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Resume 
TED er en moderne non-profit virksomhed og et socialt fænomen med en mission om 
at  ændre verden gennem demokratisering af viden. I offentlighedens øjne er TED et 
radikalt, åbent og alternativt supplement til kommercielle massemedier. I praksis 
forholder det sig mere nuanceret. Selvom TED globalt vokser hastigt, kan 
medieorganisationen potentielt møde store udfordringer.  

Specialets fokus er, gennem en akademisk redegørelse, at give et mere 
nuanceret indblik i værdimæssige, organisatoriske og kommunikative praksisser, og 
derved supplere eksisterende antagelse om TDC.  
 
TED undersøges gennem teori, der belyser moderne ’community’-mediers tendens til 
at tilgå problemløsning fra ’begge sider af problemet’ frem for eksempelvis kun at 
være i opposition. På denne måde opstår en flersidig tilgang til at skabe social 
forandring. Specialet 

Ø undersøger og diskuterer, om TED formår at opretholde sin legitimitet 
som alternativ til kommercielle massemedier.  

Ø diskuterer, om og hvordan TED’s organisationsmodel er en succes, og i 
hvor høj grad der er potentialitet for at facilitere mediedemokratisering og 
social forandring.  

Ø afdækker, med diskursteori, hvorledes TED’s alternative identitet 
italesættes overfor egen organisation og økonomiske stakeholders.  

Det empiriske afsæt er kvalitativt indsamlede empiriske data fra interviews og 
deltagerobservation. 
 
Konklusionen er, at TED er blevet, hvad det er i dag ved at fremhæve potentielt 
positive aspekter i sine politiske konflikter med kommercielle virksomheder – i stedet 
for at være i opposition.  
 Ikke desto mindre er der en række uoverensstemmelser mellem værdier og 
handlinger. Uoverensstemmelser, der potentielt kan skade organisationen – både 
internt og ekstern. Potentialiteten for at skabe social forandring nedsættes dermed 
også.  
 Diskursteoretisk analyse indikerer, at TED  

Ø indadtil gør brug af en dobbelt strategi, som italesætter åbenhed og 
lukkethed som ligestillet  

Ø udadtil benytter hegemonisk ’os-mod-dem’ diskurs til at skabe sin 
alternative identitet, som således understøtter det modsætningsfyldte 
billede og spørgsmålstegnet ved organisationens legitimitet. 
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1. INTRODUCTION 

In an isolated sense, the media is a non-democratic force that is highly influential of a 

wide range of political, economic and social issues, and which plays a considerable 

role in determining what relevant public issues are and which opinions the public can 

have about these. Thus, just like democracy, democratic media is not to be taken for 

granted.  

 The alternative media organization, TED (Technology, Entertainment and 

Design), has over recent years become a social phenomenon spawning dedicated 

fans and followers worldwide. Its stated vision involves creating social change; by 

radically democratizing the way knowledge is shared. This thesis casts academic 

and scientific attention on TED, to examine approaches taken to follow its vision and 

understand concequential challenges and opportunities. 

 

1.1. Democratic deficit in mainstream media 

Media scholars have continuously critiqued the corporate-dominated and highly 

commercialized global media landscape of being in a democratic deficit, because of 

its inequalities in access and representation and its economic and structural 

integration with globalizing capitalism and consumerism (e.g. Dahlberg and Phelan, 

2012; Caroll & Hackett, 2006; Fenton & Downey, 2003). Some point ‘community 

media’ out as a site for potential counter-hegemonic cultural and political contestation 

of the social order that constitutes this democratic deficit (Caroll & Hackett, 2006; 

Carpentier, Lie & Servaes, 2003; Fenton & Downey, 2003).  

 The identity of community media is highly elusive and characterized 

differently, as a result of the multiplicity of organizations that carry the name. 

However, common for describing community media is the concept of ‘antagonism’ 

(Carpentier et al., 2003) as used within the discourse theory of Laclau and Mouffe 

(1985). From this theoretical perspective, community media seek to offer a 

representation that, in some way or another, is alternative to that of hegemonic 

discourses. It has been suggested, that key to community media’s success in 

facilitating counter-hegemonic contestation, organizations have to reinvent their 

oppositional interpretation of ‘alternative’.  
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This thesis looks at one such organization as a case study, to investigate 

further contemporary community media as a site of potential counter-hegemonic 

contestation. 

  

My field of research is relevant, not only to alternative media organizations, but to 

any organization, driven by profit or non-profit, whose vision involves a type of social 

change that necessitates wide public awareness – and who, i.e. cannot afford and/or 

is granted access to mainstream media presentation. E.g. this could be social 

movement driven organizations of human rights advocates or environmental 

activists.  

 

1.1.1.  Case: TED 

TED (Technology, Entertainment and Design) is a currently modern media 

organization and a social phenomenon that in the 90s and early 00s became widely 

popular for its “TED talks”, presented at yearly TED conferences. A ticket to the TED 

spring time conference in Long Beach, California, requires an invitation and costs 

$6000. However in 2000, TED became increasingly open to wider publics, after news 

media entrepreneur Chris Anderson bought TED, through his non-profit The Sapling 

Foundation. In 2006 he turned TED into an extensive media organization with global 

stakeholders and a global community, after opening up for the public to stream TED 

talks on TED.com. Today TED is a brand whose values people around the world are 

willing to work for, for free.  

 

“TED talks” is at the heart of TED. A TED talk is an inspiring and expert knowledge-

driven speech, no longer than 18 minutes. All talks are editorialized, or ‘curated’, 

around a broad theme. Speakers vary between scientists, world leaders, artists and 

local heroes, to name a few. Topics raise intellectual enthusiasm, inspirational and 

cultural issues, as well as groundbreaking research. Today, online “TED talks” have 

long been a viral phenomenon and in 2012 TED.com reached its first billion views. 

This has democratized the medium considerably and only caused the popularity of 

TED to grow even wider. Numerous branches of TED have spawned through the 

maxim, “Ideas Worth Spreading”. The organization now covers various initiatives, 

such as TED Global, TED Prize, The Open Translation-Project and TEDx (“About 

TED”, ted.com, July 2013). 
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1.1.1.1. TEDx 

In 2009, the launch of the TEDx program made it possible for the public to 

independently organize TED like events (“About TED”, ted.com, July 2013). The now 

famous TED platform and brand was ‘given away’ as a free franchise on a legally 

independent basis. By 2013, the TEDx had been organized locally at more than 

1,500 events, mostly in Western world countries. TEDx is by far TED’s largest 

democratizing initiative, along with its decision to publicize TED talks in 2006. It is 

also frequently used as an example to display TED as a non-elitist platform and 

create a democratic perception of the organization.  

 

1.1. Research aims 

This thesis will explore TED’s potentialities for facilitating contestation of dominant 

structures in society, by fostering equal participation in public discourse and societal 

decision-making. Its aim is to understand the field of community media as a site for 

modern counter-hegemonic practice. To do so, it will dissect TED’s media and 

organizational practices. Practices that on the one hand are based on a pledge to 

radical alternative and antagonistic values, and on the other hand open to partnering 

with hegemonic powers. In other words, TED amplifies its mission by lowering its 

guard towards mainstream media and market institutions, while supposedly 

determined not to compromise its values. 
 

TED’s mission of “spreading ideas” has two perspectives. In one perspective, TED 

aims to “spreads ideas” to the whole world through its media practices, by seeking to 

build a “clearing house” (“About TED”, ted.com, July 2013). In another perspective, 

TED wants to build a “community of curious souls to engage with ideas and each 

other” (“About TED”, ted.com, July 2013).  

In the first perspective, TED employs a traditional corporate type of 

management to secure funding and distribution, e.g. by partnering with both market 

institutions and mainstream media. In the second, TED is, through the TEDx 

program, focused on building a community by a more grassroots style strategy. Here, 

members can engage with ideas and each other, as well as participate in the 

producing part of the organization.  
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I categorize these perspectives, respectively, to point outward to dominant 

structures in society and inward to civil society and its agency within societal 

structures. I dissect the potentiality for TED to facilitate as well efforts to change 

media messages, practices, institutions, and contexts in a direction that enhances 

democratic values, as equal participation in public discourse and societal decision-

making. Through an analysis of each perspective and a search for a potential 

dynamic interrelationship between them, I consider and discuss what it means for 

TED to have this ‘dual perspective’. However, apart from obvious advantages such 

as funding and supplementary distribution channels, there are many questionable 

and potentially implicative aspects of TED’s corporate management business model. 

Thus, I also discuss inherent contradictions of serving a civil society, while 

simultaneously operating on market terms. 

 

My research aims are narrowed down to the following main research question and 

two sub-questions: 

 

Ø What are the challenges and opportunities in relation to TED’s radically 

alternative media vision? 

 

My attempt to understand these potentialities will be based on an approach 

that considers TED’s outward and inward perspectives. Thus to answer my 

main research question, the following sub-questions will analyze these two 

different aspects of TED: 

 

o Which role does TED’s outward perspective play in relation to its 

mission of “spreading ideas”? 

o How does TED leverage its inward perspective in seeking to “change 

the world”?  

 

1.1.1. Limitations 

This thesis seeks to find alternative understandings of media and how these lead to 

alternative ways of consuming, using, and participating in media output. I focus on 

TED as an organization, more than on the discourses present in its output.  
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In other words, the media discourse I refer to in this thesis is the discourse on 

media, rather than the discourse in media. However, the two are, without doubt, 

interrelated. Our understanding of media is linked to our understanding of what the 

outcome of the media is, and vice versa.  

Consequently, my research aim cannot be entirely focused neither on in nor on on 

media. Nevertheless, I wish to address a situation where the dominant discourse on 

media has influenced us to understand media output as a consumer product. Thus, 

to answer my main research question, I take the approach of exploring and 

understanding the discourse on media as an alternative discourse to the dominant. 

 I have chosen to focus on exploring my case organization through what I, in 

my research aims, conceptualize as TED’s outward and inward perspectives. This 

distinction limits my area of research and excludes different other perspectives 

potential qualities for understanding TED. In TED’s outward perspective, I focus 

mainly on the organization’s link with corporations for funding and distribution. I might 

have approached it differently and, e.g. explored more qualitatively if and how TED 

influences its partners to take steps to changing the world according to TED’s vision.  

I study TED’s inward perspective mainly through an exploration of TEDx. By 

choosing this focus, I knowingly leave other parts of the organization out of 

consideration, which could also have contributed to a wider understanding of TED. 

These parts of the organization include initiatives such as TED Activators, TED 

Fellows, and TED Prize.  

  

1.1.2. Research contribution

What has motivated me to engage in this field of research is a concern over the 

increasingly corporate-dominated and highly commercialized global media landscape 

and its alleged democratic deficits. I base my study on the hypothesis that these 

media institutions are ideologically and economically driven by global capitalism and 

parts of transnational multi-media conglomerates, which are more focused on growth 

and consolidation than the preservation of public service (Hackett, 2004). Thus, my 

intent is to contribute to understanding of the potentialities of the characteristics of 

modern alternative media organizations.  
 Because my research dissects the democratic conditions for public use and 

interpretation of media, it is relevant to the public. Organizations, profit or non-profit 

driven, could benefit from awareness of the challenges and opportunities of 
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incorporating a dual perspective, in assuming a radical vision, such as that of TED. 

Even counter-hegemonic NGOs and labor unions could arguably benefit from reading 

this thesis. 

 

1.1.2.1. Previously published research literature 
Because it seeks to empower the people and foster and nurture democracy, research 

on alternative media organizations’ potentiality for enhancing democratic values in 

societal decision-making matters to the general public.  

 This is reflected in contemporary scholarship on media’s role for democracy, 

such as Natalie Fenton and John Downey (2003). They see a connection between 

capitalism’s major restructuring over the last 30 years, as seen in the intensification 

of globalization and the rise of neoliberalism, and a proclaimed “decline of trust and 

of social democracy” (p. 16). In their article from 2003, “Counter Spheres and Global 

Modernity”, Fenton and Downey claim that this scenario constitutes comprehensive 

implications for the public sphere to function, in a Habermasian sense (p. 16). This 

‘crisis’ has encouraged a “rise of counter-public spheres”, such as in the 

establishment of community media, which they believe can serve to “destabilize 

further the dominant sphere” (p. 26). 

 Alternative media is a comprehensively investigated field of research. E.g. 

Chris Atton (2002) presents an analytical view on the changes in alternative media 

trends. Inconsistency to how alternative media are characterized has made it 

challenging to define alternative media and their causes through oppositional 

categorizations toward mainstream media. Instead, he suggests approaching 

alternative media as a ‘process’ and stay clear of rigid labels (p. 6). Like Carpentier et 

al. (2003) and Dahlberg and Phelan (2012), both part of my theoretical framework, 

Atton (2002) thus underlines a distinction between the terms ‘alternative’ and 

‘oppositional’. 

  

1.1.2.2. Academic contribution 
With the exception of few scholars (Caroll & Hackett, 2006; Fenton & Downey, 2003) 

the linkage between alternative media and social movement theory seems to have 

been passed. By incorporating theory on democratic media activism as a directional 

framework for how I approach my analysis of TED, I engage with such a linkage. 
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 Through a social movement theoretical framework, this study contributes to 

academic research on the subject of alternative media and democracy, by 

investigating a modern global media organization, whose media is ‘new media’ rather 

than e.g. radio (Carpentier & Santana, 2010) or print (e.g. Caroll & Hackett, 2006). In 

a relatively broad sense, this social movement theory describes, how social 

movement organizations in media (Carroll & Hackett, 2006, p. 89) perform 

democratic media activism that promotes “media reform”. The different forms of 

media activism described here are, however, not all adequately suitable for 

researching a media organization by the size and nature of TED.  

I therefore extend the meaning of certain aspects of Carroll and Hackett’s 

(2006) offensive mode of democratic media activism, as I account for in my 

theoretical framework. 

   

1.2. Thesis structure 

This thesis is divided into five chapters.  

In chapter 2, I present my theoretical framework. I provide different theories 

for understanding media and democracy in relation to each other through a 

theoretical framework macro- and meso level. In the macro level, I provide theory to 

understand discourse on media and media’s relation to discourses in society. In the 

meso level I explain theories for analyzing as well community media organizations on 

an organizational level, as my social movement theory based directional framework 

for analyzing data. 

 In chapter 3, I account for my research methodology. As part of this, I explain 

my ontological perspective for engaging in my research. It describes the ontological 

perspective’s influence on how I understand theory and methods, how I have 

gathered data, and how I have categorized this data. Further, this chapter discusses 

the validity and reliability of my study for, and presents an analytical strategy of how I 

proceed in my analysis.  

 In chapter 4, I present my findings. To consider my two research sub-

questions, I, in two sub-analyses, dissect TED’s outward and inward perspectives to 

“Spreading Ideas”. Each sub-analysis will be concluded in a sub-conclusion. 

 In chapter 5, I dissect my findings from sub-analysis 1 and 2 and discuss 

TED’s dual perspective, and how it is reflected in TED’s media practices. 
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 In chapter 6, I conclude my thesis. I summarize key findings and answer my 

research question. I relate my conclusion to the field of research, reflect critically on 

my study, and provide a perspective on my findings’ relevance in relation to other 

professional contexts. 
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2. THEORETICAL FRAMEWORK 

To explore and understand TED, I present a theoretical framework in this chapter. It 

is divided into two parts: a macro- and a meso level framework. The purpose of the 

macro level framework is to explore and understand structures on a society-level, 

and the democratic conditions that these structures impose to society. On the other 

hand, the purpose of the meso level framework is to explore and understand actors, 

who are capable to challenge the structures on an organizational level, within the 

media environment.  

Firstly, I present the literature, I have chosen to constitute the theoretical 

framework and briefly highlight the concepts and perspectives that I wish to apply.  

Secondly, I more thoroughly explain each individual theory; one by one,  and 

go further into details of their purposes for my research. 

  

As a theoretical backdrop, I use discourse theory. Through this, I am able to explore 

the societal aspects of my area of research: Why I call this part the macro level 

framework. By reading Dahlberg and Phelan (2012), I have found it possible to 

suggest a theoretical explanation to what I see as TED’s motivation for wanting to 

“spread ideas”. In this theoretical explanation, I use the discourse theory, utilizing 

Laclau and Mouffe’s (1985) conceptualizations of “hegemony”, “social objectivity”, 

“antagonism” and “radical contingency”. These concepts are applicable to my area of 

research, and might be used to ‘problematize’ the democratic conditions of today’s 

societal structures and suggest how they can be contested. Drawings to 

predominantly Laclau and Mouffe (1985), Dahlberg and Phelan (2012) emphasize 

the ‘radically contingent’ nature of social and media practices, and describes how 

these are undermined by mainstream media’s hegemonic media practices. They 

suggest that critical focus on attention to the “blind spots and silences” (p. 13) that 

exist here will make the feasibility of a more democratic media discourse more 

visible.  

  

The second part of my theoretical framework is concerned with organizations and 

helps me explore and understand TED’s organizational practices. I therefore call this 

the meso level framework. This part will serve as the basis of my approach to gather 
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empirical data and how I begin each of my sub-analyses to answer my research sub-

questions.  

 Introducing this framework, I present a set of theories by Carroll and Hackett 

(2006). They argue that a way of challenging hegemonic societal structures is 

through “democratic media activism”. Discussing media activism that is democratic 

and progressive, “in the sense of seeking a more equitable sharing of political, 

economic, social, cultural and/or informational resources and status” (Caroll & 

Hackett, 2006, p. 84), Caroll and Hackett (2006) divide actions of activism into four 

predominant forms. These forms are either defensive or offensive ‘modes’, which, 

respectively, focus inwards to civil society and outwards to state and market. The 

theoretical arguments behind the division between defensive and offensive forms of 

democratic media activism will be used to analyze question 1) and 2) in my research 

aims.  

  In “Community Media: Muting the democratic media discourse?” (2003) 

Carpentier et al. point out the crucial role of antagonism (Laclau and Mouffe, 1985) to 

understand the identity of community media. In this part of my meso level framework, 

I use their argument that, though constitutive of their identity, community media’s 

interpretation of antagonism might potentially leave them in a position of discursive 

isolation. If community media are able to rearticulate their ‘antagonistic’ position 

towards an ‘agonistic’ position, such a situation can be prevented. An agonist 

position emphasizes potential positive aspects of certain forms of conflicts between 

entities with different interests (Carpentier et al., 2003, p. 51). In an analytical model 

that captures the diversity and specificity as well as the importance of community 

media, Carpentier et al. (2003) explore the notion of community media from four 

approaches.  

Through the last of the approaches in the model, “the Rhizome” (see page 

33), it becomes possible to see how activities in the different roles overlap or 

complement each other in striving for ‘spreading ideas’. As this is in the approach, 

TED’s intermediary position is illuminated.  

The ‘rhizomatic’ approach will, in my analysis, serve as an analytical tool to 

analyze the interrelationship between TED’s defensive and offensive forms of 

democratic media activism. Thus, this part will be used specifically to answer 

question 1.3) in my research aims.  
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2.1. Macro level theoretical framework 

This thesis’ macro level theoretical framework has more than one purpose. First of all 

it helps me to explore and understand the structures in society that TED has evolved 

from, and operates in. In the sense that they restrict possible ways of understanding 

realities to those consistent with “their own totalizing assumptions” (2003, 22) 

Dahlberg and Phelan (2012) explain these structures as problematic, imposed by 

neoliberal discourse. This framework also has the central purpose to provide a set of 

analytical concepts and perspectives from discourse theory (Laclau & Mouffe 1985; 

Laclau, 2005; Dahlberg and Phelan, 2012) to dissect TED’s potentialities for 

facilitating democratic media practices, on a society-level. 

 In the following, I expound the theories of Laclau and Mouffe (1985) and 

Dahlberg and Phelan, primarily through the reading of the first chapter of the latter’s, 

“Discourse Theory and Critical Media Politics” (2012). I explore the mainstream 

media environment and its structures, as explained by Dahlberg and Phelan (2012), 

as part of this section. What could make up for and could be characterized as 

problematic aspects for the state of democracy, includes structures, which Dahlberg 

and Phelan (2012) link to the growth of globalization and capitalism. Yet, it also 

includes optimistic descriptions of aspects, which they believe could cause the 

extension of democracy. 

 I explore Laclau and Mouffe’s radical arguments for the significance of 

discourse theory as a critical theoretical framework and as backdrop for the other 

theories used in this thesis. To begin with, I present the part of Laclau and Mouffe’s 

(1985) social ontology that constitutes the ontological perspective throughout this 

thesis. By leaning on this, it is my intention to conceptualize the use of discourse 

theory as a framework.  

Firstly to ‘problematizing’ the conditions of social objectivity in today’s media 

environment (Dahlberg & Phelan, 2012, p.13). 

Secondly to explain the possibilities to challenge the structures that impose 

these conditions. As part of that, I specifically elaborate on Dahlberg and Phelan’s 

(2012) take on exploring discourse theory’s applicability to the modern day media 

environment.  

At the end, I present different concepts from Laclau and Mouffe’s analytical 

framework, which I use to dissect TED’s community media characteristics.  
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2.1.1.  Radical democracy and discourse 

Together with supplementary thoughts from Dahlberg and Phelan (2012), Laclau and 

Mouffe’s (1985) post-marxist discourse theory identifies the state in which this thesis 

understands the world to be. It serves as a point of departure for many of the 

normative assumptions throughout the paper. This includes a radical understanding 

of democracy and the democratic role of media. The notion of radical democracy 

entails: 

 

1. The perspective of “an ongoing commitment to the expansion of ‘liberty’ and 

‘equality’ into ever wider areas of the ‘social’, so as to give ‘political voice to 

the underdog’ (Laclau, 2004, p. 295)” (Dahlberg & Phelan, 2012, p. 30)  

2. That radical contingency is the basis for democracy. 

  

Radical contingency is expressed by the unresolvable tension between equality 

(“community without hierarchy or distinction”) and liberty (“respect for distinction and 

difference”) (Dahlberg & Phelan, 2012, p. 30). Keeping this unresolvable tension in 

play is considered constitutive of radical democracy, since it highlights the gap 

between equality and liberty. “[Rendering] the gap explicitly visible – as against 

ideological masking – allows for the possibility of excluded voices being heard 

through new discursive articulations” (p. 30). It is fundamental to keep the 

unresolvable tension in play, not just as a rational foundation, but as the logically and 

historically instituted foundation of media (p. 30).  

 

2.1.1.1. Ontology 

On an ontological level, Laclau and Mouffe see discourse as constitutive of society, 

and define it as existing through ‘articulatory practices’: 

 

“we will call articulation any practice establishing a relation among elements 

such that their identity is modified as a result of the articulatory practice. The 

structured totality resulting from the articulatory practice, we will call 

discourse.” (Laclau & Mouffe, 1985, p. 105) 
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What they mean by this is that we can only acknowledge reality and the structures 

that condition our possibility to act through discourse. Our way of talking about 

things, affects how we understand things, and consequently the possible ways in 

which we can act. When something is articulated, it takes shape of a structured 

totality. However, that is merely one out of endless possible ‘totalities’. The firm belief 

that no structure, or discourse, is final can be illustrated in the passage below:  

 

“An earthquake or the falling of a brick is an event that certainly exists, in the 

sense that it occurs here and now, independently of my will. But whether their 

specificity as objects is constructed in terms of ‘natural phenomena’ or 

‘expressions of the wrath of God’, depends upon the structuring of a 

discursive field.” (Laclau & Mouffe, 1985, p. 108) 

 

Relating discourse theory to the field of critical communication and media studies, it 

is significant to emphasize that Laclau and Mouffe’s (1985) discursive understanding 

of politics is based on their conceptualization of ‘hegemony’. Dahlberg and Phelan 

(2012) elegantly call this “a description of how consent is secured for a particular 

social order” (p. 15). Laclau and Mouffe talk of the hegemony in mainstream media’s 

predominantly neoliberal articulatory practices, which, they believe, explain any 

aspect of social life, and material reproduction inconsistent with its own “totalizing 

assumptions” (p. 22) as something that should be marginalized. Such a circumstance 

compromise the possibility of ‘social objectivity’, since it excludes ‘heterogeneity’ – 

the ever-present ‘surplus or outside’ that cannot be described or given an identity 

within the discursive negotiation at play’.  

 

1.2.1.1. Hegemony, concealment and the contingent nature 

Laclau first of all understands hegemony “in terms of the signifying ‘operation’ and 

affective investment that makes a particular identity assume a ‘totality or universality’ 

that is, strictly speaking, impossible” (as cited in Dahlberg, 2012, p. 19). This 

operation involves the articulatory construction of ‘empty signifiers’ (p. 20) or ‘nodal 

points’ (Laclau & Mouffe, 1985, p. 112) that attempt to stabilize or ‘partially fix 

meaning’ in an articulatory practice. An empty signifier is a highly variable signifier 

that may have whatever meaning the interpreter wants it to have.  
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It emerges, when a particular signifier, without ceasing to be particular, 

assumes universality. Now the signifier achieves the quality of having a broader 

meaning than in its essential sense, while still being characterized by “its particular 

signifying content” (Dahlberg & Phelan, 2012, p. 20). Its identity assumes totality and 

universality. This operation leaves out other possible identities, and structures the 

social relations in a way at the advantage of one social agent over others (p. 20).   

 Dahlberg and Phelan (2012) claim that empty signifiers are systematically 

institutionalized and universalized in neoliberal hegemonic articulatory practices 

called sedimentation. Sedimented discursive forms are the phenomenon that 

describes “the routinized social practices that ‘forget’ and ‘conceal’ the ultimately 

contingent nature of the social order” (p. 23). Thus, this is mentioned above as 

“ideological masking” (p. 30). Practices of sedimentation are ideologically obscuring 

the possibility of democratic contestations of norms and dislocation of a hegemonic 

social order. In mainstream media discourse, neoliberal hegemonic practices can be 

seen in the sedimented discursive forms of “particular capitalist production and 

distribution systems” (p. 23). Indicating the existence of such systems within this 

thesis’ area of research, Dahlberg and Phelan (2012) note that “neoliberal 

assumptions are institutionalized in a range of media and cultural practices such as 

advertising, business reporting, lifestyle and property supplements, and … reality 

television formats” (p. 23).  

 In the following section, I present and elaborate on concepts and perspectives 

from Laclau and Mouffe’s (1985) analytical framework and the first chapter in 

Dahlberg and Phelan (2012).  

 

2.1.2. Analytical framework 

Laclau and Mouffe (1985) reconceptualized the Marxist theoretical assumptions of 

the concept of hegemony and formulated the question; “what do the relations 

between entities have to be to make social objectivity and identity possible?” 

(Dahlberg & Phelan, 2012, p. 16).  

A fundamental condition for the possibility of ‘social objectivity’ is the full 

embracement of the concept of ‘radical contingency’ (p. 18), which means accepting 

no final or absolute foundation for identity-creation, except the dependency on 

relations with others. Thus, radical contingency is conceptualized through the 
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category of ‘antagonism’, as it emphasizes the relation with an outside part as 

fundamental to the possibility of identity-creation. In other words; there is always an 

outside that cannot be described or given an identity within the discursive negotiation 

at play, which leaves a surplus and exposes ‘heterogeneity’.  

 Given radical contingency and heterogeneity, Dahlberg and Phelan (2012) 

ask the question; “How then can we create the conditions required for a new 

discursive formation to emerge?” (p. 18). In the logic of radical contingency, a ‘radical 

democratic politics’ “involves a type of hegemonic politics that, in order to remain 

always open to excluded identities and elements, institutionalizes its own 

contingency, thus encouraging perennial contestation of the sedimented social order” 

(p. 30). Here, articulatory practices form identity, as a result of “contingent and partial 

fixation of elements that have no necessary identity and relation” (p. 18). Possible 

elements in an articulatory practice come from “an infinite field of possibilities”, which 

is described as ‘the field of discursivity’ (p. 19). Dahlberg and Phelan (2012) 

emphasize that the logic of discourse “depends upon contextual power relations that 

render some articulations more likely than others, leaving a multitude of substantial 

possibilities undeveloped and a consequent structuring of social relations that 

advantage social agents over others” (p. 19).  

To understand discourses, it is necessary to understand how they are 

constituted. This happens in a “dialectical and always contextual interplay of a logic 

of difference and a logic of equivalence” (p. 19). This interplay reflects the 

unresolvable tension between liberty and equality, which expresses radical 

contingency (p. 30).  

The logic of differences refers to when elements of difference have gained 

‘systematicity’ and meaning through their relation with other elements and thereby 

created a structured totality, i.e. discourse.  

The logic of equivalence describes “the division of social space along the 

lines of an antagonistic frontier”, where heterogeneous elements “find a negative 

commonality, and become linked into a discursive system, against a shared 

opposition” (p. 19).  

When a particular demand, such as ‘peace’, is used as a “rallying cry for 

wider range of social demands”, it ceases to be particular. Its particularity transcends 

into universality and ‘peace’ becomes the focal point for a wider “chain of 

equivalence” (p. 20), which a wider range of social groups can relate to. A hegemonic 
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‘operation’ arises, Laclau claims, when different heterogeneous elements become 

“equivalent in their common rejection of the excluded identity” (as cited in Dahlberg 

and Phelan, 2012, p. 19). This identity is also called the “constitutive Other” (p. 27). 

 

As I explore TED’s community media characteristics, I try to identify, if the media 

organization can be understood as working for the opposite direction of 

sedimentation. The contingent nature of social order would be ‘accentuated’ instead 

of concealed, if media practices within TED expose the unresolvable tension 

between equality and liberty. This would highlight TED’s potential as a facilitator for 

democratic contestations of norms, by always remaining open to excluded identities 

and elements. I explore whether or not TED has the ability of institutionalizing its own 

contingency and thereby “encouraging perennial contestation of the sedimented 

social order” (Dahlberg & Phelan, 2012, p. 30). 

  

2.2. Meso level theoretical framework 

To analyze empirical data at an organizational level, I compile a meso level 

theoretical framework. 

On an organizational level, it will support me in exploring and understanding 

TED’s potentiality of challenging societal structures. This part of the theoretical 

framework will be used to analyze the empirical data, I have collected throughout the 

organization. With the findings that I obtain from this analysis, I can then analyze 

further, at a society level, through my macro level framework and conclude each sub-

analysis.  

The meso level theoretical framework consists of a directional and an 

analytical framework. The directional framework, based on Caroll and Hackett 

(2006), presents the concept of ‘democratic media activism’ as a way to understand 

measures taken to democratize media. Here, activism is divided into two forms, the 

‘defensive mode’ and the ‘offensive mode’, which respectively describe media 

activism’s inward perspective to civil society and outward perspective to ‘state and 

market’.  

The analytical framework is based on Carpentier et al.’s (2003) four 

approaches to understanding community media. This will serve as a framework of 
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tools to dissect TED on an organizational media practice level. It describes 

characteristics that constitute community media, seen from four different 

perspectives: an essentialist, a relationalist, a media centered, and a society 

centered perspective. 

 

2.2.1.  Democratic Media Activism 

Carroll and Hackett’s social movement theory about democratic media activism 

provides concepts and categories for exploring organizations’ different forms of 

media activism.  

I use these to direct and structure TED’s community media characteristics 

into two perspectives. These perspectives will render a clearer understanding of 

TED’s wish to spread ideas through an ‘outward’ approach, by building “clearing 

house” and trough an ‘inward’ approach, by building a community. Thus, this part of 

the meso level theoretical framework has a directional function for my attempts to 

answer sub-questions 1) and 2) of my research aims.  

 

2.2.1.1. Offensive and defensive ‘modes’ of media activism 

Groups or social movements need a strategic relation to media to pursue collective 

action and ‘get the message out’. Media often “strive to maximize profit and market 

share through capturing audiences” (Carroll & Hackett, 2006, p. 87). In this way, a 

‘relation of asymmetrical dependency’ (p. 87) appears between groups and 

movements for social change, on one side, and media organizations, on the other; 

one depends considerably more on the other, than the opposite way around. 

 Carroll and Hackett (2006) point to an upsurge of progressive activism among 

organizations that has appeared since the 1990s to straighten up this asymmetrical 

imbalance between civil society and the media. Within ‘Anglo-American liberal 

democracies’, activists have wanted to democratize “content, practices and 

structures of dominant media” (Carroll & Hackett, 2006, p. 83). One way this upsurge 

has shown is with the emergence of “’alternative media’ as a site of potentially 

counter-hegemonic cultural and political practice” (p. 83).  

 Cohen and Arato (referred to in Carroll & Hackett, 2006, p. 97) offer a clear 

distinction between defensive and offensive ‘modes’ of media activism. Respectively, 
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these two perspectives on activism turn their focus inward to civil society and 

outward to market and state institutions. The defensive mode influences civil society 

from within. Its inward perspective preserves and develops the communicative 

infrastructure of the public sphere, by “redefining identities, reinterpreting norms, 

developing egalitarian, democratic associational forms” (p. 97).  

To clarify what I will categorize as defensive media activism, when exploring 

TED, I build on Carroll and Hackett’s (2006) fourfold ‘action repertoire’ (p. 88). One 

form of defensive media activism is “building independent, democratic and 

participatory media” (p. 88). However, offensive types of media activism are not 

adequately suitable for my case, since they focus on changing either policy through 

regulation or the practice of mainstream media. To understand democratic media 

activism that is directed “outward to state and economic institutions” (p. 97), I focus 

on the categorization of “offensive modes” by Cohen and Arato (as cited in Carroll & 

Hackett, 2006, p. 97). The ‘offensive’ aspect is to be understood in the sense that it 

“targets political and economic society – “the realms of ‘mediation’ between civil 

society and the subsystems of the administrative state and the economy’” (p. 97). 

This perspective struggles for resources, political recognition, and “influence vis-à-vis 

political insiders and for institutional reform” (p. 97).  

Again, to clarify how offensive forms of media activism exists in real life, 

Carroll and Hackett’s (2006) fourfold action repertoire points to media activism that is 

“influencing content and practices of mainstream media” (p. 88). For media 

democratization seen as a whole, the division of focus in defensive and offensive 

modes of media activism draws the picture of a double political task. This 

necessitates a dual perspective in the struggle.  

With my analytical framework based on the following theoretical framework by 

Carpentier et al. (2003), I am able to understand whether TED is capable of taking on 

this ‘dual perspective’, by highlighting the ‘rhizomatic’ qualities of the media 

organization. 

  

2.2.2.  Community Media and the Rhizome  

I present Carpentier et al.’s (2003) four theoretical approaches to understanding 

community media, which will function as my analytical framework in my analyses.  
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Their description of community media as having both inwards and outwards, 

defensive and offensive perspectives in their organizational- and media practices, is 

what makes these approaches relevant to understanding TED. Specifically, the fourth 

approach, ‘the rhizome’, presents a useful way to understand community media. In 

this perspective, community media are able to incorporate the dual perspective of 

using both defensive- and offensive forms of democratic media activism.  

I will use concepts and perspectives from this framework to understand TED’s 

inward and outward perspectives, in both an isolated sense and as existing together 

in a dynamic relationship. Thus, this part of the meso level theoretical framework 

serves as an analytical framework to explore aspects of both sub-question 1) and 2). 

However, it also serves specifically to discuss TED’s ‘dual perspective’ (Carroll and 

Hackett’s, 2006, p. 97) with Carpentier et al.’s (2003) rhizomatic approach. First of 

all, however, it is necessary theoretically to define the term ‘community’ and hence 

the meaning of ‘community media’. 

 

2.2.2.1. Community – an elusive concept  

Today a ‘community’ denotes a lot more than its original meaning. The term is no 

longer restricted to the condition of a certain geographical nearness, to be 

considered acceptable: 

 

“Analysis of the impact of information and communication technologies (ICTs) 

on everyday life has shown that communities are not only formed in 

geographically defined spaces, but also in cyberspace, such as user groups. 

Jones (1995) has shown that such virtual or online communities have similar 

characteristics to geography-based communities” (Carpentier, 2003, p. 54). 

 

What remains the same is, however, that its members “direct and frequent contact” 

(2003, p. 54) between each other and that a feeling of belonging and sharing exists. 

 The meaning of the concept has also been defined with an emphasis on the 

“subjective construction of community” (2003, p. 54). This conceptualization 

approaches the concept from within, in a definition through the symbolism of 

community, rather than through the structure of community. This perspective 

emphasizes the cultural aspect of community and claims that a community cannot be 

“imposed on people from the outside” (2003, p. 54). 
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2.2.2.2. Community media: ‘Discursive isolation’ and opportunities 

One way counter-hegemonic coalition formation can exist is through the 

establishment of community media, i.e. “building independent, democratic and 

participatory media” (Carroll & Hackett, 2006, p. 88).  

Carpentier et al. (2003) see the concept of community media as an attempt to 

offer an alternative to the hegemonic discourses in communication-, economics-, and 

entertainment domains. In a discourse-theoretical view, the concept of community 

media can be seen as a condensation of the attempt to offer an alternative way of 

ordering society, within a wide range of hegemonic discourses on media, 

communication, economics, politics, organizational structure, and democracy 

(Carpentier et al., 2003, p. 51). Carpentier (2010) finds the oppositional nature of 

community media to be “manifested through the alternative ways of distribution … 

and the organization of the communication process” (p. 264). As such, they are seen 

to carry a discourse based on a horizontal organization rather than a vertical and 

hierarchical one. This supports a more dialogical structure, democratic forms of 

decision-making, and forge participation-based support.  

 Carpentier et al. (2003) claim that Laclau and Mouffe’s take on the concept of 

antagonism is crucial in the explanation of how community media are identified by 

others as well as by themselves. Antagonism has left today’s community media in 

“discursive isolation” (Carpentier, 2003, p. 51). Community media have become 

obsessed with their oppositional nature, which in fear of losing legitimacy and 

oppositional identity and of being labeled ‘fake’, historically, has caused an 

unwillingness to form strategic alliances with market and state. Community media 

seem to have based their identity on their antagonistic point of origin to a degree, 

where it has become a threat to their identity. Moreover, the neoliberal globalization 

and global concentration in media ownership is said to have left community media in 

a discourse of locality. This has further trapped them in the image of small-scaled, 

local media with little or no relevance to other than their existing small audiences 

(Carpentier, 2003, p. 53). In desperate efforts to survive, community media can be 

forced to copy commercial media formats. Consequently, the problem with this 

development of marginalization of the alternative is the negative articulation of these, 

as naïve, irrelevant or superfluous, and the potential of subsequent low political 

priority, causing a downward spiral for community media. 
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 As an attempt to understand alternative media as more than antagonistic 

alternative options to mainstream media, and to explore the potential of going beyond 

one-sided conversation with civil society and engage with dominant sphere actors, 

Carpentier et al. (2003) present four different approaches to alternative media. The 

four approaches to understand alternative media should not be understood as ways 

to understand four different types of media organizations, but rather four approaches 

that allow us to define different aspects alternative media. This allows us to explore 

TED’s complex relationship with market institutions.  

 

 

 

 

 

 

 

 

 
Fig. 1. ‘Positioning the four approaches’ (Carpentier et al., 2003, p. 53) 

 
Fig. 1. ‘Positioning the four approaches’ (Carpentier et al., 2003, p. 53) maps the four 

approaches and summarizes the perspectives in which each approach is to be 

understood.  

The first two approaches are ‘media-centered’ and discuss alternative media 

activities from the view of the media producers in relation to community and 

mainstream media. The last two approaches are ‘society-centered’ and examine the 

potential of alternative media to influence society and democracy, by being part of 

civil society and working together with state and market institutions.  

The first approach presents ways of understanding alternative media from an 

‘essentialist’ perspective, focusing on the role of building its own communal identity 

and opening up for participation.  

The second approach looks at alternative media in a ‘relationalist’ 

perspective, defining alternative media’s identity in relation to mainstream media.  
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The third approach combines the essentialist and relationalist perspectives 

and defines alternative media as being part of civil society with goals of making 

socio-political change.  

The fourth approach defines how alternative media adopt a rhizomatic 

character of a hybrid-like media organization, in working together with hegemonic 

powers such as market- and state institutions, including mainstream media, to reach 

its goals. 

 In the terminology of Carroll and Hackett’s (2006), who presented a distinction 

between defensive and offensive forms of action, the first two approaches could be 

seen to define community media as defensive, whereas the latter two are defined as 

offensive. 

 

2.2.2.3. Approach I: Serving a Community 

Traditionally, conceptualizations of community have predominantly referred to 

aspects of geography and ethnicity (p. 53). With the emergence of globalization and 

a digitalized network society, Carpentier et al. (2003) alter this definition. Particularly 

with impact of information and communication technologies (ICTs), community has 

shown to not only exist in “geographically defined places, but also in cyberspace, 

such as user groups” (p. 54). What has remained the same is that a community is 

still constructed on the basis of a common identity, which derives from the 

construction. Community media are thus identified as media that serve a community, 

regardless of the geographical- or spatial nature. “But the relationship between the 

community medium and the actual community transcends ‘ordinary’ one-way 

communication” (p. 53).  

In community media there is a two-way communication relationship between 

community and broadcaster/publisher. 

 

 

 

 

 

 

 

 



 
 

30 

 

 

 

 

 

 

 

 
Fig. 2. ‘Access and participation of the community’ (Carpentier et al., 2003, p. 55) 

 

Key factors in the definition of community media are access by the community and 

participation of the community. The aim is to “enable and facilitate access and 

participation by members of the community” (p. 55), so that anyone, regardless of 

socio-economic status, can have their voice heard. Carpentier et al. (2003) 

emphasize the importance of the terms access and participation and explain their 

different meanings for community media in the categories ‘Reception of meaning’ 

and ‘Production of meaning’ (Fig. 2).  

Access can be measured as the opportunity for the community to choose 

between varieties of media content considered relevant and to take part in evaluating 

the content. It can also mean access to participation in the content-producing 

organization, by being invited to take part in the production of the content itself or in 

decision-making processes. Thus, participation by the community in the content, as 

well as in the content-producing organization, is not only allowed, but facilitated by 

community media (p. 55). In other words, as Berrigan puts it, “[community media] are 

the means of expression of the community, rather than for the community” (as cited 

in Carpentier et al., 2003, p. 55).  

 

2.2.2.4. Approach II: Community Media as an Alternative to Mainstream   

Media 

This approach looks at the distinction between mainstream and alternative media, 

focusing on alternative media seen as a supplement to mainstream media. In 

defining alternative media, it is first and foremost necessary to consider what it is 

alternative to. What is alternative at a certain point in time could be considered 

mainstream at another.  



 
 

31 

In Table 1, Carpentier et al. (2003) presents a list of present-day mainstream 

media characteristics (2003) and holds it up against a list of possible ways in which 

alternative media can take opposite positions.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Table 1. ‘Present day mainstream media’ and ‘Alternative media’ characteristics (Carpentier et al., 2003, p. 56) 

 

Approach II defines alternative media as supplementing mainstream media on an 

organizational and a content level.  

On the organizational level, alternative media has shown, through their mere 

existence, that it is possible to exist on conditions alternative to those of mainstream 

media and independently from market and state. Where commercial and state-owned 

mainstream media tend to have become market oriented (Carpentier et al., 2003, p. 

56), “community media show that being ‘the third sector’ is still an option for media 

organizations” (p. 56). This argument can also be used to explain how the internal 

organizational communication structures in community media supplement those of 

mainstream media organizations. Organizational communication in mainstream 

media organizations is characterized to a high degree of a more vertical structure. 

This is the opposite in community media, where organizational communication is 

more horizontally structured (p. 56). 
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 On a content level, community media supplement mainstream media by 

offering “representations and discourses” (p. 56) that are alternative to those 

presented through mainstream media channels. Carpentier et al. (2003) assert that 

this is due to a higher level of societal representation and participation in the outlet of 

community media and an aim to cover political, cultural, or ethnic issues, considered 

more relevant to a certain community. Social movements, minorities, and sub- and 

counter cultures can have messages that are not conform to the editorial lines, taken 

on by mainstream media. By giving voices to these groups, community media can 

represent the “multiplicity of societal voices” (p. 56) through more diverse content.  

 

2.2.2.5. Approach III: Linking Community Media to Civil Society 

One of the central characteristics describing community media’s link to civil society is 

the independence from state and market.  

Carpentier et al. (2003) describe civil society as a space where groups and 

individuals can express themselves freely and define their various social identities. 

Here, community media are crucial for nurturing ‘freedom of communication’. 

Freedom of communication necessitates a plurality in societal representation, not 

present in mainstream media alone. That is held back, according to Keane, by 

“politically regulated and socially constrained markets”, which are ”eliminating all 

those factors of production that fail to perform according to current standards of 

efficiency” (as cited in Carpentier et al., 2003, p. 58).  

This is where community media are different and can contribute to a more 

harmonious democracy, by contributing to the media environment with its most 

distinguishing characteristic, which Girard describes as “its commitment to 

community participation at all levels” (as cited in Carpentier et al., 2003, 58).   

In civil society we find the intermediate organizations, which are separate 

from and independent of private and public domains. The impact of neo-liberal 

discourse on media policies has made it necessary for public media organizations to 

adopt more market oriented approaches (Carpentier et al., 2003, p. 59). E.g. this has 

included “an increased emphasis on audience maximization” (p. 59), which has had 

an impact on the balance between a focus on the societal and the community level. 

Over time, this condition has caused private domain media companies to penetrate 

the public domain. 
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2.2.2.6. Approach IV: Community Media as Rhizome 

By emphasizing contingency and elusiveness as defining elements, this approach is 

focused on inverting the binary thinking of community media as oppositional to 

mainstream media. In this approach community media can have rearticulated their 

‘antagonistic’ position toward an ‘agonistic’ position.  

An agonist position emphasizes potential positive aspects of certain forms of 

conflicts between entities with different interests (Carpentier et al., 2003, p. 51). It 

seeks to redefine community media and moderate the kind of thinking that Carpentier 

et al. (2003) claim has left it in a “discursive isolation” (p. 51). It also incorporates the 

relationalist perspective in Approach III, where community media as part of civil 

society can be defined through the interrelationship with market and state. E.g. when 

“people become active within the (mainstream) media frame and attempt to introduce 

‘alternative forms of mediation and media activism’ that challenge the authority of 

existing media institutions” (p. 60). 

 Building on Deleuze and Guattari’s theory of the Rhizome, Carpentier et al. 

(2003) use the metaphor of the botanical rhizome (Fig. 3) based on the juxtaposition of 

‘rhizomatic’ and ‘arbolic’ thinking.  

 

 

 

 

 

 

 

 

 

 
Fig. 3. The botanical rhizome 

 

Metaphorical for the tree structure, the arbolic is linear, hierarchical, and locked in its 

roots – characteristic of the philosophy of the state (p. 61). The rhizome, on the other 

hand, is non-linear, contingent, and fluid in character. 

As Deleuze and Guattari put it: “Unlike trees or their roots, the rhizome 

connects any point to any other point…” (as cited in Carpentier, 2003, p. 61). One of 
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the purposes of the rhizome metaphor is to highlight the intermediary position 

community media can hold, as a crossroads for where organizations and movements 

meet with civil society. This allows the incorporation of “the high level of contingency 

that characterizes community media” (Carpentier et al., 2003, p. 61). Deleuze and 

Guattari described the rhizomatic qualities as ceaselessly establishing connections 

between “semiotic chains, organisations of power, and circumstances relative to the 

arts, sciences and social struggles” (as cited in Carpentier et al., 2003, p. 61). 

Further, they have stated that “Perhaps one of the most important characteristics of 

the rhizome is that it always has multiple entryways” (as cited in Carpentier & 

Santana, 2010, p. 164). 

 In this way, community media can be seen as operating across civil society 

and the public and private domains, while simultaneously maintaining their 

antagonistic relationship to mainstream and commercial media. This highly elusive 

and contingent identity, characteristic of the rhizome, is what describes community 

media in this approach. Fig. 4 illustrates this elusiveness together with rhizome 

media’s ‘deterritorializing’ potential. 

 

 

 

 

 

 

 

 

 

 
 

Fig. 4. ‘Civil society and community media as rhizome’ (Carpentier et al., 2003, p. 62) 

 

The term ‘deterritorializing’, used in Deleuze & Guattari’s theory (Carpentier, 2003, p. 

61), describes the desirable outcome of operating from within the dominant domains.  

Here, one has the potential of deterritorializing the ‘territory’ of market and 

state media organizations on their ‘home front’ – or simply conquering it. This could 

be desirable, if the current ‘owner’ of a ‘territory’ does not exercise his role as owner 

– or, as Dahlberg and Phelan (2012) would put it, if “blind spots and silences” can be 
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found in social and media practices (p. 13). Carpentier et al. (2003) argue that “the 

deterritorializing effects of [community media] can (at least partially) overcome [the 

rigidity of market and arbolic-structured state organizations] and allow the more fluid 

aspects of market and state organizations to surface” (Carpentier et al., 2003, p. 61). 

 As in Approach III, Carpentier et al. (2003) emphasize the important 

connection between civil society and democracy. Because of the contingency of the 

rhizome, this position makes it possible to cross borders and establish connections,  

not just with civil society, but also with segments of state and market – i.e. without 

losing identity and integrity. This matches the need expressed by Carroll and Hackett 

(2006) of a ‘dual perspective’ that reflects a ‘division in labor’ between defensive and 

offensive forms of democratic media activism.  

Community media may thus function as a mobilizing force – a catalyzer and a 

negotiator, organizing the activity of movements and organizations already active in a 

certain struggle (p. 62). The plurality that would then come out of that could 

“contribute to a synergistic development between identity formation and community 

building in which the development of one feeds the growth of the other” (Carroll & 

Hackett, 2006, p. 94). As Carroll and Hackett (2006) put it, community media could 

“play the role of ‘cosmopolitans’, spanning different sectors and improvising the 

prospect for counter-hegemonic coalition formation” (p. 94). 
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3. RESEARCH METHODOLOGY 

This chapter presents my ontological perspective for this thesis. It will explain how it 

is social constructivist and in which ways that has influenced my choice and 

application of theory, my methods to gather research data, and my analytical strategy 

for applying my theoretical framework and data in my analysis.  

 I begin by explaining this ontological perspective and how it fundamentally 

affects the direction for my application of theory and methods.  

I account for its influence on how theory is to be understood, and how my 

macro and meso level theoretical frameworks are to be applied accordingly.  

In a third subchapter, I consider how it has influenced my choices of methods 

to gathering of data, as well as the methods themselves. This section will also 

consider the validity of data.  

In the fourth subchapter, I describe how I arrange my data into categories to t 

correspond to my research aim, sub-questions, and theoretical frameworks.  

Finally, I present my analytical strategy, which will present a description of my 

approach to applying my theoretical frameworks to collected data and thereby 

respond to the sub-questions in my research aim. 

 

3.1. TED as reflexive actor 

The ontological perspective of this thesis is based on Laclau and Mouffe’s (1985) 

radical social constructivist view that no construction of a reality should be 

considered final.  

Knowledge is socially constructed and the understanding of reality exists only 

in our individual or collective consciousness. There is always a surplus or an outside 

that cannot be described through any construction of a reality. Thus, structures are 

never given, but instead “historically instituted and hegemonically articulated and 

defended” through discourse (p. 30). This means that there is never one single true 

way of understanding a reality, but rather different competing understandings. Most 

often, however, one particular understanding is the dominant one, in the way it 
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shapes our worldview and thereby the frame within which we can act.  

I presuppose the fundamental significance of language in relation to any 

understanding of a reality, i.e. the discursive. I also presuppose the relevance of the 

concept of hegemony in describing how one discourse may be considered the 

dominant one. I approach the ideas of media and organization with an understanding 

of these as communication practices, and therefore as formed and acknowledged 

through social relations.  

 Social constructivism characterizes the social reality as a relationship 

between structures of impossibility and possibility on one side, and reflexive actors 

that are potentially capable of avoiding and changing structures on the other side. 

Exploring TED through a social constructivist perspective thus illuminates the 

relationship between social structures of possibility and impossibility in society, on 

one side, and TED’s role as a reflexive actor on the other.  

In the following, I explain the social constructivist perspective on theory and 

how it affects my choice of theory, methods, and development of analytical strategy. 

  

3.2. Social constructivist perspective in the theoretical 

framework 

In a social constructivist point of view, a theoretical framework is a composition of 

relevant theoretical concepts that casts light on the construction of social reality 

(Esmark, Laustsen & Andersen, 2005, p. 11). Esmark et al. (2005) point out that this 

perspective constitutes a clash with how the term ‘theory’ is traditionally understood 

(p. 9). In the social constructivist perspective, theory denotes what could be called 

the “unfolding of concepts, which make a difference in the construction of the social 

reality” (p. 11).  

My theoretical frameworks thus contribute with concepts for structures of 

possibility and impossibility, in the macro level part, and reflexive actors, in the meso 

level part.  
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3.2.1.  Macro level – society level 

The macro level theoretical framework describes structures of impossibility and 

possibility in society as constructed through discourses. It also highlights the agency 

of reflexive actors and their ability to influence structures through discourse. 

 

3.2.1.1.  Laclau & Mouffe (1985) 
My macro level theoretical framework is primarily based on thoughts presented in 

Hegemony and Socialist Strategy (1985).  

Here, Laclau and Mouffe (1985) see discourse as constitutive of reality. Any 

natural, physical, or cultural object is understood and acquires meaning through 

discursive construction. This makes them radical social constructivists. Without 

denying the existence of reality and structures in an isolated sense, Laclau and 

Mouffe say that only through discourse we can acknowledge reality and the 

structures that determine possible actions. In other words, the way we talk about a 

reality affects how we understand it and thereby determine the possible ways in 

which to act in relation to it.  

Laclau and Mouffe’s radical social constructivist perspective can be further 

explained through their conceptualization of antagonism. They believe that any 

objectivity is limited by an ever-dependent relation to outside parts in the construction 

of a reality; “antagonisms are not objective relations, but relations which reveal the 

limits of all objectivity. Society is constituted around these limits, and they are 

antagonistic limits” (Laclau & Mouffe, 1985, xiv). Any reality is thus socially 

constructed around antagonistic limits. However, any reality can also be contested by 

highlighting the contingent nature of its construction. This exposes heterogeneity and 

allows outside parts to take part in the discursive negotiation. Reflexive actors, e.g. in 

the form of organizations, have the ability to highlight contingency.  

 

3.2.2.  Meso level – organizational level 

This part of the theoretical framework will explore TED’s agency within the structures 

of impossibility and possibility.  

The meso level framework takes shape based on the principal concepts of 

this thesis, such as organization, media, and democracy. As a way of challenging 



 
 

39 

structures, actors in the form of organizations can choose to use media activism and 

organize in the shape of community media. Thus, the meso level framework helps 

me explore and understand the agency of TED and the organization’s methods for 

challenging structures.  

 

3.2.2.1. Carroll & Hackett (2006) 

Under the common denominator of democratic media activism, Carroll and Hackett 

(2006) point towards different forms of media activism that promote media reform.  

Organizations that promote the embracement of the contingent nature of the 

social order take this on. It might potentially enhance the agency in civil society to 

avoid or break social structures and lead to constructions of reality that are different 

from those imposed by dominant societal structures and enhance the prospects of 

social change.  

Thus, the idea that community media can potentially alter social constructions 

of reality makes this theory social constructivist. 

 

3.2.2.2. Carpentier et al. (2003)  
With the notion of ‘the rhizome’ (p. 33), Carpentier et al. (2003) conceptualize how 

reflexive actors, in the form of community media organizations, can challenge the 

structures within the dominant understanding of media and alternative media. The 

social constructivist perspective approaches to understanding community media 

rests, in relation to Carpentier et al.’s (2003), on the notion that societal structures 

are potentially open to contestation by reflexive actors like TED.  

 

3.3. Methods for investigating TED 

In this section, I explain social constructivism’s relations to my choices of methods.  

In line with my social constructivist approach to understand TED as a 

community media organization, I have gathered data to explore the social 

construction of realities within TED and TEDx. I used my meso level analytical 

framework to plan an approach to gather data, which allowed me to explore 

understandings of TED and TEDx on an organizational level.  
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Fundamental for the social constructivist perspective in relation to gathering data is 

the rejection of the objectivist view that a theory can be proved or disproved by 

empirical data (Esmark et al., 2005, p. 9).  

My approach to gathering empirical data was therefore qualitative. In this 

view, my research objects are a) TED, the overarching umbrella organization that 

manages the TEDx project indirectly, globally and b) TEDxCopenhagen, one of the 

hundreds (“Find An Event”, ted.com, July 2013) of community-driven “franchise” 

organizations that operate under the TED brand, on an independent and self-

organized level, locally.  

These two components are chosen to represent, empirically, different parts of the 

complex organization and its growing network of communities. In that way it explores 

TED’s inward and outward perspectives, through different positions and levels in the 

organization.  

 I designed the research to be on TED’s organizational communication and not 

an attempt to analyze, e.g., the organization’s branding or reputation. In this way, I 

am only focused on understanding TED’s mission and product and how the 

organization collaborates with as well the community as state and market institutions. 

I am interested in understanding TED from within and not from an external 

perspective. I have gathered data that resembles this approach, by interviewing 

people within TED and not e.g. audiences or business partners, and collected data 

from online platforms that are officially associated to TED and not e.g. from external 

articles about TED.  

 

The idea was not to collect specific data from specific persons to answer specific, 

separate research aim sub-questions. Instead, I asked interviewees questions that 

concerned aspects of each of my sub-questions. Thus, based on the directional 

framework presented in my meso level theoretical framework, all of my interviews 

had the purpose of providing data that could be used deductively with theories about 

TED’s 

1. Outward perspective to corporate world partnerships 

2. Inward perspective to community and civil society 

3. Dual perspective and the interrelationship between outward and inward 

perspectives. 
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The choice here of using a ‘scatter-gun approach’ was based on my existing 

knowledge about organizational structures in TED and TEDx. I knew beforehand that, 

in the case of TEDxCopenhagen, the organization’s horizontal communication 

structure involved everyone taking part in aspects of each of the areas that cover my 

three sub-questions. Therefore I found it relevant to interview all of my subjects about 

all of my areas of research.  

Below I account for how my affiliation with TEDxCopenhagen affected my 

choice and application of methods. 

 

3.3.1.  Participant observation and trade knowledge 

My personal relation to TED and TEDx plays an active role for the methods chosen 

to collect data for my research. I was part of the team of co-organizers and 

volunteers behind a TEDxCopenhagen conference in September 2012, which has 

influenced the extent, to which I have been able to obtain “insider research” (Uldam & 

McCurdy, 2013, p. 3). I joined the team of volunteers in June 2012 and assisted in 

overall communication assignments related to establishing motivation and 

engagement in the community, mainly through Facebook, and took part in board 

level meetings, as assistant to one of the organizers. After the 2012-conference, I 

have taken part in several meetings on the preparation of the September 2013 

conference.  

It is as part of TEDxCopenhagen that I developed the ambition of writing my 

master’s thesis on TED and TEDx. More important to this section is that it is due to 

my role here that I have been able to observe internal communication processes first 

hand, and interview and survey organizational members to the extent that I have. 

Observing internal communication processes at first hand, people around me have 

not regarded me as a researcher. Thus, in these cases, I have had the role of a 

“covert researcher”, since I have not obtained “informed consent” (2013, p. 7) from 

my social surroundings. This can be a potentially unethical practice. However, I have 

not gathered, nor used, any personally sensitive or confidential information. After I 

reached out for interviews, my position switched to “overt researcher”, since all of the 

data I gathered from interviewing subjects in TEDxCopenhagen were given by 

“complete informed consent”. I also did “outsider research”, when I interviewed 

Salome Heusel and email-interviewed Stephanie Kent, both from TED in New York. 
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When they accepted to be interviewed, they did not know that I had worked in 

TEDxCopenhagen.  

 In addition to having influenced my access to internal data collection, my 

close work with the team of co-organizers might also potentially have formed a 

personal bias in my approach. Uldam and McCurdy (2013) emphasize the 

importance, as researcher, to explicitly reflect on overt/covert dimension to expose 

potential bias. Therefore, “the insider position – especially when it is conditioned by 

shared ideologies or sympathies – may lead to biased findings” which has “practical 

ethical implications, as the insider researcher may be unable or unwilling to put 

forward criticisms” (Uldam & McCurdy, 2013, p. 5). I talk more about this in  

Validity and reliability, p. 47. 

 In relation to a critical approach in my analysis of TED’s outward perspective 

(see “A new era of advertising”, p. 62), it is, furthermore, necessary to account for my 

trade knowledge of the advertising industry. I have worked at an advertising agency 

that specialized in ‘content marketing’, i.e. marketing that is not focused directly on 

selling, but instead on communicating through content that is relevant for the target 

group. Thus, I base critical scrutinizing of TED Partnerships on knowledge and 

experience from working with advertising that, in a critical point of view, is meant to 

‘conceal’ the commercial message of advertisers and activate consumers through 

‘dialogue’. 

 

3.3.2.  Qualitative interviews 

The aim of using the qualitative interview in this research is to get to know, how 

subjects in TED and TEDxCopenhagen explain their lived worlds and let the 

interaction between the interviewer and interviewee construct new knowledge.  

Kvale (2007) suggests that there are standard choices of methods at different 

stages of an interview that help the interviewer to structure and ensure a successful 

interview. I go into detail, with how I planned and conducted the interviews to meet 

the challenges of obtaining relevant data in the end of this section. First, I present my 

interviewees and why I chose to interview them. 
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3.3.2.1. Interviewees 

In choosing subjects for my interviews, my attempt was to ensure relevant data that 

represents different parts of the organization (Knudsen, 2010, p. 20). Each 

represents a unique experience of taking part in the organizational communication in 

TED.  

I managed to set up an interview with TEDx Deputy Director for TED, Salome 

Heusel, at the New York headquarter (for transcript see “Appendix A”, p. 95). My 

second interviewee is TEDxCopenhagen Licensee and organizer, Lærke Ullerup, 

who I knew personally from working at TEDxCopenhagen (for transcript see 

“Appendix B”, p. 100).  

Although both of my interviewees are “TEDx’ers”, Heusel has a more central 

role at the TED headquarters in New York. From here, she manages TED’s interests 

of coordinating the TEDx project on a global strategic organizational level. She 

provides guidance to the network of local TEDx licensees and organizers and has the 

responsibility of managing TEDx workshops and activities at the TED conferences. In 

other words, she is among those, who have the most direct link to TED Conferences. 

In reaching out for her, I hoped to have my picture of her as a liaison between TEDx 

and the “mother” organization, TED, confirmed. From interviewing Heusel, I wanted 

to learn about her central, top-level perspective on the organizational communication 

in and around TEDx. I wanted to learn if she had understandings of the organization 

as a community media organization that could be compared to those presented in 

Carpentier et al.’s (2003) four approaches.  

The interview had the purpose of indicating characteristics in the top-level 

management of the organization that could be inter-compared with concepts of my 

theoretical framework. More specifically, in relation to my three research sub-

questions, I wanted to learn how Heusel experienced the focus on building 

community in TEDx, the mission of spreading ideas, and the interplay between those 

two activities 

 My other interview subject, Lærke Ullerup, is responsible for organizing 

annual TEDxCopenhagen conferences. She is also responsible for finances, 

coordinating with the headquarters, and coordinating the work of co-organizers.  

 From working at TEDxCopenhagen, I know that each co-organizer have fields 

of responsibilities, such as Speakers, Production, Partnerships, and Communication. 

In that way, Ullerup’s role, which elsewhere would be called CEO, made her the most 



 
 

44 

interesting person to talk to about how the communication in the TEDxCopenhagen 

organization is understood at a local, licensee level.  

 I asked Ullerup about aspects of the communication in and around the 

TEDxCopenhagen organization, as well as the organizational links between 

TEDxCopenhagen and TEDx in New York. In relation to the three sub-questions in 

my research aims, interviewing Ullerup thus had the purpose of illuminating her 

understanding, from a local licensee’s perspective, of community, the spreading of 

ideas, and the interplay between those activities. More specifically, I wanted Ullerup 

to share her experience with communicating in TEDxCopenhagen; internally, 

externally, and with TED in New York; hopefully clarifying aspects of fostering 

participation and democratic media practices. 

 

3.3.2.2. Planning and conducting qualitative interviews 

Because of its openness, a qualitative interview can be the optimal way of observing 

a subject’s social construction.  

 I planned the interviews to serve the purpose of exploring the subjects’ 

experience with organizational communication in TED and TEDx. On a deeper level, 

my aim was also to get beyond the subjects’ self-presentations on the matter and 

“critically examine the personal assumptions and general ideologies expressed in 

their statements” (p. 37). The aim was to obtain qualitative data, which I could 

integrate deductively into my theoretical and conceptual approach to understanding 

of the media organization. This type of data has more detail and complexity, than 

what I am able to find through standard communication channels, such as TED 

websites etc. 

   

3.3.3.  Email interviews 

To supplement the comprehensive data from the interviews, I emailed a 

questionnaire to two specific persons in the TEDxCopenhagen team of organizers 

and volunteers, as well as to Special Project Manager at TED Partnerships in New 

York, Stephanie Kent.  

The questions were like those, I had asked in my physical interviews, and  

just as in the case of my physical interviews, the purpose was to obtain data that 
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responds to my meso level theoretical framework, and thereby, accordingly, my 

research sub-questions.  

 

3.3.3.1. Interview subjects 

I chose two TEDxCopenhagen representatives from different teams to represent the 

organization. Ronni Pedersen works with curation of speakers and Mette Oehlendorff 

with communication (see “Appendix C”, p. 94, and ”Appendix D”, 109). I was 

introduced to the last subject, Stephanie Kent, through Salome Heusel. Heusel had 

arranged for me to email Stephanie Kent about specific answers surrounding 

partnerships, which I had asked her about (see “Appendix E", p. 110).  

The questionnaires in both relations had approximately 10 questions, based 

on my meso level theoretical framework.  

 

3.3.3.2. Planning and designing the email interviews 

A distinctive feature in email interviewing is that it allows interviewees to take the time 

they need to take part in the interview, where they want, and to produce well-

considered and potentially fabricated answers. This may make them feel more 

relaxed and potentially more comfortable in responding to the questions. (Meho, 

2006, p. 1290).  

 However, comfortable or not, the interviewee can either have excellent 

or poor skills when it comes to expressing true, personal understandings in writing (p. 

1989). Thus, as much as it may generate high quality data, it also points out the 

importance of formulating questions self-explanatory enough to avoid 

misunderstandings. In contrast to when questions are posed face-to-face, 

misunderstandings cannot be intercepted by the interviewer and clarified as the 

interview proceeds. Regardless of how thoroughly planned an email interview is, 

there is always room for misunderstandings. In other words, there is a dilemma 

between reducing ambiguity and improving specificity, and at the same time not 

narrowing down the possibilities of the interviewee to answer the questions based on 

their own interpretations.  

To meet challenges linked to this dilemma, I made sure to present the 

interviewees with a short introduction to the theme of my thesis and my intentions 

behind interviewing them. After this, I could focus on formulating the questions. 
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 When designing the email interviews, I sought to formulate questions to 

respond the individual interviewee. All interviewees are part of the TED organization, 

either in the headquarter in New York or in TEDxCopenhagen. This makes the 

interviewees able to identify with the TED and TEDx brands and thereby embeds 

them in a specific cultural context. Here they are “interwoven inextricably with 

existing offline linguistic, national, temporal, spatial … ideological and discursive 

elements” (Orgad, 2006, p. 884) that are common for a relatively high average level 

of educational, global orientation, and ‘new media literacy’ (Orgad, 2006, p. 894).  

In designing my interview questions, I considered these aspects, with regards 

to the balance between ambiguity and specificity, as well as between the degree of 

formality and informality.  

 

3.3.4.  Other data collection 

Throughout my analysis and discussion, I support arguments with facts about TED 

and TEDx that are based on data collected on TED.com.  

In line with my analytical focus on exploring TED and TEDx ‘from within’ 

through the organizational communication, I focus mainly on the ‘official’ information 

about TED, rather than on external discussions about the organization on various 

social media platforms and in articles on TED, which are numerous. However, two 

articles from Harvard Business Review (Haque, March 6, 2013) and Business Insider 

(Grace Wyler, May 17, 2012) inspired me with critical input to scrutinize inconsistent 

aspects of TED’s dual perspective.  

As in the case of both the physical interviews and those conducted via email, 

I was looking to obtain data that responds to the theories presented in my meso level 

theoretical framework. I have thus gathered textual data from observing the media 

content, such as TED talks, available on TED.com, and TED’s distributary partners, 

such as YouTube. Further, I have observed data from being a part of the 

TEDxCopenhagen organization, which I use to support certain arguments. E.g., this 

includes aspects of organizational structure and tone of voice at TEDxCopenhagen. 
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3.4. Validity and reliability 

Kvale (2007) claims that validation “rests on the quality of the researcher’s 

craftsmanship throughout an investigation, continually checking, and theoretically 

interpreting the findings” (2010, p. 123).  

First of all, I did so by considering the representativity of my sources. I also 

continuously played the role of the “devil’s advocate” (2010, p. 124) towards my 

findings and analyzed my sources for potential bias. In this context, it is worth to 

emphasize that my subjects from TEDxCopenhagen are less attached to TED, and 

thus not liable for what they say, since they are not employees. They could therefore, 

potentially, and in contrast to those employed by TED, have spoken with less reserve 

and more freely. I reinforced the validity of my data by assessing critical reviews of 

my findings through constructive feedback from my academic supervisor and from 

the interviewees. I gathered data based on the directional framework inspired by 

Carroll and Hackett (2006).  

My methods for investigating TED’s community media characteristics were 

thus theoretically founded and reflected the phenomena of interest, which were e.g. 

aspects of community, corporate partnerships, and their interrelation. In other words, 

I made sure that I was investigating what I intended to investigate, since I had a 

theoretical conception of what was investigated (Kvale, 2010, p. 124).  

 

Kvale (2007) asserts that reliability has to do with “the issue of whether a finding is 

reproducible at other times and by other researchers” (p. 123).  

When I interviewed, my interview subjects were aware of my thesis subject 

and interests. Potentially they might have answered my questions on the basis of 

wanting to provide usable data and help a friend. It is therefore possible that other 

researchers could receive data somewhat different from mine. Also, by including 

participant observation, which I account for on p. 41, I may have come across data 

unavailable for other researchers. However, the data I collected from TED employees 

was something that is reproducible by other researchers at, very likely, any other 

time. Here, I was a stranger walking in from the street.  

In terms of my transcription, I was focused on capturing the non-verbal 

communication and emotional aspects, when I found it relevant to be mentioned. All 

my qualitative data can be found in “Appendices”, p. 92. 
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3.5. Ethical considerations 

I am responsible for maintaining a certain level of ethical conduct, when using the 

recorded words of others.  

Before turning on my Dictaphone, I informed the interviewees about my 

intentions and asked for permission to record. When interviewing, I was focused not 

to compromise any of the subjects’ integrity toward their positions within TED or 

TEDxCopenhagen. In terms of my own relation to TEDxCopenhagen, I have 

continuously reflected on its implications in terms of objectivity. The empirical that I 

have obtained from being part of the organization only included data that is non-

personal and objectively observable, to the degree that it is possible.  

For my data obtained online, I have been focused on only considering reliable 

online sources and provided the time of data retrieval as web links. 

 

3.6. Data navigation 

This subchapter presents a thematic mapping of the data that I collected through 

interviews and email interviews. Its purpose is to support my analysis, by providing a 

tool for navigating the empirical data collected through my qualitative methods, in 

accordance with my meso level theoretical framework and three research sub-

questions.  

 

 

 
 

 
 
 
 

Table 2. Data navigation mapping 
 

The mapping is divided into three themes (Table 2). The first two are based on 

Carroll and Hackett’s (2006) offensive and defensive forms of activism.  
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The first theme is external in its orientation and maps data that relates to 

offensive forms of democratic activism – i.e. media activism that targets ‘the realms 

of mediation’ between the state and market institutions and civil society.  

The second theme is internal in its orientation and maps data that relates to 

TED’s defensive forms of democratic media activism – i.e. media activism that seeks 

to preserve and develop the communicative infrastructure of the public sphere, by 

“redefining identities, reinterpreting norms, developing egalitarian, democratic 

associational forms” (Carroll & Hackett, 2006, p. 97).  

The third and last theme is based on Carroll and Hackett’s (2006) ‘dual 

perspective’ and Carpentier et al.’s (2003) rhizomatic approach to community media. 

This theme maps data that relates to TED’s intermediary position as a crossroad for 

where communities and organizations meet with market- and state institutions. This 

theme captures the data that has the character of relating to both defensive and 

offensive forms of democratic media activism. 

 

3.7. Analytical strategy 

The order in which I conduct my analysis will be based on my two research sub-

questions. Thus, my analysis will be divided into two sub-analyses, respectively 

concerned with sub-questions 1) and 2) of my research sub-questions.  

 

I seek to find an answer to each sub-question, by operationalizing concepts and 

perspectives from my analytical framework deductively with my data. To do so, I rely 

on the data navigation tool presented above and use the mapping of themes to 

determine which aspects of my data will inform which sub-analysis.  

 Each sub-analysis operationalizes my meso and macro level theoretical 

frameworks concurrently. This means that, on the basis of findings from meso level 

analysis, the macro level analysis lifts meso level findings up to a society-level 

analysis. After the two sub-analyses, a subchapter will discuss my third research 

sub-question, which, partly based on the findings of the two sub-analyses, which will 

lead the way for a concluding chapter. 

On the organizational level, sub-analysis 1 is concerned with TED’s outward 

perspective and analyzes data from the second theme of the navigation map based 

on Carroll and Hackett’s (2006) theory about ‘offensive’ forms.  
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Thus, it will analyze how TED targets the ‘realms of mediation’ between the 

state and market institutions and civil society, by cooperating across dominant 

domains to ‘spread ideas’ through partnerships that contribute with funding and 

distribution. I will continuously intercompare findings with Carpentier et al.’s (2003) 

theories on community media and mainly the “Community media as rhizome” 

approach (p. 33). My macro level analytical framework will concurrently analyze 

findings on a society level.  

 

Sub-analysis 2 is concerned with TED’s inwards perspective and analyzes data 

from the first theme of my navigation map. This data is mapped according to Carroll 

and Hackett’s (2006) ‘defensive’ forms of democratic media activism and analyzed 

deductively with this and theory of Carpentier et al. (2003).  

From this analytical framework, I focus on the first and last community media 

approaches, ‘Serving a community’ and ‘Community media as Rhizome’.  

 

Continuously, throughout each sub-analysis, I operationalize my macro level 

analytical framework based on Laclau and Mouffe (1985) and Dahlberg and Phelan’s 

(2012) discourse theory. However, in this sub-analysis, the macro aspect of this 

analytical framework is played down. Instead, I am focused on using discourse 

theory to discuss and complement meso level findings. 
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4. FINDINGS 

In this chapter I present my findings, based on my analytical strategy. My findings are 

different from those of existing studies on the use of ‘rhizomatic’ approach (e.g. 

Carpentier & Santana, 2010).  

First of all, this is because I have used social movement theory (Caroll & 

Hackett, 2006), i.e. defensive and offensive ‘modes’ of democratic media activism, as 

a directional framework for my approach to analyzing data. However, it is also 

caused by the nature of my case organization. Both in terms of platforms, formats, 

size, and scope TED is a highly different type of media organization from e.g. 

alternative radio stations (Carpentier & Santana, 2010). Further, TED has 

considerably more links to corporate world organizations. 

 

I have divided my analyses into two sub-analyses, which consider my research aims’ 

sub-question 1) and 2), respectively.  

In “Sub-analysis I: Outward perspective”, I found that TED has incorporated a 

business model that constitutes a hybrid between alternative media values based 

rhetoric and a contemporary trends in advertising.  

In “Sub-analysis II – Inward perspective”, I found TED’s manifestation as 

‘radically open’ to be somewhat questionable. Many organizational practices within 

TED and TEDx point towards risks of exclusion, which ultimately makes the term 

‘radical’ invalid. 

 

4.1. Sub-analysis I: Outward perspective 

I explore TED’s outward perspective to spreading ideas. This includes TED and 

TEDx’ focus on building partnerships with market institutions, which provide financial, 

distributional, and organizational resources that help TED reach its non-profit goals. 

TED is relevant as a case study, because it positions itself as both radically 

alternative to mainstream media and willing to cooperate with the corporate world, 

including mainstream media.  

 Based on the direction set by Carroll and Hackett’s (2006) offensive modes of 

democratic media activism, I analyze empirical data from my ‘outward’ theme in my 
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data navigation map. The offensive mode of democratic media activism targets ‘the 

realms of mediation’ (2006, p. 97) between the state, market institutions, and civil 

society. I explore TED’s outward perspective media practices, through this lens, with 

Carpentier et al.’s (2003) four approaches to understand the media organization’s 

struggle for resources, political recognition, and influence, and thereby its potentiality 

for facilitating social change.  

 First, I dissect the foundation for TED’s outward focus, which is based on the 

vision and values of TED, as stated by Chris Anderson in his first speech as the new 

head of TED in 2002. I use data collected on TED.com and analyze it with Carpentier 

et al.’s (2003) thoughts on ‘rhizomatic media’ characteristics (described on page 33). 

With discourse theory, I also explain how Chris Anderson’s statements on TED’s 

vision are to be understood. I discuss how TED’s vision has influences on TED’s 

outward perspective to partnerships and sponsorships of financial and distributional 

kinds. I continuously comment on the offensive aspects in TED’s partnerships and 

critically examine their roles and coherence with TED’s values.  

Finally, I conclude the sub-analysis by discussing findings of the analysis and 

explain the roles of TED’s outward perspective in its mission of spreading ideas. 

 

4.1.1.  TED’s vision, values, and constitutive ‘Other’ 

When Chris Anderson held his first speech as the new head of TED in 2002, he 

presented his vision and idea behind turning the, until then, commercial conference 

organizer into a non-profit media organization: 

 

“So, I gave myself the job title of TED Custodian for a reason, and I will 

promise you right here and now that the core values that make TED special 

are not going to be interfered with. Truth, curiosity, diversity, no selling, no 

corporate bullshit, no bandwagoning … Just the pursuit of interest, wherever 

it lies, across all the disciplines that are represented here. That's not going to 

be changed at all” (Chris Anderson, February 2002) 

 

TED’s values strongly indicate independence from the corporate world, trough the 

core values, “no selling”, “no corporate bullshit”, and “no bandwagoning”. This is one 
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of the traits of alternative media as listed by Carpentier et al. (2003, 56) and implies 

TED to be in a position opposite mainstream media organization.  

By stating that TED’s values are ‘truth’, ‘curiosity’, and ‘diversity’ and not 

“selling”, “corporate bullshit”, and “bandwagoning”, Chris Anderson indicates a 

‘corporate world’ constitutive “Other” (Dahlberg & Phelan, 2012, p. 27). This Other’s 

values are “selling”, “corporate bullshit”, and “bandwagoning”. Ergo, the “Other” holds 

the opposite values of TED. Chris Anderson uses this oppositional positioning of an 

“Other” to draw an ‘antagonistic frontier’, which demarcates an ‘us’ from a ‘them’. 

Here, the ‘logic of equivalence’ gives the highly heterogeneous values ‘truth’, 

‘curiosity’, and ‘diversity’ a negative commonality: the ‘corporate world’. This 

commonality links TED’s heterogeneous values into a “discursive system, against a 

shared opposition” (Dahlberg & Phelan, 2012, p. 19).  

Thus, two chains of equivalence are created. One around ‘truth’, which is 

articulated as “us”, and one around ‘corporate bullshit’, which is “them”. The “us” 

stands for ‘truth’ and recognizes the need for ‘curiosity’ and ‘diversity’, in order for 

‘truth’ to be possible. The “them” stands for ‘corporate bullshit’, which uses ‘selling’ 

and ‘bandwagoning’ as means for existence.  

 However, TED’s media practices are not limited by this distinction. TED’s 

approach stands out from ordinary ‘binary’ thinking (Carpentier et al., 2003) about 

alternative media. Binary thinking, Rodriguez asserts, “predetermines the 

oppositional thinking that limits the potential of [alternative media] to their ability to 

resist the alienating power of mainstream media” (as cited in Carpentier et al., 2003, 

p. 60). In Carpentier et al.’s (2003) rhizomatic approach it is suggested that the 

distinct division between mainstream media and its alternative can be toned down, as 

“people become active within the (mainstream) media frame and attempt to introduce 

‘alternative forms of mediation and media activism that challenge the authority of 

existing media institutions” (2003, p. 60).  

 

In the following passage of Chris Anderson’s speech on TED’s non-profit transition, 

he presents how he will pursue the above-mentioned values further into the future of 

the conference organization: 

 

“Already, just in the last few days, we've had so many people talking about 

stuff that they care about, that they're passionate about, that can make a 
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difference in the world, and the idea of getting this group of people together… 

some of the causes that we believe in, the money that this conference can 

raise and the ideas… I really believe that that combination will, over time, 

make a difference” (Chris Anderson, video from February 2002, TED Talk, 

July 2013) 

 

The way TED will make a difference in the future, he points out, will be found in the 

combination of  

 

1) the “stuff” that the TED community of that time care about and believe can 

make a difference in the world 

2) the idea of bringing these people together 

3) the money that TED can raise through partnerships with advertisers and 

mainstream media that allegedly “share” TED’s vision (“Why Partner With 

TED?”, ted.com, July 2013) 

 

In the “Who owns TED?” section of TED.com, it is further described which factors 

“can amplify the power of ideas” (ted.com, July 2013). The three factors mentioned 

here are: “mass media, technology and market forces”. By listing the first and last of 

these factors in such a centrally prioritized order, TED implies that its alternative 

media values (Carpentier et al., 2003, p. 56) potentially can go hand in hand with 

those of mainstream media and market institutions.  

 This is not unproblematic for the legitimacy of TED’s vision. The willingness to 

partner up with the corporate world conflicts with Chris Anderson’s oppositional 

positioning of the values ‘truth’ and ’corporate bullshit’. Also in relation to TED’s civil 

society stakeholders, i.e. the TED community, whose role for TED I analyze in sub-

analysis II, this discrepancy somewhat complicates the legitimacy of TED’s stated 

values. This suggests that TED takes a risk, which, however, is not entirely bad.  

Understanding TED through the ‘rhizomatic’ approach makes it possible to 

rearticulate its antagonistic identity.  

The rhizome metaphor highlights the non-linear, contingent, and fluid 

character of community media, and makes it possible to understand TED as “both 

respecting the role mainstream media still have to play as a constitutive outside for 
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the community media identity and the linkages community media can establish with 

(segments of) … the market” (Carpentier et al., 2001, p. 3). Thus, lowering the 

guards toward the corporate world, makes it possible to understand TED’s 

oppositional part as something that does not need to be destroyed, but rather, as 

Mouffe describes it, an “adversary”, i.e. “somebody whose ideas we are going to 

struggle but whose right to defend those ideas will not put into question” (as cited in 

Carpentier et al., 2001, p. 16). 

 

4.1.2.  Corporate world amplification of “Ideas Worth Spreading” 

TED presents itself as an alternative media (Carpentier et al., 2003, o. 56) that, in 

order to strive for its non-profit goals, is in favor of building bridges with those entities 

that it is alternative to.  

TED does so through partnerships. On the current list of corporations with 

whom TED has established partnerships are many of the world’s largest 

corporations, such as Coca Cola, AT&T, Intel, IBM GE, Shell, Walmart, and DOW 

(“Our Partners”, ted.com, July 2013). The money raised through partnership is 

”recycled to advance the mission of ’ideas worth spreading’” (”Is TED Elitist?”, 

ted.com, July 2013).  

TED establishes relationships with market institutions for financial support, 

distributional supplement, or both. However, aspects of these partnerships could 

arguably be seen as compromising TED’s legitimacy, as they indicate a certain 

degree of discrepancy between the organization’s values and practices.  

I describe in the following, TED’s different kinds of partnerships and reflect on 

the ways in which they influence TED’s position as a non-profit organization that 

promotes ‘truth’, ‘curiosity’, and “no corporate bullshit”.  

 

4.1.2.1. Partnership with mainstream media 

Working together with mainstream media for distributional services is something that 

is largely practiced by both TED and local TEDx organizations. In the following, I 

describe partnerships between TED and TV network ABC, and between 

TEDxCopenhagen and Politiken.  
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In 2011, ABC News and TED established a partnership that would amplify the reach 

of ‘Ideas Worth Spreading’. The flagship news program, ABC World News, hosted by 

anchorwoman, Diane Sawyer, featured a series of reports with the purpose of 

presenting the ideas from TED conferences to a wider audience through ABC’s 

viewership.  

This project was coined “TED + Diane” and aired as one-hour primetime 

specials (“TED + Diane”, abcnews.go.com, July 2013). Additionally, abcnews.com 

featured TED Talk playlists that users could comment on and discuss. The owner of 

ABC (American Broadcasting Company) is The Walt Disney Company – a mass 

media corporation and the largest media conglomerate in the world in terms of 

revenue (“$42 billion”, Annual Financial Report, July 2013).  

 The same type of partnership exists as a local level practice, as 

TEDxCopenhagen has partnered up with Danish commercial newspaper, Politiken. 

Through articles and a number of full-page newspaper advertisements, they supply 

the Copenhagen conference with press coverage and marketing prior to upcoming 

events. Politiken is owned by a mass media corporation, JP/Politikens Hus, whose 

revenue (2012) is approximately $ 0.6 billion.  

TED’s other media organization partnerships count online pay-per-view 

streaming service, Netflix.com, Google-owned video-sharing website, Youtube.com, 

and the AOL-owned news website, Huffington Post.   

 

Carpentier et al. (2003) characterize mainstream media to be “large scale and 

geared towards large, homogeneous (segments of) audiences”; “commercial 

companies” and “carriers of dominant discourses and representations” (2003, p. 56).  

Thus, TED cooperates with the corporate world, which could potentially make 

critics call the legitimacy of TED’s values into question. However, these partnerships 

contribute with distribution and help TED reach a bigger audience and thereby the 

possibility of amplifying the power of ideas. Also, for TED to have its own content 

presented through mass media channels, it could be considered to have a temporary 

‘deterritorializing’ effect – the effect described by Carpentier et al. (2003) as a 

‘takeover’ of market institutions’ territory that makes it possible to operate ‘from 

within’. This effect can have the desirable outcome of occupying a position within the 

‘dominant domains’ and, potentially, overcome the rigidity and arbolic structures of 
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corporate world institutions and “allow the more fluid aspects … to surface” 

(Carpentier et al., 2003, p. 61).  

Put simply, by partnering with mainstream media, TED has the possibility of 

“influencing content and practices of mainstream media” (Carroll & Hackett, 2006, p. 

88). 

 

4.1.2.2. Partnerships for financial support 

The majority of partnerships are more directly aimed at contributing financially to 

TED’s mission of spreading ideas. Solutions exist in different kinds of sponsorships 

and adverting projects, at conferences, both at TED, in the TEDx program, and on 

TED.com.  

In the following, I begin by briefly describing a partnership with Genentech, 

who had a stand at the 2012 springtime TED conference. Secondly, I analyze a 

partnership with the advertising industry, which exists solely on TED.com. Finally, I 

discuss how partnerships are approached and engaged within the TEDx program. 

 

TED conference 

As an example of a financial partnership at the yearly springtime TED conference, 

Salome Heusel mentioned Genentech, a biotechnology corporation specializing in 

DNA technology.  

 

“... they set up this whole kind of like demo-lab where attendees [at TED 

2012] could go and swipe a little bit of their DNA and then there's this whole, 

like, code that they construct out of the attendees and you know. So it's 

usually quite involved, in the way that we do our partnerships, so it's less of a 

sort of straight to "I'm going to put your logo on this event" -kind of partnership 

and more of an innovative partnership - innovative collaboration” (personal 

communication, April 18, 2013) 

 

Heusel described the value of this sponsorship toward attendees at the conference 

as “educational in one way or another” and “fun and cool and exciting”. In a 

marketing sense, such a sponsorship is categorized as ‘product placement’. Critics 

would arguably question this, as it is inconstant with e.g. the value of “no 

bandwagoning”. However, TED classifies it as a partnership “driven in the way of 
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some kind of dialogue that could be happening just in the moment or ongoing after 

the conference” (personal communication, April 18, 2013). 

 
Partnership on TED.com 

Partnerships also exist solely on TED.com. An example for such a partnership is 

“Ads Worth Spreading”. This is a “challenge”, which showcases and awards 10 

advertising campaigns that “communicate ideas with consumers in the same way 

that TED wants to communicate with its audience” (“Ads Worth Spreading”, ted.com, 

July 2013). TED engages in this partnership to “nurture ads so good you choose to 

watch – and share” (Chris Anderson, “Ads Worth Spreading Report”, ted.com, July 

2013).  

The showcased projects include various ‘corporate social responsibility’ 

campaigns from advertisers, such as pharmaceutical giant GlaxoSmithKline, car 

brand Dodge Ram, and Coca Cola. These corporations, however, are not the 

sponsors. This is a partnership with advertising industry interest groups and trade 

organizations, AICP, The Advertising Club of New York, 4A’s, IAA, and IAB. These 

organizations make up for what could be called the lobby of the advertising industry. 

Thus, TED puts on an online award show, paid for indirectly by its awardees: the 

advertising industry. This industry depends on advertisers and their need for 

advertising. Thus, to promote advertisers’ need for advertising, the industry pays 

TED to give its valuable recognition to those who “communicate like TED”.  

 This partnership complicates the legitimacy of TED, since is questionable 

whether the advertising industry’s incentive behind financially sponsoring “Ads Worth 

Spreading” has to do with anything other than promoting its own services.  

 
Partnerships in TEDx 

TEDx organizers are provided with guidelines and rules for dealing with the question 

of partners, which are ultimately similar to those used for TED conferences. Among 

information publically available on TED.com, is a set of “Rules for partnering with 

local businesses” (ted.com, July 2013). On the website, where the terms ‘partner’ 

and ‘sponsor’ are used interchangeably, it is stated that organizers “may approach 

any sponsor” with the exception of companies or organizations within industries of 

weapons, tobaccos, and adult-oriented products (ted.com, July 2013). Any sponsor 
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that does not belong to any of those industries, and which is not an existing TED 

sponsor, is automatically approved.  

However, there are more strict rules regarding how TEDx organizers are 

allowed to engage with partners. E.g. sponsors cannot have any editorial control or 

veto power over the program at a TEDx event. In terms of logo exposure, sponsors 

can only have their logos shown in specific places, such as in a short slide before 

videos, and never on stage. For information about what role partners can then play at 

TEDx events, users of the website will have to go the section of the website named, 

“For TEDx sponsors”. Here, as in similar sections of traditional commercial media’s 

websites, potential sponsors are presented with reasons why to become a TEDx 

partner. It is an invitation to associate with the emotional values that TED stands for: 

 

“You will have an opportunity to test your ideas for the future, and be 

challenged to positively impact your community and the planet in new ways. 

Becoming a TEDx partner means you share in our vision of spreading ideas 

that are intended to change the world for the better” (ted.com, July 2013) 

 

Thus, not everyone can contribute financially and become sponsors. When 

comparing this sales text to the Chris Anderson’s vision on page 52, it could easily be 

understood that TED would not let TEDx organizers partner up with any corporation 

or organization that do not share the TED values.  

The story to this, however, is more complex than that, and TED’s attitude 

toward measuring potential TEDx partnerships’ suitability more loose. By granting 

partners entry to the TEDx universe and its community, prospect partners are given 

the offer to “be challenged”. In other words, TED want the local TEDx community to 

question partners’ ways of doing business to more “positively impact” their 

community and the world “in new ways”. It is questionable, however, whether this is 

in fact what happens in practice, or if claiming that partners will be challenged is 

merely an illusion created by TED to conceal the discrepancy between the values ‘no 

selling’, ‘no corporate bullshit’, and ‘no bandwagoning’. However, this discussion is 

only hypothetical, as it is up to individual TEDx organizers to act out this “challenge”. 

 In looking for real life TEDx practice that reflects this appeal, I asked former 

head of Communications at TEDxCopenhagen, Mette Oehlendorff, to describe how 
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she interprets the approach to establishing financial partnerships engaging with 

them: 

“TEDx offers (relevant!) partners the possibility of becoming co-manufacturers 

of a highly sought-after commodity: content that creates opinion. Partners 

contribute to the production of TEDx and are granted access to the curated 

events in return, as well as given the opportunity to promote themselves both 

internally and externally through the strong TEDx brand” (personal 

communication, June 27, 2013) 

 

Oehlendorff’s statement about the possibility of becoming “co-manufacturers” reflects 

the message for potential TEDx sponsors on TED.com. She does not indicate a 

focus directly on challenging partnerships. However, she implies that partnerships 

are chosen on the basis of a certain level of relevancy. I asked TEDxCopenhagen 

licensee, Lærke Ullerup, about this relevancy and how it resonates on her list of 

partners. She indicates an attitude in TEDxCopenhagen to focus on the aspect of 

challenging partners:  

 

“If Årstiderne [Copenhagen-based fair-trade food delivery service] were to ask 

… I would definitely say “Yes, of course!”, since they have a strong social 

capital … and great values etc. … But then what about highly commercial 

actors or corporations, where I can’t necessarily see an overlap of values with 

the TEDx community …? … Is there room for them in that community? Or 

could we use TEDx to influence their mindset to have them lose their way of 

thinking … and in that way make a positive change? If I were to be given such 

an assignment, I would focus on that” (personal communication, April 18, 

2013) 

 

In this sense, financial partnership are chosen not only because of the money, but 

because they are open toward having their mindsets influenced, i.e. “challenged”. 

However, this guideline for partnerships is something that is left for the individual 

local TEDx team of organizers to live up to and it is therefore hard to discuss whether 

it ultimately reflects on TED. 
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4.1.3.  Benefits and drawbacks of corporate world amplification 

By engaging in financial and distributional partnerships, TED blurs the distinction 

between its alternative media values, i.e. “no selling, no corporate bullshit, no 

bandwagoning”, on one hand, and its way of cooperating with market institutions to 

gain financial support, on the other hand.  

Despite the antagonistic articulation of a vision that opposes those of the 

‘corporate world’, TED seeks to attract the partners within this world; prospects that 

fall under the categories “mass media, technology, and market forces” (“Who Owns 

TED”, ted.com, July 2013). Because of the resources that these possess, which are 

both financial and distributional, TED can have its function of spreading ideas 

amplified. This condition makes TED willing to work together with its opposition, in 

order to change status quo. E.g. in the case of “Ads Worth Spreading”, where it is 

stated that “We are moving toward a future where advertisers and consumers are 

part of the same community, sharing ideas, and engaging in a learning cycle, 

together” (“Ads Worth Spreading”, ted.com, July 2013).  

Thus, by suggesting that advertisers and consumers are parts of the same 

community, TED states clearly that inviting partners to amplify the spread of ideas 

means inviting them to be part of the TED community. By using the terms, 

‘partnership’ and ‘sponsorship’, in acquiring resources that enable and amplify the 

spread of ideas, TED makes use of the ambiguity of these words. TED implies 

‘cooperation’ and ‘support’ in reinforcing ‘truth’, ‘curiosity’ and ‘diversity’ – not 

‘funding’ and ‘airtime’.  

These concepts invite TED’s antagonistic Other, as well as whoever would 

support TED through partnerships, to enter into the construction of what Mouffe calls 

a post-political “consensually agreed identity” (as cited in Dahlberg and Phelan 2012, 

p. 18).  

 

4.1.3.1. A common good? 

In U.S. and, to some degree, Danish politics, where parties represent either left- or 

right wings on the ideological spectrum, ‘bipartisanship’ is considered to be a 

dynamic solution to soften the “us” versus “them” relationship. With its willingness to 

work with its opposition, TED encourages, in the same way, a desire to construct a 

bipartisanship identity with market and mainstream media.  
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The articulation of “a common good”, between TED and its opposition, 

conceals inherent disagreement and instead promotes cooperation. In this way, the 

discourse of ‘partnership’ is only made possible because of the concealment of 

TED’s contingency (Dahlberg & Phelan, 2012, p. 18). Critics would argue that TED 

loses its legitimacy by not holding on to its values. This level of tolerance towards 

taking on mass media commercial practices, while still holding on to the values 

stated by Chris Anderson, shows how far TED will go to spread ideas. However, 

optimistically, teaming up with mass media as well as producers of adverting 

campaigns could somewhat be characterized as “influencing content and practices of 

mainstream media”, which Carroll and Hackett (p. 88) calls an offensive form of 

democratic media activism.  

In a slightly more skeptical perspective, critics would argue that TED’s way of 

partnering with the corporate world is merely a modern, unconventional version of 

how mainstream media, traditionally, have provided a platform for conventional 

advertising.  

 

4.1.3.2. A new era of advertising 

It seems to be helpful to understand contemporary advertising trends in exploring the 

role of TED’s outward perspective.  

While TED has shown to include means for spreading ideas that have clear 

resemblances to mainstream media commercial practices, TED partnerships offer a 

business model that is capable of creating considerable value for the mission of 

spreading ideas. Thus, TED leverages from its outward perspective the opportunity 

to use its platform for unconventional forms of advertising. The increasing popularity 

of the brand, shown e.g. in the growth in number of independent TEDx organizers 

globally, causes a broad recognition of TED’s alternative media status, among 

advertisers.  

But how is TED able to distinct itself from commercial media organizations, 

besides from not being driven by profit? I believe one way to answer this question is 

to consider contemporary advertising trends as parts of the calculation. 
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Content marketing 

Commercial mass media typically finance their operations through traditional 

advertising. Advertisers pay for using their platforms to reach an audience, by 

presenting commercial messages, often with the purpose of selling products.  

What separates TED’s approach to establish commercial partnerships from 

those of the mass media, is the transparency of the message. Similar to what is often 

referred to, as ‘content marketing’ in the advertising industry, the TED type of 

commercial partnership is not focused on selling the products of the partner. Rather, 

TED partnerships are focused on communicating with audiences, among whom 

partners then hope to inspire potential business prospects, consumers or loyalty. The 

content marketing approach is broadly recognized in today’s advertising industry and 

is becoming increasingly popular among advertisers. A central and frequently used 

concept in its terminology is ‘dialogue’ (“What Is Content Marketing?”, Content 

Marketing Institute, May 8, 2013). 

 In relation to partnerships and their role for the media organization, the term 

‘dialogue’ was widely used among my interview subjects. Stephanie Kent from the 

partnerships department at TED in New York sees partnerships as means for 

spreading ideas “by creating relationships with other organizations”. Such 

relationship, she claims, “also creates new ideas by bringing together collaborators, 

who might not otherwise be working together” (personal communication, May 14, 

2013). Partners play a more active role for TED, than e.g. conventional advertisers 

do for traditional commercial media.  

The use of words of my interview subjects from TED in New York reflects 

official statements on TED.com about partnerships:  

 

“This is an invitation — an opportunity for corporations to become a part of 

TED’s global culture of innovation. Participatory, informal and explosive, this 

program brings experts from the TED community and industry together to 

work on projects that require different points of view” (partners.ted.com, July 

2013) 
 

None of my interview subjects commented directly on the actual financial aspects of 

partnerships. ‘Dialogue’ was highlighted as the main driver for establishing relations 

with market institutions. This paints a picture of TED wanting to play an intermediate 
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role, by inviting corporations to enter a “participatory, informal, and explosive” 

universe, where dialogue between the TED community and “industry” can happen.  

This role of partnerships seems, at least through its presentation by official 

TED employees, to fit well together with Carpentier et al.’s (2003) ‘rhizome’, which, 

as we know, is characterized by its contingency and ability to build linkages in 

multiple directions. Community media seen as rhizomes cut across borders between 

civil society, on one hand, and market institutions, on the other hand. Deleuze and 

Guattari find that they “establish connections between semiotic chains, organizations 

of power and circumstances relative to the arts, sciences and social struggles” (as 

cited in Carpentier et al., 2003, p. 61).  

  

4.1.4.  Sub-conclusion: A hybrid alternative vision  

TED seems to have circumvented the potential threat for the survival of community 

media that I described in “Community media: ‘Discursive isolation’ and opportunities”, 

page 27. TED has done so by incorporating a business model that is a hybrid 

between using alternative media rhetoric and contemporary trends in advertising. 

TED has avoided the pitfall that other community media fall into by completely 

counting out the possibility of forming strategic alliances with the corporate world, in 

fear of losing legitimacy and oppositional identity.  

 

4.1.4.1. Outward perspective is highly contingent 

TED’s outward perspective is utilized in such a manner that its mission of spreading 

ideas is amplified through means of acquiring funding and distribution that resemble 

contemporary advertising and content marketing partnerships.  

The high level of contingency, characteristic of TED’s open attitude towards 

its opposition, describes its outward perspective. However, TED holds a relatively 

vague antagonistic position toward what it is alternative to by not holding on to its 

alternative values as critical for its identity. It is therefore difficult to understand TED 

as a radical alternative media through its outward perspective, albeit Chris 

Anderson’s indication of TED’s antagonistic position insinuated a radical stance 

toward the corporate world, if not the capitalist system altogether.  
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4.1.4.2. A reinvention of neoliberal hegemonic coherence? 

From a critical point of view, TED’s outward perspective demonstrates a willingness 

to be flexible enough to incorporate neoliberal practices of mainstream media and 

market institutions.  

Behind TED’s strict internal rules for how to engage with partners and its 

stated radical alternative media values, TED’s strategy for spreading ideas appears 

rather incoherent and less radical in its ways of scales of partnering with hegemonic 

power structures to facilitate social change. The discursive articulation of TED’s 

outward perspective has specific similarities with discourse of neoliberal capitalism. A 

clear example of such a similarity can be found between 

• TED’s way of incorporating corporate world partners into its 

community, on one hand 

• the neoliberal invention of ‘content marketing’, on the other hand.  

 

Dahlberg and Phelan (2012) argue that neoliberalism “has been able to sustain its 

hegemony and ideological coherence by continually rearticulating and reinventing 

itself” (p. 27). Thus, from a highly skeptical point of view, TED’s outward perspective 

could be considered as a mere example of how such rearticulation and reinvention 

takes place. 

 

Hypothetically, TED has the potentiality of facilitating contestation of societal 

structures, as it invites partners to engage in its own radical alternative media value 

set and be part of the TED community. E.g. partners are invited to “be challenged to 

positively impact your community and the planet in new ways” (“For TEDx Sponsors”, 

ted.com, July 2013). However, it is questionable whether the nature of TED’ outward 

perspective is able to change status quo into a direction that is more democratic, or if 

it merely, and paradoxically, helps hegemonic powers rearticulate and reinvent 

themselves to sustain the challenges of counter-hegemonic contestation.  

 

4.2. Sub-analysis II – Inward perspective 

I explore TED’s inward focus of building and nurturing a community. To do so, I 

analyze empirical data from the thematic category ‘Inward’, and explore how TED, in 
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order to seek to understand how the organization benefits from its community, builds, 

preserves, and uses its global TEDx community.  

The analysis is based on Carroll and Hackett’s (2006) thoughts on defensive 

forms of democratic media activism, which I use as a line of direction – i.e. TED’s 

inwards perspective to civil society (Carroll & Hackett, 2006, p. 97). To support this, I 

draw on theory from Carpentier et al.’s (2003) approach to understand community 

media as ‘serving a community’. Throughout this sub-analysis, I discuss TED’s 

inward perspective through discourse theory from my macro level analytical 

framework. Firstly, I describe the TED community and, more specifically, the TEDx 

community, its nature, size and structure. Here I explore how it is being built, by 

looking at the measures taken to facilitate access and participation in the community. 

Secondly, I explore and seek to understand how TED uses and benefits from the 

community. Finally, I conclude the sub-analysis, by drawing on findings from 

throughout the analysis.  

 

4.2.1.  Building the global TED community 

To explore TED’s global community building, I use TEDx as a case study. Based on 

as well interviews with subjects from the organization, as personal observation from 

being a part of TEDxCopenhagen, I have found that TEDx provides a clear example 

to research TED’s inward perspective to civil society. 

 

TED believes passionately in the ability of ideas to change the world. Therefore, it is 

building a community “of curious souls to engage with ideas and each other” (”About 

TED”, ted.com, July 2013).  

After TED Talks in 2006 became freely available for everyone in the world 

with Internet access, popularity started to grow, and the TED brand became highly 

regarded throughout Western societies. This popularity was, and still is, the breeding 

for what would eventually become the TEDx community. Its growth pace is reinforced 

significantly by globalization and the constant development of information and 

communication technologies. One example of this is Facebook, where users share, 

like, and comment on TED talks. Another one is the free streaming platforms that 

make it possible to watch conferences and events live, from anywhere in the world, 

where Internet access and media literacy allows it.  
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 Before TEDx, the TED community consisted solely of the audiences at the 

TED conferences and the users of different discussion boards on TED.com. The TED 

Community on TED.com is something between Facebook and LinkedIn, social 

networking website for professionals – anyone can potentially open an account. 

Here, the demographics of members show vast diversity in cultural, ideological, 

religious, and economical beliefs (“TED Community”, ted.com, July 2018). These 

members take part in conversations about TED talks or other subjects.  

Thus, TED serves a community, in the sense that it provides the public with 

access ”in terms of the opportunities … to choose varied and relevant programs and 

to have a means of feedback to transmit its reactions” (Carpentier et al., 2003, p. 55). 

As such TED provides access to the ‘Reception of meaning’ (Fig. 2, p. 30), which 

Carpentier et al. (2003) characterize as one out of two approaches to fully 

understanding access considered relevant in defining community media. The other 

approach to access is ‘Production of meaning’ (Fig. 2, p. 30). This approach defines 

access to and participation in the content-producing organization and through 

participation in the produced content.  

So far access to the content-producing organization had been limited to those 

employed by TED. The rollout of the TEDx program, as I describe below, helped 

bring some measure of change in this condition. 

 

4.2.2.  Diversity and curiosity, through ‘radical openness’ 

Director of TEDx, Lara Stein, describes what drives TEDx as “the philosophy of 

radical openness” (Lara Stein, May 20, 2011). This resonates well with TED’s values 

‘curiosity’ and ‘diversity’ and implies a fundamental willingness to change closed 

structures.  

• But how diverse is TEDx in reality?  

• What is TED ‘curious’ to find out through TEDx?  

• And finally, how radical in its openness is the TEDx program in reality? 

  

The unconventional choice of offering the TED format and brand to the public was 

made in 2009. Deputy Director of TEDx, Salome Heusel, believes that “when people 

think about TED and what's unconventional about it, they think about us opening the 
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brand and giving it away, as the sort of unconventional part” (personal 

communication, April 18, 2013).  

 

“Radical openness is the idea that we're willing to take the risk to give our 

brand away. In other words, have other people use it as a platform to spread 

ideas. We believe that we can grow as an organization, as a community, as a 

platform by giving it away. We believe that we can grow as an organization, 

as a community, as a platform by giving it away” (personal communication, 

April 18, 2013) 

 

This made it possible for the community actively to take part in TED’s mission, not 

only from “geographically defined places, but also in cyberspace, such as user 

groups” (Carpentier et al., 2003, p. 54). Consequently, the community now allegedly 

had access to the ‘content-producing organization’ (Fig. 2, p. 30), by being allowed to 

host TEDx events and thereby produce content and thus co-decide on content for the 

TED.com platform.  

The demographics of TEDx organizers, as presented on TED.com, are vastly 

diverse. In the “Organize An Event” section, five examples of different TEDx 

organizers are presented as a way of emphasizing the diversity that TEDx has 

brought along: “A strategic planner at NASA”, ”A South African filmmaker living in 

Jerusalem”, ”A Turkish product designer and inventor”, “A digital strategist at a 

Toronto ad agency” and ”An African reforestation activist” (ted.com, July 2013). 

However, in order to host a TEDx event, people in community have to apply for a 

license, which is granted by the TEDx team at TED’s headquarters in New York. How 

exactly applications are reviewed is not disclosed to the public. Nevertheless, the 

“Organize An Event” section of TED.com states that “Anyone, anywhere in the world, 

is eligible for a license to organize a TEDx event” (ted.com, July, 2013). Applicants 

only have to live up to the following criteria in order to be taken into consideration: 

• Organizers under age 18 must be supervised by an adult. 

• TED does not grant licenses to those associated with controversial or 

extremist organizations. 

• TEDx events may not be used to promote spiritual or religious beliefs, 

commercial products. or political agendas. 
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• Organizers may not affiliate the TEDx or TED brand with other conferences, 

or with commercial endeavors 

(”Organize An Event”, ted.com, July 2013) 

 

It is therefore hard to say, whether this makes up for an invitation of the whole 

community to participate through TEDx, or whether in fact this application process 

excludes great parts.  

 When a license, which allows for the licensee to organize one event, is 

obtained, the next step is building a local TEDx team of co-organizers and 

volunteers. The licensee can choose freely who to assign these positions to. The 

local TEDx team establishes its local TEDx community, by building creating 

awareness in the local public and partnerships with local organizations and 

corporations. In this sense, the TEDx community is built and nurtured on two levels: a 

central level and a local level.  

 

On the central level, i.e. in the perspective of TED, the TEDx community is built to 

mobilize local licensees. On the local level, i.e. in the perspective of local TEDx 

licensees, the community is the target group of its events and, potentially, the source 

of participatory and financial resources. 

 

TED’s values and officially stated “philosophy of radical openness” have the purpose 

of signaling that TED embraces radical contingency. The TEDx program is based on 

radical openness and thereby an alleged recognition of the fundamental dependency 

“on relations with other entities” (Dahlberg & Phelan, 2012, p. 16) to build an identity.  

Thus, TED’s initiative to appear inclusive in its TEDx organizational practices 

it is founded on a ‘logic of difference’. TED hereby seeks to appear as aiming at 

exposing ‘heterogeneity’ – the outside that cannot be described or given an identity 

within the discursive negotiation at play. TED does so by inviting people from outside 

TED to take part in the articulation of its identity. However, for TED’s openness to be 

understood as radical, Dahlberg and Phelan (2012) claim, it would involve “a type of 

hegemonic politics that, in order to remain always open to excluded identities and 

elements, institutionalizes its own contingency” (p. 30).  

In the following, I analyze organizational practices in TEDx to understand if 

TED has managed to “institutionalize its own contingency”. I seek to understand the 
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degree to which “radical openness”, i.e. logic of difference, is embedded in the 

organization.  

  

4.2.3.  Controlled diversity and particular curiosity 

Employees in the TEDx section of the TED headquarter offices oversee the process 

of every organized TEDx event, from license application, over planning procedures, 

to execution. All licensees are provided with strict guidelines for what to do and not to 

do, together with a comprehensive set of recommendations for how to design, 

promote, and sponsor a TEDx event. Salome Heusel manages the team in New York 

that oversees the TEDx program on a global level. She outlined for me, how her team 

is put together: 

 

“… we think of our team as the life cycle of an organizer – or a license. So we 

have ‘Applications’ … [for when] somebody comes and approaches TEDx for 

the first time, [and] they are dealing with applications, to receive their license. 

And then, they move over to ‘Branding’ – we have a branding department – 

and this is where they find out, how do I make my logo, what do I need to do 

to put out a TEDx event essentially. And then they move, the day after the 

event happens … to ‘Post event’ – so we have a whole department that deals 

with post-event and people in that department deal with what happens to the 

videos that were taken at the event, 'how do I get a new license' – everything 

that starts over. I manage the people that work on that process” (personal 

communication, April 18, 2013) 

 

TEDx may be organized in line with the aim of community media to “enable and 

facilitate access and participation” (p. Carpentier et al., 2003, 55), in that a team of 

supporters from TED is designed to reflect the needs for support during “life cycle of 

an organizer – or a license”. However, these enablers and facilitators, i.e. TED, also 

regulate and control TEDx, e.g. in accordance with brand guidelines. In that context, 

it occurs that TED’s initiative of cultivation its ‘curiosity’ by embracing ‘diversity’ is 

effectively an initiative for expanding the organization on its own conditions and build 

global support. 
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 On a local level, TEDx licensees put together a team of co-organizers whose 

responsibilities are to design, curate and promote the event. Local TEDx 

organizations have no guidelines for how it chooses its division of responsibilities. In 

TEDxCopenhagen, each of the following fields of responsibility is divided into 

individual teams: Speakers, Communication, Production, and Partnerships – each 

with a co-organizer in charge. Each team has a head, whose responsibility it is to find 

people through networking and/or community involvement to handle the tasks of the 

team. In other words, this takes place without public job postings, which arguably 

limits the inclusivity of the local community substantially. This is inconsistent with 

‘radical openness’ and complicates TED’s legitimacy. 

 

4.2.3.1. Strengthening the organization through TEDx style decision making 

It can be discussed whether TED’s incentive for “giving away” (Salome Heusel, 

personal communication, April 18, 2013) the brand is adequately described by 

‘curiosity’ and ‘diversity’. Salome Heusel’s expression implies that it is ‘given’ for free, 

as opposed to ‘sold’. In the perspective of helping the growth of TED, however, the 

promotion of unpaid work in local TEDx teams could also be viewed as a means of 

gaining free labor.  

In TEDxCopenhagen, however, it is by no means characterized as such. The 

team of co-organizers here depends on volunteers, who sympathize with the TED 

way of sharing ideas, and who have a desire for working in a non-profit project. 

Former head of the Communications team, Mette Oehlendorff, who also works as a 

lecturer at a Copenhagen university, express why she decides to work for TEDx with 

no remuneration: 

 

“I’ve been a TED fan for many years and use TED talks actively in my 

classes. So I joined the team of co-organizers, because I wanted to give 

something back to the community … In addition to that, TEDx consist of an 

innovative and strong network of people, who are inspiring to work with … 

You could say that it comes down to working for a non-profit project together 

with other creative people in Copenhagen that drives me” (personal 

communication, July 8, 2013) 
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These reasons are very common among the TEDxCopenhagen team members. The 

sense of working together with people in a group of volunteers seems to be a 

pleasant break from daily routines at conventional workplaces or educational 

institutions. A reason for this could be the horizontally structured communication 

processes at TEDxCopenhagen. 

 Other than in terms of dividing fields of responsibilities among co-organizers, 

formal organizational structures in TEDxCopenhagen are more or less non-existing. 

Everyone, from the licensee to the greenest newcomers, have a say, when questions 

are raised in forum. This way of communicating is different from that of mainstream 

media, who are often characterized by vertical structures. It shows that horizontal 

communication within community media offer alternative ways of organizing, which 

Carpentier et al. (2003) claim can potentially come to show in a desire for 

experimenting with alternative formats and genres (p. 57).  

In TEDxCopenhagen, this desire is exposed through the choice of ‘forum’. All 

online communication takes place on web-based platform for organizing team 

communication, called Podio. All communication in and across teams is open for all 

members to take part. This platform offers many different alternative methods for 

interacting within teams and for reaching out to social surroundings, which in this 

case is the online local TEDx community, i.e. followers on Facebook and Twitter.  

 

Crowdsourcing the community 

Much of the communication that takes place is concerned with community 

engagement in one way or another. E.g., the Communication team is concerned with 

engaging the community to take part in promoting the event by sharing Facebook 

posts with friends. The Speakers team is also highly concerned with the community. I 

asked Head of Speakers, Ronni Tino Pedersen, how he would define the TEDx 

community and its relations to his field of responsibility: 

 

“[The TEDx community] is a community of interests. It confirms those who are 

part of it in their identity, values and belief in their own direction in society. 

The belief that ideas become bigger by being shared and that the ideas on 

stage at TEDx are good and true” (personal communication, June 25, 2013) 
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Based on this understanding, he finds it relevant and convenient to utilize the 

community for "crowdsourcing of ideas for potential speakers” (personal 

communication, June 25, 2013). Crowdsourcing is a popular expression for 

outsourcing problem-solving or production process to a crowd. In other words, and in 

line with Carpentier et al.’s (2003) ‘production approach’ to access (p. 55), Pedersen 

and the Speakers team ask the TEDxCopenhagen community to ‘co-decide on 

content’ by helping find potential speakers for a TEDxCopenhagen event.  

Crowdsourcing is also used for local expansion. The team of co-organizers in 

TEDxCopenhagen has recently chosen to focus on expanding the TEDx platform to 

other parts of Copenhagen and to the rest of Denmark and Scandinavia. The plan is 

to do so by calling attention to the ability for people in the community to access ‘the 

content-producing part of the organization’ (Fig. 2, p. 30) themselves. In other words, 

they are crowdsourcing future local TEDx licensees. Lærke Ullerup see a great 

unfulfilled potential in working to encourage more wide-ranging participation, by 

explaining to people: 

 

“… how they can be a part of this universe and how they can start their own 

thing. So the ultimate success for me is if someone from Aarhus wants to do 

this, or if we can inspire [the Danish Technical University] to do their own 

TEDxUniversity event … all types of TEDx events that could take part in 

making this platform grow” (personal communication, June 14, 2013) 

 

Crowdsourcing on a central level 

This reflects how building the TEDx community is understood on a central level. 

Here, Salome Heusel believes (personal communication, April 12, 2013) that 

‘ordinary’ one-way communication in TED is transcending. It has become more of “a 

two-way street” (personal communication, April 12, 2013) after TEDx is part of the 

organization, compared to when TED started as a conference. It has become “one of 

the primary parts of the strategy” for the TEDx program: 

 

“There are so many ideas for example that come from the TEDx community 

that we would have never been able to come up with … A lot of what we've 

created in this program is based on feedback. We're constantly asking the 

community for feedback. ‘Does this work?, ‘Does this not work?’, ’How would 
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you go about doing this?’, ‘We're trying to change this?’, ‘What are some of 

the best experiences you've had that would help us form this process of us 

trying to make it better for you?” (Salome Heusel, personal communication, 

April 18, 2013) 

 

In this sense, a considerable part of TEDx’ growing size in the TED organization has 

been based on crowdsourcing. E.g., when local organizers give feedback to TEDx in 

New York about best experiences concerning a given matter, they could be 

considered to ‘co-decide on policy’ and thereby the ‘production of meaning’ in TEDx 

program. However, these communication processes, which at first may appear 

democratic and ‘horizontally structured, could also be described differently, in a more 

critical approach. The ‘feedback’ initiative, which Heusel says constitutes “a two-way 

street”, cannot be identified as entirely ‘horizontal’. It only exists on the basis of a 

vertically articulated requirement of post-event feedback (“Organize An Event”, 

ted.com, July 2013). With this, TED aims to solve problems to its own advantage. 

Thus, from a critical viewpoint, the feedback initiative is merely free input and it is 

solely up to the receivers of the feedback, i.e. TED, to decide what is taken note of 

and what is discarded. Some organizational practices within TED, however, exist 

because of TEDx feedback.  

 Responding to my wish for an example of how the TEDx program has been 

able to use the feedback of the community directly, Heusel mentioned the 

TEDxSummit in Qatar – a yearly gathering of TEDx licensees held for the first time in 

2012. Interestingly, Heusel states that this event, which was organized by TED, was 

a product of the feedback that TEDx organizers from around the world had 

contributed with.  

 

“And now, the Fellows program is doing a Fellows Summit - so there's 

definitely learnings that we bring back and say ‘This thing really worked for us 

– maybe it's time for all the Fellows to get together somewhere and do kind of 

a similar exchange!” (Salome Heusel, personal communication, April 18, 

2013) 

 

Based on the encouragement of participation among local TEDx organizers, 

feedback can influence how other parts of the TED organization develops. 
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TEDxCopenhagen licensee, Lærke Ullerup, takes a similar view on the question of 

access to and participation in the ‘content-producing organization’. She has felt a 

strong interest from TEDx in New York to hear her opinion in connection with 

different organizational issues. Recently, the people in New York have used Ullerup’s 

cultural understanding of the region, as well as her relatively long experience as a 

part of the global TEDx community, to consult her on screening procedures of license 

applicants from the region.  

  

4.2.4.  Sub-conclusion: Diversity and standardization 

TED’s manifestation as ‘radically open’ is highly questionable. Seeing that license 

application processes and one-sided evaluation of feedback could possibly have 

excluding effects on TEDx’ organizational and media practices, the term radical is in 

reality invalid. TED covers for this invalidity, by applying a ‘dual strategy’.  

• On one hand it articulates inclusivity using logic of difference, which paints the 

picture that TED wants to institutionalize its contingency through TEDx. The 

TEDx program is a way for TED to embed ‘diversity’ and ‘curiosity’ in 

organizational practices.  

• On the other hand, TED at the same time is regulating and controlling 

organizational and media practices in TEDx with guidelines, application 

processes, and structural support for organizing events.  

• Thus, in many ways the global TED community is a community that is, 

ultimately, vertically articulated and moderated from TED’s side.  

 

In other words, it is a community, because it is granted permission to be a 

community. This raises critical questions about the definition of a TED community. 

Carpentier et al. (2003) define community as “actively constructed by its members 

and those members derive an identity from this construction” (p. 54). This 

corresponds only partly with the TED-assisted construction of the TEDx.  

However, as Carpentier et al. (2003) note, “people extract a ‘community 

identity’ from their own constructed social communication structure” (p. 54). This 

reflects the feeling among TEDx subjects. As we have seen in passages of my 

interviews with people from TEDxCopenhagen, they frequently use the term 

‘community’. In this way, TED’s radical openness, which seeks to embrace ‘diversity’, 
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could be partly undermined by this paradoxical ‘dual strategy’. Standardizing 

mechanisms, such as application process and strict branding guidelines, align TEDx’ 

organizational and media practices in accordance with TED’s vision and values.  

Thus, the diversity in quality of the global community of TEDx could potentially 

turn out as plurality in quantity. Critics would argue that this plurality helps TED 

spread ideas, quantitatively.  

 

Even though TED has the final say when it comes to who can organize TEDx event 

and retain control over organizational and media practices to ensure adherence to 

TED’s standards, TEDx has become an extremely popular tool for communities to 

spread ideas and voice themselves. TEDx has been held around the world to give 

voice to marginalized and under-represented audiences, such as in the developing 

world, women, kids/youth, and university (“About TEDx”, ted.com, July 2013).  

While this thesis’ empirical data remains representative for only a small 

fragment of the global TEDx community, my research’s findings expose a certain 

focus on facilitating access and participation in the community. Because of 

questionable and potentially excluding activities, this may not necessarily sufficiently 

indicate TED’s potentiality of enhancing democratic values in societal decision-

making.  

However, in an isolated sense, the TEDx model could prove to be useful 

within certain social settings. If the picture painted by my findings of horizontal 

organizing and crowdsourcing for ideas can be transferred to other TEDx 

organizations, say e.g. in developing countries, the potentiality for facilitating 

democratic contestations of societal structures and eventual social change could be 

high. On the basis of facts like this, TED claims that the TEDx program is proof that 

TED is not elitist. Critical voices point to this claim with accusations of tokenism. 

 

4.2.4.1. Tokenism 

TED remark that the TEDx program produces projects whose ideas flow, not only 

from the elites’ initiatives, but also from activists and ‘common people’ from the 

bottom of the social pyramid.  

TEDxKibera is showcased as an example of how TEDx takes place in the 

developing world (“TEDx in the Developing World”, ted.com, July 2013). Claimed 

activist, Suraj Sudhakar, organized this event in one of Kenya’s slums in 2009. 
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Together with Sudhakar, TED launched “TED Activators” – a program “training” 

“activists” in organizing TEDx events and developing TED communities in the 

developing world, funded by philanthropist, Bill Gates.  

Social media theorist, Nathan Jurgenson (February 15, 2012) sees TED’s 

diversity of representations especially on the marginalized groups, such as through 

TEDxKibera, as tokenism – i.e. as a mean for creating the false appearance of 

inclusivity of a minority to deflect accusation of discrimination. He suggests: “It is 

better to be more inclusive through and through than to segregate marginalized 

groups into their own token corners. But the TED style aligns much more easily to 

articulating ideas that sell than ideas that concern power, domination, and social 

inequalities”.  

He thereby implies that TEDx fosters the assumption that TED caters the 

causes and interests of all societal groups and disguises TED’s real purpose, which 

is exploiting and monetizing marginalized groups.  

In the next sub-chapter, I discuss this quite hard accusation and hold it up 

against the outward perspective of TED, which I considered in the first of my sub-

analyses.  
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5. DISCUSSION 

In this subchapter I  

• discuss TED’s dual perspective and how it is reflected in TED’s media 

practices 

• discuss and reflect on the benefits and drawback that TED faces by 

employing both an inward and an outward perspective in its mission of 

spreading ideas, inspired by Caroll and Hackett’s (2006) observation of a 

‘dual perspective’.  

 

Thus, TED’s dual perspective is comprised of the interrelationship between TED’s 

perspective toward cooperating with the corporate world and its perspective towards 

fostering community participation.  

• Firstly, I briefly sum up some of my key findings from sub-analyses I and II 

and discuss them in a dual perspective.  

• Secondly, I discuss the details of these findings, understood as inherent in 

a dual perspective, for TED’s curatorship.  

• Thirdly, I discuss TED’s role in the ‘idea industry’ and how potentially 

excluding curatorship practices and structural bias determines the 

marketability of the TED product.  

• Fourthly, I discuss TEDxCopenhagen’s view and reaction on an 

increasing commercialization of TED. 

 

5.1. TED’s dual perspective 

TED’s vision introduces a distinction from capitalist media organizations and presents 

its media practices as a supplement to those of mainstream media. As we have 

seen, dissecting the organization’s inward and outward perspectives highlight 

questionable aspects of this distinction.  

A closer look at TED’s inward perspective to civil society, showcased through 

a dissemination of its approach to build and utilize the TED community, raises critical 
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questions about the legitimacy of the organization’s vision and the true meaning of 

the values ‘curiosity’ and ‘diversity’. E.g. critical questions concern discrepancy 

between the TEDx philosophy of ‘radical openness’ and potentially excluding 

organizational practices. TED’s outward perspective to establish partnerships with its 

corporations including mainstream media has also shown to raise critical questions 

concerning the legitimacy of the vision and values.  

Especially with regards to the clear discrepancy between Chris Anderson’s 

definition of TED’s alternative, as opposed to mainstream, media identity on one 

hand, and its simultaneous willingness to establish partnerships with mainstream 

media on the other hand. TED’s interrelationship with its ‘constitutive Other’, the 

corporate world, is amplifying the mission of spreading ideas. However, the degree, 

to which TED uses mainstream media advertising practices to attract its partners, 

complicates the legitimacy of Chris Anderson’s stated values.  

 Considering the two perspectives in relation to each other, the dual approach 

points to further problematization of the legitimacy of TED’s alternative media values. 

All the free labor that volunteers contribute with in the “radically open” TEDx network 

could be considered as providing legitimacy for TED, since the alleged diversity of 

the TEDx community supports the values ‘diversity’ and ‘curiosity’. In a critical 

perspective, TED arguably sells this legitimacy to ‘the enemy’ through partnerships 

with the corporate world. Thus, TED’s dual perspective makes it possible to harvest 

legitimacy from the inward perspective and trade it for sponsorships through the 

outward perspective.  

The willingness to cross boarders as such also highlights the contingency of 

alternative media and thus the ability to see TED as a ‘crossroads’ – a place where 

market institutions, i.e. corporations that establish partnerships with TED, can meet 

with civil society, i.e. the TED community, and “challenge” each other’s ideas (see p. 

58). As we found in sub-analysis I, it is questionable however, to what degree this 

challenge exists in reality.  

  

Approaching TED as deliberately having a ‘dual perspective’, it allows us to 

understand the organization’s antagonistic position toward, and simultaneous 

agonistic interrelationship with, the corporate world, in a different and somewhat 

more nuanced light. In other words, TED’s inward and outward perspectives could 

also be seen as working together in a dynamic interrelationship, which could 
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ultimately improve TED’s potentiality for creating social change. In this view, TED 

does not only function as “an instrument giving voice to a group of people … , but 

[can also] function as a catalyzator, re-articulating impartiality and grouping people 

and organization active in different types of struggle” (Carpentier et al., 2003, 62). In 

the following, I discuss how TED’s dual perspective affects the curatorship of TED 

and weigh the advantages and drawbacks in relation to TED’s alternative media 

vision against each other. 

 

5.1.1.  Structural bias and ideas not worth spreading 

TED’s alternative media values and branding have long been questioned and 

criticized. E.g., critique has pointed out Western and, so-called, “elitist” bias. This 

bias allegedly exists, among other places, in TED’s selection of audiences.  

Even though most parts of the TED universe are available online for anyone 

with Internet access to watch, physical access is only possible through an invitation; 

either to become part of the team of co-organizers or volunteers in TEDx, or to 

become speaker, audience, or partner at either TED or TEDx conferences. The latter 

is what, in TED terminology, is called the curation process. In accordance with its 

dual perspective, TED in this process has to balance, the interests of civil society and 

corporate worlds stakeholders. 

 Curating TED events “is at the heart of everything” the media organization 

does (“Designing Your Event”, ted.com, July, 2013). It is therefore clearly 

communicated to TEDx organizers. E.g. as a “help” to how organizers should 

determine “whether an idea is worth spreading or not”, the following guidelines apply: 

 

Guideline 1: No selling from the stage 

Guideline 2: No political agendas 

Guideline 3: No religious proselytizing (including new age beliefs) 

Guideline 4: Only good science 

(ted.com, July, 2013) 

 

These guidelines, which allegedly reflect TED’s own way of curating, serve to secure 

a certain quality and stay clear of self-promoting, commercial and political 

exploitation of the TED brand’s legitimacy. However, they also complicate the 
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implementation of TED’s alternative media values. The guideline to prevent political 

agendas lowers the probability of presenting TED talks that challenges political 

aspects of the world that TED wants to “change” (“About TED, ted.com, July 2013). 

This effectively eliminates antagonism and constructs an illusion about post-political 

consensus.  

In 2012, a much-discussed TED talk by entrepreneur and venture capitalist, 

Nick Hanauer, was chosen, by Chris Anderson, not to be worth sharing, i.e. 

published through TED.com. Subsequent criticism expressed the concern that this 

was in fact an act of censorship. Hanauer’s talk criticized U.S. tax exemption policy 

and challenged the conventional opinion that rich entrepreneurs are the number one 

job creators: 

 

“When the biggest tax exemptions and the lowest tax rates benefit the richest, 

all in the name of job creation, all that happens is that the rich get richer.  

…, ladies and gentlemen, here’s an “idea worth spreading: In a capitalist 

economy, the true job creators are the middle-class consumers and taxing the 

rich, to make investments that make the middle-class grow and thrive is the 

single shrewdest thing we can do – for the middle-class, for the poor and for 

the rich” (Hanauer, May 17, 2012) 

 

The talk was deemed too politically controversial and Chris Anderson stated 

that “a lot of business managers and entrepreneurs would feel insulted by that 

statement as given” (Wyler, May 17, 2012). This statement is highly problematic, 

since it is in direct contrast to the invitation for partners on TED.com: “be challenged 

to positively impact you community and the planet in new ways” (For TEDx sponsors, 

ted.com, July 2013). Thus, critics accuse the “curation” to be a cover for censorship. 

This compromises the legitimacy of TED’s alternative media identity considerably 

and points to an attempt to standardize TED content to be a marketable product. 
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5.2. Commodification of the TED product and the ‘Idea 

Industry’ 

This excluding “curation” indicates either an attempt by TED to uphold a balance 

between interests for a greater and centrally defined common good or a capitalist 

stakeholder bias. Either way, it undermines the value of ‘truth’, by deselecting a 

challenging idea and deeming it not “Worth Spreading”, for the sake of not insulting 

“a lot of business managers and entrepreneurs” – be that within the TED community 

or among corporate partners.  

It seems, from a critical standpoint, that TED is afraid of its ideas losing a 

certain market value. Thus, again, a discrepancy between TED’s vision and media 

practices appears. By only choosing content that is broadly acceptable and 

marketable from “different types of elites” and excluding that which is too political and 

may offend other stakeholders, TED takes on the mainstream media trait of being 

“geared towards large, homogeneous (segments of) audiences” (Carpentier et al., 

2003, p. 56) and becomes subject of “structural bias” (p. 57).  Thus, TED fails to 

consistently offer “representations and discourses” (p. 56) that are alternative to 

those presented by its constitutive Other, the mainstream media. 

 

Further criticism toward TED suggests that this curation process has failed to foster 

diverse societal representation and participation, which has resulted in a post-political 

consensus-driven TED community. Economist and TED critic, Umair Haque remarks 

that “ideas conferences” like TED are characterized by an “ethical vacuum” (March 6, 

2013). He believes the curation of TED events, results in a certain “TED world”, 

where everyone agrees and pad each other’s shoulders: 

 

“…, in TED world, there are heroes, but no villains. There are self-reliant 

supermen; but no rent-seekers, no criminals, no charlatans, no mountebanks, 

no fraudsters, schemers, or...just plain humans. There is good, but no evil. No 

ethics is possible given this calculus. It is an anti-ethic that perfectly describes 

the vacuity of our age” (Haque, March 6, 2013) 
 

Haque here expresses a worry that TED’s dual perspective curation, which he 

calls “TED-ification” of ideas, reduces great ideas and important discussion into 
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superficial commodities (Haque, March 6, 2013). The commodification of ideas is 

ultimately a commodification of the community and, in effect, a way of monetizing 

TED’s alternative media identity.  

My findings show a certain awareness of an increasing commercialization of 

the TEDx community, which I discuss in the following section. 

 

5.2.1.  Internal alertness toward commercialization of TEDx  

Umair Haque’s rant against TED touches a chord with TEDxCopenhagen licensee, 

Lærke Ullerup. She is puzzled by seeing the extent to which corporate brands have 

become a permanent and increasingly obvious part of the TED experience. At 

TEDActive, another gathering for TEDx organizers in Palm Springs, the 

commercialization had gotten out of hand: 

 

“... I thought that in some way it was too much. Why did there have to be 

huge Coca Cola fridges everywhere with Coke and 37 other beverages to 

choose from? A giant overload of sponsored chocolate and chips … Do you 

want a vegetarian wrap or a juicy cheese burger?” (Lærke Ullerup, personal 

communication, June 14, 2013) 

 

Her concern over the massive presence of sponsors, combined with a 

general worried feeling about the future of TEDx, made her think about how this 

could potentially influence the community. Since she got her license, just after the 

rollout of TEDx in 2009, she has had a peculiar feeling about how TED as an 

organization and a global community has developed.  

 

“What I’m curious to know is where are we going with this? What is the next 

step? And it seems as if… I think TED talks a lot about this reached goal, 

“now we’ve had so an so many shows [on TED.com]!”, and it is constantly 

hyped up in this big “media institution role”. But what are we going to use it 

for? … Why is it important that we’ve reached 1 billion views on TED.com? 

What does it mean and what difference does it make? I would really like to 

see some more action or something… Carry it into effect!” (personal 

communication, June 14, 2013) 
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Ullerup used her thoughts and reflections “on behalf of the community” and 

transformed it into the 2013 theme of the TEDxCopenhagen conference, which will 

be held in September: “Mirror, mirror” – a Snow White reference to highlight the 

importance of calling one’s own actions into question. By choosing a theme that sets 

the stage for self-reflection, she hopes to explore the increasing commercialization 

and self-governance of TEDx , and  “how it influences what we create together” 

(Lærke Ullerup, personal communication, June 14, 2013). It is not to question the 

sincerity behind the community’s participation, she remarks. She is curious to explore 

the “wrapping” of the whole thing. These thoughts indicate signs of constructive 

learning in the TEDx community and, since the theme is by now (July 2013) accepted 

by TED in New York, democratic management. However, it is unclear how this self-

reflection will take place and whether its outcome, if successful, will be able to 

challenge anything. 

 

5.3. A dynamic relationship that spreads ideas 

TED’s dual perspective makes it possible for TED to foster civil society participation 

and draw on market driven amplification. Had it not been for the inwards perspective 

to foster a community, in this thesis illuminated through the case of TEDx, TED would 

not have the same appeal to the corporate world.  

In a quite critical perspective, one could say that TED uses the TEDx program 

as an integrity enhancer and its global civil society representation as a currency. This 

currency is used in trade with corporate world partnerships, in exchange for 

sponsorship and mainstream media distribution. Only a rather low number of the 

ideas from the global TEDx community reach the big platform, TED.com. Right now 

the number of TEDx talks available on TED.com is 251. That counts for 16% of the 

total 1,549 talks on the website. Nevertheless, thousands of TEDx talks will never 

reach further than their immediate community. Every day an average of 45 new 

TEDx talks are uploaded to the official TEDx YouTube channel (youtube.com, July, 

2013).  

 However, TEDx organizers and communities potentially can benefit a lot from 

the dual perspective. Specifically because they can increase the chance of 
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establishing lucrative partnerships based on a desire among local corporations and 

organization to associate themselves with the TED brand.  
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6. CONCLUSION 

In the introduction of this thesis, I explained the potential risks and threats posed by 

the corporate-dominated and highly commercialized media environment. I claimed 

that the conditions of these potential risks and threats are opposed by alternative 

media organizations that seek to enhance democratic values in media and 

organizational practices and thereby facilitate counter-hegemonic contestation.  

My analysis and discussion describe how TED manages to take on the 

challenge of counteracting these risks and threats.  

I have found that, while TED presents itself as a radically alternative, 

community media organization with values that call for social change and counter-

hegemonic contestation, a closer look at its organizational practices tells a more 

nuanced story. In reality, TED is more of a moderate hybrid alternative media 

organization with a heterogeneous, yet hierarchically structured global network.  

In the following, I will explain the consequences this has and, to answer my 

research question, account for the challenges and opportunities related to this. 

 

6.1. TED is rhizomatic  

The complexity in describing challenges and opportunities inherent in TED’s 

community media characteristics is best approached through Deleuze and Guattari’s 

theory of ‘the rhizome’ (Carpentier et al., 2003). Carpentier et al. (2010) clarifies the 

applicability of rhizomatic terminology, by highlighting its ability to decipher the 

contingent and elusive nature of alternative media: 

 

“… this rhizomatic approach will allow us to highlight the role these media 

organizations play as crossroads in a larger civil society network, their 

structural elusiveness and their crossovers into the realms of market and 

state” (p. 163). 
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My analysis has found that TED embodies a development within the alternative 

media movement toward a rhizomatic approach. TED does so by juxtaposing a dual 

perspective of interrelationships with both civil society and the corporate world, in 

facilitating democratization of knowledge. This is a development that makes it 

possible to understand community media as incorporating civil society and corporate 

world entities into the same community.  

My analysis was designed to answer my two research sub-questions and 

therefore divided into an analysis of TED’s outward and inward perspectives (p. 10).  

In the following, I explain how each perspective influences TED’s challenges 

and opportunities in relation to its stated radical vision. 

 

6.1.1.  Toward the corporate world 

As part of an attempt to act out its alternative media vision, TED assumes an outward 

perspective facing the corporate world, where it crosses over “into the realms of 

market and state” (Carpentier & Santana, 2010, p. 163). This perspective plays the 

role of improving the conditions for TED’s mission: “Spreading Ideas” (“About TED”, 

ted.com, July 2013).  

• First of all, it is through the outward perspective that TED finds mainstream 

media and thereby its “constitutive Other” (Dahlberg & Phelan, 2012, p. 28). 

In other words, TED’s oppositional identity, which indicates what TED is 

alternative to.  

• Simultaneously, TED establishes partnerships with corporations that allegedly 

share TED’s vision, for the opportunity of receiving funds or supplemental 

distribution, and in return the partnerships are granted access to the TED 

community of affluent and influential members.  

• This inverts the traditional, radical, and somewhat binary conception of 

alternative media’s role as antagonistic toward mainstream hegemonic values 

and positioned itself as agonistic and exposes TED’s “structural elusiveness” 

(Carpentier & Santana, 2010, p. 163).  

• In this position, TED negotiates with the “carriers of dominant discourses” 

(Carpentier et al., 2003, p. 56) instead of completely working against them, 

with the claimed intent of challenging their visions.  
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• TED becomes a ‘crossroads’ where civil society meets with corporate world 

entities and other organizations.  

   

TED faces the challenge of criticism that questions the organization’s radical and 

alternative media status. This could ultimately have a potentially negative effect on 

TED’s legitimacy as an alternative media and cause the organization to be 

categorized as a mainstream media organization.  

Findings of my analysis indicate that this could potentially harm the TED 

brand in such a manner, that potential financial partners would lose their incentive of 

sponsoring TED.  

The challenges related to being a self-proclaimed alternative media 

organization are many, when the same organization takes on mainstream media 

commercial practices, in order to reach goals. Criticism has addressed TED’s 

increasing marketization of its content as issues that should be of great concern for 

TED (Haque, March 6, 2013). Further, certain of TED’s ‘masked’ advertising 

partnerships can be described in advertising terminology as ‘content marketing’, 

which has become a rather conventional practice of contemporary advertising 

industries. A challenge for TED in this sense is to respond to a potential following 

increase in awareness of such commercial practices among critics.  

 

Further, and perhaps even more critical to TED, internal concern over an increasing 

commercialization of TED and TEDx poses a big challenge. TEDxCopenhagen 

licensee, Lærke Ullerup, expressed her concern over the direction in which things 

seems to go. Thus, TED could one day face the potential challenge of a resistance 

among local TEDx organizers.  

 

6.1.2.  Toward civil society 

TED wants to express an eagerness for institutionalizing its own contingency, 

through an articulated inward perspective toward fostering access and participation 

by its global community.  

TED wants to present itself to its stakeholders as willing to embed the idea of 

‘radical openness’ into its organizational practices, in striving for “truth”, “diversity”, 

and “curiosity” (“TED’s values”, Chris Anderson, February 2002) and changing the 
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world. By ‘radical openness’, TED means the willingness to take the risks linked to 

giving away their brand through TEDx and the belief that this will strengthen the 

organization and help spread ideas (Salome Heusel, personal communication, April 

18, 2013). However, at the same time, strict branding guidelines and rules for 

curating speakers limit the autonomy of local organizers and thereby the diversity.  

 Motivation among local TEDx communities seems to be steady, judging from 

the increasing number of events. Because of the quantity of daily new TEDx talks it is 

challenging for TED to maintain control over the quality.  

 

However, I found that there is also a somewhat deeper potential challenge connected 

to this, i.e. the discrepancy between the manifestation of ‘radical openness’ and the 

simultaneous regulation and control from TED’s side. By looking at the quantity of 

TEDx events, while bearing the strict guidelines imposed by TED in mind, there is a 

potential risk of plurality and quantity replacing diversity and quality. 

 My findings also show that the challenges TED faces in terms of the quantity 

of TEDx content can be resolved by crowdsourcing the TEDx community. E.g. TED 

has asked Lærke Ullerup to function as a regional ‘filter’ of Scandinavian TEDx talks 

for TED’s evaluation (personal communication, April 18, 2013). This is an example of 

how TED’s inward perspective provides the opportunity of utilizing its network to 

evaluate local content more efficiently. 

 

6.2. TED is ‘trans-hegemonic’ 

Even though TED editorially controls TEDx, the rhizomatic nature of the global TED 

community, which exists through TEDx, is carrying counter-hegemonic practices, by 

challenging the common and dominant discourse on mass media’s organizational 

practices. TED seen as a rhizome media contests the arbolic thinking that prevails in 

mass media organizations, by presenting itself as less vertically structured and 

driven on the basis of access and participation by the TED community.  

Nonetheless, TED’s reinvention of its business model into a hybrid between 

alternative and mainstream practices still necessitates corporate world funding. Thus, 

TED does not operate entirely outside ‘the market’ and is therefore ‘trans-hegemonic’ 

(Carpentier & Santana, 2010, p. 165).  
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TED believes, despite its radical stated values, in the interdependency civil 

society with the market for sustainable growth. However, TED firmly states itself as 

independent against any commercial interest, thereby seeking to withhold legitimacy. 

    

 
 

6.3. Applicability of findings onto other professional areas 

My thesis has created new knowledge on contemporary, rhizomatic alternative media 

organization’s opportunities and challenges related to their contingent nature. 

 

This knowledge could be useful for other organizations that assume any degree of 

counter-hegemonic position, such as NGOs, trade unions and various associations.  

In a Danish context, trade unions such as 3F and FOA are struggling with 

employer’s organizations such as DI and Dansk Arbejdsgiverforening, over 

conditions of employment and salary. This happens in what could, to a certain extent,  

be characterized as an agonistic position toward its constitutive Other(s), i.e. at 

tripartite discussions with employers’ organizations and the state (“About 3F”, 3f.dk, 

July 2013). It could be interesting to dissect the trade unions’, potentialities for 

facilitating further counter-hegemonic contestation, by inspecting their ‘dual 

perspective’ toward assuming their mission.  

In other words, analyzing 3F’s outward perspective to corporations, 

employers’ associations, mainstream media and its potentially dynamic 

interrelationship with its inward perspective to its members or community, as well as 

those two perspectives, could highlight noteworthy challenges and opportunities.  

 Another, quite different, organization that could potentially benefit from 

reading my thesis is Højteknologifonden (Danish National Advanced Technology 

Foundation). Højteknologifonden is a government-funded foundation with the mission 

of fostering through grants for high technological innovation based on public and 

private sector collaboration (“About HTF”, hoejteknologifonden.dk, July 2013).  

While this organization is based on fundamentally different values than those 

of counter-hegemonic actors, Højteknologifonden could possibly benefit from 

understanding the opportunities and challenges that TED faces. E.g. in terms of 

striving for political recognition and the dual perspective of nurturing relationships 

with both civil society and the corporate world. Højteknologifonden faces some of the 

same challenges. 
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6.4. Critical reflection on the study 

My study of TED has been based primarily on empirical data about TEDx. This might 

potentially have had limiting effects on its validity and reliability. However, as I have 

openly stated this before, this focus can just as well have meant a more detailed and 

thorough research on a representative and relevant section of the organization. 

 

When I began this study, I had a considerably different perception of TED’s 

alternative media character, which caused me to misjudge my academic focus. From 

this, some limitations have occurred, e.g. in the form of increasingly restricted time in 

relation to a continuously renewed academic scope.  

In a critical perspective, this can have caused me to focus too long on certain 

aspects and thereby have had negative effects on e.g. the consistency in application 

of relevant theory. In a positive light, this could indicate that I obtained a fuller 

understanding of my field of research, as well as of my chosen theory, before I 

initiated my analysis.  

 

I suggest future scholarship to consider deeper, and through longer-term research of 

potential counter-hegemonic and/or democracy-enhancing effects of TED’s 

organizational and media practices. Qualitative research for actual social structures 

that have changed could possibly take place in or around TEDx organizations in 

developing countries, such as Pakistan or China.  
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8. APPENDICES 

Appendix A 
Salome Heusel, TEDx Deputy Director, TED 
Personal communication, April 18, 2013 
 
 
Andreas: How are you? #00:01:10.1#  
 
Good and you? #00:01:10.1#  
 
Andreas: Very good, very good! #00:01:10.1#  
 
Andreas: So we have a whole hour here, is that true? #00:01:10.1#  
 
Uhm, no I think I have 40 minutes. #00:01:10.1#  
 
Oh. #00:01:10.1#  
 
Does that work? #00:01:10.1#  
 
Andreas: That is perfectly fine! #00:01:13.2#  
 
Andreas: Let's get straight to it then. I already started this (diktafon), I hope that’s ok? #00:01:18.8#  
 
Oh, ok, Sure! (humble laughter) #00:01:20.5#  
 
Andreas: It's only so I can transcribe and analyze the text. #00:01:23.4#  
 
Uh huh. Yeah. #00:01:23.4#  
 
Andreas: Is it ok that I ask you questions about TED in general? #00:01:28.2#  
 
Yea, and if I can't answer them - if their in someone else's territory I'll let you know. #00:01:35.7#  
 
Andreas: Yes. This is not official at all. It is only for my master's thesis that I'm writing. I'm writing my master's thesis 
on organizational communication jn TED #00:01:45.9#  
 
Ok #00:01:47.1#  
 
Andreas: First, can I hear about what you do in TED? #00:01:50.8#  
 
So, I'm the deputy director of TEDx. And so that means that I work on overall strategy for the program. As well as, I 
manage different aspects of the team. Essentially, the way that our team is set up is that we think of our team as the 
life cycle of an organizer - or a license. So we have applications, so, you know, somebody comes and approaches 
TEDx: for the first time, they first are dealing with applications, to receive their license. And then, they move over to 
branding - we have a branding department - and this is where they find out, how do I make my logo, what do I need 
to do to put out a TEDx event essentially.  #00:02:38.7#  
 
And then they move, the day after the event happens, then they move to post-event - so we have a whole 
department that deals with post-event and people in that department deal with what happens to the videos that were 
taken at the event, 'have do I get a new license' - everything that starts over. I manage the people that work on that 
process. #00:02:57.0#  
 
Andreas: What kind of an organization do you see TED as? What is TED? #00:03:13.1#  
 
(sigh-laughter, himler med øjnene, smiler) I think TED is... - is this a personal question for me? #00:02:26.6#  
#00:03:20.6#  
 
Andreas: You can answer in either way you'd like. #00:03:24.6#  
 
I see it as an organization that is looking to spread ideas … through various platforms. Through online talks, through 
TEDx events, through the translation community, whatever communities we have - we use those as outlets to spread 
ideas. #00:03:42.1#  
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Andreas: It's not to force a term onto it, but would you say that TED is a media organization? #00:03:46.5#  
 
Absolutely, yeah. #00:03:50.6#  
 
Andreas: Absolutely? Ok - that's interesting. #00:03:51.7#  
 
…because I find it very hard myself to really define what kind of organization it is, but I agree, obviously. 
#00:04:07.5#  
 
Yeah, I mean, we see ourselves as a media company. I think you could ask most people around here and they would 
say that we're a media company. #00:04:07.8#  
 
Andreas: Ok - that is very interesting. #00:04:10.2#  
 
Would you say that TED is an alternative media organization? #00:04:24.9#  
 
I don't know, I mean … I think the question of "alternative" is such a varied one these days. People take so many 
different approaches to what they do. So I don't even know if that's kind of out-dated or something that I'd don't even 
want to broach. #00:04:36.1#  
 
Andreas: What do you see an alternative media organization as? #00:04:43.7#  
 
I guess the term alternative just means it deviates from the traditional - How things used to be. Being that we all deal 
in a new medium at all times, we're just defining what that means, so. I don't know about alternative. 
 #00:05:02.5#  
 
Andreas: Ok. Alright. So if you have mainstream media on one side and alternative media on the other, where would 
you place TED, in between those two?  #00:05:06.3#  #00:05:17.1#  
 
(Smiling, and repeating question, while looking up) I would say we're probably a media company that defines media 
as what new media can be - what new media can offer. We use online capabilities in a way to communicate that a 
traditional TV channel might not. … But then again, you know, when you look at a traditional TV channel and they 
use online video and they'll do it in a way that you didn't expect maybe even two-three years ago. So, that's why it's 
hard to say, you know. #00:06:01.8#  
 
It is hard to say, I agree about that as well. It is, I can tell you, kind that approach I use to look at TED both 
theoretically and now empirically. That TED is a kind of alternative media organization overall in what you do. 
#00:06:26.0#  
 
Yeah and sometimes I also don't know that it matters. I mean, you know, … we have online books - TED books that 
we launched a while ago - and in the end of the day, we're … obviously it's a new medium to communicate the books 
digitally, the way that we do. Do other people not do that? No, I think a lot of people do that - I think Simon & Schuster 
do the same thing, so … I don't know. It's not really that … alternative. #00:06:47.5#  #00:06:51.0#  #00:06:54.7#  
 
I think what's alternative about it is not necessarily the medium. I think what's alternative about it is that, say for 
example our TED Books are shorter, they're 2-hour read. They're sort of like a TED Talk in a book. So there's 
something about the way that they're delivered that is a little bit different, but not necessarily by medium, I would say. 
#00:07:10.8#  #00:07:11.4#  
 
Andreas: On TED.com, in the about section, there's a statement saying that you're building a community of curious 
souls to engage with ideas and each other. What's the purpose having a community, at TED and in your kind of 
organization? #00:07:43.0#  
 
I think it goes back to the initial kind of idea for TED. Our tagline is Ideas Worth Spreading and that is at the core of 
what we believe in doing. So we build community to help us doing that - to spread ideas. #00:08:01.9#  
 
Andreas: Of course. But many other media organizations spread ideas not necessarily from a community - would 
you say that TED spreads its ideas from the community? #00:08:12.7#  
 
Uuuhm… Now we do! You know, through things like the TEDx platform, now, a lot of the ideas we spread are from 
the community for the community, sort of. But initially, when we started the conference, it was not necessarily the 
case, right? It was not as much a two-way street at that time. But know it certainly has become that. #00:08:34.8#  
 
Andreas: So would you say that TEDx has been an initiative a TED that sort of expanded that … way of going? 
#00:08:42.4#  
 
Absolutely! #00:08:42.4#  
 
Andreas: Yeah? #00:08:47.0#  
 



 
 

97 

Yeah, absolutely. The x is 'independently organized', but it can also be a multiplier. So... #00:08:50.8#  
 
Andreas: Btw, I should say that I myself volunteer for TEDxCopenhagen. We had a conference in September last 
year. So I know all about the applications and the … restrictions and... #00:08:59.0#  
 
(laughter) We call them guidelines (smiling) #00:09:07.5#  
 
Andreas: Haha. Yeah, I didn't mean in that way. #00:09:12.5#  
 
No, I was just kidding. #00:09:14.2#  
 
Andreas: Ok, so for TED in general, who is the TED Community? #00:09:21.9#  
 
There's more than one answer to that. We have several communities. We have the TEDx community, where the 
TEDx organizers and their communities, say their audiences ... #00:09:34.1#  
 
Andreas: (interrupting) So you would actually say that the audience is part that community? #00:09:39.0#  
 
I absolutely think so. There are also people who are passionate about TEDx and spreading ideas and … all of those 
things, so I would absolutely count them as part of the community. Maybe we can call them an extended community.  
#00:09:50.3#  #00:09:54.4#  
 
And then we have the translators, for example - the Open Translations Project - that is a community, absolutely, 
that's part of the TED community.  #00:10:03.8#  
 
We have … now with the TED Ed community, so we have a ton of teachers that are part of the community for TED 
Ed.  #00:10:10.1#  
 
And people we call TEDsters, who are the people who attend TED conferences.  #00:10:26.0#  
 
Andreas: So you'd have to attend the real TED conference in order to call yourself a TEDster? #00:10:26.0#  
 
Yes, that is what defines the word.  #00:10:29.0#  
 
Andreas: Oh, I've heard people call themselves TEDsters just because they share TED talks on Facebook and such. 
#00:10:32.2#  
 
Oh really - that's great. (laughter) #00:10:32.8#  
 
Andreas: (laughter) Yeah, I guess. #00:10:32.8#  
 
Andreas: But do you have a direct answer on who is … part of the organization? #00:10:48.6#  
 
I mean, they all are!? #00:10:48.6#  
 
But what do you mean by 'part' of the organization? #00:10:49.9#  
 
Andreas: I mean, would I be part of the organization, if I was just the kind of person that would call myself a TEDster 
just because I'd enjoyed watching TED talks and shared them with my friends online? #00:11:07.6#  
 
I probably wouldn't have called that, but you were the one who told me that there's someone who'd themselves that, 
so (laughter). #00:11:11.3#  
 
I think there is probably a kind of action that has to come with calling yourself as part of any community, right. And 
sharing a video - I'm not sure that's one, it might be. But maybe something like being active on TED conversations on 
our conversation platform on TED.com or translating a talk or a TEDx event or attending one or … like more active 
engagement than just sharing a talk on Facebook.  #00:11:40.0#  
 
But again, I mean, you could define it differently. Maybe there's such a thing as a TED fan vs. a community member.  
#00:11:53.5#  
 
Andreas: Still, about TED in general. I think it's very fascinating how TED sort of reaches towards sponsors and 
partners in more mainstream kinds of market institutions, like Coca Cola, Dell, Gucci, and so on … and the more 
mainstream media partnerships with for example Netflix, Huffington Post and ABC. In your opinion - and you can 
answer personally or as a TED member - how is it beneficial for sponsors, first, to partner up with TED? #00:12:41.9#  
 
Honestly, I think that's a question you'd have to ask the sponsorship team about. … Or the partner (laughter), you 
know?  #00:12:52.5#  
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(repeats question) Our partnerships usually … or sponsors are quite involved. In that… There are different models of 
how we do it, but if a sponsor is … involved, say, with a conference, there's usually something really engaged that 
we'll do with them. For example … how can I explain this… Genentech was a sponsor at Long Beach last year, and 
they set up this whole kind of like demo-lab where attendees could go and swipe a little bit of their DNA and then 
there's this whole, like, code that they construct out of the attendees and you know. So it's usually quite involved, in 
the way that we do our partnerships, so it's less of a sort of straight to "I'm gonna put your logo on this event" -kind of 
partnership and more of a innovative partnership - innovative collaboration. #00:14:10.8#  
 
Andreas: How are these sponsorships beneficial for the community then? #00:14:10.8#  
 
They get to learn about what Genentech does with the DNA, you know the history of what's possible and you know … 
I guess it's educational in one way or another. And then also fun and cool and exciting to get back your little piece of 
DNA. #00:14:29.5#  
 
But what about in a more general sense, other than the obvious things like funds to hold the events for, what do the 
community get out of it? #00:14:44.1#  
 
Sometimes what we do at a conferences, for example, is we'll host a discussion with a sponsor and attendees, and 
that could be around - and I'm making this stuff up - an idea of water and water resources, if a sponsor is interested 
in a particular issue and a table discussion with the attendees. Again, that could be both educational and it could be 
… that person goes back home and does something with that water initiative. So there's been different ways of how 
that could be played out. #00:15:19.5#  
 
But I guess at the end of the day, all of the partnership a driven in the way of some kind of dialogue, that could be 
happening just in the moment or ongoing after the conference. If you have a lot more questions about sponsorships 
though, I'm happy to get you in contact with someone here, who'd be probably much better than me.  #00:15:39.1#  
 
Andreas: Oh yeah of course. Actually, I have already reached out for them, but they didn't answer me.  #00:15:52.5#  
 
Oh ok - I'll put you in touch with somebody who will, you just sent your questions over e-mail, I'm sure they can write 
back. #00:15:55.2#  
 
Andreas: That would be wonderful - thank you very much. #00:16:06.9#  
 
Andreas: I don't know if you've felt it in my questions so far, but I'm sort of focus on writing about TED in trying to see 
TED as having two perspectives in the mission of spreading ideas. One that sort of goes inwards, to the community 
through initiatives like TED Fellows, TEDx and TOTP. And then also a focus that goes more outwards to spread 
ideas through mainstream media for example, and the whole positive attitude towards the more commercial business 
model of engaging with brands and doing partnerships with them in a way that you just explained for example. Do 
you understand what I mean? #00:17:14.7#  
 
Yeah, definetly! #00:17:14.7#  
 
Andreas: Ok, so how do you think TED in general benefits from having this "dual perspective" (indicating the 
apostrophes)? … Say for example compared to other media organizations that are less focused inwards, if you know 
what I mean. #00:17:14.8#  #00:17:21.9#  #00:17:18.1#  
 
I guess … I guess I'm not sure we define it that way, for starters. I guess I'm not sure we say "one of them is inwards 
and one of them is outwards". For us, we all see it as the same thing in some ways. … The partnership with, say, 
Netflix - that's something that's going out of our distribution department. So we see that as distribution. We create 
partnerships that distribute TED Talks and therefore content. So, for us, I think, all is in some ways the same thing. 
We want to spread ideas and find vehicles to do that, whether that is through what you call 'internal', by building 
communities that we think will help foster that - like the TEDx community or TED Fellows - or by partnerships that we 
think will afford us visibility that will help foster that. #00:18:33.6#  
 
Andreas: So it's not like, daily, you're thinking that, being a media organization, that it is … pretty unconventional in 
some way … engage the community to the degree that you do it?  Fostering grass roots and … #00:18:49.5#  
 
Right, I think that when people think about TED and what's unconventional about it, they think about us opening the 
brand and giving it away, as the sort of unconventional part.  #00:19:02.3#  
 
Andreas: The whole radical openness thing? #00:19:03.8#  
 
Yeah. I think people think about that. #00:19:13.2#  
 
Andreas: What is 'radical openness'? #00:19:13.2#  
 
Radical openness is the idea that we're willing to take the risk to give our brand away. In other words, have other 
people use it as a platform to spread ideas. We believe that we can grow as an organization, as a community, as a 
platform by giving it away.  #00:19:41.4#  
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And so, I guess we stand to find out if that's true (laugher). It's an interesting balance, always. Because obviously 
when you give your brand away there are moments when you feel like you're really loosing control or trying to gain 
control or sometimes you see what you're doing with it is really exciting because there things that you wouldn't expect 
you'd come up with. There are so many ideas for example that come from the TEDx community that we would have 
never been able to come up with.  #00:20:11.0#  
 
Andreas: Ok - that's very interesting. Can you give an example? #00:20:14.1#  
 
(repeats question)  #00:20:18.0#  
 
Yeah of an idea that has come, sort of, from the bottom and up in the organization. #00:20:18.0#  
 
There are … so many. It's almost like daily that they get thrown at me. (laughter) We don't pursue all of them, but ... 
#00:20:28.1#  #00:20:39.7#  
 
(thinking of an example) 
 
I work with community management, so if you think of how to do that well … I didn't know that in order to do that, 
what I had to do was connect the community on the ground. And so, this thing that we … worldwide, we're doing 
regional workshops. It's only something that TEDx organizers came up with, because they wanted to connect on the 
ground. And they told us that it's the healthiest thing for communities to do and that has really changed the entire 
face of the community. And, you know, we didn't know that so we learn something every day from ideas that come 
from the community.  #00:21:08.5#  
 
Ok. I recently read that Lara Stein had said that "We support the community, but they teach us and we teach each 
other". How would you describe that … is that an integrated part of the plan with TEDx that you teach each other all 
the time. #00:22:02.0#  
 
Yeah, absolutely. A lot of what we've created in this program is based on feedback. We're constantly asking the 
community for feedback. "Does this work?", "Does this not work?", "How would you go about doing this?", "We're 
trying to change this - what are some of the best experiences you've had that would help us form this process of us 
trying to make it better for you?". #00:22:20.3#  
 
So it's one of the primary parts of the strategy. #00:22:24.2#  
 
Andreas: But initially, you learning a lot from them - was that a bonus or? #00:22:37.4#  
 
Yeah, I didn't personally know that it would really affect that much, but it really does.  #00:22:41.2#  
 
Ok. Do you communicate with the individual licensees mostly over email? #00:23:04.7#  
 
Mhmm. #00:23:04.7#  
 
Andreas: Ok, so how would you describe the communication between you and licensees on a daily basis - is it 
them...  #00:23:41.8#  
 
I think they come to us all the time to ask if something works, if this is ok, if this is within the guidelines. I've got about 
200 e-mails daily, so I imagine across the team we get 2000, I don't know.  #00:23:58.4#  
 
And then also, we reach out, if we see something. Say, we visit the TEDxCopenhagen website and there's a branding 
mistake on there, we'll reach out and say "Hey we noticed and …". So it's a two-way street. #00:24:19.4#  
 
Andreas: Ok. I'd like to go back to the part about you guys learning a lot from the community. Do you ever learn 
anything that goes further than just the TEDx department - do some of these ideas reach go further up in the 
organization and become TED projects? … Do you know what I mean? #00:25:15.7#  
 
Eehm. #00:25:15.7#  
 
Andreas: I know that was a bit blurry. #00:25:15.7#  
 
No, I'm just trying to think of an example. #00:25:15.7#  
 
For example, about a year ago, we did this thing called the TEDxSummit. Where we brought together the entire 
community essentially, worldwide licensees … in Doha. It was 750 people. It was really just an experiment for us. We 
didn't know what to expect, we didn't know what was going to happen and we did all these things for a week. And 
now, the Fellows program is doing a Fellows Summit - so there's definitely learnings that we bring back and say "this 
thing really worked for us - maybe it's time for all the Fellows to get together somewhere and do kind of a similar 
exchange". #00:25:56.5#  
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Andreas: That's a good example. #00:26:00.5#  
 
Andreas: There are only about 244, I think, TEDx talks on TED.com at the moment. Are you sitting over there in your 
department hoping those who choose the talks to come on TED.com will choose more TEDx talk in the future? 
#00:26:14.8#  
 
Yeah - we have currently three people, who all they do all day is watch TEDx talks, so we really try to see every 
single talk that is uploaded - and there are probably 30 every day that get uploaded - to find talks that we can put up. 
So certainly, yeah. We're hoping that there's more (laughter). #00:26:40.2#  
 
… and also in the future that TEDx would become a bigger part of the overall TED organization? #00:26:46.6#  
 
Definitely. #00:27:03.6#  
 
Andreas: I have a last question here, which is kind of different from everything else I've asked you about. Do you 
consider TED a social movement organization? #00:27:51.3#  
 
I personally don't. You could maybe ask other people in the community and they'd feel different. I mean what defines 
a social movement (?) - It has a social cause attached to it for sure. I don't know what our social cause would be. I 
mean, I don't think spreading ideas is a social cause. #00:27:56.6#  
 
 

Appendix B 
Lærke Ullerup, TEDxCopenhagen licensee 
Personal communication, June 14, 2013 
 
Andreas: Nå men det jeg var ved at sige er, at det, der sker nu, er, at de begynder og spørge mig til råd også, ift. fx. 
når de får ansøgninger fra nogen … ehm .. potentielle organizers i Danmark eller i Lund eller nogle andre steder. 
#00:00:27.1#  
 
Så når der er nogen der har ansøgt der, så kigger de ansøgningen igennem og hvis der er noget de lissom er i tvivl 
om eller har brug for input på, så sender de mig en mail og spørger "kender du ham der, der har ansøgt om licensen i 
Århus? og ville Århus være et godt navn at lægge til en TEDx licens eller er det for stor en by til at der kun skal være 
én licens? Skal man dele det op i nogle mindre geografiske enheder?"  #00:00:57.4#  
 
Og det er jo fordi de sidder i NY og ikke ved hvad kulturen eller forudsætningerne er rundt omkring i hele verden, så 
derfor rækker de ud til organizers fx lissom mig, som har været lang tid i systemet. Så det er egentlig også meget 
sjovt og jeg har sagt, at de bare kan bruge mig som de nu har lyst til.  #00:01:21.2#  
 
Jeg synes det er sjovt at bidrage med andre ting i systemet på en lidt højere plan, end bare at lave events.  
#00:01:28.6#  
 
Andreas: Det er sjovt fordi … nu kommer jeg med en tanke: Det slår mig at, fordi der har altid i TEDxCPH været en 
… noget med at man søger nedad i community’et og spørger "hvad synes I?" - det her med brugerinddragelse. Det 
er sjovt som om det egentlig også er en del af den måde de gør det på i NY, når de spørger jer rundt omkring i 
verden. #00:01:58.8#  
 
Jamen de spørger jo sindssygt meget ud i community’et. De er jo super gode til, på deres egne platforme, at spørge 
os, der er organizers "Hvad synes I om det?" "Har I nogle ideer til det?" "Ved I hvordan man kunne gøre det?" 
#00:02:16.9#  
 
De gange jeg har været afsted på nogle ting sammen med det globale TEDx Community - blandt andet det her 
TEDxSummit, som vi var til sidste april i Qatar - og i Palm Springs i marts, hvor der er en masse aktiviteter. Der er det 
meget tydeligt, at de lytter helt vildt meget til community’et og ligesom vil ha det til at … bruge det til inspiration til 
hvad de skal lave. Til at starte med anede de jo ligesom ikke, hvad der ville ske med det her og det vokser jo bare. 
Og de kan jo ikke kontrollere det, de kan ikke styre det. #00:03:03.7#  
 
Andreas: Ja, det er super fascinerende. #00:03:05.9#  
 
Andreas: Nu kunne jeg godt tænke mig at tale lidt mere om community i det hele taget. For det første: Hvad betyder 
community for dig? #00:03:22.3#  
 
Community er for mig et fællesskab af nogle mennesker, der deler nogle værdier og nogle interesseområder. Det er 
jo så bare et meget stort community det her, efterhånden. Så det er også et community, der er under forandring. Det 
er jeg meget optaget af lige nu. Jeg tror der er… Jeg tror faktisk lige nu, at de næste par år kommer der til at ske 
rigtig store forandringer i det community ift. den fanskare der har været med fra begyndelsen. #00:04:00.7#  
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Andreas: Hvad tænker du på? #00:04:01.3#  
 
Fordi det er blevet meget mere mainstream. Fordi det er blevet meget mere tilgængeligt. Og det er det er jo ikke nyt, 
hipt og alt muligt længere. Alle kan få en TEDx account. Eller ikke alle, men … der er ikke noget specielt længere, 
ved at lave TEDx. På samme måde som der var i starten.  #00:04:26.4#  
 
Andreas: Det forstår jeg godt, hvad du mener med. #00:04:32.2#  
 
Andreas: Hvad med TEDxCopenhagen på organisationsniveau. Hvad går ideen om community ud på for jeres/os 
her i København? #00:04:43.4#  
 
Der er situationen en anden tror jeg, for i DK er der stadig relativt få mennesker, der stadig kender til TEDx, så her 
har vi en stor opgave i at udbrede ideen om TED og fortælle hvorfor det er fedt, hvorfor det er inspirerende og hvorfor 
man skal være med i det. #00:05:04.8#  
 
Men er man … er community'et det samme som publikummet? #00:05:13.8#  
 
Community'et er de 5-6000 mennesker, der følger med i hvad vi laver på FB Twitter og deltager i events og deler 
vores videoer. Potentielt er det jo de 4000 mennesker, der har set de talks, som vi har lavet. #00:05:34.0#  
 
Nu er det ved at være noget til siden jeg var inde og tælle, men sidst jeg var inde og tælle for nogle måneder siden, 
var der 430.000 views på de videoer vi har lavet. Og man kan sige, det er jo måske max 1000 mennesker, der har 
set de præsentationer i salen og deltaget i et event, men der er 400.000 mennesker, der har set dem online. De er jo 
potentielt vores community. Det er jo mange penge… eller det er jo mange mennesker. #00:06:02.0#  
 
Andreas: Ja for faen - det er også mange penge… hehe. Ej, det er det ikke. #00:06:05.2#  
 
Andreas: Hvilken indsats bliver der gjort for at udvidde det her community og pleje det osv., hvis det er så vigtig en 
ting? #00:06:20.3#  
 
Altså i KBH? #00:06:20.3#  
 
Andreas: Ja. #00:06:21.3#  
 
Det vi har aftalt med vores styregruppe, det vi har fokuseret på som vores mission er jo at udbrede den her platform i 
DK og i Norden og i KBH. Og det gør vi jo selvfølgelig ved fortsat at lave TEDxCPH eventet. Men derudover, så er 
det jo også en bredere forstand at sprede muligheden for de aktiviteter, eller at fortælle de mennesker, hvordan de 
kan være en del af det her univers og hvordan de kan starte deres egne ting.  #00:06:56.6#  
 
Så den ultimative succes for mig er, hvis nogle mennesker i Århus har lyst til at lave det her, eller hvis vi kan inspirere 
DTU til at lave deres egen TEDxUniversity event. Eller hvis nogle seje spejdere ville lave TEDxYouth. Altså alle 
mulige typer af TEDx events, som kan være med til at få den her platform til at vokse.  #00:07:34.5#  
 
Lige nu er vi måske 5-10 tusinde folk, der følger med - jeg tror der er plads til mange flere. Jeg tror der er et stort 
uforløst potentiale i at arbejde med det her.  #00:07:46.2#  
 
Det kan også være at lave partnerskaber med medie institutioner, som på en eller anden måde kunne ha interesse i 
at dele det her. #00:07:46.2#  
 
Det er den måde vi tænker vores partnerskaber med virksomheder også, for de kan også tappe ind i hele TEDx-
universet, ved at lave både deres egne corporate events, men også ved at indgå i nogle partnerskaber, som løfter 
både TEDx, men som også løfter virksomhederne i det de nu gerne vil lykkes med. #00:08:15.5#  
 
Andreas: Ok. Hvad hvis Danske Bank spurgte om ikke I skulle lave et TEDxDanske Bank? #00:08:27.8#  
 
Så ville jeg…  #00:08:39.3#  
 
Andreas: Nu taler vi bare helt hypotetisk … det behøver ikke specifikt at være banken. #00:08:39.3#  
 
Nejnej, det er et meget godt spørgsmål. Og principielt er jeg jo ikke kæmpe fan af Danske Bank, men hvis jeg kunne 
se, at de havde et ønske, om at lave noget, der var oprigtigt og som jeg syntes man kunne stå inde for i TED-ånden, 
så ville jeg gerne hjælpe dem på vej eller supportere dem. Men jeg ville nok på en eller anden måde lige med dem 
undersøge, om de bare ville bruge det til en eller anden intern stunt. #00:09:09.1#  
 
Andreas: Det var også et åndssvagt spørgsmål. #00:09:12.9#  
 
Næ, jeg synes faktisk det var et ret godt spørgsmål. #00:09:12.9#  
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Fordi… hvis .. lad os lave en anden model. Hvis Roskilde Festival eller hvis … Årstiderne kom og spurgte om vi… så 
ville jeg helt klart sige "ja selvfølgelig" de har rigtig god social kapital og de har et fedt produkt og de har gode værdier 
osv. Så selvfølgelig skal vi lave TEDx.  #00:09:41.1#  
 
Men hvad så med meget kommercielle aktører eller virksomheder, hvor jeg måske ikke lige umiddelbart kan se et 
overlap af værdier til TEDx community'et - hvad gør man så der? Er det så også ok, at de er med? Er der plads til det 
i det community? Eller kunne man bruge TEDx til også at påvirke deres mindset til at sætte deres måde at tænke på 
… og på den vej igennem også lave en positiv forandring #00:10:02.9#  
 
hvis jeg skulle sidde med sådan en opgave, så var det i hvert fald det jeg ville fokusere på. #00:10:06.3#  
 
Men altså. TED har partnerskaber med Rolex, Coca Cola og alle mulige andre virksomheder. Jeg ved ikke … altså 
det er jo også en af de ting som har undret mig en lille smule, når jeg har været afsted. #00:10:29.0#  
 
især sidste gang, da jeg var afsted i Palm Springs, hvor jeg på en eller anden måde bare syntes at det også var lidt 
for meget. Hvorfor skulle der være, over det hele, kæmpe store køleskabe, men Coca-Cola og 37 forskellige 
læskedrikke man kunne vælge mellem. kæmpe overload på sponsoreret chokolade og chips. Det er på en måde en 
overflod, hvor der er så sindssygt meget af alt, alt fra om du vil ha en vegetar rulle til en saftig burger. Det er lidt 
sådan…  #00:11:08.7#  
 
Andreas: Jeg blev vildt sulten, lige da du sagde saftig burger der. #00:11:09.1#  
 
Andreas: Det er rigtigt nok og det undrer også mig, når jeg ser inde på hjemmesiden. Altså der … ikke bare under 
retningslinjer, men under partnerskaber, hvor de viser case studies, hvor de fx har Coca-Cola. Der er nogle gange 
jeg bliver helt forvirret. Men det er en anden sag. #00:11:26.5#  
 
Andreas: Man kan sige, at i bund og grund, så er TEDx en kommerciel medieorganisation idet, at man lissom åbner 
op meget, selvfølgelig hvor man ikke bare tager alle ind, som du siger. Men det er jo altså noget med, at man tager 
imod penge, for … det er jo en form for sponsorat man tager imod.  #00:12:13.9#  
 
Andreas: Hvordan … vil du ikke forklare mig et par punkter, hvorpå du mener TEDx skiller sig ud fra traditionelle 
kommercielle medievirksomheder. Du har allerede sagt det lidt, men hvis jeg kan få dig til at sige lidt mere? 
#00:12:15.3#  
 
Der er jo mange andre medier, som også laver partnerskaber som TED gør og har det som deres forretningsmodel. 
Men TED slår sig jo stadig op på at være en non-profit, på trods af, at de har absurd store mængder cashflow 
kørende igennem organisationen. Så de er jo en stor mediespiller på den måde.  #00:13:00.5#  
 
Andreas: Men hvad med TEDx? Hvordan skiller TEDx sig ud fra fx lignende ukommercielle programlinjer på DR fx, 
hvor der jo også er brugerinddragelse osv.? #00:13:15.4#  
 
Jeg tror… #00:13:21.6#  
 
Andreas: Du må ikke tage dig af, at det lyder kritisk. #00:13:21.6#  
 
Nej. Men det er ikke noget jeg har tænkt over på den måde. Altså folk de søger jo selv det her. Det ligger jo ikke inde 
i en programflade på et stort etableret medie. Det er noget der er der en gang imellem. Det er jo egentlig ret sjældent, 
at der udkommer noget nyt indhold på vores medie, fordi vi ikke har en stor kapacitet, men vi kan jo så være 
formidlere, der fortæller historier fra community'et og fra hvad andre laver. Så på den måde kan vi jo godt være et 
medie. #00:14:01.4#  
 
Vi har ingen ambitioner om at være et medie på den måde, men det er vi jo i en eller anden forstand også.  
#00:14:18.2#  
 
Andreas: Hvad er det næste mål for TEDx? #00:14:27.9#  
 
Jeg tror … jeg er spændt på at se hvad der sker med det her community nu. Det er ikke så lang tid siden, at TED selv 
var ude at offentliggøre, at nu havde man nået 1 mia. visninger på TEDx … eller vent, der var en eller anden 
sindssyg milepæl her den anden dag.  #00:15:08.6#  
 
Andreas: Men du tænker det der med at det ikke bliver ved med at være umainstream? #00:15:12.3#  
 
Nej, det jeg er nysgerrig på er, hvor bevæger det sig hen nu? Hvad er det næste skridt. Og det er lissom om, at jeg 
synes TED taler meget om de her mål med "nu har vi så mange visninger" og det hele bliver pumpet op i den her 
store "medieinstitutionsrolle".  #00:15:40.0#  
 
Men hvad skal vi bruge det til? Hvilken forskel gør det? Er det vigtigt? #00:15:44.7#  
 
Hvorfor er det vigtigt, at vi har 1 mia. visninger på TED.com hvad betyder det? og hvilken forskel gør det? 
#00:15:51.9#  
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Der kunne jeg godt tænke mig at se noget mere handling eller noget mere … omsæt det til noget. Jeg har en kort 
tekst, med nogle personlige refleksioner, som jeg skrev efter det sidste event, som jeg måske kunne sende til dig. 
som var min umiddelbare observation og tanke efter jeg havde været afsted.  #00:16:16.7#  
 
Det er relativt kritisk og stiller også nogle af de spørgsmål. Selvfølgelig med stor respekt og kærlighed for 
community'et, som jeg er en del af. Men jeg tænker også over hvad det er TED vil med det og hvor de fører det hen. 
Jeg tænkte også over, hvad vi kan gøre med det. For en ting er hvad de vil. En anden ting er vil VI - hvad vil dem, der 
laver det i Berlin, Guatemala? Vi er jo ligeså meget en del af det - vi kan jo skabe det og gøre med det lige hvad vi 
har lyst til. #00:16:56.8#  
 
Andreas: Tror du er noget potentiale i den måde community'et er engageret i at få … i at skabe mere deltagelse på 
samfundsniveau? Engagement og interesse i deltagelse i demokratiske processer osv. #00:18:57.4#  
 
Jaja, jeg tror helt sikkert, at det går den anden vej og et er jo også der, hvor jeg kan se, at der sker et skift og hvor jeg 
har kunne se de sidste par år, hvordan interessen for det som vi laver lokalt her i DK stiger og vokser og jeg bliver 
kontaktet af rigtig mange virksomheder, der rigtig gerne vil lave noget af det her - men også af rigtig mange offentlige 
eller semi-offentlig instanser, som kan se, at vi har skabt en platform, hvor nogle mennesker synes det er fedt at 
være og hvor man kan adressere en agenda. #00:19:30.8#  
 
Fx så kommer klima- og energiministeriet og siger kunne det ikke være fedt, hvis vi lavede en TEDx om klima eller 
bæredygtighed? Der er også nogle forskellige madfolk, der skriver og spørger "Skal vi ikke lave en TEDx om mad?" 
Så der er også en efterspørgsel og der er en masse flere mennesker, på et strukturelt niveau, som kan se, at her er 
en platform, man kan bruge til at nå ud til nogle mennesker på en ny måde, fordi vi lykkes med at skabe noget 
indhold, som folk har lyst til at dele og sprede.  #00:20:13.0#  
 
Og det er for mig er det meget det et medie gør - at skabe godt indhold. Og det er det vi også gør. Og så er vi gode til 
at distribuere og aktivere det. Det er også et medie gør. #00:20:27.0#  
 
Andreas: Hvad betyder aktivere? #00:20:27.0#  
 
Fx. at smide det på FB og opfordre folk til at deltage. #00:20:41.6#  
 
Andreas: Tak - Jeg tror faktisk, at jeg synes jeg har det jeg skal ha der. #00:20:43.6#  
 
Du kan måske lige læse det her jeg har skrevet og se om det giver anledning  til nogle opfølgninger eller spørgsmål.  
#00:20:52.7#  
 
Andreas: Læser #00:20:57.4#  
 
Det er faktisk rigtig spændende, for det snakkede vi også om ifm temaet, da jeg var hjemme hos Ole den anden dag. 
Altså Mirror, mirror. #00:24:06.7#  
 
Andreas: Det giver vildt god mening. #00:24:23.9#  
 
Jeg syntes der var en masse der var underligt og vi snakkede en masse om det, mens vi var ovre i USA. Jeg ved 
ikke om du har fulgt med i Umair Haque på Twitter, som har rantet rigtig meget imod TED og været den kritiske 
stemme "Er der brug for den her giga-super tanker, ide-monster?" Og noget af hans kritik vækker genklang hos mig 
eller en undren til at gøre sådan her nogle ting. #00:25:00.6#  
 
Og så var det, at jeg tænkte, i min iver, da jeg sad der, på en ide, hvor vi kunne vi kunne lave et event, der hedder 
UnTED - hvilket vi selvfølgelig ikke skal. Men mange af de ting vi har tænkt på omkring Mirror, Mirror, kommer så 
måske fra noget af den inspiration og refleksion, som jeg og som Ronni har, på community'ets vegne.  #00:25:43.6#  
 
Men jeg tror det har noget at gøre med, at Ronni og jeg har været med i det her fra starten, da det her community 
blevet født og jeg tror vi har kunnet se, at der er i gang med at ske noget andet med det nu. Og så tror jeg måske vi 
også bare er mennesker, der holder os til det, vi er en del af. Som jeg også understreger - det er jo ikke fordi vi har 
lyst til at skade det, vi har bare lyst til at undersøge hvad det betyder og hvordan det har indflydelse på det vi skaber 
sammen. #00:26:11.6#  
 
Andreas: Hvordan ser du, at det har ændret sig i community'et siden det startede? er det blevet …poppet? 
#00:26:11.6#  
 
Andreas: Er folk shallow og tænker "uuh, det ser godt ud på CV'et, at jeg har været her. #00:26:27.6#  
 
Nej, det oplever jeg egentlig ikke. Jeg oplever meget, at det er et meget oprigtigt… foretagende og at folk kommer 
med de bedste intentioner og virkelig gerne vil gøre en forskel. #00:26:48.9#  
 
Andreas: Så det er ikke så meget community'et men måske mere formatet, du tænker på? #00:26:48.9#  
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Nej, jeg tror det er mere indpakningen af det med… altså har vi brug for det? Skal det være så stort og skal vi ha så 
mange med? #00:27:11.0#  
 
Jeg kender ikke svaret. Det var bare min egen undren og nysgerrighed. #00:27:16.5#  
 
Jeg tænker, altså det er jo ikke i Parken eller Falkonersalen eller et eller andet. Det er jo 600 mennesker og det er vel 
et meget healthy antal? Men formatet, som er den her konference med alle luksusgoderne, som alle e sponsorater 
med ...#00:27:31.5#  #00:27:47.3#  
 
Ja, men hvis du spørger mig, så i virkeligheden ville jeg hellere samle 30 mennesker hjemme i min stue, se tre TED 
talks med dem, snakke om det, gøre noget ved det. Mødes en gang om måneden.  #00:28:04.4#  
 
Hvad ville det ændre? #00:28:06.0# Det ville da ikke gøre den store indflydelse på verden, ville det? #00:28:08.8#  
 
Men hvis jeg og de andre mennesker brænder for det her gjorde det, så jeg egentlig på mange måder, at man ville 
kunne skabe nogle mere bæredygtige og … skabe mere impact. Altså lige nu laver man sådan en BOOM et stort big 
bang, 600 mennesker, vildt meget energi bygget ind i 24 timer og så fader det ud ikke?  #00:28:41.7#  
 
Hvor, hvis man laver et format, som ikke vil præstere så meget … det er ligesom sådan en stor sulten … 
#00:28:58.3#  
 
Andreas: Men var den ikke sulten den der… fordi der var ambition om noget større sådan rent, både distributions- 
og impact-mæssigt? #00:29:03.6# Mediedækning, PR osv. #00:29:22.0#  
 
Jo, jeg var den første til at pumpe en masse ambition ind i det. Men jeg spørger bare mig selv: "hvad er den bedste 
ambition?" Er det større og vildere eller er det på nogle andre parametre. kan vi gøre noget, der er anderledes end at 
lave et større event? #00:29:35.0#  
 
Det tror jeg ikke er bedre. Jeg ville ikke gide at lave noget for 1800 mennesker #00:29:43.2#  
 
Andreas: Spændende. Jeg kan se… #00:29:52.1#  
 
Og der er vi også splittede ([i styregruppen], for der er jo nogen, der tænder helt vildt meget på at vi skal lave 
TEDxNordic - t kæmpe TEDx event i norden osv. Hvor det er den store ambition. Det tænder jeg bare ikke på. Jeg 
tænder ikke på at lave eventet. Jeg synes community'et og det vi kan gøre med ideerne er det spændende.  
#00:30:14.4#  
 #00:30:18.2#  
 
Andreas: Hvad med flere, hvor der er færre? #00:30:21.9#  
 
Det er det jeg mener, Man kunne lave et format, hvor de 40 mennesker, der er en del af det her kerneteam, som 
efterhånden måske kender TED godt, sagde "Hvad hvis vi hostede 3 TEDx events om året for 30-40 mennesker i 
vores netværk?" Ville vi så ikke aktivere mindst lige så mange ideer, ville vi så ikke kunne gøre et eller andet? 
#00:30:46.4#  
 
Andreas: Det var dog en interessant ide. Jeg skulle gerne samle 10. #00:30:57.2#  
 
Andreas: Ok… det var fedt, du lige spurgte, om jeg ville læse... #00:31:17.8#  
 
Men var det dét I også talte om dig og Ole og Ronni? #00:31:17.8#  
 
Ja, det var meget omkring temaet - man kunne godt høre, at Ronni havde talt om netop det her med dig. Han nævnte 
også ham Umair Haque. #00:31:57.2#  
 
Nu bliver der TEDxSummit igen til næste sommer i Berlin, hvor de samler alle TEDx organizers dernede og TED 
Global næste efterår i Rio. De udvider bare verden. De flytter rundt på tingene. Det Summit Ronni og jeg var til rykker 
til Berlin og Global til Rio, så på den måde er det også bare en invitation til at opleve verden og se ny perspektiver på 
verden. Det er mind-expanding på alle måder, hvilket er det jeg tænder på og som andre tænder på. Det der gør det 
fantastisk.  #00:33:34.9#  
 
Andreas: Er det også det, der gør, at du vil give det videre til andre som en mulighed? #00:33:34.9#  
 
Ja - jeg har altid synes det var fantastisk at bygge en platform, hvor jeg kunne sende holdet ud på en rejse, som både 
var en personlig transformation og at kunne se blikkene i deres øjne. Se hvad der sker, når de møder det her. At 
kunne tage til Qatar sammen med Ronni og sidde i en ørken og køre rundt i en kæmpe jeep i sandet. Og møde folk 
fra Palæstina og Pakistan og Afrika og høre hvordan de laver samfundsforandringer med TED. Det er det, der 
inspirerer mig. Jeg synes sgu helt ærligt, at KBH er lidt røvsygt ift. det. #00:34:30.6#  
 
Andreas: Hvordan mener du TED kan skabe forandring i verden? Hvilken form for change, synes du primært, at 
TED står for? #00:34:40.2#  
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TED har jo den her meget optimistiske sæt værdier og en helt ukuelig tro på, at man kan ændre verden og at en 
stærk ide kan være det første skridt mod forandring, og hvis man tør tænke den ide så kan man også ændre ting.  
#00:35:13.6#  
 
For mig er det et mega-inspirerende forum. Og de gange jeg har været afsted i en uge med alle de her folk, der 
brænder for at gøre forskel og tager action i deres communities. Der er så sindssygt meget energi i det. Alle 
mennesker er bare super-inspirerende og jeg bliver helt høj.  
 
...a 
 
Jeg mener personligt at hele organisationsmodellen er mere demokratisk… #00:36:19.8#  
 
Du kan jo spørge dig selv, om mediet er lig med de mennesker, der udgør community'et og dermed de fortællinger, 
de historier, det indhold, som mediet har adgang til. Så alt afhængigt af hvilket community du etablerer, hvilke 
værdier, hvilke fællesskaber og mennesker du putter ind i det. Er det - det er jo så en hypotese - men, er det dét, der 
betyder noget hvordan hvad for et medie man bliver? Eller er man et medie og så inviterer man nogen mennesker ind 
i det? Går det den ene eller den anden vej? #00:36:57.9#  
 
Andreas: Kunne man sige, at det startede på den måde, med at være en demokratisering af mediet, ved at der blev 
åbnet op for alle de her meget bottom-up beslutningsprocesser og hvor det så senere hen, når det er blevet spredt, 
gennem TED's meget effektive kanaler, kan man så ikke sige, at det bliver en demokratisering gennem mediet? 
#00:37:22.5#  
 
Andreas: Hvis vi ser helt bort fra de enkelte ideer, der blev præsenteret, men fokuserer på, at små ideer, uden at ha 
nogen som helst form for hverken statsstøtte eller kommerciel støtte i ryggen kan komme op på et helt makro-niveau, 
hvor alle i verden lige pludselig kender til det - ham der inderen, der vandt TED prize forleden. #00:37:53.5#  
 
Andreas: Er det ikke en demokratisk eller demokrati-fremmende? #00:38:23.5#  
 
Jo. Og jeg har jo faktisk også lige sagt ja til, at være en regional linse og kuratere det bedste indhold fra norden, når 
de åbner op for næste del af sådan nogle regionsportaler, så det betyder at jeg bliver på mange måder en redaktør 
eller en kurator af det indhold som community'et i norden har skabt sammen. Det er vel også interessant i den 
sammenhæng. #00:39:59.5#  
 
Men det er også ud af nød fra NY's side. Lige nu er der 25.000 TEDx talks. Der er jo ikke nogen, der kan 
gennemskue så mange. Der er en masse lort. Og der er noget, der er rigtig godt. Og hvordan kan man highlighte 
det?  #00:40:34.2#  
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Andreas 
Jeg synes det er rigtig skarpe svar og jeg er specielt glad for dem, der handler om fremtiden og dine, delvist, 
skeptiske holdninger omkring det. Jeg har også talt med Lærke om dette og vil forsøge at gå i dybden med også at 
dække denne del. 
1:33pm 
Mette Ohlendorff 
Ja, der ligger helt sikkert mange spændende ting gemt når man ser lidt kritisk på det - på den positive måde 
selvfølgelig  
1:40pm 
Mette Ohlendorff 
I forhold til TEDxCph, set med COM DIR briller, så er der et meget stort spring imellem hvor meget communityet 
inddrages og aktiveres og hvor meget det KUNNE inddrages og aktiveres. Der er et stort, lidt forspildt, potentiale, i 
min mening. Det er der mange, ret komplekse grunde til. Et af de primære, ret basale, værende at TEDxCph er en 
frivillige organisation som det kræver (rigtig) meget at drive. Organisationen løfter utrolig meget, og på et meget højt 
professionelt nievau, når man tænker på at det er frivilligt, ubetalt og "amatør" arbejde. Så jeg har mange rosende ord 
til overs for hvordan vi som organisation forsøger at aktivere communityet - blandt andet gennem spændende events, 
motiverende kommunikation og relevant indhold..... 
1:43pm 
Mette Ohlendorff 
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MEN en af de store udfordringer er, både lokalt i Kbh og globalt i resten af TEDx, at der er en ubalance mellem hvad 
der er MULIGT og hvad der er POTENTIALET og hvem det er det for... Jeg kan ikke sætte min finger på hverken det 
konkrete problem eller løsningen, I wish, men der er en ubalance, kan jeg fornemme. 
1:44pm 
Mette Ohlendorff 
Man (vi) kunne aktiviere mere, skabe mere, inddrage langt mere, men det kræver også rigtig meget at håndtere det 
som organisation. Og denne er meget ustabil, der er stor udskiftning, hvilket gør det svært at vækste det i stor stil 
uden at kvaliteten lider... 
Det er nogle udfordringer som jeg selv funderer over. 
Giver det overhovedt nogen mening?  
3:10pm 
Andreas Christian Bøgh Borre 
Det giver vildt god mening. Og det er lige sådan noget jeg også sigter efter at belyse som nogle af de udfordringer, 
der ligger i organisationsmodellen. 
3:12pm 
Mette Ohlendorff 
Sig til hvis du finder løsningen  
3:12pm 
Andreas Christian Bøgh Borre 
Interessant fokus på ubalancen mellem potentiale og mulighed. Selvom mit speciale ikke er rettet mod hverken at 
forstå hvad problemet eller løsningen er, er det helt klart en fokus jeg bør inkorporere. 
3:13pm 
Mette Ohlendorff 
Hvad er din problemformulering? 
3:14pm 
Andreas Christian Bøgh Borre 
Pt. lyder den: (og det kommer helt sikkert til at blive ændret en smule) 
➢ What are TED’s potentialities to be seen as a facilitator for media democratization? 
3:15pm 
Mette Ohlendorff 
Spændende. 
3:17pm 
Andreas Christian Bøgh Borre 
Som underspørgsmål / -retninger undersøger jeg  
1) Inward perspective (community, access, participation)  
2) Outward perspective ('the realms of mediation', public/private domains) 
3) Samsmpillet /interrelationship btw perspective 1 og 2, set ud fra ideen om community media som "Rhizomatic" 
3:18pm 
Andreas Christian Bøgh Borre 
Det er faktisk skide spændende, selvom jeg tit er ved at blive idiot af at sidde med det 
som del af hvert spørgsmål konkluderer jeg ud fra Laclau & Mouffe's diskursanalyse hvorledes den givne 
karakteristik har potentiale for at udfordre dominerende diskurser i samfundet 
3:20pm 
Mette Ohlendorff 
Personligt - og helt uunderbygget - tror jeg at der er masser af potentiale, og at TED er kommet en lang vej hen imod 
at blive betragtet således, men kvaliteten og WOW-faktoren kan godt være i fare for at dale lidt når der er 100 
forskellige talk om samme emne. Jeg oplever at det efterhånden er svært at navigere i alt indholdet og jeg savner 
mere kuratering, stærkere strategier for de lokale communityes, således at kvaliteten er i top 
3:21pm 
Andreas Christian Bøgh Borre 
Kuratering er jo noget, der ligger så centralt i alt TED står for - så jeg umiddelbart gi dig ret og pege på det som noget 
centralt i løsningen 
3:21pm 
Mette Ohlendorff 
TEDx store udfordring er også at det er SÅ rigtigt at arbejde både lokalt og globalt, men samtidig er det en kæmpe 
udfordring at hver celle arbejder uafhængigt og ukoordineret rent resourcemæssigt. 
3:22pm 
Andreas Christian Bøgh Borre 
Præcis 
3:22pm 
Mette Ohlendorff 
Det er svært at være græsrod og overordnet satellit på samme tid  
3:23pm 
Andreas Christian Bøgh Borre 
Men samtidig med, at mange ting peger på, at man evt. burde indskrænke autonomien, så er det måske også her 
hvorudfra TED samlet set har bedst potentiale for at udvikle sig, tænkt ud fra en mere radikal demokratisk tankegang 
3:25pm 
Mette Ohlendorff 
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Ja, absolut. Det er det der er det store dilemma. For hvis man ender i hierakiet igen (som før TEDx) så er det jo bare 
pisseelitært, og bare fordi at udviklingslandendes kvalitet rent produktionsmæssigt ikke er så veludviklet, betyder det 
jo ikke at indholdet er mindre værd. 
Så hvordan kan TED og TEDx udvikle dette potentiale? Måske kan der rent produktionsmæssigt være nogle fælles 
alliancer - rent sponsormæssigt, ressourcemæssigt og partnershipsmæssigt, men hvor indholdet stadig er frit og 
demokratisk og lokalt releavnt... 
3:27pm 
Andreas Christian Bøgh Borre 
Jeg bider mærke i en stigende kommercialisering af TED og TEDs community - opretholdelsen af legitimitet som 
community medie ligger, tror jeg, for mange i netop den radikale åbenhed, som TED tilegnede sig som identitet ved 
TEDx 
3:27pm 
Mette Ohlendorff 
Ja. 
Gotta go, skat. Skal hente STormy. Tak for chatten  
3:28pm 
Andreas Christian Bøgh Borre 
Selv tak og tak for spændende inputs. Jeg må se hvordan man på APA-vis citerer en Facebook samtale  
3:28pm 
 
Hahaha  
Bare copy paste 
3:29pm 
 (Mette Oehlendorff, Facebook, July 2013) 

• July 8 
1:35pm 
Andreas Christian Bøgh Borre 
Hey Mette! Vil du lige hjælpe mig med en ting? Noget af mit interview med Lærke blev slettet og jeg mangler derofr 
nogle statements ifm. data til mit speciale omkring 
1) Hvad er det, der gør, at du har valgt at blive TEDx licensee?  
(Uddybende: Hvad er det du brænder for i TED/TEDx, som gør, at du har ville investere så meget af din gratis tid i at 
arrangere TEDx?) 
2) Hvordan oplever du TEDx's (i New York) guidelines og kontrol? 

(her leder jeg specifikt efter noget, der beskriver kontrol  
1:35pm 
Andreas Christian Bøgh Borre 
Er det noget du vil hjælpe mig med? Behøver ikke være OVERDREVET dybt eller langt  
3:35pm 
Mette Ohlendorff 
Yes  
1: Jeg er ikke Licencee det er kun Lærke, men jeg er Co-organizer og bestyrelsesmedlem, samt Artistic Director, så 
jeg svarer bare ud fra det. 
Jeg har været TED fan i over ti år og bruger TED Talks meget i min undervisning, så jeg meldte mig underfanerne da 
jeg gerne ville give tilbage til communityet. Derudover er jeg kulturel producer og iværksætter i København, som 
gennem mange år har haft interesse i at lave spændende, fællesskabsorienterede kultur events og tiltag i 
København. TEDxCopenhagen består derudover af et innovativt og stærkt netværk, som er meget inspirerende at 
arbejde sammen med - det var ikke mit incitament til at begynde med, men det er det blevet. Man kan sige at det i 
høj grad er det at løfte et non-profit projekt i samspil med andre kreative folk i København, der er en stor drivkraft for 
mig. 
2: Jeg har flere gange oplevet TEDx HQs kontrol i forhold til opretholdelsen af guidelines. Her i foråret afholdte vi et 
Salon event sammen med Ingeniørforeningen IDA, som de havde taget initiativet til og som de var værter for i deres 
lokaler på Kalvebodbrygge. Vi beskrev i invitationen og pressemeddelelsen at dette var en "TEDxCopenhagenSalon 
hosted by IDA". Kort efter fik vi email fra TEDx HQ om at det var imod reglerne for TEDx at co-hoste med andre, og vi 
måtte derfor ændre formuleringen til at IDA var venue, ikke host. Det var ret bøvlet for os, da vi jo gerne ville give IDA 
en masse shine for at bidrage til communityet og være main partner for eventet. De måstte nøjes med at blive nævnt 
på partnersiden sammen med alle de andre partnere. Jeg er meget forstående overfor at TEDx er non profit og skal 
holdes fri af kommercielle interesser - dét er meget vigtigt at holde fast i for at bibevare troværdigheden, MEN jeg 
finder det ind imellem som problematisk at rammerne er så stramme som de er. Eksempelvis må vi ikke nævne 
partnere nogle steder via de sociale medier, vi kan fx ikke skrive "Tak til Carlsberg for vandet" på Facebook. At blive 
nævnt i sammenspil med TEDx brandet, især via sociale medier, er et kæmpe incitament for brands for at ville være 
sponsorer, og det må vi ikke udnytte, hvilket er en stor udfordring. Der lægges ekstremt mange frivillige kræfter i 
TEDx og sponsoraftalerne er meget essentielle. Jeg oplever at TEDx HQ's guidelines nogle gange spænder ben for 
at give partnere endnu mere værdi og dermed gør det mere attraktiv for dem at bidrage. 
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Mette is now ”Artisitc Director & Co-organizer” 
Persoanal communication, June 27, 2013 
 
Sp1: Hvad arbejder du med i TEDxCopenhagen? 
Min titel er "Artistic Director & Co-organizer" og jeg arbejder med at kuratere de kunstneriske indhold på scenen, er 
ansvarlig for vores årlige visuelle identitet, fotos, videoer (uden for scenen) og arbejder med den strategiske 
formidling af TEDxCopenhagen, herunder udbredelsen af kendskabet til TEDxCph og styrkelsen af dettes brand. 
Derudover har jeg en Co-organizer forpligtigelse som bestyrelsesmedlem der gør at jeg (sammen med resten af 
boardet) designer den overordnede struktur, indhold og eksekvering af TEDxCphs events. 
 
Sp2: Når folk spørger dig, "Hvad er det der TEDx egentlig og hvad kan det?", hvad svarer du så? 
"At TEDx er lokale grupperinger af det globale speaker fænomen TED, som er et konferenceformat der startede i 
1984 og som afholder to main events årligt hvor nogle fantatisk dygtige folk, der er eksperter indenfor et givent felt, 
formidler en idea worth spreading på 18 minutter (eller mindre). Siden starten af det nye årtusind begyndte at smide 
alt sit indhold online - gratis, hvilket er TEDs helt store styrker rent impacts-mæssigt - disse videoer nåede i 2012 i 
milliard views. TEDx er lokale editions af TED hvor flere hundrede byer har deres egne events under TED licensen - 
fx TEDxSydney, TEDxRio eller TEDxCopenhagen". 
 
Sp3: Hvordan vil du beskrive TEDx community'et? -----Gør det noget godt for dem, der er en del af det? -----
Gør det noget godt for dem, der ikke er en del af det? 
TEDx Communityet er jo flere forskellige grupperinger. Der er dem der er frivillige i en lokal TEDx organisation, dem 
der kommer til en lokal event, dem der følger med online og dem der er en del af det globale TEDx community. Hvis 
man kan generalisere denne meget brede gruppe, så kan de beskrives som en gruppe af iværksættende mennesker, 
der er interesseret i samfundets udvikling fra forskellige perspektiver. Forhåbenligt gør det noget godt for både dem 
der er en del af det og dem der ikke er en del af det. Dem der er en del af det giver det helt basalt og indlysende en 
community-følelse, som er et grundlæggende behov i mennesket, der handler om at være sammen i flok og dele 
forståelse, referencerammer og kultur. Dem der ikke er med i communityet kan jo frit bruge TEDx indholdet (men er 
de så allerede betragtet som en del af communityet.... har brug for skarpere definitioner før jeg kan svare skarp på 
dette tror jeg... ). NB: I forhold til din opgave, tror jeg du skal gøre noget ud af at de forskellige definitioner... Når du 
skriver "TEDx Communityet" mener du så det samlede globale TEDx community - altså 200 lokale organisationers 
community i en samlet flok, eller mener du individuelt for hver af disse organisationer...? Er det dem der fx Like på de 
sociale medier, eller dem der er frivillige eller begge dele? :) Kan mærke at jeg har lidt svært ved at svare mere 
konkret på dette felt, da jeg ikke helt ved hvem du taler om når du siger Community... Hvis du har brug for mere 
uddybende info, kan vi sagtens mødes til en snak, tror det kunne højne kvaliteten af svarene at de forholder sig 
endnu mere til det du konkret vil afdække. 
 
Sp4: Hvilken rolle spiller community'et for dit / dine arbejdsområde(r) i TEDxCopenhagen? -----Hvordan 
bruger du det til at nå dine mål? -----Hvordan påvirker det eller kan det påvirke TEDx's medie-output? 
Pt spiller det ikke så stor en rolle, som da jeg var Communications Director. Jeg er stadig ved at opbygge et nyt 
fokusområde, og i den forbindelse er Communityet endnu ikke sat så meget i spil. På sigt vil jeg bruge communityet 
til udbredelse af de TEDx aktiviteter jeg arbejder med, og bruge dem til at have en dialog omkring indholdet af de 
aktiviteter. Det sidste spørgsmål er jeg lidt usikker på hvad der menes... hvad er "det"? Er det communityet eller mine 
mål? 
 
Sp5: Hvordan vil du beskrive TEDx's rolle i mediebilledet? -----Ændrer TEDx's tilstedeværelse noget ved 
måden man forstår medier? 
TEDx's rolle i mediebilledet afhænger nok af med hvis øjne man ser. For nogle (brugerne/communityet) er TEDx et 
kærkomment alternativ til de kommercielle nyhedskanaler, hvor information vinkles og videregives ud fra 
nyhedsværdi, ikke konstruktiv brugbarhed. TEDx rolle er at fomidle ekspert-stof på en let-forståelig måde, med fokus 
på indlevelse og den (lange) personlige fortælling. Hvilket står i skarp kontrast til journalistisk formidling. TEDx 
tilstedeværelse har bevist at der er liv efter 30 sekunders indslaget ;). Med en milliard views (på TED Talks) må det 
siges at være berkæftet at der er et ønske og behov for dybdegående, personlig formidling. TEDx og TED har dog 
brug for at reflektere over egen rolle og muligvis blive skarpere på sin fremtidig position i medielandskabet. Jeg 
oplever at med TEDs hurtigt voksende succes er der et øget behov for at arbejde med den fremtidig strategi. Hvad 
skal TED og TEDx i fremtiden? Synes efterhånden at det kan være svært at navigere i de store mængder af indhold. 
Hvordan struktureres dette på konstruktiv og brugbar måde? For hvem? Hvordan? 
 
Sp6: Hvordan bruger TEDx partnerskaber? -----Hvad kan TEDx tilbyde partnere? -----Hvordan drager TEDx 
community'et nytte af partnerskaber? 
TEDx's økonomi baserer sig stort set udelukkende på partnerskaber. Partnerskaberne bør derduover også være et 
strategisk kommunikationsværktøj for TEDx til at udbrede kendskabet til sit virke via de pågælende partners netværk 
og community. TEDx tilbyder (relevante!) partnere en mulighed for at være medskaber på en meget efterspurgt vare: 
Meningsskabende indhold. Partnere bidrager til produktionen af TEDx og får tilgengæld adgang til de kuraterede 
events samt kan promovere sig selv både internt og eksternt via det stærke TEDx brand. De opfordres til at bruge 
TEDx indholdet i deres egne kanaler. Basalt sagt kan Community'et drage nytte af partnerskaberne ved, at de 
muliggør et højt kvalitetsniveau, som kommer communityet til gode. 
 
Sp7: Hvor vil du placere TEDx mellem stat, marked og civilsamfund? -----Vil du mene, at denne placering 
udgør nogen former for potentiale? 
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Det er et lidt svært spørgsmål, da placeringen af TEDx uden tvivl er en meget varierende størrelse afhængigt af 
hvilken stat, hvilket marked og hvilket civilsamfund der er tale om... I udviklingslande har TEDx et andet, måske mere 
banebrydende, potentiale, end TEDx har i den vestlige verden. I udviklingslande har TEDx potentialet til at blive en 
essentiel komponent i øgelsen af viden- og informationsniveauet, i styrkelsen af medborger-bestemmelse og 
udviklingen af en stærkt, samarbejdsorienteret og iværksættende kultur. I den vestlige verden ser jeg TEDx 
potentiale som et stærkt alternativ til de kommercielle medier / platforme og som en essentiel netværksorganistion, 
der bygger bro mellem meningsskabende mennesker, virksomheder og organisationer indenfor et bredt felt af 
kompetencer. Jeg vil derfor nok placere TEDx mellem civilsamfund og markede med stat en lille smule længere væk. 
Stat kan være en relevant medspiller, men det er stadig vigtigt at TEDx forbliver uafhængig af stat (NGO). 
 

Appendix D 
Ronni Tino Pedersen, head of Speakers at TEDxCopenhagen 
Persoanal communication, June 27, 2013 
 
 
Sp1: Hvad arbejder du med i TEDxCopenhagen? 
kuratering af program 
 
Sp2: Når folk spørger dig, "Hvad er det der TEDx egentlig og hvad kan det?", hvad svarer du så? 
Et internationalt konferencekoncept hvor hovedformålet er at inspirere - uden hensyntagen til brancher eller 
fokusområder. Det er det, det kan. Inspirere. Og sætte følelser og tanker i gang. 
 
Sp3: Hvordan vil du beskrive TEDx community'et? -----Gør det noget godt for dem, der er en del af det? -----
Gør det noget godt for dem, der ikke er en del af det? 
Et community er et interessefællesskab, så det bekræfter dem, der er en del af det, i deres identitet og værdier og tro 
på egen retning i samfundet. Troen på at ideer bliver større af at blive delt og at ideerne på scenen hos TEDx er gode 
og sande. For dem, der ikke er en del af det? Nogle ideer og talks omhandler situationer eller emner, som kan siges 
at påvirke mange mennesker, som ikke nødvendigvis er en del af communityet. Når bevidstheden om disse emner - 
f.eks. overvægt v. Jamie Oliver - bliver delt gennem TEDx, bliver de en del af bevidstheden hos flere mennesker. 
Første skridt i adfærdsændring. - og så må vi jo håbe at Jamie har ret i sine antagelser ;) 
 
Sp4: Hvilken rolle spiller community'et for dit / dine arbejdsområde(r) i TEDxCopenhagen? -----Hvordan 
bruger du det til at nå dine mål? -----Hvordan påvirker det eller kan det påvirke TEDx's medie-output? 
1. Crowdsourcing af ideer til oplægsholdere. Uden input udefra ville vores opgave tage længere tid. Vi har også 
crowdsourcet videooptagelse fra 2012, hvor PerVers' optræden ikke blev fanget af kameraholdet. 2. Medie-output... 
hm, well kommunikationen anerkender sit community, så den er måske i højere grad involverende i sin tone? Her 
tænker jeg på dialogisk output, eks. Facebook. Videoer som output bliver ikke påvirket af communityet. 
 
Sp5: Hvordan vil du beskrive TEDx's rolle i mediebilledet? -----Ændrer TEDx's tilstedeværelse noget ved 
måden man forstår medier? 
Som en autoritet. En særlig stemme i debatten. En karakteristisk og toneangivende spiller. På godt og ondt. Og nej, 
det tror jeg ikke. 
 
Sp6: Hvordan bruger TEDx partnerskaber? -----Hvad kan TEDx tilbyde partnere? -----Hvordan drager TEDx 
community'et nytte af partnerskaber? 
TEDx bør kun skabe partnerskaber, hvor man deler grundlæggende værdier om at dele gode ideer og berige et 
samfund gennem deling af viden, der gør en forskel. TEDx tilbyder partnere en særlig værdibaseret platform for 
opmærksomhed. Høje værdier fra toppen af pyramiden. Selvrealisering. Communityet drager nytte af partnerskaber, 
når disse faciliterer en del af TEDx-oplevelsen - enten indirekte gennem økonomisk sponsorat eller direkte gennem 
sponsorat af anden slags f.eks. venue, særlig oplevelse, bespisning eller samfundsnytte v. f.eks. charity, der sendes 
videre etc. Communityet drager også nytte af bevidstheden om partnernes - forhåbentlig gode - hensigter. TEDx er et 
filter for mere samvittighedsfulde virksomheder. Virksomheder, der deler værdier med TEDx. TEDx kuraterer partnere 
såvel som speakers. Et nyttigt filter. 
 
Sp7: Hvor vil du placere TEDx mellem stat, marked og civilsamfund? -----Vil du mene, at denne placering 
udgør nogen former for potentiale? 
Nok et sted mellem marked og civilsamfund. Og i så fald er der vel et potentiale - især for mindre 
velfærdsstatsdrevne lande end eks. DK, hvor staten tager hånd om de civile rettigheder og sikkerhedsnet. Ikke noget, 
jeg har tænkt videre over. Jeg kuraterer ikke bevidst ift. denne skelnen. 
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Appendix E 
Stephanie Kent, Special Projects manager at TED Partnerships, TED 
Personal communication, May 14, 2013 
 
What is the TED Partnerships program?  
TED Partnerships allow corporations, TED speakers and the TED community from the worlds of science, design, 
technology, business, education, and arts to collaborate in a human-centered way. 
 
What role does Partnerships play, in the mission of Spreading Ideas?  
Partnerships spread ideas by creating relationships with other organizations, but also creates new ideas by bringing 
together collaborators who might not otherwise be working together. 
 
How big a part of the mission would you say that Partnerships make up for?  
Quite a large part. As we distribute ideas and make new partnerships, ideas spread further than if they were 
contained within TED's immediate community. 
 
Is TED Partners part of the TED Community? 
- if so: How? 
Absolutely. Partners bring in new ideas and perspectives, and they have their own community within TED as well.  
 
How would you describe the way TED Partners interact with the TED Community?  
TED Partners bring their expertise to the community, invite the community behind-the-scenes in  
their industry, but more importantly, they are a part of the community.  
 
- How do partners benefit from this interaction?  
Partners are equally inspired by TEDsters, get honest feedback about their work, and make connections that lead to 
collaborations with the potential to change the world. 
 
- How does the community benefit from this interaction?  
They learn more about a Partners' business, industry, goals, and get to weigh in and provide feedback to some of the 
most powerful, influential companies in the world.  
 
- How does TED benefit from this interaction?  
TED benefits wherever collaborations occur, because that's when ideas change, adapt, and grow, reaching new 
audiences.  
 
- How does the world ...?  
The world benefits from the ideas born from new collaborations and the knowledge unlocked during these 
exchanges. 
 
A more specific question about "Ads Worth Spreading": 
It is stated that "the dream behind this initiative is to find ads that communicate ideas with consumers in the same 
way that TED wants to communicate with its audience"  
 
- What way is that?  
Through stories, information, presentations that surprise and delight us, connect with us as humans, and inspire us, 
leave us wanting to learn more.  
 
 
 


