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A Letter from the Co-Chairs

Dear Participant,

We’d just like to take this moment to thank you for coming to this year’s
conference, and to reintroduce ourselves and the rest of the UNIS-UN organizing
and executive committees. Ms. Sylvia Gordon founded UNIS-UN in 1976 at the
United Nations International School. She wanted to create event in which her
students and visiting students could meet to discuss pertinent world issues. Over
the years, UNIS-UN has evolved into the largest student-run conference held in
the United Nations General Assembly, with over 500 students attending from 5
continents. Every year we begin planning in April by interviewing and selecting the
Executive Committee. This is the core planning body for the conference. We are
divided into 6 commissions: Editing Commission; Public Relations, Finance, and
Logistics (PFL) Commission; Ushering Commission; Visiting Schools Commission;
Speakers Commission; and Technology Commission. Together we work with the
over 100 UNIS students who make up the Organizing Committee to plan all
aspects of the conference, from website design to social media presence to
speaker and participant invitations and more. We’ve worked hard to plan a
marvelous experience for you, and we are so excited to welcome you to our city.

Here’s to a Wonderful Conference!
Sincerely,

Sahil Patel and Sean Waxman-Lenz



Letter from the Editor:
In Memoriam of Sylvia Gordon

In 1977, eighteen UNIS students committed themselves to creating the first
UNIS-UN conference, a unique opportunity for them to address world issues by
virtue of the fact that they were UN students. Forty years later the UNIS-UN
conference is now the largest student run program of its kind. The original
eighteen students and those who followed benefited from the support and
guidance of Ms. Sylvia Gordon, a UNIS humanities teacher who lead the students
in developing this program over a period of fifteen years. At a UNIS reception in
the summer of 2015 Ms. Gordon acknowledged that is was a “terrible struggle” to
organize and present the idea to the UN. The UN was skeptical of the student’s
ability to create a meaningful program to be held at the General Assembly.
Consequently, this made it very difficult for Ms. Gordon to promote this initiative.

She addressed the struggles of the first years in a very calm, quiet voice,
which demonstrated her ability to remain level headed and confident during a
seemingly hopeless process. She emphasized the importance of student
participation during the two-day conference. Ms. Gordon wanted students to feel
comfortable questioning the speakers in their area of expertise. “It should be a
student thing. Not something that is imposed from above, but something that
bubbles up from the bottom”.

As we celebrate the 40th anniversary of the UNIS-UN conference, we
remember and honor Sylvia Gordon’s herculean efforts in making the student run
conference a reality. In the past several years we have looked at the power of
youth in global development and media. While it is important to examine our role
in these issues, we must not forget the efforts of those who have preceded us. It
was Sylvia Gordon who wanted students to explore their power within society.
This year, eight hundred students will gather to address media’s influence in our
world. We will grapple with different ideas of media, challenge one another on our
perceptions, and broaden our understanding through the varying perspective of
the speakers. It is because of the hard work of Ms. Gordon that we are able to sit
in the General Assembly today. During the course of these two days | hope that
you will take a moment to reflect upon her efforts and intentions.

Sarah Blau
Editor of the UNIS-UN Working Paper
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Foreword

In the last ten years, we have seen a revolutionary change in the media
landscape. Not only in how it is consumed, but also its growing influence on how
we think and act. Over 60% of millennials get their news from the Internet and
over 50% of millennials share key news alerts with their friends over social
platforms. The days of having major television networks or leading newspapers
shape opinion and influence how we think and behave are long over. In 2015,
there were more than 4 billion videos viewed on YouTube. Facebook had 1.6
billion active users each month and the New York Times had more articles read
digitally than by their hard copies. We saw the impact of how media can influence
through various forms of activism — from Black Lives Matter — to unexpected rise
of Donald Trump as a leading presidential candidate.

People keep saying that media is dead. The truth is that it is alive and
growing — it is now digested differently, on phones and laptops rather than on
television, radio, magazines and newspapers. We see that media is no longer
about just reporting the news but as a platform that can birth movements and
influence large groups of people.

At this year's UNIS-UN conference — Media's Influence: Opinions, Activism,
and Outcomes — we will have the unique opportunity to hear from speakers from
the companies that are both redefining the evolution of media. This year, you will
hear speakers from the companies who are leading this media revolution. Suroosh
Alvi, co-founder from Vice News and Casey Neistat, a YouTuber and filmmaker,
will spearhead our discussions on media’s effect on perspective, actions and
effects on a global scale. These speakers and their companies are the ones
responsible for influencing the news we hear and even more importantly how we
hear and read it. Journalists, editors as well as media strategists, leading
YouTubers and agency communication leaders all detailing the latest regarding
the continued revolution of media and the growing impact it is having in terms of
influencing opinions and motivating new levels of activism and in the case of the
upcoming 2016 election even affect presidential outcome.



Speaker Bios

Paloma Escudero was appointed as
Director of Communications of UNICEF in April
of 2013. Bringing her extensive experience
and expertise in the areas of communications,
fundraising, advocacy and brand
management, she oversees UNICEF's global
public outreach and communications as its
senior communication official. Prior to the
appointment, Ms. Escudero had already been
well known among the UNICEF family as
Executive Director of the Spanish National
Committee. Under her management between
2007 and 2013, the Committee was
transformed into a highly efficient organization, increasing its contribution to
UNICEF's programmes in more than 150 developing countries and contributing
significantly to emergencies such as the Haiti earthquake. Escudero started her
professional career, which spans more than two decades, in Procter & Gamble
Spain in 1989, where she was Brand Manager and oversaw the marketing teams
responsible for the brand repositioning of products. After a sabbatical year during
which she travelled around the world with her husband and worked as an aid
worker in Guatemala, Escudero joined Oxfam in 1997, and became the Director of
the Oxfam International Advocacy office for the European Union in 2000. First
based in Spain and later in Brussels, She worked on issues such as Overseas
Development Aid, external debt, humanitarian law, international agriculture and
trade, and climate change. Escudero holds a Bachelor's degree in Economics and
Business Sciences from ICADE — Universidad Pontificia Comillas in Madrid — and
obtained an Erasmus grant to specialize in marketing at ESSEC business school in
Paris.

Casey Owen Neistat is an American
film director, producer, designer, creator of
popular YouTube videos, and
entrepreneur. Neistat was born in New
London, Connecticut, but moved to New
York City in 2001. Shortly after the move,
Neistat and his brother Van began working
with the artist Tom Sachs to create a film
series featuring the artist's sculptures and
installations. This was the brothers’ earliest
collaborative work. Neistat gained
recognition for his three-minute film titled iPod’s Dirty Secret, where he criticized
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Apple's lack of a battery replacement program for the iPod. The video garnered
over a million views within its first week of publication. In 2004, Neistat and his
brother created a film series titled Science Experiments, which also gained
considerable attention and popularity. In 2008, HBO picked up an eight-episode
autobiographical television series called the The Neistat Brothers. The series was
created, written and directed by the brothers, and featured short stories about
their lives. Neistat served as the executive producer for the 2008 film The
Pleasure of Being Robbed as well the producer for the 2009 film Daddy Longlegs.
Neistat opened his YouTube account in February of 2010, and has since uploaded
over 240 videos. In his videos, he covers a variety of relevant topics ranging from
social media to public transportation. Recently, he reached one million subscribers
on his channel. In July of 2015, Neistat released his video sharing social media
app, Beme. Since the launch, users have since shared millions of videos.

Susan Chira is an American journalist and current
assistant managing editor for news at the New York
Times. She was raised in Rye, New York and
attended Phillips Academy Andover in Andover,
Massachusetts, where she graduated in 1976. She
received her B.A. degree in history and East Asian
studies from Harvard University in 1980. There, she
eventually became the president of the Harvard
Crimson, the daily student newspaper. Chira joined
The New York Times in 1981. She was the Times 's
correspondent and then bureau chief in Tokyo from
1984 to 1989. She has also been the metropolitan
reporter at bureaus in Albany, New York and
Stamford, Connecticut, national education
correspondent, deputy editor of the Foreign desk, editor of The Week in Review,
and editorial director of book development. After having served as deputy foreign
editor of The Times since February 1997, Chira became the editor of the Week in
Review section in October of 1999. From 2004 to 2011, she was the Times’s
foreign news editor. Finally, in September of 2011, Chira was named to her current
position as assistant managing editor for news at The New York Times.




Buzz Bissinger is an acclaimed, award winning
American journalist and author. After graduating from
the University of Pennsylvania in 1972, Bissinger
began his journalism career. It was in 1987, during his
time at The Philadelphia Inquirer, that Bissinger won
the Pulitzer Prize for reporting an investigative series
on corruption in the Philadelphia court system.

A year later, Bissinger moved to Odessa, Texas and
wrote Friday Night Lights (1990), the book for which
he is perhaps best known. The New York Times
number one bestseller that has sold roughly two
million copies documents the impact of high school
football on small-town life and served as the
inspiration to numerous films and TV series. Bissinger
wrote A Prayer for the City (1998), another New York Times bestseller titled Three
Nights in August (2005), Shooting Stars (2009), a sequel to Friday Nights Lights
titled After Friday Night Lights (2012), and a memoir titled Father's Day (2012).
Bissinger has been a contributing editor at Vanity Fair magazine since 1996 as
well as a longtime contributor to The New York Times, Wall Street Journal, and the
Philadelphia Inquirer. In the July 2015 Vanity Fair cover story “Call Me Caitlyn”,
Bissinger exclusively chronicled Bruce Jenner’s gripping transition from Olympic
decathlete to transgender woman, one of the biggest stories in recent years.
Bissinger, his wife, Lisa, and their three sons, divide their time between homes in
Philadelphia and the Pacific Northwest.

Trevor Johnson joined Facebook in April
2008 as one of Facebook's first employees
outside of the US, taking on the role of Head of
Strategy and Planning to help build the EMEA
organization. He then moved to a global role to
help build the APAC and LATAM commercial
operations. In total Trevor assisted in
establishing 14 Facebook offices across the
globe as Facebook expanded its commercial
footprint. Trevor now has a leadership role
within Facebook's Global Agency Development
function, based in New York. This team
manages the strategic global relationships between Facebook and some of its
large media and creative agency partners. Prior to this, Trevor held a series of
senior Marketing and Strategy roles at AOL in Europe and left as the Head of
Insights, EU. Before joining AOL Trevor worked at Ernst and Young, as Business
and Strategy Analyst.
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Suroosh Alvi is Co Founder of
VICE Media, a critically acclaimed
journalist, and an Executive Producer
of numerous films. Under Alvi’s
guidance, VICE, which initially
launched in 1994 as a punk
magazine, has expanded into a
multimedia network, including the
world’s premier source for original

" online video, VICE.COM; an
international network of digital channels; an award winning television & feature
film production studio including the series VICE on HBO, the Sundance Award
winning film Fishing Without Nets and a film partnership with 20th Century Fox; a
magazine; a record label; and a book-publishing division. In February, VICE is set
to launch VICELAND, VICE’s first 24-hour television channel, in both the U.S and
Canada featuring original cultural and lifestyle programming. In recent years, VICE
has been awarded an Emmy for its show VICE on HBO, two Peabody awards, a
PEN Center Award of Honor, a Knight Foundation Award for Innovation in
Journalism, the 2015 LA Press Club Award, the 2014 Sundance Film Festival
Directing Award for Fishing Without Nets, tens of Webby awards, and more.

As a journalist, Alvi has reported from locations including the Democratic Republic
of Congo, Saudi Arabia, Afghanistan, Rwanda and the Gaza Strip. He is a regular
host of VICE on HBO and contributor to VICE News. Alvi also hosts Terror,
VICELAND’s upcoming series examining terrorism in radical Islamic groups
throughout the world today. For the series, Alvi reported on the ground from Iraq,
Somalia, Nigeria and Pakistan. Prior to co-founding VICE, Alvi attended college at
McGill University in Montreal, where he studied Philosophy. He currently resides in
New York City.



Open Dialogue I:

To what extent is the use of social media in advocacy
beneficial or detrimental to society?

PROS

The ALS (Amyotrophic Lateral Sclerosis)
“Ice Bucket Challenge” started off as an
idea in 2014 of nominating people to
give a charitable donation of $100 to
ALS research or upending a bucket of
ice water over their heads.

The ALS “Ice Bucket Challenge”
became an internet phenomenon with
participation from people all around the
world, eventually raising over $100
million dollars for the ALS Association
(ALSA).

The social media campaign in April of
2014 known as #bringbackourgirls
stirred global outrage after 276
schoolgirls were kidnapped from the
Nigerian village of Chibok by the
Islamic terrorist group Boko Haram.

This hashtag raised global awareness
and was aimed at the Nigerian
government, as they did not take
systematic measure against Boko
Haram: it was mentioned through
various social media platforms over one
million times between April and May of
2014.

The Arab Spring was a revolution of
anti-governmental protests in the
Middle East and North Africa
demanding democracy.

10

CONS

Russian Anti-Gay propaganda has
directly legalized discrimination
through the Anti-Gay law; supposedly
intended to protect youngsters from
adopting harmful “gay propaganda”.

This law grants homophobes the right
to assert violence towards
homosexuals, believing that they
matter less to the Russian Government.

ISIS (Islamic State of Irag and al-Sham)
asserted dominance over social media
through a Twitter technique known as
“Fajr al-Bashaer” or, “Dawn of Good
Tidings”: The app requests personal
information and data from the user and
sends consumers updates and news
on ISIS combats.

Propaganda operatives working under
ISIS post thousands of videos on
YouTube showing torture, murder,
attacks and suicide missions.

Cyberbullying occurs when a person
humiliated or harassed by another
person through the internet, digital
technologies or mobile phones.

In 2014, 25% of teens explained that
they experienced some form of
repeated bullying via the internet or
cellphone.



Arab Spring was mentioned throughout
social media. During the Tehran
protest, Americans could see the
protests and support the protesters
through posting with the hashtag
#arabspring on Instagram, Twitter and
Facebook.

95% of teens who witnessed
cyberbullying on social media reported
that they ignored the behavior.

Of the young people who reported
incidents against them, they stated the
bullies used online threats.

Cyberbullying can have extreme
psychological impacts on a young
person. This can hinder emotional
development and academic
progression.

Notes

"



Open Dialogue lI:

Independent or corporate media: which is more

effective?

PROS

Independent media is more accessible,
allowing anyone with access to the
internet to share and interact within the
online community.

Free from the control of corporations,
independent media enables the
documentation of news to be live and
spread quickly worldwide.

Independent media incorporates all
emotions and experiences of those
involved the event, instead of the
traditional fact based news in corporate
media.

The information provided through
independent media is not subject to
censorship, which gives the public
more freedom to openly discuss and
share news.

Consequently, independent media
enables activists to reach and connect
with a broad global audience in order to
expand upon social and political
movements.

Corporate media ensures that facts
presented are verified claims and that
the news contains the most crucial
information in understanding events.
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CONS

Stories and news covered by
independent media tend to last very
short periods of time, since most of
what goes on in the online community
is spontaneous.

When a reader relies solely on popular
social media sites for news, they will
receive unverified facts that can be
misunderstood.

Corporate media is limited in that it
sometimes produces news bites that
pander to point of view of the
audience, so that they can maintain
their advertising dollars.

Corporate media is not always
investigative reporting, but rather
personal opinion



Social Media as a Tool For Global Activism
Preye Jituboh

In the last ten years, social media has become a mainstream outlet for
communication. It consists of websites and applications that enable users to
create and share content or to participate in social networking (Khan-lbarra). While
social media sites have disadvantages, the advantageous aspects seem to
outweigh the drawbacks. In many countries, sites such as Twitter and Facebook
allow people to circumvent government censorship. In addition, social media sites
allow journalists to elude the normal editorial processes and, instead, report
through social media. The journalist can publish unfiltered news, which is
necessary in order to formulate well-supported opinions. Activists use social
media to communicate their cause to a broad, hopefully receptive audience. The
development of activist movements through social media is particularly evident

in #BringBackOurGirls Campaign as well as the #PrayforParis Campaign, that
gained global recognition in 2014 and 2015.

On April 15", 2014, the Nigerian extremist group Boko Haram captured 200 girls
from their boarding school in the local government region Chibok, Nigeria. When
the massive kidnapping first occurred, many civilians protested, but they received
little recognition. Women, men, and children marched to the capital, Abuja, urging
bureaucratic and military action and even searched through forests themselves.
Nevertheless, the government continued to neglect their demands and protests.
On April 23, Oby Ezekwesili, vice president of the World Bank for Africa, gave a
speech in Nigeria commanding the government to take action to ‘bring back our
girls’. Matt Collins of The Guardian wrote, “The call was echoed by tweeters in
Nigeria using the #BringBackOurGirls hashtag, which has gone on to be used in
over one million tweets worldwide”. Finally, the Nigerian government listened and
a £177,000 ($300,000) cash reward was offered to anyone who was able to locate
or rescue the girls. In addition, President Goodluck Jonathan accepted
international aid from the British Prime Minister, David Cameron, and the United
States President, Barack Obama, who both sent special forces to track Boko
Haram. Social media played an instrumental role in forcing the national and
international governments to react to the situation. The rapid development of the
hashtag was no accident; in fact, more than 250,000 people signed the petition
calling on the Nigerian government to take action. A high number of hashtag
tweets are direct results of a semi-coordinated campaign to make world leaders
and the media aware of this situation. (Ries, Brian). Hundreds of thousands of
people, including the First Lady of the United States, Michelle Obama, posted
pictures on Facebook, Instagram, and Twitter of themselves holding a piece of
paper with the hashtag written on it. Social media makes it so easy to access
information and ask questions like, “What is going on?” and “Why is nothing being
done?”; this pressures local and international leaders to recognize the issue.
When millions of people are fighting for a cause, it is almost impossible for
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democratic nations to neglect their activity. In the case of Nigeria, if people had
not protested or used the media to voice their outrage, presumably, little to no
action would have been taken.

Xavier J. Peg for Flickr

In November, another terrorist group attacked a nation far from Nigeria. On the
evening of November 13" 2015, a series of coordinated attacks took place
throughout Paris and its northern suburb, Saint-Denis. First, three suicide bombers
struck near the Stade de France in Saint-Denis, which was followed by other
suicide bombings and mass shootings at restaurants, cafes, and the Bataclan
Concert Hall. The damage was severe: 368 people injured and 130 people killed
including 89 at the Bataclan where victims were taken hostage; seven of the
attackers were also killed. The attacks were viewed as the deadliest on France
since World War II; France was already vulnerable because of the January 2015
attack on the satirical newspaper Charlie Hebdo. The Islamic State of Iraq and the
Levant (ISIL), claimed responsibility for the November attack, saying it was
retribution for the French airstrikes on ISIL territories in Syria and Irag. The world’s
response to the tragedy was that of shock, sorrow, and solidarity. In the 24 hours
following the attacks that claimed the lives of 130 Parisians, over 70 million people
took to Instagram to share their support and prayers for the French capital
(Laurent, Olivier C). “In total 430 million interactions—that posts, likes and
comments—were created in these first 24 hours, with people in more than 200
countries participating,” wrote a news reporter at TIMES. Along with the
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#PrayforParis, #PeaceforParis and #JeSuisCharlie hashtags that surfaced, Jean
Julien’s “Peace for Paris” logo became a symbol of support for the rattled country.
People received information directly from first-hand survivors; primary experiences
were told and shared through Twitter and Facebook. The first hand accounts gave
the readers a searing, truthful representation of the tragedy.

The #BringBackOurGirls and #PrayForParis campaigns demonstrate social
media’s ability to promote change and raise awareness on local and international
levels. Campagins such as these enable non-state actors to initiate change within
their respective governments and it provides the global community with
immediate access to valuable information.
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Arab Spring: A Revolution Against Tyranny
Matthias Toomel

The Arab Spring was a series of uprisings and protests against the autocratic
governments of several North African and Middle Eastern nations. The movement
began on December 18", 2010 in Tunisia. A policewoman approached a young
man named Mohammed Bouazizi and confiscated his unlicensed vegetable cart.
The policewoman then proceeded to spit in his face and insult his dead father.
Bouazizi went to complain to local municipality officials, but they refused to see
him. Later that day he proceeded to pour fuel on himself and set himself on fire.
His actions sparked tremendous national outcry. President Zine el Abidine Ben Ali
went to visit Bouazizi in attempt to temper the anger. He was wildly unsuccessful,
as the reactions could not be suppressed. 10 days after Bouazizi’'s death President
Ali was overthrown after 23 years. Civilians could no longer withstand the severe
political oppression and this event incited the unification of civilians against the
government.

The many revolutions that followed were composed of both violent and nonviolent
protests against the current state of affairs and the many political regimes in the
Arab League. While some of the revolutions ended conclusively in favor of either
the government or anti-government protesters around 2012, there are still
ongoing civil wars in a few nations, notably Syria. The reality is that the Middle
East is still in a state of flux and many of the key countries impacted have seen
their power in the region dramatically lessened with countries like Iran benefiting
most due to the destabilization of its neighbors.

The purpose of these revolutions was mainly to overthrow the rulers of the corrupt
dictatorships that were governing these nations. Along with accusations of
corruption within these regimes, protesters voiced complaints about rigged
elections, brutality, unemployment, and a general lack of social justice.

Success was seen in Tunisia, Egypt, Libya, and Yemen, with the overthrowing of
corrupt leaders such as Muammar Gaddafi and Hosni Mubarak. However, this was
only temporary for most of the aforementioned nations, as newly elected
government leaders were unable to preserve the integrity of the nascent
democratic states, apart from in Tunisia. Conflict continues today following the
collapse of interim governments in Libya and Yemen, while Egypt is currently
headed by military leader Abdel Fattah el-Sisi, who was elected into office in 2014
after a military-led coup d’état overthrowing Morsi in the previous year.

The majority of the protests ended inconclusively in nations where uprisings were

unsuccessful in overthrowing the government. However, they did result in some
governmental changes regarding the restructuring of cabinet members and laws.
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Major ongoing conflicts are still present in Libya, Syria, and Irag, which are all part
of the aftermath of the Arab Spring, generally referred to as the Arab Winter.

There have been more than 300,000 deaths as a result of the Arab Spring and
winter, with the majority (over 80%) occurring during the course of the Syrian Civil
War. Although most of the uprisings were not completely successful in achieving
all their goals, they still left the population of the Arab League with some positive
aftereffects. Despite the ongoing strife and continued terror attacks in several
nations, the Arab Spring left people with a sense of hope, and the belief that they
had the ability to instill change in their nations through social media, protests, in
addition to finally having a voice that expressed their oppression.

The role of media and its impact on the Arab Spring is a fascinating case study.
Western media allowed those involved to share their experiences and offered a
form of communication. This was revolutionary as media outlets were unavailable
in the past. For dissident groups in countries like Saudi Arabia, social media united
remote and often disparate groups and provided them with channels to bypass
the conventional media. These channels, which were typically, state controlled
and unwilling to broadcast any news of civil unrest and oppositional government
action. It was often the only way for civilians to share their experiences with
Western journalists. Satellite TV also played a significant role, most importantly in
areas where many of the disenfranchised could not read, write or access the
Internet.

The idea of the movement was to empower the citizens to gain control over
oppressive regimes. Many nations still struggle with the impacts of corruption and
discrimination. According to a TIME article Tunis are already exemplifying
frustration with the new regime. In the article, one Tuni states that “qualifications
mean nothing. It's all about who you know... Now, we expect things to change. I
want my freedom and my rights. | want to work. | want a job.” While it may seem
that the protests have quieted since 2009, perhaps the lack of change will
continue to fuel the civilians’ upheaval throughout the Arab League.
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Businesses Manipulate Consumers Using Media
Anya Patel

Within the last decade social media has developed into a promotionél platform
upon which companies can engage with various target audiences. Social media is
an interactive instrument, in that it allows for instantaneous communication
between the company and the consumer.

Social Media Dynamics

Democratization of ,.”\‘ Distribution Through
information and Knowledge / y Social Interaction

\ 7—: - / =
\.‘\ﬂ ; ‘\ e

4 From Media L
Consumers

To Content
Publlshers

From 1-Way
Broadcasts

Accessible and Scalable
Publishing Tools

@ Mark Smiciklas, Digital Strategist, IntersectionConsulting.com/blog

Mark Smicklas for Flickr

The number of social media users is rapidly increasing. It is estimated that the
number of users will increase to 2.13 billion in 2016. That is approximately one
third of the world’s population. Businesses prefer to use social media as a primary
form of advertising because it is easy access to a wide audience. This presents a
monumental opportunity for businesses to promote their cause.

Social media has a wide range of audiences, ranging from teenagers to adults of
all ages. Every product appeals to a certain target audience. Businesses use
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different forms of social media to promote and spread their idea or product. Most
corporate style businesses primarily utilize Linkedin.

It is the most popular form of social media for working professionals to network
and search for jobs. The retail market, however, may use networks like Twitter,
Instagram, Snapchat, or Facebook. These platforms are designed for but not
limited to younger audiences who are easily attracted by consumerism.

Social media users are often unaware of the fact that any activity on social media
(Instagram, Twitter, or Facebook) is shared with both their followers and any
business that can be associated with its content. These businesses use methods
like Search Engine Optimization (SEO) to locate keywords that can then translate
to advertisements that appeal to your interests and needs. This is an effective
advertising method known as “retargeting”. This enables companies to locate and
attract the people who are most likely to respond. This allows for an increase in
profit through manipulation of the consumer using social media. A user who posts
a comment to her friends on Facebook about the frizziness of her hair, for
example, is then going to receive a plethora of advertisements relating to hair
products.

Social media provides accessible information regarding the latest trends; who is
wearing what, who is eating what, and who is using what. On Instagram, Kendall
Jenner has over 44 million followers (as of December 2015), so her marketing
impact is huge for the businesses she represents.

Businesses often use iconic hashtags relating to their product or idea to gain
followers. Hashtags congregate groups of people who are interested in the same
product. #Shoes on Instagram has over 40 million posts and continues to
increase. In turn, it has created a secondary market for individuals to sell their
product. “Hashtagging” a picture is an effortless way to inform people of your
brand or idea.

Social media is now engrained into our everyday lives. We use the Internet at a
constant, which makes social media an easy advertising platform as it ensures
viewership. Businesses use social media as an instrument to influence or develop
a specific audience. Without consumers or followers a business cannot advance.
Thus, social media is a powerful networking and marketing tool that is very
attainable and comprehensible.
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YouTube: A Universal Source
Renaut Abazov

In 2005, three Paypal employees founded what is now the world’s most popular
video sharing site, YouTube. On October 9, 2006 Google announced that it would
buy YouTube for 1.65 billion dollars. Now, millions of people watch videos on the
site every day and some videos have been viewed more than one billion times.
With this degree of popularity it is not surprising that YouTube’s success has
exceeded that of Internet.

The site is now used for a variety of different purposes ranging from global issues
to makeup tutorials. One of the most infamous videos was Kony 2012, which
currently has over 100 million views. When the clip was first released it was a
social media phenomenon. Many people supported the cause and donated
money to the charity highlighted in the video, Invisible Children. The purpose of
the video was to exploit guerilla war leader in Uganda, Joseph Kony. Within 6
days 3.7 million people pledged to support the efforts to arrest Kony. Later that
year, the organization was accused of fabrication and inaccuracy. The co-founder
of Invisible Children was detained in California after being charged with public
masturbation. Since the video, Kony has not been arrested though there were
military actions against him. The charity Invisible Children has since dissolved;
nonetheless, it remains a brilliant example of social media’s power to attract an
international audience. This scandal sparked a global response and many began
to question YouTube’s reliability.

This is not to say, however, that YouTube has not acted as a tool for effective
global activism. The Amyotrophic Lateral Sclerosis Association (ALSA) started a
campaign in the summer of 2015 to raise money for research, while educating the
global community on the fatal disease commonly known as ALS. Unlike Invisible
Children, ALSA is established and well respected. On the website Charity
Navigator, it was given 4 out of 4 stars for financial accountability and overall
transparency. The campaign consisted of an “lce Bucket Challenge.” People
nominated one another with a video in which the challenger pours a bucket of ice
water on himself and the selects three nominees. Once nominated, you must
complete the challenge, nominate three more people and donate a sum of money,
or refuse the challenge and donate $100 to ALSA. Many participants posted their
challenge videos on YouTube, which allowed for global viewership. Through this
campaign ALSA raised over 114 million USD, a dramatic increase from their
previous donation revenue of about 20 million dollars. Since the campaign began,
researchers at John Hopkins University have made great progress in that they
have identified the protein that fails in the cells of those who suffer from the
disease. YouTube has the potential to transform an idea into a mass movement,
which can result in major scientific advancements.
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Casey Neistat has over 1 million subscribers on Youtube. His videos and ‘vlogs’
depict his voyages to countries across the globe and he explores thought
provoking concepts in a creative format. While his videos are comic and engaging,
they have a deeper underlying message. In his video, ‘Make It Count’, he travels
to as many different countries as possible in a period of ten days. The video
showcases tidbits of his experiences in each country. His objective is not to be
boastful, but rather to convey a message that highlights the importance of global
consciousness. Throughout the video he inserts quotes that promote new
experiences and ‘living in the moment’. Neistat is unique to other YouTubers in
that demonstrate the value in routine experiences, which forces viewers to
evaluate their own lives from this insightful perspective. While Youtube has been
used as a vehicle for corruption in the past, it can also act as a catalyst for global
interaction and discovery. Youtube provides instantaneous access to information
that may have taken years to discover in the past.
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Crossword Puzzle

"

Across
6. 219 girls were captured by extremist group Boko Haram in 2012
11. There’s an for that

12. Eric Garner, Michael Brown, Sandra Bland, Tamir Rice
14. Popular form of corporate media in the US

16. Message up to 140 characters long read by “followers”
17. Video sharing site

Down

1. Slogan for freedom of speech that flooded social media after a mass shooting in the offices of a
French satirical newspaper

2. Search

3. Millions of people approached the media with this hashtag after terrorist attacks in Paris

4. Riot

5. Networking site

7.1 nominate...

8. Repeated harm inflicted through the use of computers, cell phones and other electronic devices
9. Fight against global warming

10. #sunset

13. Opposition

15. TV, radio, magazines etc.
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How Traditional Media Caters to Generations
Liam Studer

In the past two decades we have watched the gap between media platforms
widen as a result of the technology boom. Innovators have developed more
practical and creative techniques to deliver major headlines and discoveries on a
global scale. The media has evolved drastically as it is now available in a variety of
forms. Its main purpose still remains, however to deliver a story, whether it is be an
event, invention, technique, epidemic or a catastrophe.

Media can be divided into two main subcategories: traditional and social media.
Traditional media includes conventional forms of advertising media such as the
radio, linear television (cable, satellite) print media, like magazines or newspapers.
Social media includes digital media, websites and applications such as Facebook,
Twitter and BuzzFeed. The Internet gained significant attention in the 1990s as a
result of several commercial marketing developments. Consequently, we are
experiencing a tremendous shift in viewership and demographic (age, ethnicity,
gender, etc.).

Preceding the development of the Internet and the introduction of social
networking sites, traditional media was a source of communication controlled by
corporations and businesses. For this reason, traditional media is said to be more
reliable, as it tends to be filtered and extremely accurate. With the emergence of
social networking sites, the Internet and technological advances, new media has
created a world in which anyone with access to the Internet, computer or a mobile
device can share news. In recent years, new media has become a popular form of
communication for younger generations, due to the fact that new forms of media
are mostly targeted towards the younger generation. However, forms of traditional
media such as newspapers and radio stations have adapted to the changing times
by creating online services.

Although social networking sites and new media are mostly targeted and used by
younger generations, several new forms of communication such as email,
Facebook, and LinkedIn have been adapted by older generations. While new
media is mainly targeted towards the younger generations, it has proven to
appeal to older generations as well. These newly developed forms of
communication are easily accessible and allow internet users aged fifty and older
to participate in the online community, whether it is to reconnect with family,
friends and past associates, or to read news. In addition, there are organizations
such as AARP, Assisted Living Federation of America, and The Setting Priorities
for Retirement Years Foundation, specifically targeted at the older generations
have been promoting the use of social media sources to engage with users of this
specific age group. By actively promoting the use of social networking sites and
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new media, businesses and corporations are encouraging people of all age
groups to participate in the online community.

Jon S for Flickr

As for online media in general, the biggest activity by far is social. An estimated
2.5 hours are spent daily social networking on sites and micro-blogging. This
accounts for about 40%. If we include reading/writing blogs, this rises an
additional 10%. Smartphones have heavily contributed to this trend; mobiles are
30% of the social media consumption, a rise from 22% in 2012. The vast majority
of viewers also often multitask when watching a program, as phones are
convenient and small devices. The youngest generation recorded (aged 16-24)
made up most of media via the mobile in Internet (2.77 hours per day, from 1.88 in
2012).
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El Impacto de Las Redes Sociales en Opiniones y El
Activismo
Preye Jituboh

En los ultimos diez afios, las redes sociales se han convertido en la corriente
principal de comunicacion. Consiste en sitios web y aplicaciones donde los
usuarios pueden crear y compartir contenido o generar nuevos contactos (Khan-
Ibarra). Si bien, algunas redes sociales tienen desventajas, los aspectos
beneficiosos parecen ser mayores que los inconvenientes. En muchos paises, los
sitios como Twitter y Facebook permiten que las personas puedan evitar y eludir
la censura del gobierno. A su vez, los sitios de redes sociales permiten que los
periodistas puedan eludir los procesos editoriales tradicionales e informar a
través de los medios de comunicacién sociales. El periodista puede publicar
noticias sin filtrar, lo que es necesario para formular opiniones bien
fundamentadas. Activistas utilizan las redes sociales para comunicar su causa a
un amplio publico que es de esperar, sea receptivo. El desarrollo de los
movimientos activistas a través de las redes sociales es particularmente evidente
en la campana #BringBackOurGirls, asi como la Campafia #PrayforParis, que gané
reconocimiento mundial en 2014 y 2015.

El 15 de abril del 2014, el grupo extremista nigeriano Boko Haram capturé a 200
nifias de su internado en la regién de gobierno local Chibok, Nigeria. Cuando se
produjo el secuestro masivo muchos civiles protestaron, pero recibieron poco
reconocimiento. Mujeres, hombres y nifilos marcharon a la capital, Abuja,
demandando accion burocratica y militar e incluso generaron una busqueda por
lo bosques ellos mismos. Sin embargo, el gobierno continué de descuidando sus
demandas y protestas. El 23 de abril, Oby Ezekwesili, vicepresidente del Banco
Mundial de Africa, dié un discurso en Nigeria ordenando al gobierno a tomar
medidas para 'traer de vuelta a nuestras nifias'. Matt Collins, de The Guardian
escribid: "La llamada se ha vuelto masiva a través de tweeteos en Nigeria
utilizando el hashtag #BringBackOurGirls, que ha pasado a ser utilizado en mas
de un millén de tweets en todo el mundo". Finalmente, el gobierno de Nigeria
escuchd y una recompensa en efectivo de 177.000 £ ($ 300.000) fue ofrecido a
cualquier persona que fuera capaz de localizar o rescatar a las chicas. Ademas, el
presidente Goodluck Jonathan aceptd la ayuda internacional del primer ministro
britanico, David Cameron, y el presidente de los Estados Unidos, Barack Obama,
quienes enviaron fuerzas especiales para realizar un seguimiento de Boko Haram.
Las redes sociales jugaron un papel fundamental en forzar a los gobiernos
nacionales e internacionales a reaccionar ante la situacién. El rdpido desarrollo
del hashtag no fue un accidente; de hecho, mas de 250.000 personas firmaron la
peticion pidiendo que el gobierno de Nigeria tomara accién. Un alto nimero de
tweets con el hashtag fueron el resultado directo de una campafia semi-
coordinada para que los lideres mundiales y los medios de comunicacion
estuvieran al tanto de esta situacion. (Ries, Brian). Cientos de miles de personas,
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incluyendo la Primera Dama de los Estados Unidos, Michelle Obama, publicé fotos
en Facebook, Instagram y Twitter de si mismos con un papel con el hashtag
escrito en él. Las redes sociales hicieron que fuera facil acceder a la informacion y
hacer preguntas como: ";Qué estad pasando?"y ";Por qué no se esta-haciendo
nada?"; para generar presiones locales e internacionales y reconocer el problema.
Cuando millones de personas estan luchando por una causa, es casi imposible
qgue las naciones democraticas puedan hacer caso omiso de la actividad. En el
caso de Nigeria, si las personas no hubiesen protestado o usado los medios de
comunicacion para expresar su indignacion, presumiblemente, poca o ninguna
accion habria sido tomada.

En noviembre, otro grupo terrorista atacé a una nacién lejos de Nigeria. En la
noche del 13 de noviembre del 2015, una serie de ataques coordinados se
llevaron a cabo a lo largo de Paris y el norte, Saint-Denis. Primero, tres suicidas
activaron sus bombas cerca del Stade de France de Saint-Denis. ESto fue seguido
a otros atentados suicidas y tiroteos masivos en restaurantes, cafés, y la sala de
conciertos Bataclan. El dafio fue severo: 368 personas heridas y 130 personas
muertas incluyendo 89 en el Bataclan, donde se tomaron las victimas como
rehenes; siete de los atacantes murieron. Los ataques fueron vistos como los mas
mortales en Francia desde la Segunda Guerra Mundial; Francia ya estaba
vulnerable por el ataque contra el periddico satirico Charlie Hebdo el afio 2015. El
Estado Islamico de Irak y el Levante (ISIL), se atribuyd la responsabilidad por el
ataque de noviembre diciendo que era una retribucidn por los ataques aéreos
franceses en territorios ISIL en Siria e Irak. La respuesta del mundo a la tragedia
fue de shock, dolor, y la solidaridad. En las siguientes 24 horas después de los
ataques, mas de 70 millones de personas publicaron en Instagram su apoyo y
oraciones por la capital francesa (Laurent, Olivier C). "En total 430 millones de
interacciones, publicaciones, me gusta y comentarios-fueron creados en estas
primeras 24 horas, con personas de mas de 200 paises participando." escribié un
reportero de TIMES. Junto con los hashtags #PrayforParis, #PeaceforParis y
#JeSuisCharlie que surgieron, el logotipo de Jean Julien "Peace for Paris" se
convirtié en un simbolo de apoyo para el pais. Personas recibieron informacién
directamente de los sobrevivientes; experiencias de primera mano y se
compartieron a través de Twitter y Facebook. Estos generaron un sentimiento de
veracidad en cuanto a la representacion real de la tragedia.

Las campanas de #BringBackOurGirls y #PrayForParis demostraron la capacidad
que tienen las redes sociales de promover cambio y generar conciencia a nivel
local e internacional. Las redes sociales permiten que las personas no estatales
puedan infiltrar cambio dentro de sus respectivos gobiernos y ofrecer a la
comunidad acceso inmediato a informacion valiosa.
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La Primavera Arabe: Una Revolucién Contra la Tirania
Matthias Toomel

La primavera arabe fue una serie de levantamientos y protestas contra los
gobiernos autocréticos de varios paises del norte de Africa y Oriente Medio. El
movimiento se inicié el 18 de diciembre de 2010 en Tunez. Una mujer policia se
acerco a un joven llamado Mohamed Bouazizi y confiscé su carro de verduras,
que no tenia licencia. La mujer policia entonces le escupid en la cara e insultd a
su difunto padre. Bouazizi fue a quejarse a los funcionarios del ayuntamiento,
pero se negaron a recibirlo. Mas tarde, ese mismo dia, se rocié de gasolina y se
prendio fuego. Su accién provocé un gran escandalo nacional. El presidente Zine
el Abidine Ben Ali fue a visitar a Bouazizi para intentar acallar la ira. No tuvo el
menor éxito, porque era imposible reprimir las reacciones. 10 dias después de la
muerte de Bouazizi, el presidente Ali fue derrocado tras 23 afios en el poder. La
poblacion civil no podia soportar mas la tremenda opresidn politica y este
acontecimiento impulsé a la gente a unirse contra el gobierno.

Siguieron muchas revoluciones, con algunas revueltas violentas y otras pacificas
contra la actual situacién de los varios regimenes politicos de la Liga Arabe.
Aunque alrededor del 2012 algunas de las revoluciones terminaron de manera
definitiva bien a favor o bien en contra de los que se oponian al Gobierno, todavia
hay guerras civiles en marcha en algunas naciones, en particular Siria. La realidad
es que el Oriente Medio se encuentra todavia en un estado de cambio y muchos
de los principales paises afectados han visto disminuir dramaticamente su poder
en la region, mientras que algunos paises como Irdn se han beneficiado de la
desestabilizacion de sus vecinos.

El principal objetivo de esas revoluciones era derrocar a los lideres de las
dictaduras corruptas que gobernaban esas naciones. Aparte de las acusaciones
de corrupcion en el seno de esos regimenes, los manifestantes protestaban por el
fraude electoral, la brutalidad, el desempleo y la ausencia generalizada de justicia
social.

Las revoluciones tuvieron éxito en Tunez, Egipto, Libia y Yemen, y algunos lideres
corruptos como Muammar Gaddafi y Hosni Mubarak fueron derrocados. Sin
embargo, para la mayoria de estos paises esto fue sélo temporal, ya que, salvo en
Tunez, los nuevos gobernantes no fueron capaces de preservar la integridad de
los estados democraticos nacientes. El conflicto continla en la actualidad tras el
colapso de los gobiernos provisionales en Libia y Yemen, mientras que en Egipto
el poder estd hoy en manos del oficial del ejército Abdel Fattah el-Sisi, que fue
elegido en 2014 tras un golpe de Estado militar que derrocé a Morsi el afio
anterior.
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La mayoria de las protestas finalizaron sin resultados concluyentes, en aquellas
naciones en las que las revueltas no lograron derrocar al gobierno en el poder Sin
embargo, dio lugar a algunos cambios gubernamentales con respecto a la
reestructuracién de los miembros del gabinete y las leyes. Los principales
conflictos actuales estan todavia presentes en Libia, Siria e Irak, que son todos
parte de la raiz de la primavera arabe, generalmente conocido como el invierno
arabe.

Ha habido mas de 300.000 muertes como consecuencia de la primavera arabe y
el invierno, con la mayoria (mas del 80%) que se produjeron durante el transcurso
de la Guerra Civil de Siria. Aunque la mayoria de los levantamientos no fueron un
éxito completo en la consecucién de todos sus objetivos, todavia dejé a la
poblacién de la Liga Arabe con algunos efectos secundarios positivos. A pesar de
las luchas en curso y los continuos ataques terroristas en varios paises, la
primavera drabe dejado a la gente con un sentido de la esperanza y la creencia
de que tenian la capacidad de infundir cambio en sus naciones a través de los
medios sociales, protestas, ademas de tener finalmente una voz que expresaron
su opresion.

El papel de los medios de comunicacién y su impacto en la primavera arabe es un
estudio de caso fascinante. Los medios occidentales les permite a los
participantes a compartir sus experiencias y ofrecen una forma de comunicacion.
Esto fue revolucionario como los medios de comunicacién no estaban disponibles
en el pasado. Para los grupos disidentes en paises como Arabia Saudita, los
medios sociales se unieron grupos a distancia y, a menudo dispares y les
proporcionaron los canales de pasar por alto los medios convencionales. Estos
canales que fueron normalmente controlados por el Estado y no estan dispuestos
a difundir en la red de noticias de los disturbios civiles y la accién del gobierno de
oposiciéon. A menudo era la Unica manera para que los civiles comparten sus
experiencias con los periodistas occidentales. TV via satélite también jugé un
papel importante, sobre todo en las zonas donde muchos de los desposeidos no
podia leer, escribir o acceder a Internet.

La idea del movimiento fue capacitar a los ciudadanos para obtener el control de
los regimenes opresores. Muchos paises todavia luchan con los impactos de
corruptivity y la discriminacién. De acuerdo con un articulo de Time Tunez ya
estan ejemplificando la frustracién con el nuevo régimen. En el articulo, uno Tuni
establece que "las calificaciones no significan nada. Todo es cuestion de a quién
conoces ... Ahora, esperamos gue las cosas cambien. Quiero mi libertad y mis
derechos. Quiero trabajar. Quiero un trabajo. "Si bien puede parecer que las
protestas se han calmado desde el afio 2009, tal vez la falta de cambio
continuard alimentando la agitacién civiles a lo largo de la Liga Arabe.
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Las Empresas Manipulan a los Consumidores Usando
los Medios de Comunicacion
Anya Patel

En la tltima década las redes sociales se han convertido en una plataforma donde
las empresas pueden tener alcance a una amplia variedad de publico. Las redes
sociales son un instrumento interactivo, en el que se permite la comunicacion
instantdnea entre la empresa y el consumidor.

El nimero de usuarios de las redes sociales estd aumentando rédpidamente. Se
estima que el nimero de usuarios aumentard a 2.13 billones en el 2016. Esto es
aproximadamente un tercio de la poblacién mundial. Las empresas prefieren
utilizar las redes sociales como una forma primaria de publicidad, puesto que les
permite tener facil acceso a una mayor cantidad de personas. A su vez, esto
presenta una gran oportunidad para que las empresas puedan promover su
causa.

Las redes sociales tienen llegada a un alto nimero de personas. El publico varia
desde adolescentes a adultos de todas las edades. Cada producto atrae a un
publico objetivo determinado. Las empresas utilizan diferentes formas de medios
de comunicacién social para promover y difundir su idea o producto. Por ejemplo,
la mayoria de las empresas corporativas utilizan Linkedin. Esta es la forma mas
popular de las redes sociales que permite que profesionales puedan generar
contactos y buscar empleos. Sin embargo, el mercado de consumidores, utiliza
redes como Twitter, Instagram, Snapchat, o Facebook. Estas plataformas estan
disefiadas para, pero no limitadas a las audiencias mas jovenes que son
facilmente atraidas por el consumismo.

Los usuarios de las redes sociales generalmente, no estan informados del hecho
que cualquier actividad realizada en una red social (Instagram, Twitter o
Facebook) es compartida con sus seguidores y toda empresa que esté asociada
al contenido. Estas empresas utilizan métodos como la optimizacion en motores
de busqueda para localizar las palabras claves que luego se traducen en los
anuncios que apelan a sus intereses y necesidades. Este es un método eficaz de
publicidad conocida como "reorientacién". Permite que las empresas puedan
localizar y atraer a las personas que tienen mas probabilidades de responder. Del
mismo modo, se aumenta el beneficio generado a través de la manipulacién del
consumidor que utiliza estas redes sociales. Por ejemplo, un usuario que envia un
comentario a sus amigos en Facebook sobre sus problemas de cabello “frizado”,
va a recibir una gran cantidad de anuncios relacionados a productos para el
cabello.

Las redes sociales proporcionan informacién que es accesible para todos. Hay
acceso a todas las ultimas tendencias y modas; quién lleva cierta ropa, quién
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come qué, y quién utiliza qué. Por ejemplo, Kendall Jenner en Instagram. En
Instagram Kendall Jenner tiene mas de 44 millones de seguidores (desde
diciembre del 2015), por lo que su impacto de comercializacion es enorme. Es de
esta manera, que ella genera marketing para todas las empresas a las que
representa.

Las empresas a menudo utilizan hashtags iconicos relacionados a su producto o
idea principal, para conseguir mas seguidores. “Hashtags” logran generar grupos
de personas que estan interesadas en los mismos productos. #Shoes en
Instagram cuenta con mas de 40 millones de mensajes y sigue aumentando. A su
vez, también se ha creado un mercado secundario para que individuos puedan
vender sus productos. "Hashtagging" una imagen es una forma facil de informar a
las personas de su marca o idea.

Las redes sociales son una parte esencial de nuestro dia a dia. Utilizamos internet
constantemente, lo que permite que las redes sociales sean una forma de
publicidad facil. Siempre van a contar con un publico. Sin consumidores o
seguidores una empresa no puede avanzar. Por ende, las redes sociales son una
potente herramienta de creacidon de redes y de marketing que son muy
asequibles y comprensibles.
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Youtube: Un Funte Universal
Renat Abazov

En 2005, tres empleados de PayPal fundaron lo que hoy es la pdgina web de
compartir videos mas popular del mundo, YouTube. El 9 de octubre de 2006
Google anuncidé que compraria YouTube por 1,65 mil millones de délares. Ahora,
millones de personas ven videos en la pagina todos los dias y algunos videos han
sido vistos mas de mil millones de veces. Con este grado de popularidad, no es
de extrafiar que el éxito de YouTube ha superado la del Internet.

La pagina ahora se utiliza para una variedad de propdsitos diferentes desde los
problemas globales a tutoriales de magquillaje. Uno de los mas infames videos era
Kony 2012, que cuenta actualmente con més de 100 millones de visitas. Cuando
el video fue lanzado por primera vez fue un fendmeno de la red social. Muchas
personas apoyaron la causa y donaron dinero a la campanfa del video, los Nifios
Invisibles (Invisible Children). El propédsito del video era explotar al lider de
guerrillas en Uganda, Joseph Kony. Dentro de 6 dias 3,7 millones de personas se
comprometieron a apoyar los esfuerzos para detener a Kony. Mas tarde ese
mismo ano, la organizacion fue acusada de dar informacién no veridica o
inexacta. El co-fundador de Invisible Children fue detenido en California después
de haber sido acusado de masturbacién publica. Después del video, Kony no ha
sido detenido, aunque hubo acciones militares contra él. La organizacion de los
Nifios Invisibles desde entonces se ha disuelto; no obstante, sigue siendo un
brillante ejemplo del poder de las redes sociales para atraer a un publico
internacional. Este escandalo provocé una respuesta global y muchos empezaron
a cuestionar la fiabilidad de YouTube.

Sin embargo, esto no quiere decir que YouTube no haya sido una herramienta
para el activismo global eficaz. La Asociacién de Esclerosis Lateral Amiotrofica
(ALSA) inicié una campafia en el verano de 2015 para recaudar dinero para la
investigacion, mientras que educaba a la comunidad mundial sobre la
enfermedad mortal conocida como ELA. A diferencia de los Nifios Invisibles, ALSA
esta establecido y respetada. En la pdgina web de Charity Navigator, se le dio 4
sobre 4 estrellas por la presentacidn de cuentas y la transparencia financiera
global. La campafa consistié en un "desafio de cubo de hielo". Las personas se
nominaban entre si con un video en el que el retador vierte un cubo de agua
helada sobre si mismo y selecciona tres candidatos. Una vez designado, se debe
completar el reto, nominar a tres personas mas y donar una suma de dinero, o
rechazar el desafio y donar $100 a ALSA. Muchos de los participantes publicaron
sus videos del desafio en YouTube, lo que permitié a la audiencia global. A través
de esta campania, ALSA recaudd mas de 114 millones de ddlares. Un aumento
dramatico desde sus previos ingresos de donaciones de cerca de 20 millones de
ddlares. Desde que comenzd la campafia, los investigadores de la Universidad
John Hopkins han hecho grandes progresos donde han identificado la proteina
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que falla en las células de los que sufren de la enfermedad. YouTube tiene el
potencial de transformar una idea en un movimiento de masas que puede dar
lugar a importantes avances cientificos.

Casey Neistat tiene mas de 1 milléon de suscriptores en Youtube. Sus videos y
'vlogs' muestran viajes a paises de todo el mundo y explora los conceptos que
estimulan formas de pensar en un formato creativo. Mientras que sus videos son
cdmicos y atractivos, tienen un mensaje subyacente mas profundo. En su video,
"Make It Count ', viaja a tantos paises como es posible en un periodo de diez dias.
El video muestra fragmentos de sus experiencias en cada pais. Su objetivo no es
ser pretencioso, sino mas bien transmitir un mensaje que pone de relieve la
importancia de la conciencia global. A lo largo del video inserta frases que
promueven nuevas experiencias y "vivir el momento". Neistat se distingue de
otros usuarios de YouTube porque demuestra el valor de las experiencias de
rutinarias, lo que obliga a los espectadores a evaluar su propia vida desde esta
perspicaz perspectiva. Mientras Youtube se ha utilizado como un vehiculo para la
corrupcion en el pasado, también puede actuar como un catalizador para la
interaccién y el descubrimiento global. Youtube proporciona acceso instantaneo a
la informacién que podria haber tardado afios para descubrirse en el pasado.
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Como medios de comunicacion tradicionales abastece
a cada generacion
Liam Studer

En las ultimas dos décadas hemos visto como la brecha entre las plataformas de
medios de comunicacion se ensanchan como resultado del auge de la tecnologia.
Innovadores han desarrollado técnicas mas practicas y creativas para entregar
grandes titulares y descubrimientos a escala mundial. Los medios de
comunicacion ha evolucionado drasticamente, ya que ahora estéa disponible en
una variedad de formas. Su principal objetivo sigue siendo, sin embargo, para
entregar una historia, si se trata de ser un evento, la invencién, la técnica,
epidemia o una catastrofe.

Los medios de comunicacion pueden ser divididos en dos categorias principales:
los medios de comunicacion tradicionales y sociales. Los medios tradicionales
incluyen las formas convencionales de los medios de publicidad, tales como la
radio, la television lineal (cable, satélite), medios impresos como revistas o
periddicos. Los medios sociales incluye medios digitales, paginas web y
aplicaciones como Facebook, Twitter y BuzzFeed. El Internet gand la atencién
significativa en la década de 1990 como resultado de varios desarrollos de
marketing comercial. En consecuencia, estamos experimentando un cambio
tremendo en la audiencia y demogréfica (edad, etnia, género, etc.).

Precediendo al desarrollo del Internet y la introduccién de las redes sociales, los
medios tradicionales eran una fuente de comunicacién controlados por las
corporaciones y las empresas. Por esta razdn, se dice que los medios
tradicionales son mas fiables, ya que tiende a ser filtrados y extremadamente
precisos. Con la aparicion de las redes sociales, el Internet y los avances
tecnoldgicos, los nuevos medios de comunicacién han creado un mundo en el
gue cualquier persona con acceso al Internet, ordenador o un dispositivo mévil
puede compartir noticias. En los dltimos afios, los nuevos medios de
comunicacién se han convertido en una forma popular de la comunicacién para
las generaciones mas jovenes, debido al hecho de que las nuevas formas de
medios de comunicacion estan dirigidos principalmente hacia la generacidén mas
joven. Sin embargo, las formas de medios tradicionales como periddicos y
estaciones de radio se han adaptado a los nuevos tiempos mediante la creacién
de servicios online.

Aungue las paginas web de redes sociales y los nuevos medios de comunicacidon
son en su mayoria dirigidos y utilizados por las generaciones més jévenes, varias
nuevas formas de comunicacién como el correo electrénico, Facebook y LinkedIn
han sido adaptados para las generaciones mayores. Mientras que los nuevos
medios de comunicacién se dirige principalmente hacia las generaciones mas
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jovenes, se ha demostrado que apela a las generaciones mayores. Estas nuevas
formas desarrolladas de comunicacién son facilmente accesibles y les permiten a
los usuarios de Internet de cincuenta afios a participar mas en la comunidad
online, por ejemplo para volver a conectar con la familia, amigos y asociados
pasados, o para leer noticias. Ademas, existen organizaciones como AARP, La
Federacion de Vida Asistida de América, asi como la Fundacion de Marcar las
Prioridades para los Afios de Jubilacidn, dirigidas especificamente a las
generaciones mayores han estado promoviendo el uso de fuentes de redes
sociales para interactuar con los usuarios de este grupo de edad especifico. Al
promover activamente el uso de paginas de redes sociales y los nuevos medios
de comunicacidn, las empresas y corporaciones estan animando a la gente de
todas las edades a participar en la comunidad online.

En cuanto a los medios de comunicacion online en general, la mayor actividad,
con mucha diferencia, es la social. Un estimado de 2,5 horas se gastan todos los
dias en las socializando online en paginas web y micro-blogging. Esto representa
aproximadamente el 40%. Si incluimos la lectura / escritura de blogs, esta
proporcion se eleva un 10% adicional. Los ‘smartphones’ han contribuido en gran
medida a esta tendencia, los méviles son un 30% del consumo de medios de
comunicacién social, un aumento del 22% en 2012. La gran mayoria de los
espectadores también multiples tareas a menudo cuando ven un programa, como
los teléfonos son dispositivos convenientes y pequefias. La generacion mas joven
registrado (16-24 afios) que compone la mayor parte de los medios de
comunicacién a través del mévil en Internet (2,77 horas por dia, a partir de 1,88 en
2012).
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Afterword

We often think of media as a singular entity, but media is an overarching
topic for a variety of different forms of communication from newspaper and
magazines to Buzzfeed and Youtube.

In this digital age, media works to shape society’s opinions. It enables us to
develop our own opinion and provides a platform for activism and communication.
We also wanted you to question the biases that seem to be ingrained into media
in that each article or post is crafted for a specific audience. Does complete
objectivity in the news exist? Is it better to read subjective news? Which kind of
media is most reliable? We selected speakers who would help you answers these
questions or force you to think about the information you receive on a daily basis.
We hope that each speaker has provided you with a unique perspective regarding
media’s impact on our society.

The purpose of this year’s Working Paper was to explore the advantages
and disadvantages of media is this technological age. We hope to be a foundation
that allows you begin your own discussions, raise awareness, share your
knowledge with school’s in your respective countries, and perhaps create a
solution to some of the issues discussed. We hope that the articles presented in
this year’s working paper enhance your understanding of media’s influence on our
global perspective.
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