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Gold plating in the project means needlessly enhancing the expected results, namely, adding
characteristics that are costly, not required, and that have low added value with respect to the
targets — in other words, giving more with no real justification other than to demonstrate one’s
own talent. Gold plating is especially interesting for project team members, as it is typical of
projects with a marked professional component — in other words, projects that involve specialists
with proven experienceand extensive professional autonomy. In these environments -

. There is therefore a

but does not add value to the client's requests, and at
the same time removes valuable resources from the project. As the saying goes, “The best is the

enemy of the good.”

@ Pursuing perfection at work causes conflicts among team members.
@ Raising work quality only to prove oneself is not desirable.

@ Inviting overqualified specialists to a project leads to bad ends.

@ Responding to the changing needs of clients is unnecessary.

® Acquiring a range of skills for a project does not ensure success.
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The need to assimilate values and lifestyle of the host culturehas become a growing conflict.
Multiculturalists suggest that there should be a model of partial assimilation in which immigrants
retain some of their customs, beliefs, and language.There is pressure to conform rather than to
maintain their cultural identities, however, and these conflicts are greatly determined by the
community to which one migrates. These experiences are not new; many Europeans experienced

exclusion and poverty during the first two waves of immigration in the 19th and 20th centuries.

Eventually,

- Once again, the challenge is

and that they have the right to do so. Perhaps, in the not too distant future, i

. People of color, however, continue
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The primary purpose of commercial music radio broadcasting is to deliver an audience to a group
of advertisers and sponsors. To achieve commercial success, that audience must be as large as
possible. More than any other characteristics (such as demographic or psychographic profile,
purchasing power, level of interest, degree of satisfaction, quality of attention or emotional state),
the quantity of an audience aggregated as a mass is the most significant metric for broadcasters
seeking tomake music radio for profitable ends. As a result, broadcasters attempt to maximise
their audience size by playing music that is popular, or — at the very least — music that can be
relied upon not to cause audiences to switch off their radio or change the station. Audience
retention is a key value (if not the key value) for many music programmers and for radio station
management. In consequence, a high degree of risk aversion frequently marks out the ‘successful’

radio music programmer. Playlists are restricted, and often very small.

@ features of music playlists appealing to international audiences

@ influence of advertisers on radio audiences’ musical preferences

@ difficulties of increasing audience size in radio music programmes
@ necessity of satisfying listeners’ diverse needs in the radio business

® outcome of music radio businesses’ attempts to attract large audiences
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Before the web, newspaper archives were largely the musty domain of professional researchers

and journalism students. Journalism was, by definition, current. _
_. With regard to how meaning is made of complex issues

encountered in the news, this departure can be understood as a readiness by online news

in, or even possible for, print consumers. One of the emergent qualities of online news,

determined in part by the depth of GGy accessible Nline aichVes) seems 10 b the possibilt

as the manifest outcomes of larger economic, social and cultural

issues rather than short-lived and unconnected media spectacles.

1 Web-based Journalism: Lasting Longer and Contetually Wider

@ With the Latest Content, Online News Beats Daily Newspapers!
3 How Online Media Journalists Reveal Hidden Stories Behind News
@ Let's Begin a Journey to the Past with Printed Newspapers!

® Present and Future of Journalism in the Web World
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