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What do users want

from the mobile web?
From James Whatley,
digital marketing product
mahager, SpinYox

It would be easier for content
providers to provide mobile
services If the ‘mobile mternet
were clearly def‘ned

 Thats Just e«peratdr éonfuslon

_ What about actual usage? Dol
type http:/m.yahoo.com or htipy//

WWW, yahoo.moba? The formeris
free 1o 56t up, shorter for the

__ consumer 1o type and is scalable

Jaletry
iew :

mtematronally (n

; what the mobile web represents.

Until publishers realize that
users don’t want the internet on
their mobile (they think they do,

but what they ac’cuany want isthe

optimised foyr the;r handset),
thev il never be able 1o capitalise
on thepote’nﬁa’l tevepue.

~ Llstening to online buzz

is long overdue
From Chils Reed, dlrector
1shbum Hedges

Yaur feature on trackmg

what consumers are saying abolit
your brand (NMA 17.01,08) was
long overdue, Over the years, a
speedier analysis of and response
1o online buzz could have pro-
tected a humber of companies
from damaged reputations. .

_ The Keyptonite lock-pick inci-
dent has been well-documented,
as has Dell’s transformation from

__near-lethargy to the yltimate
_ listening’ company. Sony’s 'All L
want for Chiistmas Is a PSP’ cam-

paign a couple of years ago was
ripped apari online for being a

fake b!og, before bemg pulled and ,

a much«needed apology given.
1¥'s vital that brands know
what's being said about them
online, both positive and nega-
tive, so that they can react

appmpﬂa’tely

Dealing
is now

Tim Toulmin is ,
director of the Press
Complaints Commission

th press complaints
just as important online

result, the PCC currently has the
greatest internet penetration of

any UK media resulator.

Media convergence has

. cha]lenged established models of

. EA group of teemge bc»ys are in a

field being v:deoed by afriend
They're dressed in hooded tops,

horsing around and laughmg,

while a freisht train passes at low
speed ot a rallway 1ine in the back.

ground One of the boys produces a

bottle full of fuel, lights it and

 throws it at the train. The front of

the traln catches fire. 1t 1ooks ser1~

46DEMAND FOR
THEPCC'S
SERVICES COMES
NOT JUST FROM
THE PUBLIC BUT
ALSO FROM THE

‘ MEDIA ITSELF% ;

The boys are amused by their
_arson and post the video ofiton

_ Youl'ube, Someone aleris the local

_newspaper, which publishesa
. story headlined ‘Yobs on fihm' and
embeds the YouTube video on its
own website But the father of ohe
of the youths thinks that this
intrudes into his son’s privacy and
_complains under the print indus-
try’s code of practice to the Press
Complaints Commission (PCC),
The PCC investigates the com-
plaint and rejects it.

This happened last summer
Part of the complaint's sienificance
was that the PCC could deal with it
at all - eiven that the focus of the |

_complaint was about the use of
video, whereas the PCC has tradi-
tionally concerned the print media
only. Early last vear, the PCO s
rentit extended to include audio-
visual material, reflecting the

_ reality of media convergence. As 4

 legl

_ones (brand 3
enhaneing trust in media servi s) -

 for subscribinstoa professional

standards body like the PCC.
Demand for the PCC’s servicss

. comes not just from the pubhc but
_ also from the media itself our ,
authority comes from the fact that

the code of practice has been
agreed by the newspaper and

. _magazine industry and their

online publications.
_ Given thisdegree of buy-in
from the press, our recipe for

. regulation is to work with the

industry, rather than againet it
it's an effective approach as it
means that we can get coniplaints

_ about online material resolved

satisfactorily in an instant.

_ Quick, meaningful and often
confidential remedies to privacy
intrusions will be far more impor-
tant in future than delayed settle.
ments following starchy legal

. battles simply because of the |
_ permanen

d global reach of
online publication.

1t should be said that, taken asa
whole, complaints about online
Jjournalism are small in compari-
son to those abuut the printed
product. This is largely because
the internet is naturally self:
regnlatory, partwu}al 1y when it
comes to accuyacy. People are
encouraged to challenge inaccura

_ ties or veply to articles about them,

and there’s the space to do so. So
perhaps it should be a warning
that those complaints we do get
tend to concern privacy.
With the code of practice being

_ underpinned by general lesal

rights to privacy that apply to
everyone, it's worth any online
publisher - whether ot not they re
a professional journalist - bearing
it mind what limits there are on
‘what they can say. .
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