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ABSTRACT
Rhetoric and the Wrel ess Revol uti on

Joyce Virginia Gab Kneel and

This dissertation concerns the rhetorical strategies and
devices that define a wreless technology revolution in the
United States. The inquiry engages in rhetorical criticism of
key docunents, texts and exi gencies enbedded w thin successive
stages of the wireless revolution spanning twenty years. Three
sites of discourse are analyzed: the wireless industry’s vision
and construction of its own revolution including the views of
its insiders, the wireless revolution as constructed by feature
witers for the public press, and the public advertising of
wi rel ess phones and servi ces.

The resulting narratives reveal topics, lines of argunent
and “good reasons” for participation in the wireless revol ution.
Research is conducted follow ng the grounded theory and
rhetorical/critical perspective approaches. The nethod for
di scovering the primary topics is to randomy select and anal yze
ext ensi ve docunentation fromeach of the three sites; fromthese

materi al s ei ghteen texts are chosen as “representative
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anecdotes” which carry the core of the argunents during each
phase.

The dissertation concludes that the wirel ess conmuni cation
revolution is not initiated by a single point of view, but by an
entwining braid of nultiple engaged resources within the three
rhetorical sites. The revol ution appears to be constituted, not
constructed or determ ned, thus technol ogy devel opnent and
soci al change are nutually constitutive. The wirel ess revol ution
is propelled by a nultitude of persuasive tactics within various
rhetorical sites. There is not one discourse that propels the
technol ogy rather there are nultiple strands. In the case of
W rel ess technol ogy, the strands of discourse are swept together

at given nonents in successive stages to create the revol ution.
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Rhetoric and the Wrel ess Revol uti on

Chapt er One

| ntroduction to Rhetoric and the Wrel ess Revol uti on

This study concerns the rhetorical strategi es and devices
that define a technology revolution in the U S. marketpl ace.
Specifically, it will examne the rapid spread of w rel ess phone
technology in the United States in the formof a case study that
crosses three tine periods: inception, md-term and
stabilization of a comunication revolution. Analysis wll focus
first on the wireless industry’s vision and construction of a
sel f-proclainmed “revolution” by internal industry communication
t hen conpare professional expectations to the “wrel ess
revol ution” constructed by feature witers for the public press
and, finally, nove to assess the public advertisenents of
W rel ess phone products and services created by the service

provi ders. Conclusions will be drawn about the rhetorical
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rel ati onship between the public, industry and consuner
advertising points of view

Chapter One provides definitions for key termnms, outlines
the maj or theses, describes the nethod and organi zati on of the
project, and proposes its scope and potential value. The terns

technol ogy and revolution are explored in their various usages.

The wireless revolution is defined within the broader context of

t echnol ogy and conmmuni cati on and established as a subset of the

communi cations revol ution. The concept of communication is

exam ned and defined for the purpose of this study. In this
chapter, I will first sketch the nature of inquiry that defines
t he study of technol ogy; second, outline the comrunications
revolution fromthe late nineteenth century to the present, the
|atter twenty-five years of which has witnessed the wreless
revol uti onary novenent as a key subset; and finally, define the
nature of this study as a rhetorical inquiry into the discourse
of the wireless comunication revolution by isolating the

t heory, theses, and procedures guiding inquiry.

Technol ogy Revol ution: The Case of the Cellular Tel ephone

Froman early point in its market introduction, industry

i nsiders proclained the nobile tel ephone a “revolution.” In
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January 1984, three nonths after the inauguration of cellular
service in Chicago, Donald Porter, director of marketing for
Tel ephone and Data Systens, Inc. spoke to a group of independent
(non-Bell System tel ephone conpany managers: “A tel ephone
revolution is taking place and it is called cellular tel ephone.
... Tonorrow s tel ephone conpany will be cellular. ...The
revolution is upon us” (22). On the inside cover of its 1991

State of the Cellular Industry report, the Cellular

Tel ecommuni cations I ndustry Association (CTIA) states:
Anerica is too busy these days to tie itself to a
phone line. Thanks to cellular, it doesn’t have to.
Cellular has freed [the Anerican people] to lead a
revolution in tel ephony. ...Since its inauguration in
Cct ober 1983, cellular has won public acceptance at
historic growth rates. Faster than | andline tel ephone.
Faster than broadcast television. Faster than cable
tel evision. Faster than facsimle. (n.pg.)

Cel l ul ar pioneers could envision the beauty of the wreless

t el ephone and what it mght portend for the public, yet even the

nost optim stic analysts did not forecast the pace of change

ahead. Fromthe time of Porter’s speech, it would be only five

years before one in four people in the United States used a

nmobi | e phone; ten years later it would be nearly one in two
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(“CTIA's Sem - Annual ). The nobile, or cellular, tel ephone would
have a significant inpact on the way people live and work, as
did other technol ogy revolutions in the second half of the
twentieth century.

In The Control Revol ution: Technol ogi cal and Econoni c

Oigins of the Information Society, Janes R Beniger lists

dozens of “nodern societal transformations” since 1950.
Significant anong them are the many technol ogy revol utions: the
conputer revolution, the information revolution, the electronics
revol ution, the mcroelectronics revolution and the
comuni cations revolution (5-6). Since 1986, when his book was
publ i shed, the Internet revolution and the wireless revol ution
al so have cone to pass.

VWhat is a technol ogy revolution? A L. Shapiro discussed
the nature of recent technol ogy revolutions in the U S.,
i ncluding the conputer, Internet and wirel ess revol utions:
“These are, no doubt, nmjor devel opnents. But in an age of
unchecked hyperbole, it nmakes sense to ask: Are these changes
really revolutionary? And if so, exactly what type of revol ution
are we experiencing?’ (10).

It certainly is possible that the purveyors of technol ogy
are labeling revolutions as such to hype future sales of their

products. But there is nore to the story. Consider the present
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state of technology in the United States. In the |ast three
decades al one, the cell phone, personal conputer and Internet
have nodi fi ed conmuni cati on behavi ors and reshaped social norns
of conmuni cation. These technol ogi es have individually and
collectively transfornmed free tine and leisure activities, in
addition to having a major inpact on markets and institutions.
What, exactly, constitutes a technol ogy revol uti on? Three
W reless industry executives shared their views on the nature of
the wirel ess technol ogy revolution in the United States.
According to Dennis Strigl, president of Verizon, Inc.:

The wireless revolution is sinply defined as wirel ess

being used in place of wired technologies. ...1 think

it is a convenient, easy way of using a tel ephone
[eventual ly] replacing landline [wired] tel ephone
service. That's the revol ution

Anot her executive of a major wireless firm H. Donald (Don)

Nel son, President and CEO of United States Cellul ar Corporation

1983- 2000, described the revolution this way:
| guess |’ve been part of the revolution or is it an
evolution? It’s a very fast evolution. Wien we started
t he busi ness we thought that we could get [market]
penetration of one nmaybe two percent. ...[ Then] we

found out that it was an evol utionary process that
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really changed every year. As the size of the product
got smaller, as the service areas got larger, as the
two carriers got online and we had duopoly
conpetition, it became nuch nore of a business case of
revolution. Froma tinme point of view, [the revolution
occurred] when we ...introduced the “brick” [an early
portable cell phone], which we thought was very
revolutionary, but as we all know it was just the next
step in the evolution of the product. ...\Wen we got to
the [FCC] auction ...there were people who were going
to aggressively go after these properties. Because
they were better than what other people thought and
there was noney to be made. Wall Street was excited
about them Tel ephone conpanies were getting very
protective of everything that they had and what they
wanted. This was the early post tinmefrane of the post
AT&T breakup. So they [the tel ephone conpani es] were
just trying to find their way. | think that was the
first stage.

The wirel ess revolution incorporated earlier forns of
comuni cati on technol ogy, nost obviously the wired tel ephone,
which itself revolutionized communication in the |ate 1800s.

Thus, wireless is part of a broader “comrunications revolution.”
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Kevin Kell ey, senior vice president for Qual conm and fornmer
chief of the Wreless Bureau at the Federal Communications
Comm ssion (FCC), presented it this way:
It's a communications revolution; it’s the way peopl e
communi cate. It represents change. ...The car phone,
the portable, the transportable, sonmewhere in that
' 85-'86-"'87 there was phenonenal growth. ...I don't
think there was a revolution when a | ot of people had
phones in their car. That wasn't the real revolution;
the real revolution was when peopl e were wal ki ng
around with them | can take this phone anywhere |
want. ...\Wien people started carryi ng phones around
with them the real revol ution cane.
A key concept for the wireless revolution, then, was personal
mobility. According to Nel son and Kell ey, the technol ogy that
changed personal communication forever was not the car phone,
but the portable phone, which enabl ed conuni cati on anytine or
anywhere, and initiated the practice of calling a person not a
nunber. While each wirel ess executive' s perspective varied
slightly, they agreed on one fundanental point: The w rel ess
revol ution enabled a totally new | evel of personal nobility in

conmmuni cati on

18
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Key Terns and Definitions

The neani ng of a technology revolution takes its shape from

history and its various usages of the word revolution. The scope

and pace of social change generated by technol ogy revol utions
such as the conputer and the cell phone m ght be considered in
the context of the changes generated by major political
revolutions in our history. Beniger wites, “Revolution, a term
borrowed from astronony, first appeared in political discourse
in seventeenth-century Engl and, where it described the
restoration of a previous formof governnent. Not until the
French Revolution did the word acquire its currently popul ar and
opposite neani ng, that of abrupt and often violent change” (7).
In the twentieth century, another kind of revolution, the
scientific revolution, was defined to represent a major shift in
scientific thinking. Thomas S. Kuhn described scientific
revol utions as “non-cunul ati ve devel opnental episodes in which
an ol der paradigmis replaced in whole or in part by an
i nconpati ble new one” (92). He justified the use of the word
revol ution by describing parallels between political revolutions
and paradi gm changes in science. “Li ke the choice between

conpeting political institutions, that between conpeting
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[scientific] paradigns proves to be a choice between
i nconpati bl e nodes of community life” (94).
I n 1980, technol ogy historian Edward Constant described a

third kind of revolution. In his book, The Oigins of the

Tur boj et Revol ution, he defined technol ogi cal revolution as that

whi ch occurs when the technical community adopts a new nor nmal

t echnol ogy:
Technol ogi cal revolution is the professional
commtnment of either a newly energing or redefined
community to a new technological tradition....
Technol ogi cal revolution has occurred when a new
tradition or practice conprising a new nornal
technology is initiated. This concept of technol ogi cal
revolution conflicts with nore conventi onal
conceptions. Here, technol ogical revolution is placed
much earlier. The revolution occurs not when the new
systemis operational, not when it is universally
accepted, not even when it first works, but when it is
accepted by even a significant mnority of the
rel evant community as the foundation for a new nor mal
practice. (19-20)

In contrast to a technol ogi cal revol uti on which, according

to Constant, occurs in the relevant professional community, a



Gab Kneel and 21
t echnol ogy revol ution represents a societal transformation. The
technol ogy revolution unfolds in the public sphere as the public
is influenced or becones persuaded to | eave old habits and adopt
new practices around the new technol ogi es. The di scussion as to
which is better, old or new, becones a “politics” of revol ution.

The word revolution is thus comonly attached to and

associated wth new technol ogies that diffuse rapidly in the
public sphere, with dramatic social and cultural inplications.

The termtechnol ogy revolution is associated with the notion of

political revolution because of the dramatic change affecting
the public. It is also associated wth Kuhn’s notion of
scientific revolution and Constant’s definition of a
t echnol ogi cal revolution. The nodern technol ogy revol ution
represents not only a technol ogi cal innovation but also a public
paradi gm shift of significant proportion.

Society’s conceptions of political, scientific and
t echnol ogi cal revolutions thus contribute to a frane of
reference inplied by the technol ogy revol uti ons of the present
period. Unlike scientific and technol ogi cal revol utions defined
by Kuhn and Constant, however, technol ogy revolutions of the
ki nd descri bed by Beniger (e.g., comrunication, conputer and
I nternet revol utions) nmake their greatest inpact in the public

sphere.
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The termtechnol ogy has its own range of definitions.

Technol ogy is pervasive in nodern culture, but what is it,
exact|ly? Thomas Hughes defines it in a narrow sense as sinply
the “techni cal conponent of technol ogy” (141-156). Tom R Burns
and Thonmas Di etz expand on this by defining technology as “a set
of physical artifacts and the rules enployed by social actors to
use those artifacts” (208). Thus defined, technol ogy is enbedded
in a larger socio-technical system which includes cultural and
institutional aspects (209).

Broader definitions of the word technol ogy include

cultural, institutional and organizational aspects, in addition
to the technical aspects. Arnold Pacey calls the conbination of

technical, cultural and organi zati onal aspects a technol ogy-

practice and defines it as “the application of scientific and
ot her knowl edge to practical tasks by ordered systens that

i nvol ve peopl e and organi zations, living things and nmachi nes”
(5-6. An even broader definition, suitable for this inquiry, is
one that includes references to econonmcs, politics and human

behavior. In the Preface to Beyond Engi neering: How Soci ety

Shapes Technol ogy by Robert Pool, technology is defined as:

...the application of science, engineering and
i ndustrial organization to create a human-built world

[ ..affecting] virtually every aspect of human behavi or:
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private and public institutions, econom c systens,
comruni cati ons networks, political structures,
international affiliations, the organi zati on of
societies, and the condition of human lives. The
effects are not just one way; just as technol ogy
changes society, so too do societal structures,
attitudes, and nores affect technol ogy. (iXx)

The broader the changes, the nore revolutionary the technol ogy.
But change depends on definitions argued back and forth al ong
di mensi ons of use. The wireless technology revolution, it wll
be denonstrated, has all the di nensions di scussed above, with
sone understood better than others. For purposes of this study,
W rel ess communication is that which utilizes a cellular
t el ephone and any or all of its present day features and
att endant devi ces including access to and use of high speed data
applications, wireless Internet and nulti-media applications.
According to Thomas Weel er, president and CEO of the Cellul ar
Tel ecommuni cations and I nternet Association (CTIA), 1992-2004:
The termw rel ess began to surface in the cellular
i ndustry around the tine of the spectrum auctions in
1994. The PCS providers were positioning their product
differently fromcellular. ...The termwrel ess was

invented to straddle a civil war between PCS and
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cellular. It was the only termthat allowed the
bridging of cellular and PCS. Wrel ess becane the term
t hat everyone coul d agree on.

It seens that since the m d-1990s, when industry adopted the
term all comrunications that operate wirel essly have been
described as wireless. The wireless tel ephone itself is a
cellul ar tel ephone enabled initially by anal og radi o signals and
nmore recently by digital. The termw reless thus began with
cellular technology and still represents cellular, but its scope
has w dened. The ensuing chapters will tell the story.

The terns technol ogy and revolution in their conbined state

conpri se aspects of the aforenentioned established definitions
yet create a new kind of netaphor that inplies the existence of
a rapidly diffusing technology within the general public,
essentially marking the new technol ogy’s actual (or projected)
energence fromthe domain of the professional to enter the nore
ubi qui t ous usage patterns of the public sphere. The technol ogy
revol uti on nmet aphor suggests that a certain technology or famly
of technol ogies is bringing about a rapid, public change.

Technol ogy revol utions thus defined represent social,
organi zati onal and econom c change, as well as technical change.
The scope and pace of change, expected or real, generates

controversy, as advocates of new technol ogy push for its
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assimlation in the public, while opponents remain skeptical of
its value and appropriateness. The technol ogy revol ution, and
its attendant topics and controversies as it diffuses wthin the
public sphere, is the main concern of this project.

As the | atest comruni cation technol ogy to engage the
public, wireless has and will continue to affect econom c,
social, cultural, political and organizational structures in
significant and conpl ex ways. The academ ¢ community has
recogni zed this significance and, in the |ast two decades,
schol ars studying the history and i npact of technol ogy have

generated their own research field, called technol ogy studies.

Scholars in this field cone from diverse backgrounds “seek[ing]
to increase the understandi ng of technol ogi cal devel opnment as a
soci al process” (D erkes, Hoffrman 9).
Technol ogy studies can be divided into three parts;
i nnovati on studies, history of technol ogy, and sociol ogy of
technol ogy (Bijker et al. 21). The research nethods are diverse.
Bi j ker and Law describe the diversity:
There are internalist historical studies; there are
econom sts who are concerned with technol ogy as an
exogenous vari able; nore productively, there are
econom sts who westle with evolutionary nodel s of

techni cal change; there are sociologists who are
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concerned with the “social shaping” of technol ogy; and
there are social historians who follow the
het er ogeneous fate of system builders. (11)

The technol ogy studies field, with its diverse nmethods and w de
rangi ng topics, has produced i nportant work on “social shaping”
as well as diffusion and its effects. According to EE M Rogers,
t echnol ogy i nnovation schol ars study diffusion using many
backgrounds and approaches, from anthropol ogy to marketing
managenent (42-43). Research produced on the diffusion of
i nnovations has denonstrated four main el enents: innovation,
communi cation channels, tinme and the social system (10). Models
resulting fromthese studies, while contributing to “our
under st andi ng of the conditions for econom c success in
t echnol ogi cal innovation” are nevertheless criticized by sone
soci ol ogi sts as asymetric and overly sinmplistic (Pinch, Bijker
22) .

Those who study the history of technol ogy focus mainly on
t he devel opnent of the technology artifact itself. In addition
to their historical depiction, however, these accounts may
recogni ze the inportance of non-technical factors in a

technol ogy’ s devel opnent. In Technol ogi cal Hi story and Techni cal

Probl ens, Hughes wites that nodern technol ogy has a trenendous

anount of “nmonmentum” arising mainly fromnon-technical factors
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(141-156). Momentumis evident in the scope and pace of
i nformati on and communi cati on technol ogi es that have transforned
nodern publics, but how does this nmonentum ari se? Expandi ng on
Hughes’ s concept of nonmentum Pool notes how nonentum and
hi storical circunstances together affect a technol ogy’ s
devel opnent :
Li ke a snowball rolling down a snowcovered hill and
growing in size as it goes, a new technol ogy can be
pushed in one direction or another by relatively m nor
factors--a personality conflict here, a lack of funds
there--but once it picks up size and speed, it’s much

harder to divert fromits course. ...The nonent um of

i deas shapes technol ogy as surely as does the nomentum
of historical circunstances, the nonmentum of
technol ogi cal infrastructure, or the nonentum of
scientific know edge. (31, 54)
The nmomentum of i deas, topics and controversies can advance a
technol ogy or derail it. Accordingly, there is nmuch to be
| earned about the influence of non-technical factors on a
technol ogy’ s success or failure. Contenporary schol ars who
concentrate their work in the sociology or technol ogy have
recogni zed the inportance of non-technical influences on the

spread and significance of technology. A relatively new program



Gab Kneel and 28

in technology called constructivist studies of technology is

based on a conbi nation of historical and soci ol ogi cal
per spectives. According to W E. BijKker
A central adage of this research is that one should
never take the nmeaning of a technical artifact or
technol ogi cal systemas residing in the artifact of
technology itself. Instead, one nust show how
technol ogi es are shaped and acquire their nmeanings in
t he heterogeneity of social interactions. (6)
Constructivi st studi es have denonstrated the conpl ex soci al
aspects of technol ogi cal devel opnent and in so doi ng have
chal I enged the notion of technol ogi cal determ nism which
generally holds that “a technology’s intrinsic properties and
functionalities determne or drive socio-cultural changes”
(Leonardi, Jackson 617). The goal of this study is not to
support or refute technol ogi cal determ nismor social
constructivism rather it is to discover the role of rhetorical
di scourse in the wirel ess revol ution.

Wreless is the nost recent conmmuni cation technol ogy
innovation to significantly change the way humans comuni cat e.
In the nore than two decades that the w rel ess phone has been
avail able to the Anmerican public, it has becone a robust synbol

of technol ogical progress. In this inquiry into the wreless
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revolution, the focus is on one particular non-technical factor
that can influence a technology' s future path--rhetoric. Before
begi nning the story of the wireless revolution, it is useful to

review earlier devel opnents in conmuni cation technol ogy.

The Communi cati ons Revol ution

The nodern communi cations revolution marks a period of tine
beginning in the late nineteenth century and continui ng through
the present. During this time, advancenents in comuni cation
t echnol ogy have erased soci al and geographi c di stance and
enhanced personal nobility. A mx of factors has given rise to
t he nodern-day state of communication: science, technol ogy,

i nnovation, regul ation, conpetition and ri sk.

The |l ast quarter of the nineteenth century was a
particul arly robust period of innovation in conmunication
technol ogy. As Carolyn Marvin describes it:

Five proto-mass nedia of the 20th century were
invented during this period: the tel ephone,
phonograph, electric light, wireless [tel egraphy] and
cinema. ...New electric nedia were sources of endl ess
fascination and fear, and provi ded constant fodder for

soci al experinmentation. (3-4)
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Even at this early stage of mass nedia s devel opnent,

Marvin notes, “The nore any nmediumtriunphed over distance, tine
and enbodi ed presence, the nore exciting it was, and the nore it
seened to tread the path of the future” (194). These early forns
of electric nedia fostered desire for nore, faster and better
forms of mass communi cation as peopl e adapted and adjusted to
new freedons and flows of information.

In the first half of the twentieth century, conmmunication
technol ogy specifically was further extended to mass audi ences
as film public radio and tel evision were introduced to the
American public (19-20). The conputer revolution in the 1960s
and 1970s was followed in rapid succession by cable and
satellite television and, finally, cellular telephones.

We are now, in the early twenty-first century, wtnessing a
progressi ve convergence between various fornms of mass nedi a,

t el ecomruni cati ons and conputing, fueled |argely by advances in
m cr o-processing and digital technol ogies (Beniger 25). Hotch
and Dysart wite, “The conmmunications | anguage of the future
wll be digital, and nodern tel ecomrunications is increasingly a
marriage of conputer technol ogy and tel ephone technol ogy” (22).

| f communi cati on technol ogi es of the nineteenth and twentieth
centuries triunphed over tinme and di stance, communi cation

technol ogies of the twenty-first century are poised to triunph
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over place. Calling a person has triunphed over calling a place;
the nobility of technol ogy has caught up to the nobility of
peopl e.

Oten, successive products within a technol ogy revol ution
represent a continuing reinvention of a prior technology. In

Per manence and Change: An Anat ony of Purpose, Kenneth Burke

(1966) writes:

| ndeed, what coul d di scovery be but redi scovery? A man

makes a new invention. Yet it is sinply the external
enbodi ment of prior nmental patterns. This invention
produces a change in environnent, as a result of
whi ch, new habits nmust be formed and ol d ones
abandoned. (181)
Wthin the communications revolution, prior experience helps in
shapi ng new conmuni cati on technologies and in fueling the rapid
pace of consumer acceptance. The w rel ess phone enjoyed a rapid
acceptance in part because it worked |like a wired tel ephone.
Each successi ve conmuni cati on technol ogy advance increases
our ability to exchange nessages and neani ng across tinme and
di stance, whether social, cultural or geographic. The
communi cations revolution is defined as much by how t hese new
tools are used, as by the tools thensel ves. The revolution is

about the type of information that is transferred, as well as
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t he manner and neans by which it is transferred. Communication
t echnol ogi es i nvol ve physical infrastructures, artifacts, social
structures and the communication itself.

Comruni cation, as a term has multiple uses and
definitions. It can be defined in nunmerous ways to suit a
vari ety of purposes. Frank E. X. Dance identified fifteen
conceptual conponents in his definition of communication. Most
relevant here is “Transfer/ Transm ssion/ | nterchange”, a concept
in which “...the connecting thread appears to be the idea of
sonething’ s being transferred fromone thing, or person, to

anot her. We use the word communi cati on sonetines to refer to

what is so transferred, sonetines to the neans by which it is
transferred, sonetines to the whole process” (Ayers qtd. in
Dance 205-206). Wrel ess communi cation neets all of these
criteria. It sinultaneously shapes the nature of a nessage,
enabl es the technical nmeans of transfer, and transforns the
process of conmmuni cati ons.

From a technical point of view, then, wreless phones
repl ace wired phones. Froma social point of view, however, the
i ncreased personal nobility is dramatically changi ng how peopl e
act and think. Wreless is, in effect, transformng the entire

human comruni cati on process.
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Proj ect (bjective

The project’s nain objective is to gain insight on the
rhetorical aspects of a communication revolution. The inquiry
will identify the rhetorical topics and argunents that define
the wireless revolution. Three discourse sites within the period
1983-2003 will be exam ned: the industry’ s vision and
construction of its own revolution, the revolution constructed
by feature witers for the public, and the public advertising of
W rel ess phones and services. The industry point of viewwll be
contrasted with the views represented by nmainstream press and
advertising. It is anticipated that this inquiry will contribute
to rhetorical studies in comrunication technology and suppl enment
the work of historians, sociologists and diffusion scholars in
t echnol ogy studi es.

For the purpose of this inquiry, rhetoric will be defined
as “engaged argunent” over the quality, significance and spread
of technol ogy. This type of argunent will focus on questions
concerning regulation, markets, institutions and social change,
based on alternative views of the revolution’s qualities and
potential for success. In “The Personal, Technical, and Public
Spheres of Argunent: A Speculative Inquiry into the Art of

Public Deliberation,” G Thomas Goodni ght wites:



This study represents an inquiry into the ways in which engaged

Gab Kneel and
...Rhetoric is an art, a human enterprise engagi ng
i ndi vi dual choice and common activity, and
deliberative rhetoric is a formof argunentation
t hrough which citizens test and create soci al
knowl edge in order to uncover, assess, and resolve

shared problens. (214)

argunent across nultiple sites helps legitimze rapid soci al

change.

34

Wthin the substance of such engaged argunent, | am | ooki ng

for topics within the revolution’s discourse representing |ines

of argument that, over tine, become the focal points of

justification and debate. These lines of argunent will evolve as

themati ¢ concerns that
the different audi ences of the revol ution.

ar gument

in each site | wll identify what Karl R Wall ace

consi dered “good reasons:”

Good reasons are a nunber of statenents, consistent
wi th each other, offered in support of an ought
proposition or of a value judgnent. ...If the

rhetorician were to adopt the term good reasons, he

woul d have a technical | abel that refers to all the

materi al s of argunment and expl anation. (247-248)

Wthin the |ines of

reflect the interests and orientations of
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The good reasons for the wireless revolution will change over
time but there will be overlap between the sites and the phases.
An investigation into good reasons will help uncover what the
revol ution neans to people and how it cane about.

The topics and good reasons within each site create a story
of the wireless communi cation revolution that conprises witten
text, spoken words, physical artifacts and visual print
materials. Walter Fisher, in “Narration as a Human Conmuni cati on
Paradigm The Case of Public Mral Argument” argued:

The | ogi ¢ of good reasons naintains that reasoning
need not be bound to argunentative prose or expressed
in clear-cut inferential or inplicative structures:
Reasoni ng may be discovered in all sorts of synbolic
action non-discursive as well as discursive. (1)
The energence of stories within the wireless revolution that
vary in formand interpretation will illustrate Fisher’s point

that narrations have “sequence and neaning for those who |ive,

create, or interpret them The narrative perspective ...has

rel evance to real as well as fictive worlds, to stories of
living and to stories of the imagination” (1-2). That “humans
are essentially storytellers” and that “good reasons vary in

f orm anong comruni cation situations, genres, and nedia” wll be

apparent in the diverse stories of industry stakehol ders,
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journalists and advertisers within the wireless revolution (7).
How wer e people induced to imagine their own participation in
the revol uti on? How were pl easures denoted, insecurities
hei ghtened and rel uctances of fset as people w tnessed the
energence and ultimately the pervasive grip of wreless
technology in daily life? The reasons within the distinct
rhetorical sites of industry, public press, and consuner
advertising constitute conpeting yet conpelling stories. Experts
and non-experts co-exist, each group formng its own basis for
participation in the revolution, each contributing to the social
perceptions and the reality of the wireless revol ution.

Wthin the three sites and their stories, this inquiry wll
additionally seek to identify the traditional categories of
persuasi on that operate within rhetorical discourse: |ogos,
et hos and pathos. According to Aristotle (1954), “the first kind
[ethos] depends on the personal character of the speaker; the
second [pathos] on putting the audience into a certain frane of
mnd; the third [l ogos] on the proof, or apparent proof,
provi ded by the words of the speech itself” [1356a]. The use of
Aristotle’s terns is not to represent a speaker-audi ence theory
of the revolution, but to uncover how t he di scourse of the
revol ution takes place/changes over tinme and within each

rhetorical site. How and where is the subject of technology risk
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handl ed? Were does ethos and character play a persuasive role?
How do enotions drive or threaten the revolution? The goal is to
under st and how, when and where | ogical, ethical and enotional
nodes of persuasion are used in the different stakehol der
constructions of a commrunication revol ution.

According to Janes Jasinski, scholars in recent years have
begun to explore the cognitive or judgnment-induci ng power of
di scursive forns such as narrative, nyth and netaphor (192).
Combi ni ng an under standi ng of how the three nodes of proofs
operate within each rhetorical site along wwth an anal ysis of
the narrative or storytelling features of the sites may yield
i nportant clues about how rhetoric functions to resol ve or
di m ni sh controversy and create or produce val ue judgnents about

contenporary, public issues.

Theses

The central contentions of this study are twofold: first,
that a comuni cation technol ogy revolution functions as a
rhetorical construction, observed, articulated and experienced
t hrough persuasi ve appeal s and i nducenents; second, that the
strategi es and devices observed in three sites of revolutionary

di scourse serve to stimulate and legitimze, or to thwart and



Gab Kneel and 38
di srupt the scope and pace of social change and i nvest nent
associated wth a new technol ogy.

The goal of the case study is to understand nore
specifically how the rhetorical construction of a communication
technology revolution, in this case the wireless revol ution,
supports (or undermnes) its diffusion into the public nmarket.
Several theses are proposed:

1. Conmmuni cation revol utions have characteristics that
entwi ne scientific, technol ogical, market driven,
political and social change.

2. A communication revolution is driven by topics, lines of

argunent and good reasons where the nature of what is

acceptable in the use, spread and choi ce of technol ogi es
changes over tine.

3. A comuni cation revolution is marked by periods, or
phases, with nore or less distinctive topics that are

articulated by different conbinations of ethos, pathos

and | ogos.

4. The rhetorical discourse of a technol ogy revol ution
operates with strategies to propel the technol ogy
forward, despite known or unknown risks, using
persuasive tactics to legitim ze the scope and pace of

soci al change.
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This study exam nes the rhetorical argunents constituting
the wireless revolution during the period from 1983 t hrough 2003
to explore the theses. It is expected that the beginnings of the
wi rel ess revolution may be marked by novelty and utility, when
people first |learned to use a new comuni cations tool. The
revolution’s mddle period, in which the pace of custoner growh
and technol ogy change intensifies, probably includes market
conpetition, inprovenments in technology and concerns for public
safety. The third period is likely to be characterized as having
slower growth in ternms of new users but will be marked by ot her
di stinctive changes. The study wll explore the discourses of
revolution to see whether expectations were fulfilled and
pronoted equally by the press, the industry and adverti sing;
whereas all these sites gave inpetus to the revolution to sone

degree of different neasure.

Procedure for the Study

| will select and anal yze three representative texts from
each of three tinme periods, or phases, within each site; thus, a
total of eighteen texts will be anal yzed over a twenty-year tine

period of the wireless revolution. The texts are intended to be
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representative of the primary topics discussed within the tine
periods represented by each of the three phases.

Research will be conducted foll ow ng the grounded theory
and rhetorical/critical perspective approaches. G ounded theory
is a qualitative nmethod that uses “a systematic set of
procedures to devel op an inductively derived grounded theory
about a phenonenon” (Strauss and Corbin 24). This approach is
concerned with building theory rather than describing or sinply
reporting on events. The grounded approach is enbedded in the
i nvention process of the dissertation. Rather than presuppose a
t heory of how revolutions take place, | worked through the
di scourse of the revolution to see howit evolved. The
di ssertation reflects the outconmes of these encounters in
interpreting the data through a rhetorical/critical reading of
representative anecdotes. According to Anselm Strauss and Jul i et
Corbin, building theory requires the devel opnment of
“theoretically-informed interpretations” of data.

Building theory, by its very nature, inplies
interpreting data, for the data nust be conceptualized
and the concepts related to forma theoretical
rendition of reality (a reality that cannot actually
be known, but is always interpreted). The theoretical

formul ation that results not only can be used to
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explain that reality but provides a framework for
action.” (22)
The resulting theory should be “faithful to and illum nate the
area under study” with the goal that it “ultimately be related
to others within their discipline in a cunulative fashion, and
that the theory’s inplications wll have useful application”
(24).

Pertaining to the rhetorical/critical perspective, the
study ains to discover theoretical insights concerning the
rhetorical construction of a conmunication technol ogy
revolution. It is desirable that this theory provide usefu
application. An actionable theory about the key events and
argunents present in a technology revolution could help us
under st and how public di scourse operates to enbrace and
legitimze, reject or delay acceptance of a new technol ogy. The
rhetorical/critical perspective enphasizes critical reading of
key sources on topics that persist but vary in content and
i nportance over tinme and episode. Critical reading selects
representative texts to exam ne how readers were invited to
understand the possibilities and limts of the new conmuni cation
world. Criticismin rhetoric can take many fornms. Jasinsk

di scusses five crucial characteristics of criticism
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1. Criticismdefines: “...any act of rhetorical
criticismw il define its object as rhetorical (or
as manifesting a significant rhetorical dinension)”
(126);
2. Criticismclassifies by “explicitly evok[ing]
generic categories ...or placing an object within a

di scursive formation (Sloop, 1996).”" (127);

3. Criticismanalyzes, or “seeks to describe or
di scl ose how an object is put together and how it
wor ks” (127);
4. Criticisminterprets, decodes or translates (128);
5. Criticismevaluates. The standards of eval uation
are nmuch debated. (131-135)
Al five characteristics may not be present in an act of
rhetorical criticism according to Jasinski, but they “provide
an initial orientation to the nature of criticisnm (126). The
rhetorical reading of a communication revolution, in this case
the wireless revolution, will seek to exam ne where and how
rhetoric functioned to chall enge and change normative, | ogi cal
and enotional functions wthin the revolution, as well as how
the standing of the technology itself devel oped over tine in
t hree phases. Norns underwite the qualities of character

represented by the use of the phone-—who and where the
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communi cators are; and why what they do is fulfilling,

notivating and appropriate for who they are.

Dat a Sour ces

Data will cone fromtwo sources. The first are published

articles inside tw industry magazi nes, RCR Wrel ess News and

Wreless Week. These are the primary industry trade publications

for the wireless industry and the major sources available to
executives, managers, technicians, |awmkers and investors.
Second are published articles within three U S. newspapers: the

New York Tinmes, a | ead and standard for the nation, the Chicago

Tri bune and USA Today. These papers represent the nainstream
feature press. | will be reading a |arge body of works from both
sources covering a period of twenty years. Wthin each category
of sources, | will read and examne at least thirty randomy

sel ected articles per year within each discourse site, totaling
nore than one thousand articles over the study period. Fromthis
reading, | will choose representative anecdotes from each phase
and di scourse site. The nmethod for selection of the
representative anecdote is Kenneth Burke's (1969)

“representative anecdote” (A G ammar of Mtives 59). A

representative anecdote essentially carries the core of the
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argunents in circulation at a given nonent in tinme. Wile in
sonme sense the selection is grounded in the subjective judgnment
of an author, the value of the selection can be found in the
specific case by virtue of the strength of the argunment that the
text invites insight into a nonent in tinme. Arnold Madsen
“boil[s] down” the criteria for selecting representative
anecdotes to “...basically three: The anecdote nust reflect human
action and synbol use, and it nust simnultaneously possess both
scope and reduction . (44). At |east eighteen anecdotes wll be
selected to represent a period of twenty years of discourse in
the wireless revolution. The anecdotal approach provides this
study with a “procedure for analysis of discourse shaped over
time” where the anecdotes are selected to “further explicate the
notivational framework that underlies a text” (Madsen 29, 31).

The rhetorical analysis conducted in the dissertation is
primarily of discursive argunents that are put into play by the
i ndustry and representatives of the press. However, analysis
al so is extended to non-discursive visual argunent. In addition
to analyzing discourse, | wll look at visual argunent,
especially in advertisenents. Visual argunent works with
captions to invite certain effects related to the functional
efficiency or reliability of the technology, its cultural

desirability, or social standing. The study w |l exam ne visual
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issues in creating a style of attraction attached to a new
technol ogy. J. Anthony Blair wites:

To the extent that visual communication causes us to
change our beliefs or attitudes, or to act, wthout
engagi ng our choice buttons, it is assimlable neither
to persuasion nor argunent. Once the choice |ight
fl ashes, persuasion is occurring. And once we have
identified expressible reasons that are provided for
pressing one button rather than the other, we are
bei ng persuaded by argunment. (23)
Vi sual argunents cue how the new technology is to be seen, seen
wi th and val ued.
Primary research will include first-hand interviews with
i ndustry |l eaders as a way to gauge insider perceptions of the
revolution. Interview subjects include executives fromwreless
operating conpanies (e.g., Verizon), manufacturers (e.g.,
Noki a), the industry association, an investnent firm and
i ndustry publishers. The main purpose of these interviews is to
illustrate how the revolution’s insiders and revol uti on-makers
understand and interpret the key events, topics and argunents
during this technology’s twenty-year history.
The interviews, trade publications and press anal yses wl|

provi de perspectives fromthe people who constructed the
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revol ution and the press who reported on it. Conbining this
information with the social and lifestyle changes depicted by
public advertising will present a well-rounded view of the
changes brought by this particular technology revolution. The
conbi nation of resources will show how the industry foresaw the
revolution internally, how marketing represented the phones to
shifting markets, and how the press covered the aspects of the
revolution as part of the public interest. Fromthis arsenal of
material, a grounded, rhetorical/critical theory of a technol ogy

revolution’s rhetorical construction will begin to energe.

Chapter Organi zation

Chapter Two will describe the first phase of the wreless
revolution in detail, identifying and anal yzi ng conparatively
the major topics and lines of argunent within each of the three
rhetorical sites: industry, public press and adverti sing.
Chapters Three and Four will analyze the second and third phases
of the revolution in a simlar fashion. Chapter Five wl|
summarize and interpret the analysis across all of the
revolution’s phases to test the findings agai nst each thesis.
The theses then wll be reassenbled into a grounded,

rhetorical/critical theory that represents what has been | earned
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about the rhetorical construction of a comrunication technol ogy
revolution. The final chapter reflects on the findings for this
revolution and the potential contribution to the ongoing
t heoretical work in new comruni cation technol ogies particularly

related to the cell phone.

Scope of the Study

This project is a case study in the topics and argunents
within the wireless revolution. These topics wll be examned in
the industry and public press as the revol ution unfol ded during
its twenty-year commercialization period. The exam nation w |
include insider interviews with the revol uti on-makers
t hensel ves. Consuner advertisenents of the period wll be
conpared and contrasted to the industry and public press points
of view There are certain limtations with this kind of
project. Case study research, while useful for understanding
conpl ex soci al phenonenon, provides little basis for statistical
generalization (Yin 14). In this study, our goal is “to expand
and generalize theories (analytic generalization) and not to
enunerate frequencies (statistical generalization)” (Yin 21).

This study is limted in other ways. First, no effort wll

be made to identify or discuss all of the literature related to
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t echnol ogy, innovation and communi cation. Literature fromthese
fields is selected and used to provide a context for considering
the technical and sociol ogi cal aspects of technol ogy revol ution.
We assune that technology is socially shaped and foll ows a
mul ti-directional process, yet we find the traditional |inear
concepts of innovation diffusion to be useful as well. No effort
is made to anal yze diffusion of the cellular telephone in the
enpirical sense.

Second, this project exam nes a history of technol ogy. The
hi storical accounts of the wireless industry should serve as
background. A nore nuanced, accurate and conpl ete rendering of
the technol ogy’ s devel opnment subsequently will exam ne the
wirel ess revolution fromthe point of market commercialization
in 1983 to the present. This is not a story of how the technical
aspects of the technol ogy devel oped, although the network
infrastructure and the phone itself are key conponents in the
revolution; thus, alterations and advancenents will be not ed.

Finally, by its design, a grounded theory will represent a
theory of reality that “cannot actually be known, but is always
interpreted” (Strauss, Corbin 22). A criticismof this type of
research, and of case study research in general, is that the
researcher’s biases may influence the interpretations and

conclusions (Yin 21). In this project, the author is a forner
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wi rel ess industry executive who worked at a carrier conpany for
nore than sixteen years of the twenty-year period under review.
VWi le this experience affords the author certain insights about
and contacts wthin the industry, it is possible that researcher
bias will influence the interpretations and concl usions herein.
Every effort to reduce bias will be nade by adhering to the
met hods set out by the grounded theory approach and through

overall awareness of the potential problem

Justification for the Study

Al t hough technol ogy and conmuni cati on schol ars have
recogni zed the inportance of conmuni cati on channel s, networks
and the artifact itself in a technology’ s devel opnent, a
conprehensi ve study of the rhetorical arguments present during a
technol ogy’ s market commrerci alization period has not been
undert aken.

Many di sciplines study cellular tel ephones and rel ated
w rel ess technol ogies, including the effects of technol ogy and
di ffusi on. Heather Horst and Daniel MIler study the
ant hr opol ogi cal effects of cell phones in | owincone areas of

Janui ca:
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The increasing use of the nobile phone in countries
such as Jamaica ...represents a renewed opportunity for
ant hr opol ogi sts to consider the overall inpact of
tel ephony as a form of communi cation....One of the
central questions guiding our research revol ves around
t he question of whether the cell phone [as it is
represented in Jamaica] represents a synptomor a
solution to the digital divide; that is, does the cel
phone reduce or exacerbate difference between the
weal thy and the poor of this world? (2-3)

Adam Bur gess studies cell phone culture using a social

constructivist approach. Hi s book, Cellular Phones, Public Fears

and a Culture of Precaution, attenpts to understand how a

“culture of precaution” influences a country’s reaction to the
possi bl e I'ink between cell phones and cancer. Janmes E. Katz and
Mar k A. Aakhus investigate how nobil e communicati on changes our
social lives and organi zati ons and, nore generally, the role

t hat nobil e comuni cation technol ogy plays in everyday life.
Despite the volunme of witing on cell phones, rhetoric’s role in
the rapid acceptance of this relatively new technol ogy is not
often nmentioned. Through this inquiry, the rhetoric of the
wireless revolution will be reveal ed when the revolution's

di scourse is analyzed froma variety of rhetorical sites.
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Maurice Charland wites:

...di scourse (language-in-use) nedi ates neani ng.
Furthernore, and this is key, the artful deploynent of
| anguage, through topics, argunents, tropes and
figures, has real effects upon | anguage itself, upon
meani ng and finally upon what humans do. (465)
The strategy of the dissertation is to disclose the overal
structure of discourse that invited, inmagined, propelled,
retarded and consummated a new cul ture of conmuni cati on—one
that is with us and continuing to expand. This study w ||
illustrate how the revolution’s rhetoric configures neaning,
action and consequence through the nam ng of the revolution and
the actions taken to sustain it.

Burns and Di etz argue that technology’'s “dial ecti cal
interplay with human action gives occasion for the restructuring
and transformation of the rule systens making up institutional
arrangenments and the culture of society” (230). A rhetorical
construction of the wireless revolution will illustrate how a
restructuring of social norns or rules takes place within this
dialectical interplay. The dialectic will take its shape from
the controversies and argunents of the revolution, which in turn
will formthe distinct phases of the revolution. Building on

exi sting knowl edge in communi cation and technol ogy studies, the
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dissertation will attenpt to theorize a role for rhetoric in the
publ i c acceptance of a new conmuni cations technol ogy. While this
is not a study in cause and effect, there is value in describing
and eval uating the progression of topics, thenes, argunents and
controversies froma rhetorical perspective. A rhetorical theory
shoul d contri bute to understandi ng technol ogy both as a soci al
process and a rhetorical process. According to Dierkes and
Hof f man, “There is w despread agreenent that insights froma
range of research sites has to be nerged before a nore
conpr ehensi ve picture of technol ogi cal devel opnent as a soci al
process can energe” (13). This study should help us to
understand the ways in which rhetoric works to propel technol ogy

in the consuner market pl ace.
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Chapter Two

Phase One, 1983-1989: Cellul ar Tel ephones Becone a Reality

The technol ogy for cellular tel ephones initially was
devel oped by a conpany that had dom nated U. S. tel ephony for
nearly a century--AT&T. For two decades before the first U S
cellular system | aunched in Chicago, Illinois, the cellular
radi o proposal devel oped by AT&T s Bell Laboratories gathered
dust while the U S. governnment contenplated its nerits. Finally,
in 1982 and 1983, the FCC awarded cel lul ar operating |icenses
for the top thirty (in terns of population size) netropolitan
markets in the county. This chapter opens with a background
summary on the cellular tel ephone industry. The first phase of
the revolution, from 1983 to 1989, is then analyzed with
particul ar enphasis on three rhetorical discourse sites:

i ndustry trade press, public (mainstream) press and public
advertisenments. The discourses of each site formnarratives of

the cell phone’s early years.

Cel l ul ar Tel ephone I ndustry Background

The technol ogy behind the wirel ess phone is called cellular

radi o. Radi o technol ogy includes broadcast radio, television,
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various fornms of private-nobile radio systens, satellite
communi cations and cellular. Radio technol ogi es use airwaves to
send and receive electrical signals. Cellular technol ogy
conbi nes radio signals with tel ephone swtching devices to
provide wirel ess voice and data transm ssion (Meurling and Jeans
8). Radio airwaves are divided into frequency ranges and bands,
whi ch then are assigned to private and common carriers by the
FCC.

AT&T operated the first conmmercial car phone service in
1946. It used one antenna serving six channels in a snal
geographic area. According to John Meurling and R chard Jeans,
AT&T recogni zed the systemis [imts but also its potenti al,
pronpting its Bell Laboratories quickly to devel op an
alternative called cellular radio (16-17). The cel lul ar concept
nmore efficiently used airwaves by dividing a service area into
smal l er cells.

In the 1960s, AT&T introduced a limted nobile tel ephone
service based on the cellular concept (Meurling and Jeans 25).
However, it wasn’t until the 1970s that the Federal
Communi cat i ons Conmm ssion (FCC) set aside spectrumfor public
cellul ar systens (Roche 37-40). The FCC further authorized the
devel opment of two trial systens in the US. In the early 1980s,

as these systens prepared to go “on the air,” interest in the
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cellular technology and the FCC s |icensing plan began to grow.
According to Robert F. Roche, the FCC accepted as nmany as 190
applications for the largest thirty U S. markets and nore than
100, 000 applications for the remai nder of the netropolitan
mar kets (60-61). Regul atory proceedings continued for nore than
a decade, ultimately providing for as many as ei ght conpetitive
i censes per market. The early regul atory debates and deci si ons,
as well as the anbitious, risk-taking behavior of wreless
entrepreneurs (see Corr, Miurray), mark the first phase of the
Wi rel ess revol ution.

Phase one w || be anal yzed fromthree perspectives: the
public (mainstream press), the industry and consuner

adverti sing.

The Public (Miinstrean) Press

The begi nning of the wireless revolution m ght be
consi dered the 1983 | aunch of the nation's first cellular
t el ephone systemin Chicago, Illinois. The mainstream press had
the primary role of announcing the new system s | aunch and
educating the public on a new technol ogy called cellul ar

t el ephones. On Cctober 10, 1983, the Chicago Tri bune announced

that Aneritech Mbil e Conmmuni cati ons would activate the first
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cellular tel ephone systemin the country later that week. The
new t echnol ogy, described as “nobil e tel econmuni cati ons using
cel l ul ar radi otel ephone technol ogy,” was expected to have hi gher
use capacity and better voice quality than the traditional
nmobi | e car tel ephone.

In 1983, Aneritech, AT&T s subsidiary covering Chicago’ s
| andl i ne tel ephone operations, divided the city into snal
geographic cells which “handed off” calls fromone cell to
anot her. On Cctober 13, 1983, the first commercial cell phone
call in the country was placed in Chicago and “the quality of
the call placed to New York was as good as a call placed on a
regul ar tel ephone” (“Cellular Mbile” 1). According to the
article, the new Chicago system was expected to serve 5,000
custoners by year end and an estimated 100,000 custoners within
three to five years. It would cost $3,000 to buy and install a
phone, plus $2,000 per year for annual service costs.

On June 16, 1984, the FCC authorized the start of a second
cellular nobile tel ephone service in the New York netropolitan
area. Hours after FCC approval, NYNEX Mbil e Comruni cations
Conpany | aunched its cellular system covering New York City. The

New York Tinmes said that “as many as 100,000 calls “woul d be

accommodat ed “sinmul taneously” through the new network (“Mbile

Phone Systent 32). Despite the early excitenment over cellular
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capacity, however, not everyone was enthralled by the prospect
of cellular tel ephone-w el ding notorists.
Concerns about cell phones causing driver distraction and
i nvadi ng personal privacy began al nost i nmmediately. On August

11, 1985, Chicago Tri bune “Voice of the People” columist Pau

R Steindl said:
There is a new danger to public safety on the streets
of Chicago--the cellular car tel ephone. I saw a young
man in a |large autonobile trying to make a |left hand
turn ...steering wth one hand and tal king on the
t el ephone. He ...swung too wi de and ended up on the
sidewal k. ...1 al so encountered another notorist on the
phone. This guy was driving a Jaguar. ...He was the
type who has to wave his hands around while he talks,
and was hol ding the phone to his ear with his |eft
hand, perform ng various gestures with his right and
steering, | guess with his knees. Then, after about a
mle of doing this ...he produced a notepad and,
traveling at 35 mles an hour, proceeded to wite,
pencil in his right hand, notepad in his left ..still,
no hands on the wheel. (14)

St ei ndl concl uded: “A noving autonobile is not an office--at

| east it shouldn’t be one for the driver.” Driver safety
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received attention early fromthe mainstreampress, and this
continues today. Safety wasn’t the only concern, however. Sone
t echnol ogy-averse journalists |lanented the | oss of privacy and
solitude that cell phones prom sed to bring.

A d custonms die hard. The | ogic of business efficiency was
countered by the passion for privacy. No nore of a “npbssback” on

the subject was Wlliam Safire of the New York Tines. In a

Decenber 1984 essay for the New York Tines, Safire called car
t el ephones “a horror show ”

..1 think the invasion of the sanctity of the
personal autonobile by the nost intrusive instrunent
yet invented is an abom nation and a horror show.
Conmes the tel ephone in the car, and all that freedom
is finished. We will all becone al ways-reachabl es,
under the tyranny of the tel ephone in the dom nion of
t he di al ed.

Whay do you think they call the nobile phones
“cellular”? Because each geographic area is considered
a cell, a word previously nost often associated with
pri soners and Communi sts. Ah, the cell masters say,
it’s all voluntary. You don’t want a tel ephone in your
car, you don’t have to have one. That’'s what they said

about bat htubs. And tel ephones, and col or tel evision
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sets, and video recorders and boiling water faucets.
You don’t have to have them but if you don’t, you're
a pariah. The day is com ng when your boss wll say
“Whaddya nean, he’s in his car--get himon the
cel lul ar phone!” and you better be there in your cell.
(3)
Despite such concerns, popularity grew and, by 1987, |ong gone
were the days when cellul ar nobile tel ephones were reserved for
the “rich and powerful” (Stoffel 11). The country was signing on
to cellular in a big way.

In October 1987, the cellular tel ephone industry added its
one mllionth custoner, hailing the event as a “turning point
for the 4-year-old business that will soon push prices down”
(“Busy Signal” 10C). By conparison, CTIA president Robert Mher
said, “It took nore than twenty years to hook up one mllion
regul ar tel ephone custoners (10C).” John Brennan, CTIA s
chairman, noted cellular’s rapid rise: “In just four short
years, we have seen service spread fromtwo cities to 150 with
240 systens, naking cellular service available to 65 percent of
the popul ation” (10C). The cost for a cell phone was dropping
from $3, 500- $4000 just four years earlier to as |low as $1, 000,
and service prices were falling in nost cities as well. Wth the

advent of portable cellular phones, the anticipation of a second
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generation of |ightweight portables, and the extension of
cellular to rural areas, industry |eader Maher predicted a “new
age of ‘personal communication’ -a nightnmare to sone, perhaps-
in which every person will have a ‘universal’ tel ephone nunber,
reachabl e whenever he is, in the car, on the farm on a boat,
taking a wal k” (Maher qtd. in Reinhold 8). Wile sonme had a hard
time accepting the loss of privacy and solitary tine, nore
peopl e than ever recogni zed the phone not only as a business
necessity, but as safety net in case of an energency.

By m d-1989, as phase one of the wireless revolution was
nearing its end, nore than two mllion people in the U S. used
cell phones (“CTIA's Sem -Annual ”). The cost for a car tel ephone
had dropped to $400. Although portable cell phones--such as the
Mot orola Mcro TAC, which weighed 10.7 ounces and fit in a shirt
pocket - -were expensive at al nost $3000 each, costs were dropping
and | arger portable varieties were available for as | ow as $600.
Even in 1989, while portables accounted for only a fraction of
cell phone sales, it was wi dely expected that prices would
decline and portables would conme to dom nate the narket. The
gross outlines of the novel era are easily constructed fromthe
publ i shed works by the industry and mai nstream press, but the
textured imagi nation of the period requires a closer encounter

with the press’s narratives that the new world nobil e phones
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were spawni ng. Three representative press articles have been
selected to illustrate how the nmai nstream feature press hel ped
t he public understand the new phenonenon called cellular
t el ephone servi ce.

The New York Tinmes article of Cctober 14, 1983, headli ned

“Cel l ul ar Mobil e Phone Debute” [sic] with a dateline: Chicago,
Cctober 13, introduced the public to the country’s first
commerci al cellular phone service. The author enticed the reader
with this opening narration:
The call to New York was placed froma noving
aut onobi l e, but there was no wait for a dial tone, and
none of the static interference that usually cones
wi th such nobil e phone calls. The dial ed nunber
appeared as a digital readout on the phone consol e
before the call was connected. And the voices cane
t hrough crisp and cl ear.
The novelty of the service was enticing because it outstripped
current limtations and | eapt over defects known to the ol der
version of nobile car phones.
The future prom sed even nore ease. Tel ephones m ght
actually becone “small and |ight enough to fit into a briefcase
or back pocket w thout sacrificing range or sound quality.” In

the next section entitled “An Estimated 5, 000 Custoners,”
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Anmeritech Mbile projects “it wll have 5,000 custoners on |ine
...by the end of the year [1983], and as nmany as 12, 000 custoners
by the end of 1984.” By conparison, the “old car tel ephone
t echnol ogy” operated by Illinois Bell Tel ephone had only 950
custoners and a limted channel capacity which neant that its
custoners “m ght have to wait 30 mnutes or nore during peak
times to get a free channel.” Clearly, the new service was
better than the ol d.
The article goes on to explain the advantages of cellular
t el ephone service and i ncreases consuner confidence in
explaining how it actually works:
Cellular radio technology ...uses a series of |ow
powered transmtters placed in “cells” or districts
t hroughout an area. This allows the sane frequency to
be used the sanme tine by different callers who are
driving through different cells. Wen the driver in
one cell passes to another, the conputer automatically
senses that the signal fromthe car tel ephone is
fadi ng and passes the signal off to another frequency
inthe newcell. Al this takes place in mlliseconds
and, industry officials have said, wthout any

noti ceable interruption in the tel ephone conversation.

(1)
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The conputer thus creates a show of flaw ess ease. Further, “As
the ai rwaves becone nore congested, the carrier can divide up
the cell into new smaller cells, further increasing the systenis
capacity.” The fact that such conplex systens were well off into
the future is not nentioned, fueling desire without bringing up
prospects or limts.

The article cites a drawback. The service is very expensive
for the average consuner, with the phone “about $3,000 to buy
and install” and service costs at $50 per nonth plus per mnute
airtinme rates of 40 cents during peak tinme and 24 cents during
of f-peak tines. Not to worry about costs for too | ong, however,
as conpetition was around the corner. Rogers Radio
Communi cations Services, Inc. had won approval fromthe FCC to
provi de conpeting service in Chicago and “said it expects to
charge lower rates early next year.” In case the reader is stil
skeptical, the author reports on a “denonstration drive” he was
invited to view. The functions of the phone apparently justified
the price:

The quality of the call placed to New York was as
good as a call placed on a regular tel ephone. The only
m nor distraction during the 10-m nute conversation
was a faint phantom femal e voi ce which was over head

for just a second. Varying degrees of static briefly
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interrupted several local calls placed while driving
t hrough t he Loop.

To use the system a caller dials on a Touch-Tone
radi o phone. The digits appear on a display. Wen
finished dialing, the caller presses the send button
and the call is conpleted. Up to 10 tel ephone nunbers
can be stored in the tel ephone’s nenory and they can
be recalled with a single touch of a button. The phone
al so has a “tal k box” feature that lets the caller
speak w thout hol ding the phone.

The potential to increase one’s power through networks and easy
access through technology was a lure to anyone working in the
conplex, institutionalized nodern world.

How r obust was the cell phone’s future? According to
Aneritech officials “the market might reach $3 billion by 1990.”
The press thus strove to bring investors on board with
consuners. The article reveal ed new i nformation, increased
consuner awareness of a new technol ogy and hel ped create an
early understanding of its potential inpact. Since little is
known about the pros and cons at this stage of the technol ogy’s
depl oynent val ue judgnents are not offered; rather the article

focused on inform ng and educating its average reader.
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In a revolution, forces of change neet resistance. Not al
initial press was positive. A second article, witten by Janes

Barron for the New York Tinmes, opened an issue that plagued the

revolution then and to date. The headline of the article
announces the bad news on cell phones: “USE OF PHONES HELD CAR
SAFETY FACTOR,” Dateline: Detroit, August 13, 1985. It begins:
Sonet hi ng unexpect ed happened while M chael J.
Connol Iy was tal king on the tel ephone not | ong ago. He
| ost control of his car. ..Driving home fromhis
office here, he dialed a nunber on his car tel ephone.
He was distracted by the conversation, and his
aut onobi l e junped the curb. He was not hurt but it
cost him $186 to repair a bent suspension rod.
In later years, the stories on car accidents involving cel
phones woul d not end nearly so well and eventually sonme
communities would restrict or ban the use of cell phones in
cars. In the early years of cellular, however, there were
relatively few users and virtually no worri es.

The fledging cell phone industry had barely begun its
ascent when, according to Barron, “The rapid increase in the
nunber of tel ephones in cars around the nation ha[d] touched off
a debate about whether this new convenience could contribute to

arise in accidents.” Safety authorities feared that notorists
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woul d pay nore attention to their phone calls than to their
driving. “Wien the driver is distracted, you' re setting up a
condition that is bound to create an energency for soneone,”
said Frank Kenel of the Anerican Autonobile Association. But
there’s another side to the story as the author proceeds to
state the findings of “a survey of two small groups of drivers,
rel eased today in Washi ngton by the autonobile association and
the Anerican Tel ephone and Tel egraph Conpany, [which] found that
those with phones in their cars reported 2.8 percent fewer
accidents then those who did not.” So began the first of a
nunber of debates between public safety advocates and the
i ndustries that supply and service cellular car tel ephones.

Even with the safety issue raised, Barron, still entranced
by the novelty of the technol ogy, and offered under a sub-
heading “Quality of Service Inproved” an update on the cellul ar
phone’ s increasing popularity and an education on how it worked:

The car tel ephone boom has been brought on by cellul ar
phones, which the Federal Conmunications Comm ssion
says are now available in 66 cities. In contrast to

ol der nobil e phone systens, which typically had one
antenna for an entire service area, cellular
technol ogy works by dividing the area into snal

cells, each with its own antenna. When a car travels
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[.] conmputers in a master control station hand off the
call fromone antenna to the next w thout interrupting
the conversation. This generally nmeans better sound
quality and nore calling capacity than in the old
days.
| f the new technology is just a nore efficient extension of an
accepted risk, how bad could it be?

Barron wites for an additional ten paragraphs to cite the
advant ages of cell phones. He invites users and industry
representatives to comrent on the use of cell phones while
driving, for exanple: “Business executives say the tel ephones
enabl e themto make productive use of their tinme behind the
wheel ,” “Cel lul ar phone manufacturers and distributors deny that
their products cause traffic problens,” and “No one has ever
been able to say that there’'s a change in driving habits” as a
result of the cellular phones. Robert Mbher, president of the
Cel l ul ar Tel ephone I ndustry Association (CTIA), offered his view
that “using a car tel ephone was no nore distracting than using a
cigarette lighter or turning on the windshield w pers,” an
argunent that continues today. Barron does not nake a val ue
j udgnment on the quotes contained in his article, perhaps to |et
the reader deci de based on the evidence presented. He does

acknow edge that “...accident data are l[imted. A check of police
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departnments in five mgjor cities found that no statistics were
dependent on cel lul ar phones and collisions.” Were there’'s
snoke there is fire, and the substantial response fromthe
i ndustry suggested that the road was a site of concern. The
reader was left to formhis own opinion; however, on cl ose
i nspection, this particular article cited far nore argunents in
support of the cell phone than against.

Toward the end of phase one, cell phones were on the verge
of a rapid ascent into the mainstreampublic. Athird article of
the period, witten by Jennifer Stoffel for the Chicago
Tribune’ s “Technol ogy and the Workpl ace” section on Novenber 15,
1987, tells the story of “Cellular Mbile Phones Easing into the
Mai nstreant invoking visions of a constant-contact world. “Long
gone are the days when cellular nobile tel ephones were reserved
for the rich and powerful,” opens the narrative, which goes on

to cite the reasons that “going cellular has becone de ri gueur

for everyone whose tinme on the tel ephone neans noney.” Just four
years after nobile cellular phones becane avail able in Chicago,
the sight of cellular car phone users was becom ng commonpl ace,
to the surprise of early critics who dubbed the phone “an
overpriced gadget” and “nerely a fad that would never catch on.”
Wth nearly one mllion cellular car phone users in the United

States--a 40 percent annual increase fromthe prior year of
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1986--cel | ul ar technol ogy was “changi ng the way nany Anericans
communi cate and do business.” Wdespread early use appears to be
supported by bandwagon cl ai ns: Because everyone is doing it, you
shoul d t oo.

Simlar to many popul ar press articles of the tinme, the
aut hor expl ai ned how cel lul ar technol ogy works and why it was an
i nprovenent over ol der style nobile radio tel ephones. The
rhetorical burden was to pronounce the inevitability of a device
that was unfamliar at that time to nost people, who had al ways
gotten along wth phone calls fromstationary sources. Then a
cellular user states the benefits of the technology, usually in
terms of tinme and noney. For instance, suburban cellular user
Bill Pontillo bought his first phone in 1983, and since then
“his cellular systemhas turned his car into an office.” H's new
ability to be “available at the right nonment” had saved tine and
nmoney for his small business. He was so enanored of the
t echnol ogy that he bought another system a battery-operated
transportable unit. A predecessor of the portable cell phone,
the transportabl e was bul ky and heavy, but it traveled on the
person and thus served the purpose of keeping in constant
contact. M. Pontillo soon experienced the inquisitive stares of
others: “I brought it in a restaurant with ne at lunch and it

went off--everyone in the place | ooked around thinking, who is
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this guy anyway?” Al nbst 20 years later, the sane thinking takes
pl ace nore frequently and nore pronounced, to the point of
restaurants invoking rules of cell phone etiquette.

The press al ways covers both sides of an issue, but in
context the article then revealed the quality problens that
users coul d experience: static or dropped calls and the
possibility that eavesdropping may occur. But these concerns did
not deter custonmers. In fact, M. Pontillo recently installed a
phone in his wife's car--for safety reasons.

Why the surge in custoners for this relatively new and
expensi ve comuni cation technol ogy? According to Stoffel,
growi ng conpetition between two conpetitors in the Chicago
mar ket, Aneritech and Cellul ar One, had pronpted di scounti ng.
The average price of an installed nodel phone was now $900, down
from$2,000 just two years before. To “lure” custoners who were
reluctant to spend the initial cash, attractive phone |easing
and rental packages were common.

The article predicts a future where cellular rates approach
“hone rates”--that is, the rates charged for |ine-based
t el ephone service--and relays six other reasons that cellul ar
technology wll continue to be popular, including the “faster
and nore efficient digital transm ssion” on the horizon. From

the title of the article suggesting that cellular has gone
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“mai nstreant to the concl udi ng paragraphs citing the cellul ar
advant ages, the reader is encouraged to view the technol ogy as
hel pful, harm ess and increasingly within reach of the average
consuner. It suggests the possibility that anyone will be able

to owmn a cellular phone; its advantages plentiful, its

di sadvant ages few and sol uble. The customer problens in this
context are transformed into tenporary inconveniences.

For these technol ogy pioneers the future neans progress.
Change is inevitable: “Anything that inproves comunication
changes the way we |ive,” stated an industry executive for this
article. The reader public was encouraged to view cell phones as
tools for inproving personal comuni cation. The resultant
lifestyle changes that cell phones portended were not

guestioned, only antici pat ed.

The I ndustry Point of View

| ndustry was busy researchi ng, devel opi ng systens and
creating the technology the press was anticipating. It also was
busy financing, enploying, pricing and expandi ng the busi ness.
The years followi ng Chicago’ s |launch of the first comerci al

cellular systemin Cctober 1983 signaled the reality of cellular
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service in the U S., as nost major netropolitan areas |aunched
at | east one cellular service.

During this tinme, the cellular tel ephone industry was stil
limted in coverage and | ess available in md-size and smaller
markets. But the cellular infrastructure was inproving at a
rapid pace as cell sites and tower placenents increased. Phone
t echnol ogy advanced fromthe installed car phone to an early
stage handhel d cel lul ar phone. The FCC, charged with regulating
cel lul ar phone service, relied on a “structural” nodel of
regul ation that pronoted its objectives: technol ogi cal
i nnovati on, consuner choice and econom cal services (Roche ii).
The agency sought to “foster inportant public benefits of
diversity of technol ogy, service and price” (Roche 53). The
approach fostered conpetition as established operators,
entrepreneurs and specul ative investors vied for the coveted
cellular licenses which were necessary for building and
operating w rel ess phone systens.

During the |ate 1980s, the investnent market for cellular
i ndustry became nore established. Well-known investnent banks
began to issue newsletters and reports on the growi ng industry
(Roche 77). Cellular operators offered stock in their conpanies

to an interested public financial market as a way to obtain
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capital to finance new systens. Flush with cash, nmanufacturers
and operators began to experinment with digital technol ogy.

By now, the prospect of owning a cellular |license was a
| ucrative one, and there were many voi ces conpeting for
advant age. Three industry press articles of phase one wl|l
followto illustrate the issues, concerns and enotions of the
period. In the early days of commercialization of cellular radio
t el ephones the landline, or wired, tel ephone industry had good
reasons to celebrate the possibilities that wirel ess tel ephony
presented but at the sane tine it had good reason to fear the
future. The in-house press of the communi cation industry was
busy with its own uni que concerns and antici pations. The first
article reveals the m xed enotions of an entrenched w red
t el ephone industry that was about to see its world turned inside
out .

RCR Wreless News (RCR), formerly RCR Radi o Conmuni cati ons

Report (RCR), is a major publication for organizations involved

in communicating via the nation’s airwaves. Prior to the
initiation of cellular service, RCR was primarily concerned wth
the radi o paging industry; however, as history reveals, tines
were changi ng. On February 27, 1984, RCR published in its
Editorial section an excerpt of a speech given by Donald Porter,

director of marketing for Tel ephone and Data Systens, Inc. The
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speech, which was delivered at a United States Tel ephone
Associ ation (USTA) nmeeting in January 1984, provides an exanple
of an industry insider’s early visioning of the prom se of
cellular radio. Porter began his speech by announcing that “to
be part of telephony is a proud heritage.” He cited the
successes of the |l andline tel ephone business in the United
States: 181 mllion tel ephones in service, three tines nore than
any other country, 1,457 “thriving tel ephone conpani es, and
17,000 tel ephone exchanges “with a good share of those being
el ectronic.” Being of tel ephone conpany heritage hinself, he
t hen posed this question to his audience: “WII| your tel ephone
conpany continue to thrive and, nore inportant, survive with
cellular radi 0?” The question was a critical one for his
audi ence of fellow independent tel ephone conpany nanagers.
Porter’s answer to his own question reflected the vision,
confidence, enthusiasmand risk-taking that hel ped fuel the
wireless revolution in its formative years:
A tel ephone revolution is taking place and it is
called cellular tel ephone. You will note | did not say
cel lul ar radi o--why? Because | believe cellular is
nore than radio service. This technology wll touch
our lives with increasing frequency. Tonorrow s

t el ephone custoner will be able to place or receive a
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call to or fromanyone, anytine and anywhere.
Mor eover, cellular technology wll permt the
i npl ementation of a viable portable tel ephone service
that will attract hundreds of thousands of otherw se
uni nterested subscribers by liberating themfromtheir
vehicles, as well as fromtheir honme and office
t el ephones. ...\What does this nmean to the average
t el ephone conpany? It could nmean your tel ephone
conpany, as we know it today, wll becone obsol ete.
Tonmorrow s tel ephone conpany wll be cellular. ..The
revolution is upon us.

Tel ephone and Data Systens, Inc. eventually would obtain
the licenses for nore than 140 cellular markets in the United
States. Its wireless subsidiary, United States Cel |l ul ar
Corporation (U S. Cellular), would becone the sixth | argest
cellular conpany in the nation. Porter’s prediction of the
future of cellular radio was remarkably accurate.

Porter continued to address his audi ence by discussing the
FCC- proposed spectrum |l otteries for selecting |icense holders
for “markets 31 and below,” his particular concern being “how
the FCC [woul d] define the non- MSAs serving areas” (i.e., areas
in small markets and rural areas nore typically served by

i ndependent tel ephone conpanies). He offered this warning to his



Gab Kneel and 76

t el ephone conpany brethren: “I stated earlier that both a
wi reline conpany and an RCC [Radi o Common Carrier] are eligible
to serve in any given area. This could nean that you m ght have
to share 50 percent of the custoners in your telephone conpany
of tonorrow. Conpetition will be far greater then anyone
envi sioned. Cellular telephones will nore than substitute for
the present wireline systemin the suburban/rural areas.” Porter
further advised: “Recently, the REA [Rural Electrification
Adm ni stration] has addressed the issue of cellular radio for
rural Anmerica. | would suggest that if you are an REA borrower,
you might further research this matter.” In other words, the
future, for many tel ephone conpani es, depended on it. Wereas
the public press saw changes in lifestyle, the industry was busy
articulating a “logic” of its own structures, finances and
futures, assessing the risks and rewards for participation.

Porter’s speech captured the dual enotions of thrill and
risk that were pervasive anong early insiders, especially the
rural tel ephone conpany operators who, heretofore, had enjoyed a
nmonopoly. He addressed directly the risk and the potenti al
opportunity for independent md-size and small tel ephone
conpani es. Di stinguished by an enotional conponent that was not
typical of the trade press, this piece serves to inform an

i nportant industry segnent about inpending technol ogy change and
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the burdens or promse that it would hold. The sweepi ng | anguage
is both exciting and foreboding: “The vast service and profit
potential of this virtually untapped industry have excited a
broad cross-section of the business and financial community:

i ncl udi ng tel ephone conpani es, Western Union, MCl, radio common
carriers, broadcasting, cable television operators, railroad,
banks, venture capitalists and newspaper publishers.” Many of
the entities nentioned do i ndeed becone part of the revol ution
that unfolds in the two decades to follow, as sone are destined
to be maj or players as technol ogi es begin to converge post the
mllennium while others do not survive.

Anot her of the functions of the trade press is to announce
and eval uat e managenent and organi zati onal changes of conpani es
within its sphere of influence. A June 18, 1984 RCR article
headl i ned “Aneritech names Strigl” announced “three top
executive changes effective May 1.” Typical of AT&T, one
managenent nove initiated others in a “dom no” effect:

Robert Barnett, president of Aneritech Mobile
Commruni cations, was el ected vice president and chi ef
operating officer of Wsconsin Bell: Dennis Strigl,
presi dent of Aneritech Communications, Inc., wll

succeed Arnett; and Herbert Crane, vice president of
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busi ness unit strategy and marketing, will becone
presi dent of Anmeritech Conmunications. (12)

The article then described the background and credentials of the
executives. Strigl, who eventually woul d becone Verizon’s
president and was interviewed for this study “began his
t el ephone industry career in 1968 with New York Tel ephone and
has held positions wth AT&T W sconsin Tel ephone and AT&T
I nformation Systens.” Such managenent changes were newsworthy as
the cellular industry was growi ng by | eaps and bounds and so
were the responsibilities of its executives. Tracking managenent
change was just as exciting as tracking technol ogy and product
change.

Just below the Aneritech article on the sanme page is
anot her piece that is typical of the industry press. Headlined
“Reach I nc. naned SpanTel” the copy read: “Stockhol ders of Reach
I nc. changed the conpany’s nanme to SpanTel Corp. during their
May 19 neeting here. Also during the neeting five new board
menbers were elected and five re-elected.” A quote fromthe
conpany’s president and chief executive officer explains the
change: “The nanme SpanTel nore accurately portrays the conpany’s
m ssion the span the nation and gl obe with *point to person
t el ecomruni cations.” The newy el ected board nmenbers nanes are

then detailed in the foll ow ng paragraph.
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This type of article, which is common in the trade press,
serves to share information within and across the field of
t el ecomruni cations; information is provided that key
st akehol ders want to know. Who is in charge, what can we
antici pate from nmanagenent changes, and where are our
conpetitors going with their businesses? These questions are
fundanmental ly inportant to industry insiders. The trade press
thus functions as a central repository of facts and figures as
well as a vehicle for communi cating busi ness strategies and
operations results within the field. Taken collectively, these
articles informthe industry, excite their passions, generate
new i deas and persuade a new course of action. Beyond these
internal industry functions, however, the trade press hel ps
i ndustry comruni cate with and about the governnent regul ations
and processes that play a role in the industry’s devel opnent.
According to Tracy Ford, associate publisher and editor for RCR
“W want to be the community for wreless industry executives.
W want to be the place where they go to get their news, where
they go to get their analyses.” RCR had the history and the
experience to deliver on this goal; its articles formthe
“representative anecdotes” for phases one and two.

In the field of tel ecomunications, industry and gover nnent

must work together in a historically conplex regul atory
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framework that governs U. S. radio spectrumallocation and al so
regul ates the nation’s tel ephone systens. The main regul atory
body is the FCC. On occasion, the U S. Congress has its own
agenda with the tel ecomconpanies, particularly as it relates to
taxes. It is not unusual for industry and government interests
to conflict and in the event of conflict the industry trade
magazine i s especially useful in conveying the argunents.

In its August 1, 1987 article titled “Aneritech, CTIA
oppose cellular tax hike proposal,” RCR chronicles the debate
over a federally inposed excise tax on cellular tel ephone
conpanies. Witten by Jeffrey Silva, Wshington bureau chief for
RCR, the article begins:

WASHI NGTON- - A proposed federal excise tax hike on
cellular service “could stunt our infant industry’s
devel opnent” and woul d send “the wong signal to
consuners,” said Aneritech president Richard Notebaert
in testinony |ast nonth before the House Ways and
Means Comm ttee.

The proposed cellular excise tax increase is one of
several options being considered by the commttee,
chaired by Rep. Dan Rostenkowski (D-IL), to increase
government revenues for fiscal year 1988 and to set

ongoi ng policy for tighter budgetary restraints. |If
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approved, the provision wwuld be part of the House
budget bill, which also nmust be accepted by the Senate
and signed by the President before becom ng | aw.

The governnent needed additional revenue and viewed the energing
cellular industry as a good place to secure additional doll ars.
After all, cellular was viewed as a luxury item affordable only
by busi ness and upper incone citizens. The excise tax
specifically targeted the wirel ess conpani es and excl uded the
wireline tel ephone conpanies. “But there is no justification, as
listed in the proposals now being considered by the commttee,
for cellular service to bear a greater burden than its cousins
in other sectors of tel ephony,” said Robert Mher, CTIA
president. Anmeritech’s Notebaert “stressed that cellular phones
are not luxury itens or toys-—a key issue before the commttee--
and that custoners view service as ‘a solid productivity tool.’”
As evidence that cellular was becom ng a “mai nstreani product,
Not ebaert testified that “cellular installations in trucks and
vans [had] junped to 21 percent fromless than six percent in
three years, a figure used to dispel notions of the gl anour
image that initially acconpanied the industry.” Joining the CTIA
and Aneritech at a congressional hearing on the matter were the
United States Tel ephone Association (USTA) and the Nati onal

Tel ephone Cooperative Association (NTCA) both of whom opposed
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t he proposed tax increase, with the NTCA warning Congress of the
“potential harmto rural cellular devel opnent.”

Utimately, industry lost the battle and the cellul ar
excise tax was increased fromthree percent to five. In the
years to follow additional taxes would be |evied on cellular
custonmer bills until the amount of taxes both |ocal and federal
woul d eventual |y exceed ei ghteen percent of the bill in many
states. The | obbying effort in industry and governnment woul d
only increase as the industry grew nore successful. One of the
maj or reasons that powerful industry associations such as the
CTIA exist in US. business is to determ ne commopn goals anong
the industry players and help industry work toward those goal s.
Wil e the excise tax issue was not one of the industry-
government battles in which the cellular industry achieved its
desired goals, there are exanples of successful |obbying
t hroughout the years.

Gover nnent plays another role in tel ecomruni cations through
t he standardi zati on process. Few industries have the intense
standardi zati on requirenents of teleconmunications. Nationally
and internationally, the airwaves are not only a scarce
resource, they also are part of our shared physical public in
t hat people want to be able to transition fromone |ocation to

anot her while continuing to use their comuni cation tools
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successfully. In the first phase of the cellular revolution,
there was one FM anal og standard for cellular radio
transm ssion. On the threshold of the second phase of the
w rel ess revol ution, many changes were taking place in the
i ndustry. Significant anong them were industry efforts to sel ect
an official digital transm ssion standard to repl ace anal og.
Cting capacity thresholds of analog transm ssion and interest
in bringing new digital services to a grow ng wreless
community, cellular industry officials wanted to “iron out”
their differences and avoid governnment intervention in the
st andards setting process.

In the fall of 1988, there were nore than 1.6 mllion
cellular subscribers in the US wth ten to eighteen mllion
forecasted by the end of 1993 (“CTIA' s Sem -Annual”). A third
article, witten by Jeffrey Silva for RCR described the
sonetinmes difficult internal workings of industry. The digital
standards setting process was underway with cellular operators
in larger cities desiring to have “digital hardware avail abl e by
| ate 1990” a goal described as “very anbitious.” The process of
transitioning FM analog cellular to digital transm ssion node
was “conpl ex” and cut across “virtually all industry sectors,

i ncl udi ng manufacturing, carriers, and subscribers.” The

entities spearheading the standards setting process were the
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CTIA and the TIA a spin-off of the Electronics Industries
Associ ation that was responsible for adopting digital standards
specifications. According to Silva, during a two-day Digital
Cel I ul ar Technol ogy Synposi um held during August 1988, industry
officials differed over “choice of nodul ati on schenes, speech
codi ng, access technology and intellectual property rights of
manuf acturers.” FCC Conm ssioner Patricia D az, a guest speaker
at the conference, “urged industry cooperation in establishing
digital cellular standard but said governnent involvenent would
not be inappropriate if progress stalls.”

O course, industry preferred to keep governnment away from
t he debate and hoped to make progress in future tal ks. D smayed
by the | ack of consensus, Jesse Russell, chairman of TIA s
Cel lul ar and Common Carrier Radio Section and director of AT&T
Bel | Laboratories Cellular Tel econmuni cati ons Laboratory, said,
“Recogni zing the talent that exists with the people who
participate in the standard setting press | amstill perpl exed
by the fact that we have been unable to produce an official
(digital) standard.” In tinme, a TDVA digital standard would be
recommended but not enforced as a U S. standard. Eventually,
CDMVA technol ogy al so woul d becone a popul ar choice for many U. S.
carriers, while others decided instead on the European nodel,

GSM Today’s cellular | andscape is a patchwork of technol ogy
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standards, a situation that sone in the U S. industry feel has
been a strategic boon to the revolutionary growmh of wireless in
the U S., however that viewis not universally held. What is
clear fromthe articles reviewed here is that industry held
within its boundaries for discussion significant topics
requiring strategic argunment and direction. These topics and
argunments by necessity spilled into the public sphere for debate
and resol ution.

Wil e industry was debating digital technol ogies, digesting
custoner grow h, and | obbying Congress not to increase cellular
exci se taxes, consuner advertising was evolving from an
education node (how well does it work) to depicting the product
in use (who needs it and why). The phone was prom nent in the
early ads, but by the end of phase one the user appeared as
well. The primary user was the business professional, the
upscale, white collar man “on the nove” who could not afford to
be out of touch even for a noment with his inportant business

affairs.

Publ i c Adverti sing

Advertising can serve as a bridge across which industry

pushes nessages to the public. These nessages attenpt to
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i nfluence the public on how to think about a product--how it
wor ks, where and when it is used, when and where to buy it. In
the first phase of comrercialization, cellular technol ogy was
| argely unknown to the public. Simlar to the function that the
mai nstream press played in early years, consuner adverti sing
focused on education and availability.

Advertising is a way to represent the new technology at its
best. Ads of the period tell the story of positive change. Three
representative ads have been selected. The first ad of phase one

appears in the business section of the New York Tines February

19, 1984, shortly after the launch of cellular tel ephone service
in New York GCty. The advertisenent is for cellular service by
Nynex Mobil e Conmuni cations, a conpany that nerged w th Bel
Atlantic Mobile in later years to becone today’ s Verizon
Wreless. There are six key elenents in the quarter-page ad: a
conpany nane and | ogo; a |large headline; a question in snmaller
text (under the headline); a short explanatory paragraph next to
t he question; a photo of a steering wheel wth an inplied driver
and his car phone; and two conpany listings at the bottom of the
ad.

The core of the ad is a |large headline, “NYNEX Mbile
Commruni cations (logo) cellular car tel ephones. ...\W' ve got ‘em”

Beneat h the headline and adjacent to smaller text is a crude
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photo of a man’s hands holding a large thin steering wheel
attached to the dashboard of a car. The inplied nmale driver
wears a starched white shirt covering his forearns to the
wists. Hs left hand grips the top left of the steering wheel
tightly while his right hand holds a | arge rectangul ar phone
recei ver against the steering wheel. The phone is not in use; it
is apparently positioned for show Its shape is rectangul ar,
wi th the Touch- Tone pads on the front of the receiver handl e.
The phone does not have a cord; it is not clear how the phone is
powered. It fits easily in the man’s right hand; however, he
cannot hold the steering wheel while sinmultaneously holding the
phone. It is not clear to the reader that the man is actually
driving the car, but the strong grip of the Ieft hand on the
wheel inplies an active physical state. There is no indication
of the manufacturer of the car phone, nor is it clear how the
phone m ght actually be used while driving. The photo seens to
inply that the user can talk and drive at the sanme tine, but
does not directly portray it.

The headline conprises two main features: the NYNEX Mobil e
Commruni cati ons conpany nane and | ogo, followed by “cellular car
tel ephones.” and directly beneath that “W’ ve got ‘em” The
headline is multi-purpose; it 1) announces that cellular car

t el ephones are available to the public, 2) states a reliable



Gab Kneel and 88
t el ephone conpany as the provider, and 3) specifies two
i ndependent cellul ar agents for NYNEX. The headline shouts to
the reader that a mai nstreamtel ephone provider has stepped into
the future by offering state-of-the-art cellular tel ephone
servi ce. The announcenent is acconpani ed by a question: “Wo is
better equi pped to introduce you to remarkabl e cellul ar
technol ogy than your Authorized NYNEX Mobil e Conmuni cati ons’
agents?” The answer is found in the text directly bel ow. HBE
Henry Bros. Electronics, Inc. and NYCELL New York Cellul ar Radio
Cor poration, both of whom “offer many years of experience in the
nmobi |l e radi o communi cations field--selling, installing and
servicing”--a specialized activity. The text goes on to explain
the benefits of the product: “...Stay in touch, in control and in
action while driving in your car.” It calls the reader to
action: “You can |earn about this exciting new conmunications
br eakt hrough today” with a free denonstration at either of the
two business agents’ locations. The idea is that the car
t el ephone all owed the businessman to maintain his productivity
and be in control at all times. By its placenent in the business
section of the newspaper, the ad appealed to a specific target,
the white collar, upscal e business executive. Price is not

menti oned. The main nessage is about trust, reliability and
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avai lability of the provider and the product. The secondary
message is about nobility, productivity and control.

The user’s world during this phase was antici pated to val ue
success, power and noney. The purpose for staying in touch was
pure business. The “many years of experience” in nobile
comuni cations nessage in the ad played to fears that car phones
could be poorly installed, resulting in car damage or reduced
call quality. Wth no nention of price, the phone was
anticipated to be expensive; no discounts. The custoner had a
choi ce of two experienced NYNEX agents who offer six |ocations
across New York and New Jersey. Unlike the present, twenty years
ago there were relatively few locations that sold and serviced
cel l ul ar phones.

The phone’s features are not highlighted in the text
because they were secondary to the main issue: WIIl the phone
wor k? The ad sought to reassure the user that the product and
service would work; it was certified by NYNEX. Beyond this, the
ad plays to the power aspirations of a business executive who is

al ways in notion, always in control
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Not all advertisenments appealed to the individualist
driving for what efficiency can offer. The second ad, by NEC a

cell phone manufacturer, appeared in the New York Tinmes in

Decenber 1985. This quarter-page adverti senent conprises four
basi c el enents: a headl i ne-grabbi ng aphori sm a paragraph-1|ong
persuasi ve nessage, a list of cellular phone offices in the New
York area, and a picture of two NEC cell phones.

The core of the ad relates a |large headline, “Carry on the
conversation.” with what appear to be two bl ack boxes, each a
portabl e phone and its battery. The tel escoping antenna that
intersects a vertical handle on the boxes nmakes the unit
resenble a transportable radio, with a phone on top connected to
the box by a spiral telephone cord. Fromthe contenporary point
of view, the devices | ook heavy to carry, clunky and
conplicated. The NEC | ogo on the side, while clean cut, is
undi sti ngui shed. There seens to be little attention given to the
aesthetics of the device; its power is in its promse to
function.

The headline grabber is in the title, which takes up a
quarter of the ad: “Carry on the conversation.” The aphorism
suggests nmultiple neans. Wth these devices, you can carry on
t he conversation, you want to carry on the conversation, you

should carry on the conversation and the phones keep you



Gab Kneel and 92
connected. The headline’s call is echoed in the passionate prose
el aborating the appeal of the new technol ogy. “Go ahead, keep
talking. Carry an NEC Portable, and you'll be able to talk on
the golf course, at a construction site, or in a taxi.” The idea
here, and the one that appeared to capture the inmagination of
the Anerican public, is nmobility. The tel ephone had overcone
space with its network of connections, but people had to access
it by going frompoint to point. Here, nobility is defined by
presenting an array of sites that suggests a full range of
interaction to connect a busy, productive person across his day
of |eisure, productive work, and key contacts--with associ ates
back at the job or famly nmenbers waiting at hone. Mbility in
this world is masculine, nuscular and on the go.

The user’s |life world is anticipated to highly val ue power
and contacts, prerequisites for staying in touch with places and
peopl e that matter. Inferior products play to anxieties that are
spatially represented as beyond the range, the failure of the
product in outlying areas. The custoner is given a choice as to
how far he wishes to be in control, by four-hour or eight-hour
boxes; the conparative wei ght and cost of each is not nentioned
in the ad.

The product is “loaded” with new features that give

“Instant access,” the aesthetics of which are | ess inportant
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than the utility. The anxiety of where to get one or how to use
it is satisfied by the listing of |locations at the bottom of the
ad where one can get a “hands-on denonstration.” Sales sites
becone training sites--reassuring the product user who is
investing a lot of noney in an untried and unfam i ar
t echnol ogy.

The star of ad is the technol ogy. The phone itself is the
center of attention and the object to be desired. The phone was
the device that could transformlives in particular ways, even

while it relied on the networks to make the service work.
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The third ad of phase one appeared in the New York Tines in

Decenber 1987. This hal f-page ad, by Metro One, a cellular
operator of the time, contains six elenents: a holiday-thened
headl i ne, a phot ograph of a business man next to a taxi driver,
a picture of a Mdtorola portable phone, persuasive text in the
formof two paragraphs, the | ogo and phone nunber for service
provider Metro One, and a list of the Metro One authorized
agents.

The core of this ad is the center photo showi ng a New York
taxi driver |eaning out of his cab’s w ndow | ooking at a
busi nessman speaking into his portable phone. The businessnan is
m ddl e-aged, wearing a dark suit with white shirt; he appears to
be talking into his Mdtorola portable phone just before entering
the taxi. The man is in notion, poised for the getaway. He hol ds
hi s phone several inches away fromhis face, which allows the
reader to see its features but seens awkward fromthe user’s
poi nt of view Perhaps the phone has just rung and he is lifting
it to his ear. The portable phone itself, a popular nodel inits
day, is further highlighted in its own photo beneath the center
photo. Here its size is larger, its features nore clearly
defi ned; an ear piece, nouthpiece and visible calling buttons,
i ncl udi ng Power, Send and End. A large black antenna is

permanent|ly rai sed above the top of the unit. This Mtorola



Gab Kneel and 96
phone, despite its |larger size conpared to phones of |ater
periods, was very popular from approxi mately 1986 to 1988, until
it becane dated and was replaced with snmaller, lighter nodels.
The Motorola name is not apparent on the phone itself; it is
revealed in the paragraphs of snmaller print next to it. The
phone is small enough to fit easily in the briefcase but very
| arge conpared to contenporary portable cell phones.

The ad headline pronotes “THE G FT THAT KEEPS ON RECEI VI NG
...LOUD AND CLEAR, ANYWHERE."--a clever take on the “gift that
keeps on giving” thene, just four days before the Christmas
hol i day. The seasonal time |locks in a sense of uni queness that
envel ops the user in a postcard nonent. The enphasis is on | oud
and clear and continuous connections, assuring the reader that
this expensive gadget is reliable. The man and the phone are on
the go. “The Modtorol a portabl e phone goes where you go. In the
car, on the street, in a cab ...it"'s business as usual. It fits
conveniently into an attaché case and weighs only 28 o0z.” Though
t he phone will nmake a great gift, this is not “another executive
toy here. We're tal king about a val uabl e busi ness tool .. --one
t hat boasts “state-of-the-art” features, nade by one of the nost
recogni zed nanes in nobile products. Wth this phone, you are

unfettered; personal nobility is newy defined by the portable
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personal cellular telephone. Thus, pleasure and efficiency join
hands in the new worl d.

The cell phone user in this ad is still anchored in the
business world, a world in which tinme, connections and
productivity are highly valued. The cell phone is a working
man’ s tool, expensive but worth it. Notably, the list of
aut hori zed agents has grown substantially froma year ago when
only a handful of agents m ght exist; now, in 1985, nore than
forty locations in New York and New Jersey are selling cel
phones. Auto dealers, radio and el ectronics stores and even
departnment stores were selling phones, alongside the service
provi ders and their independent cellular agents. The technol ogy,
nore established at this point, was known to work reasonably
well. The elenment of portability nade buying and selling nore
conveni ent and efficient. The phone did not have to be installed
to work.

The |l ast elenment of the ad is a clip-out coupon in the
| ower right corner, a mail-in option to sinplify buying. The
coupon header said, “METRO ONE, A nenber of the Cellular One
network.” along with its tag line, “The car phone service that
means busi ness.” The prospective user could check one of two
boxes: “I want to sign up with Metro One. Please Call Me” or

“I"'minterested, please send nore information.” It was no | onger
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necessary to go to a sales center; the cell phone could be sent
directly to the custoner. The star of the ad is still the phone;
the taxi driver adds urgency and interest. Famliarity with cel
phones has grown. Cellular technology is being accepted; the
transformati on conti nues without wires or cords, bringing users

into the future of cellular radio.
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Chapter Summary

The first chapter has reviewed the initial phase of the
revolution. This is a time of great anticipation, but the
reality of the energing use of cell phone technology enters into
di scussion fromthe perspectives of different nedium The
mai nstream press situates cell phone in the context of pro and
con, give and take, the way the press typically address issues,
in this case a novel technol ogy that prom ses to change what
peopl e see, say, and do in public. The context of the car is
featured in part because this is where cell phone first began,
and the question of accident disrupting nobility--at another’s
expense--is the first normative issue to be debated. Yet, the
attention drawn is on the whole positive because the prom se of
extension is imgined to be so great. Heralding the future as
i nevi tabl e hel ps make the future envisioned seemso, in spite of
its defects. Wile the press evaluated ends served by the
technol ogy, the industry was concerned about its neans.

The industry trade magazi nes shared news sonetines as early
gossi p about who was in and who was out, always as information
as statistics becanme translated into the signs and charts of
success and power. Speeches articulated a future to cone and

essays debated the neans it would take to build the institution,
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wi th governnent involved. Finally, advertising shifted the
message of revolution froma public debate and an industry-
governnent relation to that of devel opi ng personal feelings and
nmotivations to adopt the technol ogy. G ven the expense of early
phones, the appeals suited flattery of elite groups, and working
cl ass users who used conmuni cation as a tool to do business in
their daily travel. The conmuni cation of revolution was in
agreenent that changes were comng; the different strategies of
appeal braided together a strong nessage of expectation. These
expectations would continue to unfold and the nmessage woul d
continue to be nodified in the mddl e phase, featuring the great

success and vast dissem nation of the new technol ogy.
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Chapt er Three

Phase Two, 1990-1998: Cell Phone in Revol utionary Triunph

In the second phase, the technol ogy inproved, coverage
expanded, and consuner demand vaul ted ahead of forecast. Digital
t echnol ogy was introduced in several conpeting formats. The
gover nnment undertook a major nove to increase nmarket conpetition
by auctioning additional “personal conmunications services” or
PCS licenses. Cellular operators sought econom es of scale and
grew by acquiring the smaller players. Meanwhile, a significant
heal th controversy threatened the public and the industry. In
spite of the controversy, the mddle period is a story of nearly
unlimted growh in use anong consuners of a phone with a style
di stinctive enough to define the era and yet becone part of
everyday life—w th prom ses of nore changes to cone.

Phase two features the growh phase of the wirel ess
revol ution as the networks of new conmuni cati ons technol ogy
becone part of everyday Anerican life. The dynam cs of phase two
reflect tensions in the industry between regul ati on and
conpetition. For the consuner, there is a fear of an unknown
health risk mtigated by desire to be part of the wreless

revol ution. The service now appeal ed to, and could be afforded
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by, a larger public, the denographics of which had grown

substantially since the late 1980s and early 1990s.

The Public (Miinstrean) Press

I n phase two, personal safety, ease of use and
af fordability persuaded people to buy, buy, buy. Phones were
reduced in size (small enough to fit in a pocket or purse) and
coverage areas were expanded across the United States to include
all major netropolitan areas and sone rural areas. The audi ence
for cell phone connections began to expand beyond its initial
venue of driven, upscale executives to include a greater variety
of the purchasing publics. Wile purchase fees and use rates
were still high new purchasers found the cell phone to be a
legitimate energency tool, as well as provide a certain “peace
of m nd” by enabling people to keep in touch while nobile. The
cell phone becane in the eyes of the public, industry, and
consuner an increasingly available and reliable supplenent to
stationary phone availability and use. As a suppl enent, the new
technology filled in places and tines where users woul d
ot herwi se be unconnected to the social world.

Several devel opnents contributed to public acceptance at

this time: 1) technol ogy advancenents resulted in a portable,
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i ght wei ght phone small enough to fit in a pocket or purse; 2)
coverage and roam ng procedures were enhanced; and 3) AT&T
introduced a “one-rate” pricing plan that |lowered airtine prices
for the consuner, a nove which conpetitors quickly foll owed.
These events transforned airtinme pricing nodels through
sinplification, which had the effect of stinulating use anong
exi sting users and enticing new users to join in. Customers
continued to subscribe at a rapid pace, with custonmers grow ng
438 percent between 1993 and 1999, to nore than 86 mllion
(“CTIA's Sem -Annual ”). In retrospect, growh seens inevitable,
but the future was far fromclear at the tine.

In early 1993, the eruption of the cell phones and cancer
controversy scared the public and threatened the industry’s
long-termgrowth. A lawsuit had been filed in Florida alleging
that the |late Susan Reynard “had suffered a fatal brain tunor
due to her repeated use of her cellular tel ephone” (Carlo &
Schram 2001). On January 21, 1993, Larry King (host of the

tel evision show, Larry King Live) interviewed the deceased

woman’ s husband, David Reynard, as well as various industry and
government representatives, about the suit. Oher television
net wor ks and newspapers picked up the story about the

possibility of a |link between cell phone use and brain cancer.
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The public debate over whether cell phones inposed a cancer risk
t hus began in earnest in the wnter of 1993.

Maj or newspapers and networks covered the story as it
unfol ded and the industry scranbled to react. On January 25,
Motorola, Inc., a najor cell phone manufacturer, held a press
conference, attenpting to assure custoners that there is no |ink
between their cell phones and cancer. Under the story line,
“Cel lular phone firns fight tunor charges,” USA Today quoted a
Mot orol a executive as saying, “The products we ship are
inplicitly safe. W’ ve done a |lot of research on this because at
Mot orol a we are concerned about the safety of our
custoners” (Schneidawi nd 1). Despite such reassurances, in fact,
no one knew whet her cell phones were safe. There wasn’t
sufficient evidence for anyone to nake a claimone way or the
ot her .

On January 30, 1993, the New York Tines reported that the

industry’s main trade association, the CTIA would finance new
research into cellular phones. Two days |ater, on February 2,

the New York Tines published another article describing the

limted scientific studies related to cellular phone
frequencies. In the article, Dr. Elizabeth Jackson, acting
director for the Center for Devices and Radi ol ogi cal Health at

t he Food and Drug Adm nistration, expressed sonme caution, noting
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the “dearth of relevant data,” while saying, “W can’t give a
bl anket assertion that the phones are safe” (Jackson qtd. in
Angier 1). Cell phone manufacturers, eager to calmthe public,
attested to their conpliance to el ectromagneti c em ssion
gui delines set by the FCC. Critics then conplained that the FCC
standards for cell phone el ectromagnetic em ssion guidelines
based on “...highly educated assunptions [nore than] than hard
facts.” The Cel lul ar Tel ecomruni cations I ndustry Associ ation
(CTIA) took a proactive stance, saying it had “asked the
governnment to convene a panel of disinterested experts to review
t he docunents already available” (Angier 1). In the years to
cone, the CTI A would wage a public relations battle to protect
the industry fromfallout fromthe health scare.

As the issue gathered steam newspapers around the country
published articles alnost daily on cell phones and their
potential link to brain cancer. For the first time in the
industry’s brief history, the press turned negative. Yet there
were bright spots for the industry such as when the U S.
government seened to rally to the industry’s defense or at |east
attenpt to do its part to calmthe public. On February 3, 1993,

the Chicago Tribune reported that a 2 1/2 hour congressional

hearing on the matter resulted in the government’s concl usion

that “while nore study is needed, there is no evidence of a |ink
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bet ween brain cancer and cel lul ar phones” (Hazard 1). One FDA
official was quoted as saying, “There is absolutely no
i kelihood that cellular phones could initiate cancer.” He added
that there is a question on whether use of cell phones “pronotes
or accelerates already existing brain cancer” (1). Wth nore
than 10 mllion people in the United States using cellular
phones, the debate over cell phones and the potential link to
brain cancer was not likely to go away soon

When a product goes sour, it seens that the press acts |like
an echo chanber, reporting back and forth coverage of the sane
i ssue. \Wereas the press had heretofore been covering market
| aunches, product devel opnent and consuner use in nostly gl ow ng
terms, it now found itself wth news about which to be nore
circunspect. Three press articles representative of the topics
in Phase Two were selected to reveal the way in which mainstream
press continued the cellular story from 1990 t hrough 1998.

By the early 1990s, negative aspects of cellular technol ogy
were reported nore frequently in the press. Even before the
cancer issue arose, the press had created awareness of other
problenms with cell phones. Qur attention now turns to a New York

Times article fromJune 16, 1991, entitled “Users of Cell ul ar

Phones Put Privacy at Ri sk for Convenience.” This article
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furni shed a typical exanple of the popular press alerting
mai nstream custoners to the risks of cellular use.

The article, witten by Keith Bradsher, begins w th another
anxi ety of the cell phone user, not physical safety jeopardi zed
by cancer, but personal security put at risk by eavesdroppi ng.
In this article, cell phone users presented exanples of the
practice of cellular phone eavesdroppi ng, denonstrating how
common it had becone and how easy it was to acconplish with a
si npl e scanner. Bradsher explained how cel |l ul ar technol ogy
wor ked and why it was possible to eavesdrop on an unsuspecting
user with little risk of being caught. The horror of the
ci rcunstance was dramati zed by a feud between representatives
showi ng that even politicians were at risk: “The |ack of privacy
on a cellular tel ephone call has been highlighted by a dispute
bet ween Senator Charles S. Robb, Denocrat of Virginia, and CGov.
L. Douglas Wl der over the tape recording of a conversation in
1988 that M. Wl der reportedly had froma cellular phone.”
According to a researcher in radi o conmunications, Theodore S.
Rappaport, “If | were a politician, | would never use a present-
day cellular phone. ...1'’mcareful when | use the cellular or
cordl ess phone when |’ mtal ki ng about noney or about personal
things wth ny famly” (14). Even acknow edging that there is a

limt to these fears, it still |eaves the user unsettl ed.
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Al t hough lengthy calls between cellular car phones are difficult
to tape as a user noves fromone frequency to another, the
article acknow edged that a shorter call occurring on one base
station frequency (i.e., the user is stationary or travels only
a fewmles) could easily be taped in its entirety.

Wth the increasing popularity of hand-held portable
phones, the stationary user becane nore commonpl ace and the
eavesdropping risks nultiplied. Bradsher warns the public: “The
cellular industry mnimzes the risks of eavesdropping. But it
has privately made strenuous but unsuccessful efforts to
per suade the Federal Comruni cations Comm ssion to ban scanners
.2 (14). The reader is thus cautioned that industry may not be
revealing the full story to the public.

The article inforns readers that solutions to the probl em
are difficult to find and even harder to enforce. For exanple,

t hough a federal | aw banned eavesdropping on cellular calls,

t here had been no prosecutions under this |law. Wrse, cellular
conpani es are exenpted fromthe eavesdropping law in the case in
which a cell phone call is being nonitored for quality assurance
pur poses.

Bradsher suggests that the problens will only grow as
handhel ds becone popular. But the reader is given sone good

news: “As cellular tel ephone conpanies install nore base
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stations to deal with the growi ng nunbers of custoners, the
tappi ng of cellular tel ephone calls made from noving vehicles is
becom ng nore difficult.” And, finally, “a new generation of
cellular tel ephones will nmake interception of conversations
extrenmely difficult” (14). In the neantinme, the public nmessage
was cl ear: users beware. Like the cancer scare to be reveal ed
two years hence, this was a problem w thout actual statistica
confirmation; but it did happen to a few people and with the
monunental growh of new technology it could start to happen to
a lot. The press had another story that depended on little
factual research or verification on the one hand, but pronoted
anxieties about limtless inmaginary snoopi ngs on the other.

| nvasi on of privacy concerns woul d take a back seat to the
brain cancer scare. The issue surfaced in early 1993 and kept
witers busy and users alert for the balance of the decade. The
next article is typical of how the press handl ed the brain

cancer scare. On January 30, 1993, the New York Tines published

one of its earliest articles on the topic. Did cell phones cause
brain cancer? The problemwas articul ated: “Wile there is no
proof that there are health risks, there is no research that
specifically addresses the effects of cellular phones on the
human body and the human brain” (Ramrez 1). Basically, no one

in industry, governnent, or the scientific community had
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sufficient information to answer the question. The headline of
the article, “Health Clainms Cause Turnmoil in the Cellul ar-Phone
Mar ket ,” suggested that the nost i mrediate and significant
i npact of the controversy occurred in the financial markets.
Truth was assessed by market response, or so the headline would
seemto inply. Yet, even as the paper raised fears, it also
equi vocat ed on cause/effect relations. Author Anthony Ramrez
wites: “So far the health scare’s inpact on sales is hard to
detect, according to retailers and the operator of a mmjor
cellular tel ephone network. OF the two mllion subscribers to
t he McCaw network, 300 to 400 have called to inquire about the
possi bl e health danger ...and fewer than 30 have canceled their
subscri pti ons because of health concerns, said ...a MCaw
spokesman.” Eager to cal m consuner fears, industry “rushed to
insist that there is no scientific evidence to indicate that
there is any danger in using the phones.” Balance requires
journalists to continue to nove between one side of an issue and
anot her. The reader |earned that even the experts knew very
little about the electromagnetic fields emtted by cellular
phones. “Scientists are divided over the malign effects, if any,
of these fields and if the science is nurky, so is public
under st andi ng, especially when it conmes to panic-induci ng words

i1 ke radiation and cancer” (1). The few studies on radiation
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t hat had been done, not on cell phones but on devices that
emtted higher power fields such as m crowave ovens, surfaced to
denonstrate that the potential for harm existed, though specific
tests involving the nuch | ower-wattage cell phones had not been
conduct ed.

The article concluded the sane way it began. No one knew
anything for sure. No specific warnings were nade and no one was
encouraged to stop using cell phones. The article discharged its
duty to informthe public about the fears raised by a guest on
the television show “Larry King Live” on January 21, 2003, but
t he judgnent on how to think or what to do was left to the
di scretion of the consuner. Despite the reasonable | ength of the
article, it did not report on all studies or opinions on the
controversy. The information was conveyed with a financi al
audience in mnd, as a recap of the issue for those that buy and
sell stock. Mintaining a senblance of bal ance, the article did
not suggest a course of action nor induce the reader toward one
vi ewpoi nt over another; yet it provided good reason for
exerci sing caution. The controversy thus could be sustained. On
t he one hand, no one could deny for certain that the harns were
not true; on the other, no substantial aval anche of harnms was

visible. Still, there remained the possibility--and the
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t echnol ogy was spreadi ng. The press had struck upon a durable
story that could resurface fromtine to tine.

Wil e the brain cancer scare was consum ng industry
officials and worrying the public, cell phone manufacturers
continued to offer smaller and nore unique phones with enticing
new features. Conpetition between carriers becane nore intense.
The theme of conpetition fueled a dual-level type of reporting
that, at one in the sanme tinme, comented on industry efforts at
i nnovation and econom c contests with one another, and di scussed
what the outconme of such struggles would bring to the consuner.
The storyline pronoted interest by nultiplying conplex future
options on the individual and at collective |evels.

Typi cal of the dual-level articles is one responding to
cellul ar tel ephone industry expansion in the md 1990s, fuel ed
by the enmergence of new conpetitors |licensed to provide service
by the FCC. The third press article for reviewis “Chicago Wred
for Wrel ess Technol ogy: Conpetition Gows; Cellular Firnms Add
Options, Cut Costs” and it appeared in the Business section of

t he Chi cago Tri bune Decenber 2, 1996. The article conveys

i nformati on about conpetition, new cellular services, and
vari ous pricing options anong the growi ng nunber of service
providers in each market. The cellular industry had enjoyed a

fast growh since its inception in 1984, despite the continuing
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controversy with respect to the potential |ink between cel
phone use and brain cancer. The public was barraged with a
di zzying array of products and services fromwhich to choose:
“Cel lular services that once did little nore than make and
receive voice calls now are offering or soon addi ng voice mail
caller ID, short nessage pagi ng and a host of other options
previously available only on wireline phones.” In this article,
Tri bune authors Jon Van and Patricia Tennison attenpt to clarify
for consuners “the many innovations in wreless phone service”
but found even the carriers thenselves “hav[ing] difficulty
deci ding just which options to offer and how to package them”
In addition to the original service providers in the Chicago
mar ket, Aneritech and Cellul ar One, newconers included PrinmeCo,
Nextel, AT&T Wrel ess and Pocket Communications |Inc. These
carriers were either offering cellular services or building and
pl anning a launch in the near future.

The increase in conpetition was forcing carriers to
differentiate thensel ves by offering creative new pricing
scenari os. For exanple, “PrinmeCo stresses sinplicity by giving
custoners essentially one calling plan with two vari ations:
Aneritech and Cellular One offer several plans” (Van, Tennison
1). The authors take the reader through the various calling and

pricing options, including a | engthy explanation of the “calling



Gab Kneel and 115
party pays” option used by pagi ng operators but not yet
available in cellular, and new pricing plans that did not
require a long-termcontract or fixed nonthly fees. They outline
t he choi ces, educating the reader on new pricing plans tailored
to nmeet individual needs and varying fromone carrier to the
next .

Van and Tenni son encourage users by suggesting that

cel lul ar phones could be affordable for even the |ightest user.

The article continues in an education role as it explains the

di fference between personal comrunications services (PCS) and

traditional cellular:
Traditional wrel ess phone services have been known as
“cellul ar” because of the name of the radio
architecture they use. The newer w rel ess technol ogy
al so uses the sane architecture but is called PCS ..
largely to distinguish it fromcellular. The major
di fference between the two technol ogies is that they
use different parts of the radio spectrum but this
isn't sonething the average custoner needs to worry
about .

That nmay or may not be the case as the carriers work to

di stingui sh thenselves fromthe one another. |Indeed, sone

carriers, such as AT&T Wreless, rushed to capitalize on the PCS
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distinction in its consuner advertising, as wll be revealed in
t he next section. PCS was new and sounded different from
cellular (although the two technol ogies eventually woul d be
i ndi stinguishable to the end user); thus, early technol ogy
adopters would be intrigued. The article nade one thing
perfectly clear: personal communication technol ogy was avail abl e
i n abundance and increasingly a tool for everyone, and not only
for business. The reader was encouraged to enter the world of
personal nmobility rather than watch it fromthe sideline. Absent
fromthe article was any nention of the technol ogy’ s downsi des
or risks. That subject seens to be left for another day or
another witer. This article worked from a perspective that
encouraged the reader to find his or her owm place in the
cellular world. That world was being fast anticipated within the

tal k of industry-sponsored studies, publications and newspapers.

The I ndustry Point of View

Wil e the consuner market was thriving during phase two,
regul at ory devel opnents consuned the attention of the industry
press. In the md-1990s, the FCC began to award additional radio
spectrum |l icenses for personal comuni cations services (PCS)

providing for additional conpetitors in every market. Cellular
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systens now covered all the major netropolitan areas. Wth the
advent of new conpetitors in each market, the price for cellular
phones and service continued to fall, enticing a new group of
cell phone users. Meanwhile, the industry costs associated with
devel oping digital cellular networks and phones that could work
on both anal og and digital systens, nounted. The forecasted
i nvestnment to convert anal og phone networks to digital was
staggering; fortunately for the industry, consuner demand for
phones conti nued unabated, generating higher stock prices and
profits for the wireless investor. This fueled the availability
of additional market capital and hel ped legitimze the continued
hi gh | evel of industry spending.

One of the functions of the industry press is to report on
its own health, financially and otherw se. Three representative
articles published during this phase have been chosen fromthe
i ndustry news publication, RCR The first article was published
in the “Business and Finance” section of RCR on April 11, 1994,
In this article, titled “Cellular Stocks Surging: Further
Consol idations to Inpact the Industry,” industry financial
anal yst Frank Moran reported on the financial health of the
wi rel ess industry. Looking back on results posted for the year
1993, Moran reported that “the industry experienced expl osive

growh in 1993 that is spilling over into 1994, reflecting
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conti nued consuner interest ...as services have becone
i ncreasingly nore demand-driven and affordable . (43). Looking
ahead, Moran author predicted continued robust growmh, a healthy
35 percent growth expected in the nunber of cellular subscribers
for the com ng year.

Acknow edgi ng that a major challenge facing the industry
woul d be the increase in conpetition to cone from new PCS
|icenses, Moran said that “cellular operators [would be] best
positioned to provide PCS and dom nate w rel ess market share
t hrough the bal ance of the decade ... (44). The second hal f of
1994 woul d see broadband PCS |icenses auctioned off by the FCC,
followed by a rapid build-out by the Iicense winners “to exploit
and/ or protect their respective franchises.” Further, instead of
i ncreased conpetition weakening profits, Mran predicted that
the “net effect conpetition will create |arger market for
wi rel ess tel econmuni cations services .. with an expected
decrease in service pricing triggering “expl osive subscri ber
growh on all fronts.” Cellular operators, with their 10 years
of experience in the market, woul d have the advantage, creating
regi onal and national brands to conpete with newy built PCS
systens. Supporting the bullish outl ook was what Mran call ed

“robust fundanental s” and the potential for “blossom ng cash
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flow and profitability” by the publicly-traded wrel ess
communi cati ons conpani es.

Such an optim stic outl ook no doubt encouraged the major
i ndustry players to participate in the PCS auctions to the
full est extent possible. In fact, when the FCC spectrum aucti ons
for narrowband and broadband |icenses concluded a few years
later, nearly $20 billion would be raised. RCR and its readers
were caught up in a whirlw nd of buying, building, and selling,
the Ii kes of which had never been experienced before. The
article supported and encouraged risk-taking in anticipation of
unlimted growth and profit potential for wrel ess operators,
not to nention the financial opportunity for investors and
financi al services conpanies.

Whil e the financial comrunity anticipated increased growh
and profit, the cell phone cancer controversy increased the
public profile of the fledgling industry in an unflattering
light. Despite the serious questions the controversy raised,
however, |arge nunbers of new cell-phone users signed on.

Concer ned about public reaction to the cell phone scare, the
CTl A sought to quell consuner fears. The trade association
energed as a leading force in the effort to manage the unfol di ng
controversy, as it represented a growing roster of service

provi ders and manuf act urers.
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The cancer controversy not only consumed public press, it
al so spilled over into the trade press. It was one of the few
situations in which the industry allowed a public debate to
threaten its internal workings. Shortly after the cancer issue
becanme public in 1993, the CTI A announced that it woul d conduct
research through an i ndependent body of scientists. It hired Dr.
CGeorge Carlo, a researcher and epi dem ol ogi st, who assenbled a
roster of scientists to conduct research to determ ne whet her
the RF (radio frequency) fields emtted by portable cell phones
posed a public health problem Wth $25 nmillion funded entirely
by the industry, the “blue ribbon” panel of scientists,
organi zed as Wrel ess Technol ogy Research L.L.C. (WR), was
given five years to produce their studies. Initially, Carlo and
the CTI A col | aborated on the funded research. As tine passed,
Carl o grew concerned about the research and presented his
concerns to the CTIA Relations between the WIR and the CTI A
deteriorated as the two groups di sagreed on interpretation and
communi cation of the early findings.

Several years into the WIR s research effort, a front page
article in RCR, on Decenber 9, 1996, reveal ed a strained
rel ati onship between the WIR and the CTIA Rarely were the
industry’s internal struggles chronicled in its in-house organs.

For such a subject to nake a headline it was significant indeed.
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Titled “WIR Scientists Insured from Suits: But Relations may be
Tense with CTIA’” the article, by Jeffrey Silva, refers to a
stal emate between the CTIA and WIR that threatened to shut down
the cancer research program Although the |egal coverage matter
had been resolved, according to Silva “there [were] strong
indications that CTIA and WIR still ha[d] sharp differences that
[ were] being played out behind the scenes.” The president of the
CTI A, Thomas Weel er, “described as ‘ludicrous’ a claimby a
know edgeabl e source that Cl TA wanted to di sband WIR as a result
of the nonths-long fight between hinself and Dr. George Carl o,
head of WIR, over liability . issues (1). Meanwhile, WR s
spokesman cl ained that “the action by the CTIA s board [to
provide the |l egal protection to the WIR scientists] is an
endorsenent of the WIR programand its research into possible
bi o-effects of wireless tel ecommunications products” (42). The
article cited Elizabeth Jacobson, a Food and Drug Adm nistration
official wth oversight of cell phone safety, as “optimstic”
about WIR s efforts whil e acknow edgi ng that “they [the WR]
have a tough road to hoe” (42). Jacobson indicated that she had
met with Wheeler to discuss a variety of issues, including her
view that nore research was needed. “Wheel er, she said, was
noncomm ttal about whether industry would sponsor nore RF

studi es. Jacobson, while playing down CTIA' s alleged desire to
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kill WIR, said talk of revanping the research program had been
around fromthe start. Jacobson also said that she had indicated
to CTIA that the research program had her “general support” but
at the same tine she “declined to be pulled into any power
struggl es between CTI A and WIR" (42).

According to Silva, “The federal governnent, while saying
existing scientific data is inadequate to ascertain whet her
phones posed a public health problem declined to shut down the
industry after the issue gained national attention” in January
1993. Hi s concluding cormment to the story was that a “failure to
expand the body of scientific know edge of potential RF bio-
effects could keep carriers and manufacturers vulnerable to
| awsui ts and exacerbate antenna-siting problens for personal
comruni cations services” (42). The article served to update the
industry on a sensitive and significant safety topic that had
al ready cast doubts on the technol ogy. The cancer question was a
barrier that had to be overcone by industry participants for the
technol ogy to continue to be successful.

The di ssension between the CTI A and the WIR eventual |y
culmnated in the dismssal of Carlo. Still harboring concerns,
Carlo eventually wote a book (with Martin Schram) titled Cell

Phones: I nvisible Hazards in the Wreless Age, in which he

chronicled his view of the events that took place wthin the
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i ndustry, as well as his findings fromthe industry-sponsored
research. Dr. Carlo continues to advocate for cell phone
research today and speaks to various audi ences about the hidden
potenti al dangers of cell phones.

Silva’s article highlights the CTIA s persuasive role in
the i ndustry which included bal ancing increasingly sensitive
conpetitive rel ationships anong carriers and manufacturers with
the industry’ s continuing need to collaborate, especially on
matters that threatened the industry, such as the cancer
gquestion and driver safety. According to Weeler, “The role of
the industry association in a diverse and growi ng business is to
di scover the comonalities and accentuate themto both the
i ndustry and the outside world.” CTIA also played a key role in
t he governnent’s highly contentious market |icensing process.
The associ ati on advocated on behalf of the existing carriers
while also lending its | obbying power to the newest wrel ess
conpetitors who had won licenses in the spectrum auctions. By
advocati ng expansion of the market for old and new pl ayers
ali ke, the CTI A becane increasingly powerful as the voice of
cel lul ar.

As PCS auctions progressed under the auspices of the FCC,
the realities of the new conpetitive | andscape began to set in

with major cellular operators in the industry. The cellul ar



Gab Kneel and 124

duopoly that had existed for nore than a decade was now an
hi storical footnote. What did this nmean for cellul ar operators?
How m ght they anticipate and nmanage the arrival of new
conpetitors? A typical industry article addressing these
questions was published in RCR January 30, 1995. Not
surprisingly, the article strikes a positive tone for the
current operators with its headline: “Cellular carriers are
positioned for success in new era of PCS.” Addressing the
cel lul ar operator who faced a new conpetitive threat, author Sim
Hal | posed chal | engi ng questions: “Wat options do cellul ar
operators have in the PCS era? Wiich winning strategies wll
smart players use to stay ahead of the pack?” One by one,
options and strategies were identified in the article for a
reader audi ence presuned to be concerned about survival in the
new conpetitive world.

The article strove to fornulate a nodel for success or at
| east ease fears that conpetition foretold the downfall of the
dom nant industry operators. Indeed, many current cellul ar
operators planned to, and did eventually, participate in the
governnent’s PCS spectrum auctions by acquiring new | icenses to
expand wireless capacity in their existing nmarkets or extend
coverage i nto new geographic areas they did not yet serve. Hal

encour aged cel lul ar operators to expand their positions:
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Cel lul ar operators can take advantage of the huge
expansion of wreless capacity that PCS will bring.
Many of the participants in the ongoi ng broadband PCS
auction for 30-nmegahertz major trading area |icenses
are cellular operators |ooking to use PCS |icenses to
expand t he geographi c coverage of their systens.
Cel lul ar operators nmay al so acquire 10-negahertz
licenses in PCS auctions to be held later this year.
(53)
Hal | suggests that new spectrum purchases could offer existing
carriers a strategic advantage in the long run by fostering
conpetition in the |local exchange (landline) market. By
pronoting i deas such as | ocal exchange conpetition in the
i ndustry press, collective strategies for |ong-term success
coul d be shared. Conpetitive strategy was not the only issue
that industry faced; it also needed to nake a seanl ess
transition fromanalog to digital technol ogy.

In the md-1990s, as it becane necessary to phase anal og
technol ogy out with digital replacenents, cellular carriers
attenpted to arrive at a single standard for digital technol ogy
to no avail. Unlike European countries and nuch of Asia which

had settled on a single standard, GSM the U S. carriers were
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unable or unwilling to standardi ze cellular digital technol ogy
around one desi gn.

In addition to GSM two other digital technol ogies were
favored in the U S.: Tine Division Miultiple Access (TDVA) and
Code Division Multiple Access (CDMA). The CDVA standard was
positioned to dom nate digital systens in the United States, as
well as certain parts of Asia, although TDVAW D-AMPS is stil
being used in the United States, and GSMto a | esser extent
(Li ghtman and Roj as 39).

Wi | e these technol ogy standards and others that conprise
third-generation (3G digital cellular options have differences
they are not particularly relevant to this inquiry. However, it
is useful to understand what is nmeant by the term 3G According
to Lightman and Rojas, 3G “is not a single standard or
technol ogy, but an unbrella termfor a variety of approaches to
bringi ng hi gh-speed Internet services to cell phone networks. In
nmost cases, 3G [technol ogy selection] will come from updates and
upgrades to current systens which differ fromcontinent to
continent and fromcountry to country” (88). Digital cellular
technol ogi es offered i nportant advantages but each had hurdl es
to scale before it would be market-ready.

Sone industry executives considered the absence of a

digital technology standard to be a handi cap. According to Don
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Nel son, “The state of technology today in the United States is
confused because we’ve got TDVA, CDVA and ...GSM One of the
bi ggest problens and cost itenms in the handsets is all of this
differentiation.” Richard (Ric) Prentiss, managi ng director of
tel ecomequity research for Raynond Janes and Associates, Inc.,
agreed: “There coul d have been nore battles. Wi ch would have
won, | don’t know. Wuld it have been GSM TDMA, CDVA? But there
woul d have been at |east a standard. We woul d have had sone
econom es of scale and there woul d have been maybe nore inpetus
to say, ‘Could you do infrastructure sharing? |If you share
infrastructure, you're going to earn a return on capital.”
O hers in the industry believed the existence of multiple
standards provided incentive for industry innovation as
manuf acturers and carriers conpeted on digital differences. “I
don’'t think we would have the array of products and services we
have today if the carriers all had one standard,” said Rhonda

Wckham editor-in-chief of Wreless Wek. Wth the absence of a

single standard, industry carriers and manufacturers separated
into distinct groups that adhered to one or the other
t echnol ogy. For exanple, the group that favored TDVA t echnol ogy

was the Universal Wreless Comruni cations Consortium (UACC) .

A final industry text for phase two titled “TDVA tinme: UACC

show tal ks up GAIT networks,” covered the UANCC Annual Conference
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in Olando, Florida. This May 7, 2001 article in RCRis typical
of articles describing major industry conferences, in which the
att endees, keynotes and any newsworthy bits of information from
speaker panelists were reported in detail. This particul ar
conference “drew a m xed crowd of wirel ess vendors, operators,
devel opers and anal ysts to re-energize interest in its brand of
technol ogy and to contenplate strategies to scale hurdles in the
sojourn to the next generation of technol ogi es” (Omatseye 1).
Keynot es and panel discussions discussed devices, services, and
technol ogi es including GAIT, a new network being built by
Cingular Wreless and AT&T Wrel ess Services, Inc. as an interim
solution. GAIT [GSM ANSI - I nteroperability Tean] “conbines both
TDVA and GSM into one conplex network” (Omatseye 1). GAIT
t echnol ogy becanme the “nmain surprise” of the show when its
primary U.S. backers, C ngular and AT&T Wrel ess, announced
“progress in building the digital networks” that could be ready

as early as 2001.

The article proceeded to report additional updates from
speaker panelists that would be of interest to both carriers and
manufacturers. In industry, the trade press serves a role in
conveyi ng technical and other information that woul d not
normal |y be shared between conpeting canps. According to the

article, Kanmeron Coursey, Cngular’s director of networking
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devel opnment, “hinted that German phone maker Sienens AG was
wor king on GAI T phones,” (Coursey qtd. in Omtseye 46) while Rob
Nel son, chief technol ogy officer for AT&T Wreless “hinted that
hi s conpany was building GAIT networks” following its earlier
announcenent in fourth quarter 2000 that it planned to overl ay
its TDMA networks with GSM technology (R Nelson qtd. in
Omat seye 46). Ot her key industry topics sparked debate anong
panelists: D d the future “belong to just one device or several
devices for different needs and applications?” How would the
net wor ks “handl e the surge of such technol ogies as 802.11 and
Bl uet oot h?” And, how woul d users “reconnect with the networks
once they noved out of the coverage areas of these
technol ogi es?” The article conveyed newsworthy comments nade by
conference speakers as the topics were discussed, and, in so
doi ng, shared useful information for industry participants,
government, private investors, and the interested public.
Because the U.S. had not chosen a single standard, even the
manuf acture of digital network infrastructures was conpetitive.
Thus, as innovation was triunphing in the market, the shape and
direction of technol ogies that would cone to dom nate and expand
the revolution were |ocked in their owm form of conpetition and

antici pati on.
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Publ i c Adverti sing

Despite the controversies threatening the industry’s
future, public advertising continued to assert the positive
aspects of owning a cellular phone. Wth new conpetitors in the
mar ket pl ace, advertisers focused on | ower price points, as well
as on highlighting significant advancenents in the phones.
Represent ati ve consuner advertisenents of phase two are anal yzed
next .

Two New York Tinmes ads during the 1990s, reviewed in

tandem exenplify the dramatic equi pnment price declines that

hel ped propel cell phones into the hands of mainstream
consuners. The ads depict early handhel d cel lul ar tel ephone
nodel s, the Radi o Shack CT301 and the Mdtorola MC 750, the
|atter offered by the WZ Hone Entertai nnent Center. On February
18, 1990, the CT-301 was advertised for HALF PRICE at $499. 00
(Reg. $999.00). Two years later, February 5, 1992, the Mdtorola
MC 750, a nearly identical nodel, sold for only $179.88. The
price drop of 64%in tw years reflects the rapidly changing
nature of cell phone devel opnent, diffusion, and conpetition.
The 1990 ad occupied | ess than an eighth of the news page and
was conbined with other product specials from Radi o Shack. The

WZ Hone Entertainnent Center ad was slightly larger and nestled
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anong simlar size ads for prem um brand wi stwatches. The Radio
Shack ad conprised three nain elenents; the WZ ad cont ai ned
six. The first three elenents of each ad were common to both:

t he photo of the phone itself, the phone price in |large print
and the pronotional details in fine print. Additional elenents
of the WZ ad included a pledge to “beat any conpetitor’s
price,” a list of contact phone nunbers and indication of the
types of credit cards accepted.

The core of both ads is the photo of the advertised
handhel d phone and its price. The portable cellular phone, an
expensive novelty of the |ate 1980s, decreased significantly
both in size and price between 1990 and 1992. The | arge text
“HALF PRI CE! 499.00*” dom nates the Radio Shack ad. The asterisk
after $499.00 brings the reader’s attention to fine print at the
bottom of the ad. The call to action is “Handheld Cell ul ar
Tel ephone Puts the World in your Hand” acconpani ed by the
persuasive text “Fits easily in your briefcase—only 1 1/2
i nches wi de, weighs just 28 ounces.” The phone is facing
forward, its buttons clearly visible and its |arge antenna
extending into the stereo speaker ad just above. The text above
t he phone states “CT-301 by Radi o Shack.” The fine print that
appears in the | owest quarter of the ad distinguished it from

earlier ads for a simlar phone. The $499.00 price is contingent
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on the consuner entering into a new contract for service. The
enphasis is still on the price of the phone, not on service or
an expl anation of the technol ogy, as was common in phase one.
The reader is assunmed to know how t he technol ogy works. Anot her
el ement common to phase one advertisenents, but absent here, is
per suasi ve text about the phone’s reliability and quality. The
enphasis instead is on the details of price and pronotion.

The 1992 ad not only dramatically | owered the phone price,
it escal ated conpetitive deal -nmaking to another level. In
addition to the aggressive price of $179.88, a “FREE $50 U. S.
SAVI NGS BOND COUPON' was offered “WHI LE SUPPLI ES LAST,” al ong
with a pledge to beat any conpetitor’s “PLUS 10% OF THE
DI FFERENCE IN PRICE OR I T S YOURS FREE. ..m The reader al nost
needs a magnifying glass to read the fine print, which reveals
that the low price cones with nunerous caveats and restrictions:
“REFUND POLI CY DCES NOT APPLY TO CELLLULAR PHONES. NO DEALERS.
DOES NOT APPLY TO DEMOS ...[ AND] ALL CELLULAR PHONES REQUI RE A
NEW ACTI VATION WTH A M NI MUM SERVI CE COWM TMENT W TH ONE OF OUR
CELLULAR PHONE CARRI ERS. PHONE W THOUT ACTI VATI ON $350
ADDI TIONAL.” The |l ogic of cost cutting appears to presune that
t he phone itself was sold as a novel, desirable device. \Wat
seens to matter to the ever extendi ng audi ence is who has the

best deal. The issue of the best deal is a conplicated matter
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for the new technol ogy prom ses on the one hand and takes away
on the other. The conplexity of phone contracts was not
understood by many, indentured quite a few with hidden costs,
and resulted in a kind of shell gane that kept the public in a
state of constant switching as soon as new deal s becane
avai l able. Yet there seened to be symmetry in the special -deal
| ogi c of advertisenent with the bulk of anticipated users.

These ads, simlar to ads of the 1980s, do not show
cellular users. The ad placenents, in the business and
technol ogy sections, portray the product’s anchoring in the
busi ness and professional world. The placenent by Radi o Shack
and the WZ signify the expansion of the agent network for cel
phones. Distribution was expandi ng significantly; everyone could
see a profit in this rapidly growi ng product. Finally, the
acceptance of credit cards and the pledge to beat conpetitors’
prices denonstrate the increasingly conpetitive sal es
environnent. Cellular agent networks were mnultiplying, each
agent seeking a conpetitive edge by offering new, easy ways to
get connected. It was |ike prospecting for gold; there was

seemingly unlimted potential for profit.
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In fact, the deals were so conpetitive that advertisenents
becane fuel ed by hyperbol e and novel arrangenents for access to
t he newest gimm cks of participation. The date of the next
article is May 13, 1993. “FREE SPEECH screaned the headline for
the cel lul ar portable phone ad. The word free appears again
seven tines in the body of the ad. What happened to the $1, 000
phones and the sale prices of $500 or |ess? These prices were
hi story. Cellular phones were now “free,” as long as the
consuner signed up for a service contract for 24 nonths at a
recurring fee of $39.95 per nonth. This hal f-page advertisenent
contains five key elenents: an extraordinarily |arge headline, a
pi cture of the phone, a persuasive text nessage, the NYNEX nane
and logo and, in small print, the sal es addresses and
contractual details.

The core of the ad relates to the |arge headline, “FREE
SPEECH.” A picture of a portable phone and its adjacent text
clarified the nessage: The phone is “FREE with the Sinplicity
Plus Plan.” The phone is substantially smaller than earlier
nodel s and features a flip-open panel on the | ower edge. The
antenna casing atop the phone is short and stubby, concealing a
sl ender pull-up antenna not obvious to the reader. The

aesthetics of the phone are trendy and hip, a big inprovenent
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over earlier nodels. The headline grabber takes up a third of
the ad. The “FREE’ phone pronotional offer draws the eye; the
persuasi ve text validates the inpressive offer. “Just |ook at
what you get for $39.95: Basic nonthly service fee, 125 m nutes
of talk time in your first full billing cycle. Enhanced Voi ce
Mai | Service, ...and, of course, you get a free cellular phone.”
The aphori sm suggests nore than a free phone. Wth this deal
cane personal freedom and productivity. Wth this phone, “you're
free to place those calls and get those urgent nessages which
save you tine and noney. So free yourself to take on the
conpetition with your free phone. And give yourself the NYNEX
Mobi | e Edge.” The phone not only keeps the user connected; it
provi des a conpetitive edge.

The idea that captured the attention was the affordability
of the phone and the service package. The idea of nobility was
expanded to include freedom and val ue. The tel ephone had cut al
its cords fromhone to the work place; nobility in this tinme and
space neant freedom

The user of the cell phone during this tine period was
anticipated to value freedomand nobility, while the “free”
of fer specified “unbeatable value” and played to anxieties of
affordability. The custonmer was given a choi ce of phones:

“Choose this Mtorola DPC-550 Portable Cellular Phone, or other
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high quality nodels.” The offer is |loaded with features and
value. The listing of twelve sales |ocations at the bottom of
the ad, plus the toll-free nunber, nade buyi ng easy.

Now, in the 1990s, the star of the ad is price. The phone
itself is the center of attention and the object desired, but
the price pronotion is the hook that noves the eager buyer from
desire to action. Secondary to price is the type of phone and
the service provider. The reliability and credibility of the
service provider, in this case, NYNEX Mbil e Conmunications, was

not addressed in the persuasive text. Price pronotion is king.
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Display Ad 27 -- No Title

New York Times (1857-Current file); May 13, 1993; ProQuest Historical Newspapers The New York Times (1851 - 2003)
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Right now, you can geta free cellular phone when you take advantage of
&emmﬁhﬁmﬁﬂwmﬂm&mmmjwmm
Jtlokavhatyougetior  NYMEX Mobifle

e
fee, 125 minutes of tallk time in

your first full billing cycle. Enbianced Voice Mail Service, featuring Pager

services. And, of course, you pet a free cellular phone. Choose from three

different styles of top quality models, each fully guaranteed and designed to
Nothing is moré costly than Mobile Edge
missed calls and missed opportunities. With NYNEX Mobile cellular

service, you're free to place those calls and get those urgent messages
which save you time and money.

So free yourself to take on the competition with your free phone.
And give yourself the NYNEX Mobile Edge.

Call 1-800-551-7567

Mon.Fri,, 7:30 to 6pm; Sat., 10am to 4pm.
or visit one of the local NYNEX Mobile
Cellular Centers fisted below,

NYNEX

Mobile Communications @)

New York Cellular Centers: 6518 Fort Hamilion Parkway, Brooklyn = 222 Bloomingdale Road, White Flains = 31-31 Thomson Avenive, Long Iskind City 22 Carmans Road, Massapequa
300 West Route 59, Nanaet » 30 West End Avenue, New York 310 Madisan Avenue, New York » 555 West 37th Street, New York = T78A Middle Country Roed, St James * 365 Union Aveaue, Westbury.
Mew Jersey Cellular Centers: 655 Route 14& Wooding Avenue, Edison @ 2490 Route 22, Union.

mplicity i manth coatrct. for i Offer expire 6/30/93, © 1995 NYNEX Mobile Commuaications NYMNY A2

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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Cheap phones were a definite angle of sales; but there was
anot her dinension waiting, with the prom se of robust,
technol ogi cally grounded, institutionally vetted service. Good
service was connected to status; thus, nore for the noney
equated to greater social standing of the caller, to hinself as
well as to those he called. Fast forward to August 1997. *“AT&T
Digital PCS. So many ways to stay in touch all in one service.”
Ad size had grown to a full page, and this one featured seven
el enents: the headline, the phone, the user holding the phone,
t he persuasive text, the service provider |logo, the fine print
and the sales | ocations.

The core of the ad relates to the new digital technol ogy.
The technology is portrayed in the words “Digital PCS” and in
the photo of the Nokia 2160--flat, rectangular, and featuring a
| arger wi ndow di splay than prior nodels. On the w ndow of the
phone, in fairly large text, are the words “Pin-Free Access”--a
reference to digital’s elimnation of personal identification
nunbers (PINs). The phone is held by an African-Anerican nmal e
dressed conservatively in white shirt and tie, smling broadly
whi | e extendi ng his new phone forward toward the reader. The man
stands in front of a large building with shiny glass panels--a

hi gh-ri se professional building.
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The headline is not as domnant as in earlier ads. The
persuasi ve text conprises four paragraphs, each highlighted with
bold thenmes: “Only AT&T Digital PCS gives you nore ways to keep
you flexible and reachable”; “Get nore airtinme each nonth for a
year”; “Sign up for a $24.99 Service Plan”; and “Enjoy Digital
PCS Benefits.” The dom nant thenes are exclusivity, flexibility,
and val ue. The phone is rich with new features and no | onger
“free”; however, nonthly service plan costs have dropped to
$24.95. The nmmin nessage is about user flexibility--“So you can
deci de when, where and how to stay in touch.” Batteries are
enhanced on digital phones: “The extended battery life lets you
have your phone on all day so you won’t miss any calls.” And the
calling features comonly associated with a | andline tel ephone
were now avail able wirel essly:
Call waiting gives you the option to answer an
incomng call when you' re on the line. AT&T Caller 1D
identifies the caller before you pick up. O you can
| et AT&T VoiceMail take the call. These advanced
features give you nore flexibility to communicate
anywhere. So you can deci ded when, where and how to
stay in touch.
Bel ow the persuasive text is a black band separating the text

fromthe AT&T | ogo and contact information. On the band are the
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words: “Wth AT&T, wireless is nore flexible.” Beneath this
appeal the custoner found AT&T Wrel ess Services “1 800-1 MAG NE”
and a listing of nore than three dozen authorized service
agents.

The idea that captivates the user in this ad is the sense
of “exclusivity” through digital wreless. Less inportant is
affordability; nore inportant are flexibility and control. Here,
the idea of nobility continued to evol ve--putting the user in
control with nore knowl edge and choices. Wth nore choi ce cane
greater freedom which was at the core of the user’s attraction
to the devi ce.

More than ten years after |aunching cellular service, the
star once again was technol ogy. |Innovation noved the buyer from
desire to action. Secondary to innovation was the price,
al t hough val ue continued as a persuasive topic (e.g., “Get nore
airtime each nonth for a year”). The ad targeted not only new
cellular users, but current custonmers. The fine print beckoned:
“If you are a current custoner, you can receive this offer by
enrolling in AT&T Digital PCS service and buying a Digital PCS
phone.” The cellular custonmer could “trade up” to digital. AT&T
Wreless Services invited both current and new custoners to cal

“1 800-IMAGNE" ... “It’s all within your reach.”
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Display Ad 19 — No Title
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20 August 1997.
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Only AT&T Digital PCS gives you more ways
to keep you flexible and reachable, The extended battery
life lets you have your phone on all day so you won't miss
any calls. Call waiting gives you the option to answer an
incoming call when you're on the line. AT&T Caller ID identifies
the caller before you pick up. Or you can let AT&T VoiceMail
take the call. These advanced features give you more flexibility
to communicate anywhere. So you can decide when,
where and how to stay in touch.

‘Get more airtime each month for a year
* Up to 200 minutes of night and weekend calls in the Home Rare Area*
> Up to 30 minutes of AT&T Residential Long Distance

Sign up for a $24.99 Service Plan
* Up te 30 included minutes per menth within the Home Rate Area®
= One low flat rate per minute anyrime, anywhere”

Enjoy Digital PCS Benefits

> Frae ATET Caller ID, ATET VoleeMail and Paging™
Requires Digial PCS phone

> Up to three times battery life™

* Call privacy

* Largest digital wireless network in North America

W you are a current cuseomer. you Gan roceive this offer by anrolling
InATST Digital PCS sarvica and buying & Digieal PCS phane.

i With AT: wirél_gss

AT&T Wireless Services

For the nedrest outhorized decler s next-dey delvary colt
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So many ways to stay in touch all in one service.
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In the advertising of the m ddle period, the expansion of
the custonmer base was mnmultiplied by matching technol ogi cal
variety with system c opportunity in a conpetitive way. The
array of novel features on the phone constituted nore hooks to
i magi ne ways to use options in sustaining the world of making
connections by sending and respondi ng to nessages. The
avai lability of systens were featured as econom c opportunities
for participation; while service costs were not cheap,
advertising strove to nake them seem at | east reasonable. Wth
the advent of free phones, one of the |ast barriers for the
general public was renoved. The diversity of contractua
systens, like the variety of technol ogi cal connections, created
spaces for vast public participation constitutive of a

revol uti on.

Chapter Summary

The m ddl e period of the comrunication revolution | asted
from 1990 to 1998. These dates are sonewhat arbitrary, but it
was in this time period that the bul k of expansion occurred in
the industry. The cell phone went from a novel device
anticipated as universally used in the future to a device that

became a common fixture of connecting with business, famly and
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friends. The texture of the revolution evolved through major
sources of discussion. The press stabilized its story telling by
rai sing anxieties that required little evidence and research on
their owmn part but chall enged the bedrock val ue of phones: ease
and security. Cell phones were increasingly portrayed as a
staple of nodern life. Industry handled its own set of issues,
trying to inprove service through standardi zation and digital
upgr ades whil e governnent expanded conpetition through the
I icensing of additional conpetitors. Innovation in cell phones
and creative, conpetitive consuner-pricing arrangenents drove
sal es to new denographi c groups. Advertising went fromselling
the product as desirable in itself to “best deal” pricing plans
t hat encouraged airtine use and the evolution to digital
features. What remained of the revolution was a novenent to
mature the industry and devel op the di scourse as a stable,

expected part of the American communi cations | andscape.
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Chapt er Four

Phase Three 1999-2003: Sl owdown and Rei nventi on

In the course of a technology revolution, it is inevitable
that controversy arises and is managed by the revol utionaries.
During phase two, the cancer controversy unfol ded and the
i ndustry managed to avert a crisis; however, unanswered health
and safety questions remained as wreless technol ogy greeted the
new mllennium In phase three of the wireless revolution, the
mar ket pl ace began to absorb a new set of changes in social
communi cation nornms which use of the cell phone had engendered.
The cell phone was featured as a personal tinesaver, a
communi cator and a safety net. It appealed to, and could be
afforded by, a larger public. In phase three, while a majority
of the public had adjusted to the individual convenience of cel
phones, the collective changes in our public behavior brought on
by the rapid growh in the 1990s were nore worri sone.

During this phase, nore than 50 percent of the U. S.
popul ation would carry a cell phone. However, the rate of growth
in new users, one of the key constructs of the wireless
revol ution, declined as the new m || ennium dawned. Hanpered by a
downturn in the U S. econony, |losses in the stock market and

reduced access to capital, the wireless industry reconsidered
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its financial future. Uncertainty fuel ed controversy about the
| ong-term survival of six to eight conpetitive carriers in each
mar ket, as well as the one hundred-plus carriers nationw de.

I n phase three, argunents continued in technol ogy and
consuner safety, joined by new tensions: conpany consolidations
and a push for standardi zation. O the major technical standards
in play, how many woul d survive and whi ch would dom nate? If
there were too many conpetitors, which would survive?

Consol idation often is the sign of a maturing nmarket, not a
revol utionary one. Yet sone observed that the wrel ess

revol uti on was not over. Cell phones continued to advance
technically and began to offer new features, such as text
nmessagi ng, ganes and Internet access. Technol ogi cal advancenents
in the cellular network itself, especially the higher speeds

af forded by digital communication, began to enhance the user
experience. The technol ogy continued to change, and users seened
eager to take advantage of new features. Public health and
safety concerns remai ned nuted but unresol ved.

As in the previous chapters, the revolution will be
anal yzed fromthe perspectives of the three conduits of
persuasion that fueled it: the industry and its insiders; the
public press; and consuner advertising. The study wll identify

the topics and controversies wthin phase three that enabl ed the
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revolution and the rhetorical sites in which they arose, as well

as the strategies that nmanaged them

The Public (Miinstrean) Press

At the end of 1998, 33 percent of the adult popul ation used
cell phones (“CTIA's Sem -Annual ”). In the last six nonths of
1998 al one, 45,500 peopl e subscribed per day. Consuners were
persuaded by | ower prices and a realization that cell phones
coul d repl ace hone phones. Despite the rise in popularity, cel
phones irritated many people. Cell phone addiction was a grow ng
probl em and the "cell yell"--people talking | ouder than
necessary into cell phones--was an increasingly detested
phenonmenon (Conarroe 15). Cell phones caused di sruptions during
nmovi es, distracted notor vehicle drivers, and forced people to
listen to secondhand conversations. They pronoted a “self-
inportant” air, as though their owners could not “risk being out
of touch anynore, anywhere, anytinme” (Canpbell 29A).

Wi | e phone etiquette was just in the beginning stages of
controversy, driver-safety issues had been brewing for sone
time. The public press had reported nunerous fatal car accidents
apparently caused by drivers talking on their cell phones. Cel

phone detractors called for |legislation to be passed that woul d
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make it unlawful to use a phone when driving. “It is disgusting
that we now live in a world where a tel ephone call is nore
inportant than a life” (Pena 16A). Cell phone enthusiasts, on
t he ot her hand, proclained that cell phones were “critical to
survival and peace of mnd’” (Coulsting 8). In response to those
who dislike the intrusiveness of cell phones and their users,

Judith Martin wote, “Cell phones as instrunents are neither

rude nor polite, but the people who use themnmake it so. ...Pre-
existing etiquette rules should still apply: cell phones can be
useful and still be politely used” (Martin 7). Throughout phase

three, questions of etiquette and safety captured the m nds and
pens of feature storywiters. Simlar to the cited benefits of
conputers and the Internet in nodern life, cell phones were
believed to strengthen famly bonds, keep parents in touch with
children, and “renove feelings of isolation by making ‘hone’
exi st in cyberspace” (Qoberg 11A). The general public had cone to
believe cellular to be a useful comunication tool, alnost a
staple, necessary for nobility and safety.

The debate over cell phones and brain cancer that began in
1993 continued in the press into the third phase, with calls for
addi tional studies on the effects of cell phone el ectromagnetic
radi ati on. Research advocates clained that the limted studies

t hat had been conducted to date were too short-terned to be of
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val ue, and neasured custoner usage |levels that were too | ow.
St udi es conducted in the m d-1990s had neasured the effects of
2.5 hours of cell phone use per nonth versus the 20-hour average
usage |l evels occurring by 2001 (Carlo and Schram 15A). According
to Dr. George Carlo, scientists |ooked only at specific *“changes
in human bl ood cells and aninmal tissues” rather than “to clarify
what (health) risks may or may not exist” (Carlo and Schram
15A). In Decenber 2000, the public was infornmed of the results

of two powerful studies, one published by the National Cancer

Institute and anot her by the New Engl and Journal of Medi cine,

both of which indicated that cell phone users were no nore
likely to get brain tunors than anyone el se. The debate over
cell phones and cancer risk was not resolved, but the research
reports hel ped cal mpublic fears. Besides, cell phone users now
had one nore reason to love their cellular phones--entertainnent
val ue.

Cell phone entertai nnent options grew and were bal |l yhooed
by the press’s entertainment sections during phase three because
of increased data speeds and graphic capabilities of digital

communi cations. | n Decenber 2000, the New York Times cited sl ow

speeds and limted content as major drawbacks of Internet cel
phones, reporting that the “nobile Internet seens |ess and | ess

likely to be a true nobile version of the Wrld Wde Wb~



Gab Kneel and 151
(Ronero 6). By March 2003, however, cell phones were a source of
musi ¢, ganmes and information and of fered novelties such as
celebrity voice ring tones, built-in FMradi os, handhel d ganes
and color digital cameras. The mai nstream press reports had
noved beyond the question of whether consuners would care to use
advanced applications to “identifying the right kinds of
applications and services people wll pay for” (G aham 4D).
Entertai nnment options held the potential to breathe new life
into cell phone sales; new uses and habits--the re-inmagination
of the phone as an instrunent of chatty behavior, drifting
t hrough public space tal king and pl ayi ng ganes--were foreseen as
comng trends and were hotly debat ed.

Three press articles of phase three represent the range of
topics and enotions as the revolution grapples with its own
pervasiveness and its future in the new mllennium Consider a
jerem ad-like article in USA Today October 17, 1999. The
headl i ne catches the attention: “Rise up (beep!) and fight
(beep!) cell phones (beep beep!).” Don Canpbell, author and
foundi ng president of the Canpaign to Rid Anerica of Cellular
Phones Over Tinme (CRACPOT), is in a tirade about the hazards of
cell phone use: |oud talkers, irresponsible drivers, phones
ringing in theaters, restaurants and the |ike. Canpbell starts

out benpaning a “good news” story in the press that describes a



Gab Kneel and 152
woman rescued fromthe desert because of her cell phone.
Deciding that this kind of press works against his own crusade
agai nst cell phones, he is notivated to vent in his own public
way: witing an article for USA Today.

Don Canpbell’s story is the 21st century equival ent of
Wlliam Safire’s assault on cellular car phones in 1984. CRACPOT
represents enotions held by a segnent of the public that
dislikes the intrusions of the cell phone in nodern-day life.
Canpbel |l writes:

| believe the cell-phone scourge will soon reach the
stage that snoking reached a few years ago. Have you
noticed the way snokers now skul k around in alleyways
and under stairways when they're trying to sneak a
puff? | can see the day when cel |l -phone addicts w |
be doi ng the sane thing.

He proceeds to recount three bad cell phone experiences in
a single 15-hour period. In the first, his novie theatre
experience was disrupted by a ringing phone; in the second, he
was nearly hit by a young driver with a cell phone wedged
bet ween his head and shoulder. Finally, while in line for coffee
t he next norning, Canpbell reached his limt:

| heard a woman’s rising voice not two feet fromny

shirt collar: “Marla, listen to ne. Listen to ne!
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You’ve got to |look at this as a chance for persona

grow h!” ...1 gave her nmy nost contenptuous stare,

whi ch was wasted ...1 | ooked around for supporting

scow s. There were precious few. | counted 21 people

i nside the coffee shop ...eight nore were tal king on

cell phones.”
Publ i c tel ephone use had been confined to tel ephone booth; if
not encl osed, the tel ephone typically was in a lowtraffic area.
Not anynore. Cell phones were now so w despread that they were
chal  enging the norns of public/private comrunicati on.

Canpbel | thought the trend was related to “a phenonenon of

t he baby booner ‘90s”: “People are nore inportant than they used
to be. How else to explain that there will soon be 100 mllion
cell phones in use in the United States? Wo can ri sk being out
of touch anynore, anywhere, any tine?” He concl uded that
“regulators and litigators [will] enter the picture” with | ans
designed to protect citizens fromthe hazards of cell phone use;
but until then, he asked his readers to help his cause by doing
several things to thwart cell-phone abuse: 1) invest in
conpani es that make pay phones; 2) patronize restaurants that
prohi bit cell phones; 3) refuse to play golf with partners
wi el ding cell phones; and nost of all, 4) savor the nonents that

are cell-phone free. He concluded on a positive note. On a
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famly vacation, he discovered a cellular-free zone--8000 feet
above sea | evel on the Mgollon R m

Canmpbel |l s narrative served to rem nd readers of the val ues
of personal etiquette, public safety and personal
responsi bility. Canpbell believed that cell phone “addicts” had
conprom sed these val ues and eventually cell phone |Iaws and
rul es woul d be inplenented and enforced to curtail unacceptable
behaviors. Hs article is full of real-life stories that are
entertaining yet serious in its nessage. He wites with hunor
and sarcasm about a high-tech, gadget-filled world. H's article
per suades the reader to think about cell phones as objects that
are threatening fundanental values of personal and public life.
The net aphor conparing cigarette snokers to cell phone users
conveys what the author believes to be an eventual situation in
whi ch cell phone use woul d becone regul ated and subject to | aws
and protocols enacted to protect core values of nodern society.

Canpbell’s predictions in the USA Today article (Cctober
1999) are front and center in the new century; but concern
shifts fromconmc grief to tragic loss in an article in the New
York Tinmes dated February 18, 2001. The headline: “Deaths Spur
Laws Agai nst Drivers on Cell Phones” sounds om nous enough, but

the story that follows is worse yet. The article opens:
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Mardy Burns | earned the bl essings of the cell phone
when a stranger called for energency help fromthe
roadsi de in Kansas where her 18-year-old daughter,
Sara, was in a car weck. But Ms. Burns soon | earned
the curse of the cell phone, too. She said that
i nvestigators found that the driver of the wecked
car, who survived, had been distracted while on his
phone and crashed, killing Sara and her boyfriend. The
17-year-old driver was not charged with any viol ation
in the single-car accident. “A usel ess phone cal
killed ny child,” Ms. Burns, who lives in
| ndependence, Md., said this week of the 1997
accident. “The driver was talking to sonme girl on the
phone. My ol der daughter, Vera, was at the scene and
found the phone in the weckage. It was still on.”
Havi ng won the attention of readers, the article proceeds
to review the status of various |aws prohibiting cell phones
while driving a car and the argunments pro and con for such | aws.
At | east eleven |l aws had been enacted by | ocal governnents in
2001, but none at the state or national level. Internationally,
there were nore I aws on the books than in the United States; for
exanpl e, Japan, Israel, Portugal and Singapore had |laws in

ef fect banning cell phone use while driving by 2001.
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Few studi es were avail abl e, and those that existed were
debat ed. Author Frances Cines described one study which found
t hat “using phones while driving increases the risk of an
accident by nore than 30 percent, but the industry dispute[d]
this, citing studies that mnimze the risk.” The CTIA stated
its official position on the matter, “recommend[ing] deeper
research ...enforcenent of existing |laws and an overall enphasis
on driver education, not |egal restriction, as the best form of
cell phone safety.” But according to Clines, an increasing
nunber of studies denonstrated a |ink between cell phone use and
driver distraction. Despite this, the National Safety Counci
rel eased a new policy urging drivers “to voluntarily not use
el ectronic devices on the road. Wil e enphasizing driver
responsibility and the enforcenent of existing |aws, the counci
did not support legal restrictions on phones except for a ban on
their use by 16-to0l8-year-old driver-trainees.” The counci
representative said he was reluctant to burden the police with
anot her sweeping traffic ban “w thout the public and political
support it would take to be successful.” The article ends
wi t hout an opinion or reconmmendation. It invites the reader to
make his or her own judgnents based on the information provided.
“Death Spurs Laws .. begins with a heart-wenching story

but ends rather blandly, neither here nor there inits
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convictions. Clines |eaves his audi ence weighing a m xed bag of
evidence. Hs article helps readers integrate their own personal
experience wth the available facts and decide for thensel ves
what | evel of governnment intervention is appropriate. The reader
is left to decide which threat is greater: the threat to
personal safety or the threat to personal |iberty.

If the press inmagined a world in which propriety conditions
were violated by freewheeling “gabbers” and | anented the
possibility of tragic outcones due to unwarranted distractions,
it also junped to the other side of the new world to deploy the
cell phone as a netaphor for a slim sleekly inmagined, rich
worl d of novel connections with people through things. The
wi reless revolution was featured as a stylistic triunph, the
phone its clever, vibrant and hip personal essential.

No | ess an authority on popular style than USA Today
featured a headline story on Novenber 18, 2002 titled “That
enhanced device in your hand really isn't just a cell phone
anynore.” Author Edward C. Baig begins the story: “lmagi ne how
much easier it would be for E T. to find his way back honme
nowadays. The little extraterrestrial would nmerely whip out his
cell and phone honme.” This article | eaves tragedy of death by
cell phone behind and instead focuses on the fun of cellular

phones. Cell phones had “grown up” and the array of features
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of fered was now well past anything E. T. could have imgi ned. “A
sl ew of clever devices, many with vibrant col or screens and
remar kabl e sound, and several that exploit energing faster
third-generation, or 3G telecomnetworks, have the vast
potential to alter the universe for nobile communications” (5E)
The cell phone was a synbol for the com ng “convergence”: an
entire array of devices converging to a single, handheld icon of
21st century chic invested heavily in youth culture.

Just a decade earlier, cell phones weighed three pounds and
cost $2,000--and that was before adding the nonthly calling fees
onto the bill. Even then, the ol der, heavier cell phone was
consi dered to have “vast potential to alter the universe”--and
it did, fundamentally changi ng the nature of voice conmuni cation
and personal nobility forever.

Bai g has sone fun describing the nyriad ways that cel
phones were starting to communi cate post the mllennium Many
devices on the market “marry nobil e phones to handhel ds,” taking
advant age of 3G cellul ar networks. Third generation, or 3G
net wor ks were capabl e of bringing high-speed Internet services
to the cell phone. The Treo, for exanple, “boasts a small but
usabl e keyboard and col or screen.” O her phone devices incl uded
organi zers, browsers, and nulti-nedia software. The article

cites a Yankee G oup survey of current U S. wreless users,
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indicating only 18 percent used wireless data and the Internet,
but predicting that “the new technol ogi es m ght change that.”
Sonme cell phone users were experinmenting with custom zed ring
tones at an average one-tine fee of .99 cents, while others
custom zed their screen savers, shot photos with their canera
phones or engaged in two-way text nessages using AOL instant
messagi ng.

Where would it all lead? Baig | eaves the answer to the
readers’ imaginations. On the eve of the cellular industry’s
twentieth anniversary, the technology had exceeded al
expectations for growmh and custonmer |oyalty. Baig suggests that
the wireless revolution that began nmany years ago continues on.
The reader is not asked to nmake a val ue judgnent; the pros and
cons of wireless technology are not debated. However, the
article pronotes innovation, as Baig is fascinated by the cel
phone and its future potential.

If the press could wite in glowng, stylistic confirmation
whi | e simultaneously expressing reservations, the industry
appeared to be basking in new highs of econom c investnent and
stock prices built on prospects of greater growh to cone. Yet,
if the 1990s furnished a positive history, trenors were

occurring in a fast-approaching future.
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The I ndustry Point of View

As the wireless industry neared the turn of the century,
the stock market continued to favor wirel ess stocks. Between

January and October 1999, the Lehman Brothers’ North Anmerican

Wrel ess I ndex rose 163 percent, while the Standard and Poor 500

| ndex rose only seven percent (Alleven). Accel erating custoner

growt h and revenues and the potential for wireless data revenue
were the key drivers of investor optimsm Mobile conmuni cation
was now mai nstream accepted by the majority of the public;
increasingly, a “legitimte” technol ogy.

Wreless was “bi g business” for manufacturers, operators
and Wll Street in the 1990s. However, in 2000, the U S. econony
began to turn down, bringing with the stock market and avail abl e
capital. In the third phase, the revolution appears to fade.
Custoner growth continued, although no |onger at a double-digit
pace. The financial community debated the long-termviability of
So many conpetitive carriers. Smaller carriers with limted
resources began to sell to larger carriers. As the outl ook
changed and stock prices for many wireless carriers fell, debate
began on which carriers would survive, and why.

The industry attenpted to persuade investors that the new

digital services would keep the industry growing. Cell phones
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with e-mail and Internet access capabilities had been
i ntroduced, denonstrating that the convergence of wreless and
I nt ernet technol ogi es was not sinply hype. Phones displ ayed
graphics, sent pictures, and acted as personal organi zers and e-
mai | conmmuni cators. Sone had keyboards; others offered caneras
and nusic, as digital technol ogy increased data capacity and
speed. Cellular operators and manufacturers rushed to enabl e the
| at est innovati ons.

Al'l the interest in wireless Internet, however, could not
overshadow two ot her key industry topics: new spectrum auctions
and 3G technol ogies. In February 2000, the U S. governnent and
wireless industry officials agreed on a commopn set of frequency
bands in which to deploy future 3G services; specifically, the
1710-t 0- 1855 MHz band and the 2520-to-2690 MHz band. The
agreenent would force existing users in these bands to share
this spectrumwith the wireless industry. It also “enphasize(d)
the inmportance of permtting evolution within bands to advance
t echnol ogy” (Vaughan). Despite the agreenent, sone in the
i ndustry continued to predict a spectrum shortage for 3G because
the “desi gnated frequenci es al ready were encunbered by ot her
technol ogi es” (Al bright “Don’t Hold”). Throughout 2000,
government and industry debated the feasibility of spectrum

reall ocation, with the FCC studying the 2500-2690 MHz band and
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the NTI A studying the 1755-1850 MHz band. Meanwhile, sone
wireless carriers planned to use existing spectrumto inplenent
alimted set of advanced services using 2G and 2.5G However
the 2G networks woul d be unabl e to accommopdat e t he hi gh-speed,
hi gh- bandwi dth I nternet services (e.g., nmulti-nedia graphic and
text services) prom sed by 3G technol ogi es.

Despite these technical challenges, by early 2001, sone
prognosticators were already citing the beginning of the “post-
PC-era.” Mark Leon described the potential growth of wrel ess
Internet as follows: “Right now ...there are about 100 mllion
wi rel ess phone subscribers. But only about 1.6 mllion of these
are wireless Internet users” (Leon). The rest of the market was
yet to be tapped. Leon and other industry optimsts foresaw the
98. 4 percent of wreless subscribers not yet accessing the
I nternet as potential future users.

This potential, along with the speed of change, pronpted
industry insiders to ponder the nature of the wreless
technol ogy to conme. Alex Lightman and WIliam Rojas wite:

The seductive lure of the wireless Internet is that it
wi |l conbine the best of both worlds, nobile voice and
data. The Internet will be brought to a new audi ence,
becom ng a ubi qui t ous phenonenon, and the nobile

handset will assunme a nuch greater role in our lives.
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As a result, a far greater proportion of GNP w ||
revol ve around nobil e comuni cations. (75)
The wireless Internet defied a sinple definition because of the
sheer amount of innovation, growh and change occurring at the
intersection of cell phones and the Internet.

Despite such optimsmfor wreless Internet growh, issues
remai ned unsolved with regard to spectrumavailability and
interoperability of the conpeting 3G technol ogies that could
deliver these new services. Even nore significant, the year 2001
woul d bring slower growth in new subscribers, pronpting investor
concerns. The wireless industry announced their financial
results for the end of 2001 into a financial market undergoing
significant decline. According to Margo McCall, financi al
anal ysts “par[ed] mllions from subscriber forecasts and
trinfmed] growth forecasts” based on carrier pre-announcenents
of slower wreless subscriber growh (“Downgrades Launch”).

Mar ket unrest follow ng the Septenber 11, 2001 terrorist attack
on the Wrld Trade Center contributed to the uncertainty and
financial downturn

I ndi vidual carriers came under scrutiny by investors
seeking to understand their long-termviability while converging
t echnol ogi es created specul ati on about new busi ness

opportunities. Wth six national carriers and scores of smaller
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carriers conpeting for market share, the wirel ess market was
i ncreasingly seen as “hyper-conpetitive.” According to MCall,
carriers reporting subscriber gromh nunbers that failed to neet
expectations were severely punished in the stock market. For
exanple, Sprint PCS | ost $13 billion due to its shares falling
nearly 29 percent from January 2-17, 2002, while AT&T Wrel ess
suffered a loss of $6.3 billion in the sane period after its
shares dropped nore than 17 percent (“Wreless |PO).

The maj or industry players, however, continued to | ook
toward the future by upgrading their networks toward 3G After
Septenber 11th, the wireless industry association “re-exam ned
its stance on asking for 200 negahertz of Defense depart nment
spectrum and i nstead (sought) 120 negahertz ...enough to all ow
industry to start building out (advanced services)” (Rockwell).
The i ndustry could not demand spectrum that the Defense
departnment m ght now deemcritical to the national systens for
crisis communication in the aftermath of Septenber 11th.
However, the industry faced severe network capacity issues that
resulted in an increasing anount of busy signals, dropped calls
and static. The industry needed nore spectruns and decided it
woul d be nore successful if it scaled back its spectrumrequest

in a show of cooperation with the governnent.
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Manuf acturers conti nued to devel op new handset devi ces that
woul d deliver multi-media nessaging capabilities. In Novenber
2002, Sprint becane the first U S. carrier to offer phones with
enbedded caneras. By |late 2003, the color screen and the canera
phone woul d becone popul ar new features and woul d pave the path
for nore digital features on the way.

Anot her of the functions perfornmed by the trade press is to
synt hesi ze the significant nunber of industry events and trends
for its reader audience. Three final representative trade
articles are selected for the third phase of the revolution. As
t he technol ogy progressed, the topics of wireless data and
wi reless internet were use al nost interchangeably as industry
i nsiders prognosticated on the future wireless world. In the
first industry trade article, titled “Creating the Future

Internet” Wreless Wek witer Peggy Al bright captures one

industry tech guru’s fascination and anticipation of new

t echnol ogy:
“I"'mstill trying to rationalize stream ng video
comng down to ny palmPilot while |I’m wal ki ng down
the street,” says IBMs director of Internet
technol ogy, Rich Wall. “But | never rationalized
sticking a cellular phone in ny ear while |I’mdriving

a car, either.”
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Hi s thoughts, according to Al bright, characterize how difficult
it is to imgine the scope of future applications--even if
you' re one of the world s Internet gurus helping to bring it al
about. Al bright proceeds to describe the advanced services of
“next-generation Internet,” the “official, though generic, term
used internationally by governnments, educators and corporations
to describe the future network and the initiatives under way to
develop it.” Going a step beyond application descriptions,
Al bright reveals who is devel opi ng what services and how t he
services were envisioned to be used. “The next-generation
Internet will not cone about as a whol esal e repl acenent of
current technology. Rather, it will enmerge gradually as advanced
t echnol ogi es and applications becone avail abl e and as
applications that can exploit the service cone to market.”
According to Al bright, the next-generation Internet’s advantages
i ncl uded broadband speed, video-rich nedia capability, and data
storage and managenent. Working to bring about such advances
were public and private agencies, as well as academ c and
corporate partners. Wthin a consortiumcalled “Internet2” these
organi zati ons conducted “next-generation Internet” research.
Projects in the prototype stage by I1BM for exanple, included

file sharing and e(mail)-nmeeting applications that woul d becone
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possi bl e when wi rel ess networks upgraded to 3G technol ogy,
enabling w rel ess high-speed access to the Internet.

Acknow edgi ng that the new applications and devices are “a
wi rel ess network operator’s third-generation dream” Al bright
concludes that “wth the world s technol ogy devel opers pursuing
the goal, at |east sone of the envisioned services are likely to
conme true.” The discourse of the article anticipates the
wireless world by sharing informati on and creating a common
vi sion for stakehol ders.

Wi | e technol ogy design and application consuned rmuch of
the industry press, radi o spectrum auction was arguably the
hi ghest - st akes industry topic. U S. carriers needed additional
radi o spectrumto enable third-generation (3G wreless
technol ogy. During the third phase, the FCC woul d auction
spectrumto facilitate the availability of advanced w rel ess
services and raise billions of dollars for the federa
government at the same tine. In the U S, nost spectrum bands
have current users making the allocation/reallocation process
politically and technol ogically conplex. A typical industry

article in Wrel ess Wek (20 Novenber 2000) on spectrum

allocation, entitled “3G InterimReport Raises Mre Questions,”
reported the status of events surrounding the issue. Mich

i ndustry concern was centered on the tineline for spectrum
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avai lability, as well as on which bands would be offered at the
aucti on.

U S carriers were anxious to start offering high speed
data services that were already available internationally.
Recogni zing the need to remain conpetitive internationally, as
well as the potential for revenue from spectrum aucti ons,
President Bill Cinton announced his intention in October 2000
to “facilitate advanced wirel ess services” by directing the FCC
toward an aggressive tineline for holding auctions. Industry
observers debated whether the FCC “woul d be able to nmeet the
tight deadlines.” Those deadlines included identifying avail abl e
bands by July 2001 and hol di ng the auctions by Septenber 2002.

According to author Allyson Vaughn, the interimreport
studi ed two frequency bands 1, 755-1,850 MHz and 2, 500-2, 690 MHz
and determ ned that “sharing spectrumis possible in the 1, 755-
1,850 MHz band but warrants further study” while spectrumin the
2,500- 2, 650 band woul d pose interference to satellite receivers
such that it would be “very difficult to share in those bands.”
The final report, due in March 2001, would further assess
real | ocation issues related to current users of the 1,755-1, 850
bands, as well as cost issues to relocate existing users.
“Despite governnment optimsmfor potential for spectrum sharing,

3G poses significant chal |l enges because the radio waves are so
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heavi |y encunbered. Wether the United States can stay
conpetitive with other countries remains unknown.” The process
of rul emaki ng included opportunities for carriers and ot her
i ndustry players to weigh in on the high-stakes issue.

This type of article facilitates a discourse for solving
national |evel regulatory and technical problens related to the
wi rel ess industry. The audi ence includes expert stakeholders in
government and industry as well as an interested public. The
di scourse identifies barriers to overcone and processes to be
inplenmented. It is a forumin which technol ogy, econom cs and
| aw eventual ly must rationalize a way to work together to solve
a technical problemwhich affects hundreds of industry
st akehol ders and eventually the public at |arge.

In a third article titled “A@itzy Handsets O fer New

Net wor ks, Apps” (Wrel ess Wek, 25 March 2002), witer Sue Marek

of fers her readers a snapshot of the |atest wi rel ess devices
showcased at the 2002 CTI A Wreless Conference. The article was
typical of industry pieces that capture the range of new
features and functionality manufacturers display at annual trade
shows. Describing the manufacturers as offering a “flurry” of
new handsets and handheld PDAs in anticipation of the “grow ng
convergence of wireless voice and data capabilities,” Mrek

procl ai ned that production of new cell phone products was novi ng
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“full steam ahead” with cellular manufacturers “hoping the new
devices ..w Il attract new custoners and hel p boost foundering
W rel ess device sales.” Many of the phones displayed at the
conference, according to Marek, had been built to work with
mul ti pl e technol ogy standards. In the race for the “hottest” new
phone, Nokia |led the others by introducing six new phones
catering not only to the GSMcarriers, but to CDVA carriers as
well. Sienmens, in a bid to enter the U S. market, introduced a
phone that conbines nultiple network technol ogies wth high-
speed data and Internet browsing features. The popularity of
trade shows was in part due to the nunber of new products tined
for rel ease at such a show. At the annual CTI A Convention, the
wireless future was not a dream it was real. Trade show
attendees were able to touch and feel the future of wreless
right on the trade show fl oor.

In addition to serving as an information piece, this
article illum nates the high-cost, high-stakes battle that
manuf acturers face in creating conpetitive advantage. The
article works to reassure the industry that investnent continues
despite the recent market downturn in new custoner growth. Marek
caters to the industry insider wwth her frequent use of
acronyns, such as GAIT, CDVA, TDVA, GSM MVB (multi-nmedia

service) and GPS (gl obal positioning satellite). Her descriptive
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journey through the maze of new products creates for the reader
a vision of unlimted potential. Many of the new phones woul d
not last on the market nore than a year if they nmade it there at
all. However, the size and nunber of prototypes, as well as
glitz and gl anour of the trade show, highlighted the industry’s
continuing quest for smaller, faster cell phones and nore, nore,
nor e applications.

Technol ogy wasn’t the only thing on manufacturers’ mnds as
“custom zation and personalization appear[ed] to be key trends
anong devi ce nmakers” as well. Instead of creating one phone to
cater to the needs of all subscribers, device nmakers [were]
designing their handsets to appeal to certain market segnents,
for exanple, Mdtorola s V70 “sw tchbl ade phone” featured a
rotating cover and a circular display ...targeted at the high-end
fashi on consci ous subscriber.” Marek’s article was typical of
post-trade show trade press in which discovery abounded and hype
ruled. Follow ng the conclusion of any industry trade show,
industry witers detailed in dizzying terns the array of new
products on the horizon. This type of trade article served to
i nform across sectors (i.e., carriers, manufacturers, governnent
finance), as well as across industry conpetitors. It created a

space for anticipating and channeling growth and conpetition.
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The articles of phase three tell a story of an industry in
rapi d devel opnent, enunerating the good reasons for investing in
an industry noving “full steam ahead” despite a financial narket
downturn and a national security crisis. Wile industry
chronicled the advancenents in products and service, advertising

continued to tell consuners a story about price and val ue.

Publ i c Adverti sing

Despite the stock narket woes, carriers were determned to
prove that new custoners were plentiful. Public advertising was
evolving toward a “nmul ti-purpose” concept in which cell phones
had the capability to serve individual needs: voice, data,

I nternet and, equally inportant, connections between famly and
friends. In phase three of the wreless revol ution,
advertisenents continued to focus on the price and val ue
concepts that were in w despread use during phase two. The val ue
concept was expanded to include a new range of devices that
could go to support and vary the uses of the cell phone. Val ue
becane a way to see the phone not as a single device, but

sonet hing at the hub of additions and services that could be

pur chased.
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Early in the phase, during 1999 and 2000, cell phone
accessories (e.g., battery chargers, hands-free kits) were
frequently highlighted in ads. However, the price/val ue concept
remai ned predom nant. Anot her continui ng enphasis was on the
famly or share-plan offer.

In | ate 2002, Internet—-capabl e phones and canera phones
energed as new advertising topics and a few carriers clainmed to
have the “best network.” These energing topics are significant
in that they represent the next stage of technol ogy and
capability in the wireless revolution, as well as a new effort
by sone carriers to differentiate thenselves fromconpetitors on
topics other than price. Price remained a feature of all ads,
however, as either a primary or secondary topic. Three
advertisements are described belowto illustrate typical thenes
of phase three adverti sing.

At the start of the new m Il ennium cellular phones
benefited from network upgrades that allowed for faster data
speeds. In Novenber 2000, Sprint PCS introduced “the fully
i ntegrated phone and PDA by LG ” The headline grabber for this
ad is “PRODUCTIVITY 2.” The ad size has grown to a full page and
contains five main elenents: the phone, the headline, two
par agraphs of persuasive text, the Sprint name, logo, tag |ine

and sone fine print at the bottomof the ad. The core of the ad
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is a photo of a device that resenbl es a personal digital
assi stant (PDA). The top section of the device is fitted with
the famliar nunerical key pad of a cell phone; however, the pad
is raised slightly fromthe body of the unit, enticing the
reader to peer beneath its cover. There, under the cover, is a
flat surface resenbling a nonitor of sone sort. A pencil-thin
stylus about half the height of the device bal ances against its
right side, poised for action. The Sprint nanme and | ogo appear
onits lower half. To the left of the bottomcorner are the
words “Sprint PCS Wrel ess Wb.”

The ad is clearly ained at the business segnent with
“PRODUCTIVITY” as its headline and the phone as its centerpiece.
There is no nention of price indicating that it is expensive.
Digital technol ogy has enabl ed advanced capabilities; however,
consuners wll need to pay for it. The persuasive text in the ad
is remniscent of the phase one ads as it trunpets the features
of the phone: “There’s an enlarged 12-1ine high-resolution touch
screen ...a stylus built in and a speakerphone that allows for
hands free operation. You can even check your corporate e-mail
..Al'l of which gives you the freedomto conduct business from
anywhere.” Once again the cell phone is the star--1oaded with
features enabling personal productivity and freedom both of

whi ch are val ued by the busy professional. These sane concepts
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| aunched cel | ul ar phones in the 1980s but with a very different
phone. The key to productivity and freedomin the new m |l ennium
is Sprint’s “all-digital, all-PCS nationwi de network built from
the ground up. .” The tagline nakes the target clear: “The
Sprint PCS Cear Wrel ess Wrkpl ace. Because busi ness can’t

wait.” Neither, apparently, can technology. The future is here.
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The second ad appeared in the New York Tines on Cctober 9,

2003. It contains six key elenents: a conpany nane and | ogo; a

| arge headline; a famly imge of a man, woman and child in
bunny costunes; a short explanation of the offer next to this

i mage; a small appeal for free phones with the advertised offer;
and listings of store locations in New York, New Jersey and
Connecticut at the bottom of the ad.

The core of the ad is the front-and-center, very sinple,
bol df aced headline: “Unlimted Famly Calling.” After a |large
gap, beneath the headline is smaller text describing bonuses of
the advertised famly calling plan, conplete with prices and
“Unlimted N ght and Weekend M nutes” and nati onw de | ong
di stance included “Every mnute, every day.” Next to this small
set of information, the eye is drawn to a nmedi um sized picture
of what appears to be a young famly. The mal e figure/husband
stands behind the female figure/wfe, with his hand around her
shoul der. She cradles a baby in her arns. Al three wear full-
body bunny costunes, possibly Hall oween costunes since the ad
appeared in an Cctober issue. The only phone pictured in the ad
is tothe left of the famly inmage, below the bonus features. A
smal | cellular phone with the text “FREE PCS PHONE" on its
screen is anchored by the bold text: “Up to five FREE phones.”

The year 2003 was around the tinme in which the value of cellular
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phone devi ces dropped dramatically and free devices were the
norm In small text beneath this inmage of the free phone is a
warni ng: “Hurry, offer ends soon.” Directly belowthat is a
Sprint’s “Satisfaction Guaranteed” text conmbined with a snal
outline of the United States. At the bottom of the ad,
stretching across the entire length of the bottom of the page,
Sprint store locations are listed in very small print. Beneath
this is very small, difficult-to-read print that outlined the
terms and conditions for the unlimted famly calling offer
bei ng adverti sed.

The ad is centered on two main features: the listing of the
bonus features of the Unlimted Famly Calling plan and the ad
for up to five free phones. Each conponent was aligned in the
center of the ad, whereas the picture of the famly is off to
the side. This suggests that the details given are of nore
i nportance than the visual fam|ly-inmge association. In a
bol df aced type simlar to that of the main headline is “1,000
Anytime Mnutes,” followed by a price of “$65 a nonth.” Bel ow
this is a bulleted Iist of details of the plan’s features. The
anmount of information given about the details of the plan
suggested an enphasis on pricing and the nunber and type of free
or included itenms. An advertisenent with this many pricing

details suggested a sense of conpetition in the industry. The
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focus here seenmed to be on convincing the reader that Sprint was
giving themthe nost for their noney, whether the value was in
free mnutes, free |long distance or free phones. Sprint
presented itself as the best possible cellular service provider
for the growwng famly. The catch, however, was that the
“Unlimted calling” was good only on “PCS Phones from Sprint.”
This detail was stated directly beneath the | arge headline and
next to the “1,000 Anytime Mnutes.” Wth the famly share
concept, it was Sprint’s strategy and goal to increase custoner
vol une.

The life world of the user was anticipated to favor savings
and val ue. The purpose of staying in touch was personal. Wth
“Satisfaction Guaranteed” listed next to an inmage of the United
States, the ad played to a sense of traditional famly val ues.
Wth all of the detailed information the ad appealed to an
i nformed user who was accustoned to eval uating cellul ar phones
and price plans. The custoner had a choice of |ocations in New
York, New Jersey and Connecticut, as well as various retai
stores that served as Sprint agents, such as Radi o Shack,
CompUSA, O fice Depot, Ofice Max, Staples, Best Buy and Rtz
Canmera. The features of the cellular phone were not highlighted
in the text. The main goal was to reassure the custoner that the

advertised price plan would provide the greatest value for the
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famly. The dom nant nessage is “Unlimted Famly Calling” and
the star of the ad is the famly. The phone is no | onger a tool

for business; it is an essential conponent of famly life.
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If the famly is the anchoring unit of use, the new phone
culture also mrrors the diversity of its potential audiences.
Cell phones are socially hip and financially smart.
Advertisenents reflect the growing diversity in American life as
it spans a generation of immgrants, worlds of travel, and
di spersions of famlies due to globalization in the workpl ace.

The third ad appeared in the New York Tines, My 19, 2002.

There are several key elenents in what appears to be a full page
ad: a large bold headline, a conpany nane and | ogo, details of
the plan incorporated into visuals of people using the
service/ cel lul ar phone, an extensive list of stores and

aut hori zed deal ers, and a decent-si zed paragraph containing

i nportant information. The core of the ad is a |l arge i nage,
graphically divided into eight squares. Above this is this
headline: “in mife, N GHTS AND WEEKENDS LAST FOREVER.” Four of
t he squares make up a picture of youthful people enjoying the
cell phone. A white man | aughs while tal king on the phone, an
Asi an woman smles while dialing a nunber and another woman with
dark hair stands and gazes at a beach scene in the background.
Al'l three people could be in the sane place and know each ot her
or they could be in disconnected scenes, it is not clear;

regardl ess, the i mage conveys a sense of satisfaction and

rel axation. Mving clockw se to the bl ock bel ow t he divided
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image is a block dedicated to the Sony Ericsson R300. A snall
i mge of the phone appears to the left of a price listing for
t he phone at “$19.99” after a mail-in rebate. The savings from
the rebate is detailed in a sinple subtraction problem bel ow the
bol df aced “$19.99.” To the left of this is another block with
the statenent, “nationw de |ong distance included for life.” In
a separate box just to the left of the previous is the brief
fact, “400 anytinme mnutes for a nonth.” Upward fromthat is a
bl ack box with white letters, announcing “unlimted night and
weekend mnutes for life.” This box is a bit |arger and spans
the length of the two previously nentioned small er boxes. Just
above and to the right of this box we are back to the inmage of
the three people, conpleting the square of boxes. Just to the
left of this image is the statenent, “AT&T Wreless D gital
Advant age $39.99 nonthly calling plan.” Below the graphics and
bol d-faced plan detail is the AT&T Wrel ess conpany |l ogo and its
slogan, “nLife is your life nmade truly nobile,” followed by the
note, “AT&T Wrel ess ranked the #1 wireless carrier by Forbes
magazine.” In a separate section bel ow the AT&T signage is an
extensive list of AT&T Wreless stores in New Jersey and New
York, including addresses and store phone nunbers. Below this is
a separate section of AT&T Wrel ess authorized dealers in the

New York area. Finally, in the last section of the ad at the
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very bottom of the page is a section entitled “Inportant
Information” that lists details and conditions of the advertised
offer in the smallest print on the page.

It is unclear what “nLife” refers to but it seens intended
for the 18-34 young urban professional denographic. The bold
headl i ne “N GHTS AND WEEKENDS LAST FOREVER' seens to be AT&T' s
attenpt to be edgy and attract the age denographic of people who
go out at night and on the weekends. Wth details about pricing
and features that are free or unlimted surroundi ng the inmage of
the yout hful people with their cell phones, it is inplied that
these sorts of details are what attract young people to the
service. Free mnutes and unrestricted | ong distance are perhaps
nore inportant than the phone itself. The |ist of |ocations and
phone nunbers for AT&T service nmakes it easy for the reader to
act and pursue the advertised offer.

The life world of the user is anticipated to favor fun and
val ue. The prospective new user is drawn in by the possibility
of nights and weekends | asting forever if they use “nLife”
service. Terns and conditions that apply are clearly listed in
the ad and therefore convey a sense of security that AT&T is not
trying to hide anything fromtheir custonmers. The ad appeals to

the readers’ desire to get the nost value for their noney.
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The features of the phone are not prom nent; the enphasis
is on the details and advantages of the “nLife” plan. The star
of the ad is the lifestyle that this service plan can offer. The
life of fun and leisure in which nights and weekends never end
is the desired state and the purported effect of using this
pl an. AT&T prom ses to transformlives by making everything

cheaper and easier with unlimted mnutes “for life.”
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Consuner advertising in phase three had everyone “covered’
fromthe business professional seeking the |atest Sprint
“productivity” phone to famly value plans and “nLife” for young
adults. Advertising continued to place najor enphasis on the
| ow cost of a wireless phone. The safety thene played a
continuing role via famly and other |ow cost plans. During 2001
and 2002, famly share plans were a dom nant advertising thene,
per haps due to higher public safety awareness foll ow ng
Sept enber 11th. However, because the national econony was stil
in a recession during that tinme, carriers were conpeting for
mar ket share; the | ow cost pronotion was used consistently as a

tool to gain market share.

Chapter Summary

The main topics of phase three that reveal thenselves
across the categories of public and industry press are recession
and reinvention. The wreless industry, after its decade of
doubl e-digit growh in new cell phone users, began to face the
realization that custoner growmh was slowing relative to prior
years. While the recessionary econony no doubt contributed to
sl ower custoner growth, the industry had achi eved a penetration

| evel of nore than 50% and rapid growt h beyond that point woul d
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be nore difficult to achieve. Carriers needed to find
al ternative sources of revenue and sinultaneously reduce costs.
Profit pressures, conbined with the need to conpete on a | arger
nati onal scale, generated ongoi ng specul ati on about potenti al
mergers within the industry; indeed, consolidation was
occurring. For exanple, Bell South Mbility and Sout hwestern
Bell Mobile Systens nerged to form G ngul ar Wrel ess.
Consol i dation events such as these allowed carriers to
denonstrate to wary investors that they were strengthening their
conpetitive positions and pursuing greater econony of scale in
their operating structures.

The public press was dom nated by three thenes: safety,
etiquette and entertainnent. Safety issues were inportant in
both industry and public press, but fromdifferent perspectives.
The public press focused nostly on stories of driver distraction
when using cell phones, usually citing tragic accidents, while
the industry press focused on advanced technology required to
enhance cellular 911 and | ocation services. Consuner advertising
continued its focus on |ow cost plans in an effort to gain
mar ket share am dst intense conpetition.

Wil e voice custoner growh was slow ng in phase three,
mul ti-media applications, data services and wirel ess |Internet

had barely begun to penetrate the market. Phones were changi ng
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shape; form depended on application. QAERTY keyboards
acconpani ed nunerical dial tone pads. Pictures, e-mail,
I nternet, nusic, video, news and entertai nment—all were now
avai l able on a wirel ess phone. These services woul d change the
cellular wireless world as it had been known for nore than two
decades. The twenty-first century wireless world would be vastly
different. Poised on the edge of convergence, the wireless

i ndustry prepared for its future.
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Chapter Five

Concl usi ons and Further Explorations

Rhetoric and the Wrel ess Revol ution: 1983-2003
The final chapter begins by drawi ng on the discursive form
of narrative in the wireless revolution to support the four
initial prem ses or theses that began the readi ngs of the
wi rel ess revolution. The narrative features of three rhetorical
sites, along with an identification of topics, good reasons and
t he nodes of proof, wll yield clues about how di scourse
functions to create a technol ogy revolution. For Aristotle
(1954), to understand the power of rhetoric, the discourse
characterizing the subject matters of areas of public discussion
nmust be known:
The duty of rhetoric is to deal with such matters as
we deliberate upon without arts or systens to gui de us
... Most of the things about which we nake deci si ons,
and into which therefore we inquire, present us with
alternative possibilities. [1357a]
This dissertation has taken as its subject matter one cruci al
nmodern public topic of discussion, wreless conmunication. The
inquiry engaged in rhetorical criticismof key docunents

enbedded within successive stages of the wireless revol ution.
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The docunents taken together forma narrative which connects
past to present as a matter of discussion, difference and
devel opnent .

The greater the change in expectations, the greater the
anticipation and confirmation of change, the nore revol utionary
a sequence of narratives beconmes. Wrel ess conmuni cation has
been a sustained topic of public discussion through the |ast
twenty-four years. Through critical analysis of three sources of
rhetoric--industry nagazi nes, mainstream press and adverti sing--
this study has reveal ed conmmon |ines of argunent used frequently
to formstock issues (or core thenmes) in a comrunication
revol ution. These issues include (1) questions of technol ogical
determ nati on advanced by industry spokespersons who wei gh the
means and ends of developnent in relation to i ssues of cost,
feasibility and resources; (2) questions of judgnment put forward
by the public press whose interests are in evaluating the good
and bad points of cell phone use; and (3) questions of desire
put forward by advertising to notivate even greater use by
exciting the imagination. This dissertation argues that the
communi cation revolution was not initiated by a single point of
view, but by an entwining braid of multiple engaged resources
within three rhetorical sites for explication, reflection,

antici pati on and persuasi on.
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The first site, industry press, reflects the standpoints of
the industry as its internal organs discussed technical issues
that covered the science of conmunication related to radio
spectrum network technol ogy, regulation and econom cs. The
second site, public news articles, reflects how the press
fulfilled the role of informng the public froman objective
st andpoi nt, whi ch nmeant bal anci ng good and bad points for the
new t echnol ogy froma variety of dinensions, including nost
prom nently safety and security. Finally, a third site featuring
consuner advertisenents envi sioned audi ences and adapted appeal s
t o expandi ng audi ences as the di ssem nation of new technol ogi es

constituting the revol uti on unfol ded.

Concl usi ons on the Theses

The four initial theses or prem ses that began the study
were supported in the readings of the wreless revolution. These
wer e:

1. Communi cation revol utions have characteristics that
entwi ne scientific, technol ogical, market driven,
political and social change.

2. A comuni cation revolution is driven by topics,

lines of argument and good reasons where the nature
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of what is acceptable in the use, spread and choice
of technol ogi es changes over tine.

3. A comuni cation revolution is marked by periods, or
phases, with nore or less distinctive topics that
are articulated by different conbinations of ethos,
pat hos and | ogos.

4. The rhetorical discourse of a technol ogy revol ution
operates with strategies to propel the technol ogy
forward, despite known or unknown risks, using
persuasi ve tactics to legitim ze the scope and pace

of social change.

Fi rst Thesis: Communi cati on Revol uti ons

The first thesis is supported by the overl appi ng and
reci procating concerns that show up throughout the periods of
the study through the variety of rhetorical sites. Wile each
site had a different take on the matter, the periods were
characterized by a confluence of the new technol ogy, its spread
to markets and the way the discourse in each period fulfilled
past anmbitions and anticipated further devel opnents. |In other
words, the conplex array of technical, social, stylistic and

cul tural discourses centered the revolution in relatively
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distinct nonents in tinme. Over the study period of twenty years,
t hree phases energed. Phase one dealt generally with the |aunch
of cell phones across the U S. from 1983-89; a tinme when
cel lul ar tel ephones becone a reality for the public. Phase two
i ncluded the years 1990-1998 and formed a m ddl e period
characterized by rapid growth in systens and custoners; the cel
phone was in revolutionary triunph during these years. Phase
t hree enconpassed the final four years of the study tine period,
1999- 2003, and had two major and distinct elenents: slowdown and
reinvention. As the narratives were anal yzed, certain aspects of
revol utionary change were revealed, with the situated audi ences
of each site constituting reasons for engaging in the
revolution. The foll ow ng paragraphs provide an overview of the
narrative findings across the three sites and three phases. The
findings support the first thesis that conmunication revol utions
have characteristics that entwi ne scientific, technol ogical,
mar ket -driven, political and social change.

In the first phase, cellular radio as a technol ogy was a
revol utionary concept but the social and cultural inplications
were not yet fully apparent. Cellular telephone nunbers were not
attached to a person; they were attached to a cellular tel ephone
installed in a nobile vehicle, such as an autonobile. Wiile the

sci ence of cellular radio was revol utionary, the social and
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stylistic aspect of the cellular car phone was not; the car
t el ephone was bul ky and heavy conpared to today’s sl eek nodel s.
Its usefulness was |imted to a narrow segnent of the popul ation
that could afford it--the upscale, white collar professional or
the smal | business owner/entrepreneur.

The advent of the portable cellular phone in the |late 1980s
ushered in a conpletely different paradigmfor personal, nobile
communi cation. Wth a portabl e phone, the phone nunber was
associated with the person--not a physical place or an object.
As industry pushed for favorable regulatory decisions and
t echnol ogy standards, the mainstream press educated the public
on the one hand and sent early nessages of concern on the other.
Advertising concentrated on the cellular phone itself in an
effort to educate and persuade early adopters that the
t echnol ogy worked and, despite its steep price, was an essenti al
tool for productivity. Wile the narratives within each site are
uniquely tailored to their respective audi ences, there is
overlap in the sense that the major thenmes across the sites
i nvol ve education, technical exploration and visioning of the
future of wreless.

Waile in the first phase the topics and themes in the three
sites studied had simlarities, in the second phase (1990-98),

the rhetorical enphasis of the sites would diverge: Cellular
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technol ogy woul d struggle to keep up with custoner denmand,
resulting in technical problenms such as static and dropped
calls, and the industry would face a public health crisis that
threatened to halt its course.

I n phase two, social and cultural acceptance of cellular
phones occurred faster than industry anticipated. Capacity was
strai ned on anal og networks, causing industry and governnment to
scranble for solutions. Industry pushed for new digital
t echnol ogy standards whil e governnment rushed to rel ease
addi tional radio spectrumand award new |icenses. The public
press consuned itself with the nost serious controversy the
wireless industry would face: Did cellular phones, held against
t he head for voi ce conmuni cati on, cause brain cancer? Wile
mai nstream press reported extensively on the known facts, it
turned out that the nost inportant information was unknown and
i kely never woul d be known. Consuner advertising played to
mai nstream concerns of price and function; for a tine, free
phones prevail ed. The technol ogy spread to new denographi cs by
the end of the phase, attracting entire famlies and especially
the teen segnent. In this mddle phase, the sites of discourse
were noted nore for their difference in topics than simlarity

and this would continue as the industry matured.
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In the third phase, years 1999-2003, cell phone penetration
clinbed to 50 percent of the U S. popul ation, not a saturation
poi nt based on |l evels seen in Finland and Sweden, but higher
than the nost optimstic U S. analysts’ forecasts. Digital phone
t echnol ogy had substantially decreased the size of portable cel
phones and new di gital networks had eased the capacity probl ens
of major cities. Industry pushed for nore radi o spectruny it
still needed to serve the other 50 percent of the popul ation.
Mai nstream press weighed in on etiquette topics and safety
i ssues, as well as the future of wireless Internet and
entertai nment. Advertising concentrated on lifestyle and
entertai nment topics; there was a phone for every age, style and
purpose. As cell phones perneated nodern social life, the race
continued for the smallest, fastest, nost feature-|aden phone.
Despite a recession, a major terrorist attack and unanswered
gquestions on health and safety, the wirel ess revol ution pushed
on through a slower growth phase with new inventions igniting
ol d passions for growh and profit. The euphoria of ever-
expandi ng personal comruni cation options had trunped wrel ess
anxieties, allowng the revolution to continue, albeit in a new
form Across two decades, the conbined narratives of nmultiple
di scursive sites reflected science, technol ogy, politics,

econom cs and soci al change, constituting a discursive structure
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of time periods and rhetorical sites in which the remaining

three theses wll be support ed.

Second Thesis: Topics and Good Reasons

The second thesis is that a conmunication revolution is
driven by topics and good reasons where the nature of what is
acceptable in the use, spread and choi ce of technol ogi es changes
over time. Inside industry, the logic was a matter of scientific
measure, regul atory devel opnent and the appeal of anticipated
technol ogy. Throughout the industry' s first two decades, the
thrill of new begi nni ngs was bal anced by the risk of unknowns.
Unknown ri sks included the pace and success of technol ogy and
mar ket devel opnent. Industry discourse highlighted the
positives: growmh, profit and jobs, reflecting good and
wort hwhil e reasons for participation. For the wired tel ephone
conpani es, cellular participation neant survival in the |ong
run. For the early entrepreneurs, it meant potential wealth. The
federal government saw wireless |icenses as a noney nachi ne,

i ssuing licenses through an auction process that eventually
generated nore than $20 billion dollars, with nore to cone.
I nvestors anticipated gromh and profit. As the digital picture

becane clearer, industry could see new potential for wreless
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services--services that would conpete with conputers and PDAs.
The good reasons within industry’s narratives were not | acking.

The mai nstream press dutifully noted the industry’s good
reasons for participation as it reported extensively on cellular
devel opnments whil e bal anci ng concerns with soci al
responsibility; it both pronoted and restrained the industry.
The press educated, warned of risks and generally reflected the
pl easures, fears and needs of the public. The press al so
del i berated the technol ogy’ s di sadvant ages: topics of privacy,
health and safety were prom nent. The advantages were even nore
pl entiful, however, and the narratives reflected this. There
were new features and phone applications, expandi ng market
segnents, and exciting devel opnents in digital technology to
address. In contrast to the insider focus of the industry texts,
the public press provided an opportunity through its editorials
for the public’'s point of viewto be heard. The public who
opposed technology’s intrusions into daily life was represented
as well as those who pronoted the technology’ s nerits. The press
found that wireless was a treasure trove of good and bad
reasons.

Advertising’ s topics appeared to follow and anticipate the
mar ket. The advertisenents pronoted the virtues of belonging to

the wireless world: status, noney and power. As nunbers expanded
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and varieties changed, so did the nature of the represented
attractions. In the early years of the revolution, the consuner
ad focused on the phone. Wen conpetition forced carriers to
| oner prices and differentiate thenselves to the public, value-
pricing schenes becane advertising’ s dom nant feature. As
digital technology allowed the phone to becone smaller, |ighter
and | oaded with advanced features, the new advant ages pl us
affordability enticed additional market segnents. These
advant ages of wireless were evident. There were drawbacks to a
constant -contact world, but these were overshadowed by the
positives. The good reasons trunped the bad, with each site
depl oying the lines of argunent that worked within and for its

si tuat ed audi ence.

Third Thesis: Ethos, Pathos, Logos

The third thesis is that the conbinati on of ethos, pathos

and | ogos created a distinctive feature of the revolution. Over
time, the definitions of these terns have varied. In the nodern
worl d, the terns take on special neaning when telling the story
of new communi cation technol ogies’ potential and [imts,
attractions and repul sions, virtues and vices. In this study,

when et hos was exam ned, | | ooked at how the character of the
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human use of new technol ogi es was defined as a matter of soci al
standing or as a matter of propriety, that is, proper use.
According to Corbett, “The ethical appeal is especially
inportant in rhetorical discourse, because here we deal with
mat t er about which absolute certainty is inpossible and opinions
di vided” (80). The nmminstream press constituted a certain
character for wireless technology in its choice of stories and
its attenpt to bal ance the good with the bad. In these stories,
the press reveal ed the good reasons for participating in the
W rel ess revol ution balanced by the revolution’s anxieties,

annoyances and fears. Ethos surrounding the early cell phone

adopt er suggested a progressive, inportant, savvy and successf ul
user. However, the press was obliged to report the bad with the
good, as it did with articles such as “Use of Phones Held Car
Safety Factor,” which reveal ed early concerns about the
potential |ink between cell phone use and car accidents. The
debat e expanded over the next decade, fueling critics of cel
phones to question the public use and especially the personal
judgnent and priorities of the average cell phone user. The
character of the cell phone user cane under fire: “A useless
phone call killed my child,” a Mssouri nother said of a 1997
car accident in which a distracted cell phone user crashed into

her daughter’s car, killing her (Cline 1). Critics specul ated
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that “the cell phone scourge woul d soon reach the stage that
snoki ng reached a few years ago...[with] snokers ...skul k[i ng]
around in alleyways and under stairways when they're trying to
sneak a puff” (Canpbell 29A). Initially portraying prestige and
power, the cell phone user’s character and social standing is
guestioned as mass narket usage brings new issues to the
forefront.

As cell phone users multiplied in |ater phases of the
revolution, they interrupted, annoyed and, worse, created
dangerous public situations. The cell phone user was everywhere,
annoyi ng sone and angering others as personal conversations
appeared to take on nore inportance than public decency, safety

and respect. The ethos of the cell phone user was thus

chal l enged in inportant ways. Despite these devel opnents, cel
phones were and continue to be a netaphor for an inmagi ned world
of novel connections, portraying safety, security and a new
brand of personal connectedness. The industry had antici pated
and delivered an undeni able status for the user. Carrying a
phone denonstrated bel ongi ng and i nportance to soneone, not
necessarily to sonmething. The expanded denographi cs and purpose
enabl ed the press to continue its enthusiasmfor the industry
despite the problens. In effect, “the whole discourse of the

press continued to maintain the ‘imge’ that the speaker or
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witer sought to establish” in the early years (Corbett 82).
Expansi on of the product line seened to solidify an established
and predom nantly positive cell phone ethos even as the product
matured and public fault |ines appeared. Phones reflected their
owners’ needs, uses and personal tastes. Like clothing and hair
styl e, phones becane a personal accessory. No | onger was the
character contained in the device itself; it was an extension of
the user’s character, judgnent and style. Wiile cell phones
acted as extensions of their owners’ characters, consuner
advertising played to the enotions of users, existing and new.

Pat hos distills the notivations for entering a world in
whi ch new val ues are attached to comuni cations. According to
Corbett, “It is argunment (the appeal to understanding) that
produces conviction about the conduciveness of the neans to the
desired end; it is the appeal to the enotions that nmakes the end
seem desirable” (87). The notivational appeals to cell phone
users evolved wi th changi ng audi ences over tinme; for the nmeaning
of ternms such as nobility, productivity and connectedness
changed with the stylistic representations of technology as the
technology itself was altered and as the market nandated new or
varied notivational appeals to be successful. Consuner
advertising played to the enotions and notivations of cell phone

users. In phase one, users wanted the phone because it signified
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prestige and power. In phases two and three, as conpetition
intensified and prices fell, fast increasing market penetration
| evel s antici pat ed expanded denographics, and carriers
advertised accordingly: a pregnant wonan, a traveler with car
trouble, a teenager who desires “unlimted nights and weekends.”
In each case, the ad was designed to play on the enptions of a
di verse, expanded audi ence with whom prestige and status
prevail ed--while fear, coolness and fun were added as rel evant
appeal s for successful marketing. Users enjoyed options; the
cell phone was personal and held individual neaning and
enotional attachnent. Digital technol ogy had brought a bounty of
new services to a public increasingly anenable to bl ending work,
famly and play in a wireless world. As Corbett explains, “...the
enotional appeal plays a ‘vital part in the persuasive process’”
as it “conjure[s] up the scene or situation or person that wll
make peopl e experience the enotions” (94). For nore than two
decades, consuner advertising presented the varied scenes and
situations in which users could be persuaded that cell phones
were desired, if not essential, to life.

Wi | e advertising played to enotions and the bl endi ng of
work and play, the industry carried forth on the basis of

rational appeals, or |ogos. Jasinski wites:
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As a node of proof, |ogos is understood as rational
argunent or appeal s based on reason as opposed to
appeals to the enptions or to the character of the
speaker or witer. ..[Logos] could refer to both
| anguage or discursive practice and the intellectual
capacity or power to fornulate ideas linguistically
and enpl oy | anguage as a neans to an end. (350)
The industry stories portrayed in the study period establish the
advant ages of wireless technology by linking neans to ends in an
efficient way. The question of functionality sonetinmes centers
on the strength and limts of the technol ogy, sonetines on the
system of delivery; but the guiding values of efficiency,
progress, access and robust reliability constitute the world of
practical reason for becom ng a nenber of the new age. The early
logic that built the industry was centered on the prom se of a
t echnol ogy that aided comrunication in a productivity sense and
the anticipation of favorable regulatory decisions. The industry
identified barriers (i.e., the need for nore spectrum and nore
efficient technol ogy) and pushed for technol ogi cal
br eakt hr oughs, such as nulti-node handsets and snmall er
batteries. Informati on was shared across the field and across
conpetitors to solve problens, identify shared resources and

nove the business forward. Collectively, the trade press and its
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choi ce of topics conveyed a wealth of insider know edge, to and
for insiders, which helped to normalize the business while
anticipating and channeling its growmh. Industry press focused
consistently on three major issues throughout the study period:
regul atory rules governing |licenses and spectrum national
t echnol ogy standards, and new technol ogy devel opnents and
products. The discourse of the industry press worked to “make
clear to others what is advantageous, just and good” (Rahe qtd
in Jasinski 351). On balance, the industry press resounded with
positive good reasons; not one article representing disaster or
despair was uncovered. Even with the recession and ot her
di sadvantages of the third period, the industry appeared to be
movi ng along as well, perhaps better and faster, in the new
mllenniumas it had in the two decades before. The conbination

of ethos, pathos and | ogos thus conbined to create a cell phone

culture that today is pervasive in nodern life.

Fourth Thesis: Revolution and Soci al Change

The fourth thesis is that the rhetorical discourse of the
revol ution operates to propel the technology forward, in spite
of the unknowns, using persuasive tactics to legitimze the

scope and pace of social change. W found three unknowns in our
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readi ng: social acceptability, physical risk and narket
viability. Social acceptability seened the |east resistant. Cel
phones evol ved to neet needs just as fast as technol ogy advances
could permt. Even when the cell phone was ugly, it was novel
and desirable. When cell phones were considered a potenti al
heal th risk, consuners kept buying. Wen cell phones didn't work
wel | because networks were congested, consunmers conpl ai ned but
kept buying. Wien cell phones added caneras and col or screens,
nmusi ¢ and vi deos, custoners bought themregardl ess of whether
these features were used. Therefore, social acceptance was quick
and users were resilient when probl ens appeared; but concerns
remai ned, especially in health and safety.

Physical risk of harmfromcell phone radiation was and
remai ns inportant; but w thout concrete evidence, there is no

inpact. In Cellular Phones, Public Fears, and a Cul ture of

Precaution, Adam Burgess st ates:
None of the studies nmade public so far has offered
verifiable evidence of negative health effects from
cell phone em ssions. It is potential rather than
actual harmthat has pronpted concern. ...The heart of
the cell phone matter, |ike so many ot her contenporary
risk issues, is that we, and the manufacturers, cannot

rule out the possibility of future harm (2-5)
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The concerns of researchers, including the former industry head
of research, George Carlo, were based largely on the possibility
of harm not on actual evidence of harm Thus, physical risk
remai ns an unknown but is contained by absence of evi dence.

The third unknown involved market viability. The wrel ess
financial market was vul nerable, especially during the economc
downturn in the third phase, but it too seened resilient. To
sone extent, the discourse of the revolution had a | evel of hype
that created a bandwagon effect. In part, the revol uti on was
based on specul ations that were taken as the future. Fortunately
for the industry, consumer growth was far nore rapid than
forecasted. The hype turned out to be reality nore often than
not. \Wen, beginning in the md-1990s, w rel ess conpani es began
to merge and snal |l er conpanies were acquired to gain econom es
of scal e and geographi c scope, the changi ng | andscape encouraged
investors to keep their nmoney in wireless. Ric Prentiss
explained it this way:

When we deal with the financial comrunity, they're

| ooki ng for disruptive change. Sonething that conmes in
and massi vely changes the | andscape, and can be very
qui ck about it. ...As we sit here today, in 2003, the

[ next] revolution/evolution is really the [w rel ess]

data one. W’re just on the cusp ...it too wll
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probably have to have that revol utionary/evol utionary
type of status.

As long as investors buy into the hype and the industry delivers
onit, wireless investnment will continue.

Despite risk and dramati c soci etal changes, the wrel ess
revol uti on pushes forward. Current authors provide insight to
t he phenonenon of communi cation technol ogy’s seem ngly unendi ng
growt h and change. According to Mtchell Stevens, “the history
of two earlier ‘communications revolutions’ [the inventions of
witing and the letter press] provides a nunber of |essons ..
(9):

(1) It takes along tinme to realize the potential of a
new form of comruni cations — nmuch | onger than those
who are living through these changes expect.

(2) Intheir early stages, which tend to | ast
centuries, new forns of communication are reduced
primarily to imtating older fornms of conmunication

(3) All new fornms of comruni cations are attacked
during these centuries-long early stages.

(4) These “communi cations revol utions” may not be
bl oody but the changes they cause can be far-

reaching and frightening. ...New forns of
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comruni cation can remake the way we | ook at the
world. ...(9-10)

These | essons would seemto apply to the nmany ki nds of
revol uti ons descri bed by Beniger, not only to the conmuni cation
revolution. Yet cell phones are one of the few innovations in
recent history to reach nore than 70 percent penetration |evels
in less than twenty-five years. The speed with which the public
adopted and enbraced the change afforded by personal nobility,
onits ow terns, is remarkable. Communication schol ar Manuel
Castells studies the effects of comrunication and nobility on

everyday life. In Mbile Conmmunication and Society, Castells,

Fer nandez- Ardevol, Qui, and Sey discuss the social inpact:
... The energence of a given pattern of soci al
transformati on can be observed across cultures and
contexts, not only in the US. but globally. W can
say that nobile comunication is, throughout the whol e
worl d, a pervasive nmeans of conmuni cation, mediating
social practice in all spheres of human life. But it
i s adopted, adapted, and nodified by people to fit
their own practices, according to their needs, val ues,
interests and desires. People shape comruni cation

technol ogy, rather than the other way around. (125)
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Agreeing in principal that people shape technol ogy, Janes

Katz, in Machines That Becone Us, exam nes how personal

technologies are assimlated into people’s “lives, bodies and
homes” and argues that machines “do i ndeed beconme us” in that
they “serve both function and fashion purposes” (317-319). It
seens that while technol ogy hel ps to shape communi cati on, people

hel p to shape technol ogy.

Overall Concl usi ons

In summary, then, it seens cell phone culture is not a
given, nor can it be explained by a theory; rather, it points to
self-constituting features. The revolution has self-constituted
t hrough a range of enotions and the way the market was
interpreted either through hype or debate. The cell phone
culture thus reflects our owmn character, logic and enotions. The
technol ogy i s shaped for people by people through rational
appeals; in Castell’s words, “to fit their own practices,
according to their needs, values, interests and desires” (125).

The conbi nations of ethos, pathos and | ogos found in the

different sites thus created and nurtured a distinctive
signature of the wireless revolution. The witings of Castells

et al. and Katz support the notion that cell phone culture



Gab Kneel and 212
cannot be expl ained by one theory or another. Rather, the
di scursive practices of the revolution point to self-
constituting features found in the various rhetorical sites and
mani fested in the public over tine.

Through analysis of the narratives in the nultiple sites,
we have understood the story of this technol ogy nore conpletely.
That the sites hold different topics, controversies and
i nportant nonments is not surprising since each site has a
di fferent audi ence. The argunents and good reasons w thin each
site reflected the values of each situated audi ence and spoke to
particul ar questions of the revolution fromthat point of view
Each site identified and deployed its own persuasive discourse,
identifying what was advant ageous, good or virtuous about the
use, spread and choice of wreless technol ogy.

| ndustry di scourse pushed the good reasons for
partici pation, enphasizing that which was advant ageous,
expedi ent and useful for the revol ution-makers to succeed.
Publ i c di scourse reveal ed not only the advantages but the
di sadvant ages of wi reless, such as health and safety risks, |oss
of privacy, and interruptions. The press enabl ed sone degree of
judgnent to occur; wireless had its pros and cons after all.
Advertising naturally focused on the advantageous and usef ul

characteristics of the wireless phone. This site used discursive
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and non-di scursive discourse to celebrate the virtues of
wireless nobility.

Wthin the sites was evidence of the classical nodes of
rhetorical proof, each node seeming to occupy a particul ar
rhetorical site: industry favored |ogos as it strove to
normal i ze the business; mainstream press devel oped an ethos for
wireless by relating the good and bad uses, actions and
out cones; and consuner advertising played the pathos card by
inciting enotions to push forward the sal es.

When the narratives are taken together as a discursive
structure, we see that the communi cation revol uti on was not
initiated by a single point of view The rhetoric surrounding
cell phone technol ogy brai ded persuasive |lines of argunent and

an ethos, pathos and | ogos that were uniquely situated wthin a

particul ar discourse site. The revol ution appears to be
constituted, not constructed nor determ ned, by the rhetorical
mass that surrounds the artifact itself. Industry held perhaps
the nost “technologically determnistic” rhetoric. Advertisers
used notivation and various imaginative elenents to persuade,
while the mai nstream press offered at | east sone nodification
and judgnent to the seem ngly unstoppable path of the

technol ogy’s progress. The lines of argunment and the persuasive
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topi cs changed over tinme as evidenced within the phases of the
technology’s start-up, growh and maturity.

The di ssertation thus concludes that technol ogy devel opnent
and soci al change are nutually constitutive. Wreless technol ogy
was propelled by a nmultitude of persuasive tactics within
various rhetorical sites. The result was a revol utionary
di scourse that seened to point the technology in one direction--
forward--but the lines of argunent within the sites were and are
di verse. There is not one discourse that propels this
technol ogy; rather, there are nultiple strands. In the case of
w rel ess technol ogy, the strands of discourse were swept
toget her at given nonents in successive stages to create the
revol ution. The revolutionary di scourse of the wirel ess
revolution is thus revealed as a controversy that swells with
i nportance as the use of wireless is anticipated, cascades, and

finally beconmes enbedded in ordinary life.

Further Explorations: Twenty-First Century Wreless

The di scursive structure that results fromthe narratives
of the three sites forns a conpl ex baseline for assessing and
under st andi ng the conti nui ng consequences, offshoots and

devel opments of the revolution. To sone extent, the wreless
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i ndustry had a di scourse structure in which the good reasons for
participation and the paraneters of advocacy were set by the
revol utionaries thensel ves. The structure remai ned t hroughout
the twenty-year period despite technology limtations, health
and safety issues, market risk and price/cost concerns that
increased with the pressures of success. The conclusions of the
study raise several questions for further exploration.

First, how m ght our findings generalize for other

communi cation or information technol ogy revol uti ons? Looki ng
backward, we can see several possibilities for analysis, the
nost obvi ous being the conputer and Internet revol utions. The
conputer revolution’s persuasive |ogic probably included
productivity in the early stage, utility in the mddle stage and
sone degree of entertainnment in the third. The Internet is
possibly in its mddle phase, with availability dependent on
mar ket factors and wi despread use presently dependent on at
| east sonme neasure of a user’s technical skills. Narrative
anal ysis of the rhetorical sites that constitute the conputer
and Internet revolutions could reveal key topics, argunents and
reasons, perhaps form ng phases simlar to wireless. Conparing
the rhetorical simlarities and differences of nultiple
t echnol ogy revol utions could further develop a theory of

di scourse formation during a new technol ogy’s comerci alizati on,
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as well as contribute to understandi ng situated audi ences,
particul arly those enbraci ng new nedi a.

The audi ence for a technol ogy revol ution doesn’t happen by
accident; it is to sone degree devel oped by the revol ution
makers and their situated audi ences, as we have seen in this
study. “Audience nmaking” is a related termin comrunication
studies and is illustrated by Marsha Siefert’s account of the
phonograph’s early market commercialization. In “The Audi ence at
Hone: The Early Recording Industry and the Marketing of Misical
Taste,” Siefert reveal ed how advertising and marketing materials

i ntroducing the Victor Tal king Machi ne Conpany in the beginning

of the nineteenth century created an “audi ence at honme” for the
phonograph. The tal ki ng machi ne had been nmarketed as a nusi cal
“Innovation,” which allowed it to enter an existing market for
pi anos and other instrunents. The sane honme audi ence would | ater
enbrace the early introduction of radio (187-190).

Siefert’s exanple supports the findings in the wirel ess
revol ution. The audi ence for a new technology not only is
situated; it is conditioned by the use of prior products. The
prem se would seemto affect the delivery strategy and pace of
acceptance for new technologies in countries in which no prior
audi ence conditioning exists. For exanple, cell phone use is not

general ly preceded by use of a landline phone in renote areas of
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Africa. The African audience is different, of course; this would

invite an analysis of rhetorical difference in discourse

practice, in addition to attenpts to replicate the findings of
the present inquiry.

Future studies could ook forward in time as well. W could
endeavor to understand nore about future direction of the
I nternet, conputers and wireless by continuing to analyze the
di scourse surrounding the artifact as the revolution continues
to unfold. Qur observations likely will change as tine passes.
It is conceivable that analysis of discourse as “language in
action” will anticipate new revolutions in the building phase.
For exanple, cell phones in sonme parts of Asia allow users to
connect everyday objects with the Internet sinply by pointing
the phone’s canera at an object to read its coded information.
The code translates into a “physical hyperlink,” which connects
the phone’s Internet function to a Wb site that displays nore
i nformati on about the object, or sinply saves the data for |ater
review (Story 1). A study of the cell phone’ s discursive
formation in Asian countries where the device is popular m ght
be able to help anticipate the timng and acceptability of the
service here in the U S. The findings fromthis and ot her
studies also could anticipate and influence cell phone

devel opnment in devel opi ng countri es.
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Wrel ess executive Kari-Pekka Wl sa, President of Nokia,

Inc.’ s cellular handset manufacturing business, was asked in
2003 what the wireless future held. He predicted the next phase
quite accurately:

We are getting used to having the Internet content at

home and in the office. People want to have that

I nternet when they' re nobile. ...The industry needs to

devel op the technol ogi es which will enable this

| nt ernet experience ...so the next big revolution is

when [the industry] can do the sanme things for the

Internet as we did for the voice.
In the intervening years between 2003 and 2007, w reless
carriers did in fact begin to offer Internet nobility and
content that, especially with the recent introduction of the
“i Phone,” replicates inportant aspects of the conputer screen
| nt ernet experience. Using high speed 3G networks, carriers now
of fer nobile access to the Internet for e-mail and surfing,
Bl uet oot h- based technol ogi es for hands-free voice calling, real-
time news and live video. To be sure, sone of the controversies
of the 1980s and 1990s haven’'t gone away. Sherrill Sell man
wites:

Each and every one of us nust proceed with caution

when entering the Wrel ess Zone. ...Although the
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Wreless Industry and sone governnental agencies
continue to assure the public of the safety of cel
phones ...the truth is that ...Cell phones are anything
but safe and harni ess.
Sell man then cites George Carlo, former head of the wreless
i ndustry’s research effort, as being “...very concerned about a
| oom ng health epidemc ...by 2010, if sone kind of intervention
is not affected, we anticipate a half mllion cases of eye and
brain cancers directly attributable to these devices” (Carlo
gtd. in Sellman 55). Wile cancer stories continue to surface
occasionally, the topic does not generate the sanme degree of
public scrutiny as cell phones and driver safety.

Cting studies that denonstrate a |ink between using cell
phones and car accidents, |awrakers have acted in a nunber of
states and local nunicipalities to |legislate the use of cell
phones in cars. Recently, in Illinois, teen driver |aws were
overhauled for the entire state, barring teen drivers from using
a cell phone in the car until age nineteen (Gegory 3). This
foll owed the passage of a law in Chicago that requires al
drivers to use a hands-free system when maki ng cel |l ul ar phone
calls. Another topic that continues to capture the public’'s ire
is the cell phone excise tax. Taxes have al ways been a source of

public frustration; cell phone excise taxes are as high as 21.1



Gab Kneel and 220
percent of the nmonthly bill in sone states (Silver Bl). Wile
| ocal governnents tackle driver safety and tax matters, the
federal governnent anticipates collecting revenue from anot her
sour ce.

The FCC is preparing for a third round of spectrum auctions
in early 2008, this tinme in the 700 Mz band, to enabl e anot her
bounty of advanced w rel ess services. Declaring that one third
of the newy avail able spectrumw || be subject to “open access”
rules and anticipating $10 to $15 billion in revenues fromthe
auction (“FCC backs” 1), potential licensees are preparing their
strategies. This tinme, the bidders wll extend well beyond the
traditional telecomcarriers and cabl e conpani es; Google and a
wide array of Internet entrepreneurs are expected to
participate. The Internet conpanies are no |onger content on
their owm turf; wreless spectrumw ||l open future possibilities
for those outside of radio, tel ecomand cabl e.

The wirel ess industry continues to push forward with one
successful handset innovation after another. The | atest wrel ess
product sensation is the “i Phone” devel oped by Apple, Inc. and
sold exclusively for use on AT&T's wireless network. Selling for
a robust price, this phone, with its clean lines and sinple
touch-screen, is poised to redefine cell phones once again:

“[I'ndustry] analysts can generally agree on one thing: the sleek



Gab Kneel and 221
t ouch-screen i Phone w ||l change what consuners expect fromthe
nmobi | e phones offered by wireless conpanies” (Richtel Bl). The
cell phone is reinvented in the new mllenniumas sinply
wreless; it’s not just a phone anynore. Information and
comruni cation technol ogies overlap; wreless mmcs the
capabilities of the conputer and conputers becone wrel ess
phones.
Communi cation continues to evolve with new possibilities.

This point brings forth a final, inportant question: How does
the anal ysis of the wreless revolution continue? The idea of
convergence seens to make it a streamthat now flows into other
worl ds. The legal, political and econom c issues have remai ned
but on a nore increnental basis. Cell phones have becone a
di scourse structure whose paraneters of advocacy were set by the
revol ution. \Weel er tal ks about the future:

| think the revolution continues and it now becones a

revol ution of --what does this new paradi gm enabl e? The

I nternet enabl ed a whol e series of new applications

from Amazon to Facebook but it still followed the old

nmodel - —you had to go to the conputer to get the

information. Wrel ess broke the paradi gmthat had

exi sted since the cavenan ...in that suddenly

information is comng to the consunmer rather than the
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consuner going to the information, and that--1 call a

revol ution.
Wth information so accessi ble, how does the wreless revol ution
proceed within institutions, into the world of work and pl ay,
and across the gl obe? W address each in turn before cl osing.

Significant changes are occurring in institutional

practices such as nmarketing, education and the workpl ace.
Wor kpl ace cul ture has changed in that the normis now to infuse
its connections everywhere. In “The New Techno Culture in the
Wor kpl ace and at Honme,” Richard Gendreau di scusses technophobi a,
i nformati on overl oad, nultitasking paradox, uninvited e-mail and
“technostress,” which is “a person’s reaction to technol ogy and
how t he pervasive influence of technology ...invades the
wor kpl ace and hone at every level. ...Juggling technology |ike
cell phones, pages, and el ectronic conferencing has all the
ingredients for a technol ogy neltdown. ...One can easily forget
t hat communi cation is about relationships, not technol ogy”
(191). Not everyone suffers from negative consequences; sone
peopl e enbrace comruni cation technol ogy al nbst as an addi cti on.

In a Chicago Tribune article, Leslie Mann interviews

technol ogy “addict” Al an Wagner, who admts his attraction to
his Bl ackBerry device is such that “even in the mddle of the

night, I check nmy e-mail nessages ...1 get so many e-nmails every
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day, that it is nore stressful for nme to ignore them and for
themto stack up than for ne to keep up with thent (1). The
effect of being in constant contact is only one el enent of where
the revolution is headed. New marketing practices will soon find
their way into wireless as well. According to Catherine Hol ahan:

Marketers are taking tools that they already use to
track your Internet surfing and are preparing to
conbine that information with cell-phone custoner data
that include not just the area where you |live but also
the street you' re standing on. The aimis to target
the exact person who is nost likely to buy a product
at the precise nonent they' re nost likely to buy it.
Canpai gns that conbi ne Wb data with | ocation
information to target ads from nearby businesses to
individuals [via cell phone] are just a couple of
years away. ...(1-2)

Wil e the advertising industry may appl aud this news,
privacy advocates view the “conbi nati on of behavi oral and
geographic targeting [as] an Owellian nightmare” (1). Again the
revol ution fuels controversy between old and new ways. Marketing
is not the only institution affected by wrel ess.

Education is finding new ways to incorporate wreless,

al though at a sonewhat sl ower pace. According to Ronal d Roach
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“Hi gher education IT experts tend to view the last 20 years as a
period divided between the pre-Internet years ...and the |nternet
age, which ...facilitate[d] convenient Internet access and the
net wor ked canpus col | aborati on anong peopl e based at multiple
institutions. [Informati on and comuni cati on technol ogy
i nnovati ons have] perneated throughout colleges and universities
fromadm nistrative systens to the research | aboratories to
cl assroons and student |ife” (92). But our |ives are not
entirely consuned with work and education. The wi rel ess
revol ution invades the entertai nment world as well.

As if video ganes, You Tube and live sports videos did not
provi de enough entertai nment, users soon will be able to read
books wi rel essly. Technol ogy conpany VOCEL and ronmance publi sher
Harl equin are launching their own wreless revolution. The
conpani es have joined together to launch “Harlequin On the Go, a
nmobi | e application ainmed at wonen that offers a variety of
entertai nment choices including daily installnents of serialized
novel by best-selling authors. Harlequin novel fans wll be able
to downl oad a chapter a day” (Muillen 8).

Wiile the U S. is nmoving full steam ahead with many new
i nnovations, it is not the nost advanced country as far as

nmobi |l e i nnovation. Louise Story wites in the New York Tines

about the “new Wb worl d” in Japan. There users can point their
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phones at objects and advertisenents to receive detailed
information. The nost promsing way to link cell phones with
physi cal objects is a new generation of bar codes: square-shaped
nosai cs of black and white boxes that can hold nmuch nore
information than traditional bar codes. The cameras on cel
phones scan the codes, and the codes are translated into videos,
musi ¢ or text on the phone screens. As with text nessagi ng and
Web surfing, however, the cell phone user may need to get used
to the idea. “The consunmer needs a reason to do it,” said Jim
Levi nger, chief executive of Nextcode, a bar code conpany. “They
don’t just wake up and say, ‘Hey let’s go scan sone bar codes’”
(Levinger qtd. in Story 16). Adopting wirel ess seens easy in
Japan, the U S. and other advanced countries; other countries
may not have the sane neans or abilities. Going gl obal raises
nore questions for the wireless revol ution. Looking five years
out, Wckham forecasts a conpletely different wreless industry:

W’ ve achi eved penetration rates here, and around the
gl obe, that has people thinking that their

communi cation world is wireless. | think there will be
a quantum | eap when the people growing up with

W reless start their careers. | suspect that this
industry is going to |l ook conpletely different five

years from now.



Gab Kneel and 226

This inquiry has articulated a discourse structure for the
wireless revolution in the U S. Does the revolution follow the
sane phases and have the sanme characteristics in other nodern
societies? Equally, if not nore inportant, do revol utions have
peculiar qualities or characteristics in devel oping societies?
The outconmes are far from predicable, but no doubt the interest
for nobile phones is strong. According to i Suppli Corporation
executive Dal e Ford, vice president of market intelligence, “The
| evel of penetration globally for wireless communi cations is
astoundi ng. ...Nothing, except for electrical power, cones close”
(Ford gtd. in Kataria 24). The growh is “posing both challenges
and opportunities” as nobile phone nmakers strive to understand
the market and deliver phones to neet needs. “The nunber of
wor |l d wi de subscribers for wrel ess-communi cati ons services is
expected to increase to 4 billion by 2010, up from2.6 billion
in 2006. ...New subscribers in devel oping nations are |largely
responsi ble for this growh. Key regions, including Africa, the
M ddl e East and India, are deriving this growh” (Kataria 24).
Bot h network manufacturers and handset conpanies are interested
in participating in the global wireless revolution. Partially
due to the absence of | andline tel ephones, great strides are
bei ng made in devel oping countries with “ultral owcost” cel

phone handsets. “For India, |owend phones will drive the next
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phase of growth,” said Jagdi sh Rebello, Ph.D., director and
princi pal analyst for iSuppli, predicting that “ul tral ow cost
handsets will rise to account for nore than 9 percent of total
nmobi | e- phone units produced in 2010, up fromless than 1 percent
in 2006” (Rebello qtd. in Kataria 24). Wiile the global future
of Africa and India by these selected articles seens wirel ess-
bound, is the change a revolutionary one? Interestingly, the
terms found in the global wreless discourse reviewed tend to be
the sane ones found in the U S. discourse, for exanple: grow h,
change and revol ution.

There is a certain degree of global hype; the bandwagon
effect exists here, as well. Sone products wll make it and sone
will not; but the speculations for growmth will fuel innovation
inthe third world countries nmuch as it did in devel oped
nations. The institutional, educational and gl obal inpact of the
wireless revolution is yet to be fully understood because the
wireless revolution is constantly evolving. Wthin the broad
confines of the nodern conmuni cation revol ution, even the
definition of conmmunication continues to evolve. Wthin this
changi ng and expandi ng under st andi ng, anot her word appears with
i ncreasi ng frequency: convergence.

The word convergence, |ike conmunication, technol ogy and

revolution, resists definition, yet in closing the termnust be
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addressed. What is convergence? Henry Jenkins, author of

Convergence Culture: Where A d and New Media Col lide argues that

convergence represents a cultural shift:
... Convergence should [not] be understood primarily as
t echnol ogi cal process bringing together nmultiple nedia
functions within the sane devices. |nstead,
convergence represents a cultural shift as consuners
are encouraged to seek out new i nformati on and make
connections anong di spersed nedia content.
Convergence does not occur through nedia appliances,
however sophisticated they may becone. Convergence
occurs within the brains of individual consunmer and
through their social interactions with others. (3)

According to Drucker, however, the term convergence neans

sonething different inside industry: “...in the world of wreless
t el ecomruni cati ons [convergence] seens to be akin to the holy
grail. ...The term “convergence” is being applied to many
different trends” including wireline-wireless integration, voice
and data system nergers, tel ephone/entertai nnent conbinations,
and various other technol ogi cal devices and enablers (25).
Convergence is occurring despite the fact that we cannot
consistently define it. One positive outcone may be that

“convergence culture is enabling new fornms of participation and
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col | aboration ..” (Jenkins 245). Perhaps convergence is sinply
anot her netaphor for change, a termfor dealing with new
phenonena that defy sinple definition in the present tine.

Essentially, our world is becom ng hybridized, with text, oral

and vi sual communi cation styles blending to becone a

si mul taneous activity, form ng new subcultures for |anguage. For
exanple, wireless manufacturers in Europe are devel oping

tel evision for nobiles while phone operators work to devel op
Vol P (Voi ce over Internet Protocol) for the nobile Wb. Italy
has offered commercial broadcast nobile TV services based on
DVB-H (one of several broadcasting standards) for nore than a
year (Blau 36).

The future of communi cation technol ogy cannot be predicted,
only anticipated. “Now [that] general nobile ubiquity is upon
us, the focus is on choice, preference and user experience. W
all demand different things fromour nobile devices. ...It’'s
worth remenbering that nobile is the sixth nmedium (after print,
radio, TV, recorded nedia and the Internet) and the fourth
screen (after cinema, TV and PC)” (Short 15). Wthin the various
t echnol ogy revol uti ons under way, including information,
conputer, Internet and wireless, prior experiences shape the
technol ogi es that becone part of our present and future

behavior. “Wrel ess conmuni cati on technol ogy does have powerful
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social effects by generalizing and furthering the networking
| ogi ¢ that defines human experience in our tinme” (Castells et
al . 258). Technol ogy and conmuni cation will continue to evol ve
and will remain an influential part of our lives. As Katz points
out, our “machines” are what we nake of them
Machines will always be servants of humans,
representing themin far-distant places, renote tine
and dangerous locations. ...And they will always be a
part of who we are and what we conmuni cate to others.
...But even after the many ways of “becom ng” that have
been explored here, it is, at the end of the road,

still us. (318-19)
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