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ABSTRACT

New media technologies have without doubt ushered in a new era of mass media, bringing
with it great promise and great concerns about the effect on young people and their well
being. Although we tend to see these issues as being new. similar promise and concerns have
accompanied each new wave of media technology throughout the past century: films in the
early 1900"s. radio in the 1920's and television in the 1940*s. With the introduction of each
of these technologies, proponents touted the educational benefits for young people, while
opponents voiced fears about exposure to inappropriate commercial, sexual and violent

content.

Initial research on technology tended to focus on the amount of time young people were
spending w ith the new media. However, as the use ofthe technology became more prevalent,

research shifted to issues related to content and its effects on young people.

This is especially so because the new media have become pervasive as a result of the
convergence of telecommunication and computer technologies. And the internet has led to a
dizzying growth in communication options including individualized, two - way. synchronized
interactivity and increasingly drawing on sound and visual to offer sophisticated virtual

environments.

In addition to interactivity and immediacy of media production and business for all media,
traditional and new media incorporate characteristics of and influence each other, that is.

media convergence.

Therefore it is becoming increasingly important to understand media's growing influence on
young people especially in shaping their lifestyles and cultures. A longer period of full time
education, growing influence and greater recreational time has made youth a distinct

consumer group, w ith lifestyles and identity shaped increasingly by the media.

I he purpose of this research therefore is to look at the way the new media technology affects
young people. The study has been informed by information gathered from a section of young

people drawn many from Nairobi. Kenya.
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CHAPTER ONE

Introduction

11 Background Information

In 1932, the American psychologist Edward Chace Tholman said, "Give me a child from
any background and 1 will turn him into anything you want, a scientist, a politician or
even a criminal. "

Increasingly, the new media is becoming an international buzzword informing
government policy and at the same time, considering its global reach, attracting world
wide protest. Popular misconceptions and dominant discourses about acccss. use and
influence not withstanding, however, the influence of the new media especially among
the youths has still not be fully explored. The rules are changing of course but. more

significantly, the way media technology affects young people is changing.

National governments. Kenya included, arc looking for new ways to continue tweaking
the influence of the media on their territories. Corporate strategies arc redefining the
shape and substance of media instructions. Users including young people and the media
choices they make constitute a perpetual wildcred that makes it impossible to predict how
the media are likely to evolve hence effect on young people (Mc Raboy 1998 serge

Proulx. and Peter, Dahgren. 2503).



W hat do all these frenetic activities about the new technology mean for the young people
in Kenya? By closely examining recent events and placing these into historical
perspective, we can imagine a number of possible effects of the new technology on

young people in Kenya.

As reception studies have repeatedly shown, the individuals who constitute the audience
use messages in ways that elude the intention of content profiles (Proulx, 1999). The
same can be said of the public, particularly the young people and the spin it puts in their

life.

According to Tolais Olsson. Hakan Sand and Peter Danhlgren (2000). nations aim to
becomc an information society for all its citizens with an emphasis on building
confidence, developing competence and providing access to new information and

communication technologies (IC I s).

Adoption of new computerized communication technology by the young people, in an
information society, surprisingly somewhat turns out that for these active citizens, the
cultural practice of media use landscape where the users" desires and expectations are
jumped with his or her own cultural constitution, marked by a series and identify
reference points whose internal consistency is anything but smooth (Proulx, 1998; Raboy

1998).



New communication technologies set ofl new contexts for communication in very
different ways from both print media and electronic mass media, hence the construction
of interaction among young people. Ideally, the typical line between forms of
communication technology and their corresponding contexts have different influence
hence effects on young people. Unlike the space-of print, radio and television, the virtual
context of "cyberspace" consists of heterogeneous, isolated, selective and distinct stages
of meaning - constitution. While mass media enhance homogeneity incapable of adapting
to social life as demarcated stages -and segments, communication technologies enhance
heterogeneity and relatively closed communication environments (Craig. 1986). While
the linear space of mass media ignores memberships of social groups, the significance of
social status etc. new communication technologies enhance such criteria (Graig, 1995).
While the new communication technologies and mass media dissociate space from place
and so transcend the limits of local, new communication technologies do not blur
differences between social groups to the same extent. Rather, they reinforce existing
identities like the private person or the professional and they create new roles in
stimulating specialized communication (Gideon 1991) for example, in frequent telephone
contact with friends, one reinforces ones identity as a member of the larger audience or
the public. Also various forms of computer communication give opportunities to engage
in discussions and enable communities to be constructed through nothing else than
common interests, stimulating a broader range of roles and communicative activities
including a broader variation in language, rituals, habits and competence. According to
Calhoun Graig (1992) in the new communication technologies such as the telephone,

computer and video, content is uniquely constructed by the agent's particular evanescent



contexts. 1 he openness of the medium is greater than lor television and radio as
telephone or the dialogical constellations once gathered and mastered. They provide talk,
rather than well defined agendas and may in the long run adapt well to the structure of
everyday interaction. In relation to the day- to - day reproduction of social context, the
telephone for example plays an important role because it is grounded in action and the
regulative competence of conversions in virtual co- presence, beyond what is mediated
by mass communication and personal communication in the localc Graig (1992)
telephone use in everyday life tends and modifies contexts in space (and to some degree
in time) without necessarily involving more individuals than dircct interpersonal
communication. The telephone may help to coordinate family life and allow for more
mobility in daily life. It may also enable contact with other family members or friends
outside the household and in some sense include them in the domestic atmosphere. While
the telephone serves as an extension of domestic contexts, however, if seeming more
significant that it increases the density and frequency of day- to- day personal networks.
Ifnot so much includes other people as much as reproduces established relations (Fischer

& Claude. 1992).



1.2 Problem statement

Young people's enthusiasm for new media, where the pace of change surpasses
understanding of effect of the new media in various aspects including health and
development, has done little to diminish the sense ofuneasiness about the possible effects

of'the new technology.

Hard answers about the effect of new communication technology remain elusive.
According to Bulmer (1969), practice always takes place in contexts. Ideal typical lines
between forms of communication and their corresponding contexts, hence influence and
effect on the young people today is a dearth in research hence the need to investigate the
relationship between media technologies interaction and forms of contexts that have an

effect on young people's day-to-day living.

Understanding the effect of the communicative practice of young people within the wide
range of modes of mediation may simplify other related effect interpretation from the
distinct media technologies according to their contextualization abilities that translate into

effect.

In this study, contextualization will refer to the mediation of context, meaning the way
new communication technologies take part in the construction and reproduction of

context of symbolic action by young people.



A significant question is the power of the communication technologies themselves in
their mediation of various aspects of young people's life, and yet the effects. In relation
to the new media technologies, effects pose several complicated questions. 1 low should
we characterize effects of new media technologies communicative practices when
material and communicative contexts overlap and blend into new ones? Such questions
indicate how difficult it is to understand the communicative experiences of young people
within the media range of modes of meditation at hand, which reproduce and distinguish

the real world.

Although there are powerful moderating influences in the young people's growth
including the best of parental and technical monitoring, today's young people will be
exposed to a greater number and diversity of media images than any previous generation.

Hence the need to explore the effects ofnew media technology on young people.

For clarification of effects, there is need to distinguish;

a) Between communicative and body, or between meaning and place which suggests
different types of context, hence effects;

b) Between distinct new media technologies according to their context abilities hence

effect, and:

c) Between types of new communication technologies.

Research questions



* What is the context and meaning drawn when young people watch television or
engage in computer mediated communication?
* What is the effect of the new media technologies on young people as far as the

society, their identity and knowledge context are concerned?

1.3 General Objective of the study

This study generally seeks to gain an insight into the effect of new communication
technologies on young people and specifically as pertains to three broad discourse in their
life: firstly, issues pertaining to identity; secondly, issues pertaining to mediated
knowledge and public debate; and finally and more generally, issues pertaining to what

can be referred to as the relation to society and sociality.

1.4 Specific objectives of the study
1. To determine the effect of new communication technologies on young people's
identity.
2. To determine the effect of new communication technologies on the young
people's knowledge.
3. To determine the effect of new communication technologies on young people's

sociality.

1.4 Significance of the study



1 he study focuses on analysing the significant question of the power of the new
communication technologies themselves, in their mediation of socio-cultural knowledge

and identity discourses of young people.

I'he assumption that the discourse in focus needs critical analysis in the face ofthe way
new communication technologies qualitatively differ from processes of talk and mass
communication in every day contexts, hence context effect as well as communication

change is necessary.

According to Blumer. (1996). practice always takes place in contexts which provide

meaning to them, yet the influence and effects.

Contexts are more than simply practices of the new media technology, contexts may
emerge or at least become the object of reflection by contextualizing the effects on young

people.

Again, just as the media technologies become a tool through its use by young people, it
may translate into effect through the practices that take place in the use and in which they
intluence through their capacity as enduring, stable societal, intellectual and identity

material facts.

Structural challenges in the new technologies landscape, growing commercialization and

competition and the change of technological systems increase the relevance of the



question of social demands, market mechanisms and interactions which alternatively call
for scrutiny of media consumers and particularly the young people as full partners in the
social communication process, young people today are becoming more socially diverse.
At the same time, it is impossible to imagine strategy without the new information and
communication technologies (ICTs). according to Dittaences (2002), a web source for
trends in particular use in 2002, there were 581 million active online users.

Due to socio-cultural diversity, knowledge identity mixing are persistent and even
increasingly characterize young people, and bccause the media and thus new media can
contribute to the development of social integration, identity and knowledge analysis of
access and use of new technologies among the young people should answer questions
regarding ICT trends and roles in the construction and perception of the young people,

hence effects.

1.5 Hypothesis

1. The new media technology's effect on the young people will be stronger for
mediated sources of information than for non-mediated sources of information.

2. The effect gap will be greater for lower credible media than for more credible
media.

3. The effect gap will be greater for prolonged exposure to a variety of new media
technology.

1.6 Limitations of the study



Ylugenda and Mugenda (2003) defines limitation as an aspect of research that may
influence the research results negatively but over which the researcher has no control.
I he main limitation of'this study includes the following:

* The work of Harold Innis and Marshall McLuhan suggest that changes brought
about by new media affect societies so thoroughly and yet so unnoticeably that
these changes are almost impossible to detect.

* In this study the researcher relied fully on the individual responses, a fact which

was hard to empirically verify.

UNIVERSITY OF NAIROBI
EAST AFRICANA COLLECTION



1.7 THEORETICAL FRAMEWORK

1.7.1 Uses and Gratification Theory
1.7.1.1 Historical origins [

Driven by the need to evaluate and understand audience preferences and the prevalent
i

differences within these with due reference to their use and consumption of the media,
the Uses and Gratifications (IJ&G) theory emerged. The theory sought to explain the role
of media consumers as powerful, informed audiences, driven more by the desire to satisfy
a need as opposed to the previously prevailing view of media consumers as passive

audiences held at ransom against their own will by media effects.

The concept of uses and gratifications with regard to media use can historically be traced
back to the 1930's and 1940's. It was revived and re-conceptualised by Jay G. Blumler

and Elihu Katz in 1974.

In 1937. the need for a more systematic research on the influence ofradio in the 1JS
prompted the establishment of an Office of Radio Research at Columbia University. The
'mission’, led by Paul Lazersfeld which involved a number of other key communication
researchers, revealed that contrary to earlier theories about the hypodermic effect ofthe
media on people's lives, people actively sought out various forms of preferred content

and obtained different kinds of gratifications from it.



fhe Uses and Gratification theory suggests that media users play an active role in
choosing and using the media. Users take an active part in the communication process
and are goal oriented in their media use. which means that the media has a direct useful
value on its users. The theory supposes that a media user seeks out a media source that
best fulfills their need. The basic assumption of the theory is that the media user has
alternate choices to satisfy their need. It was Blumler and Kat/.'s core belief that there are

as many reasons for using the media, as there are media users.

The basic postulate of the Uses & Gratification theory is that people's needs alone
influence how they use and respond to a medium. The same radio (early research) or TV
(latter research) programme may gratify different needs of different individuals. Different
needs are associated with individual personalities, stages of maturation, backgrounds and

social roles.

1.7.1.2 Development of the Theory

One of the earlier researchers, llerta Uerzog. working mainly in Iowa and Ohio in 1944,
investigated why people listened to the radio. Herzog used the term 'gratifications' to
describe the specific types or dimensions of satisfaction reported by audience members
for daytime radio programs" (Eighraey 1997. p. 60). She believed that people used the
radio, still a fairly modern medium at the time, for certain gratifications that they derived

from listening to the shows.



Herzog's research was guided by a number of key assumptions relating to the

psychological characteristics of the listeners.

1. That regular listeners were by nature socially isolated or had markedly more
difficulty making and sustaining real social relationships.

2. That regular listeners had fewer intellectual interests and didn't have the benefit
of high educational attainment.

3. That these kinds of listeners were on the whole little concerned with public
affairs.

4. That regular listeners were less self-assured as individuals and more anxiety-
ridden.

5. That regular listeners had a marked preference for radio as a medium of mass

communication.

The research proved a number of these assumptions as completely baseless. I'or example:

1. There was no difference in the levels of social participation of regular listeners
compared to non-listeners.

2. Overall, there was no conclusive evidence found on the personality
characteristics of regular listeners to suggest that they were less self-assured as

individuals as opposed to non-listeners



Some of the assumptions that were found to be elosely reflective of the actual

dynamics were:

3. The research found that the intellectual range of regular listeners was more
limited than that of non-listeners as previously supposed. Regular listeners also
demonstrated that they had a lower level of educational attainment than non-
listeners

4. On the matter of the involvement or interest in public affairs. the research
generally found some evidence to suggest that the range of intellectual interests of
the regular listeners was less than that of non-listeners

5. On the question ofpreference for radio as a medium. the research found that that,
as supposed, regular listeners did have a preference for radio as a medium of and
for information. It was also found that non-listeners placcd relatively greater

reliance on print media as an instrument ofand for information.

Herzog's research identified a number of gratifications derived by radio soap opera

listeners (typically women) as:

* Kmotional release  through listening to the troubles of other people, some
compensation was derived for the distress of listeners
* Listeners also found enjoyment in relating with the problems of soap opera

heroines



*  Wishful thinking Soap operas allowed women to indulge their fantasies
through living vicariously through the lives of the soap opera heroines. T his
allowed women to. for a time, leave their problems behind.

* Valuable advice Soap opera's provided women with solutions out of problems

they also encountered on a day-to-day basis

1.7.1.3 Latter day research on Uses & Gratifications theory

I he notion of an active audience became a central tenet of the Uses and Gratifications
theory. This assumption justified the survey method approach to data collection, but it
also drew researchers' focus away from media content onto questions of why people use

certain types of media content.

I vans (1990) defines uses and gratifications as a framework in which "audience

gratification |is| primary." and "media consumers |are| seen as rational agents whose
various use of media offerings depend upon how these offerings serve various social-
psychological functions" (p. 151). Levy and Windahl (1984) note that uses and

gratifications is a "receiver-oriented concept." supposing an "active audience" (p. 51).

Methodologically, and as cited previously. Uses and Gratifications research assumes that

audience members are self-aware enough to report on their personal motivations for using

media.



Denis MeQuail articulated (McQuail 1987: 73) the following typology as some of the

common reasons for media use:

Information
+ finding out about relevant events and conditions in immediate surroundings,
society and the world
* seeking advice on practical matters or opinion and decision choices
+ satisfying curiosity and general interest
* learning; self-education
* gaining a sense of security through knowledge
Personal identity
* finding reinforcement for personal values
+ finding models of behaviour
* identifying with valued other (in the media)

* gaining insight into one's self

Integration and social interaction

* gaining insight into circumstances of others; social empathy
* identifying with others and gaining a sense of belonging

+ finding a basis for conversation and social interaction

* having a substitute for real-life companionship

* helping to carry out social roles



* enabling one to connect with family, friends and society

Entertainment

* escaping, or being diverted, from problems

* relaxing

+ getting intrinsic cultural or aesthetic enjoyment
+ filling time

* emotional release

e sexual arousal

Blunder & Katz (1974) argued that audience needs have social and psychological origins
which generate certain expectations about the mass media, leading to differential patterns
of media exposure which result in both the gratification of needs and in other (often
unintended) consequences. This does assume an active audience making motivated
choices. However. McQuail suggests that the dominant stance of recent researchers in

this tradition is now that:

Personal social circumstances and psychological dispositions together influence both...
general habits of media use and also... beliefs and expectations about the benefits offered
by the media, which shape... specific acts of media choice and consumption, followed
by.... assessments of the value of the experience (with consequences for further media
use) and. possibly... applications of benefits acquired in other areas of experience and

social activity, (ibid: 235).

17



1.7.1.4 Weaknesses

Although Uses and Gratifications approach holds significance in status in communication
research, the research approach receives criticism both in its theory and methodology

represented.

Mcquail (1994) argued that the approach has not provided much successful prediction or
casual explanation of media choice and use. Since it is indeed that much media use is
circumstantial and weakly motivated, the approach seems to work best in examining

specific types of media where motivation might be presented.

I he theory focuses on why people use particular media rather than on the actual content
of the media. T his functionalist emphasis is imprudently conservative as it creates some
complacency by developing in researchers an uncritical stance towards what the mass
media currently offer under the assumption that audiences gravitate freely to the media as

they obtain some kind of gratification regardless of content.

(Tie theory ignores or fails to address the idea that even when people make choices about
how they will use the media, this does not nullify the effect of that media on them and
therefore falls short of fully recognizing the power that the media has in today's world, it

has thus been variously faulted for being merely the optimist's view ofthe media.



Two researchers writing on the theory. Ciibbins & Reimer (1999) represent a rather
radical, and in some sense naive version of the Uses and Gratification perspective,
strongly emphasing the possibilities ofactive choices and individual "self-creation" when

consuming media products:

The media function as a cultural forum. It is increasingly through the media that people
get impulses about whom they want to be or who they want to become. These media
impulses are quite contradictory. The media do not tell anyone with an authoritative voice
that this is the way he or she should behave. Rather, they constantly tell us different
things and it is up to us to choose among these messages. Out of the complex and varied
media output, people turn to the kind of messages that seem relevant to them; relevant in

their normal, day-to-day situations (p. 89).

It has also been pointed out that questioning respondents through evaluating their own
assumptions of their choices presents several limitations and is inherently ridden with
Haws. Not all may know why they chose to watch what they do. and in many cases, the
samples may not be able to explain this fully. The reasons they cite may be of limited

importance. People may simply offer reasons which they have heard others mention.

Another weakness of the theory is the assumption that viewers exercise purposive
viewing. Whereas radio listening or TV viewing may be an end in itself, for example
there is evidence that media use is often habitual, ritualistic and unselective (Barwise &

Hhrenberg 1988). Grounded in functionalism. the theorists of the Uses & Gratification

19



theory tend to exaggerate active and conscious choice, whereas media can be forced on

some people rather than freely chosen.

1.7.1.5 Relevance of the theory to the research topic

The U & G theory has formed itself to the modern media age of this century. A
development in the study of U& G is moving away from conceptualizing audiences as

active' or 'passive” to treating individuals as a variable.

UNIVERSITY OF NAIROBI
IAS8T AFRICANA COLLECTION

fhe current state ofthe U & G theory is still based on Katz's first analysis that people use
media for many different purposes. I'he approach is still extremely valid as technology
moves the universe into an electronic information age. Now. more than before, people
have more options and they will continue to have the pick of media to satisfy their
specific needs. Advances in media technology such as video- cassette recording, cable

programming and internet have allowed consumers to be more in control of the media.

Due to the variety of media sources available today and with the advent of the electronic
information age audience fragmentation is increasing rapidly. The web is highly
interactive, users ofthe Internet are in control of the flow and content of information they
view or listen to. This therefore means that the audiences are comprised of one person at
a time, ultimately what makes an online community are numbers of people using or
visiting one site rather than another to meet a need or to gratify them. . I lowcver. sonic
researchers have argued that gratification could also be seen as effects e.g. thrillers are

likely to generate very similar responses amongst most viewers.

20



I ho theory further contends that audience members are discriminating media consumers
and examines consumer behaviour based on individual experience. Media consumers are
viewed as active users of content, not subjects being manipulated as assumed under early
theories of mass communication. The theory holds that now an audience member chooses

to use a message as an instrument variable in the message effect. LittleJohn (1996).

New media form and content is undergoing great changes in the present day. As an
audience-centered approach to studying mass communication, the Uses and Gratifications
theory focuses on audience activity as a central way of understanding the uses and effects
of mass communication. This research seeks to study the way young people use media

and the new media's effect on them.

21



CHAPTER TWO

2.0 Literature Review

LITERATURE REVIEW

lapscolt (1998) anticipates a beneficial influence of ICT on the current and future 'net'
generation. Correctly or not. his own prognosis is one in which members of the net
generation (in this study context the young people) would, as true world citizens, be
adverse to all forms of racism and sexism due to their participation in interactive
discussion forums that are by definition world wide: They will seek to protect the planet,
and other rules recants of bygone days both wearied and unacceptable (Tapscott, 19998).
Against a background of globalization and convergence and the resulting mixtures of
identities, on the other hand. Manual castles, (1997). The power identity points out the
disappearance of a so-called "legitimizing identity" or "original identity", enforced by
dominant national institutions. As a counteraction, a resistance identity develops that
leads to communities as Etzion (1993) describes them. But this identity formulation is
defensive and offers no solutions defining itself on the basis of exclusion and. at times,
taking extreme forms such as religious fundamentalism, ethnic's nationalism and so
forth. Castells docs see a benefit in the third type of identity, the so-called "project
identity", which comes into being when social actions use the cultural materials available
to them to build a new identity that redefines their position in society, partly with the help
of IC'Ts: The new power lies in the codes of information and in the images of

representation around which societies organize their institutions, and people build their

22



lives, and divide their behavior. The locations of this power are people's minds (Castells,

1994).

If a transformation of the social environment is to be achieved, however, it must be
possible to generate access to ICTs. There in lies the rub: research warns of a societal
division along the lines of access to and rise of new infrastructures such as the internet,
making ethnic minorities and other potentially disadvantaged groups or between low-
income groups-primary candidates for being left behind by cyberspace, so it appeared in
a 1998 American survey by the USA national telecommunications and information
administration (NTIA), posted at NUA services, which suggested that income was the
most important factor for internet access in the USA. Tseng (2001) also points to the cost

of internet access as the most significant obstacle.

2.1 New ICTs, new opportunities for young people

In public as well as academic and policy debates, it is often claimed that new ICTs offer
many new opportunities for citizens. But what are these new opportunities? To answer
this question, we must first look into two important theoretical clarifications. First, to
address the formal clarification of ICTs is not to make predictions about their social
consequences. While it is beyond this study's scope to look into the extensive
recapitulation of the date as to whether it is technologically deterministic to focus on
forms of ICTs (Williams. 1992; Silverstone. 1991, 1994; Mackay, 1995, 1997). or naive
not to analyze the political and economic forces that shape their development (Castells.

1999; Sussman. 1997; Mc Chesney et al; 1998; Schiller, 1999), it is relevant here to
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under score that the opportunities new ICTs offer to citizens, and in this context young
people, is precisely which focus on opportunity consequences of new ICTs nor to accept
uncritically the political and economic circumstances slapping the development of that

same technology.

Second what it means to be a citizen and more particularly a young person, or to act in
the role of citizen, is notoriously disputed, partly because different academic fields take
different views of citizenship (cf. Barber. 1998; Carter and stokes, 1998) and partly
because the concept meaning varies across political viewpoints ( Beibcr. 1995; Ilenter,

1999; Stevenson. 200) to mention but a few ofthe polemics surrounding the concept.

A close reading of the equal opportunities for the citizen and particularly the young
people in this study, draws from liberal cf. Marshall, 1992; Blunder and Gurevitach,
1995; Daris, 1999) as well as republican (cf. Walzer 1995; Miller. 2000) and radical
democratic (cf. Mouffle, 1992: Bambihabib, 1996) conception of citizenship and of what

it means to act in the role of young citizen (Dahlberg, 2001).

In this study context, and particularly considering contemporarily thought about effect of
the new technology, in this regard is drawn and informed by several traditions (Olsson,
2002). we find it more productive than to argue for a single effect, or exclusive version of

young people and of citizens.
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lew scholars would object to the idea that citizens, and in this study the young people, in
order to participate in and understand their contemporarily society, need access to
information of various kinds and from different points of view. Seen from this
perspective the Internet appears especially well suited to this role. The global form of the
internet and its ability to collect and present various kinds of information in one place-he
computer screen-adds a new dimension beyond the ability of traditional mass media,
giving young people the opportunity to keep up to date with relevant issues and to access

a diverse supply of information (Hague and loader, 1999; camp bell ct al. 1999; Cole

man. 1999. 2001.

Several studies and research projects support the notion that different groups of citizens
tend to use ICT in different ways and for different purposes. One of such distinction is
based on formal education. ( Nordcom 2002 a) The consequence with respect to
contemporary media and particularly new technologies development is an insistence on
the national model - what Wimmer and Carlick Schiler (2002) call the container model in
which societies and hence the young people are viewed in terms of an isomorphism of

culture, policy, economy territory and branded social groups.

New technology has brought a process of thinking among the young people- and at the
same time of coursc the possibility of non- thinking- thinking is today more than the
abstract and general rationality predicted in the public sphere mode. In this context, it
should be regarded in terms of a broader cognitive emotional repertoire including

thinking, feeling, wishing and desiring (Turner 1986) and also as embedded or situated in
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particular social contexts, circumstances and organics. In reality, of course thinking
which is consecutive upon experience is constantly monitored and shared by reflexibility.
I'ut in the context of this study, people, importantly. Dewey (1985) sees young people
experiencing thinking in terms of a temporal relation between past technologies an