
eyes. The public experiences what the interviewers feel, not just what they see. For
example, Maya Tatyanichna Andreyeva, a 24th-century News One cyborg camera in
Raphael Carter’s “The Fortunate Fall” (1996), walks into a Kazahkstan river, once the
site of Holocaust-style genocide, “calf-deep in the ash of human bodies.” The audi-
ence feels the horror of the mud entrapping her legs. But her ability to transmit events
comes at a price as her appearance is shattered by her role as a camera: Her head is a
collection of gaping holes, brightly colored
chips and buried implants. 

Telepresence permits her not only to
summarize an interview—to include a
few quotes—but also to recall an hours-
long interview in its entirety and transmit

a holographic memory of it, with
all its richness of feelings,

into viewers’ heads.
(Their feelings, in
reaction to the inter-
view, are then sent
back into hers). In
print journalism,

she says, “your job is
to know things about

others.” With telepres-
ence, “you are known.”

Finally, in William Gibson’s sci-fi
novels, the professional journalist, for the
most part, disappears, to be replaced by a
third kind of journalist, the citizen who is
his own reporter. In “Idoru” (1996),
expanded human consciousness and
improved technology allow people to lit-
erally read each other’s eyes. Translator
ear-chips permit immediate understand-
ing of foreign languages. Miniaturized
lapel cameras, disguised as lint flecks,
secretly capture events. 

But take heart. Those journalists who
still inhabit science fiction often stand for
more than trivial trash and technological
gizmos. In “The Light of Other Days”
(2000) by Arthur C. Clarke and Stephen
Baxter, mid-21st century journalist Kate
Manzoni embodies the fundamental spirit
of journalism, a spirit that will, I hope, guide us into the future. 

Though Manzoni has sensory implants and all the technological trappings of a
futuristic reporter, she insists on digging for the truth. She discloses a governmental
conspiracy to conceal a comet guaranteed to hit the Earth and end human life in
500 years. “If we aren’t informed,” she says, “we can’t act, for better or ill. We can’t
take responsibility for ourselves.” In the unreality of science fiction, the journalist,
whatever the personal risk, often represents the pursuit of reality.  
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Owen Youngman, vice
president of new products
at the Chicago Tribune,
makes it his business to
know the business of the
future. Medill checks in with
an industry veteran to find
out what’s ahead.

What do you hope will
happen in media by the
year 2021?
It’s difficult to look at what
will be happening in 17
years. What I like to say is:
If you can imagine some-
thing, it can happen. The
major forces that are at work
today—the consolidation of
ownership and the fragmen-
tation of readership—I see
nothing that’s going to
change them. 

What won’t happen?
I don’t think the printed word
will go away. I don’t think
that one-to-one marketing
will eventually replace mass
marking. I don’t think that
people will retreat to their
houses and never go out
because technology brings it
all to their door.

What’s the most exciting
possibility in the future
of media?
I would hope that it would
be that people can learn
from each other and sort of
collaborate by taking advan-
tage of the tools that media
give them to improve their
lives. In the future, [the
media] should be able to
serve [the consumers’]
needs better.

Who will be the key play-
ers in the future of media? 
As a group, the consumers of
media will be key. This goes
back to the idea of fragmen-
tation. It’s going to be much
less about Michael Eisner,
Bill Gates and Leslie
Moonves and much more
about you and me. 

What tools/devices will be
available in the year 2021?
How will they be useful?
Trends in devices will contin-
ue: They’ll be smaller, faster
and more pervasive. What
we don’t know is what busi-
ness models are going to put
information in consumers’

hands. Are people going to
pay for the device or the
information? Today, people
pay for the device and not
the information. In the future,
I think it will be the other way
around. 

What should journalists do
to adapt to the changing
face of media? 
What journalists should do is
learn to listen to consumers.
Not to act on everything they
tell them, but to treat every
reader’s phone call, letter or
e-mail as a starting point of
data. Technology has given
journalists the ability to be
in contact with thousands
of people everyday. At the
end of the day, it doesn’t
change what we do, but
how we do it.

— Andrea Damewood
(BSJ06)

LEADING THE WAY




