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From a Social Worlds Perspective to the Analysis of
Mediatized Worlds

Friedrich Krotz

1. Mediatization: A long term process of change of everyday
life, culture and society.

Mediatization is a concept that came up in the last decade of the last century
to become a “key” (Lundby, 2009) to describe and to grasp theoretically the
changing media landscape and the related change in the daily lives of people,
of organizations and institutions, and of culture and society as a whole. The
word “mediatization” itself has a surprisingly long history in communication
studies, as Stefanie Averbeck-Lietz (2014) has shown. Nevertheless, it is not
before the second half of the 1990s that one finds the first attempts to develop
the concept systematically as being fundamental for communication studies
(Krotz, 1995; 2001). In this sense, “mediatization” was the response of the
scientific community and especially of communication and media scholars to
the growing importance of digital and computer directed media, which was
accompanied by a change of old media. Of course, mediatization research in
general is inspired by ideas of the so-called Medium Theory, following Harold
Innis and Marshall McLuhan, but tries to avoid the one-sided technological
orientation and other problems of that approach (Krotz, 2001).

In general, the main question of mediatization research is the following:
How are the everyday lives, social relations and people’s identity, organi-
zations and institutions, and culture and society as a whole changing in the
context of the development of the media system? As a starting point to system-
atically develop answers to this question by doing empirical research and by
developing theoretical insights, today there exist different notions of how to
define mediatization (cf. Krotz/Hepp, 2013, Hepp, 2012). Some researchers re-
fer to the media logic concept of Altheide and Snow (1979), others like Mazzo-
leni and Schulz (1999) look for sub-processes in modernity or concentrate only
on changing power relations by upcoming institutions in the field of politics
(c.f. for all cases: Lundby, 2009). Others again reduce the media development

Krotz, F. (2014) ‘From a Social Worlds Perspective to the Analysis of Mediatized Worlds’, pp.
69-82 in L. Kramp/N. Carpentier/A. Hepp/l. Tomani¢ Trivundza/H. Nieminen/R. Kunelius/T. Ols-
son/E. Sundin/R. Kilborn (eds.) Media Practice and Everyday Agency in Europe. Bremen: edition
lumiere.
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to the development of the former mass media, try to extend Innis’ system of
media dominated phases of human development, or reduce mediatization to a
development only in the area of digitalization (For an overview: Lundby, 2009,
Hepp/Krotz, 2014).

In this paper, mediatization is conceptualized in a broader way following
Krotz (2009). It is seen as a so-called meta process, just like globalization,
individualization or commercialization, which are studied for example in soci-
ology. From this perspective, “mediatization” should not be used as a synonym
for “digitalization”, as there were a lot of mediatization processes in history
long before digitalization. As media history has shown, media (for example:
pictures) have existed since human beings began to communicate and they and
their developments have always accompanyied human development (c.f. Ho-
erisch, 2004). There have been ‘human media’ telling us about religion. There
was the invention of writing in different cultures and societies, and the slow
process of whole cultures and societies becoming literate, lasting hundreds or
even thousands of years. There was the growing importance of pictures under
different cultural or religious conditions, the invention of the printing press
and its different forms of use in different cultures, the development of media
of interpersonal and institutional communication like the letter and later the
telephone and the cell, or computer games as an example for media of inter-
active communication. Today, mediatization mostly refers to the digitalization
of old media and the invention of computer based new ones. A specific topic
is the fact that media can also disappear (which may be called “demediatiza-
tion”), if for example by pressure of the church pictures may disappear from
religious buildings, as was the case in the European middle age. And it may be
the case that upcoming media are used quite differently in the same society —
for example, we as members of society are using the digital infrastructure as a
net for communication, for conversation and for mutual understanding, while
enterprises and secret services use the same net as a data net in a strategic in-
terest to sell us things and to control us. Of course, this cannot be discussed in
more detail here.

If one talks about mediatization, it is important to make clear what pre-
cisely is understood to be a medium. We here use a concept of media referring
to semiotics (Saussure, 1998) and also to Raymond Williams’ understanding
of media as technology and cultural form (Williams, 1990). In such a view,
a medium is an instrument for communication that at the same time has a
structural and a situational existence: As a structure, a medium is a societal in-
stitution and a technology. As a situational instrument, it works as a producer
and distributor of cultural forms, content and aesthetical forms of representa-
tion, and as a space of experience for the users (Krotz, 2011). Compared with
face-to-face-communication, today more and more different forms of medi-
ated communication are coming into existence and being used by people. In
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a social constructivist perspective, following George Herbert Mead, Alfred
Schiitz and Peter Berger and Thomas Luckmann, culture and society are so-
cially constructed by the activities of people, especially by the communicative
actions of us all. But under conditions of ongoing media change, and as more
and more media are coming up and being used, communication takes place
differently, compared with before. More and more communicative activities
for more and more intentions and goals are taking place as mediated and media
related communication. Thus media become more and more relevant for what
happens, which meaning that has, and how society is working.

Thus, social reality by media development is constructed more and more
on the basis of mediated communication and of media related communication.
This is what we call the meta process of mediatization, and sub-processes of
this overall process may be observed in everyday life, thinking, knowledge,
learning, growing up, social relations, political participation, economy, and so
on: We then call the results mediatized, when everything depends on media:
For example, universities are places of teaching and learning. They started as
institutions of handwritten papers and notes and vocal lectures in the 13th cen-
tury, then became mediatised institutions of printed matter, and today are again
mediatized as institutions of handwritten papers, printed matter and electronic
media. These repeated sub-processes can be understood to be recursive steps
of mediatization.

Today, there is a growing and internationally directed literature, growing
empirical work, and a theoretically driven discussion surrounding mediatiza-
tion (Livingstone, 2008; Krotz, 2011; 2012; 2014; Couldry, 2008; Lundby,
2009; 2014; Hepp, 2011; Hjarvard, 2013; Krotz/Hepp, 2014, and a special
issue and the ongoing publication of articles in the European Journal of Com-
munication Research).

Finally in this introductory chapter, let us say what makes the concept
of mediatization special and why we recommend its use. It is the aim of com-
munication and media studies to describe communication and media and the
cultural and social roles they play for human beings, as well as to analyze the
results to gain theoretical concepts which can help to understand and explain
what is happening. Now, this has been rather difficult for some decades, and
will remain difficult probably for several to come, for we are living in a time
of rapid and fundamental development of media and communication, as is
well known. In such a situation, the mediatization approach offers four helpful
basic ideas.

First of all, mediatization researchers do not start by studying the de-
velopment of any one single media or specific areas of culture and society:
Mediatization research is not media centred. Instead, they start with the com-
municating individuals and how their communication is changing by using
a new medium in a specific area of life. As we said above, changing media
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and media systems are changing communication and the social construction
of reality as people use them for communication and for orientation in culture
and society. Thus, in order to understand changing everyday life, culture, and
society in the context of media development, we have to look at what people
are doing and how their communicative actions are changing in the case that
they use different media in a specific area of life: We do not concentrate on
media, but on the social reality. We also know by observation and by prior
research that mediatization is not a linear and continually ongoing process, but
rather develops intermittently and in different steps in different areas of social
life: The mediatization of a houshold is different from the mediatization of a
fan group or the school. We thus must study the different areas of social life
in different ways — to do so, we introduce in the next part of this text the con-
cept of social and mediatized worlds. If we find out how these developments
work in different social worlds, our results can be ordered theoretically. Using
concepts like this, we are able to systematically develop an overview of the
consequences of media change in culture and society and the surrounding ac-
ademic research, which today is studied in quite a lot different disciplines and
with very different questions and methodologies — this is what communication
and media studies can contribute to development today.

Secondly, we thus try to do research with reference to the fact that we
need process oriented research and theory if we want to describe these devel-
opments and understand them theoretically. It is not really helpful to think of
society and culture as stable entities or to say that the media development of
today will end in an information, a network or a media society, as nobody to-
day can say what exactly this should be and what are the characteristic features
of such a type of society — in addition, it is not clear whether such a society
finally would be stable over time. In contrast to this, by using a mediatization
approach, one can reconstruct the process of changing media, changing com-
munication, and changing culture and society, and thus follow the historical
and present development, but also on the basis of this make plausible suppo-
sitions for the future.

Thirdly, we understand the mediatization process as a long-term process
in history, as the development of media already took place in the past with
the upcoming of written language and books, the printing press, the inven-
tion of the camera, the movie, the radio, and so on. Together with all these
developments, new institutions and new aesthetics in culture and society, new
knowledge and new experiences of the people came into existence, as in re-
lation to these inventions communication and communicatively constructed
entities have been changing too. By reconstructing the past, we can try to learn
from history in order to better understand present developments, as there may
be prior experiences of media developments which can be helpful to avoid
mistakes today. For example, 100 years ago the upcoming radio was used to
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announce revolutions, and the working class tried to have its own broadcast-
ing facilites. But kings and emperors, governments, bureaucracy and economy
have won this fight and installed a government driven or economically driven
radio everywhere in the world. Could it be that the same is taking place today
with the internet?

Fourthly, the mediatization approach includes both historical and current
research, in order to construct a theory to understand what is happening in the
field of media, cultural and societal change. In addition, this approach may
serve as an approach to critical research. Learning from history also means
that we can find out what can happen with democracy if media are controlled
by government, secret services, or are economically dominated by huge giants
like Google, Apple, Facebook and Amazon, without the control and influence
of civil society. In the perspective of the Frankfurt School, critical research
consists of confronting the real developments with the possible ones — and this
is what a mediatization approach can help to do by analyzing developments in
detail and comparing the results with what could be possible under different
conditions. For example, in a mediatization approach we can compare the role
of the internet under the conditions of net neutrality with an internet with a lot
of privileges for the commercial transport of data — this is not only a question
of what works better, but a question of power and hegemony.

2. Taking a social world perspective on media use and media
development

The central question related to mediatization is how to study it empirically and
to grasp it theoretically. A key element for understanding is to ask how people
introduce new media technologies into their everyday lives, how they appro-
priate these media and integrate them into their lives, and what consequences
will arise from that, as they communicate and act differently on the basis of
these newly introduced media. Here, the domestication approach developed
by Silverstone and Haddon (1996), and similar approaches of technologically
oriented research are helpful; but here we have a broader interest as we ask for
the media related consequences for culture and society.

As stated above: In so doing, it is important to have in mind that in dif-
ferent areas of everyday life different media and different forms of mediated
communication may play a role, and that in each of these areas different rules
may apply as to what people do with media and how they use them. For ex-
ample, there is a lot of information about gardening in the internet; but when
you are working in the garden you usually do not have a laptop or a tablet at
hand. This may change, if some time in future we have home and gardening
robots so that that we no longer do the work but tell them what to do. For the
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social world of gardening, therefore, mediated interpersonal communication
and mass media and internet related communication are of course relevant,
but mostly before and after the work in the garden. Thus, although this social
world takes place mediated and media related, it is not completely determined
by media relations and influences.

This is different if a person is interested in participating in political work,
which today is mainly a communicative activity with the use of a lot of me-
dia: reading blogs and newspapers, listening to news, watching TV, discussing
with others, face-to-face or via media, and so on: the social world of political
communication today is much more shaped by the media then the world of gar-
dening: Moreover, if we look at the political happenings in society as a whole,
we can say that political participation and political communication are broadly
determined by the role of the media — it is not only a social world of mediated
and media related communication, it is a mediatised social world. Although
somewhat different, similar differences are the result when we look at media
use and the mediatisation process in a family, or if we compare the use and role
of media in religious communities with the world of computer games — some
include mediated and media related communications, others depend more or
less totally on media and thus may be called mediatized. Hence, we can con-
clude that different areas of everyday life in the perspective of an individual
today demand different access to and different experiences with media, as dif-
ferent rules apply and people operate with different expectations — and thus
also different forms of media literacy may become relevant. This means that
mediatization is a complicated, long-term process that takes place in different
areas in different ways. We can thus conclude that we cannot study a long-term
meta process in general; instead it makes sense to examine and analyze in de-
tail what happens in the particular individual areas of life.

This is the reason why in the following we refer to the concept of so-
cial worlds. The concept stems from symbolic interactionism (George Her-
bert Mead, 1969; 1973) and was created by Tamotsu Shibutani as early as
1955. Later it was used and developed by Anselm Strauss and his collabo-
rators (e.g. Clarke, 1990; Striibing, 2007). In this view, a “social world” is a
“set of common or joint activities or concerns bound together by a network of
communication.” (Strauss, 1984: 123; cf. also Strauss, 1978). A social world
thus describes a specific societal and cultural entity of communication, which
we call a “world” because it includes all communicative activities related to
the common activities that constitute that world. A social world thus is “not
bounded by geography or formal membership, but by the limits of effective
communication” (Shibutani, 1955: 566). In this perspective, we do not live in
a society as a whole, but in a huge amount of different social worlds, in which
we are active and in which we communicate with others. In each such social
world, different rules and conditions may hold, especially for communication:
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Families and households may be analyzed as social worlds, but also enter-
prises and departments of a university or fan communities of music styles or
sports disciplines. And in such social worlds, the mediatisation of which we
can study, analyse and describe, typical developments, typical ways of use and
habits may be observed.

In the context of mediatization, we thus understand social worlds as the
social entities in which people become acquainted with new media by using
them for specific interests and purposes, and study and develop the common
rules and conditions which hold in such a social world. For example, if we
look at the mobile phone, parents want to control their children or to stay in
contact with them, while children want to have their own channel for commu-
nication with their friends. Football fans use their mobile phones to organize
events, and enterprises use them for internal communication or the acquisition
of new customers — all these are indicators for specific mediatization process-
es. In each such social world the respective relevant mediatisation sub-pro-
cesses take place by following the specific communicational norms and habits
of that social world.

Mediatization thus takes place as a lot of different mediatization sub-pro-
cesses of different social worlds. Such a social world perspective on people’s
thematically centred fields of communication is thus not only helpful for an
analysis of the everyday lives of people in a mediatised culture and society,
which we understand to be constructed socially and by communication of the
people. It is also useful if we want to understand the changing forms of cultural
and social life by changing forms of media (Krotz, 2014a). In contrast to this,
empirical research in the frame of communication studies is often concentrat-
ed on single media. As a consequence, communication studies traditionally
situate people as part of the audience of solely this particular media. This may
result in interesting outcomes, but communication studies would much benefit
from a complementary view by starting with the perspective of the individuals
in a social and cultural world, as suggested by the concept of “social worlds™.!

If we assume the perspective of the acting subjects and start research with
reference to their social realities, things may look different. This is beacuse
the usual knowledge, habits and interests of people become central for the
analysis of media, cultural and social change. We also have to take into consid-
eration the reasons why people introduce new media into their everyday lives,
how they appropriate media, and with which consequences they use them in
the given social world. For example, if a person buys a mobile phone, then
this person can be interested in an easier organization of everyday life, to be
in more contact with friends, or to get more and current information via the
internet. This has been shown for example by studies that have asked people
why they do not use certain media and whether or not they plan to do so in
the future: therefore, it is the concrete aims and expectations that are relevant,
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not the general and abstract interest to use a technical device or any specific
technical feature (Gerhards/Mende, 2006). Thus, this paper emphasizes the
assumption that people are not generally interested in media. Rather, their in-
terest and their participation is particularly directed into specific areas of life,
and these interests motivate them to explore and use new or changing media.
This, for example, is also shown by the impressing empirical studies of Maria
Bacardjeva (2005), who very carefully accompanied people in their first steps
in the internet—and showed that usually people are not interested in the net,
but in specific intentions and purposes.

3. The social worlds of computer games, of football and football fans

In order to illustrate and explain the concept of social worlds and its relations
to mediatization research we now give two more detailed examples: The social
world of computer gaming and the social worlds of football and football fans.

Becoming a computer gamer does not simply mean that a person hap-
pens to play a computer game. Instead, it means that she or he is playing
computer games again and again, has a biography as a gamer, has a broader
knowledge about computer games than other persons, informs himself/herself
about games, their development and the public discourse about them — in oth-
er words, that playing computer games is a relevant concern for her or him.
Becoming a gamer thus implies that a person must have access, at least from
time to time, to the discourse surrounding the computer gaming culture. This
necessitates not only that this person owns a computer, but also that they have
access to a broad selection of computer generated media like the internet, the
mobile phone, the platforms for computer games. And it means that such per-
sons inform themselves about games by reading blogs, journals, websites or
other relevant material, and of course is also talking, mailing, chatting with
others, or is using further forms of mediated interpersonal communication in
respect of gaming, for example being in contact with other gamers within the
context of this or that game. To sum up: We expect that such persons in their
everyday lives are oriented to living and acting as computer game players — not
exclusively and the whole day, but again and again, and that they are commit-
ted to doing so. In such a case, we may say that this person is a member of the
social world of computer gamers. In addition it is evident that this social world
is a mediatized world, as the computer games themselves need digital media,
and most activities of the members of this world are communicated by digital
media. It is a social world that only exists because of the existence of digital
media. Some interesting consequences of participating in this mediatized so-
cial world are for example described by Graeme Kirkpatrick (2013).
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Another obvious example is the social world of football and football fans.
The central thematic concern of people engaged in football is the club and
the games. Persons, places and institutions that relate to that are the football
players, the stadium, the different football leagues, and the other clubs in these
leagues, the referees, the staff of the club, and all the organizations that care for
football in general. In addition, we have events and activities and whatever be-
longs to that: football matches, people coming to watch the matches, the tech-
nology in the stadium, the screens where goals or other situations are shown
or replayed, the police and the video cameras which observe the participants
outside and inside the stadium, the people selling beer and sausages or what-
ever is allowed. Of course, there is also the press and the TV and other media
institutions that observe the play and what is happening, and the people sitting
at home watching TV and so on. The stadium, the statements, and especially
the TV transmissions are in addition full of marketing activities of enterprises.
All this all and a lot more — for example a regional meeting of the fans — is the
material basis of the social world of football and football fandom. As a whole it
consists of all the communicative activities that refer to this area of life, which
we can call a social world that already existed before the emergence of digital
computer related media. The fans — or the people who call themselves fans —
visit their stadium frequently or at least from time to time, some behaving in
specific ways and wearing specific clothes, at least on certain occasions, and
thus presenting themselves as football fans of a particular club. They usually
read special interest journals, specific blogs, from time to time have meetings
in specific restaurants or pubs with others who also would call themselves foot-
ball fans. They usually know a lot about football and have a specific biography
or socialization and career with reference to football.

Now let us look at the forms of communication that are taking place in
this social world of football and football fans: There has always been highly
important face-to-face-communication in the stadium during matches or when
football fans meet for a beer or move on to the stadium or go home or to a pu-
bwhen the play is over. There is interactive communication?, as people acting
in this social world use tablets and computers, and fans often play computer
games concerned with football. In addition, everybody uses phones or mobile
phones and similar devices for mediated interpersonal communication — in
Germany, for example, even the referees are connected by walkie-talkies. To-
day the stadium itself is not only a place for a football match but at the same
time a stage for press, radio and TV, who are always present to report about
what happens, with the players and the coach as the stars. There are also mass
media, for example screens in the arena to inform the spectators and to screen
ads, there are further moving animated advertisements, and the club and the
players offer information on their websites. Besides all these forms of mediat-
ed communication, there is also in a broader sense media related communica-
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tion: Most things and facts that people know or experience with reference to
their preferred football club and about the whole league, they have experienced
through media or at places strongly controlled by media — e.g. the stadium, the
club restaurant, or other places where people committed to this football club
will meet.

Thus, there is more and more mediated communication and media related
communication taking place in this world of football and football fans and it
is becoming more and more relevant. As a consequence we would call this so-
cial world a mediatized (social) world. We do so because more or less all that
happens in this social world is influenced and shaped by the media. Media are
crucial for the image and the financial income of the club, they help to control
and organize the people in the stadium, and they are responsible for a high
degree of name recognition. The media can set the whole club under pressure,
and the value of the players and the income of the club depend on the media.
For decades, there have also been discussions to change the rules of the game
such that it would become of higher interest or offer more excitement — this has
happened with a lot of other sport disciplines as well.

4. Mediatization research as the study of the mediatization of
social worlds

Social worlds are thus a helpful and logical concept for studying the soci-
etal and cultural meaning of media in the everyday lives of people, institutions
and organizations, and also the world of economy and politics, socialization,
school, religion, and so on. It is an important unit of investigation for what is
happening in culture and society in the perspective of the members and partici-
pants: As reported above, society and culture can be understood as a (changing
and developing) net of social worlds. The concept “social world” is moreover
an important instrument for studying the changing roles and meanings of me-
dia in the changing world of today in order to learn about the consequences
of media change for culture and society and thus about the long-term meta
process of mediatization, which describes the relation between media change
and societal and cultural change.

In this regard, the overall meta process of mediatization can be described
as a process of changing social worlds. As explained above, mediatization
comes into existence due to the fact that people communicate and interact by
using emerging or changing media. So with reference to mediatisation each so-
cial world is developing under its own special conditions and as a result of the
changing forms of communication which are relevant for this particular social
world: For example, new mediated interpersonal forms of communication may
take place or new mass media and other forms of standardized media or inter-
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active media may become relevant. This then results in new ways of organ-
izing cooperation and activities in these social worlds and in communication
and discourse. Thus, the everyday lives of the people concerned may change,
new ways to shape and live social relations, and changing forms of socializa-
tion and growing up may emerge, If such developments happen with reference
to a lot of social worlds, also the organization and the aims and goals of en-
terprises, political parties and other institutions may change. Finally, all this
will lead to changes in democracy and economy, culture and society. Hence,
an understanding of mediatization as the ongoing mediatization of different
social worlds in different ways, as shown for the world of football and the
new world of computer gaming, may be helpful to describe and to understand
mediatization.

Such an approach is in addition helpful for understanding the special
features and qualities of mediatizaion. As in the case of globalization, mod-
ernization and other long-term meta processes, (which are meta processes as
they cannot be described merely by different states at different points of time),
mediatization in such a view is evidently taking place in a nonlinear way, not
simultaneously in different social worlds, and in each phase it includes a com-
plex and cultural diversity of developments. There are always different sub-de-
velopments, and they all depend on social, cultural, and historical conditions.
Even inside a given culture and society, there are different developments in
the different fields and segments, how upcoming media are used and what for,
which rules and norms will be accepted, and this at least today takes place
in the midst of an ongoing media change — we have given examples for this
above. We can also analyse which social worlds are impacted by new media
and via which paths a new media develops in a given society — which may be
different in different cultures or social groups. We may also find out what it
means when some media are used at first in economy and school, and others in
the private sphere; and also whether the use of media is related to power or to
interest on the part of the social subjects.

As a consequence, mediatization research has three different branches:

= There is current research trying to reconstruct empirically and grasp theo-
retically the developments of today and, for example, to bring the differ-
ent, mostly single-media studies together,

= There is historical research trying to understand the developments of the
past and learning from them, also to be able to understand the current
developments,

= There is critical research, as the development today is driven by tech-
nological, economic and bureaucratic developments and institutions like
Facebook, Google or Amazon and by governments and their bureaucra-
cy, as this can be reconstructed by using for example the concept of so-
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cial worlds. Such research becomes critical if one, in the tradition of the
Frankfurt school, contrasts the reality with what is possible under the giv-
en conditions.

Especially the latter type of research has to be promoted, as mediatiza-
tion research is showing how fundamental the changes of media are and how
relevant they are for the development of culture and society. Today, the whole
media development is driven by enterprises and industry, and more and more
parts and forms of use of the digital media are controlled by great enterprises
and losing their aspects as spaces of freedom and democratic participation. In
addition, and as is well known, nearly all important industries, all economic
branches, and all enterprises collect and analyze all the data on people they can
get, and the above mentioned internet giants together with the secret services
try to control whatever happens in the whole net. As all this leads to more con-
trol and power and makes the net more and more to an instrument of ongoing
hegemony, this must be countermanded: Fundamental areas of life must be
under democratic control. We thus need more critical research to look for other
developments controlled by civil society and not by industry and government,
and helpful concluding proposals as to what has to be done to get the net back
for civil society and the individuals.

Notes

1 Such a social world perspective is adopted and developed by some projects of the German
priority program “Mediatized Worlds”, cf. www.mediatizedworlds.net

2 interactive communication should not be confused with interaction — while interaction in so-
ciology stands for social actions between persons, interactive communication designates a
human-computer activity, where the hardware/software system gives the user seemingly indi-
vidual answers.
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