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Abstract. The article analyzes some trends in the dynamics of deep mediatization
processes. The phenomenon of “saturation” of standard formats for presenting news with
unexpected references, which transform the communication system, is revealed. For the
correct interpretation of the discovered phenomena, the concept of “hypermedia” is used as an
aspect of deep mediatization of the relationship between the company and its stakeholders.
The model of recursive communication is concretized. The central point is the thesis about the
self-applicability of the recursive method of studying the communication field. The influence
of digital platforms algorithms on the daily practices of users has been investigated. The
conclusions are formulated from an ecological point of view, highlighting the importance of
creating an effective environment for corporate relations. The author believes that the
transition to trans-disciplinary methods of researching the problems of deep mediatization in
the digital era is inevitable. The role of philosophical reflection in determining the key areas
of research is especially emphasized.
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AHHOTanus. B craThe aHaMM3HPYIOTCS HEKOTOPBIE TCHICHIINH JHHAMHKH IIPOIICCCOB
riry0oKo# MenuaTtn3anuu. BrisBieH (eHOMEH «HACHIICHHS» CTAaHIAPTHBIX (OPMATOB ITOa-
YW HOBOCTEH HEOXHJIAHHBIMU CCHUTKaMH, TPaHC(HOPMUPYIOIMIUMHU CUCTEMY KOMMYHHKAIIHH.
s KoppekTHOI mHTepHpeTaniy 00HAPYKCHHBIX SIBICHUN HCIIONB3YETCS MOHATHE «THUICp-
Menay KakK acreKT ITyOOKOH MeAnaTH3aluy OTHOIICHNH MEXITy KOMIIAHUECH U €€ CTEHKXOI-
nepamu. KoHkpeTusupyercss MOAEIb PEeKypCUBHOW KOMMYHHUKAIUH. LIeHTpalbHBIM MOMEH-
TOM SIBIIICTCS TE3UC O CAMOIIPHMEHHMOCTH PEKYPCHBHOTO METOZA MCCIEIOBAHUSI KOMMYHH-
KaMoHHOT0 NoJst. ViccnemoBaHo BIMSIHAE aTOPUTMOB UQPPOBEIX MIATPOPM HA MOBCEITHEB-
HbI€ NPAaKTUKU TOJIb30BaTeneld. BriBoabl chopMyTupoBaHbl ¢ HKOJIOTHUECKON TOYKH 3peHus,
MOYEPKUBasi BaXHOCTh cozfaHus 3()PeKTUBHON cpeabl A KOPIOPATHBHBIX OTHOIICHUH.
ABTOp CUHTaeT HEHU30CKHBIM ITEPEeXO0d K TPAHCIUCIUILIMHAPHBIM METOAaM HCCIECIOBaHII
mpo6isieM riryOoKoi MenuaTu3auuy B HUGpoByIo 3moxy. Ocobo noguepkuBaeTcs poib (Huio-
co(ckoii pediekcun B oNpeieNIeHnN KITFOUEBbIX HAMIPABICHUI HCCIIeIOBaHUH.

KnroueBble cjoBa: riry0okast MeuaTH3aIMsA, THIEPMENa, PeKyPCHBHAs KOMMYHHKa-
1¥s1, TU(POBBIC TIAT(GOPMEI, AITOPUTMBI, KOPIIOPATUBHEIE HOBOCTH, TPAHCIUCLUILIHHAPHBIC
METO/IBI

3asBienne o KOHGIUKTe HHTePecOB. ABTOD 3asBIIsET 00 OTCYTCTBUU KOH(INKTA HH-
TEPECOB.
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Introduction

Against the backdrop of the COVID pandemic, the impact of media and
technological change has highlighted some new trends in corporate communications
strategies. Many companies had to move to a business model that worked entirely
online. These challenges imply a senior management’s willingness to face any
unexpected turns in order to remain competitive. At the same time, researchers of
mediatization processes pay comparatively less attention to this issue.

Mediatization has become an influential concept over the decade. It high-
lights the process of cultural changes that accompanies with the deep penetration
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of the media into various social domains. And more important — “many practices
are now entangled with digital media, and the algorithms they are based on
involve a new kind of recursivity. Human practice, when incorporating digital
media and their infrastructures, leads to a continuous processing of data, which in
turn is the basis for adapting these media” [1. P. 110].

Currently, digital ecosystem standards imply multilevel schemes of “organi-
zation”, “configurations of configurations” by A. Hepp, and corporate business
models are primarily based on the monetization of user data. On-demand search
technology provides the digital platform with the ability to track the trajectory of a
unique user and automatically rank his or her search results according to
previously defined preferences. The world in its digital perspective seems to be
compressed into complementary generic object types — data structures and
algorithms that filter data streams. But how do the recursive properties of digital
ecosystems transform corporate practices into ambivalent hyper modes?

There is a micro-segmentation effect known as an “echo chamber”. The term
“echo chamber” refers to a situation in which only certain ideas, beliefs, and
sentiments are shared, such that those inside the echo chamber encounter only
information they already agree with. The algorithms filter out incompatible
information and create a bubble of like-minded resources [2]. Falling into a
recursively closed circle of self-justified prophecies, media audiences are forced
to delve into specific thematic priorities. But this is only one side of the issue. The
opposite is the possibility of risky actor strategies to overcome domain boundaries
and access wider communication spaces due to situational switching of network
configurations. The recursive aspect of deep mediatization thus also includes
special hyper — states of communication systems.

The purpose of this article is to propose a recursive model for interpreting
corporate news. The familiar concept of “hypermedia” has been revisited as an
analytical frame of reference, reflecting radical shifts in digital transformation
processes.

These introductory remarks allow us to put forward hypothesis H1.: Reappli-
cation of corporate agenda frames in ambiguous contexts is likely to lead to ad
hoc switching of network domains, echoed by serious public resonance. RQI:
What is the essence and mechanics of these phenomena? RQ2: What transfor-
mations in the conceptual thesaurus of communication disciplines will require for
their correct interpretation?

Methodology. This study systematized theoretical generalizations of the
corporate agenda’s over-saturation effect in ambivalent situations. Case study
method has used.

The Issue

Following the example of Google, it is possible to reveal some strategies for
deep mediatization of corporate news. The Google search engine occupies over
70% of the world market. Thus, on-demand search advertising is based on the
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ability to better understand what is most important to the target audience. In
addition, the cost-per-click approach allows for much more accurate tracking of the
relationship between the cost of an ad and its competitive advantage. Such services
are sold only through an auction system governed by the rules of the digital
platform. These guidelines are used to determine how Internet users interact with
advertisers on a two-way marketplace that is technologically powered by Google
Ads.

On March 30, 2021, Marshall Weil, Product Manager of the Privacy Sandbox
project, posted a message about the start of a test period for the FLoK tracker, a new
web technology Federated Learning of Cohorts. Google has raised some concerns.
It was declared that many publishers rely on cookie-based advertising to support
their content efforts. Cookie blocking was already spawning privacy-invasive
workarounds (such as fingerprinting) that were even worse for user privacy.
Google announced that blocking third-party cookies outright without viable
alternatives for the ecosystem was irresponsible, and even harmful, to the free and
open web [3].

The technically complex text is addressed exclusively to interested business
and expert communities. But the scale of the subsequent resonance in the general
public was incommensurate. The arguments put forward by the company and the
declared practical intentions excited the entire advertising world and went far
beyond the technical issue. Points of view ranged from incantations like “Google,
please don’t do this” to claims that we “have not seen so much craziness in the
10-plus years.” Analytics markets were overheated, with some Google partners
receiving triple-priced offers from agency holding companies, private equity
funds and tech rollup firms around the world.

Partly the excessive reaction from business and the Internet community to
the tech leader’s initiative stems from the widespread adoption of his technology.
Google Chrome is the internet’s most popular web browser. But the diligence of
the mainstream media in translating technical terms into everyday language is
symptomatic. “The Economist” explains, that few people outside the advertising
industry will mourn the death of third-party cookies. These are snippets of code
placed on people’s browsers that allow advertising companies to track them
around the web, gather information about them and then flog products to them
based on their interests. Google claims that semi-anonymity of FLoK technology
is more protective of privacy than third-party cookies, which track specific users,
but still 95% as effective at getting users to click on ads [4].

Instead of letting advertisers track the browsing history of individual users,
as with cookies, FLoC groups similar online activities into numbered “cohorts”,
each containing thousands of such users. Semi-anonymity here means the hidden
use of the so-called “dark patterns”, about which the user is not informed and
which he cannot turn off on his own. It may be difficult for Google to prevent
people from grouping in a system according to characteristics they want to keep
secret, such as race or sexual orientation. From a philosophical point of view,
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The Economist talks about the possible blurring of the border between the public
and the private. Even a simple hint of such a possibility can alert any user.

Obviously, simply blocking third-party cookies will lead to new solutions
from the ad technology industry. One of the ploy the Google is trying to prevent is
fingerprinting. That’s the generalized term for ways that websites can identify you
through little data signals that leak out of your browser when you visit a site.
Company has declared that FLoC is a lot better than the current status of third-
party cookies that directly identify you anywhere you go on the web. But “better
than the worst” is a low bar, and it’s hard to know yet whether FLoC just clears it
or vaults way over it, popular tech resource “The Verge” suggested [5].

Google has a long history of following the roadmap for implementing the
new standard. Like most Internet applications today, FLoK is being developed
openly and is part of a process of engagement other browser vendors. A detailed
discussion always presupposes putting forward proposals, criticism, counter-
proposals and good faith efforts to make the Internet better as well. Back in January
2020, the company announced to the Internet community its determination to find
generally acceptable options for ensuring the security of personal data. It was
declared, that with continued iteration and feedback, privacy-preserving and open-
standard mechanisms like the Privacy Sandbox can sustain a healthy, ad-sup-
ported web in a way that will render third-party cookies obsolete [6].

However, a year later it turned out that it was not possible to attract
competitors to the project. Thus the statement of the testing period has become
most important corporate news and innovation for the advertising domain. An
avalanche of protests and negative comments on this issue was poured through the
narrow professional framework, leaving behind only an unhealthy hype in the
analytical services market. Similar examples of promotional behavior during the
same period can be traced to other megabrands. All of these cases involve a
common element — a positional statement of the company which contained an
appeal to public opinion.

First, news of Bruce Springsteen’s arrest for DUI did not surface until
February 10th and as more details arose, the story became more confusing. Jeep
said in the statement at the time they were right to suspend their Super Bowl ad
until the fact is established. Springsteen’s message of community and unity was
more relevant than ever. Like the message that drunk driving can never be
justified as well [7].

Volkswagen of America has announced that it will not change the name to
the Voltswagen. The renaming was conceived as a Fool’s Day announcement,
highlighting the launch of the all-electric ID.4 SUV and signaling the company’s
commitment to providing electric mobility for all. There was also a promise to
provide additional information on this matter [8]. But then only bewilderment and
apologies followed.

Finally, Nike filed a lawsuit alleging that MSCHF was misusing Nike’s
trademarks. There is already, as it were, evidence of significant confusion and
blurring in the marketplace, including calls for a boycott of Nike in response to
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the launch of MSCHEF’s Satan Shoes. Which was based on the erroneous
assumption that Nike authorized or approved this product [9]. Thus the original
media format, based on celebrity testimony, an outrageous fashion product
(Satan’s Shoes) or an awkward attempt to joke with the brand name (Voltsvagen),
was radically switched and shifted towards noisy public debates.

The author insists that an adequate understanding of the sequence of these
unusual cases involves the occupation of the superior meta-position of
observation. Here public understanding of the of the company positioning is
formed in a reflexive loop. The recursive circle, unfolding the media frames into a
practical perspective, re-enter them into the very same figurations from which
they were derived. “The news twisted the internet into knots” — one of the many
commentators wrote. “What enter a reflexive loop are not physical stimuli, things,
or messages as seen by an external observer, but challenges to or constraints on
someone’s understanding, — Klaus Krippendorft insisted. — I will call these
‘objections’ from the medium of a loop’s embodiment. Objections say no’ to
someone’s construction of reality when the expectations that derive from a
construction are incommensurable with the experiences resulting from one’s
actions” [10. P. 83].

Similar to the operation of the “uncertainty principle” in modern physics, an
attempt to test the threshold of ambivalent situations leads to spontaneous
symmetry breaking. And the multiple echo reflections of public arenas recursively
transformed the company’s effective environment into a hyper-mode. The third-
party publics raised the stakes and set disjunctive discursive agendas to alter
defensive strategies used by corporate newsmakers.

Discussion

From widespread point of view mediatization means that other institutions
are influenced by the working practices and preferences of the media, and that the
media thus crucially shape the environment and operating conditions for other
institutions [11]. This approach includes a distinction between several ideal types
of media relations strategies: provision, promotion, and co-optation. Each line of
work includes specific tasks and tools in different contexts of an unpredictable
corporate environment. The rule of thumb for any corporation is economic
rationality. But negative coverage of corporate matters can reduce profitability or
cause reputational damage.

Designing and delivering media events at the right time and in the appropriate
format is one of the key aspects of the corporate newsmaker’s protective job [12].
We assume that these three strategies often work not sequentially, but in parallel,
situationally shifting media frames towards more advantageous discursive
positions. Hypermedia mode reverses the flow of corporate news through feedback
loops within the communication circuit by roundabout ways. Then it becomes
possible to connect different elements of recursive model through the effects of
“switching” network domains. The dissimilar discursive “configurations of confi-
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gurations” build up in layers, constantly referencing each other. In all the cases
considered above, the positional statements of the companies were calculated for
additional public resonance and continuation of the discussion.

Conclusion

First of all, “imperative Internet usage complicates communication and
exacerbates its non media effects and their assessment” [13. P. 89]. Uniting ties,
configurations and narratives of heterogeneous domains into a single whole, the
paradoxical effect of recursive mediatization requires its philosophical reflection.
The concept expands fractally by referring to itself: deepening the process means
formation of higher observation meta — positions. The hyper-dimensions of deep
mediatization concept need further elaboration based on transdisciplinary
empirical research as well.

Then, the problem requires more comprehensive review, including the
recognition of media formats that provoke network domains switching. Practice
shows that a new type of “hyperlinks”, combining incompatible meanings, is
really capable to transform corporate news strategies in uncertain situations.
Corporate news agenda remains a significant indicator of change in the age of
deep mediatization.
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