part I and II have philosophical meanings. Especially in second part in 2017
which coincides with the century Karanganyar District grew vibrant with various activities in addition
to budget exhibitions as well as cultural arts performances and Karanganyar Expo. He claimed for 3
days the event was visited by about 20 thousand people and not a few visitors who requested the addition
of the festival time.
The association with five stages of the innovation process in the organization especially at the
routinizing stage, Juliyatmono is determined and optimistic to make Karanganyar Budget Festival as a
routine every year until whenever. For that socialization concerning budget transparency become routine
done in his staff of this regency.
In general, the process of adopting innovation of Karanganyar Budget Festival communication
policy is described in detail in the following table:
Table 1. Innovation Adoption Process of Karanganyar Regency Government with
Communications Policy of Batang Budget Festival
Agenda Setting
1.Decentralization
and regional
autonomy.

Matching

1.Issues of public
information
disclosure
and
budget
2. Budget
transparency
transparency
through
the
through the Budget Budget Festival of
Festival of Batang Batang as an
by Regent Yoyok
innovation
of
Riyo Sudibyo.
open, dialogical
and
direct
3.Widespread
accountability of
corruption cases
budget usage in
that ensnare the
combating
head of the region. corruption.
4.Community
demand for
transparency of
Regional Revenue
and Expenditure
Budget usage.
5. The Spirit of
Bureaucratic
Reform in
Karanganyar
Regency.

Redefining/
Restructuring

Clarifying

Routinizing

1.Through the Budget
Festival of Batang that
displays the budget
usage of the previous
year.

1.Pemkab
Karanganyar
develop strategic
policy of Budget
Festival.

1. Implementation
of Budget Festival
every year since
2016.

2.
Pemkab
Karanganyar
get
mentoring
from
Master of Accounting
University of Gajah
Mada.

2. Implementation
of Karanganyar
Budget Festival in
2016-2017. 3.
Support from
District
Legislative
3.
Karanganyar Council.
District Government
consultation
with
KPK
for
budget
transparency,
Ombudsman and anti
corruption NGO like
TII.

2. . Reviewing the
Budget Festival of
the Batang in
accordance with
the values, norms,
characteristics and
potential
of 4.
Pemkab
Karanganyar
Karanganyar
District.
structures
APBD
governance
by
holding a Budget
Festival
of
18

2. Budget festival
with leading sector
in Regional Finance
Agency
3. The committee
team is established
based
on
the
Regional Finance
Board Decree
4.
Socialization
throughout the local
apparatus
organizations, subdistricts, villages
and villages related
to
budget
transparency one of
them through the
Budget Festival.
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6. The development
of technology,
information and
communication.

Karanganyar in 20162017 which displays
the use of the budget
in the current year.

Findings
The necessity to understand innovation in the public area is increasing (Lewis,2017). This is a logical
consequence since an innovation has often made implications for public policy and policy-making
(Garde,2008) and (Boger (2017).
But it is inevitable to implement an innovation typically constrained by various obstacles, and even
laden with uncertainty. Therefore, individuals who will adopt innovations seek to overcome the existing
obstacles, among others, by providing adequate resources (Karch,2006). Nevertheless, claiming the
outcome of an innovation is not necessarily the same across organizations and individuals
(Bogers,2017).
As has been previously disclosed innovation contains uncertainty, so the continuity matter according
to an innovation is predicted to survive when supported by a culture of feedback, accountability and
learning (Acker,2017).
The process of adoption of innovation is influenced by internal and external factors. Acceptance of
an idea or new idea or practice is more likely to occur to individuals who are open to change, respect
the need for information, and always seek new information (Bungin,2014). And also influenced by
personality and individual characteristics.
The next stage is followed by the process of studying, changing attitudes and decisions. This is
adapted to the values prevailing in the social system.
Regent Karanganyar optimistic Karanganyar District Government will be continuously held the
event as the communication policy within the organization, every year because it concerns the public
interest. Some characteristics of communication policy that concerns the public interest, serious,
potential to be serious and have a chance to improve.
In that context, Regional Revenue and Expenditure Budget deviations are marked by the massive
corruption cases of it due to weak supervision of related parties, lack of transparency of budget
utilization by state organizers and low public participation in overseeing development as well as local /
state financial governance.
This effort is done in line with the spirit of Bureaucracy Reform in his staff to create good
government supported by District Legislative
Council and society. Implementation of Karanganyar Budget Festival cannot be denied also influenced
from external factors that are inspired from Batang Budget Festival and to fulfill the mandate of the Act
(UU) Law No. 14 of 2008 on Public Information Openness. Moreover, the community is increasingly
critical and demands a clean, efficient, effective and excellent government. Environmental factors
(external) become one of the decisive factors in innovation in the public condition (Bernier,2015).
The communication model Karanganyar Budget Festival can be seen from the picture as follows:
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Figure 2. Communication Model Adoption Innovation Communications Policy Festival Budget
Karanganyar (Source: Rachmi KS)

CONCLUSION
The innovation of communication policy of Karanganyar Budget Festival was inspired from Batang
Budget Festival.
Communications policy Karanganyar Budget Festival is a political policy of the Regent of
Karanganyar, Juliyatmono as a communicator in conveying messages to his staff to apply transparency
in order to prevent and even eradicate Corruptions. Besides that innovation in an organization is very
important because it becomes a source of change, growth and encourages effectiveness
(Damanpour,2008).
Juliyatmono as the authority holder decides that the event was displayed the current year budget
starting from the agenda setting, adjustment, redefining, clarification and routine.
The adoption as an innovation in budget governance is determined by internal & external factors.
Internal factors include the characteristics of the Karanganyar Regent that is open to change, the
spirit of Bureaucratic Reform, vision, mission and organizational structure of Karanganyar regency, and
the realization of effective, transparent, accountable and participatory governance. External factors
include Batang Budget Festival in the Yoyok Riyo Sudibyo era, Law No. 14 the Year 2008 on KIP,
corruption cases involving local leaders, District Legislative Council support, community demands for
transparency of budget usage and technological, information and communication developments.
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Examining the brandjacking phenomenon in the digital age
Charmaine du Plessis,
Department of Communication Science, University of South Africa
Abstract
This paper adopts an interpretive qualitative research approach to gain an understanding of the
brandjacking phenomenon, in addition to brand risks for content marketing in the digital age.
Brandjacking occurs when an organisation no longer has control of social media conversations around
its brand (Langley 2014). Content marketing is widely adopted by marketers who create and share online
brand content on social media to attract interest in products and/or services (Pulizzi 2012). It has never
been more important for brands to manage their reputations online, in an era where users worldwide
have unlimited access to Internet technologies and social media. In an online environment, the reputation
of even a reliable brand can be tarnished, as it is possible for negative information to spread globally to
millions of people. This means that each brand contact point – where brand conversations often cannot
be controlled – poses a serious potential risk to the brand, including from brandjacking attacks (Chernev
2017). The findings of the present study not only contribute to an understanding of brandjacking, related
strategies and risks for content marketing, but also identify opportunities for further research.
Keywords: brand hijacking, brand risks, content marketing, online reputation
1.

Introduction

In a digital age with numerous online platforms and social networking sites, brands no longer ‘own’
their reputations. Instead, the general goodwill towards a brand exists in the hearts and minds of
unfamiliar people. Brands use, inter alia, content marketing to create long-term trusting relationships
with, and loyalty in, existing and potential customers (Miller 2013). Content marketing is a pulling
technique which brands use to attract social media and other online users to digital brand content that
might be relevant and useful to their lives. Such content is created in the form of blog and video posts,
company white papers, infographics, webinars, case studies, interviews, testimonials, as well as brand
stories, amongst others. Brands also use email subscriptions to communicate with customers who are
interested in the brand, and to alert them to new (positive) brand-related content on different online
platforms (Du Plessis 2015). One of the pioneers of the content marketing concept, Pulizzi (2012),
argues that brands have now become publishers of content thanks to the availability of publishing
platforms and easy-to-use technologies. Precisely because the ample available technologies continue to
evolve, brands have become more vulnerable to cybercriminals, especially when it comes to what is
known as brandjacking. Brandjacking happens when an entity or organisation loses control of
conversations around its brand to someone who does not have that brand’s best interests at heart
(Langley 2014). An imposter might, for example, assume the online identity of a brand, and replicate
its logo and trademark in a way that can harm the brand’s reputation (Ramsey 2010). Recent accurate
figures about brandjacking are hard to obtain and maintain due to widespread regulatory problems across
the Internet and social media platforms. The Brandjacking Index, managed by MarkMonitor (a domain
registrar) has, to date, provided the most accurate data on the phenomenon, but that currently spans only
the period 2007–2011 (MarkMonitor 2018). What further complicates the retrieval of representative
data is the fact that, as new social media channels are introduced, and the Internet evolves,
cybercriminals merely adapt and make their strategies more sophisticated (Mancusi-Ungaro 2014).
There is currently a paucity of scholarly research on brandjacking, with no studies linking content
marketing to the potential risks to brands. The aim of this qualitative study is hence to provide a snapshot
of the different brandjacking strategies employed in the digital age, and to confirm the threat of brand
risk when it comes to content marketing.
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2.

Online brand reputation in a digital age

Online reputation is a vast topic which can be addressed from several perspectives and covers many
disciplines. The extant literature reveals that scholars with different backgrounds and epistemologies
have written extensively about various areas pertaining to the concept of brand reputation. It is generally
agreed that it has never been more important for brands to manage their reputations online, in an era
where users have unlimited access to Internet technologies and social media (see Collins 2016). A
brand’s online reputation is its most valuable asset, and is an extension of its brand reputation across
different media platforms (Pearce 2015). Simply put, a brand’s reputation hinges on how stakeholders
and customers perceive that brand, based on a range of factors such as services and products, emotional
appeal, the company’s vision and leadership, its social responsibility and financial performance
(Kapferer 2012). Since stakeholders and consumers have different ideas about, and associate different
emotions with, a brand, its legitimacy is built on a credible and consistent reputation which can take
years to establish. In an online environment, however, even a reliable brand’s reputation can be tarnished
within a very short time, if not handled correctly. Nowadays it is possible for negative information about
a brand to instantly multiply virally to millions of people (Chang et al. 2013). For this reason, brands
now manage their brand reputation by applying a variety of tools to identify potential risks in advance
(Chernev 2017). Brand risk is, however, no longer only about revealing perceived mistakes which could
harm a brand’s reputation – it should also pre-empt any loopholes which might enable individuals who
intentionally want to attack the brand online (for various reasons) from using the available technologies
(Langley 2014).
3.

Brand risk

Because digital interactions and the prolific use of technologies are evident in almost all aspects of
human life, brands continue to face new risks almost on a daily basis. Content marketing, for example,
provides brands with new contact points from which to interact with existing or potential customers.
However, each contact point poses a risk to brands (Hofman & Keates 2013) which have become
vulnerable to irate customers, hostile competitors, media scrutiny (Copulsky 2011), brand pirates,
sophisticated hackers (Langley 2014) and even Internet trolls who merely wish to garner online attention
(Golf-Papez & Veer 2017). For brands, managing their presence on the Internet and on social media is
thus no longer only about creating awareness, but also about managing associated risks (MancusiUngaro 2014). Ultimately, when consumers purchase a brand product or make use of its services they
also perceive risk, hence brands have been forced to develop strategies to reduce consumer concerns
(De Chernatony & McDonald 2011) while using content marketing to build trusting relationships
(Pulizzi 2012). Hofman and Keates (2013) argue that addressing consumer concerns should include a
brand risk management strategy, to describe what is needed to effectively deal with potential risks. In
this day and age, brand risk can assume numerous formats. In particular, brandjacking (the focus of this
study) has recently attracted more attention because of how seriously brand reputations can be
undermined online.
4.

The rise of brandjacking

Brandjacking attacks can be executed by hackers, brand competitors, unhappy former employees,
disgruntled consumers, cybersquatters and, more recently, even terrorist organisations. Brandjacking is
mainly motivated by economic profit, a desire to damage the brand or to reach some ideological goal.
Although the main reason for brandjacking is monetary, the evidence suggests that some entities
intentionally work to harm a brand’s online reputation, as a means of exacting revenge (Hofman &
Keates 2013). Several brandjacking strategies pose a clear brand risk for content marketing, as discussed
below.
23

Papers of communication, mass media & society 2018 (ISBN 978-955-4543-46-1)

4.1

Brandjacking strategies

In the early years of social media, brands were mostly concerned about activists hijacking a social media
hashtag (a type of metadata which groups together related messages) to convey their messages or parody
accounts by poking fun at the brand about a particular situation (Van den Hurk 2013). Many parodying
social media accounts use subvertising (culture jamming), where images of political or corporate
advertisements are altered as a form of satire (Gabriel & Lang 2015). Although these brandjacking
strategies might still harm a brand’s online reputation, current brandjacking strategies have become
more threatening, and continuously keep pace with evolving technologies to avoid detection. The most
prominent brandjacking strategies are:
4.1.1 Fake social media accounts
Nowadays, many cybercriminals create fake social media accounts with the sole purpose of
impersonating a brand for economic gain or harming its reputation. Brandjackers post content which
appears to originate from the brand, or intercept brand campaign hashtags. Online consumers who do
not realise that these are fake accounts might confuse their messages with those issued by the real brand
(Upton & Suatan 2011).
4.1.2 Spearphishing and scamming
Brandjacking strategies include spearphishing and scamming, which are often hidden in malicious sites
(Hofman & Keates 2013). Emails lure consumers by claiming to be from a reputable brand, in an attempt
to get them to disclose sensitive information. In this way usernames, passwords and financial or account
data are stolen, thus making consumers vulnerable to various losses, including identity theft. Since
consumers henceforth associate their loss with the brand, the brand’s reputation is at risk (Akerlof &
Shiller 2015). On social media networking sites, phishing often occurs through posts with links in the
form of social media URL (uniform resource locator) shorteners which direct consumers to malware or
malicious sites that subsequently steal their credentials (Van den Hurk 2013).
4.1.3 Bogus and counterfeit websites and blogs
Brandjackers often create bogus and counterfeit websites or blogs in the name of a brand, to make
consumers believe that they are purchasing items from the actual brand. These items are, however, often
low quality or substandard, thus tarnishing the real brand’s reputation (Youngblood 2017).
4.1.4 Cybersquatting
With cybersquatting (also known as cyberpiracy), brand trademarks are harmed within the domain name
registration system. Brandjackers register domain names or social media accounts in the name of a brand
in order to later sell it for a profit when the brand wishes to create an online presence (Jain 2015).
Another form of cybersquatting is typosquatting (URL hijacking), where cybercriminals rely on
consumers’ typing errors to redirect them to other sites which often contain malware (Bisson 2016).
5. Research questions
The study on which this paper is based, addressed the following two research questions:
Research question 1: Which brandjacking strategies are evident in the sample?
Research question 2: Which brandjacking strategies may pose a brand risk for content marketing?
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6. Research methodology
This study adopted an interpretive qualitative research approach, driven by the aforementioned research
questions, to gain an understanding of the phenomenon of brandjacking. Thematic coding of the data
allowed new ideas to emerge, by following a systematic process (see Gibbs 2014). Since an interpretive
approach aligns with a search for the underlying meaning of experiences to describe reality, it was
important to build knowledge about the brandjacking phenomenon, as reported in a natural setting,
without researcher interference (see Given 2009).
6.1 Sampling
It was necessary to gain a broad perspective on the brandjacking phenomenon due to the paucity of
existing studies. All tweets (postings) of six major cybersecurity companies on Twitter, a microblogging
social network, which are in the public domain were collected with the NVivo 11 Plus software
programme (developed by QSR International). The initial sample comprised 20 783 tweets. The cyber
companies in the sample included Raytheon Cyber, Mailguard, IBM, Harjavec Group, Cisco Security,
Digital Defense and the National Cyber Security Centre (NCSC). Twitter was selected because the
aforementioned companies are active on this platform, have thousands of followers and frequently report
on cybersecurity risks (including brandjacking). A purposive sampling method was adopted, because
only reported instances of brandjacking that could be connected with content marketing were analysed,
resulting in a final sample of 2 234 incidences (see Given 2009).
6.2 Data analysis
The NVivo 11 Plus software programme provided a robust analytical tool for delving into the concepts
(and categories) related to brandjacking. After the initial sample was collected and imported into the
NVivo Plus software, the researcher first cleaned the data and removed all unrelated information.
Several text query tools of the software were then used to become familiar with the tweets in the final
sample. After thoroughly exploring the tweets, they were organised by following a holistic approach
and considering the two research questions. For example, the data analysis techniques of categorisation
and annotation (coding) and clustering (grouping together texts with word similarities) were applied to
make sense of the data. The consistency of coding into two main themes was maintained by always
considering the research questions (see Saldaña 2013).
7.

Findings

7.1 Brandjacking strategies evident in the sample
The data in the sample show that brandjacking is a lucrative growth industry in which cybercriminals
use especially trusted brand names and logos to scam victims, to obtain either their credentials or their
money – or both. Brandjackers are organised cybercriminals who have the technological expertise to
deceive unsuspecting customers who ordinarily use the brand(s) in question. The findings confirm that,
due to the availability of different technologies, brandjacking strategies are becoming increasingly
sophisticated. In addition, brandjacking not only poses a reputational risk to brands, but also has huge
financial implications. In particular, fake identities and impersonations are becoming prevalent, given
how easy it is to create a fake account on social media. Social media platforms are popular because it is
anticipated that users will inadvertently click on a malicious link or open a suspect file. Well-known
brands are especially vulnerable to spearphishing attacks, where cybercriminals target loyal customers
with whom the brand has already established a trusting relationship. The popular modus operandi are to
target existing brand customers, rather than sending phishing emails to the masses. Spearphishing
attacks use bogus emails that impersonate a trusted brand to steal customers’ login and password
credentials when they access links on those fake websites. For example, an email might state that the
customer needs to verify or update his/her account to avoid it being suspended. Since images of brand
logos are easy to obtain on the Internet, many such fake emails are hard to detect or differentiate from
the real version. Brandjacking also involves sending customers paperless invoices – the recipients have
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no idea that they are not paying the brand for products or services, but funding cybercriminals. This
strategy causes great reputational harm to brands, which subsequently incur financial losses. In addition,
cybercriminals increasingly use malware such as trojans, spyware, cryptocurrency miners and ad-fraud
malware for financial gain.
7.2 Brandjacking strategies that may pose a brand risk to content marketing
The data in the sample revealed that the brandjacking strategies that may pose a risk to content marketing
are mostly hacking attempts. Well-known brands in particular have become the target of cybercriminals.
For example, online imposters create fake social media accounts or websites that resemble real posts,
but with links or files attached to bogus brand content. Users who are lured to these fraudulent links or
files are inclined to click on them because of an existing trusting relationship with the brand. Many
brands that use content marketing on social media have a large number of followers, which makes them
appealing to cybercriminals. In addition, email subscriptions (an important component of content
marketing) enable the use of bogus emails to impersonate brands a lucrative brandjacking strategy. For
example, in the sample, major brands were targeted with fake emails which used copied brand logos to
steal their customers’ credentials via malware. Table 1 illustrates the type and number of brandjacking
strategies evident in the sample, as well as the brand risks facing content marketing.
Table 1: Brandjacking strategies prevalent in the sample and brand risks for content marketing
Brandjacking strategy

Number of
incidences

Brand risks for content marketing

Fake social media accounts
and impersonation

974

Bogus brand content from fake social media
accounts can be used to lure gullible and
trusting users to malicious files or websites

Malware

519

Fraudulent links in bogus brand content can
contain malware and infect users’ computers or
steal their credentials

Spearphishing and scams

741

Brand logos or other aspects of a brand’s
identity can be used to send gullible users
fraudulent emails containing malicious files or
websites that steal their credentials. This can
result in the loss of a trusting relationship with
the brand

Total

2 234

8. Discussion
This paper used an interpretive qualitative research approach to 1) gain an understanding of the
brandjacking phenomenon and 2) ascertain which brandjacking strategies pose a risk to content
marketing. Real incidences in the public domain were analysed. The results yielded evidence of
brandjacking strategies for economic gain that may pose a risk to the brand’s content marketing. The
data confirm that brandjacking strategies such as fake social media accounts (Mancusi-Ungaro 2014),
spearphishing and scamming (Hofman & Keates 2013) and malware (Youngblood 2016) represent a
widespread problem for brand content – and, consequently, a brand’s online reputation. No signs were
found of the cybersquatting brandjacking strategy, most likely because of the limited nature of the
sample. The data thus provided preliminary evidence (and theoretical support for the existence) of
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brandjacking strategies that pose a risk for the content marketing of the brands under investigation, thus
offering a foundation from which to undertake future research. Brands are aware that social and online
media pose a risk to their brand, but cannot altogether avoid joining online conversations that are already
taking place. Although brands can report fake social media accounts, websites or emails, most often the
damage is already done by the time these accounts are deleted. Also, many gullible consumers fall victim
to brandjacking and may spread negative information about the brand (Chang et al. 2013). Brands thus
need to become more aware of how content marketing empowers cybercriminals (see Hofman & Keates
2013) and are should be encouraged to view content marketing as an issue to address in formulating
their brand risk-avoidance strategies (see De Chernatony & McDonald 2011).
9.

Conclusion

The theoretical implications of the findings of this study are situated in two areas: 1) the findings
contribute to the literature on brandjacking by adding a content marketing lens; and 2) the study has put
forward arguments for the expansion of brand risk strategies to consider in respect of content marketing.
While the results of this study cannot be generalised beyond the sample, the data nevertheless provide
additional insights into the brandjacking phenomenon. The findings highlight that brands should become
more aware of how content marketing poses an additional brand risk in the digital age (see Hofman &
Keates 2013). To date, the literature on brandjacking has not considered content marketing, hence this
study offers an interesting point of departure for future research. It would, for example, be fruitful to
pursue further research about brandjacking strategies on social media, by including the perspectives of
both the brands and social media users on a variety of brandjacking strategies. This will assist brands in
formulating their brand risk strategies in respect of content marketing.
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Brand Value of Outdoor Products through New Wave Marketing
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Abstract
This study aimed to know and explain the importance of 'brand value' in building brand equity through
New Wave Marketing on the Indonesian-based outdoor product Consina. The theory and concept used
in this research were the Integrated Marketing Communication Mix theory. The study used a qualitative
approach and a case study method. The study revealed that the marketing activity done by Consina
always strived to align itself with the consumers as in accordance with the new wave marketing concept
where the relationship of a brand with the consumer was horizontal. Consina brand already has a strong
image in the market as it has five of six aspects of branding character namely physical, intellectual,
emotional, social, and personality aspect that affected its brand awareness among the community,
especially among the enthusiast of outdoor activities. However, the brand image was still at the level of
brand recall for the public in general.
Keywords: Brand Value, New Wave Marketing, Brand Equity, Consina outdoor equipment
BACKGROUND
Nowadays, people can easily communicate, sharing opinions and information, as well as
influence each other. As the technology developed, businessmen are forced to follow the flow to win
the market; otherwise, it will eventually lose the market competition. Due to greater competition and
changes in consumer behavior, the marketing world is experiencing significant changes. Competition
can arise from anywhere in any form, while consumers are open to broad information that comes from
all directions. The old rules in the market have also changed. Thus, the traditional marketing paradigm
commonly called Legacy Marketing which is vertical and centered on the company must also be shifted.
In line with the phenomenon, a new concept is brought up dubbed New Wave Marketing. This
concept includes new marketing strategies and tactics to deliver optimal value to consumers in today’s
era of digital. However, the Legacy Marketing principles may still be applied to some extent, but at the
same time companies must also begin redefining marketing strategies and tactics to become more
horizontal in this new wave era (Kottler et al., 2017: 48).
Nine elements of the earlier marketing studies such as segmentation, targeting, positioning,
differentiation, marketing-mix, selling, brand, service, and process are the grand design of the company's
business. These nine elements are summarized into three core elements known as GDP, positioningdifferentiation-brand. In this horizontal era, the elements have shifted. The market is no longer an object
yet the subject because the marketing value will likely increase if they want to involve its customers.
The shift, for example, occurred from segmentation to communitization, targeting confirmation,
positioning to clarification, differentiation to codification. Meanwhile, the 4P marketing mix (product,
price, place, promotion) is shifted to co-creation, currency, communal activation, and conversation.
Furthermore, the brand becomes a character, service becomes care, and the process becomes
collaboration. They are called 12C. (http://marketeers.com/mengenal-konsep-konsep-new-wavemarketing/)
Consina is an outdoor equipment brand from Indonesia founded by Disyon Toba. Disyon born
in 1974 used to be a mountain climber. Hiking up the mount triggered him to open a business in the
field of outdoor equipment. Disyon began to start this business in 1994. Disyon saw a mountain bag,
which he believed made in foreign countries, was eventually made by Indonesians, although under
supervision of foreign companies, the sewing is the work of Indonesian. From there, Disyon learned to
make the same bag. To begin with, he used a material from factory waste. Disyon asked the person who
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previously worked as a tailor in that foreign company to produce a similar bag. Unexpectedly, the tailor
was able to create it with the same quality. (http://www.pendaki.info/2016/12/sejarah-didirikannyaconsina-oeh-disyon.html)
Brand awareness is the basic dimension of brand equity. Based on the consumer's point of view,
a brand has no equity until the consumer is aware of the brand’s existence. Achieving brand awareness
is a challenge for any company. If the product has reached the level of brand awareness, it will be easier
to sell it and will then enter the stage of brand recall and later the highest-level Top of Mind from
consumers (Terence A. Shimp, 2000: 11). Many constraints faced by brands such as Consina due to its
specific segments which aimed for the activists of outdoor activities considering it could not be used for
daily activities, yet for outdoor activities. There is also a lot of competition from similar brands such as
Eiger and Cozmedd (https://kominfo.go.id/content/detail/4286/user-internet-indonesia-nomor-enamdunia/0/sorotan_media).
Based on the background above, the problems are as follows: How the New Wave Marketing
concept related to brand value in establishing brand equity in the digital age on Consina Outdoor
Equipment, and 2) How the formation of a community (communitization) of brand equipment Consina
outdoor through new wave marketing?
Brand Value
According to Kluckhohn in (Mulyana, 2004: 1), values are conceptions (express or implied,
which distinguish individual or group characteristics) from what is desired, affecting the choice of action
on intermediate and final goals. Meanwhile, Kattsoff in Soejono Soemargono (2004: 318) said that the
value is very closely related to good or with the word 'good', although its facts can vary with each other.
Kattsoff in Soejono Soemargono (2004: 323) says that the essence of value can be answered in
three ways: first, the value of being fully subjective is dependent on the human experience as the giver
of value itself. Secondly, values are facts in terms of ontology, but not in time and space. The values are
the logical essence and can be known through reason. Thirdly, values are objective elements that make
up the reality of value.
The concept of New Wave Marketing puts brands like humans, not as organizations or
institutions among consumers. In the horizontal era, brand marketing which was the core value has
changed in line with the growth of human character (Kotler et al., 2017: 208). According to Aaker in
Kottler et al (2017: 153), in building a strong brand, it is necessary to determine the right direction,
purpose, and meaning for the brand and that is called brand identity. It helps build relationships between
brands and consumers by creating plans of value that involve functional and emotional benefits. From
the description above, it can be concluded that the brand value is a price in a brand that can affect
consumer actions towards the brand.
Brand Equity
According to Aaker (1997: 22), brand equity is a set of brand assets and liabilities related to a
brand, its name, and its symbol which add or lower the product or service value to the company or its
customers. Simamora (2001: 67) believes brand equity is the brand power to the consumer. Brand equity
is closely related to how far a customer is satisfied and feel losing of brand changes (brand switching),
they value the brand and consider it as a friend, and feel attached to the brand (Kotler, 2002: 461). Thus,
brand equity is the power of a brand which in line with the product value so that consumers have a
bound to the brand.
According to Aaker (1991) in (Ali Hasan, 2008: 158), brand equity as a series of brand assets
and other assets that are associated with a brand which can increase the product value for customers.
There are five categories of assets that might increase brand equity: 1) Brand awareness, a person
recognize a brand as part of the product category. Brand awareness level consists of a) Unawareness of
brand, consumers are not aware of the existence of new brand, b) Brand recognition, a minimum level
of brand awareness that is when a customer know the brand but do not recall it and will likely remember
it after seeing the brand, and c) Brand recall, when consumers need to be triggered to recall a brand. In
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this level, advertisement and marketer (in a store) is needed, and d) Top of mind when a customer recalls
a certain brand in the peak of his mind if they remember a product category. For example, the first brand
that comes up to mind is Extra Joss and then followed by another brand among a strong and powerful
supplement drink. 2) Brand association, anything related to the brand in the memory or a set of
associated brands formed by the consumer in his mind. The level of brand association might shape a
positive opinion and a strong perception as well as a reason to buy, 3) Perceived quality is the customer's
perception of the quality or advantage of a product that is seen from its relative function over other
products, 4) Brand loyalty is a measure of customer closeness on a brand, and positive opinion toward
a brand, and 5) Brand assets, the other important things as part of the brand, such as technology secrecy,
patents right, and exclusive access to the market.
New Wave Marketing
The term New Wave initially came from I Nyoman G. Wiryanata (Consumer Director of PT
Telkom Indonesia) who saw the marketing era has shifted. He said that the Legacy Era has changed into
the era of New Wave (Kartajaya, 2010: 3). Due to greater competition and changes in consumer
behavior, the marketing world is experiencing significant changes. Competition comes from anywhere
and in any form, while consumers are open to greater information that comes from all directions. The
old rules in the market have changed. Thus, the traditional marketing paradigm commonly called Legacy
Marketing that once vertical and centered on the company is affected. In the midst of such chaotic and
turbulent dynamics, companies must review and refine marketing policies and all of their marketing
tools. If the company fails to do so, the new environment will punish it and that possibly leading to the
brink of destruction (Kottler et al, 2017: 48)
The new trend of New Wave Marketing is (1) Technological Change (from one-to-many
broadcasting to many-to-many networking), (2) Legal Political Changes, (3) Changes in Economic
Power, (4) ) Changes in Social and Cultural Strengths, (5) Changes in Market Power, (6) New Wave
Marketing Elements. According to Kotler in Kotler et al (2017: 168), like a construction building,
marketing architecture consists of three main pillars, namely strategy, tactics, and value. While in New
Wave Marketing, there are changes to the elements in the three main pillars (1) Segmentation is
communitization, (2) Targetting is Confirmation, (3) Positioning is Confirmation, (4) Differentiation is
Codification (DNA), (5) Product is Co-Creation, (6) Price is Exchange Rate, (7) Place is Communal
Activation, (8) Promotion is Conversation, 9) Sales is Commercialization, 10) Brand is Character, 11)
Service is Care, and 12) Process is Collaboration.
According to Kartajaya et al (2017: 149), the brand is seen as an indicator of product value in
the classic era of marketing. Aaker and Joachimsthaler (2000) say brands are assets that can be a basis
of competitive advantage and long-term profile and thus it needs to be closely monitored by top level
management. According to Aaker and Joachimsthaler, this is the goal of brand leadership. Aaker (1996)
in Kartajaya et al (2017: 149) asserted a strong brand is an asset that can provide additional value to
companies and consumers. This concept, known as brand equity, establishes five major categories for
building strong brands: (i) Brand awareness, (ii) Brand loyalty, (iii) Perceived quality, (iv) Brand
associations, and (v) other ownership assets. In the new wave marketing concept, a brand is considered
like a human being; not an organization or an institution. Chris Malone, an author and branding
consultant, notes in Kartajaya (2017: 148) that every brand is human, and every human being is a brand.
According to Kartajaya et al (2017: 155) with a character branding approach, consumers will
act more as followers, follow a brand and choose it among many other competitors', and even defend it
voluntarily. Here are six aspects of character branding:
1. Physical,
Physical aspects will help create the first impression of anything, including the brand. Brands must
be designed in good and represent its character. This is called the substance style. The brand must
have a strong physical character and fit the target consumer. It is not reflected only through symbols
and logos, but also through all the physical signs such as product packaging, promotional materials,
merchandise, service center layout, and so on (Kartajaya et al, 2017: 155).
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2. Intellectuality
In a dynamic industry environment, brands must be allowed to grow while still observing the changes
and non-static trends with its messages. This will help building brand leadership with a strong
character. The key is able to capture new opportunities from the outside and quickly adopt it into
products or services. Companies should be able to generate quick innovation in order to build this
aspect (Kartajaya et al, 2017: 155).
3. Emotional
According to Kartajaya et al (2017: 155), the brand character must be able to provide personal and
emotional touch to the consumer by paying particular attention to the emotional benefits that the
product or service provides. These benefits can be conveyed to the consumer in such a way as to help
create a human to human (H2H) touch (McKee, 2003).
4. Social
Social aspects are about a brand's ability to facilitate customer relationships. Social media not only
allows each brand to interact with consumers but also facilitates interaction between online and
offline consumers. These communities provide platforms both for brands and consumers to be
creative and connected. The community is also very important in encouraging brand support because
the message from the brand is backed by its followers (Kartajaya et al, 2017: 155).
5. Personality
Like a human being, a brand is created with a specific purpose. This aspect of personality refers to
the characteristics which indicate that the brand is not born only for the profit, but also to maintain
the people and the planet. Brands with such personalities will usually be able to attract the loyal
customer (Kartajaya et al, 2017: 155).
6. Moral Abilities
Consumer trust is a high-value element in the New Wave era. If consumers feel betrayed by a brand,
he can spread that disappointment anywhere. Thus, in order to build a long-term trust, the brand
should be able to place consumer trust in a priority. The company should also ready to solve if any
problem arises that potentially risk the consumer (Kartajaya et al, 2017: 155).
RESEARCH METHODOLOGY
This research used a case study method to examine how New Wave Marketing concept related
to Brand Value building Brand Equity in digital era with a case study on brand Consina. According to
Maxfield, cited by Moh. Nazir (2009: 57) in Research Methods, the case study is a study of a subject
with a specific phase or typical aspect. Meanwhile, according to Robert K. Yin (2004: 1), case studies
are appropriate strategies and the research question is related to how or why. It is when the researcher
has a little chance to control the phenomenon to be studied and when the research focus related to the
contemporary phenomena in a real-life context. The researchers have little or no chance to control the
phenomenon.
This research subject was a brand of outdoor lifestyle equipment Consina. The research is done
through direct observation. The object of this research was the new wave marketing concept related to
the brand value used in building brand equity in the digital era. The primary data are data sources that
directly provide data (Sugiyono (2015: 137). The primary data was collected by observation and
interview. The key informants were: (1) Paul Tirta, the Promotion Coordinator of Consina who leads
promotion teams, develops sales, and teaches sales skills to promotion teams, (2) Disyon Toba, Director
of Consina, (3) Andika Pradipta, a staff of promotion teams of Consina who designs, creates and
regulates all product marketing through printed media, electronic media, and social media. (4) Head of
Consina Saharjo Store Yogi Susilo, (5) Indra Pratama, a private employee whose hobby of outdoor
activities, (6) Evan Pratama, a private employee whose hobby of outdoor activities.
The research was conducted at the head office and warehouse of Consina at Jl. Raya Narogong
KM 11.5, Gg. Himalaya I No.1 RT.03 RW 05, Bantargebang, Bekasi City, West Java 17151 and
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Consina Store Tebet. The study was conducted over a two-month period starting from July to November
2017.
RESULT AND DISCUSSION
Product Development of Consina
The research and development team of Consina has a duty to monitor current local or
international trend of outdoor equipment in a bid to maintain the product quality by involving
professionals and also consumers, said Paul Tirta.
According to Paul Tirta: “We still strive to achieve an organizational structure where the RnD division
(research and development) runs well, so it can collect input from anywhere from global trends, local
trends, and professional feedback for technical goods, while for non-technical items such as backpacks,
the feedback can be received from marketing sales teams because they know the needs in one area. And
also, the customer can be involved in the group discussion forum”. (Interview on November 17, 2017, at
09:30 WIB)

Meanwhile, Andika Pradipta said that in addition to the survey, the team also has a community called
"Consiners" for those lovers of Consina products. The gathering often takes place in Buaran in the form
of a talk show in which they give suggestions for the product without getting paid and even sometimes
sincerely willing to come along to the store. (Interview on November 27, 2017, at 16:00 WIB)
Consina Price
Consina has a market for the mid-high community. The price is affordable for mid-high people and
also lower class. The brand also sets the price for lower middle class without degrading the quality.
No.
1
2
3

Brand
Mountain Backpack
Jacket
T-shirt
Sandals
Eiger
Rp1,560,000
Rp525,000
Rp155,000
RP155,000
Consina
Rp880,000
Rp335,000
Rp95,000
Rp105,000
Cozmeed
Rp635,000
Rp355,000
Rp108,000
Rp249,000
Source: Observations results from website eigeradventure.com, Consina-adventure.com,
cozmeed.com (accessed on July 5, 2017, at 10:30 WIB)

Table 1: Price Comparison of Outdoor Equipment
From the above table, it can be seen that Consina adjust the price to the consumers' purchasing
power. As the public income increases, Consina also raises their market segment for middle and upper
class by increasing the price as well as the quality. According to Andika Pradipta, Consina targets the
age of 17 until 40 and mid-high class and are currently eyeing a new market that is office worker after
student (Interview on November 27, 2017, at 16:00).
Consina Place
Consina markets its products through several distribution channels. The selection of the right
distribution channel can accelerate the distribution to consumers, so the company's goals can be
achieved. Otherwise, the business might be hampered if the company failed to choose an appropriate
distribution channel as it likely causes delays or even the un-arrival of products to consumers.
Paul Tirta mentioned, Consina has more than 45 stores across Indonesia and also online shop
via www.consina-adventure.com, e-commerce platform Lazada and Tokopedia as well as Bukalapak,
Transmart and Gramedia in more than 30 branches (Interview on November 17, 2017, at 09:30 WIB).
Frandes Mirianto Sitepu as the consumer shared his experience, "I've been to the store, shopping via
online, so many outlets cited on the website and several outlets near my home opened sale outdoor
equipment including Consina," (Interview on December 6, 2017, at 09:30 WIB).
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Discussion
The Community (Communitization) in Building Brand Value of Consina
The concept of New Wave Marketing embraces new marketing strategies and tactics by using
connected marketing approaches and emphasizing deeper and larger participation of customer to deliver
optimal value to consumers. New wave marketing concept is a combination of connected marketing that
puts a brand parallel to the consumer. The brand value of Consina products has been proven to create
brand awareness in the public. The brand value is also a major factor in shaping the brand loyalty.
Consumers who have used the product could feel the value.
In the digital era, the marketing concept must be changed to be more horizontal. The brand must
be parallel to the consumer because consumer behavior has also changed. In the digital era, the
purchasing decisions are strongly influenced by the environment considering information that quickly
spread and inter-community interaction can be easily done. This affects the brand perception in the
community. Consina brand is certainly attached to the activists of outdoor activities as the brand made
to support outdoor activities. The activists usually exchange information about outdoor products such
as the quality, model, price, etc. The community includes KPA (Nature Lovers Group), MAPALA
(Nature Lovers), and SISPALA (Student Lovers Nature) among others.
The promotion strategy conducted by Consina is by supporting such communities as it is a
means of interaction, dialogue to create and maintain the relationship between consumers and the brand
itself. Consina actively invited the communities to hold joint activities such as mountain climbing,
support the financing of a community event, and create training activities, etc. In addition, Consina also
created an event dubbed JAMCONAS (National Conservation Jamboree) in Mount Merbabu on the
New Year’s Eve of 2017.
Consina Brand Value
In the new wave marketing concept, a brand must be built to have a strong impression that
attracts customers without being forced. According to Kartajaya et al (2017: 154), to build a charisma
that gives a strong influence, a concept of branding character required. Branding character is a
combination of the WOW Leadership model by Kartajaya & Ridwansyah (2014) and three winning key
of the new wave era. The six aspects of WOW Leadership are physical, intellectual, emotional, social,
personality, and moral ability. And, the three keys to victory are (i) combination of online and offline
approaches, (ii) creating a substantial style, and (iii) using machine-to-machine (M2M) mechanisms to
obtain human emotional to human relations (H2H).
1. Physical, Brand awareness of Consina is quite high among activists of outdoor activities.
However, for the general public, the brand is still in the stage of brand recall because Consina
only supports outdoor equipment. The products are known to have a characteristic design and
attractive colors. In addition, the price is also known to be affordable for all. However, in terms
of durability and product comfort, Consina is left behind the export products.
2. Intellectuality, The formation of brand awareness of Consina is greatly helped by digital and
visual trends as well as social media such as Instagram, Twitter, Youtube, and Facebook.
Consina utilized social media to promote their products, share information such as event,
discount promo, new store opening, etc. Aside from it, social media is also used as a means of
interaction site between Consina and its consumer. Other than marketing the product via online,
Consina opened 46 outlet stores across Indonesia and through modern market such as Transmart
and Gramedia as well as outdoor equipment store that also sells other products. It is intended so
that the products can be easily reached by the community and introduced outdoor equipment for
the public in general.
3. Emotional, Kertajaya (2017: 201) says that the new wave era encourages companies to be
smarter in finding the right combination of online-offline approaches, especially for consumers
who are becoming increasingly communal due to the change of segmentation to
communitization. Therefore, companies at the tactical level also need to implement right
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initiatives, one of them through the utilization of communities that align with corporate
distribution channels, in terms of goals, values, and identity. This is called communal activation.
Online distribution channels provided by Consina have provided convenience for consumers to
interact with the product and other consumers and that is very effective in building its brand
awareness.
4. Social, Promotion strategy conducted by Consina, by utilizing an online platform such as social
media and marketplace in Indonesia, is also a means of interaction between the brand and its
consumer and also to spread the product information. In the concept of the new wave, brand
marketing or brand is parallel to the consumer. According to Kartajaya et al, the community is
also very important in encouraging support for the brand because the message from the brand is
strengthened by the loyal followers. It was also seen in the Consina event JAMCONAS in
Merbabu Mount, Central Java which aimed at gathering the Consiners from all over Indonesia.
5. Personality, In its marketing activities, Consina not only pursues profit but also create a value
in the form of education for its consumers. Some products also represent a certain mission in
each design such as a campaign of nature conservation Go Green, Save the Earth program, etc.
In the concept of new wave marketing, personality is an aspect to form the brand's character.
Consina itself has five of six aspects of the branding character; physical, intellectual, emotional,
social, and personality which are found in its marketing strategies such as advertising,
promotional selling, direct marketing, and event. Consina always tries to align itself with its
customers and that is in line with the new wave marketing concept where the relationship of a
brand with its consumers is horizontal.
CONCLUSION
Based on the research results and discussion above, it can be concluded that there are some things about
the concept of new wave marketing related to brand value in building brand equity in the digital era as
follows:
1. The product from outdoor equipment Consina has a different character from other outdoor products
that is its multifunctional product design which can be used for daily activities also, lectures, work,
schools, etc. Consina has 2 distribution channels that make the product easily found or encountered
by the community, online and offline channel, and both proved to be effective to create the brand
awareness among enthusiast or community of outdoor activities.
2. The threat of Consina from the competitors in the outdoor product segment considering there are a
lot of local or export outdoor equipment brands in Indonesia. In the digital era, the decision to make
a purchase is influenced by the environment and others around the consumer.
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Abstract:
This paper reports a study which formulates a legal and policy framework for citizens’ right to
communicate public sector information (PSI) in Malaysia. Existing laws such as Penal Code, Sedition
Act 1948, Evidence Act 1950, Official Secret Act 1972, and Printing Presses Publication Act 1994,
impede citizens’ right to communicate PSI in Malaysia. The Whistleblower Protection Act 2010 (WPA
2010) aimed to encourage public disclosure of improper conduct in public sector, explicitly prohibits
direct communication about the misconduct to the public. In addition, the legal protection under WPA
2010 is subject to other conflicting laws currently in operation in Malaysia. Hence, any disclosure,
publication, communication or distribution of PSI is subject to a myriad of legal impediments. This
study analyzed the laws and policies currently adopted by selected countries that protect their citizens’
right to communicate PSI. A cross-sectional survey was conducted among 40 respondents from the
government agencies, independent statutory bodies, civil society and academia. The findings of the
survey provide an insight towards the formulation of legal and policy framework for citizens’ right to
communicate PSI in Malaysia.
Keywords: law and policy; legal impediment; right to communication; public sector information.
INTRODUCTION
Citizens’ right to communication is closely linked to the right to seek and receive information (Mishra,
2013). The right to communication is a precondition of the freedom of press and media (Peled & Rabin,
2011). Citizens’ ability to communicate public sector information enables continuous dialogue and
communication between the Government and the people (Centre for Medial Pluralism & Media
Freedom, 2016). In this study, ‘Public Sector Information’ (PSI) means information produced or held
by the government or for government under a law or in connection with official function, business or
affair at federal, state and local government levels (Lor & Britz, 2007). The Government has a positive
obligation to refrain from interfering with communication of PSI necessary for the exercise of the
participatory democratic rights of the citizens (Thiru, 2016).
While the Whistleblower Protection Act 2010 (WPA 2010) was introduced to protect a
whistleblower, who discloses misconduct in public sector, the law explicitly prohibits the whistleblower
from making direct communication to the public. WPA 2010 requires the whistleblower to communicate
any improper conduct of public servant to public enforcement agency, department or other body set up
by the Government. In addition, WPA 2010 empowers the enforcement agency to revoke the
whistleblower protection if the agency is of the opinion, that the disclosure principally involves
questioning the merits of government policy. Further, s 6(1) WPA 2010 also provides that the disclosure
made under the Act must not be prohibited by any written law. Therefore, disclosure of PSI prohibited
by the Official Secret Act 1972, Penal Code, Printing Presses Publication Act 1994, Sedition Act 1948
and Evidence Act 1950 would not attract protection under the WPA 2010 (Johan, 2013).
Despite the noble intention of the legislations to protect public order, safety, national interests and
security, these legislations have been exploited to impede the citizens’ right to communicate PSI (The
Malaysian Insider, 2014). A whistleblower who communicates information which are classified as
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affairs of state, official communication, prohibited publication or seditious, risks prosecution for
violating s 8(1)(c),(e),(d) Official Secrets Act 1972 (release or disclosure of official secret). The
whistleblower also risks prosecution under s 203A(1)&(2) Penal Code (disclosure or subsequent
disclosure of any information or matter which has been obtained by a civil servant in the performance
of his duties, or the exercise of his functions under any written law). Finally, the whistleblower may also
be prosecuted under s 8(2) Printing Presses and Publication Act 1984 (issuing, circulating and
distributing prohibited publication) or s 10(1) Sedition Act 1948 (court order to prohibit the issuing and
circulation of prohibited publication) (Amnesty International, 2015).
Further, s 123 of the Evidence Act 1950 prohibits the production in Court any unpublished official
records relating to affairs of State, or to give any evidence derived therefrom, except with the permission
of the officer at the head of the department concerned, who shall give or withhold permission as he
thinks fit, subject also, to the control of a Minister. Section 124 of the Act further prohibits public officer
from being compelled to disclose before the Court any communication made to him in official
confidence when he considers that the public interest would suffer by the disclosure. Under the Act, the
head of the department of the Government office has the power to decide whether to allow disclosure
of an official record to the public.
All these legislations impede citizens’ right to communicate information, including PSI (Muhamad
Izwan, 2014). Overcoming the legal impediments to citizens’ right to communicate PSI can improve
public trust and confidence in the Government. Protecting and ensuring citizens’ right to communicate
PSI is consistent with the Malaysian Government transformation program, that emphasizes the
Government's commitment to transparency and accountability. To overcome the legal impediments, this
study aims to formulate a legal and policy framework for citizens’ right to communicate PSI in Malaysia.
The legal and policy framework would ensure the existing laws do not impede the citizens’ right to
communicate PSI, as well as to ensure open communication of PSI becomes a rule and secrecy is an
exception.
METHODS OF STUDY
This study adopts a mixed-mode approach comprising of field and library-based research. Data
collection was designed to answer the research questions. Secondary data was collected from the official
websites of the government of selected countries. The laws and policies from the United Kingdom (UK),
Canada and New Zealand have been selected for comparative analysis, since these countries share
similar legal system with Malaysia and inherit British-colonial era legislations that impede citizens’
right to communicate PSI. The library-based research collected 14 laws and 3 policies from the selected
countries.
For primary data, a cross-sectional data was collected from the survey population. The survey
questionnaires contained 11-variables, based on five-point Likert scale ranging from the lowest to the
highest. The variables were derived from various laws and policies that empower citizens’ right to
communicate PSI currently in force in the UK, Canada and New Zealand. The target population for the
survey are representatives of the government agency, independent statutory body, civil society and
academia.
A stratified, purposive sampling was used to select the respondents among the population of
this study. Survey was conducted with 20 respondents from the Attorney General’s Chambers and
Malaysian Anti-Corruption Commission. For data triangulation, 20 respondents who are civil rights
activists and academic experts in constitutional law and human rights law were selected. Selfadministered survey questionnaires were distributed by the researchers to the target population by hand
using stratified, purposive sampling techniques. The language of instruction for the survey is English
and each respondent was allocated approximately thirty minutes to answer the survey questionnaires.
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A legal and policy analysis were made on the primary and secondary legal sources. In addition, a
comparative analysis was conducted on the laws and policies from the selected countries based on three
criteria’s: similarities, differences and special/unique features of the modalities in overcoming the legal
impediments to citizens’ right to communicate PSI. To answer the second research question, a normative
analysis was applied. To determine what the legal and policy framework ought to be, a normative
analysis was applied. Survey data was analyzed using descriptive analysis. The ordinal data was
statistically analyzed to rank and to find the Median for each variable in the Likert scale.
RESULTS AND DISCUSSION
3.1 Research Question 1: What is the most viable laws and policies to overcome legal impediments
to citizens’ right to communicate PSI?
The table below illustrate the findings of the survey conducted with 40 respondents to determine the
laws and policies most viable to address the legal impediments to citizens’ right to communicate PSI.
Table 1 Total Median of 11 items measuring the viability of the laws and policies to overcome the legal
impediments to citizens’ right to communicate PSI based on the organizations

Constitutional protection of the right to impart information including
freedom of press and other media communication
Allow voluntary disclosure by employee/public servant in good faith to
Minister, Ombudsmen, his employer, other responsible person and public

Govt
Agency
4.00

Organizations Attached With
Statutory
Civil
Body
Society
Academia
4.00
5.00
4.00

4.00

4.00

4.00

4.00

Public interest defence/statutory protection from civil and criminal liability
for protected disclosure
Discretionary power to disclose background information/statement of reason
for administrative/policy decision making
Repeal of the Official Secrets Act 1972

4.00

4.00

4.00

4.00

3.50

4.00

4.00

4.00

3.00

3.00

4.00

Court power to order disclosure of privileged and confidential information in
judicial proceedings
Statutory duty to establish internal procedures to manage disclosures of PSI

4.00

4.00

5.00

4.00
4.00

4.00

4.00

4.00

5.00

Narrow classification secret/protected information
Limit the coverage of seditious offences
No contract out/ousting clause to withdraw or abandon right to disclose
information

4.00
3.00
3.50

4.00
4.00
3.00

4.00
4.50
4.00

4.00
4.00
4.00

Merit based/case-by-case basis/redacted forms of disclosure of secret and
official non-sensitive information

4.00

4.00

4.00

4.00

Analysis of Median value based on organization attached, found that a Median value lower than
4.00 is recorded from the respondents attached to the government agency for 4 variables. As for the
respondents representing independent statutory body, Median values lower than 4.00 are recoded for 2
variable. As for respondents representing civil society, Median values for all variables are 4.00 and
above, with 2 variables record Median value 5.00. A high Median value is also recorded from the
academia, where Median value 4.00 is recorded for 10 variables, while one variable records a Median
value 5.00. The findings suggest that the academia and civil rights activists are more receptive to the
laws and policies to overcome legal impediments to citizens’ right to communicate PSI compared to the
respondents who are attached to government agency and statutory body.
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3.2 Research Question 2: How should the legal and policy framework be formulated to overcome
the legal impediments to citizens’ right to communicate PSI in Malaysia?
The objective of formulating the legal and policy framework is to overcome the legal impediments to
citizens’ right to communicate PSI in Malaysia. The legal and policy framework comprised of the laws
and policies which recorded more than 50% “Agree” and “Strongly Agree” response rate during the
survey. Based on the survey findings, all 11 variables are viable for adaptation in the legal and policy
framework for citizens’ right to communicate PSI in Malaysia. Figure 1 below reports the distribution
of percentage agreement of 11 items measuring the viability of the legal and policy framework to
overcome legal impediments to citizens’ right to communicate PSI.

Percentage

Figure 1 Distribution of percentage agreement of 11 items measuring the viability of the legal and
policy framework to overcome legal impediments to citizens’ right to communicate PSI
100.00%
50.00%
0.00%

Court
Allow Public Constitu Statutor Narrow Merit Discreti Limit
No
power voluntar interest tional
y duty classific based/c onary
the
contract
to…
y…
defen… prote…
to…
ation… ase-… powe… cover… out/o…
Series1 90.00% 87.50% 87.50% 80% 80.00% 80.00% 77.50% 75.00% 70.00% 65.00%

Repeal
of the
Offici…
60.00%

In terms of Mode value for each variable, empowering the court to order disclosure of privileged
and confidential information in judicial proceedings recorded 90% response rate for “Agree and
Strongly Agree”. The lowest response rate for “Agree and Strongly Agree” is for repeal of the Official
Secrets Act 1972 (60%). The above findings suggest that majority of the respondents either “Agree” or
“Strongly Agree” as to the appropriateness of the legal and policy to overcome the legal impediments
to citizens’ right to communicate PSI.
Besides the survey findings, other relevant consideration in adapting the laws and policies are:
i) public interest – the laws and policies must be for the benefit of the public at large; ii) suitability – the
adapted laws and policies must be suitable for Malaysian legal, social and political landscapes; iii)
adequate resources – the Government must have sufficient expertise and funding to support the
implementation of the laws and policies (Mahmood, 2013).
The formulation of the legal and policy framework is discussed under Section 4 below.
LEGAL AND POLICY FRAMEWORK FOR CITIZENS’ RIGHT TO COMMUNICATE PSI
4.1 Legislative Framework for Citizens’ Right to Communicate PSI
4.1.1 Federal Constitution (Malaysia)
Article 10, Federal Constitution should be amended by adapting Art 14, Bill of Rights Act 1990 (NZ)
and Art 10(1), (Human Rights Act 1998 (UK). Both NZ and UK laws recognized freedom to hold,
receive and impart information without interference by public authority and regardless of frontiers.
4.1.2 Whistleblower Protection Act 2010 (WPA 2010)
Section 6(1), WPA 2010 should be amended by adapting s 10(1)(a) -(c), Public Disclosure Act 2000
(NZ). The Act allows disclosure to be made to public, if the person or appropriate authority to whom
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the disclosure was first made: has decided not to investigate the matter; or has decided to investigate the
matter but has not made progress with the investigation within a reasonable time; or has investigated the
matter but has not taken any action in respect of the matter.
Further, WPA 2010 should also adapt s 16(a), (b), Public Servants Disclosure Protection Act
2005 (Canada) which allows disclosure to public if there is not sufficient time to make the disclosure to
the designated parties and the subject-matter of the disclosure is an act or omission that constitute a
serious offence under an Act or constitutes an imminent risk of a substantial and specific danger to the
life, health and safety of persons, or to the environment.
Amendment also should be made to s 6(1) proviso, WPA 2010 by substituting existing provision
with an overriding provision: “The statutory right and protection given under WPA 2010 shall prevail
over other laws currently in force, provided the disclosure is made in the public interest”. It is also
suggested for WPA 2010 to introduce public interest defence test by adapting the test stipulated under
s 15(1), Security of Information Act 1985 (Canada) (SIA 1985). Under SIA 1985, the public interest in
the disclosure outweighs the public interest in non-disclosure.
To give effect to public interest defence test, WPA 2010 should adapt s 15(4), SIA 1985 that outlines
various factors to be considered by the court in deciding whether the public interest in the disclosure
outweighs the public interest in non-disclosure. It also proposed for s 11(1)(d), WPA 2010 to be
repealed. The section allows an agency to revoke the whistleblower protection on the person who
disclosed the information which involves questioning the merits of government policy. To strengthen
the whistleblower protection, WPA should also adapt s 23(1) & (2), Public Disclosure Act 2000 (NZ).
Section 23(1) & (2) prohibit the employers from inserting an ousting clause which requires the
employees/contractors to waive their right to disclose information.
4.1.3 Official Secret Act 1972 (OSA 1972)
The Official Secret Act 1972 (OSA 1972) should be amended by adapting s 4(1), Security Information
Act 1985 (Canada). The Canadian Act provides narrower category of protected information. The Act
only applies to wrongful communication by a person who has in his possession or control any secret
official code word, password, sketch, plan, model, article, note, document or information relating to
prohibited place. A “Harm Test” should be introduced into OSA 1972. The test requires the prosecutor
to prove that release or disclosure of the official secret is for the purpose prejudicial to the safety or
interest of the State.
To complement the Harm Test, it is necessary for the OSA 1972 to adapt s 3(1)(a) -(n), SIA
1985.These sections provide a statutory interpretation of what amounts to the purpose that is prejudicial
to the safety or interest of the State that include: to benefit a foreign entity or terrorist group; adversely
affects the economic stability, the financial system; impairs or threatens the capability of the armed
forces/military service; impairs or threatens the capability of government or of a Bank; impairs or
threatens the capability of the government; develops or uses anything that is intended or has the
capability to cause death or serious bodily injury to a significant number of people whatever means
4.1.4 Penal Code
Section 203A(1) and s 203A(2) of the Penal Code (Amendment) Act 2013 should be amended by
adapting s 15(1), SIA 1985. The Act provides public interest defence for any person who is found guilty
of an offence of purported or unauthorized communication or confirmation. To assist the court, s 15(4),
SIA 1985 that lists down statutory guidelines on factors to be considered by a judge in deciding whether
the public interest in the disclosure outweighs the public interest in non-disclosure should be included
in the amendment.
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4.1.5 Printing Presses and Publications Act 1984 (PPPA 1994)
Section 7(1), PPPA 1994 should be amended by omitting the word “in his absolute discretion” and to
insert a provision that allows judicial review to challenge Minister’s decision made under the section. It
is also proposed for PPA 1994 to be amended to provide a statutory guideline on what type of contents
in a publication which is likely: to be prejudicial to public order, morality, security, or to alarm public
opinion, or to be prejudicial to public interest or national interest. Section 8(2), PPPA 1994 which
declares as an offence any person who issues, circulates and distributes any prohibited publication
should also be amended. PPPA 1994 should recognise public interest defence that allows a person to
establish that the public interest in disclosure of the prohibited information outweighs the public interest
in non-disclosure.
4.1.6 Sedition Act 1948 (SA 1948)
Section 10(1), Sedition Act 1948 that vests the court with a power to prohibit the issuing and circulation
of prohibited publication should be amended. The word “shown to the satisfaction of the court” found
in the section should be substituted wwith the word “proven”. Further, the words “be likely to” and
“appears to” should be omitted from the section.
4.1.7 Evidence Act 1950 (EA 1950)
Section 123 and s 124, EA 1950 should be amended by adapting s 37(4.1) & (5) Evidence Act 1985
(Canada). The Canadian Evidence Act vests the court with discretionary power to order disclosure of
the information, if the public interest in disclosure outweighs in importance the specified public interest.
It also proposed for EA 1950 to adapt s 69(2)(a) -(c), Evidence Act 2006 (NZ), which vests a judge with
discretionary power to order disclosure if the Judge considers that the public interest in the disclosure
in the proceeding of the privileged communication or confidential information is outweighed by the
public interest including for the purpose of maintaining activities that contribute to or rely on the free
flow of information.
4.2 Policy Framework for Citizens’ Right to Communicate PSI
4.2.1 Policy on Internal Disclosure Procedures for PSI
A Policy on Internal Disclosure Procedures for PSI should be introduced in Malaysia. The policy
imposes an obligation on the Ministries, government agencies and statutory bodies to establish internal
procedures to manage disclosures of PSI. The policy should adapt ss 21(2)(a) & (b), Access to
Information Act 1985 (Canada) that prohibits the head of government institutions from refusing
disclosure of a record that contains an account of, or a statement of reasons for, a decision that is made
in the exercise of a discretionary power or an adjudicative function and that affects the rights of a person.
4.2.2 Government Security Classifications
The policy framework should have a Government Security Classifications by adapting para 14, Part II,
UK Government Security Classifications 2014 (GSC). Under the GSC: iinformation classified as
“Official” is likely to be releasable unless it is subject to statutory exemptions; where appropriate,
official non-sensitive information should be published for re-use; all Official Information will be
transferred to the National Archives as open records wherever possible, after 20 years; disclosure of
‘Secret’ information, is to be assessed on a case by case basis. Some information might be releasable in
a securely redacted format; and ‘Official Information’ is to be distinguished from ‘Official Sensitive’
information. The proposed GSC should also adapt paragraph 4.5, Government Security Classification
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System (NZ), which provides that government agencies should limit the duration of the protective
marking and set up review procedures.
4.2.3 Guidelines for Protection of Official Information
The policy framework should introduce Guidelines for Protection of Official Information like New
Zealand which provides guidelines to the head of department as to: unpublished official records relating
to affairs of State that can be disclosed in Court; and the circumstances where public interest would
suffer by disclosure of the official communication. The Guidelines should adapt s 35(2), Freedom of
Information Act 2000 (UK). The Act provides that once a decision as to government policy has been
taken by the Government, statistical information used to provide an informed background to the taking
of the decision may be disclosed under the Act.
CONCLUSION
This study achieved its objective to formulate a legal and policy framework for citizens’ right to
communicate PSI in Malaysia. The legal and policy framework are viable for implementation as they
were adapted from the UK, Canada and New Zealand. Since the framework contains both legal and
policy instruments, they serve the interests of the legislators as well as policy makers in finding a viable
laws and policies to overcome legal impediments to citizens’ right to communicate PSI in Malaysia.
Despite being viable and comprehensive, the implementation of the legal and policy framework require
new legislation and policies to be introduced, besides the amendment of the Federal Constitution and
other conflicting legislations.
Due to the time and budget constraints, the comparative analysis by this paper only covers three
countries and its survey exercise only involves 40 respondents. It is proposed that the comparative
analysis could be expanded to include other jurisdictions from ASEAN and non-Commonwealth
countries particularly USA. The survey could be expanded to other government agencies, independent
statutory bodies, as well as members of civil society and academic institutions that are not covered by
this study. As this study focuses on citizens’ right to communicate PSI, future research should focus on
overcoming legal impediments to citizens’ right to seek and receive PSI.
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Abstract
This research provides an insight into Pakistan’s evolving media landscape. It aspires to look into how
one medium outweighs another in digital storytelling. This paper examines digital narratives of online
news in Pakistan, an age where convergence is shaping the media landscape and contributes to
measuring the impact of Tribune labs stories through sensory ethnography. To get an insight into how
interactivity is compassed interviews are used as the fundamental methodology. Each narrative in the
online sphere caters to its own set of rules of interactivity. The paper brings forward 14 considerations
for selecting a story from an interactive convergent news platform. The results suggest that user’s
browsing patterns could help bridge the gap between the Tribune Labs industry and the users.
Introduction
The advent of the online tools such as Google Analytics has helped the news industry in finding out
about the likes and dislikes of their audience and how much time is being spent on the news items. Groot
Kormelink, T. (2017) in his article What clicks actually mean: Exploring Digital news user practices
says that since ‘most viewed lists’ are often overruled by news about entertainment, crime and sports, it
is assumed that news users are more interested in ‘junk’ than in ‘public affairs’ news. Boczkowski and
Mitchelstein (2013) speak of a ‘news gap’ between the preferences of journalists and news users. (Tim
Groot Kormelink, 2017). Rather than looking at web metrics however, this research focuses on how
users in everyday circumstances browse news.
Anderson (2011) looked at local US newsrooms and the impact of audience metrics on them. He
proclaimed that there is a tension between the “productive” audience and the quantifiable and
‘’consumptive’’ audience. He conducted an ethnographic analysis focusing on the techniques of
audience measurement. Anderson argues that the active audience can be seen as a foundation for the
notion that a reporter is less independent in his news judgment and relies more on the audience data.
(Schlemmer, 2016)
Express Tribune is a popular newspaper amongst youth in Pakistan. The company has a Facebook page
of Tribune blogs, a newspaper and a separate digital storytelling platform ‘Tribune Labs’. (Tribune,
n.d.)When asked what Tribune Labs is and how does it operate Khurram Siddiqui who works as a visual
designer at Tribune Labs said that they were a desk dedicated to experimenting with various digital tools
and methods of storytelling available to journalists. They wanted to create impact with the help of these
tools that traditional print media could not. Shayan Naveed who was also an infographic designer at
Labs said that Labs is a platform for cutting-edge, digital storytelling; a place new age media meets oldschool journalistic standards. They do not target a specific segment of the audience. Shayan mentioned
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that initially they aimed to be all inclusive but since Labs was a platform for long-form digital stories,
their audience was small but dedicated and usually people interested in in-depth stories.
The objectives of this study are to determine the following:
•
•

whether interactivity plays a role in formulating a decision for clicking a story or not
what are the factors involved in influencing a user’s mind for selecting a story from an
interactive platform?
• what is the relationship between interactivity and readability
Literature review:
The concept of media convergence is not new. The term derived in the 1990s when the mobile telephony
and internet emerged and the computer industry converged with the television industry. The definition
of convergence has certainly evolved since then along with the audience data gathering methods. The
Huffington Post has been a pioneer in integrating audience data in editorial decision-making from the
start. Riley says: What I think we’re finding at the moment as most effective is a combination of realtime data – which is interesting on a daily level – and periodic deeper dives into specific subjects.
(Nielsen, 2016)
Video embedded in text appears to be a highly popular media convergence platform in today’s age.
Oliver Luft, Interactive head at BBC however, says that BBC should do less online video. Video
embedded into stories, he added, was proving to be popular with audiences in early experiments, as they
tended to dispense with the traditional news format, instead just showing the footage necessary to
enhance the text story sitting beneath the embedded player. (Luft, 2007) According to social media guru,
Dan Zarella, tweets with images are 94% more likely to be retweeted than tweets without. Similarly,
Facebook posts with accompanying images see 2.3 times more engagement than those without.
(Ganwani, 2017)
Jeff Dunn describing how millennial consume news says that if we act as editors of our own news, we
may opt to consume news only in bite sized pieces. Headlines with no in-depth analysis may be just the
thing when the average attention span of a human is now said to be just eight seconds or so, one second
less than that of a goldfish. (Dunn, 2017) With such a small attention span, the audience is expected to
only skim through the article online or just look at the graphics.
Rasmus. K Nielsen in an article ‘Where do people get their news?’ says that the research from the
Reuters Institute for the Study of Journalism at The University of Oxford gives the answer and the
answer is online and from television. Asked to identify their main source of news, online comes out
number one in every age group under 45 — and for those under 25, social media are by now more popular
than television. (Nielsen, 2017)
A study of Gallup about the contemporary media use in Pakistan suggests that just 18.1% of Pakistanis
say they follow current events about the country “a lot,” but almost half (47.7%) follow current events
“somewhat.” About one-third report being less attentive, following current events “very little” (29.6%)
or “not at all” (4.6%). Results trend upward with education level; 30.0% of those with an intermediate
education or more say they follow current events a lot. Television use also increases substantially with
Pakistanis’ education level. (Broadcasting Board of Governors, 2014)
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Najam U Din describing Pakistan’s media landscape says that after the arrival of the Internet,
all leading newspapers, including Jang, Nawa-i-Waqt, Dawn, The Nation, The News and
Business Recorder, have also started depending on online delivery mechanisms to reach their
audience. Almost all major newspapers have also launched TV news channels. All TV news
channels also maintain websites, which usually contain news in text and video coverage from
the transmission of their main platforms. This has come about in conjunction with rapid
growth in Internet access in the country. The number of broadband subscribers in the country
grew from 5.1 million in 2013-14 to 44.5 million in 2016-2017. Pakistanis use well known
search engines or websites of popular media platforms to access content. The websites of most
Urdu-language news channels often contain news in English text only. Some online news
portals use resources of news media platforms and others are independent news portals which
only have a digital existence. Social networks are more popular in Pakistan than blogs and
news websites as a venue for sharing user-generated content. There are around 32 million
Facebook users from Pakistan. At the end of 2016, there were 3.9 million active Instagram
users. As of July 2016, there were 3.1 million users of Twitter. (Din, n.d.)
Thus, Pakistanis are avid smart phone users and interactivity has become a norm. Bradshaw (2018) says
that interactivity is central to how journalism has been changed by the arrival of the internet. Whereas
the news industries of print, radio and TV placed control firmly in the hands of the publishers and
journalists, online you try to control people at your peril. Interactivity is not video, or ‘multimedia’; it
is not flashy bells and whistles. At its core, it is about giving the user control. (Hall, 2008)
Methodology
To explore the relationship between interactivity and audience interests, the researcher looked into
people’s considerations for clicking, choosing a story from the homepage and actually reading it or just
skimming through important information. Here interactivity refers to the use of converging mediums
such as text, graphics, and audio to compel a reader to click an article and explore further. 32 participants
were selected on the basis of the Simple Random Sampling technique. The age group of the participants
was between 18-25 years and it qualifies them for the Generation Z category. Generation Z is said to be
born between the mid-1990s to mid-2000s. As they have had the internet from a young age, Generation
Z tends to be knowledgeable of technology and social media (Johnstone, 2018).
My approach was mixing interviews with sensory ethnography. This approach has been used in the
paper ‘what clicks actually mean: Exploring digital news user practices. The method sensory
ethnography works on a simulated work task scenario. ‘Sensory ethnography is an attempt to resolve
the subjective, artistic approaches needed to make effective and engaging work out of empirical data, at
the same time as accurately representing its observations.’ (London, 2013)
The participants were instructed to use computers in the lab to answer the questions. Participants
provided their own account of why they selected a particular story gave a reflection of what clicking
means to them. The website of Tribune Labs has graphics and animation along with the headline on the
homepage. The research was conducted in two phases. In the first phase the participants were inquired
of their news consumption habits, their opinions on the interactive homepage of Tribune Labs and the
impact of headlines and graphics on their decision of clicking a news story. In the second phase, half of
the participants were given a story which had info graphs and text entitled ‘Foreign debt’ and the other
half were given an interactive story entitled ‘Whose line is it anyway’ which had the option of reading
the text or exploring the green line. The participants clicked and recorded their thoughts on the paper.
48

Papers of communication, mass media & society 2018 (ISBN 978-955-4543-46-1)

The interviews of the industry professionals helped understand the purpose of interactivity on the
website. The actual quotes of the participants are used to help formulate accurate results.

Results:
The infographic designer at Tribune Labs Khurram Siddiqui believes that data visualization is only
useful when information can be conveyed more effectively in visual form (as compared to text). If one
has to ask whether this criterion is being met, it probably isn't, and it may be unnecessary to create a
visual for something that could've been communicated by the written word just as well.
Shayan Naveed answers this as: “Information visualization has become a necessity. With the rise of
social media and smartphones, the way people consume news has changed. Black and white text is no
longer enough. Digital provides us with the opportunities to create content that would be more
appealing to readers, using visuals.” However, this research shows that the impact of the headline was
more on the participants rather than the impact of graphics. I asked Khurram Siddiqui about the criteria
of an interactive story and as expected he mentioned clarity as being the most important one, then ease
of understanding.
Following the procedures of the Grounded theory method (Corbin and Stauss. 1990), we found 14
distinct considerations for selecting a story from an interactive platform. After an extensive process of
axial coding, the first key distinguishing factor between the considerations appeared to be whether or
not they were interactivity based. The interactivity related considerations proved to be further divisible
into cognitive and affective considerations. Here cognitive refers to considerations where the decision
to select a specific story was made predominantly on a mental level ‘thinking' whereas affective refers
to considerations where the decision was made predominantly on an emotional level ‘feeling'. In the
third category, their pragmatic considerations were their dominant reference point for selecting the story.
(Tim Groot Kormelink, 2017)
Browsing patterns and considerations for selecting a story:
Cognitive considerations:
National concern: Laiba Zafar (23) chose the story ‘Foreign debt’ because she found it interesting and
of national concern. Impact of the headline was strong since the headline is related to national/foreign
affairs. However, she feels that the graphics and photographs were not very attractive. Aimen khan (23)
also chose the story ‘foreign debt' because she thinks that it is one of the biggest issues being faced.
Mariam Sohail (21) chose the same story but she believes that there is a lot of cluster of information and
thought the graphics were impactful.
Intrigue: Tania Asif (20) selected the story ‘A Jewish woman’s memories of Lahore’ because the title
intrigued her and was the reason she clicked. It had a family photograph on the first page which was
black and white. It showed that the experiences she’ll tell would be from the 60s or 70s. She only
skimmed through important information. Mahnoor Tiwana selected the story ‘Access denied’ because
the headline created an interest to know the details. The graphics did play a role in her decision making
as the photograph used in it took her back in 90s day of Pakistan.
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Compelling headline: Humza Ijaz (22) who uses social media to consume news selected the story
‘Game over’ because he found the title interesting. Aqeel Ahmad (22) and Zubair Intikhab (22) selected
the story ‘How a teenage girl ended up in Syria’ because of the catchy headline. Yasmine (24) selected
the story ‘The cost of Pakistan’ because she wanted to know more. The headline immediately gave an
idea that it must be about facts and figures and some bitter truth about Pakistan.
Background story knowledge: Anique Moin (25) who uses facebook and TV to consume news chose
the story ‘Karachi's whiskeys boss' because he knew the background of the main supply of whiskey.
Drama: Taha Khan (26) chose ‘Burnout' because the image looked cool. The headline suggested that
the story would be based on something dramatic.
Facts in the headline: Asma Akram (25) selected the story ‘Beyond cut, burn and poison’ because it is
about pains. The headline was based on real and interesting facts.
Affective considerations:
Writer’s fan following: Turyal Azam Khan (21) who uses social media to consume news selected the
story ‘Giants at heart’ because it is by Rafay Mehmood whose articles he likes to read and also because
of the photograph of Tyrion Lannister as he is a fan from Game of Thrones. He only read the article.
For him information matters the most in online news and the infograph only presented the information
in an interesting manner.
Visual appeal: Mahnoor Tiwana thinks that visuals are the most important in online news and says that
interactivity draws in a wider range of people. In the story ‘Whose line is it anyway’ she explored the
green line first and then read the story. Uzair Shahid (22) who only looked at the graphics selected the
story ‘Breakdown of economic aid’ because the infograph does the talking and the entire positioning is
catapulted through the infograph. Sher wajid selected the story ‘The Mad dog disease’ because he says
that it is looking cool. He only looked at the graphics and skimmed through important information. For
him, in online news visuals matter the most however text is the backbone of the story.
Animation: Hamza Ijaz (22) who uses social media to consume news selected the story ‘Game over’
because he found it interesting, Azka Saif (24) chose it because of the animation. The graphics were the
main reason he selected the story. Khaula (20) uses social media to consume news selected the story
‘Giants at heart’ because she found the title appealing which made her interested in reading more. She
found the graphics very original.
Suspense: Humayun Khurram (18) who uses TV, newspapers and mobile to consume news selected the
story ‘When a city of 22 million has only 19 fire stations’ because he found it interesting and the headline
created suspense. He only read the article.
Personal liking: Haseeb Chishti (26) selected the story ‘Pakistan is going slightly MMA mad’ because
of his interest in sports. He only looked at the graphics and thinks that in online news information is the
most important component. Mishaal (21) who uses internet to consume news also selected the same
topic because the title spoke to her and the headline peaked her interest as it was unusual. She only
looked at the graphics and did not read the article. Khadija Mastoor (26) selected ‘Losing sanctuary'
because it pertains to her own concern for climate change'. The headline was very strong, shakes you
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up. Aiza F Dogar (21) who uses news app to consume news selected the story ‘The mad dog disease’
because she loves animals. The headline was compelling and different graphics make it easy to choose
a story.
Emotional reality: Minal Hussain (20) and Jamila (20) selected the story ‘I won't beg like my father’
because the headline made it seem like an emotional reality. The graphics did not have a huge impact
on their decision making but headline forced them to click.
Personal experience: Fayyaz Awan (21) chose the topic ‘A philosopher in jail’ because it relates to a
personal experience and Arqam Imran (20) also chose it because he is interested in philosophy. He was
shocked to see such a headline because a philosopher who causes no harm to the society is in jail.
Photographs only developed his interest in finding further.
Pragmatic:
Cluster of information: Tania Asif (20) used her phone to access the website and said that she found
herself dissociated on the phone. In the story ‘whose line is it anyway’ she says that the story kind of
got lost in all the graphics and vivid animation.
Comparing mobile vs. desktop usage in 2018, Eric Enge suspects that before the end of 2018 you will
see a large percentage of responsive web design sites get converted to mobile first crawling. Instead of
coding your desktop site and then writing style sheets to shrink it into a smartphone form factor, consider
instead designing your mobile site first. (Enge, 2018)

Conclusion:
The participants who use television to consume news only skimmed through important information and
selected interactive stories. More than half of the participants only skimmed through important
information establishing that the attention span of the participants was very less. The participants who
used phones for the tasks felt dissociated, thus interactivity varies from medium to medium. The Tribune
Labs is more interactive on a larger screen. The participants who use news app and newspapers to
browse news only read the stories and those who use websites to browse news read the articles and
looked at the graphics. The participants who use TV and social media to browse news only skimmed
through important information and the ones who thought graphics were highly impactful did not read
the article. Recency of the story was not a consideration. Graphics/animation cannot compel a reader to
read the article. Organizations are adopting the model of economic theories of news when interactivity
is involved. The impact created by the narrative construction of the headline is far greater than any
other convergent mediums. Interactivity can sometimes be a hindrance for the long-form stories. People
desire information for knowledge, interest, visuals, knowledge, information, and entertainment.
Acknowledgements: I would like to thank the Vice Chancellor Beaconhouse National University Mr.
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Abstract
Imagine a life in heaven where freedom is guaranteed. Social media is akin to heaven where you are
free to communicate and interact without restraint. The heavenly ambience propels the exponential
development of on-line interactive tools and technology. On the other hand, privacy is becoming more
complex due to the evolution of technology and the rise of social media where everyone is at risk of
being the victim of intrusion. As such, people demand for an effective legal mechanism to protect their
right to privacy in dealing with the intrusive conduct through social media platform which could cause
a serious nightmare to the victim. Thus, a vex question on the adequacy of legal arms is pertinent to
safeguard personal liberty, information and data. In Malaysia, the Federal Constitution does not spell
out specifically on the right to privacy in its scheme of fundamental liberties. Judicial activism is the
last chance saloon in the absence of political will. This paper seeks to address the issue in light with the
current development and the volatility of digital age by analysing the development of privacy law. This
can reflect the reflective equilibrium approach for Malaysia to enact its law to protect privacy as part of
the commitment to safeguard human rights.
Keywords: Social media, human rights, privacy.
1. Introduction
Social media is a platform for interaction and communication which is internet-based and mobile
services. It facilitates users to engage online, join virtual communities and contribute user-created
content. 1 These could be in the form of social networking sites, internet forums, blogs and online
community sites.
People’s connectivity using social media has reached the unprecedented levels when 2.6 billion people
use one or more social network.2 Malaysians were among the active social media users 71% compared
to national population.3 Some people may not aware the extent of risk social media could have on their
private life. The Facebook privacy scandal shocked worldwide when it was revealed that privacy of the
users can be compromised due to a software bug. Apparently, there is no privacy about private
information online. Undoubtedly, social media provides benefits for people but there are also issues of
abuse, unethical and unlawful usage.4 Social media is a double edge sword. It can bring happiness as
well as misery and nightmare to the users.
Common data provided and shared on the social networks may include the user’s personal information
and interests. These types of information could be private and confidential not meant to be shared
publicly. Such information reveals a lot about the user which would attract attention and interest of
various people including advertisers, Inland Revenue and criminals. The application of online
interaction and communication create a massive exchange of big data which can be a commodity for
Michael Daewing, “Social Media: An Introduction”. Parliamentary Information and Research Service:
Publication No. 2010-03-E, 2012. pg, 1.
2
https://www.statista.com/statistics/278414/number-of-worldwide-social-network-users/ retrieved May 2018
3
https://wearesocial-net.s3.amazonaws.com/sg/wp-content/uploads/sites/9/2017/02/Slide10.png retrieved May
2018
4
Ali Salman, Suhana Saad, Mohd Noor Shahizan Ali, “Dealing With Ethical Issues among Internet Users: Do We
Need Legal Enforcement?”, Asian Social Science; Vol 9, No.8, 2013, p. 4.
1
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commercial purposes. Today, big data has become an influential and valuable asset. Since technology
has tremendously developed, the circulation and dissemination of data and information has become
vibrant as well as volatile that require some measures for regulation.
In most countries, legal instruments are created to provide protection against the abuse of personal
information. This is a manifestation of the commitment to develop a mechanism that can provide
protection and avoidance of intrusion of privacy. The development of information technology paves the
way to a progressive way of life. Nevertheless, there is a side effect of the development that threatens
individual personal life. The misuse and abuse of personal information could be a threat to privacy and
become a nightmare for the online users.
Perhaps it is not an exaggeration to say that social media is heaven for users as it changes the social
landscape and the way people communicate and interact. Users could engage in almost anything through
internet with very minimum or no restriction. However, it could also change the heavenly ambience to
a serious nightmare if data and information are exploited to fulfill the interests of unscrupulous party.
For instance, a Malaysian couple whose uncommon drive of sexual intercourse on the balcony was
recorded and posted online which later on became their nightmare when they were charged under the
Malaysian Penal Code.5 There are questions relating to privacy issue that need to be resolved. Does a
person’s right to privacy is protected when he or she connects to social media? What about the efficacy
of privacy statement? The writers would argue that in order to minimize the nightmare effectively it
must be by way of statutory enforcement.
The impact of the advancement of technology is great particularly when the internet and social media
to certain extend control and manage the social life of the people. Consequently, the threat to someone’s
privacy becomes predominantly real and thus propels the call for proper measure to protect the right.6
The paper will examine the development of domestic case law in order to argue that it is necessary to
have legal protection considering the prevalent of prurient interest through social media.
2. The Threat of Social Media
It could be arguably said that technology is the catalyst for the abuse of personal information through
unlawful means such as hacking, data mining by those who are skillful in computer application.7 The
perpetration of the unlawful conduct in most cases is without the knowledge of the victim.
In this respect, privacy is not only confined to personal solitude where a person can live without being
intruded physically or virtually. It involves informational privacy as well. One of the serious privacy
violations when using social networking site is tagging pictures and videos which are examples of the
privacy concern in Facebook. In May 2018, there are 81.22% Malaysians accessed Facebook as their
popular social media platform.8 Even though the online users have way to restrict their privacy through
the privacy setting, nevertheless, there is no legal framework in addressing such concern.
A survey conducted by Yew et al on Malaysian students revealed that 88% responded that they did not
read the privacy terms before or during signing up the privacy terms and conditions. Whilst 12% of the
participants answered they read through the terms. On the other hand, 84% students aware that the
setting of privacy can be changed in the social network sites, however, 16% did not aware on the privacy
setting. In addition, 45% participants manage their privacy by adding friends they know and 22%

Rashvinjeet S. Bedi. “Balcony Sex Couple may be Charged for Gross Indecency, Says Lawyer”, The Star, May
14, 2015, accessed January 17, 2018, http://wwwthestar.com.my.
6
Murni Wan Mohd Nor et al. “Technology and the Deterioration of Right to Privacy”. IJAPS, USM, 2011.
pg.39.
7
Ibid.
8
http://gs.statcounter.com/social-media-stats/all/malaysia retrieved June 2018
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students provide limited information and details in their account whilst another 36% manage their social
network account by customizing their privacy setting.9
The advance of internet search tools provides a gateway for invasive activities that could affect
someone’s personal data and information. Thus, online privacy needs to be addressed effectively. In
2017, a survey conducted under the auspices of Malaysian Communication and Multimedia
Commission showed that 91.9% of the internet users concerned about online privacy and 86% of the
users employed precautionary measures to protect their personal information. 10 Although online
transactions increased from 35.3% to 48.8% in 2017 the main hindrance is still the lack of confidence
in the efficacy of online security.11
Technology allows video to be uploaded onto the social media and within a minute it can be viewed
worldwide. The abuse of technology for vested ulterior interest is the biggest challenge since it involves
moral and ethical values. Mahmod (2013) asserts that there are four causes of privacy leaks associated
with online social networks which include clash of interests, user limitations, implicit flows of
information and design flaws or limitations. 12 Online users are human being and they have inherent
limitations and flaws. Nonetheless, the citizenry of cyberworld or cyberstate should not be proscribed
by restrictive rules and regulations. It should remain as safe haven for people to interact freely.
Thus, the privacy concerns and security issues are the requirements of the social media sites. Many
analysts and social developers have been challenged to the deadliest attacks persist in social media sites
as well as safeguarding the online users from the heinous attacks. The attacks appeared in social media
are categorized into social networking and infrastructure attacks, malware attacks, phishing attacks, evil
twin attacks, identity theft attacks, cyber bullying and physical attacks.
In Malaysia, the intrusion of privacy is not an actionable wrong. With the emergence of information and
communications technology and its influence in modern life, the law must also be developed in order to
remedy this inequality. The new technology over the world allowed new intrusions into things intimately
whilst the law had reacted ‘slowly’ to protect the private sphere. The right to privacy is one of the vital
aspects in lives in which everyone expects that law shall protect this right. Thus, judicial activism is
pertinent through the employment of liberal, rather than pedantic, interpretation of the Constitution to
embed the right within the constitutional protection.
3. Law on Privacy in Malaysia
The occurrence of miserable and nightmarish events related to privacy spark the demand for robust
protection particularly through social media platform. Gavison (1980) asserts privacy to be discussed in
three different contexts. Firstly, a neutral concept of privacy helps to identify when a loss of privacy
occurred as such the discussions of privacy and claims can be intangible.13 Secondly, privacy ought to
have coherence as value for a claim of legal protection of privacy. Thirdly, privacy has to be useful in
legal contexts whereby the concept could enable us to identify whether the occasions are calling for
legal protection. In this regard, Haidar (2005) argues that informational privacy involves secrecy,
intimacy and anonymity.
In Malaysia, human rights are governed by the Federal Constitution. International human rights
instrument such as Universal Declaration of Human Rights is not part of Malaysian domestic legal

Lau Keng Yew et al. “A Study on Privacy Concerns in Social Networking Sites (SNS) Among Malaysian
Students”, Proceeding of the 3rd International Conference on Computing and Informatics (ICOCI), Bandung, June
8-9, 2011. pg.389.
10
Internet Users Survey 2017, Malaysian Communications and Multimedia Comission, Cyberjaya, Malaysia, pg
7.
11
Ibid.
12
Shah Mahmood, “Chapter 2, Online Social Networks: Privacy Threats and Defenses”, Department of
Computer Science, University College London, London, UK, 2013, pg. 50.
13
Gavison, Ruth. “Privacy and the Limits of Law”, The Yale Law Journal Vol 89, No.3, 1980.pg.424.
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instrument. This is declared by Siti Norma FCJ in Mohamed Ezam bin Mohd Noor v Ketua Polis Negara
when the court adumbrated that:
Reference to international standards set by the Universal Declaration of Human Right
1948 and several other United Nations documents of the right of access cannot be
accepted as such documents are not legally binding on the Malaysian courts.
Hence, the application of the fundamental rights in the Constitution at domestic level is informed by
relativism impulse. Right of privacy is absent in the discourse of fundamental human rights framework
as enshrined in Part II of the Federal Constitution. Haidar (2005) argues that the Federal Constitution
does not provide specific protection of the right to privacy. The importance of privacy develops when
human rights culture and awareness gained prominence particularly with the establishment of Human
Rights Commission in 1999.
Malaysia has passed several laws for privacy related rights such as Personal Data Protection Act (PDPA)
2010, Defamation Act 1957, Child Act 2001 and others. In addition, there are also other legal provisions
enacted in dealing with social media menace such as stolen data, sexual harassment, cyber porn and
copyright infringement. The legal provisions that deal with issues involving cybercrime are The
Computer Crimes Act 1997, Communication and Multimedia Act 1998 and Penal Code. In Malaysia,
the law that protects private information is PDPA Act which was enforced in June 2010. The aims are
to safeguard individual confidential personal data and also prevent the misuse of data in regards to
commercial transactions.14 PDPA is the only legislation in Malaysia that directly deals with an aspect
of privacy interest in terms of data privacy. The law is to respond to the rapid economic and commercial
development as well as concerns on consumer needs, international and domestic trade in which requires
the urgency to provide the data privacy legislation.
On the other hand, the Communications and Multimedia Act 1998 provides another potential avenue in
which a person could be charged for intruding the privacy of other person in the context of data privacy
with regard to telecommunication privacy. Whilst an offence under section 292 of Penal Code occurs if
the accused intrudes upon the privacy of another by circulating, possessing, and distributing the obscene
acts or photos. The Child Act 2001 protects children under 18 years of age who is exposed in the media
through the publication of any information relating to the children that could lead to the identification
of the children. Arguably, the laws provide protection to some cases only and most of the cases involved
media intrusions.
Malaysia like Singapore is yet to develop legislation to protect individual privacy as such allows the
offences go unpunished. The Singaporean courts have avoided the informational protection of privacy
per se and relied on other proxy causes of action in providing relief to the victim of privacy informational
invasion.15 The Personal Data Protection Act applies for commercial transactions which involves in
handling and processing personal data does not provide protection for individuals whose have their
information published or being intruded into physical body or space.
The New Zealand Law Commission Report considered whether the tort of privacy should be enacted in
the statutory form. The New Zealand appellate judges have been expressly recognized the retreat-based
conception of privacy. The Court of Appeal of New Zealand has recognized the law of tort through a
privacy case of Hosking v Runting.16 The plaintiff claimed that the photographs have breached the
privacy of their children despite of his celebrity status and could jeopardize thier safety. As a result, all
the five judges agreed that the case was no breach of privacy in the circumstances as the photographs
were taken on event in public. However, three out five judges held that there was a tort of breach of
Zuryati Mohamed Yusoff. “The Malaysian Personal Data Protection Act 2010: A Legislation Note”. New
Zealand Journal of Public and International Law.pg.121.
15
Samuel Wee Chong Sian. “Privacy Law: A Case for the Protection of Informational Privacy in Singapore”,
Faculty of Law, National University of Singapore, Singapore Law Review, 2013.pg.145.
16
See Hosking v Runting [2005] 1 NZLR 1 (CA).
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privacy in New Zealand. As such, the tort that is developed in Hosking has brought a new aspect for
the development of privacy law as an alternative to a breach of confidence in a way of protecting the
privacy interests of citizens. The Hosking approach of developing common law torts has been followed
by Malaysia Court in the case of Maslinda Ishak. Although the Malaysian court did not discuss in detail
on the cause of action, but the court had decided that the privacy invasion is actionable.
Arguably, privacy as an aspect of human right is not given equal emphasis on the discourse of human
rights.17 The court in Sivarasa Rasiah v. Badan Peguam Malaysia & Anor [2010] 3 CLJ 507 at 519
proclaimed that ‘the right to personal liberty includes the right to privacy’. However, the right of privacy
has not been considered actionable based on the court decisions in Dr. Bernadine Malini Martin v MPH
Magazine Sdn Bhd [2010] 7 CLJ 525 and Ultra Dimensions Sdn Bhd v Kook Wei Kuan [2004] 5 CLJ
285. The fact is there is no specific provision in the Constitution that could guarantee the right of privacy
whereas such right exists because privacy is recognized as one of the fundamental human rights
internationally. Nevertheless, the High Court recognized the right of privacy as in the case of Lew Cher
Phow @ Lew Cha Paw & Ors v Pua Yong Yong & Anor and held that the right to privacy of the plaintiffs
should be protected. The view is followed by the court in Maslinda bt Ishak v Mohd Tahir bin Osman
& Ors [2009] 6 MLJ 826 and later in Lee Ewe Poh v Dr Lim Teik Man & Anor [2010] 1 LNS 1162.
Based on the case analysis above there is a positive vibe to show that the Malaysian courts are
progressing towards recognizing privacy as an actionable wrong thus affording remedies for intrusion.
4. The State of Privacy in Malaysia
Human rights discourse in Malaysia is guided by the constitutional liberties. Unfortunately, commitment
to safeguard privacy is still forthcoming. There are several reasons for this attitude. Firstly, privacy has
not acquired the primary right thus the lack of urgency. This is because the importance of privacy is
eclipsed by other core interests. Hence, protection of privacy interest is a tag on matter on the assertion
of proprietary rights or other property interests. For instance, in relation to an act of intrusion, the strong
attachment of the law on property interest proves that right to privacy exists in a surrogate form.
The second reason is the absence of positive right protection. Positive right imposes an obligation on
the authority to take measures to protect the right. Without such protection privacy is regarded as a
residual interest that can be outweighed by other countervailing interests. Moreover, the residual
character suppresses the value of privacy where the benefit is limited to personal interest, which may
not outweigh other interest beneficial to the public at large. In this regard, any law pertaining to
protection of privacy is perceived as a threat and would have a chilling effect on freedom of expression.
The third reason is the application of pedantic interpretation of human rights within the ambit of
fundamental liberties as enshrined in Part 2 of the Federal Constitution. The confinement of human
rights to those set out under the constitutional liberties limits the development of a wide range of human
rights issues. For instance, right to privacy is absent under the fundamental liberties catalogue in the
Malaysian Constitution. Although the fundamental rights in the Constitution are proclaimed in positive
right form, several distinct countervailing interests qualify them. 18 As a result, the human rights
development in Malaysia depends on the commitment of the government to pursue the matter as part of
its political agenda. In this context, a question that should be addressed is not about the existence of
human rights but the impediment of the exercise of human rights and the domestication of those rights.
Fourthly, there is no necessity or expediency in dealing with privacy issue. Privacy gains a considerable
interest only after the emergence of human rights culture and awareness in the society. This is propelled
with the creation of the Human Rights Commission in 1999 as a manifestation of Malaysia’s
commitment under the international legal instrument. Perhaps, the lack of interest is because the primary
focus is still on the basic needs of the people; the bread and butter issues. Thus, proletarian issues relating
to distribution of wealth, security, education and eradication of poverty take priority over issues such as
Haidar Dziyauddin. “A Comparative Study of Freedom of Expression and Right to Privacy in Relation to the
Press in Malaysia and the United Kingdom”. PhD diss.,2006,pg.196.
18
Article 10 (2) of the Federal Constitution.
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protection of individual privacy and private lives. It seems that there exists a gradation between civil
and political rights on one hand, and economic and cultural rights on the other. The former is given more
emphasis especially in realising the aspiration to make Malaysia as a developed.
The fifth reason is the existence of majoritarian impulse. Preference is given to the collective rights and
interests of the society rather than to an individual interest which is a prevalent practice in Malaysia. In
other words, the need to protect the well-being of the society as a whole permits the toleration of
individual right such as personal privacy. Therefore, privacy is not considered as an established interest
warrants treatment as an intrinsic right to be accorded specific or equal protection.
At present, the priority appears to be the well-being of the nation through economic prosperity as well
as political stability. The existence of majoritarianism suggests that peace and harmony come at a price.
Since the well-being of the nation as a whole is the utmost important, the minorities must fit in with the
goals pursued by the government. Therefore, it could be arguably said that privacy is a peripheral interest
in the present set up.
The sixth reason is the conformity to the culture and customary moral principles. Privacy as a value
acclaimed a high regard in the social life of Malaysian society. From the perspective of the local culture,
invasion of personal privacy is morally despicable. For instance, Malay customary practice abhors any
conduct deemed to interfere with other people’s affairs. From this perspective, it is regarded as an
immoral conduct to invade into another person’s privacy.
With rapid growth of technology, citizens demand for further evolution of privacy rights and laws. The
existing framework has to change as it reflects the importance of individual privacy in the world of
technology whilst necessary protection is needed to safeguard the interest in privacy. Apart from that,
Malaysia could incorporate the rights of privacy as a fundamental right in the Federal of Constitution
and emphasizes the importance of its observance. As Constitution is the legal framework that protects
the interests of society, it will be more respected and observed when the right of privacy is enacted under
the Federal Constitution.
5. Conclusion
With the rise of social media platforms and advanced technology widely used, a proper and reliable
legal framework is needed to ensure individual privacy is protected from unlawful intrusion. Privacy
can be better protected and can be adequately safeguarded if the development of legal framework is
sensitive to the local particularities. With advent technology, everyone is at risk of being the victim and
has her privacy invaded whereas our laws are inadequate to deal with these branches of privacy.
Therefore, it is imperative for Malaysia to develop a specific legislation such as Privacy Act to deal with
common personal issues relating to social media such as social network sites, e-mails, CCTV, digitals
and among others.
The writers are not convinced that the authority will adopt statutory approach to deal with the right to
privacy despite the fact that the rule of law is the current mantra in Malaysia. The government has
renewed their pledge to uphold the separation of powers between the executive, legislature and judiciary
so that check and balance mechanism can be effective. The judiciary must grab the nettle through
judicial activism to protect right of privacy in the absence of political will. The separation of powers
will be meaningless if the judiciary, which is among the goliaths, remains cautious in exerting their
independence of judiciary.
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Role of communication in driving culture transformation in an
organization
Roopal Chaturvedi
Corporate Communications, Robert Bosch Engineering and Business Solutions, India.
Abstract
There are no two opinions about the need for culture transformation to facilitate growth strategy in an
organization. It is imperative and yet it is the most daunting. It is important to align the organizational
culture to the business strategy of the organization at the same time all culture transformations in an
organization are communication-driven. This paper is based on the practices that we have been
following at Bosch. These are some low-cost, easy-to-execute, interestingly innovative communication
practices/platforms that bring about a conducive culture transformation. These powerful
communications platforms have ignited a spark among our associates who are now gradually taking
charge of driving the cultural transformation within the organization. Be it the ‘Open Mike’ video series
on YouTube where we profile employees and the work they do or ‘Kaapi Katte’ the coffee bench forum,
a series of short talks from passionate associates on diverse topics or the ‘Curious Minds Matter’ LIVE
chat sessions where the leadership team members take up relevant questions from the associates, our
communication initiatives have made a difference to the organization culture. Inspired by these and
many other initiatives and programs run by the Communications team at Bosch, employees are now
coming forward with their own initiatives, like ‘the Biggest loser’ or ‘Knowledge exchange sessions’
for their own small teams, to bring about a culture change. A quiet revolution is taking place within
Bosch, and through this paper I have attempted to present an overview of the same.
Keywords: Culture transformation; Growth strategy; Communication practice
Role of communication in driving culture change within an organization
When Adam ate the forbidden fruit, little did he know that millions of light years later, his progeny will
end up landing on the moon. For him, the invention of the wheel itself would have been like an
unachievable dream. We are in the 21st century – the most innovative, revolutionized and modern times
ever and yet the very thought of an invisible man makes us go berserk. It indeed is difficult to believe
but not unimaginable that science and technology can evolve beyond our imagination. Products do
evolve and so do the obvious elements in a brand. And this at times happens within the blink of an eye.
It is imperative then, to acknowledge and understand cultural transformation as the very base of a strong
organization. And while all forces like the leadership team, the human resources team, the engineering
and innovation team and others get together to drive it, it is the communications team that rules the
roost. At Bosch, we are divided yet we are united. We are Bosch. This paper attempts to give you an
insight into our low-cost (budget-friendly), easy-to-execute and powerful communications platforms
that have ignited a spark among our associates who have now taken charge of driving the cultural
transformation within the organization. A quiet revolution is taking place within Bosch.
Hugh Davidson’s Branding Iceberg
The concept of ‘The Branding Iceberg’1 propagated by Hugh Davidson in his keynote speech to the
Marketing Society Annual Conference in 1989 would be a good starting point for an organization in
building their brand. Davidson explains that most of the elements contributing to a brand’s reputation –
things like superior innovation, highly motivated employees or excellent quality – are invisible to the
customer, and outside the direct control of marketers. To use the iceberg analogy, they are below the
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waterline. Only one seventh of the typical iceberg is visible above the water. In case of the Branding
Iceberg, the elements most visible to customers include presentation, communication, names/ symbols,
price, and products/services. These are important, but they are dependent on the invisible skills and
competencies below the waterline which empowers them. The invisible elements provide innovation,
quality, value, operational efficiencies and culture. Without this powerhouse below the waterline, the
Iceberg would melt or break up, and the visible elements of the Branding Iceberg would then disappear.
This theory also demonstrates that the brand promise is delivered by the whole organization, not just by
the brand manager or the marketing department. Hence, it is the things like the value or the culture of a
brand that define the visible elements like the name, products, etc.
In this paper on how communication can bring about a culture change, I am going to take you through
some low cost, easy to execute, innovative and powerful communication initiatives and strategy which
we have implemented at Bosch. These programs are easily replicable and customizable and have helped
us in driving the culture change at Bosch.

Kaapi Katte:Powering change via conversations
The Kaapi Katte (meaning Coffee Bench in Kannada, a south Indian language) is an internal
communication initiative similar to the TED Talks. This has been created to celebrate the spirit and
people of Bosch as the organization is at the crossroads of a business and cultural transformation. At
Kaapi Katte, we welcome associates from every discipline and culture.
The Kaapi Katte is a series of short talks from passionate associates on diverse topics which showcases
collaboration, culture of innovation, continuous improvement, and living the Bosch credo - Smarter by
attitude, aptitude and action. Kaapi Katte is planned and coordinated each month at different Bosch
locations, where two to three associates take center stage to share their stories. Each associate has only
10 minutes to share their story with the audience. They are allowed to use creative story telling methods
and visual aids.
At Bosch, we believe passionately in the power of ideas and communication to change mindsets and
lives. With Kaapi Katte, the objective is not to showcase a spokesperson, but to bring about a cultural
change at Bosch. We do this through the topics chosen to be showcased – the best implemented ideas
of collaboration, speed and agility. The stories that leverage the diversity of people, technology, and
experience, we have at Bosch, and the format of the event – fast and agile.
Through Kaapi Katte and the stories it showcases, we want associates to experience the transformation,
the organization is going through. We make sure our speakers pick a story to share with associates that
they have experienced personally on their successful journey at Bosch. It can be a case study which is a
successful example about how you did a mid-project pivot and how it solved an intercultural problem
that was threatening the success of a project, etc. It is critical to be well prepared for these talks. This is
a crucial element, as their story will reach many thousands of associates across Bosch. We put together
tips from TED talk trainers, and have a handy sheet for them. They have 10 minutes to deliver their
message. They can use visuals to support their talk. If they want to rehearse with the corporate
communications team, they reach out to us.
Curious MindMatters– A LIVE chat series with JMTs.
Curious mind matters – raison d’etre
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In 2015, Merck2, a leading science and technology company in healthcare, life science and performance
materials, worked with curiosity experts to develop definitions and launch a curiosity survey among
U.S. workers. This survey measures employee levels of curiosity and the level of curiosity supported by
their employers. For 2016, workers in China and Germany were also surveyed to begin to understand
global curiosity levels. The survey aimed to define the concept of curiosity, and to make it measurable.
The State of Curiosity Report captures the findings from the survey research as well as insights from
focus groups and curiosity and innovation experts.
Key finding from Merck’s ‘The State of Curiosity Survey Report’ in 2016 are:
- 8 out of 10 workers agree that curious colleagues are most likely to bring ideas to life.
- 95% say curiosity is important for discovering new ideas and solutions at work
- 73% feel they experience at least one barrier to asking more questions at work
- 63% agree that a curious person is more likely to be promoted at work.
- Only 20% self-identify as curious
- 9% feel the organizational culture at their workplace is extremely supportive of curiosity.
In an organization with several millions of employees, it is important to cultivate a curious mind. When
employees are curious they are willing to experiment, and this leads to a world of possibilities opening
up for them and the organization. A curious mind is an active mind. It asks questions and anticipates
new ideas. It takes a curious mind to look beneath the surface and discover new worlds and possibilities.
At Bosch, we are attempting to foster an environment of curiosity and the possibility to ignite new ideas
within the organization. It starts from first being curious about your environment. We encourage
associates to participate in this Curious Mind Matters event in the true spirit of seeking to understand
our environment, and who better to clarify and shed light on bigger issues than the senior management
of our organization. “Curiosity ultimately helps us evolve as individuals and organizations.”
The Curios Mind Matters is a first of its kind LIVE web chat series at Bosch with the Joint Management
Team (JMT), to be held throughout the course of the year. Itis an opportunity for all associates to get to
know the JMT team and interact and engage in a dialogue on a LIVE platform. The objective of the
initiative is to engage in a two-way dialogue with the leadership team by means of profiling them for
associates to get to know them well. The program aims to build a culture of openness and trust within
the organization and leads to enhanced transparency at workplace. The program has been able to aid
cultural transformation by bringing in greater employee-leadership connect, building a collaborative
mindset and increased employee satisfaction.

Open Mike
Open Mike is a very interesting internal communication platform at Bosch in India. It is a video series
centered around profiling employees where they share interesting aspects of their work with other
Boschlers. This video series is also broadcasted on the Bosch India YouTube Channel
<https://www.youtube.com/watch?v=jX_UHMD0ilA>for prospective employees and other techies
around the globe to view it. To take part, associates have to self- nominate themselves. They have to
write to the corporate communications team with a short to the point bio about the work you do at Bosch
and beyond work, things they are passionate about and anything interesting about them which they
would like to share with others. If their story clicks with us, we get in touch with them to discuss the
necessary details. The select profiles are featured on our internal communication platforms and are
uploaded on the Bosch India YouTube channel. Not just this, if they are profiled, they get an opportunity
to ask a question to management.
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We started the Open Mike series last year and have finished 10 episodes till now. The associates profiled
have been from different teams and are not only proficient in their professional skills but have also made
a niche for themselves in other fields apart from work e.g., A digital marketer who is a Mrs. India
Worldwide 2018 finalist, a woman engineer who inspire people from all age groups through her drawing
and painting workshops conducted over weekends, an engineer who is part of the team that designed
the kitchen assistant - Mykie.
The Spark Hub – Fascinate. Inspire. Share
The spark hub, like the Kaapi Katte, is a series of inspirational, personal stories shared by passionate
associates. Spark speakers address meaningful topics that reflect the transformation at Bosch in a short,
clear, authentic and appealing way. With this initiative, Bosch promotes openness, fosters innovation
culture, transfers knowledge and spurs opinion. It is format that fascinates the Bosch world with
inspirational, personal stories shared by passionate associates.
To share an example from the sessions held so far, a colleague at Bosch did not want to argue with his
wife anymore and designed a product to end the problem of ordering water at home. WuP, water
ordering system. He is a sales engineer at Bosch and an enthusiast about IoT.
An engineer in Bursa and part of the I4.0 team explained in his spark talk, how we are the children of
the digital transformation and we need to choose to act and connect now. His spark talk mentioned –
We should enable and empower every single employee in production to work in a transparent and in a
digital world.
… Igniting a spark where associates take charge
All the communications platforms/initiatives mentioned above have brought about a culture change
which was much required specially to support the business transformation that is happening within the
organization presently. These have ignited a spark among our associates and they are now taking charge
of driving the cultural transformation within the organization. We are engaging and collaborating with
our associates for our different campaigns to engage them as our social media ambassadors for
promoting Bosch values and culture. Our social media ambassadors help us amplify the message and
impact of our campaigns running on our Facebook, Twitter and LinkedIn pages.
We organized a tweet chat last year. Our social media ambassadors helped us amplify the impact of the
initiative and the Bosch messaging. This way they are not only transforming the culture where
employees come forward and take ownership but also being a part of the different important
organizational interventions.
Inspired by the initiatives and programs run by the communications team at Bosch, employees are now
coming forward with their own initiatives, like the or ‘Knowledge exchange sessions’ for their own
small teams, to bring about a culture change. A ‘Biggest loser’ contest was organized by employees in
a small team within Bosch where they took the charge of transforming into a ‘healthy and fit’ team. The
biggest loser at the end of 2 months was recognized for leading the campaign.
Six degrees of separation to 360 degrees of innovation
Frigyes Karinthy’s‘six degrees of separation’3is the idea that all living things and everything else in
the world are six or fewer steps away from each other so that a chain of "a friend of a friend" statements
can be made to connect any two people in a maximum of Six steps. The six degrees of separation
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campaign had employees marketing Bosch’s KitCat hackathon event to their friends and people within
their six degrees of separation. This way the associates contributed in garnering suitable registrations
for the hackathon from the right audience within their social circle – a culture where employees
contribute towards bringing value and great talent to the company to help make the organizational talent
and innovation pipeline stronger.

Camera on tour
The camera on tour is a campaign where associates come together to speak about the organizational
culture and express it through a video message. This is a classic example of employees co-creating a
culture of participation and team-work within a company. The second phase of the campaign had
associates voting for their favorite entries – thereby promoting democracy where employees exercise
their right to vote.
A lot of campaigns and programs now have employees participate and vote to pick the winner of
different contests, thereby upgrading from the culture where earlier only the senior members or the
leadership used to pick the winners. We are a more participative and more democratic organization now.
Communication is the change-agent at Bosch.
At Bosch, culture transformation is neither the sole responsibility of the ‘Organization Transformation’
team nor the ‘Human Resources’ team nor even the ‘Innovation’ team or the ‘Leadership’. The entire
organization takes charge and becomes active stake holders. The ‘Communications team’ explores
opportunities and devices new innovative programs and initiatives, involving every team and group
within the organization. The initiatives and strategies are so strong and impactful that it makes the
associates get going and take command of the cultural transformation in the organization. I would love
to reiterate that this paper is not about blowing our own trumpet. I shared these practices because it is
easy to replicate and customize them in order to bring about culture change in other organizations and
teams so as to extract maximum benefit.
Let’s get together and transform for good.
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Topical issues of increasing the share of domestic television content in the
context of ensuring information security of the Republic of Kazakhstan
Rauan Sabitov
Faculty of Journalism and Political Science of the L.N. Gumilyov Eurasian National University, the
Republic of Kazakhstan
Abstract:
Considering the historical, social and territorial peculiarities of Kazakhstan, television is still
the most popular media. News and entertainment telecasts, programs of art, political, business,
intellectual, children's and educational genres, television series, films, shows of foreign and domestic
production are broadcast.
Numerous theories of journalism reflect the features of the existence of modern society and the
multifacetedness of scientific approaches to the analysis of TV content issues. Particular attention is
paid now to modern trends in increasing the share of domestic television content. In these conditions,
the support of the state is important for the preservation and development of national values.
The paper is devoted to topical issues of increasing the share of domestic television content in
the modern media market of Kazakhstan. The importance of creation of competitive domestic tele
products for attraction of a viewership and potential advertisers is noted. The tendencies of increasing
the volume of the state information order for the development of the domestic television industry are
analysed and the author gives a number of recommendations.
Keywords: media market, television industry, domestic television content, information security.
Introduction
Is there a multi-level analysis in Kazakhstan on the content of the most popular telecasts – news,
talk shows, and television series? Is there a demand for their study by the authorities, political experts,
special services or the market? Unfortunately, it's no secret that we sometimes find it difficult to answer
these questions. Despite the intensive development of television from day to day, in our country it can
still be said that there is no strategic program for the development of domestic television, analytical and
expert research work, which guides and directs the domestic television market. For this reason, a single
ideological line, focused on common interests, has not formed in domestic TV channels. Therefore, in
the future, a significant part of the tremendous work to be done in this direction remains for the domestic
scientists.
Today, the Kazakh television industry has transformed itself into market relations and has
started to rise to a new stage of development. In recent years, Kazakhstan TV series and adapted Kazakh
versions of well-known world TV projects have appeared on TV screens. Special interest among viewers
for the national product is promoted by the growth of the rating of domestic TV channels. This allows
us to understand that domestic television programs have gradually begun to move from quantity to
quality. Nevertheless, there are a lot of overdue and unresolved problems in the production of TV
programs and television in our country. The problems accumulated in the agenda require expert analysis
and new approaches from specialists and experts.

2. Method and Materials
In the context of globalization and geopolitical challenges, the activities of the mass media are
at the center of attention, both foreign institutions and individual researchers. Modern trends in the
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development of tele content are not only the subject of journalistic research, but also the focus of
interdisciplinary sciences. In this regard, it is necessary to define scientific and methodological
approaches to the study of issues related to the manipulation of mass consciousness through the use of
different genre television programs.
The theoretic and methodological basis of the study include works of modern domestic and
foreign researchers on general and digital journalism, on theory of convergence, content production and
distribution, competition issues in television and broadcasting, prepared by using materials about
content market of TV system of Kazakhstan. The theoretical basis of paper was prepared based on ideas
and views of such scientists as Armstrong M. (1999), Beisenkulov А. (2001), Amos O. (2005), Eltzroth
C. (2006), Tolokonnikova A. (2009), Evens T. (2010), Poluekhtova I.А. (2010), Gegelova N. (2011),
Ernst K. (2012), Dondurey D. (2013), Myasnikova M. (2013) as well as papers of other researchers
involved with problems of content and advertising markets.
To solve the tasks assigned in this paper used different scientific methods: descriptive and
comparative studies, content analysis, socio-empirical observation and methods of systematization.
3. Discussion
New technologies and the dynamic effects of convergence are changing the way consumers
access audio-visual content. This adds considerable uncertainty to business planning, in particular
concerning future demand, and implies the need to ensure a cautious, and technology neutral approach
in the design of regulation and the application of competition law. At the same time, the application of
regulation and competition law becomes more complex as rapid technological changes and increasing
demand for triple and quadruple play services complicate the process of delineating relevant markets
and increase risks of overlapping regulatory jurisdictions. While the emergence of new products and
services facilitated by convergence has lowered barriers to entry and rendered markets more
competitive, participants to the forum provided many examples of restricted access to the market. The
debate also revealed that competition authorities are increasingly aware of new competition challenges
arising in the sector and have therefore become more active in launching policy interventions.
The television and broadcasting sector has been undergoing significant technological and
structural changes, which have given consumers access to a great variety of communications and media
services. Convergence is changing the way in which consumers use communication services and
consume content, as it is available on new platforms and on various wireless portable devices. At the
same time, technological change has impacted on regulation and conditions of competition.
The penetration of new technologies and the dynamic effects of convergence are changing the way that
consumers access and view audio-visual content. Nowadays, it can be provided via multiple platforms:
analogue or digital terrestrial broadcasts, satellite, cable or Internet Protocol (IP) and Over-the-Top
(OTT) television.
A fundamental change affecting traditional broadcasting stems from the migration of networks
to IP data transmission. Combined with significant broadband penetration, increases in bandwidth and
the proliferation of digital devices, this has enabled different devices to use the same networks and has
facilitated the ability of the communication industry to offer new and bundled services. This allows
consumers to receive and decode video services across a variety of fixed and mobile devices.
Technological developments affect the conditions of competition as they alter: the range and
quality of services; the underlying costs; the extent of barriers to entry (new technologies provide new
means by which the market is contested); the ability of customers to switch suppliers; and pricing
mechanisms (technological developments allow for provision of pay per view services). Therefore,
digitisation generally reduces barriers to entry (Organisation for Economic Co-operation and
Development, 2013).
In addition to on-air television, intensive development of satellite, Internet and mobile television
creates fierce competition for the audience in the domestic media market. At the same time, some
researchers often say that the Internet supersedes television in the next 15-20 years, because online
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resources possessing modern interactive technologies make it possible to watch the favourite program
without annoying advertisements and without time limitations of the program broadcasting grid.
Today, «television has turned from an ideological institution into a business» (Poluekhtova, 2010), for
this reason any channel to increase the flow of advertisers, first of all, is interested to provide its viewer
with quality and new content. «Television has also exhausted the initial opportunities in the Kazakh
market, now, in order to develop it, earn, at the same time, turn it into an important factor of social
development, we need to find our audience, adapt to its specific needs» (Beisenkulov, 2001).
As N.Gegelova notes, Internet TV is a daily tele system of prompt information provision to consumers
living in any part of the world and at the same time, capable of preserving the archive of programs that
have passed on the air, not only providing television content of various genres and forms to various
segments of the audience (Gegelova, 2011). However, despite this, traditional television plays an
important role in people's lives. According to observations of sociologists, among the five hundred
habitual actions of a person, apart from a sleep, the first place is taken by the time spent on the TV
channel.
The wide spread of virtual relationships apart from real connections changed the tastes and
requirements of the viewer to television production. The growth of the information flow, the
intensification of intercultural ties, and the more precise segmentation of the audience allows viewers
to actively participate in all communication processes. However, if we take into account the incomplete
provision of the country with computers, that the habit of the population to watch TV programs through
online resources is still incomplete, the high cost of high-speed Internet, the inadequate technical support
of Internet TV, the incompleteness of technical parameters, the offered programs, if one cannot always
be found in the network free and available TV content, not to mention the past programs (the time of
preservation of information in the archive is limited), the value of traditional television channels is not
less than that of new means of information transmission. In short, the main disadvantage of Internet TV
is the restriction of tele-content, which is the main reason that to this day the audience gives priority to
broadcast, traditional TV channels. Russian researcher Myasnikova M says: «The list of programs
available in the network is still small. For example, TV channels consider it right to place only one
known part of the television series on the site. In addition, the period of his demonstration is limited to
only a few weeks, i.е. in two or three weeks, the transfer is erased from the archive or to be watched
specially to subscribe» (Myasnikova, 2013).
Comparing the channel with the Internet, you can not underestimate the role of the first in the
production of content. «A TV channel is not a way of broadcasting, it's a content team. Although a single
Internet user is able to report facts of concern, write interesting texts, download exclusive videos, he is
not able to create high-quality and meaningful audio-visual content that can be of interest to tens and
hundreds of millions of people. A significant part of the most visited Internet content is developed by a
classical team of film studios, TV channels and companies producing tele contents. This is a collective
work» (Ernst, 2012), - says K. Ernst.
Summarizing the foregoing, it should be noted that the role of on-air television is still greater
than Internet TV in many respects. This is evidenced by numerous studies conducted in our country and
abroad.
Nine out of ten people over the age of four spend at least five days a week for about four hours
watching television. Domestic content is a content produced in the Republic of Kazakhstan and content
that was produced in cooperation with Kazakhstan. Only television, 51 percent of which is the film
industry, brings the explanation of any event straight to the subconscious of man. We, caught in the flow
of virtual phrases, not only do not distinguish the composition, volume and structure of the ether, but do
not even notice how involuntarily we fall under its influence. We not only do not think, but we do not
even feel how masterfully we operate teletext.
Whatever they say, the daily broadcast shows that the technologies for producing content on
Kazakhstani TV channels rely only on consumer, market-based criteria. To date, the rating has turned
into the only metasystem direction in the creation of domestic television content and the issue of content
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should have a quantitative rather than a qualitative form. Since, under this concept, the form of telecasts
is the key, which reveals the content and meaning of the TV channel.
Nevertheless, rating is just a means of measuring, consisting of the number of certain people who
simultaneously turned on TV receivers. But this does not prove that they all watch TV and perceive and
accept the content shown on the air. As it is known that «except target viewing of the TV, there are types
casual, discrete (by fits), background (being engaged in another matters) and sound (hearing only of a
voice) viewing» (Dondurey, 2013). However, the leaders of all TV channels determine the results of
their work on this rating; as a result of this they achieve their main goal – super-profits. And such socially
important goals as personal and national development, the formation of civic consciousness, work aimed
at psychological health, etc. is completely forgotten. And this can satisfy society? Is the television
product in line with the demand of the audience? In the opinion of world professional critics, moody
viewers and active Internet users, in any country there is a tendency of dissatisfaction with the quality
of TV content.
Commercial companies are willing to pay a huge amount for advertising: as only TV channels
can capture at the same time millions of potential consumers. «It is known that in this business the cost
of advertising is determined by rating therefore any TV channel applies all forces for justification of
trust of audience» (Tolokonnikova, 2009).
Modern requirements show that only a dynamic, constantly changing, renewing air can
adequately meet the interests of the viewer. However, not every TV channel can provide such a variety,
since the tele-industry itself requires considerable expenses. For this reason, the entire TV industry in
the world works in two directions – as operators responsible for the quality of the disseminated signal
and as developers of television programs. Thus, they effectively use their potential and time, optimally
distributing responsibilities among themselves.
The Kazakh television sphere, since its transition to market relations, has passed a quarter of a
century, also works in this system. Some outsourcing companies, preparing TV programs, managed to
take their rightful place on the domestic tele market. All TV channels of the republican level, except
regional TV channels, use the capabilities of companies offering almost finished products. But the
problem has the other side: unfortunately, «there are not so many producer centres and television
companies that can offer high-quality products in the country» (Tsai, 2009). The consequences of this
are strongly reflected in commercial TV channels that do not receive from the state.
Unfortunately, Kazakhstan's viewers still prefer foreign products, especially Russian programs
and Turkish, Indian, Korean television series. «One of the reasons for this is that the domestic tele
market cannot always offer a quality product and this free space that is in demand fills foreign content»
(Veselova, 2012). For example, during the prime time, 20-40% of the programs of Kazakhstani
television channels are occupied by foreign television series (Amos, 2005).
The imbalance in the share of foreign television programs, freely distributed in the territory of
Kazakhstan, for many years had a negative impact on our domestic television industry. First,
Kazakhstan's TV channels, accustomed to foreign content, have adapted to the easy way to fill the air.
The finished product does not require unnecessary costs and creative searches. As a result, domestic
television channels were unable to form competitive immunity in modern conditions. Secondly, it is no
secret that foreign content freely entered into our information space, largely affected the cultural, sociopolitical views and worldview of the local audience, from the point of view of national security. In this
regard, it should be noted that in our country, to this day, there is no censorship mechanism that assesses
and establishes control over foreign television programs.
Of course, it is clear that although domestic TV channels are interested in increasing the national
content, they are required to comply with the requirements of the law, rather than the spectator demand.
Especially for commercial TV channels, the production of domestic tele products is unprofitable from
an economic point of view, so in many cases they do not risk shooting television series and megaprojects
that require colossal funds. World practice proves that for any TV channel it is much cheaper to buy
finished content than to withdraw its product. For example, «if today TV channels of our country for
every series of Turkish television series with high ratings on the market pay $ 3,000 each, then at least
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$ 30,000 is needed to withdraw one series of the domestic television series» (Bocharova, 2013). Instead,
on commercial channels, most of the national content is composed of low-cost news, talk shows and
entertainment programs.
Compared to commercial channels, state channels have a great potential in creating national
content. It is obvious that state patronage in many cases, instead of creating conditions for equal
competitiveness for market players, increases the hegemony of state channels. In recent years,
commercial channels have also begun to receive state orders. However, managers of commercial
channels say that these funds are not enough to cover the full costs of airtime. According to the former
general director of the «KTK» channel, Kanat Sahariyanov, in 2015 the KTK had the opportunity to
shoot only three series, each consisting of three parts (Internet portal «Radiotochka.kz», 2013). And the
TV channel «Kazakhstan», which has a state status, «brought to the market in the last three years almost
50 serials» (Yeltaikyzy, 2015). Then it is natural that state-owned TV channels are leading in the
production of domestic television series.
When assessing the domestic television industry, one should not forget the existence of a
significant influence on its development of geopolitical factors. It is impossible to remain aloof from the
influence of neighbouring Russia, which is one of the ten powerful European tele markets. For a long
time Kazakhstan is the second market for the Russian television and film industry, which is free to
broadcast its TV content on the territory of our country. First, it is much more efficient to buy a quality
product with fewer expenses than spending a lot of money, to remove a television program with a low
quality. Secondly, the absence of language barriers saves from unnecessary work and costs, such as
translation, dubbing, making a subtitle. Thirdly, the closeness of the mentality shows that the demand
from local viewers for Russian TV content, especially for serials and talk shows, is still high.
Considering that compared to Kazakhstan, the Russian TV market is more than ten times,
according to it, and the profit from advertising is also more significant. Part of the profit received from
advertising is spent on large projects with high ratings. In this regard, it is clear that Kazakhstani
television channels with a much narrower advertising market cannot compete with their Russian
counterparts. In addition, Russian channels that freely broadcast on the territory of our country, before
that, divided the domestic advertising market without any obligations and caused significant damage to
the national television industry. Only from the advertising market foreign media resources in
Kazakhstan received a profit of over four billion tenge every year. Only in recent years, work in this
direction has changed in the direction of the interests of Kazakhstani television channels. In our country,
in accordance with the amended Law on Advertising, now a decent amount coming from advertising
will be used for the production of domestic television programs.
4. Results
The law of our country «On TV and Radio Broadcasting» does not limit the preparation of local
content outside of Kazakhstan. This privilege allows TV channels to make transfers abroad in order to
prepare a quality product and save money. Specialists of our country's television say that in Ukraine and
neighbouring Russia, studio and decoration, technical equipment and other types of services are much
cheaper and at the proper level.
Nevertheless, despite the belatedness for several years, the law supporting the domestic
television industry was adopted in 2012; it established the requirements for the proportion of foreign
and local content that goes on the air. In accordance with the Law of the Republic of Kazakhstan «On
Television and Radio Broadcasting», domestic television and radio broadcasts in the volume of weekly
television and radio broadcasting of television and radio channels should be:
- from January 1, 2014 – not less than thirty percent;
- from January 1, 2016 – not less than forty percent;
- from January 1, 2018 – not less than fifty percent.
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The state program «Information Kazakhstan – 2020» in order to ensure the competitiveness of
the domestic information space provides for an increase in 2020 of television production in the domestic
industry to 60%.
State policy in support of the domestic product immediately began to bear fruit. According to
the research of the company «J'son & Partners Consulting», domestic content prevails in broadcasting
structure on Kazakhstan’s TV market nowadays. Such tendency hasn’t been changed for several years.
Domestic content’s share in the air of largest TV channels by number of titles was around 53% in 2014.
If to refer to the research of J'son & Partners Consulting, three TV channels broadcast most actively
foreign content: «31 Channel» (69,5%), «Astana TV» (68,4%) and «First Channel Eurasia» (65%).
These channels continue to provide their viewers foreign drama movies and TV series.
It is worth to mention that First Channel Eurasia is sublicensor of global network of First
Channel (JSC First Channel owns around 20% of shares) and «31 Channel» is the sublicensor of TV
Stations Networks (STS) – STS Media owns around 20% of shares.
Foreign content has only 13% of air time on «Kazakhstan» Channel and is being presented
mainly by TV series. The prevailing of domestic content over foreign one is being explained by the fact
that the channel has a government status. «Khabar» took second position by share of domestic content
- 72,3%, «Seventh Channel» is following with 60,7%.
Largest national TV channels’ broadcasting networks have various content: from different TV
and Talk shows till informational programs and drama movies. Broadcasted content depends mainly on
the TV channel format and targeted audience.
«NTK» channel has a position of entertainment channel; entertainment programs have 44% of
broadcasting network and around 33% - TV series. Other TV channels – «First Channel Eurasia»,
«NTK», «Astana TV» and «31 Channel» are positioning themselves as TV channels of general topics,
and in contrast with NTK provide various content for TV viewers.
Entertainment programs, shows (Sketch-show, TV show, Talk show, Reality show etc.), drama
and TV series are being broadcasted by all TV channels. All channel, excl. «NTK» broadcast news
content.
Several topics with lowest share got into other category: Leisure (TV programs about
renovation, cuisine, medical programs, etc.), Music, Sport, TV shops and others.
According to experts’ data of J’son & Partners Consulting, TV series (39%), Entertainment programs
(12%) and Drama movies (11%) have the largest shares by number of titles among researched topics on
national Kazakhstan’s TV channels.
According to J’son & Partners Consulting, First Channel Eurasia is the most popular channel
among terrestrial TV channels with a share of 19, 6% as of December 2013. KTK is the second - 16,
8%, and the third most popular is 31 Channel - 11, 7%. TOP programs of Kazakhstan’s TV are being
broadcasted by First Channel Eurasia and KTK. Genres are news, entertainment programs and TV
series. By overview the content’s diversification, the following tendency can be seen: replacement of
foreign content by domestic one.
TV market in Kazakhstan is developing very dynamically. By J’son & Partners Consulting
estimations, market volume was 164 mln. USD in 2013.
Among domestic TV channels, the trend of inviting foreign specialists is also widely spread.
The main reason for seeking help from foreigners is the lack of professional specialists in the country
who can make high-quality TV shows. The shortage of personnel in this sphere does not fulfil the same
demand of all participants of the tele market. General Director of the «Seventh Channel» Aziza
Shozheyeva says that she often invites foreign specialists and consultants to Kazakhstan to train his
employees (Bocharova, 2013). The Kazakh television industry still needs assistance from foreign
creative agencies, especially when developing adaptations of known world formats.
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5. Conclusion
In the sphere of information security, the issue of the development of domestic TV content in
quantitative and qualitative ratio remains relevant at any time. In order to resist the continuous cultural
expansion of the developed countries of the world, the state protecting the information space from
external factors must create fair and equal conditions for all domestic TV channels in accordance with
the law of market relations. For this purpose, we believe that the Ministry of Information and
Communications should carefully study the following wishes and recommendations:
- to reduce broadcasts of foreign TV channels in Kazakhstan;
- to consider mechanisms of the taxation of the TV channels relaying foreign content according to the
timekeeping and genre;
- to create the special working group on verification of the contents of foreign television programs under
the Ministry of Information and Communications;
- to provide tax incentives to domestic television channels for the development of the TV series industry.
Most importantly, it is desirable for authorized bodies, along with the imposition of obligations in the
information policy, to be able to correctly apply mechanisms of stimulating TV channels at the
legislative level.
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Sa Tahanan: A Case Study on the Communication Strategies Used to
Maintain Relationships Between Selected Filipino Families and their
Relatives Diagnosed with Alzheimer’s Disease
Christian Mikas V. Alcantara, Toni C. Chua, Maria Karmela N. Gaviola
INTRODUCTION
One of the core values the Filipinos are well-known for is having close family ties. There is a
sense of obligation among Filipino children to take care of their parents as they grow utang-na-loob
(debt of gratitude) to their elders, as supported by an article in Philippine Panorama1. According to
Medina2, it is unacceptable and disgraceful for Filipinos to send relatives to any institutions for their
incapabilities and disabilities; hence, taking care of the relatives is not considered as “parasitic” 3 but
more of a “filial” responsibility. This explains the reason why a closely-knit4, extended type of family
is a common sight in a Filipino home.
Vangelisti5 explained that it is through communication that unique individuals within a family
engage in interaction, and create and maintain relationships with one another. However, the process of
interaction within the family may be hampered because of several barriers in communication which can
eventually lead to communication breakdown 6. One of which is when people experience memory loss7
in the course of interaction. It is not only difficult for them to express their ideas, needs, and feelings to
others, but also challenging for family members, caregivers and professionals to communicate with the
person. This kind of communication barrier can be commonly observed to those people who suffer from
a kind of brain disorder called Alzheimer’s Disease (AD, hereafter).
According to the Philippine Department of Health8, about five percent of people who reach the
age of 65 are affected, while fifteen to twenty-five percent of people who reach the age of 85 have higher
chances to develop the disease. The progression of this leads to the loss of ability to communicate, think
rationally, make day-to-day decisions, judgement, and other critical skills that can make both the patient
and caregiver’s daily lives difficult9. This communication impairment10 caused by AD is known as
aphasia which directly affects the verbal expression and gradually erodes the speech ability of a person
diagnosed with the said disease11. As a result, conversations cannot be barely held up to the point that
having substantial conversation is nearly impossible and the mere remembering of simple terms is
already a struggle for them.
This research is guided by the Communication Accommodation Theory (CAT), sometimes
known as the Accommodation Theory or the Speech Accommodation Theory. CAT indicates that
people tend to accommodate each other in order to gain the other’s approval 12. People consciously, or
unconsciously, adapt by means of changing their communication behavior in order to accommodate
others. For the purpose of this research, the researchers deemed convergence as the most applicable and
constructive strategic form of CAT. Here, people, in order to become similar to another, adapt to other
people’s communication behavior 13. The study focused on the interaction of each family member with
the AD-patient in the presence of communication barriers. It did not consider the interaction of the
family members to one another.

METHODOLOGY
The researchers explored the processes and activities of the family while taking care of relatives
with AD through an in-depth analysis and close examination of the cases by means of immersion.
The researchers have gathered multiple sources of data through the following14: consent forms
served as a contract between researchers and the participating family; an observation journal, the log
data of the researchers for the duration of their observation; a diary, which was given to the family
member who serves as the primary family caregiver of the AD patient. He/she was encouraged to write
down on a daily basis his or her own experiences and observations as true as possible even without the
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presence of the researchers. This was to lessen being intrusive and also to fill-out the possible minimal
information gathered in observation that can make participants get conscious resulting to limited
communication to partake. Although this was not the primary source rather a supporting data and
instrument for validation of other data gathered; the interview guidelines, which contain the list of
questions given to the participants throughout the interview, and coding sheets used by the researchers
to analyze the gathered data.
Participants
Due to the sensitivity of the research, the participants were guaranteed to keep their whole identities
under confidentiality. The families and their members are kept anonymous. The following codes
correspond to each member’s role in the research:
AD P(A/B/C): Person with Alzheimer’s Disease
FM (A/B/C)1: Primary Caretaker
FM (A/B/C) #: Family member
DFM:
Deceased Family Member
HC:
Hired Caretaker
CASE A: Hereditarily acquired Alzheimer’s Disease
Case A has a medical history of having AD. FM A1 has a total of five (5) children, three among
them all have AD. According to her, the disease skips from one generation to another, which makes one
of FM A1 ’s parents diagnosed with AD, and skipped down to her children.
For this family, the researchers decided to take the case of AD PA, the second born of the five
children. Though AD PA has her own family, FM A1, her mother, serves as her primary caretaker, since
AD PA’s husband and children are mostly in Manila for their work and can only go home a few times
a week.
CASE B: Medically acquired Alzheimer’s Disease
AD PB first started experiencing severe headache that lasted for days, and as the doctor advised,
she had to undergo a total of two (2) brain surgeries, which is believed to be the factor that triggered the
disease. The death of her husband in 2013 had also contributed to the manifestation of AD. Presently,
she is living with one of her children, FM B1, together with his wife, FM B2 and their son, FM B3 who
all serve as the family caregivers to AD PB.
CASE C: Alzheimer’s Disease that manifested from cultural adjustment
AD PC has developed the disease after leaving the Philippines, to try and live with her daughter
in Canada for a year. One of the major factors that contributed in actuating AD is when she experienced
the culture shock and/or cultural adjustments she had to go through. When she went back to the
Philippines, the death of her best friend had worsened her condition; two years later, she was diagnosed
with AD.
This type of family is an extended one as AD PC is living with two (2) of her sons and the
family of her youngest. The primary caretaker for this family is the wife of his youngest son.

RESULTS AND DISCUSSION
In order to easily answer the research, guide questions are provided to help dissect and further
understand the results of the study.
RQ1: What are the communication barriers that the family members experience when interacting
with their loved one suffering from Alzheimer’s Disease?
In caring for a person with Alzheimer’s Disease at home, the biggest struggle that caregivers
face is dealing with their difficult behaviors as stated in the Caregiver Guide of the National Institute of
Aging published on March 201015.
According to the results of the research, the communication barriers experienced by the family
members in their interaction with their loved ones who are clinically diagnosed with Alzheimer’s
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Disease vary among the unique cases of each [three] family participants. The behavior of the AD patient
and the struggle of the family caregivers to such behavior are the primary contributors to the barriers
encountered in the communication process between the family members.
Common communication barriers are found in at least two cases. For Cases A and C, the
common communication barrier is ‘DIFFICULTY TO UNDERSTAND’. This is the struggle of the
family members caused by two different behaviors of their AD patient relatives - incomprehensibility
and irrelevant response.
For Cases A and B, the common communication barrier is ‘MANAGEMENT DIFFICULTY’.
This is the struggle of the family members caused by two different behaviors of their AD patient relatives
- panic and agitation.
For Cases B and C, the common communication barrier is ‘DIFFICULTY IN EXPLAINING’.
Unlike the two struggles of the family members mentioned this struggle is caused by two common
behaviors of the AD patient relatives from both Cases B and C - looking for family members and
recognition problems.
RQ2: What communication strategies are used by family members in order to adapt to the relative
with Alzheimer’s Disease?
M. Chris Wolf, Ph.D.16 notes that addressing these communication barriers is important. With
challenges faced by a family with loved one diagnosed with AD, it is vitally important for the family
members to devise ways to communicate with their verbally-challenged loved one.
With these different cases presented in the study, there are different approaches on how the
families interact effectively with the AD-patients and how they handle their own struggles. There is no
study, as of now, that gives and/or suggests a concrete strategy for effective family communication, as
each case varies, depending on the person and the degree of the disease17.
The family caregivers of all three cases employ, from time to time, admonition to their ADpatients and some similarities can be observed both in Cases A and B, Cases A and C, and in Cases B
and C.
For the communication strategy, admonition is found in all the tools used for the Cases B and
C. The code ‘ADMONITION/ADMONISHING’ was used to label data describing the interaction of
family members giving advice of what their AD-diagnosed loved ones should do or avoid. However,
the admonishing approach of Case A differs with Case B. There is a tendency that AD PA would behave
like a child, that mere bathing becomes difficult to accomplish prompting FM A1 to use her authority
as the mother to scold her child. This exercise of authority by the primary caregiver being a parent could
elicit a more compliant response from the AD PA who is her daughter. On the other hand, because AD
PB is the parent in the family setup of Case B, her family caregivers, who is her son and the wife of her
son, would oftentimes find it difficult to make AD PB follow their admonitions especially when she
creates unnecessary disturbances while she is feeling agitated. For Case C, the tendency is that AD PC
is treated like a child by HC and FM C1 similar to Case A however not as a parent in exercise of authority
rather as someone more capable of because first and foremost, she acts like one as testified by FM C1
using the term “baby-like habits”. They needed to tell her the consequences and in calm manner or
approach for the patient to comply like drinking medicines and sleeping. Other factors are due to the
patient’s physical incapabilities and misuse of things. For example, AD PC cannot finish eating on her
own because she has the tendency to lie down if not watched and reminded to sit down. Aside from
being bedridden, she has a problem with her knee so she cannot walk on her own anymore to attend to
her own needs like dressing up and going to the restroom by herself. The habit of misusing things as
well is the reason as to why the family uses this strategy as AD PC, for instance, removes her diaper for
no reason, leaves her plate under her pillow and so on.
The similar communication strategy of Cases A and B is the jesting approach. Data labeled with
code ‘JEST/JESTING’ include any form of amusement and/or some sort of tease in the way the family
caregivers in Case B communicate with the AD-diagnosed loved ones along with the accompanying
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nonverbal expressions. The primary caregiver in Case A, however, uses jesting approach simply to
initiate conversation with the AD-patient.
Also, two similar communication strategies of ‘SELF-REFERENCE’ and ‘INSTRUCTING’
are found in Cases A and C. In Case A, since FM A1 cannot expect any affirmation for what is it that
AD PA would actually need because of being incomprehensible and the struggle of her mother’s
difficulty in understanding, FM A1 uses herself as a reference for her daughter’s needs. She assumes in
order to provide the needs of AD PA. And because of AD PA’s incapability to attend to her own needs,
this has resulted to her ‘dependency’ on other people, as shown in the data gathered. This is the same
with Case C, however, the differences are for communication barriers that have instead irrelevant
response and difficulty in understanding. These communication strategies presented were not the only
ones used by the family. Instead, they conform before using themselves (family members) as reference
and this happens not as frequent as Case A in terms of addressing the needs of AD-patient rather in
responding to the irrelevance of the patient as well. According to FM C2, in order for them to do this,
at times, “We keep track”.
On the other hand, the common communication strategies found in Cases B and C are two
opposing approaches: telling the truth and conforming. Of all the communication strategies used by the
family caregivers in Case B to AD PB, ‘TELLING THE TRUTH’ received the highest frequency
consistent in all the tools used. Whenever AD PB looks for her dead loved ones, or looks for her children,
with a mindset that they are still young, FM B1 and FM B2 will always tell her about the real and present
status of those she constantly seeks. In contrast to the family caregivers’ telling-the-truth communication
strategy which is strictly employed by FM B1 upon her mother, FM B2 would sometimes conform to
what AD PB is believing to be true. Conforming strategy could also mean agreeing to what AD PB
wants or requests. Data labeled with the code ‘CONFORMITY/CONFORMING’ that have emerged
both in the interview and the observation in Case B showed a good number of frequency in the second
cycle coding process. In Case C, these two (2) communication strategies are not as frequent as Case B
in terms of applying it to the behavior of the AD patient on looking for loved ones. For the conformity
strategy, AD PC has this behavior of looking for both her deceased and living loved ones since most of
the time she stays in her room by herself if not with their family caretaker (HC). And, whenever this
happens, all family members and hired caretaker choose to conform to AD PC as she perceives her loved
ones as all living and just near her which differs again in some way from the Case B. On the other side,
the family’s strategy of telling the truth is applied by the family members to AD PC on her recognition
problems. According to FM C2, AD PC recognizes them (family members even HC) only by name and
who they are but not by their faces. The conforming strategy for Case C could also mean agreeing and
disregarding unanswered questions and misunderstanding on the answers from AD PC due to irrelevant
response from her.
Similar to the communication barriers above, the varying degrees of Alzheimer’s Disease
among the Cases A, B and C had contributed to the following communication strategies that are uniquely
used by the family members to deal with their struggles to the behaviors of their respective AD patient
relatives.
RQ3: Why do the families use such communication strategies when interacting with their relatives
diagnosed with Alzheimer’s Disease?
The use of styles and tools in communication as an approach or strategy is advisable, for this
would trigger engagement in multiple senses18 of AD patients and further break such communication
barriers thus maintaining a relationship between the family and the patient.
Communication strategies used by the family caregivers to their AD-diagnosed loved one cannot be
employed unintentionally as written by Uma Narula in her Handbook of Communication: Models,
Perspectives and Strategies19. The researchers, after going through the data analysis, found out several
reasons why they have resorted to using such strategies and how they are accepted by the relative with
AD.
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For all cases, their reason to using the admonishing strategy is to prevent their AD-patients from
committing an action that would cause them or to other people potential harm or distress. For the Case
A, FM A1 uses admonition as a form of warning and/or scolding to AD PA in times when AD PA would
behave roughly when triggered by the external factors such as when raining. FM A1 uses her authority
of being the mother to her daughter in these circumstances. This is to prevent her from doing things that
could potentially harm her. As one of the communication barriers mentioned earlier, AD PB tends to
create unnecessary disturbances, when she is at the height of her anger, not just to the family caregivers
but in the the neighboring houses as well. Another behavior of AD PB to which the family members
address in admonition is her sleeplessness when she insists from keeping awake while she is obviously
drowsy. However, AD PB would sometimes refuse to heed the admonition. Unlike the case of AD PB,
AD PC is more calm and tends to sleep most of the day. She is said to be in a baby-like habits that calls
for great assistance when it comes to eating, drinking medicines and other physical needs since AD PC
has physical inabilities and is bedridden. Most of the time, the family members resort to admonition but
because of her abovementioned habits, they instead tell her the consequences if she will not comply as
told.
The family caregiver in Case A uses JESTING simply as a way to start the conversation with
the AD PA. There is nothing much to expect when it comes to conversing with AD PA since her words
are already limited and considering the presence of aphasia. The customary procedure of communicating
wherein there is an exchange of messages between a source and a receiver is not being followed. In this
case, it is usually FM A1 who attempts to initiate a basic form of communication where she asks simple
close-ended questions and hope that AD PA would provide a response. The structure of these attempts
is usually in a question and answer format with a tinge of jesting, which also serves as a form of
amusement for FM A1. Most of these circumstances revolve with FM A1 asking AD PA basic closeended questions about herself -- when is her birthday, what is her disease, who is her husband; and, there
are also times when she would ask her to translate into English some Tagalog words, and vice versa.
AD PA may sometimes be able to respond to these questions, but most of the time, she is not able to
answer properly, it’s neither she cannot provide a response, nor her words would become unintelligible
eventually. This is said to be the only means of communication in their family as FM A1 herself cannot
hold open-ended conversations anymore. The family caregivers in Case B, on the other hand, resort to
inserting jest in their way of interaction primarily to redirect their AD-diagnosed loved ones to a much
better mood. However, from the interview alone with the family caregivers in Case B, the intended
effect of this communication strategy to AD PB is not at all times successful for it only provokes her to
annoyance.
For the communication strategy SELF-REFERENCE, Cases A and C use it as reference since
both cases experience the same struggle of difficulty to understand the incomprehensibility and
irrelevant response behaviors that their AD patient relatives manifest. In the case of AD PA, she is
incapable of expressing herself, that even asked on what it is she might possibly want or need, her usual
immediate response would be “Ayoko na” or any words that may correlate to refusal or rejection of
what is being offered. Which is why FM A1 has come up with her strategy to use herself as her reference
when it comes to tending AD PA’s daily needs. This way, an incomprehensible conversation with AD
PA is easily avoided. The caretaker/s can easily assess what the patient with AD might possibly needing.
In the case of AD PC, according to the family members, in terms of responding to them to be able to
attend her needs, AD PC is incapable anymore that is why they instead use themselves as reference.
When she is asked where she is hurt, whenever she is, she wouldn’t tell where. Also, their reason is to
not torture AD PC to think and find the answers since they said it would not help her to get better. The
two case have been caused by different struggles and behaviors that serve as barricade to their
communication as respective families. Their reason is to attend to the needs of their relative even if it
means making personal adjustments.
For Cases B and C, their reason for using the telling-the-truth strategy is to remind their ADpatients of the truth. Although they are fully aware that what they tell AD PB and AD PC about the truth
does not guarantee a lasting awareness, the family caregivers still keep on insisting the truth most of the
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time. What the data revealed in all the tools used regarding the effects of telling-the-truth strategy to AD
PB is that it brings feelings of sadness and fear or the tendency to reject the truth whenever she hears
about it especially the reality about her deceased loved ones. It is the same case with AD PC, however,
unlike AD PB, she does not reject the truth. Instead she asks for more details showing that she is open
to know about it but is still saddened similar to AD PB. AD PC’s family wanted to remind her of the
present realities of those she seeks in a calm manner that they are proud to be using as an effective
approach in doing such instead.
Although different in intentions, both Cases B and C have the goal of ending the conversation
with the AD-patients by using the conforming strategy. This is in contrast with the abovementioned
strategy of telling the truth and their reason of reminding their AD patient relatives which is most of the
time used whenever AD PB and AD PC will be repeating questions about the whereabouts or identity
of their loved ones. For Case B, conforming strategy is used to prevent AD PB to further ask repeating
questions. The family caregivers reinforce this strategy by creating ‘alternative reality’ wherein after
conforming to what AD PB believes to be true, they would create a supporting statement that would
make the story more convincing that is if AD PB keeps on interrogating. This goes the same with Case
C. With the presence of the behavior of AD PC in terms of responding in an irrelevant manner, the
family members use conforming strategy by also agreeing and disregarding unanswered questions and
misunderstanding on the answers from AD PC to avoid lengthy non-sensible discussion and for the
patient to just take her rest. The reason for both cases was to end the conversation in order to prevent
possible argument.
Another strategy under the same reason of reminding the AD patient, as stated above, is used in
Case C which is testing the memory. Due to the major struggle of distant feeling that the family members
are experiencing in dealing with the less interaction that contributes greatly to the communication barrier
of the family with AD PC, FM C1 and HC resort to test the memory of AD PC to remind her of the
identity of the rest of the family members and help her remember with a hope that she will retain a
memory of it and in a way, initiate a conversation and interaction between her and the family members.
Conclusions
Based on the results on how the family participants in the study utilize communication to
maintain their relationship with their AD-diagnosed loved ones, the following are concluded:
1. The effects of Alzheimer's Disease in the behavior of the AD-patients and the struggle of the
family caregivers to handle such behavior become the primary contributors to the barriers
encountered in the communication process.
2. The communication strategies employed by the family caregivers are dependent on what kind
of behavior their AD-patients manifest and their struggles in dealing with such. There are
communication strategies that are used right after the other as a reinforcement to lessen, if not
completely break, the communication barrier experienced during the interaction.
3. The families have resolved to simplifying their conversations to close-ended questions because
of the inability of the patients to engage in in-depth communications; the family members have
learned to accommodate the requests, concerns, curiosities of the patient; the families entirely
adapted their lifestyles in order to create a more congruous environment for each member of the
family.
4. The family caregivers' intention in devising their communication strategies are based on their
desire to provide the best care and attention to their AD-patients amidst the presence of several
communication barriers. These communication strategies are executed with a complete
understanding of their condition and a motivating factor in the form of utang-na-loob (debt of
gratitude) and a sense of obligation. Ultimately, to be able to maintain their relationship with
their AD-diagnosed member.
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