September 17th  Persuasion: history and attributes
Jowett & O’Donnell, Swift, Miller & Dynan
Communication: 	sending and receiving a message
Media:		means of transmission (the way the message is carried)

 (
         Message
Envelope: Sender’s knowledge
Content :
 selection of text, symbols & context
         Medium
Envelope: 
receiver’s
 knowledge
Content :
 selection of framework for understanding
)Transmission model of communication
	Encoding (sender)                                                     			Decoding (receiver)
 


(encodes a message to send)				(decodes the message and sends feedback)


Communication as a social definition: 	the process and manner/means [media]
Process: by which a message is encoded, transmitted and decoded
Means: in which a message is transformed
 (
Communication
Info
Persuasion
Propaganda 
)								



Comm: process of sending a message
Info: mutual understanding		(Sharing, explain and inform)
Persuasion: mutual fulfillment 		(shaping, reinforce, change) use anchors (beliefs, values)
Propaganda: promotes objective of sender 	(control, manage, manipulate)


History of persuasion
Aristotle’s rhetoric [persuasion] : persuasion isn’t about finding the truth but to convince audience to make decision.
Modern times
WWI/WW2
· persuasion was “good propaganda”
· influenced social sciences in 1930’s
· post 1960’s led to exploration of multiple fields
· wars led to fast expansion of this field. 
Post-war: WAR ON IDEAS
· used for politics and business
· politicians use persuasion/propaganda to get re-elected
· businesses use persuasion/propaganda to sell their products
Bernays: developed term ‘public relations’ to replace propaganda
3 key waves of political and business action/activism. 
1920-1936
· those involved with the war turned to internal issues ie: suffrage, labour, political unrest
· Elite pushed back. (Kaiser to democratic government)
1936-1950
· WW2 provides opportunities for propaganda
· Post war consensus. Push for world democracy with UN
1950-1980
· Shift from social services to private business. Less government interaction.
· Post 1980s inequality and polarization increase.
Perloff: current character of persuasive communication
· Institutionalised (businesses have biggest pull in market)
· More subtle & devious (soft selling/emotional appeal)
· More complex & impersonal (big cities = more people to please)


Perloff Role for communication today is to foster possibilities for 
· Democratic dialogue
· Deliberation 
· Decision making

September 24- Cultural Production and Consumption
Williams, Garnham, Williamson
Commodity :  who and what
Commodify: people 
Commodifcation : impact on democracy

Culture:
·  Developed state of mind. (cultured person)
· Processes of this development (cultural interest)
· Means of these processes [how?]
· Cultural practice: informing spirit, as a whole way of life (ie religion)
· Culture production: a whole social order in which culture and cultural products are produced. 
Forms of culture
· Dominant culture
· Classical and has elite power to impose norms values.. established (ie fine art)
· Popular culture
· Understood by a majority in society – inferior and vulgar -- 
· Mass culture
· Production based on technological means of communication that decimates a commodity. 
Audience is the consumer and the commodity. (we are being exploited)
· Target of constant promotional strategies. 
· Media sell to advertisers who sell to audiences
· With technological shift = mass production = more progess/less cost = higher wages = higher consumption
· 
How did advertising become key to consumption?
· Industrialisation + mechanism = modernity
· Increased production – work/home division = leisure time for hobbies and consumption
· Created middle class
· Urbanisation & migration
· Rapid expansion; business, jobs, factories, government, schools and housing.
· People moving everywhere 
· Electrification
· Electricity at night = no more candles
· Re-orders life. Urban activities (theaters, clubbing, longer days)
· Massification
· Shift from  rational individual to crowd mentality
Came over space and time 
· Transport (train, bus, planes) & Communication (newspaper, telegraph, online media)
Advertising 
· Social change: 
· need to be reaffirmed, 
· possibility to travel, 
· more choices, more commodities, more needs
· Why advertising so important in society
· Mass media makes us dependent on each other and objectifies us
· Surplus of goods need to be sold
· Leisure time = spending time
· New social values and social needs
· Advertising and mass media
· Ads finance media industry and also invest in media
· Ads create needs  = resolved by buying products
· TV ads can finance better products with more revenue
Readings Williams   - Culture is ordinary
· Culture shaped by known meanings and directions
· Two elements – way of life / creative process
· Culture should be understood in relation to its system of production
· But ‘mass’ is not ignorant, no need to always get a PhD
· Education does not lead to a commercial culture
· Industrialisation does
· ‘Bad’ pop culture is a state of mind
· Does not drive away classical culture or ‘good’ culture
Garnham
· Rejects Williams culturalist analysis as isolating culture from its production
· Case for importance of state intervention in culture
· State can’t ignore that citizens’ needs are being supplied by the market.
· Culture = material process
· Production and exchange have symbolic meaning
Williamson
· Advertisements seem to have a reality that links to our own lives
· Ads give life to products. Give them qualities. 
· They make us want to buy. 
· Social status

October 1st – The State and Public life
Everett & Fletcher, Louw, Burton, Bleifuss
· Commodity : who and what
· Commodify : people
· Commodification: impact on democracy
Political communication: is a process in which three sets of actors interact in purposeful communication about politics. 
· Process: complex, dynamic activity
· Interaction: exchange and interpretation of message
· Purpose: intent to define an issue / put policy into perspective
· Politics: conduct of public policy + power
Sender selects info -> medium/means -> media decode & encode -> receiver uses knowledge to decode
 (
Public
Media
State
)Social actors in Political Communication
				Media: journalist
				State: political parties
				Public: citizens


Media’s role in politics
· Media permits us to see what is going on 
· In Canada we have the social responsibility approach. 
· Clarifies public opinion so we can understand
· Politicians are now always campaigning. Need for good PR, uses of sound-bites, etc
· Politicians now use social media; facebook, twitter.
· Leads to packaging politics
Government Packages for media
Media management
· Purpose: helps define issues, and increase visibility. 
· Why: media needs help explaining politics
· Media uses politics, and politics uses media as sources. 
· Tools: pseudo-events, news conferences, etc
Image management
· Events covered by media = high image control
· Political parties less defined more stylistic
· Tools: branding, third party endorsement, non-election advertisement
Election communication management
· Involves image and media management
· Tools: press conference, public opinion research, rallies, etc
Emergence of ‘publicity state’ 
· Politicians in power want to frame/define issue for media 
· PR expands in government: Health Canada with pictures on smoking packages
· Provide info to citizen but government uses media and makes into a partisan issue
· Media needs to be more vigilant now; shifts power towards government
· Who loses
· Public: because issues are not public interest but more politically charged
· Media is underfunded and cannot report all that is happening
Celebrity politics (Louw) 
· Political process changes
· Shift from policy to image – they need to be appealing
· Few policy discussion, more sound bites now
· Permanent campaign
· Spin doctoring creates the branded political celebrity
· Politicians commodify themselves and are valuable commodities
Image over policy: (Bleifuss)
· Politicians don’t lead but follow PR consultants that shape their image & messages
· Key new strategy to get elected: shift to bland middle (third way)
· Mills: manipulation replaces authority. We don’t know we are being victimized. 
Global political publicity (Burton)
· Greater implication in the 3rd world countries to get gains
· Instill democracy
 

October 8th – Branding and Marketing
O’Reilly & Tennant, Cormack & Cosgrave, Cormier
Consuming Media
Attallah “Audiences confer meaning on the activities of the media” (no audience =  no business)
Audience
· Traits of an audience
· Bigger = better (more success but not respect)
· Difference media = different audience
· Each medium has its own bias
· Need to understand all audiences = media cross-over = more success
· Goal: bigger audience = bigger profit
· Audience
· Come together for mediated experience
· Commodified by products
· Audience manufactured for a commercial purpose
Issues in advertising and Audiences
· Media Role
· Commercial media serves advertisement. 
· Media need audience to make profit
· Audience
· Advertisers only care about what we want to see
· Media regulated
· Self-regulating
· Convergence
· Most top ad companies are US -> does that represent Canada?
· Fragmentation
· Aggressive search for audiences through consumer info
· Public broadcasting
· Are ads in the public interest? No.
Branding (Lilleker)
· Symbols -> help identify with the company
· Political ideology
· Build brand equity: how people perceive your product
Political brands
· What they represent to citizens
Branding by medium (O’Reilly &Tennant)
· New mediums = new ways to make profit
· Celebrities with product placement
· TV : different sponsors
· Radio : fronted by stars
· Internet: webpisodes
Canada Brand
· Political parties change name and rebrand themselves
· Political parties Identify with a social demography to frame issues
· Blur of state and government when in power
· No longer based on policy but value based (ie nationalism)
· Tim Horton’s: PR event with government, support out troop, government photo op..
Marketing, consumption and the state (Cormack & Cosgrave)
· State now an active participant in gambling industry
· Legalisation allows state to take over and gain profit
· Redefined as being good
· Since there’s a risk. Must have warnings, and manage risks.
· Corporate state mobilizes citizens as consumers 
Marketing VS climate change (Cormier)
· 1997 : Kyoto
· 2002: CND business lobby vs ratifying kyoto
· 2006: new Harper governmentt rejects kyoto
October 15th – Spectacle and Culture
Kellner, Smith, King
Spectacle and culture
Debord: spectacle society
· Describes media and consumer society. We are all organised around production and consumption. 
· Submissive consumption
· Evolves over time with technology
Kellner : Triumph of spectacle
· Megaspectacle society
· Events define a culture ie 9/11
· Media produces and circulates spectacle for us
In spectacle culture
· Business and fun are fused together
King
Hypermediation
Shock and awe the opponent


