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 With new media come new use practices, which, in turn, aff ect individual media users as 
well as established media producers and societal institutions. Several concepts have been 
off ered which may serve to accomodate the changes to practices of communication in 
the contemporary media landscape: cross-media, participatory media and – as with this 
book – collaborative media. Th ese media concepts have mainly been associated with the 
production of media content for multiple platforms. Th is applies to the term collaborative 
media, which dates back to e.g. LaRose and Rafaeli’s concept of collaborative mass media, 
in which the audience functions as both the source and the receiver of the message. 

Th e intention of this book is to take on the task of studying the new ways of media 
users: ‘With many new forms of digital media – including popular social media such as 
Facebook, Twitter, and Flickr – the people formerly known as the audience no longer only 
consume but also produce and even design media’. Th e book falls in three parts, as stated 
by the overview (pp. 11-12): Th e fi rst part – Starting Points – defi nes collaborative media 
and positions the authors’ work in the landscape of new media scholarship and design. Th e 
media in focus and the user practices they enable have some distinct characteristics (p.14): 
1) Th ese practices are based on media services and tools that a) are easy to use; b) can 
be used creatively and pleasurably in many diff erent ways. 2) Th e practices are to a great 
extent collaborative. People work together to create things that are not possible for the 
single user to create. And this occurs not only face to face; to a great extent, the collabora-
tions take place online on a potentially global scale. Th e fi rst part of the book outlines a 
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trans-disciplinary research approach to collaborative media which combines analysis and 
design. Th e method described here is termed design intervention and relates to participa-
tory design, for instance, however with a specifi c focus on interventions set up from the 
point of view of the researcher/research team. Th is methodological approach is exempli-
fi ed in the second part of the book – Interventions –, which consists of ten case studies; 
these describe research projects in collaborative media, either carried out by the authors 
themselves or made accessible to the authors by close colleagues. Th e fi nal part of the 
book – Insights and Conclusions – refl ects the experiences acquired in the various cases 
and situates these in the contemporary scholarly landscape. It includes refl ections on the 
specifi cities of collaborative media practices and addresses the practice of trans-disciplin-
ary collaborative media research.    

A key theoretical and empirical issue addressed by this book is the redefi nition of ‘users’ 
(the people formerly known as the audience) and the relationship between ‘users’ and ‘pro-
ducers’: in one sense, every user of collaborative media is potentially a producer of content 
for other users. However, important aspects might have been discussed in more detail: 
Most ordinary users lack the resources and competences to match those of established 
media organizations. As pointed out by Jenkins, not all consumers are created equal: some 
are more capable of making use of the possibilities of participation provided by the Internet 
and various types of creative software tools. It is also important to acknowledge that cor-
porate media still exert much more power than does any individual consumer. Th e media, 
in their turn, seek to involve and recruit users in ‘user-driven’ production and innovation 
– for corporate purposes.

In Collaborative Media, these new production logics are embedded in the idea that not 
only do collaborative media enable the user to produce media content, they also enable 
them to modify or even (re)design the very infrastructure of the media: the programs, 
software components and web services that can be used for media production. It is stated 
that collaborative media are ‘open to infrastructural modifi cations due to the prevalence 
of open source media software, open APIs, and components that can be combined at will 
into constellations known as mashups’. Th is infrastructural modifi ability has been part of 
digital technologies for many years, e.g. within computer games. But as stated by Jenkins 
above, media scholars are well-advised to be skeptical towards the users’ possibilities of 
appropriating the media production. It is fair to say – as do the authors– that features like 
the hashtag and retweet-function in Twitter, are the product of users rather than of the 
original producers. Still, the producers decide what will be implemented (on Twitter, Face-
book, Google) and set the terms for use, thus claiming ownership of user contributions. 
Th is fact is addressed rather sporadically by the book, even though issues concerning intel-
lectual property rights are touched upon in some of the case studies.  

Th e primary strengths of the book are its case- and practice-based chapters, which 
concretize and clarify the collaborative aspects of today’s media as well as design inter-
ventions such as the methodology for studying the characteristics of these media. Here 

Book review: Collaborative Media. Production, consumption, and design interventions
Kjetil Sandvik



MedieKultur 59

157

the authors’ contributions as regards useful conceptual and methodological rethinking are 
embedded in elaborated analyses of ten cases, which are examples of projects in collabora-
tive media, ranging from small research experiments to large commercial projects.  Th ese 
analyses  describe the potential of design intervention as research method as well as its 
design-oriented knowledge production method, integrating analysis and intervention in 
collaborative media research embedded in the legacy from MIT’s Living Lab, for instance. 
Th e book provides productive insights into and perspectives to media studies (2.0, 3.0…) 
by performing these case studies at three diff erent levels of analysis: Chapter 4 addresses 
the level of society and particularly the role of collaborative media in societal changes. 
Chapter 5 focuses on existing media structures and their relations to collaborative media. 
And fi nally, chapter 6 – which is one of the most inspiring parts of the book – introduces 
a ‘level of tribes’ (in line with Maff esoli’s thinking) to highlight the potential of collabora-
tive media to nurture communality within a plethora of social structures coexisting within 
the same technical infrastructure. Collaborative Media adds important food-for-thought 
to media and communication studies, which are being constantly challenged by an ever-
changing media landscape.
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