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Franco-Canadian Digital Content Summit 

Sara Diamond 

Thank-you so much for inviting me to address your summit. Canada and 

France share a mutual history of early industrial, public sector and 

educational interest in digital media as it emerged in the 1990s. French 

philosophers and cultural theorists left a profound mark on our 

understanding of the digital revolution, whether Gilles Deleuze who first 

remarked on the perceptual shifts that digital brings, Michel Foucault’s 

prescient awareness of the integration of the body and technology – 

described as bio power - Pierre Levi who predicted the shifts in collective 

consciousness that we now call social media, Jean Baudrillard who 

realized that the image would be more powerful than reality, Regis DeBray 

and Paul Virilio who anticipated the speed of change in our era and Regis 

DeBray who framed the democratic potentials of the digital. And Canada 

boosts Harold Innis who envisioned the power of a national voice within 

global communication and Marshall McLuhan who understood that the 

medium is the message.  France is home to impressive educational 

institutions like Le Fresnoy, Studio Nacional des Artes Contemporain in 

Lille, a match to universities such as mine, centres like Le CUBE in Paris, 

with its reflection in The Banff New Media Institute and one of the world’s 

first networks of electronic cafes (Electronic Café International) led by Don 

Foresta and linked to Santa Monica. We share many years of successful 

convergent production and co-production by public and private 

broadcasters, gaming companies, and independent producers. 
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To-day it is my pleasure to share some thinking about the future. There is a 

transformation that is occurring at a global scale—the exponential adoption 

of mobile technologies, networks and content. While we are in an era of 

intensive vertical integration, we are equally in a time when the hard lines 

between the needs of audiences in distinct spheres of their lives, and the 

importance of media as the interface to meet these needs, are dissolving. 

In specific, as health care, education, government services, commerce 

move into the mobile domain, mobile creative content becomes the 

interface between users, their devices and their human support systems. I 

want to alert you to the potent role that digital media will play in the potent 

mobile web world of HTML5.  

Mobility 

The recent 2020 Media Futures1 report found that in a world where mobile 

penetration is at approximately 74 per cent according to the Global System 

for Mobile Communications Association (GSMA), there are no evident 

counter-trends that could stall or reverse the movement toward portability 

and mobility. More than half of the world’s population owns a mobile 

telephone, and there are 5.9 billion mobile subscribers worldwide.  

I define “mobility” as the capacity to move seamlessly through work, leisure 

and personal life wherever one is located because of four fundamental 

characteristics of mobile technology: 1) 24/7 ubiquitous connectivity; 2) 

intense personalization, which allows information to be delivered based on 

individual needs and preferences; 3) heightened access to social networks 

and media; and 4) context and location specificity, which combines the 

                                                
1 Greg VanAlstyne, "2020 Media Futures," in 2020 Media Futures, ed. Greg VanAlstyne (Toronto: OCADU, 2011). 
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features of the Internet with the ability to take location and proximity into 

account – knowing where you are and who is near you. Mobility redefines 

the individual as part of a network that links data, technologies, content, 

context and other users and systems to create a profoundly new way of 

being in the world.  

 

I want to touch on several areas of opportunities for digital media 

industries. 

Mobile Learning  

Mobility enables unique opportunities for learners to engage with others 

and their environment in novel ways by enhancing their interaction with 

subject material, providing new skills and appearing to influence completion 

of both specific learning outcomes and graduation. 2  

Almost all agree that there is incredible disintermediation in PSE driving 

towards increased flexibility, a focus on modularized and distributed 

learning, increased mobility and a need for a job at the end of the 

investment.  

 

Mobile learning will be fundamental means to: 

 

• Allows students to move between institutions with learning resources 

in the cloud and on their devices.  

                                                
2 A secondary school principal at our round-table discussion indicated that preliminary data from his school’s m-
learning program indicates that students are more engaged. It is expected that this engagement will translate into 
higher graduation rates as the school’s m-learning program matures. 
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• Help students pace their educations more effectively and condense 

their time to completion.  

• Enable experiential learning through enriched work placement and 

service-learning experiences supervised by mentors or faculty in a 

remote location.  

 

As learning becomes less formalized and accreditation becomes available 

from outside traditional geographic catchment areas, post-secondary 

institutions will look to mobile technologies as a means to extend their field 

of influence and to become more inclusive as well as accessible. Even 

further, publishers are providing not only content for learning but entire 

accredited curriculum experiences.  

 

What is more, children are growing up mobile.  What makes tablets so 

powerful is that students already use these or very similar devices outside 

the classroom to download apps, connect. With their growing number of 

features [e. g. screens, motion sensors, cameras, processing power, 

portability], tablets and smart phones provide:  

 

• A high-definition audio- and video-interactive production environment. 

More and more learners are and will use their devices to respond to 

streamed or cached content, document their work, or to produce 

creative products that can be shared with others. Educational “point-

of-view” (POV) applications allow for continuous scanning and 

recording of learners’ experiences.  

• Performance support or coaching: Mobile devices allow users to 

retrieve information at a moment’s notice in order to support the task 
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they are doing. Live mentoring is possible through the use of mobile 

phones.  

• Social learning through networking: Peer-to-peer teaching and 

learning is now possible with a number of educational applications. 

Informal learning through sharing and collaboration takes place all the 

time using mobile devices.  

• Gamification of learning.— A plethora of mobile learning games are 

being created for both entertainment and educational purposes, 

including virtual-learning worlds on mobile devices:  

• Real-time data mining needed to support learning analytics. 

• Location-based educational applications: Using GPS, most mobile 

phones know the location of a user, as well as the direction in which 

the camera of the phone is being pointed.  

 

Global sourcing and global labour mean that employees can train 

anywhere in the world. 3 In many jobs, the workforce is also mobile and not 

fixed to a specific place, or workers increasingly work from home or from 

“third-party spaces”—not the office.  

• Mobility provides speedier just-in-time training that responds to an 

environment of hyper-competition. Throughout Asia, mobile devices 

enable workers to train during commuting time.  

• In many larger organizations, there is a demand for greater access to 

and integration of information, data management and 

communications, all delivered in real time and in context, whenever 

                                                
3 Adapted from Gary Woodill, The Mobile Learning Edge  (New York: McGraw-Hill, 2010). 
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possible. Major brands such as MacDonalds are establishing their 

own colleges in order to take advantage of technology.  

 

There are many opportunities to provide mobile content. 

 

Mobile Health 

 

Mobile health (m-health) refers to the use of mobile information and 

communications technology (ICT)—most commonly, mobile communication 

devices, such as mobile phones and personal digital assistants (PDAs)—

across wired and wireless networks to provide health services and 

information to medical and public-health workers, as well as to patients and 

healthy individuals. M-health further refers to wireless devices such as 

glucometers, cardiograms and blood-pressure cuffs, which transmit 

information wirelessly. The ubiquity of mobile devices in both the developed 

and developing world presents the opportunity to improve health outcomes 

by delivering innovative medical and health services to the farthest reaches 

of the globe. The shift to mobile health requires a communications and 

media wrapping.   

 

Mobile health is patient-centric, providing new opportunity for the self-

management of health. It makes medical care and information convenient 

and accessible for physicians and/or patients, thus allowing clinical 

management decisions to be made more quickly. Mobility keeps patients 

out of hospitals and in appropriate care settings in part through enabling 

the monitoring of chronic conditions outside of the clinical environment.  
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• Integrates electronic records and effective billing methods at each 

point of service, i.e. easy information access through multiple 

sources. 

• Allows for a team based approach where those with appropriate skills 

can respond in real time.  

• Uses mobile telemedicine to directly provide care. 4  

• Increases access to healthcare and health-related information (with 

special value for hard-to-reach populations). 5  

• Allows healthcare professionals to engage in lifelong learning.  

 

In an era of health care reform mobility is particularly suited to chronic care, 

in that it:  

 

• Provides mechanisms for the ongoing monitoring of patients vital 

signs in real time.  

• Provides the capacity to communicate alerts to patients, caregivers 

and health practitioners as needed.  

• Enables more individuals to move out from acute/on-site care 

facilities.  

• Creates productivity gains, as practitioners in chronic-care settings 

are able to care for more patients.  

                                                
4 Panagiotis. Germanakos, Constantinos Mourlas, and George Samaras, "A Mobile Agent Approach for Ubiquitous 
and Personalized eHealth Information Systems" (paper presented at the 'Personalization for e-Health' of the 10th 
International Conference on User Modeling, Edinburgh, 24 - 30 July 2005 2005). 
5 The developing world has identified the following strengths of m-health, which resonate with challenges in the 
developed world: improving physicians’ ability to diagnose and track diseases; providing timelier, more 
actionable public-health information; involving patients in care, and expanding health workers’ access to ongoing 
medical education and training. See Vital Wave Consulting, "mHealth for Development. The opportunity of Mobile 
Technology for Healthcare in the Developing World," (2009).http://www.unfoundation.org/what-we-do/legacy-of-
impact/technology/mhealth-for-development.html 
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• Expertise can be available as a remote resource that healthcare 

workers can access as needed.  

 

ABI Research estimates that 15 million wireless m-health devices and 

sensors will be in place by end of 2012.  Mobility can blend base funding 

and payment by activity (for example, micropayments through m-commerce 

adoption)  6  or simply allow micro payments in a private system.  

 

Example:  

In Brazil, Virtual Health Pet builds on the popular Tamagotchi virtual-pet 

concept. It monitors patients’ health and reminds them to take medications, 

and also provides information from patients’ medical teams. The Virtual 

Health Pet application runs on the patient’s mobile phone and is linked 

wirelessly to the electronic health records system. A failure to respond to 

messages from one’s pet causes messages to be sent to caregivers or 

emergency services. 

A necessity for the realization of both educational and health mobility is 

mobile commerce.  

Mobile Commerce 

Mobile commerce (m-commerce) refers to a secure and flexible system 

that allows consumers to make just-in-time payments remotely or at the 

point of sale by using a device. M-commerce is any transaction “involving 

the transfer of ownership or rights to use goods and services, which is 

initiated and/or completed by using mobile access to computer-mediated 

                                                
6 Commission on the Reform of Ontario's Public Services, "Public Services for Ontarians: A Path to Sustainability 
and Excellence."ed. Don Drummond (Toronto: Ontario Ministry of Finance, 2012), 13–15. 
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networks with the help of an electronic device.”7 These practices are also 

referred to as mobile finance, which encompasses traditional banking and 

financial-service institutions (such as credit- and debit-card companies) and 

beyond. Consumers, in many cases, are already using their phone as a 

mobile wallet when purchasing applications (apps). M-commerce brings 

many benefits, empowering the consumer by shifting the information-

retrieval and power equation from the provider to the shopper - deepening 

customer engagement and enhancing customer service through persistent 

relationships and linking physical and virtual consumption or services. M-

commerce is personal, because the mobile wallet is tied to individual 

identities, data and social personalities. The face of m-commerce is still 

undeveloped, and the area is ripe for design and media engagement, 

creating opportunities for the traditional finance sector and for new players.  

 

Mobile Entertainment  

I will end with the world that you know well: digital media.  

• Mobility provides new opportunities to build powerful entertainment 

industries through adding multiple consumption channels and screen 

time, thus bringing new revenue streams and business models.  

• Acts as an extension channel for traditional media.  

• Is a gateway for accessing international markets.  

• Is designed with attention to two form factors: visual acuity and 

flexibility, thereby broadening appeal across generations. 8 

                                                
7 Stephan Buse Rajnish Tiwari, "The Mobile Commerce Prospects: A strategic analysis of opportunities in the 
banking sector " (Hamburg: Research Project Mobile Commerce, Institute of Technology & Innovation 
Management .Hamburg University of Technology, 2007). 
8 Suzanne Stein, "2020 Media Futures Trends Package," (Toronto: OCAD University & sLab, Super Ordinary Lab, 
Changeist, 2010). 
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• Leverages the “app” software and app-store model, enabling search 

and brand recognition through the aggregation of apps.  

• Builds on the emergence of HTML5, which will see the movement of 

some m-entertainment directly onto the mobile Internet.  

 

The overall forecast for mobile revenue models: ad-supported and -

sponsored app purchases will grow over the next few years, and the same 

is likely true for subscription models, which are increasingly being used by 

news organizations (e. g. , the Economist, the New York Times) and music 

services (e. g. , Rdio, rara). During the first quarter of 2012, e-commerce 

sites received more traffic from tablet users than from smartphone users, 

the first time tablet traffic surpassed smartphone traffic, according to a 

Monetate analysis9. In total, tablet traffic accounted for about 6.5 per cent 

of commerce-site traffic (versus about 5.4 per cent for smartphones), and is 

expected to hit double digits by the 2012 North American holiday season. 10 

The social media site Twitter, which is primarily driven by mobile traffic, 

sees most of its revenue from mobile advertisements. 11 

 

In addition to the traditional advertising model, business models are 

emerging that provide a glimpse into how the mobile media economy will 

evolve. These include:  

 

• The proprietary ownership of targeted quality content.  

                                                
9 Ryan Kim, "Report: Tablets now Drive More Ecommerce Traffic than Smartphones," (2012). 
10 Ibid.http://gigaom.com/2012/06/29/report-tablets-now-drive-more-ecommerce-traffic-than-smartphones/. 
11Gary Shih, "Twitter's Mobile Revenue Srupassed Web on Many Days: CEO," in Reuters (Reuters, 2012)., 
http://www.reuters.com/article/2012/06/06/us-twitter-mobile-idUSBRE8551JS20120606. 
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• The production of branded mobile entertainment (in which brands 

underwrite entertainment content).  

• Highly personalized social and local marketing (such as dynamic ad 

insertion and location-based marketing, with point of sale integrated).  

• Subscription services.  

• The aggregation of apps.  

• Transactional services and "freemium" services (where basic 

services or content is offered and the user pays for levels and 

upgrades), in particular in gaming and video offerings.  

 

A critical underlying quality of the move to mobile is the rising power and 

impact of data. Data is the virtual equivalent to the economic power of oil, 

water and minerals. Industry fortunes will rise and fall according to their 

ability to successfully collect and analyze data. In the mobile world, data is 

even more powerful – representing one’s preferences, location, social 

network, interactions and, as devices become the centralizing point for all 

of an individual’s life transactions. The mobile device coupled with an 

identity in the cloud will shape and define an individual’s choices and our 

digital media futures.   

In the digital media sector, we must prepare for a complex, global, mobile 

and data rich future.  

These thoughts derive from a recent report – Taking Ontario Mobile -- 
due out by the end of this year - that I authored with Vera Roberts and 

a team of fifteen researchers.  My back ground in digital media is 
based on my experiences at the Banff New Media Institute. If you are 
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interested in the history of digital media please explore my book, 

Euphoria & Dystopia.  

 

 

http://www.pdfcomplete.com/cms/hppl/tabid/108/Default.aspx?r=q8b3uige22

