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Abstract: This paper aims to assess the democratizing and decentralising effect of digitalisation towards the 
media industries. Throughout the history, the relationship between the media industries and technology is a 
form of an intertwined relationship. A series of developments in the technologies have been affected the 
production as well as distribution system of the media industries where it brings new opportunities in cultural 
production making and distribution. The study uses qualitative methodology, particularly study literature to 
analys in what way digitalisation can be seen as having a democratizing and decentralizing effect on the media 
industries. The finding in this research demonstrates that (1) digitalisation opens a greater opportunity for the 
consumer to be an independent content creator (2) digitalisation changes the distribution pattern in media 
industries where it heavily relies on online platforms (3) Digitalisation still has some limitations, hence, the 
decentralizing and democratizing effect at some points do not fully achieve.  
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1. Introduction 

Currently, the development of technology is marked by the existence of digitalisation. People become 
more familiar with the digital system and start to utilise the digital equipment as well as the analogue 
one. The digitalisation also has close relation with the development of the internet around the world. 
In 1960’s along with the massive number of the computer user, the internet was also developed 
(Castells, 2010). The internet becomes a new platform for people to connect with digital routers and 
data. As a result, it influences the telecommunication and information where it offers interactive 
activity among the users. Also, the internet affects the business infrastructure where it drives the form 
of new market among citizens who utilise the internet and digital system. People become a buyer of 
digital goods and could access it within the digital platform. Hence, in the wider context as 
digitalisation coverage is broad enough, it could be divided into three aspects: networks (the 
internet), IT services, and digital goods (Vogelsang, 2010). These three aspects are intertwined and 
influence each other.  

In the context of the media industries, Hesmondhalgh (2013) assesses the digitalisation as the massive 
number of the digital system that is used in cultural production and also circulation where it affects 
the transmission of the media industries to the consumer. It is a process which brings a greater change 
in the media industries. Furthermore, Brennen and Kreiss (2014) states that digitalisation refers to 
“the structuring of many and diverse domains of social life around digital communication and media 
infrastructures”. It means that digitalisation plays an important role where it also affects the structure 
of the media and also social life of people as a consumer. In this stage, the digitalisation could be seen 
as a whole process of production, distribution and also consumption of the media texts within the 
digital system. 

The effect of digitalisation towards the media industries could be seen in the production system as 
well as the circulation of media texts. The media companies start to distribute their media production 
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by using a different platform. Nowadays, people could watch TV by streaming on the mobile phone 
or personal computer, hearing the radio in the digital radio. This is what Jenkins (2006) states as the 
media convergence where there is a process which is occurring at intersections of media technologies, 
its industries, the content and the audiences. This process opens more opportunity for the people to 
become the active paricipants, they could access a particular output in some platforms and have more 
options in what way the consume the media texts. Castell (2010) argues that the digitalisation brings 
more advantages for people. The rising of internet society builds a competitive and productivity 
environment where ordinary people could produce their output by using advanced technology and 
the internet. The effect of the digitalisation towards the media industries raise some arguments that 
the digitalisation is the way to decentralise and democratise the traditional media.  

However, the relation between the digitalisation and the media industries is not always a mutual 
relation. As Pavlik (2008) argues that digitalisation is not always positive where it also has some 
limitations to the media industries itself. Hence, in this research, I will explain about the digitalisation 
in correlation with the media industries and try to contextualise whether the digitalisation influences 
the media industries, as it is mentioned has decentralising and democratising effect. I will focus on 
particular types of the media industries. Afterwards, I will critically discuss in what way 
digitalisation does not bring much change on media industries. 

2. Research Method 

This study uses qualitative method which is a social science research method that analyse a particular 
social phenomenon. Specifically, the research use study literature to assess in what way digitalisation 
has decentralising and democratizing effect towards the media industries. The data is collected from 
related journal and report about the changes in the media industries during the internet era. The 
author opts some type of media industries, for instance, film and video production also music 
industry as the main focus. 

3. Results and discussion 

Benkler (2006, p.10) states that the democratising effect of digitalisation refers to “the increasing 
freedom individuals to participate in creating information and knowledge, and the possibilities it 
presents for a new public sphere to emerge alongside the commercial, mass-media market”. In the 
wider context, the internet enhances the public sphere where people could access any information, 
showing their opinion or even observing a particular issue that they attached to. This is what the 
democratising effect of digitalisation towards the media industries. People have the same 
opportunity and freedom to take a role in the media industries. 

Noam (2009) describes the Internet as an open, free and competitive platform for the media 
industries. The internet has allowed entrepreneurialism where entry barrier is lower than traditional 
media. The decentralising in the media industries refers to a condition where a consumer could play 
a role as the producer instead of becoming audience only of particular media text (Benkler, 2006). The 
idea that the boundary between producers and consumers become blur also arises. Also, the 
decentralising effect could also be less concentration of power among the actors of media industries 
where it is marked by a vast opportunity for people to become a producer of the media industries. 
The relation between the digital system and the media production could be seen in the rising of 
amateur media and ‘ordinary consumer’ who play the role of producer in the cultural production is 
a sign of this process (Hesmondhalgh, 2013). Moreover, the advance technology has been encouraged 
people to take a role as a content creator because the technology provides the audience with 
sophisticated technology yet affordable.  

Currently, the industrial economy has been changed by ‘networked economy’ where individual 
production is possible and has capacity to increase the efficacy, and the rising of nonmarket 
producers with the help of digitalisation (Bustamante, 2004). As the core of the media industries is 
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generating revenue, it could be considered that individual production has the same possibility of 
generating income than in decades ago where production and distribution only accomplished by 
growing companies. To explain this democratising and decentralising effect of digitalisation towards 
the media industry, it will be divided into three aspects: production, distribution, and consumption.   

As an industry that always responds to change and transition, the media industries have showed 
particular respond towards digitalisation, particularly in the production aspect. The cost of 
production become a significant issue as in the media industries since every cost is an investment. 
One of the characteristics of producing the media outputs is a high production cost (Hollifield, 2004). 
Currently, with the digitalisation, a producer could reduce the production cost by substitute the 
analogue equipment with the digital one which costs lower (Gornostaeva and Pratt, 2006). This 
efficiency is supported by the existence of free software or online platform which takes a significant 
role in the production side. The software is used in the media production, for instance, editing 
software or audio software which is enabled to download on many websites. As Sparks (2004) states 
that production in the digitalisation era has lower barrier for some media which it encourages a more 
competitive market. In this sense, ordinary people could produce their production by using the 
digital tools and online platform. The low cost and accessibility system offers a larger opportunity 
for ordinary people to create content for the media industries.  

In the video and film production, the technology of tools that use in the production is an important 
part as to produce an audio-visual output needs a compatible technology. Recently, the wide range 
of digital technology, for example, the camera and the editing software are available. People could 
purchase the digital camera in affordable price. The digital equipment is also handy as it is 
manufactured smaller, high quality, and easy to use (Musburger and Kindem, 2009). In addition, in 
the video and film production, the digital system helps in pre-production until post-production. In 
pre-production stage, people could use software to write the script and edit it by using an online 
editor (Fair, 2006). In the production stage, the digital camera uses to produce video or movie as it is 
well-known as low-cost technology. Different from traditional movie production where it needs 
celluloid, in the digital system every frame will be captured with arrays and processed directly in the 
software editing which would make the production process more efficient, fast, and cheaper (Canon 
Europe, 2016). These accesses create an environment where video and film production are possibly 
done by ordinary people with limited financial ability. This encourages the increasing number of 
independent video and film productions (Musikawong, 2007).      

In Indonesia, there are some amateur video and movie makers that use affordable production tools 
to produce media output and using an Internet-based platform to circulate their productions. One of 
the famous independent producers from Indonesia, also known as famous Youtuber, Raditya Dika, 
produced his mockumentary “Miko’s Saturday Night” independently. His production reached 40 
million viewers, the highest number of viewers in Indonesian Youtube channel (Supriyanto, 2014). 
Start from the small production, currently, Raditya Dika has released his commercial movies and his 
successful path is followed by other young people who actively produce contents with a simple 
equipment and technology. They could earn money from their viewers in particular Internet-based 
platform, as an example, Youtube. 

The increasing number of independent productions could also be seen in the number of independent 
film producer recent years. The existence of this internet-based platform has proved that more 
consumers are encouraged to take a role in the media industries where the number of amateur 
producers is increased. Currently, in Indonesia, the number of the independent film maker is almost 
700,000 movie makers that spread all over Indonesia (Jakarta Beat, 2016). This number keeps growing 
as many young people engage with a digital camera and attempt to make their production. The 
increasing number of independent video and filmmaker has proved that digitalisation makes the 
entry barrier in media production becomes lower and easier compared to media production in some 
years ago. 
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The distribution of the media industries within the digital platform makes media output could be 
distributed in the real time and independently. Previously, traditional media outputs have been 
circulated by involving the third party, for instance in the music production, retailer or large 
distributor is needed to control the outputs selling (Burkart, 2006). In the wider context, an off-line 
distribution is marked by the need for powerful, wide-reaching and rapid logistical agent to ensure 
that output is distributed and controlled well (Bustamante, 2004). Recently, the online platform 
makes the controlling system in the distribution stage, particularly for the traditional media, becomes 
lower. Digitalisation allows a text could be copied and downloaded by using personal computer and 
internet connection. Musburger and Kindem (2009) argue that the Internet plays a significant role in 
distributing all forms of media: audio, video and graphics at a very low cost where it only needs 
personal computer and broadband connection. The distribution process takes advantage of 
accessibility technology where people could upload as well as downloading the media outputs right 
after they are released online. This fast distribution process forms an online market which is still 
growing along with the expansiveness of online distribution. 

The best example to illustrate how the digitalisation affects the distribution system of media 
industries could be seen in the music industry. Burkart (2006) states that the distribution of recording 
production has been significantly affected by the digitalisation as the number of music platform has 
been risen, for instance, Soundcloud which is a social sound web for the public to upload their music 
online. People could hear and download a particular song through this platform. This web was 
released in 2007, and in 2015, the number of registered users reach 150 million users in total 
(Bloomberg, 2015). Based on the International Federation of Phonography Industry (IFPI), the 
number of people who access music by using internet-based platform increase in period 2009-2014 
(IFPI, 2014). The expansiveness of digital platform affects the digital industry’s revenues in 2014, 
which was reached US$ 6.5bn. This number keeps growing as more people is engaging with a gadget, 
the internet, and digital system. Hence, it could be argued that in the music industry, independent 
musicians and label could replace the position of traditional music company where digital 
distributors and music downloading service become more popular than buying traditional recording 
output.  

The rapid changes in the production and distribution also affect the consumption pattern of 
audiences. The sophisticated technology has increased the accessibility of media content to its 
audiences (Kung, Picard, and Towse, 2008). Digital platform becomes one of the primary sources of 
information, for instance, consumer use online site to access news, consuming TV or radio programs 
by streaming and utilising social media to update information particularly for the young generation 
(McChesney, 2014). The change in consumption patterns could be seen in the rising number of 
individuals who use the internet or digital media to consume media output that previously accessed 
by traditional form. As an example, in the radio industry, the number of people who consume radio 
in digital and online platform in the UK is increasing. In 2015, almost half of total listeners change 
the way they listen to the radio by using streaming radio and digital radio (OFCOM, 2015). People 
becomes more familiar with digital goods and networking technologies using social media. 
Furthermore, it also offers an interactive activity as people has the ability to give comments or get 
involve in the particular media (Nyre and Ala Fossi 2010).  

Nielsen (2012) argues the Internet could enhance the scale and information diversity by mass 
collaborating in the digitalisation system itself. This optimism grows as the digitalisation opens larger 
possibility where people could collaborate by using a digital platform and the Internet that could 
enrich the source of content and its diversity. The media diversity refers to the heterogeneity of media 
content where theoretically audience would have many options for output. In other terms, diversity 
could be defined as “the extent to which media content [...] differs according to one or more criteria” 
(Van Cuilenburg and McQuail, 1982, cited in Picard, 2000, p.52). The idea of the diversity of media 
content is believed as the impact of the digitalisation as people would have more choices in the media 
outputs and could choose what they want to consume.  
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What could be said about the digitalisation is it introduces the new forms of production and 
distribution where it allows ordinary people to contribute more to the media industries. It creates a 
new economics potential where people could earn money by producing and distributing their text, 
giving consumer choices to opt a particular way in consuming media. In this stage, could we declare 
that digitalisation change the whole structure of the traditional media? I will explain in what aspect 
the digitalisation shows some limitations. 

The structure of the market which formed by the digitalisation and online networking promise the 
greater freedom for the user. However, the existence of digitalisation does not necessarily pave the 
way for everyone to become a professional producer in the media industry. Hesmondhalgh (2013) 
argues that behind the digital optimism, there are some aspects which are uncovered by the 
digitalisation. In this sense, the limitation of digitalisation causes in some aspect, the media industries 
remain the same where economy ability still requires and the controlling are still owned by the large 
company.     

Firstly, as the digitalisation offers a broad range of choices in a production system and small budget, 
particularly in the film industry, the independent production could opt technology that suits them. 
The digital system promises the high quality of picture as well as analogue. However, since the video 
or film production requires a complicated chain of production, there are certainly format issues 
within digital filmmaking. Since 1930’s the film industry has worked with 35 mm ratio with 
universally where the traditional exhibition cinemas have the compatible technology (Wheeler, 2003). 
Whereas the digital camera works differently where it has branched into various avenues based on 
different specifications. Moreover, there is different of video standards and frame rates among digital 
camera and analogue camera.  

This different frame rate affects in what way independent filmmaking circulate their production 
because majorly the conventional cinema is designed to exhibit 35 mm ratio with analogue film 
technology (Bowles, 2011) and the traditional theatres are controlled by large companies which play 
a great role in film distribution (Erickson, 2011). Recently they primary place to circulate their 
production is in international or national film festival. Entering the independent film festival, the 
producer still needs additional cost for submission fee or even sending the hard copy of their 
production. Further, film festival still has a limitation where there is a particular theme or technically 
requirement that should be fulfilled by participants, for instance, the frame rate for theatrical 
exhibition or the year of production. As a result, independent producers, in some cases, should pay 
for the additional cost to meet the requirement of the film festival or adjusting their focuses on looking 
for an alternative way to circulate their production to find a suitable market for their production.  

Additionally, since the digital technology keeps develop rapidly, the newer technology would be 
invented. The technology obsolescence becomes a primary issue among independent producers (The 
Academy of Motion Picture Arts and Sciences, 2012). This circumstance opens a high possibility 
where there is a chance for the new technology become incompatible with the previous digital data. 
This is what would happen in independent production where they rely on the digital system. The 
possibility of data loss or failure in reading data is high as the current technology could not process 
the old data. In comparison with the film system, the life span of professional digital cameras is 
currently about 3-4 years, whereas film cameras could last a decade or more (Square Trade, 2010). In 
this stage, all digital production still requires a regular cost in order sustain the life-span of their 
outputs by changing the equipment and also protecting the digital data. The independent production 
should be back up by doing active data management. Regular backup by copying to another storage 
medium, upgrading software and hardware even recruiting skilled technician to do migration data. 
Hence, it becomes costly for independent film producer with limited budget.   

Secondly, the digitalisation structure relies on the advance of online networking where sender and 
receiver are supposed to be in broadband signal reach. However, there is an unbalance of online 
networking around the world. This is what Hindman (2009) called as digital divide where there is an 
amount of people who do not have proper access to digital goods, service, and network. In the wider 
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context the digital divide drives to digital inequality where people do not have the same access to the 
same technology. As the Internet expanded dramatically, the online ability is still not available 
around the world. In many developing countries, some countries could not access the internet as they 
could not build an infrastructure for technology and telecommunication. Some countries in Africa 
(sub-Saharan), Burkina Faso, and Pakistan are countries which do not have access to the internet and 
current digital technology (United Nations, 2015). The main causes of the digital divide are 
inadequate economic ability, the lack of education which has an impact on the low adaptability of 
the technology (digital illiteracy), as well as the issue of socio-cultural adaptation to new technologies 
as the digitalisation requires people to be adaptable and fast-learner with the current technology. In 
the media industries, the digital divide is one of the disadvantages of the digitalisation that could 
obstruct output circulation within the digital system. As a result, the digitalisation in some cases 
could not perform well in terms of delivering media outputs. 

The difference of signal strength could also be seen as the inequality among countries that already 
have a broadband technology. Improving the online access is quite expensive in developing nations 
(Tiene, 2002). As the Internet needs strong connection many countries still strive to build more 
sophisticated technology to have a better signal. The attempt to get faster connection also relies on 
consumer where they are supposed to renew or purchase proper gadget to enhance the performance 
of the internet or digital signal. In this stage, the high-quality device is required where the price is 
majorly high. It means that the digitalisation in another side still calls for an additional budget to 
reach a better quality. 

Furthermore, the ownership of networking is still concentrated in large companies. Benkler (2006) 
states that the advantages of digitalisation in the media industries are the opportunity to play a role 
as a producer within the networking economy. However, in reality, large companies still hold a 
significant role and controlling the network itself. The framework of gatekeeping exists in the media 
industries (Hindman, 2009). The gatekeeping system refers to the people or a particular group that 
have an authority to manage the media output to distribute to the consumer. Both of digital 
broadcasting and the Internet shows that consumer’s choice and access will be determined by control 
of gateways (Hendy, 2000). In the radio industry, the digital broadcasting radio that has been 
developed since 1990’s offers a huge control by using gateway system for run one multiplex (network 
to transmit the digital radio). Means that the authority holder could decide which stations could be 
on air under the same multiplex. Some large companies have been showed their interest to own that 
license. Talk Radio and Clear Channel, as an example, are keen to establish a market lead by running 
the operator of a multiplex which control transmitting of 17 various radios. This proves that even in 
the digital system, the large companies still play a significant role particularly in distributing media 
text. 

Noam (2013) has assessed that the Internet/networking concentration is still in high concentration in 
which some large companies control the networking. Recently, many large companies have provided 
people with digital tools and software. Microsoft as an example has a vast range of product that 
utilises by the consumer in the digital era (Redmond, 2004) for instance software, operating system, 
digital goods and hardware. Some Internet-based platform as an example, Youtube, is owned by 
Google company. Media companies still perform integration both vertically and horizontally to take 
the access of controlling Internet and digital system (Baker, 2007). It shows that there is a repetition 
of the traditional media where large companies take control of the media industries. It should be 
noted that the primary Internet sources mostly have the same owners which it proves that 
digitalisation does not change the shift of ownership in the media industries. Hindman (2007) states 
that in some stages, the digital media ownership is more concentrated than in traditional media 
where it affects the content of the media production within the digital system.  

Thirdly, in the consumption choices, as the digitalisation offers a large space for the consumer to have 
what they want, it still has the disadvantage which relies on the fact that the choice is not that varied. 
As people becomes more familiar with the content of traditional media, text in the digital follows the 
same order. Pavlik (2008) mentions that there are four ways which are used by the media producer 



P-ISSN: 2442-9880, E-ISSN: 2442-9899 
 

 48 

to create digital content. The most affordable, also the least risky is by remaking the previous text 
that already prevalent in the traditional media. The cost of reproducing a particular text is more 
affordable than produce the original content. Additionally, the margin profit could be at least 
protected by recycling specific program material because people would consume output that they 
are familiar with. It could be identified by the same theme for some media productions or similar 
plot for film or TV series. As Crisell (1997) states that digital system will enrich the channel of media 
distributing but not in the content to fill the channel itself. It proves that regarding content 
production, digitalisation does not work effectively to diverse the media content. 

4. Conclusion 

Throughout my explanation about the digitalisation, it could be summarised that the digitalisation 
has proved in becoming one of the ways for the audience for having more space in the media 
industries. The growth of the internet may have provided extensive opportunities for innovation in 
the media sector. It opens a greater opportunity for people to become a content creator by providing 
some affordable equipment, software and internet-based platforms to distribute it. As media becomes 
convergence, the audience could also choose in what way they consume media text and participate 
more in the media industries. 

Nevertheless, in some degree, digitalisation do not change the whole process in the media industries. 
Despite the fact that people could produce and distribute their output, to survive as the professional 
producers, is still questionable. As digital system offers a great revenue, the large media companies 
compete to control it. Consequently, the media ownership is still in a high concentration. The control 
of large companies proves that economic ability still plays important role in the structure of the media 
industries and also influences the media content.  Furthermore, in the aspect of content, even though 
there is an emerging of new producers in the digital media, the diversity of content which offers to 
consumer still relies on what popular in the traditional media. To conclude, digitalisation may break 
the entry barrier of the media industries, however, in some stages it does not change the whole 
process in the media industries. 
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