
Chapter 1: Introduction

Age of Convergence

· media convergence: merging of different kinds of mass media
· contemporary convergence is much broader (ex.oral communication in e-mails and IMs)
· cross platform convergence: business model that has many media holdings (phone,TV) under one corporate umbrella
· goal: better manage resources and maximize profits
· this has disadvantages for society
Mass Media and Process of Communication

· word ‘media’ is from latin word ‘medium’ meaning a material through which something is conveyed/transmitted
· TV/news/movies/books/radio are all apart of media
Linear Model of Mass Communication (1)

· older more enduring explanation of how media operates
· senders (authors/producers) send messages (texts/images/ads) through a mass media channel (news/books) to receivers (views/consumers)
· in this process, gatekeepers are message filters
· process allows for feedback
· problem: media messages don’t usually move smoothly
· words mix
· senders have little control over how their messages are decoded and if they are ignored or not
Cultural Approach to Mass Media (2)

· recognizes individuals have diverse meanings to messages (from gender/race/job)
· suggests the complexity  of the sender -> receiver process
· selective exposure: people shaping mass media to support their own values/beliefs/ interests
Stories: Foundation of Mass Communication

· stories of mass communication can shape a society’s perspectives of events
· media industries are in the story-telling business
· media stories put events in context to help us understand our daily lives and the larger world
Power of Media in Everyday Life

· with the amount of time we spend consuming mass media, it plays a controversial role in society
· people see popular media as commercial and unsensationalistic
· media depictions may worsen social problems
· large portions of media budgets go to studying audiences, getting their attention and taking their money
Surveying the Cultural Landscape

· cultural phenomenas have different appeal
· culture has a hierarchy (skyscraper)
· culture as a process (map)
Culture as a Skyscraper

· superior culture at the top and inferior culture at the bottom
· top is high culture (ballet/opera/literature) and bottom is low culture (rock music/soap operas)
· 5 main concerns with low culture
· inability to appreciate fine art
· exploiting high culture
· a throw-away ethic
· diminished audience for high culture
· inhibiting political discourse and social change
· big mac theory: suggests that people are so addicted to mass media that they lose their discriminating taste for finer fare and their ability to see and challenge social inequalities
Case Study: The Sleeper Curve

· 1973 science fiction comedy called ‘sleeper’ where the character awakes 200 hundred years later after being frozen 
· sleeper curve: that today’s pop culture is actually making us smarter 
· argument by Stephen Johnson
· idea that popular culture is becoming more cognitively demanding and challenges our minds more
Culture as a Map

· culture is an ongoing process
· culture in a more complex way, it spreads out in more directions
· range of cultural experiences without ranking them on high or low
· comfort of Familiar Stories
· pulling audiences to the security of repetition and common landmarks
· innovation as direction for personal growth
· we like cultural adventure
· culture provides an impulse to explore new places and search for something different
· a range of maps and messages
· cultural treasures contain a variety of messages
· cultural meanings are ‘allover the map’
· challenging the nostalgia for a better past
· challenge that society was better off before the latest developments in mass media
· call to return to the familiar ‘good old days’
Critiquing Media and Culture

· cultural boundaries are being tested (lines between information and entertainment are blurred)
· we paint the diversity of mass media with the same brush
· to critique we need to have an understanding of the media (what it produces and how it works)
Media Literacy and the Critical Process

· media literacy: attaining knowledge and understanding of mass media through a critical process of description, analysis, interpretation, evaluation and engagement
· we need to strip culture of its adjectives high,low,popular and mass
· a critique requires an understanding of the thing under scrutiny and their contemporary context
· we have to imagine culture as more complicated and have a critical stance that makes us think outside our own preferences
Benefits of a Critical Perspective

· allows us to participate in a debate about media culture
· contemporary culture can’t be characterized as one thing or another
Chapter 2: Media Effects

Introduction

· tragic events have renewed the long standing cultural debates over the suggestive power of music, visual imagery and screen violence
· media effects research: attempts to understand, explain, and predict the effects of mass media on individuals and society
· main goal is to research if their is a connection between aggressive behavior and violence in the media
· cultural studies: focuses on how people make meaning, apprehend reality, make values, and order experience their use of cultural symbols 
· examine the way status quo groups in society use media to circular their messages and sustain their interests
Early Media Research Methods

· in the 19th century media analysis was based on moral and political arguments
· more scientific approaches developed in the 1920s and 1930s
· 4 trends that contribute to the rise of modern media research
· propaganda analysis (studying how governments use propaganda to advance the war)
· public opinion research (citizen surveys)
· social psychology studies (measures the behavior and cognition of individuals)
· marketing research (when advertisers and product companies conduct surveys on consumer buying habits)
Research on Media Effects

· “who says what to whom with what effect” is the key question in defining the scope and problems of American communications research
· ex. if children watch lots of cartoons (cause) will this influence their behavior towards their peers (effect)
Early Explanations of Media Effects

· researchers developed a number of theories/models that explain individual behavior rather than the impact of the media on large populations 
· theories about the powerful effects of mass media
· the hypodermic-needle model (or the magic bullet theory/ direct effects model)
· one the earliest media theories
· suggests that media shoot their potent effects directly onto unsuspecting victims
· the minimal- effects model (or limited model)
· media alone cannot cause people to change their attitudes or behaviors
· people expose themselves to the media messages that are most familiar to them and they retain the messages that confirm the values they already have
· passive media audience
· the uses and gratifications model
· response to the minimal-effects theory to contest the notion of a passive media audience
· researchers studied the ways in which people use media to satisfy various emotional or intellectual needs
· they asked ‘why do we use media?’
· researched made inventories about how people employed the media to fulfill their needs
· ex. researchers noted that some individuals used the media to see authority figures elevated or toppled to seek a sense of community and connectedness, to fulfill a need for drama and stories and to confirm moral or spiritual values 
Conducting Media Effects Research

· private research: conducted for a business/corporation or political campaign
· uncovers typically some real-life problem or need
· public research: takes place in an academic and government setting
· information that is more theoretical than applied
· tries to explain or predict the effects of mass media
· most media research today uses the scientific method
· relies on objectivity (eliminating bias of the researchers)
· reliability (same outcome from a study done repeatedly)
· and validity (study measures what it claims to measure)
· methods for studying media effects on audience have 2 forms: experiments and survey research
· experiments
· isolate some aspect of content, suggest a hypothesis, manipulate variables to discover a particular mediums impact on attitude
· they are fairly good at predicting short-term media effects under controlled conditions
· don’t predict how subjects will behave months or years later 
· survey research
· collecting and measuring data taken from a group of respondents
· uses larger group of people than in experiments
· enable researchers to investigate populations in long-term studies
· compare new studies with ones from before
· can reveal correlations between 2 variables
· content analysis
· studying the effects of specific media messages
· systematic method of coding and measuring media content 
· doesn’t measure the effects on the audience or explain how the messages are presented
Contemporary Media Effects Theories

· theories that explain media effects
· social learning theory
· 4 step process: attention (subject must attend to the media and witness the aggressive behavior) , retention (must retain the information for later retrieval), motor reproduction (must be able to imitate the behavior) , and motivation (must be social reward to encourage the modeling of their behavior)
· supporters cite real-life imitations of media aggression as evidence of the theory at work
· agenda-setting
· idea that when mass media focus their attention on particular events or issues they determine (set the agenda for) the major topics of discussion for individuals and society
· demonstrated that the more stories the news does on a subject, the ore the audiences are attached to that subject
· the cultivation effect
· suggests that heavy viewing of TV leads people to perceive the world in ways that are consistent with the television portrayals 
· media messages interact in complicated ways with personal, social, political and cultural factors
· media messages are one of a number of important factors in determining individual behavior and defining social values 
· spiral of silence
· proposes that those who believe their views on controversial issues are minority will keep their views to themselves 
Evaluating Research on Media Effects

·  models of media research have made valuable contributions to our understanding of mass media
· argue that media effects research is inconsistent and flawed
· few research studies explore media’s impact on community and social life
Cultural Approaches to Media Research

· social scientists began to warn about the limits of ‘gathering data’ and ‘charting trends’ 
· cultural studies arose to challenge mainstream media effect theories
· focuses on how people make meaning, understand reality, and order experiences using cultural symbols that appear in the media
· examines the relationship between elite individuals and groups in government and how media plays a role in sustaining their authority and challenging their power
Early Developments in Cultural Studies Research 

·  in europe, media studies favor interpretive over scientific approaches
· in the US, pointed to 3 inadequacies of scientific approaches to media 
· cultural approaches were necessary to focus critical attention on the long-range effects of media on audiences
Contemporary Cultural Studies Theories

· investigation of daily experience (issues of race/gender/class) and on the unequal arrangements of status and power in contemporary society
· textual analysis
· highlights the close reading and interpretation of cultural messages found in books, movies and TV shows
· equivalent of measurement methods
· audience studies (reader-response research)
· research that focuses on how people use and interpret cultural content
· different from textual analysis because the subject being researched is the audience for the text, not the text itself
· political economy studies
· examine interconnections among economic interests, political power, and how that power is used
· major concern is the increasing conglomeration of media ownership
· work best when combined with textual analysis and audience studies
Evaluating Cultural Studies Research

· cultural studies research is different from media effects research because it involves interpreting written and visual texts as symbols that contain cultural, historical and political meaning
· “does not seek to explain human behavior, but to diagnose human meanings” 
· it offers interpretations of the stories, messages and meanings that circulate through our culture
· main strength is the freedom it affords to broadly interpret the impact of mass media 
Chapter 3: Advertising

Introduction

· advertisements are everywhere in every media form
· product placement: buying spaces for particular goods to appear on a TV show or in a movie
· average american comes into contact with 2000 forms of advertising/day
· advertising is the economic glue that holds most media industries together
Early Developments in American Advertising

· existed since 3000 B.C
· ancient advertising found on walls
· other early media ads on handbills, posters, and broadside posters
· early magazines refused to have ads to distinguish themselves from newspaper
· 80% of early advertisements were about: land sales, transportation announcements, and runaways (fleeing slaves)
The First Advertising Agencies

· national advertising didn’t start until the 1850s
· space brokers: individuals who purchased space in newspapers and sold it to various merchants
Advertising in the 1800s

· first full-service modern ad agency: N.W Ayer & Sons
· trademarks and packaging
· advertising let manufacturers establish a special identity for their products separate from those of their competitors 
· ads create and maintain brand-name recognition
· patent medicines and department stores
· 1/2 the revenue taken in by ad agencies
· used ads to restore customer confidence in patent medicines
· by 1920s, 20% of ad space was devoted to department stores
· advertising’s impact on newspapers
· by the early 1900s, more then half the space in daily papers were advertisements
Promoting Social Change and Dictating Values

· as advertising became more pervasive it contributed to major social change
· influenced the transition from a producer-directed to a consumer-driven society
· advertising helped manufacturers create new markets and recover product start-up costs quickly
· advertising promoted technological advances by showing how new machines (ex. vacuum) could improve daily life
· appealing to female consumers
· advertisers understood that women dictated most of household purchasing decisions so they emphasized appeals to women believing simple ads with emotional or irrational content worked best
· ads featured tales of ‘heroic’ cleaning products and house appliances
· ad intentions were to help female consumers feel good about defeating life’s problems
· dealing with criticism
· industry began to actively deflect criticism that advertising created consumer needs that ordinary people didn’t even know they had
· criticism grew as the industry appeared to be dictating values and driving the economy
Early Ad Regulation

· formation of watch organizations to keep tabs on deceptive advertisements
· advertisers wanted a service that tracked newspaper readership, guaranteed accurate audience measures, and ensured that papers wouldn’t overcharge ad agencies and their clients
· American Association of Advertising Agencies (AAAA) tries to minimize government oversight by urging ad agencies to not make misleading product claims
· subliminal advertising: hidden or disguised print and visual messages that allegedly register in the subconscious and fool people into buying products
Shape of Advertising Today

· slogan: the phrase that attempts to sell a product by capturing it’s essence in words
· now visual style is dominant in advertising
Influences of Visual Design

- hiring of European designers as art directors

· by mid 1980s, visual techniques of MTV influenced many ads and most agencies
· today, visual design has evolved into 3d and full motion
Types of Advertising Agencies

· mega agencies: large ad firms that formed by merging several agencies. They maintain regional offices worldwide
· boutique agencies: devote their talents to only a handful of select clients
· mega agencies
· 4 main mega agencies: WPP, Omnicom, Interpublic, and Publicis
· range of services from advertising and PR to operating in-house radio and TV production studios
· the mega agency trend stirs debate among consumer and media watchdog groups
· consider large agencies a threat to smaller ones slowly being bought out
· boutique agencies
· creative individuals formed small boutique agencies offering more personal services
· by 1980s, mega agencies had bought most of them out
Structure of Ad Agencies

· usually divide the labor of creating and maintaing ad campaigns to 4 departments: account planning, creative development, media coordination, and account management
· account planning
· role is to develop an effective advertising strategy by combining the views of the client, creative team and consumers
· market research: to assess the behavior and attitudes of consumers toward particular products long before the ads are created
· demographics research: study and document audience members’ age, gender, job, race etc
· psychographics research: attempts to categorize consumers according to their beliefs, interests and motivations. It relies on focus groups
· focus groups: small-group (6-12 people) interview technique where a moderator leads a discussion about a product or issue
· Values and Lifestyles Strategy: assumes that not every product suits every consumer and encourages advertisers to vary their sales slants and find market niches
· creative development
· teams of writers/artists who outline the rough sketches for print and online ads then develop the words and graphics
· storyboard: blueprint or roughly drawn comic strip version of the potential ad. For TV ads
· viral marketing: short videos or other content that quickly gains widespread attention. For digital media
· often creative side finds conflict with the research side
· media coordination: planning and placing advertising
· media planners and media buyers
· media buyers: choose and purchase the types of media that are best suited to carry a clients ads, reach the target audience and measure the effectiveness of the ad placements
· sometimes advertisers add incentive clauses to their contracts with agencies 
· cost of advertising, especially on TV, increases each year]
· super bowl is the most expensive program for purchasing TV advertising
· account and client management
· account executives: responsible for bringing in new business and managing the accounts of established clients
· the department oversees new ad campaigns where several agencies bid for client’s business, determines cost of ads, the presentation of a proposed campaign
· liaisons between the advertiser and the agency’s creative team
· clients have account reviews: evaluate and innovate a product’s image by reviewing an ad agency’s campaign or by inviting new agencies to submit campaign proposals
Business Trends in Internet Advertising

· pop up ads, pop under ads, flash multimedia ads, spam emails and interstitials
· interstitials: pop up in a new screen window as a user clicks to open a web page
· online advertising agencies
· internet ads are generally placed by internet advertising agencies and served to hundreds of client sites by the agencies computers
· the agencies track how often the ads are seen and how often they are clicked on
· internet user info is tracked through cookies and online surveys 
· new challenges to traditional agencies
· internet oligopoly has started to move beyond the internet ad market and become ad brokers for other mass media
· traditional advertising conglomerates are expanding their internet capabilities 
· increasing importance are mobile phones, ‘third screen’ for advertisers
Persuasive Techniques in Contemporary Advertising

· ad agencies argue the main purpose of advertising is to inform consumers about available products in a straightforward way
· advertising agencies engage in a variety of persuasive techniques
Conventional Persuasive Strategies

· famous-person testing model: product is endorsed by a celebrity
· plain-folks pitch: associates a product with simplicity
· snob-appeal approach: persuades consumers that using a product will maintain or elevate their social status
· bandwagon effect: points out in exaggerated claim that everyone is using a particular product. brands refer to themselves as ‘america’s favorite’
· hidden-fear appeal: plays on consumer sense of insecurity. Point out that specific product could relieve embarrassing personal problems and restore an individual to social acceptability
· irritation advertising: creating product- name recognition by being annoying or obnoxious. 
The Association Principle

· a persuasive technique used in most consumer ads that associates a product with a positive cultural value or imagine even if it has little connection to the product
· tries to convince us there an innate relationship between a brand name and an attitude
· controversial use of the principle is the linkage of products to stereotyped caricatures of women
· ex. women as sex objectives or clueless housewives
· claims the products are ‘real’ and ‘natural’ 
· disassociation as an advertising strategy
· response to corporate mergers and public skepticism toward impersonal and large companies
· winery Gallo pioneered the idea
· established a dummy company to sell jug wine and wine coolers
· often links new brands in a product line to eccentric or simple regional places rather than to images conjured by multinational conglomerates
Advertising as a Myth

· myth analysis: provides insights into how ads work at the general cultural level
· in this sense, myths help us to define people/organizations/ and social norms
· according to myth analysis, most ads are narratives with stories to tell and social conflicts to resolve
· most common mythical elements found in many types of ads:
· ads incorporate myths into form featuring characters, settings and plots
· most stories involve conflicts, putting one set of characters or social values against another 
· such conflicts are negotiated or solved by the end of the ad
· they are effective when they create attitudes and reinforce values
· tries to reassure us that through the use of familiar brand names, everyday tensions and problems can be managed
· ex. SUV ad asking us to imagine driving in the raw wilderness magically out of suburbia and in a natural setting. The SUV becomes the vehicle that negotiates the conflict between city/suburban blight and the unspoiled wilderness
Case Study: Stereotyping

· refers to the process of assigning people to abstract groups, whose members are assumed to act as a single entity rather then individuals with distinct identities. Often have negative connotations
· ex. in beer ads men are stereotyped as dumb and incapable of going through a day without having a beer
· women are stereotyped as emotional and needing the experience of a male narrator 
· invisible stereotyping: occurs when whole segments of the population are ignored (primarily african american or latin) 
Product Placement

· strategically placing ads or buying space so produces appear as part of a story’s set environment 
· subtle appearances have become products being ‘honorary cast members
· watchdog organization commercial mandated that consumers be warned about product placement
Commercial Speech and Regulating Advertising

· commercial speech: any print or broadcast expression for which a fee is charged to organizations or individuals buying time or space in the mass media
· about the right to circulate goods, services, and image in the concrete marketplace of products
· mass media can refuse certain issue-based advertising that might upset their traditional advertisers
· many labor unions have had their print ads rejected for being controversial
Critical Issues in Advertising

· concern that advertising is manipulating helpless consumers, attacking our dignity, and invading the privacy of our minds
· advertising industry was considered to be all powerful
· research shows that the consumer mind isn’t as easy to predict as some advertisers once thought
· watchdog groups over advertisements still remain
· children and advertising
· children and teens are viewed as ‘consumer trainees’
· children television act of 1990 mandated that networks provide some educational and informational children’s programming
· little has been done to restrict advertisements against children
· children/teens influence so much of family spending so they are increasingly targeted by advertisers
· advertising in schools
· controversial development is the introduction of Channel One into thousands of schools in the 1989-90 school year
· offered ‘free’ video and satellite equipment in exchange for 12 minute package of current events that had 2 minutes of commercials 
· argument that Channel One provides students with only slight additional knowledge of current affairs but students find all the products that are advertised (shoes, cereal) more worthy of purchase because they are advertised in an educational environment
· organizations use schools to promote products by giving free posters/magazines and study guides covered in corporate logo
· health and advertising
· eating disorders
· dangerous impact on the standard of beauty in society
· association of certain products with thing female models 
· some advertising is geared towards individuals insecurities and low self esteem by promising the ideal body
· the growing obesity rate is good for business
· tobacco
· ad campaigns target teenage consumers
· tobacco ads are geared to entice certain groups
· governments position changed in the mid 1990s and now there are significant limits on advertising and marketing tobacco products
· alcohol
· same restrictions on tobacco advertisements are made on alcohol ads
· alcohol ads have also targeted minority populations
· college students are heavily targeted 
· prescription drugs
· spending on prescription drugs has increased
· potential for false or misleading ads that don’t share all the cautionary information
· federal enforcements of these advertisements is on the decline
Watching over Advertising

· some non-profit watchdog organizations (commercial alert and NCL) compensate for the shortcomings of government agencies that are supposed to be monitoring excessive commercialism and false/deceptive ads
· excessive commercialism 
· try to warn the public about the ways advertising has crept out of its ‘public sphere’
· cross-promotion deals help make money but also help reach audiences that traditional advertising can’t
· commercial alert helps check the commercialization of US culture 
· watching over this has helped strengthen noncommercial culture and limit the amount of corporate influence on publicly elected government
· FTC Takes on Deception
· advertising has tons of false and misleading claims
· lots of ‘hyperboles’ are allowed especially when a product claims to be new and improved
· become deceptive when they mislead consumers based on statements in the ad or because they omit information
· have to have back up info when they claim to be’ the best’ or ‘preferred by 4/5 doctors’
· when the FTC discovers deceptive ads, they require the advertiser to change them or remove them
Advertising, Politics and Democracy

· advertising has become the central economic support system for our mass media industries
· advertising saturates the cultural landscape
· serious issue is the influence of advertising on our lives as democratic citizens
Advertising’s Role in Politics

· political advertising: use of ad techniques to promote a candidate’s image and persuade the public to adopt a particular viewpoint
· political advertising is a big business for television stations
· in 2008 election, $2.6 billion was spent on advertising by candidates and interest groups
The Future of Advertising

· many people don’t think that advertising is significant enough to monitor or reform
· this kind of attitude ensures advertising pervasiveness
· society has an uneasy relationship with advertising
· we love favorite ads and jingles but we hate annoying or repetitive commercials 
· without ads, mass media would need to reinvent themselves
· we should remain critical of what advertising has come to represent: overemphasis on commercial acquisitions and images of material success
Lecture 4: Public Relations

Introduction

· there is a major difference between advertising and public relations
· public relations: the total communication strategy conducted by a person, government, or organization attempting to reach and persuade an audience to adopt a point of view
· public relations attempts secure favorable media publicity
· covers a wide variety of practices: shaping the public image of a person, creating or repairing communication between a consumer and a company, promoting government agencies/actions
· involves more complex messages then advertising, that may evolve over time and may be transmitted to the public indirectly (often through news media)
· PR has an immense social and cultural impact
· most significant effect: politicians hiring PR ‘spin doctors’ to shape their media images
Early Developments in Public Relations

· as US shifted to an industrial society, advertising and PR emerged as occupations
· PR began to help businesses fend off scrutiny from journalists and the emerging labour unions
· first PR were press agents: those who sought to advance a client’s image through media exposure (primarily stunts posed for newspapers)
· people like (Davy Crockett) wanted press agents to repair and reshape their reputations as respectable candidates for public office
P.T Barnum and Buffalo Bill

· most notorious press agent of the 1800s was P.T Barnum
· he used exaggeration, fraudulent stories, and staged events to secure newspaper coverage for his clients
· his circus was claimed ‘the greatest show on earth’
· many of his performers were the earliest known celebrities because of Barnum’s skill in using the media for  promotion
· he understood that his audience liked to be tricked
· Buffalo Bill had a traveling show called ‘Buffalo Bill’s Wild West and Congress of Rough Riders of the World’ that re-created dramatic gun fights, civil war, and battle of the old west
· he had famous people who’s legends were shaped by Bill’s agents
· agent’s were led by John Burke
· he was one of the first press agents to use a variety of media channels: newspaper, magazine articles and ads, dime novels, theatre marquees, poster art and early films
· both of these were the first to use publicity
· publicity: type of PR communication that uses various media messages to spread information about a person, corporation, issue or policy to elevate entertainment culture to an international level
Big Businesses and Press Agents

· utilizing the press brought with it an enormous power to sway the public and generate business
· therefore, america’s other largest companies (railroads) hired press agents too to win favor in court of public opinions
· railroads began to use press agents to help them get federal funds
· they began using government lobbyists
· deadheading: giving reporters free rail passes with the tacit understanding that they would write good reports about rail travel
· historians argue that the PR campaigns success actually led to the decline of railroads
Birth of Modern Public Relations

· two pioneers of public relations: Ivy Lee and Edward Bernays
· in the 1900s, companies realized that they could sell more products if they were associated with positive public images and values
· Ivy Ledbetter Lee
· one of the founders of public relations
· said that honesty and directness were better PR devices that the deceptive practices of the 1800s
· opened one of the first PR firms in the 1900s
· called ‘poison ivy’ by newspaper critics and others
· helped the Penn Railroad, Rockefellers oil company
· he had a complex understanding of facts- he realized that facts were open to interpretations
· facts were begging to be forged and shaped
· Edward Bernays
· first person to apply the findings of psychology and sociology to public relations
· referred to himself as a ‘public relations’ counsellor
· clients were GE, GM, American Tobacco Company, P&G
· made key contributions to PR education
· taught the first class called ‘public relation’s at NYU in 1923
· thought it was important for leaders and experts to control the direction of American society
· termed shaping the public opinion through PR as ‘engineering of consent’
· his wife was the first woman to work in public relations
· she opened up the doors to many women working the PR industry
The Practice of Public Relations

· since the 1980s, the study of PR has grown in colleges and universities
· there are more then 2900 PR firms worldwide
· relies less and less on the traditional recruitment of journalists for it’s workforce
Approaches to Organized PR

· PRSA definition of PR: public relations helps an organization and it’s public adapt mutually to each other
· to carry out this definition the PR industry uses 2 approaches:
· independent PR industries whose sole job is to provide clients with PR services
· most companies, which may hire these independent firms, maintain their own PR staffs to tasks like writing press releases, managing media requests, staging special events, dealing with internal and external publics
· many large PR firms are owned by or affiliated with multinational communications holding companies (WPP, Omnicom)
· most independent PR firms are smaller and operated locally or regionally
· exception: largest independent PR firm Edelman
· most PR work is done in-house at companies and organizations
· although large companies usually have external PR firms, those involved in manufacturing and service industries, have in house PR department  too
Performing Public Relations

· PR pays special attention to the needs of it’s clients (politicians, businesses, organizations) and to the perspectives of it’s target audiences (consumers, public, shareholders, government)
· propaganda: communication strategy placed, either as advertising or publicity, to gain public support for a special issue, program or policy
· PR personnel (PR technicians and managers) produce employee newsletters, manage client trade shows/conferences, appear on news programs, organize damage control
· they formulate a message through research -> convey the message through various channels -> sustain public support through community and consumer relations -> maintain client interest through government relations
· research: formulating the message
· makes use of mail, telephone, and internet surveys and focus group interview to figure out an audience’s perception of an issue, policy, or image
· helps PR firms focus on the campaign message
· key to if a PR company succeeds or fails
· conveying the message (distributing the message)
· press releases: announcements written in the style of reports that give new information about an individual, company, or an organization and pitch a story idea to the news media
· PR agents hope their client information will be picked up by the news media and transformed into a news report
· the more closely a press release resembles actual news copy, the more likely it is to be used
· video news releases: 30-90 second visual press releases designed to mimic the style of a broadcast news report
· large TV news stations don’t usually broadcast VNRs but news stations in smaller TV markets do
· public service announcement: 15-60 second audio or video report that promote government programs, educational projects, or social reform
· broadcasters are encouraged to carry free PSAs
· usually run between 12:00am-6:00am
· internet is essential for transmitting PR messages
· media relations
· promote a client or an organization by securing publicity or favorable coverage in the news media
· perform damage or crisis control when there is negative publicity
· recommend advertising to their clients when it seems appropriate
· cultivate associations with editors, reporters, writers and broadcast news directions to ensure that the press releases are favorable received
· special events and pseudo-events
· coordinating special events to raise the profile of corporate, organizational, or government clients
· ex. Milwaukee food/music festival (sponsoring gives favorable publicity)
· usual special events publicity is a corporate sponsor aligning with a cause or an organization that has a positive image to the public
· pseudo - event: circumstance created for the sole purpose of gaining coverage in the media
· usually press conferences, Tv and radio talk appearances, or any other staged activity aimed at getting media attention
· usually politicians will schedule their press conferences during 5-6pm because they know that’s when most people watch the news
· community and consumer relations
· sustain goodwill between an agency’s clients and the public
· public is 2 categories: consumers and communities
· PR firms encourage companies to participate in community activities to gain the favor of the community
· routinely advise clients that satisfied customers mean repeat business and new business from word-of-mouth
· government relations and lobbying
· it’s important to maintain connections with government agencies that have some say in how companies operate in particular areas
· PR firms and PR divisions make sure that government relations aren’t burdening or reduce their control over their business
· lobbying: process of attempting to influence lawmakers to support and vote for an organization or industry’s best interests
· can lead to ethical problems (bribes)
· astroturf lobbying: phony grass-root public affairs campaigns engineered by public relations firms
· getting massive phone banks and computerized mail lists to drum of support and create the impression that tons of people back their clients side of an issue
· PR doesn’t always work for the interests of the corporations they also work for other clients like consumer groups, labour unions, and even foreign governments 
Case Study: Video News Releases

- Medialink pioneered the idea of VNRS in 1986

· sometimes VNRS aren’t labeled as company-sponsored materials so local TV stations treat them as real news
· people use VNR’s because the news has so much credibility
· many petitions have been made to stop government VNRS
· VNRS are a pressing problem for local markets
· local news directions get their video from larger news services, and these larger services are sometimes paid to use VNRs, thus the local news take these videos not knowing it is a VNR
Case Study: What Does it Mean to be Green?

· PR are working for clients to promote environmentally sustainable practices
· corporations are integrating environmental claims into their marketing and public relations
· green marketing extends into every part of business and industry: product packaging, building and textiles, renewable energy certificates, labor conditions and fair trade
· green PR requires a public outlook
Public Relations During a Crisis

· PR helps a corporation handle a public crisis/tragedy (especially if the public assumes that the company is at fault)
· in 1989 Exxon spilled 11million gallons of oil into the Prince William Sound contaminating Alaskan coastline and killing tons of animals
· they were slow to react and slower to accept responsibility
· they were slow to send chief officers to the site
· they gave $2billion to clean their image and the spill but it wasn’t successful
· 1982 tragedy where 7 people died after someone tampered with several bottles of Tylenol pain-relief capsules and laced them with poison
· company had an immediate recall of the capsules nationally costing $100million
· PR tracked public opinion nightly through telephone/surveys to debrief the news media
· emergency phone lines were set up to take calls from consumers and health care providers 
· re-introduced the product with tamper resistant bottles
· tylenol recaptured it’s dominant share of the market
Tensions Between Public Relations and the Press

· one of the most mutually dependent and antagonist relationships in all of mass media
· much is directed at public relations from journalism
· some view PR emerged and distorted the facts they worked hard to put together
· reports made the term ‘flack’ to refer to a PR agent
· symbolizes for journalists the barrier PR agents put between their clients and the press
· many editors admit that more then half their stories each day originate from PR people
Elements of Professional Fiction

- PR needs journalists for publicity, journalism needs PR for story ideas and access

· the news media has become more dependent on public relations 
· PR firms often raid the ranks of reporting for new talent
· PR always seeks good writers who are well connected to sources and savvy about the news business
- PR makes a journalists job easier because they supply what journalists used to gather themselves

· undermining facts and blocking access
· journalists biggest criticism of PR: it works to counter the truths reporters seek to bring to the public
· PR demonstrate that ‘facts’ can be spun and understood in a number of different ways
· it becomes much more difficult for a journalist to provide accurate information
· journalists believe PR professionals block off access to key business leaders, politicians and other newsworthy people
· also argue that PR agents are able to manipulate reporters by giving exclusives to journalists who are likely to put their story in a favorable light
· promoting publicity and business as news
· PR agents help companies ‘promote as news what otherwise would have been purchased in advertising’
· this type of PR is taking media space away from those who don’t have the money to become visible in the public eye
· PR firms with lots of resources get more client coverage fro, the news media then lesser-known firms
Lecture 5: Magazines
Introduction

· magazines have played a key role in our social and cultural lives
· America’s earliest national mass medium (ahead of newspapers)
· in 19th century, they became an educational forum for women who were barred from higher education
· they reflect and construct portrait’s of American life
The Development of Modern American Magazines

· in 1870, 1200 magazines were produced in the US
· by 1980, 4500
· by 1905, more then 6000
· part of this growth was because of the Postal Act which gave magazines lower postage rates
· other reasons: mass production print, conveyor systems, assembly lines and faster presses
· as prices dropped the working class was finally able to purchase magazines
· magazines helped readers imagine themselves as part of nation rather than individuals with only local identities 
· as magazine circulation started, advertising revenue skyrocketed
· advertisers increasingly used national magazines to capture consumers’ attention and build a national marketplace
Social Reform and the Muckrakers

· to maintain sales, magazines had to change content
· magazines engaged in yellow journalism: crusading for social reform on behalf of the public good
· rise in magazine circulation coincided with rapid social changes in America
· while millions moved out of the country, tons of immigrants moved in (growing more complex)
· wrote about topics like corruption in big business and government, urban problems faced by immigrants, labor conflicts and race relations
· much of the new reporting style was critical of American institutions
· Roosevelt dubbed investigative reporters as ‘muckrakers’
· reforms stemming from muckraking journalism were a fair and progressive income tax and the direct election of US senators
Rise of General-Interest Magazines

· after the war and through 1950s , general- interest magazines were the most prominent
· general-interest magazines: offered occasional investigative articles but also covered a wide variety of topics aimed at a broad national audience (key aspect was photojournalism)
· photojournalism: use of photos to document the rhythms of daily life
· high quality photos gave magazines a visual advantage over radios
· saturday evening post
· Curtis bought the Post and made it into the the first widely popular general interest magazine
· his strategy to reinvent the magazine was to use popular fiction and romanticizing American virtues
· featured articles that celebrated the business boom of the 1920s
· first magazine to hit the 2million circulation mark
· reader’s digest
· most widely circulated general-interest magazine
· printed condensed versions of selected articles from other magazines
· it climbed because of inexpensive production costs, low prices and popular pocket-size format
· in 2009 it filed for bankruptcy
· Time
· a brand of interpretive journalism -> it gave reporter/researcher teams to cover stores while a rewrite editor would put them into an article with an interpretive point of view
· Life
· it advanced photojournalism
· life had a pass-along readership
· pass- along readership: the total number of people who come into contact with a single copy of a magazine, of more then 17million, rivaling the ratings of popular national radio programs
· the first editor built a staff of photojournalists
· today, life’s photographic archive is hosted online by google
The Fall of the General-Interest Magazine

· the decline began in the 1950s
· some critics blamed poor management, changing consumer tastes, rising postal costs, falling ad revenues and perhaps the television
· TV guide is born
· appeared in 1953
· took its cue from the pocket-sized readers digest and addressed the nation’s growing interest with television
· first issue sold 1.5million copies
· TV guide proved America’s new interest in specialized magazines and the growing sales power of the nation’s checkout lines
· in 2005 it became a full-size entertainment magazine
· saturday evening post, life and look expire
· popular general-interest magazines all folded when the television came out
· why did the fold?
· selling less then the production cost
· advertising on TV cost less then in magazines
· dramatic increase in postal rates
· magazines that survived tended to be women’s magazines
· people puts life back into magazines
· in 1974 Time. Inc launched People (first successful mass market magazine in decades)
· abundance of celebrity profiles and human-interest stories
· now ranks first in revenue from advertising and circulation sales
· generated most of it’s revenue from newsstand and supermarket sales
· took it’s cue from our cultures fascination with celebrities
· some people view it as a specialty magazine
Domination of Specialization

· trend towards specialty magazines coincided with radio’s move to specialized formats in the 1950s
· magazines traded their mass audience for smaller, discrete audiences that could be guaranteed to advertisers
· magazines are now divided by advertiser groups
· consumer magazines (carry a host of general consumer product ads)
· business or trade magazines (include ads for products and services with various occupational groups)
· farm magazines (contain ads for agricultural products and farming lifestyles)
· non-commercial magazines rely solely on subscription and newspaper sales and accept no advertising
Men’s and Women’s Magazines

· magazine competed with television by reaching niche audiences that weren’t being served by television
· Playboy was the first magazine to do this by undermining conventional values of pre world-war 2 and emphasizing ‘taboo’ subject matter
· playboys circulation peaked in the 1960s at more then 7 million
· newer men’s magazines shifted to focus on men’s health
· during the era of specialization, magazines focused on women even more
· magazines focused on cultivating the image of women as homemakers and consumers
· as the women’s movement advanced in the late 1960s and 1970s -> women’s magazines became more contemporary and sophisticated
· incorporated content relating to feminism, women’s sexuality, and career topics (previously geared towards men)
Sports, Entertainment and Leisure Magazines

· television age spawned a number of specialized entertainment, leisure and sports magazines
· magazine executives have developed multiple magazines for fans of soap operas, sports, quilting etc.
· in categories, magazines specialize targeting age/gender/ etc
· most popular sports and leisure magazine is sports illustrated
· most successful general sports magazine
· another popular magazine type are magazines devoted to music
· all time circulating winner was Rolling Stone
· national geographic in 1888 promoted ‘humanized geography’ and helped pioneer color photography
· first publication to publish undersea and aerial pictures
· considered one of the country’s best magazines for its reporting and photojournalism
Magazines for the Ages

· appealing to very young and to older readers, groups often ignored by mainstream television
· first children’s magazine appeared in new england in the late 1770s
· leading female teen magazines have shown substantial growth
· top magazine for 13-19 is seventeen
· targeting young men in their twenties -> maxim was created
· one of the fasted growing magazines of the 1990s
· in targeting audiences by age most dramatic success is from magazines targeted at readers over age50
· American Association of Retired Persons (AARP) has it’s own magazine
Elite Magazines

· elite magazines grew in popularity during the age of specialization
· characterized by their combination of literature, criticism, humor, and journalism and by their appeal to highly educated audiences
· ex. vanity fair and harper’s
· most widely circulated elite magazine is thew New Yorker
· by 2009, the magazines circulation rose to 1 million
Minority- Targeted Magazines

· existed since before the civil war
· major magazine publication from African Americans = Negro Digest
· with this money they started Ebony (picture text magazine like Life but for black people)
· Essence was the first magazine towards african american women
· The Advocate was the first magazine to address issues of gay and lesbians
· Out was a gay style magazine (advocate and Out are owned by Here Media)
· Spanish magazine network began producing spanish-language versions of mainstream American magazines
· national magazines target virtually every race, culture, and ethnicity
Supermarket Tabloids

· push the limits of both decency and credibility
· although they are published on newsprint, they are counted as magazines
· modern tabloid began with the founding of the National Enquirer
· by mid 1960s the circulation jumped to over 1 million through the publication of bizarre human-interest stories, gruesome murder details, violent accident accounts and malicious celebrity gossip
· it’s popularity inspired other tabloids like Globe and Star
· peak of tabloid magazines was in the 1980s
Online Magazines and Media Convergence

· the growth of online magazines
· the internet is the place where print magazines can extend their reach and other magazines can survive when their print version ends
· webzines: magazines that appear exclusively online
· Salon is the leading online magazine (competitor is Slate)
· new print titles often publish with brand-extending synergies
Organization and Economics of Magazines

· most magazines deal with the same basic functions: production, content, ads and sales
Magazine Departments and Duties

· small newsletter or magazine can begin cheaply via computer based desktop-publishing
· for larger operations, the work is divided into departments:
· editorial and production:
· lifeblood of the magazine
· produces its content (excluding advertisements)
· chain of command that starts with publisher and ends at editor and chief
· the subeditors oversee the editorial functions (photography, illustrations, reporting etc)
· magazines with small budgets rely on well-written unsolicited manuscripts to fill the pages
· most commercial magazines still operate several departments
· because magazines are printed weekly/bi-weekly etc. it is not economically practical for most magazine publishers to maintain expensive print facilities
· advertising and sales
· department secures clients, arranges promotions, and places ads
· consumer magazines are heavily reliant on advertising revenue
· the more successful the magazine, the more they can charge on advertisement space
· almost all magazines offer 25-50 % rate discounts to advertisers
· average magazine contains about 50% ad copy and 50% editorial material
· some contemporary magazines have decided to not carry ads and rely solely on subscriptions and newsstand sales instead
· the cozy relationship between some advertisers and magazines have led to a dramatic decline in investigative reporting (once central to popular magazines during muckraking era)
· regional editions: national magazines whose content is tailored to the interests of different geographic areas
· split-run editions: editorial content remains the same, but the magazine includes a few pages of ads purchased by local or regional companies
· demographic editions: editions of magazines targeted at particular groups of consumers 
· market researchers identify subscribers by occupation, class and zip code
· demographic editions guarantee advertisers a particular magazine audience 
· circulation and distribution
· monitors single-copy and subscription sales
· newsstand sales account for 12% and subscription sales account for 88%
· one tactic of the circulation department is to encourage consumers to renew well before their actual renewal date
· other strategy evergreen subscriptions: those that automatically renew on a credit card account unless subscribers request that the renewal be stopped
· controlled circulations: gives the magazine to readers at no-cost by targeting captive audience like airline passengers or association members
· financial support comes from advertising or corporate sponsorship
Major Magazine Chains

· commercial magazine industry resembles the cable television business
· even though 700-1000 new commercial magazine titles appear each year it is a struggle to survive in the competitive magazine marketplace
· Conde Nast owns: Vanity Fair, GQ and Vogue
· Time Warner owns: people and sports illustrated
· Rosdale Press owns: Prevention and Men’s Health
· a number of American magazines have carved out market niches worldwide
· readers digest, cosmo, newsweek and time all produce international editions in different languages
· most american magazines are local, regional, or specialized
· many major publishers accumulate additional revenue through custom publishing divisions, producing limited distribution publications sometimes called ‘megalogs’
· megalogs are often used to market goods or services to customers or employees
Alternative Voices

· at any given time there are 2000 alternative magazines in circulation
· alternative magazines have historically defined themselves in terms of politics (published by either the left or from the right)
· alternative magazines are anything ‘outside the mainstream’ 
· ranging from environmental magazines to alternative lifestyle magazines to punk-zines
· zines: term used to define self-published magazines
· sometimes alternative magazines become marginally mainstream
· they are the small magazines that generally cover diverse political, cultural, religious, international and environmental subject matter
· ex. Against the Current, Home Education Magazine, BadAzz Mofo
Magazines in a Democratic Society

· 700- 100 new magazines start up each year
· fewer then 200 will survive longer then a year
· magazines have played a role in transforming the US from a producer society to a consumer society
· since the 1950s, individual magazines haven’t had the powerful national voice they once had
· with so many specialized magazines appealing to different groups, magazines have a smaller role in creating a sense of national identity
· contemporary commercial magazines provide essential information about politics, society and culture thus helping shape how we think about ourselves as participants in democracy
· identify people as consumers first and citizens second
· some are completely dependent on advertising
· magazines had more freedom then other media to encourage and participate in democratic debate
· because magazines are distributed often they are less restricted to the deadline pressures experienced by newspaper publisher or radio/television broadcasters
Lecture 6: Books
Introduction

· michael hart created the e-book
· the first e-books (commercial e-books) didn’t catch on
· in 2007, Amazon created the Kindle
· sold books for less then 1/2 the price of hardcovers
· most popular e-book reading devices: iphone and ipad
· good is working to sell books
· in the 1950s and 1960s they though television would demise the e-book industry but that didn’t happen
· books are the oldest mass medium
· they’ve managed to maintain distinct cultural identity despite convergence with other media
· portability and compactness of books makes them the perfect medium
Birth of Publishing in the US 
· Stephen Daye and his son printed the first colonial book in the late 1630s
· by mid-1700s, all 13 colonies had printing shops
· by 1800s, the demand for books was growing
· to meet the demand the cost of books needed to be reduced
· dime novels: books sold for 5 or 10 cents
· pulp fiction: cheap, machine-made pulp paper that the books were written on
· printing process became quicker and more mechanized
Formation of Publishing Houses

· publishing became more competitive and more concerned with sales
· changes marked the emergence of the next wave of publishing houses as entrepreneurs recognized the market potential of books
· after WW2, the book publishing industry bounced back
Types of Books

· trade books
· hardbound and paperback aimed at general readers and sold at commercial retail outlets (bookstores)
· kinds: adult, juvenile, comics, and graphic novels
· manga book genre is within graphic novels
· graphic novels sales exceed comic sales
· harry potter series alone boosted the industry
· professional books
· target occupational groups and aren’t for the general consumer market
· capitalized on the growth of professional specialization
· niche market (as opposed to trade books)
· sold through mail order/internet/ sales reps
· textbooks
· have intent to improve literacy rates and public education
· divided into high school/college/vocational texts
· e-book textbooks cost less
· mass market publications
· sold not only in bookstores but also drug stores/supermarkets and airports
· often ‘blockbuster’ authors
· less revenue then trade books (because they are cheaper)
· instant books: books about a news media event (i.e. celebrity death or tragedy)
· religious books
· bible is the best selling book of all time
· popular during socially turbulent times
· record selling year in 2004
· reference books
· dictionaries/encyclopedias/thesauruses/ atlases/ legal casebooks etc
· first encyclopedia: encyclopedia brittanica 
· a lot of reference books have moved online
· university press books
· smallest book industry: non profit university press
· scholarly books for small groups in specialized areas
· lose money and are routinely subsidized by the university
Case Study: Comic Books

· graphic novels/ comics
· most popular comics: marvel and DC (control 70% of sales)
· became increasingly graphic to compete with other mass media (television)
· 1954: adopted acceptable code of conduct for publishers of comics
· comics began to be sold through direct sales -> selling  comics on a non-returnable basis
· expanded to more then just superheroes
· DC is owned by time-warner, marvel is owned by disney
· starting to be put into comic editions for sales at bookstores
Trends and Issues in Book Publishing

· publishers look at bestseller/blockbuster lists
· industry gets famous media figures to write bestsellers
· pay to have rights of popular movie/TV programs for audio or e-books
· issue: preserving older books
Influences of TV and Film

· through TV, books by or about celebrities sell millions of copies
· Oprah is one of the most influential forces in promoting books 
· she has an extremely successful book club
· many films get their ideas from books
Audiobooks

· ‘talking books’
· there are 400+ new audio books available every year
· popular for vision-impaired or people driving/exercising 
E-books

· digital books read on a computer through a website
· kindles and mobile phones are the leading e-book devices
· digital technology to print books on demand
Preserving and Digitizing Books

· began producing acid free paper for preservation
· projects have produced electronic copies of books through computer scanning (digitizing books)
· google library project in 2004: scans millions of books and makes them available online
· has faced many lawsuits for copyright
Censorship

· political censors banished ‘dangerous’ books that promoted radical ideas or challenge authority
· ALA makes list of most challenged books every year
· book challenge: formal complaint to have the book removed from a public or school’s library collection
Organization and Ownership of the Book Industry

· publisher may be from a large company or can be a one-person home office
· steady growth of book publishing is modest
Ownership Patterns

· dominating publishers by handful of major corporations
· Bertelsmann (german company) is the largest corporation in the world of english-language books
· owns Randomhouse (biggest publisher in the US)
· concern is the independent publishers and booksellers who are undercut in price by a large corporation and bookstore chains
· they tend to purse blockbuster/ best sellers
Structure of Book Publishing

· most publishing houses have independent printers to produce their books
· larger moses have many different departments
· publishers employ acquisition editors, developmental editors, copy editors, design managers
· at the same time, plans are underway to market and sell the book
· trade houses do ‘book dumps’ to display books in a bookstore in a bulk quantity
Selling Books

· independent sellers (ex. Costco) sell 20% of books
· bookstores
· 2 main chains: borders and barnes&noble
· account or 1/4 of all book sales
· sell about 200,000 titles
· now include ‘being spaces’ like coffee shops
· online bookstores
· amazon was called amazon so it would appear near the top of the list in search engines
· no other online bookstores can compete
· created by jeff bezos in 1995
· strengths: convenience, more variety, low prices, interactive nature
· strategy is to have marketing agreement with popular internet portals like msn or yahoo
· book clubs/ mail order
· entice new members with book deals (get 5 free books when you sign up)
· ‘book of the month club’ and literary guild
· book clubs serve as editors for their customers
· doubleday is the most active book club publisher
· mail order is primarily by trade, professional, or university press publishers
· sets are obtained only through the mail
Case Study: Video Games as Bait to Hook Readers

· pairing a video game with a novel for young readers brings the book to their world as opposed to opposite way
· challenge: how effective is it to use an overwhelmingly visual medium to connect young people to the written words
· suggest that video-games detract from the experience of being immersed in a book
· other argument is that students may learn more by playing an active role in a simulated world of a game then by simply reading a book
Alternative Voices

· alternative idea to make books freely available to everyone
· not a new idea
· to conglomerate publishing and chain book selling by trying to bring university presses, independent bookstores, and literary magazines all together
· e-publishing enables authors to sidestep traditional publishers
Books and the Future of Democracy

· books have played an important role in the spreading of democracy and in connecting us to new ideas beyond our local experiences
· without books, the idea of democracy would be hard to imagine
· books have helped end slavery (Uncle Tom’s Cabin)
· 60% of all avid/regular book readers are under the age of 40
· people seldom read serious books (prefer to read popular fiction or celebrity biographies)
· legacy of books: transcending borders to provide personal stories, world history, and general knowledge to all who can read
· for democracy to work well, we must read
Lecture 7: Television and Cable TV

Controlling Content 

· by the end of the 1950s, more then 90% of american households had at least one TV set
· program format changes affect sponsorship
· programs were often developed, produced and supported by a single sponsor
· in early 1950s, networks were unhappy with the control the sponsor had over program content
· the weekly costs from the networks became too much for the sponsors
· in 1952, David Sarnoff (head of CBS) appointed Pat Weaver (to president of NBC) 
· weaver diminished the role of advertisers in choosing TV content
· by increasing programs from 15min to 30min+ he raised the program costs for advertisers
· the magazine format and the TV spectacular
· introduction of the two new types of programs (magazine format and TV spectacular) helped networks gain control over content
· 1. magazine format
· featured multiple segments: news,talk,comedy, music similar to that of a magazine
· because the shows ran daily the costs were prohibitive to a single sponsor
· advertisers could pay for 30 or 60 second time slots
· ex. ‘The Today Show’ or ‘The Tonight Show’ on NBC
· 2. TV spectacular
· now called ‘ the television special’
· ex. the broadcasting of PeterPan or the final episode of NBC’s ‘Friends’
Quiz Show Scandals

· quiz show genre began in the mid 1950s
· started with the game show ‘$64,000 Question’ sponsored by Revlon in 1955
· rigging of the quiz shows
· quiz shows are cheap to produce (inexpensive sets and mainly non-actors and guests)
· to heighten drama or get rid of guests they didn’t find appealing, key contestants were rehearsed and given the answers 
· notorious rigging was on show ‘Twenty-One’
· Charles Van Doren, the shows most infamous contestant, admitted to cheating in a lawsuit
· after that big-money primetime game shows ended for 40 years until ‘Who Wants to be a Millionaire’ 
· a change in cultural attitudes
· huge impact of quiz show scandals 
· put an end to any role sponsors might have in creating the TV content
· the first dramatic indication that TV images could be manipulated
· it magnified the separation between the privileged few and the general public
· TV industry then received the metaphor of being a wasteland
· quiz shows were renamed game shows
· finally in 1999, game shows were put back into prime time TV slots
· ABC put in ‘Who Wants to be a Millionaire’ (top program in the nation in 1999-2000)
TV Information

· since the 1960s, broadcast journalism has topped print news
· NBC news
· NBC’s weekly ‘Meet the Press’ from 1947 is the oldest show on TV
· daily evening newscasts on NBC began in 1948
· first broadcast ‘Camel News Caravan’ anchored by John Cameron Swayze in 1949
· present anchor is Brian Williams
· CBS news
· CBS-TV news premiered in 1948 with Douglas Edwards
· in 1956, show became the first news show videotaped for rebroadcast on affiliate stations in central and western time zones
· affiliate stations: stations that contract with a network to carry its programs
· Walter Cronkite in 1968 traveled to Vietnam for coverage and declared on air that the US participation in the war was a mistake
· Katie Couric was the first female to serve as the featured solo anchor on a network evening news program
· average of around 5 million views per broadcast
· ABC news
· launched daily news show in 1953 anchored by John Daly
· ABC and NBC news tie for first place in ratings (between 6-7 million views each night)
· contemporary trends in news
· by the 1980s, network audiences began to decline
· there was competition from VCRs and cable (especially CNN)
· another challenge is the rise of internet news blogs and satirical fake news programs
· news delivery began to be seen less as a public service and more as a for-profit enterprise
· in 1968, 60 minutes premiered and started the ‘TV newsmagazine’
· format usually has 3 stories per episode
· alternates between ‘harder’ investigations and ‘softer’ features on celebrities 
· 60 minutes is the most profitable show in TV history
TV Entertainment: Comic Culture

· networks moved their entertainment divisions to LA in the mid 1950s
· only way to preserve a live broadcast without filming it like a movie was through kinescope
· kinescope: an inexpensive camera would record a live TV show off a studio monitor
· blurring comedic themes creates ‘dramedy’ (ex. Sex and the City)
· sketch comedy or ‘comedy skits’
· had singers, dancers, acrobats, or stand up comics
· more expensive to produce then 30 minute sitcoms
· with original skits and new sets every week the cost of producing was huge and the series faded
· ex. Saturday Night Live
· situation comedy or ‘sitcom’

· a reoccurring cast and each episode establishes a new situation, complicates it, then usually resolves it
· characters are usual static and predictable (they don’t develop much)
· ex. 30 rock
· domestic comedy
· characters and setting are most important
· features a personal problem or family problem that the characters have to solve
· emphasis on character development
· often take place at home, the workplace, or both
· ex. Everybody Loves Raymond or The Office
TV Entertainment: Dramatic Culture

· production of TV entertainment began in NYC so many of the actors came from NYC theater 
· young stage actors worked in television which influenced the growth of TV dramas
· anthology drama
· brought live dramatic theater to a television audience
· influenced by stage plays they offered ‘teleplays’ (scripts written for TV)
· some teleplays were later made into movies
· the genre ended for economic and political reasons 
· the commercials during the dramas were too contrasting
· the commercials were lively and upbeat
· the people in the commercials were to beautiful
Reality TV

· help networks deal with the high cost of programming
· non actors, cheap sets, inexpensive scripts 
· much cheaper to produce then sitcoms and dramas
· genre was inspired by cable TV show ‘The Real World’ (longest running show on MTV)
Decline of Networks

· network era: late 1950s - end of 1970s
· time when NBC, CBS, and ABC dictated almost every trend in prime-time programming
· in this time networks had over 95% of all prime-time TV viewing
· by 2005, this figure dropped below 45%
· television is credited for healing the nation after the assassination of Kennedy
· contributions to the decline of the network era:
· technological changes, government regulations, and development of new networks
New Technologies

· two major contributions to the decline in network dominance
· satellite 
· started in 1972 when Time Inc. founded HBO
· in 1976, Ted Turner beamed a signal from his independent station WTBS to a satellite for other cable systems and broadcast stations to access
· independent station: a station not affiliated with a network
· home video
· VCRS and videocassettes introduced by Sony in 1975-1976
· today, DVDS are threatened by internet downloading, HD dvds, and now blu-ray DVDS
· nearly 90% of american homes have VCR or DVD players for movie rentals or time shifting
· time shifting: when viewers record shows and watch them at a later time
· by 2009, 30% of american homes had DVRS
· DVRS give advertisers information about what is viewed in each household which alters the way TV ratings are made
Economics of Television

· in 1985, General Electric (GE) brought back NBC
· in 1995, Disney bought ABC for $19 billion
· in 1999, Viacom bought CBS for $37 billion
· in 2009, Comcast bought NBC from GE
· to understand TV business we need to examine the production, distribution, and syndication
Prime- Time Production

· networks and their film studios produce more then 85% of prime time fare
· production costs are 2 categories: below-the- line costs and above-the-line costs
· below the line costs: technical/hardware (equipment, special effects, camera crew, set and designers, electricians etc) about 40% of budget
· above the line costs: software/creative talent (actors, writers, producers, editors, directors) about 60% of budget
· many prime time shows are developed by independent production companies that are owned by major film studios
· deficit financing and the independents
· after a network agrees to carry a program it is kept on the air through deficit financing
· deficit financing: production company leases the show to a network for a license fee less then cost of production
· losses from deficit financing are erased by rerun syndication
· rerun syndication: when programs are in a network’s lineup for long enough to create enough seasons to be leased (syndicated) to hundreds of TV stations
· network cost-saving strategies
· many networks save money by producing programs in-house
· save on production fees and license fees
Prime-Time Distribution

· networks are the main distributors of prime-time TV programs to their affiliate stations
· networks pay a fee to an affiliate station to carry their program and the networks profit by selling advertising time
· TV networks don’t own their affiliated stations they sign contracts with them
· according to clearance rules: all affiliates are responsible for the content of their channels and must approve all network programming 
· there have been controversial instances where affiliates have rejected certain network programming
Syndications

· critical component of the distribution process
· every year, exec from thousands of TV and cable stations gather at the National Association of Television Program Executives (NAPTE)convention to buy or barter for programs that are up for syndication
· large role in programming for the hours outside of prime-time
· off network and first-run syndication
· often used during fringe-time
· fringe time: programming immediately before the evenings prime-time (early fringe) or following the networks late-night talk show (late fringe)
· syndicated shows are either off-network or first-run
· off- network
· older programs that no longer run during network prime time are made available for re-runs
· first- run 
· any program specifically produced for sale into syndication market
· ex. wheel of fortune, oprah winfrey show
· barter vs. cash deals
· cash deal
· the distributor offers a series for syndication to the highest bidder
· programs air on only one broadcast outlet per city
· in variation called cash plus: distributors keep some time to sell national commercial spots for successful syndicated shows so when the local stations receive the programs they already contain the national ads
· this keeps the cost down for local stations
· barter deal
· usually for new, untested, or older programs
· syndicator trades the program for part of the advertising revenue
· as programs become more successful, syndicators repackage and release the shows as cash plus deals
Cable Comes of Age

· by 1997, cable had a larger prime-time audience than broadcast networks offering the original series
· the cable channels capitalized on the networks taking the summer off to increase the number of new cable services
· revenue and audience is smaller than broadcasting networks
· when the broadcast audience fell apart in 1990s and 2000s the major networks began acquiring cable channels to capture some migrating viewers
Cable Targets Niche Audiences

· narrowcasting: providing specialized programming for diverse and fragmented groups
· narrowcasting helped cable cut broadcasting’s large mass audience
· provides access to specific target audiences (attracts advertisers and audiences)
· the audiences are small and specialized, so cable ads are a fraction of the cost of network ads
Case Study: Impact of Internet on Cable

· by the 1990s, more houses got cable and the government deregulated cable pricing so companies could charge what they wanted
· DBS services like DirecTV and DISH have been taking most of the cable’s market share
· top cable MSO’s have 3 different approaches to dealing with the problem
· 1. Cox Cable bundled cable TV, high-speed internet, and telephone service which has been copied by most other cable companies
· 2. Time Warner just got out of the cable business (though they still make some content for cable)
· 3. Comcast upgraded internet users from broadband to wideband (even higher-speed internet)
· problem is that viewers can watch free TV shows online
Basic Cable Services

· typical basic cable system: 100+ channel lineup of local signals, access channels, regional PBS stations, and other variety of services
· superstations: independent TV stations uplinked to a satellite
· cable channel negotiate a fee per subscriber per month = the fee consumers pay as part of their basic cable rate (between 25cents - $1)
· cable companies earn revenue through monthly subscriptions, local ad sales, pay-per-view, and premium movie channels
· in 1992, 87 cable networks were in business - > by 2009, more then 565 including cable and satellite
· digital cable: interactive on screen program guides with lots of additional premium, pay-per-view and music channels
· success rate of new cable channels is between 10-15%
· CNN’s (cable news network) window to the world
· premiered in 1980, was the first 24/7 cable TV news channel
· continuous coverage of breaking news events, more timely and unedited coverage
· is in more then 200 countries and more then 2billion people have access to it
· ‘I want my MTV”
· created in 1981 by Warner Communications and purchased in 1985 by Viacom
· MTV had control over music video distribution and exhibition:
· bought exclusive rights to music videos
· signed agreements with cable companies 
· in the early 1990s, it shifted from music video programming to creating original programming (the real world, the hills)
· in 1996, MTV launched MTV2 to play music videos the way that original MTV was 
· has been criticized for cultural impact, decline of civility 
· Nickelodeon is also owned by Viacom
Premium Cable Services

· premium channels: lure customers with the promise of no advertising, recent and classic Hollywood movies, and original movies and series
· charge cable companies between 4-6 per subscriber per month (major source of revenue for cable companies)
· the HBO (home box office) alternative
· oldest and most influential premium channel
· reaches 1/3 of the audience of a basic cable channel it is the dominant premium channel
· movie studios earn 15% of premium cable’s profits (film companies debut their movies on premium cable channels after the theaters) 
· in 1982, HBO formed new production house TriStar Pictures
· vertical integration: economic structure where a mass media industry controls 3 levels of business - production, distribution, and exhibition
· pay-per-view and video-on-demand
· pay-per-view: offers recently released movies or special one-time sporting events to subscribers
· video-on-demand: early 2000s, enabled subscribers to choose from hundreds of titles of movies and watch them able to pause, rewind and fast forward 
DBS: Cable Without Wires

· satellite dishes were set up in mid 1970s
· from free transmission to big business
· originally 7-10 feet long 
· began in the 1970s by rural residents, early at home satellite dishes, in areas that were too expensive for cable companies to wire
· in 1978, Japanese companies started the first DBS system in Florida
· by 1994, full scale DBS service was available
· there are two U.S based DBS companies: DirecTV and DISH Network
· pros and cons of DBS systems
· advantages: quality of DBS images, gives subscribers nationwide access to more professional sports leagues 
· disadvantages: originally didn’t have local broadcast signals, didn’t have the ability to bundle internet and telephone with their service, more costly 
Lecture 8: Popular Music

Development of Sound Recording

· sound recording devices were initially called ‘talking machines’ and later as phonographs
· first major media convergence was sound recording and radio industries
From Cylinders to Disks

· in the 1850s, french printer had the first experiment with sound recording
· his experiments made way for the development of sound recording
· in 1877, thomas edison was able to play back sound
· pressed sound waves onto tinfoil wrapped around a metal cylinder
· machine that played these cylinders it became known as the phonograph
· used first as an answering machine
- in 1886, Bell and Tainer then created the graphophone to play more durable wax cylinders

- Emile Berliner created the ‘gramophone’ to play records (brought sound recording to it’s mass medium stage)

- in the 1900s, record- playing phonographs were available for in home use

- in 1925, electronic playing record players were introduced

- in the 1940s, polyvinyl plastic records began being used instead

· in 1948, CBS introduced the long-playing record that could hold 20min of music on each side of the record
From Phonographs to CD’s

· in 1940s, magnetic audiotapes and tape players were invented
· made it possible for instrumentals/vocals to be recorded at one location and mixed at another studio
· by mid 1960s, mini audiotapes and portable cassette players were developed
· people could also copy their favorite records or songs from the radio onto the tape
· in 1958, stereo permitted the recording of 2 separate channels
· in 1970s, biggest recording advancement when Thomas Stockham made the first digital audio recording on computer equipment 
· analog recording: captures the fluctuations of sound waves and stores the signals in a record’s grooves or tape’s steam of magnetized particles
· digital recording: translates sound waves into on-off pulses and stores that info as a numerical code
· in 1983, CD’s hit the market and they doubled the sales of record albums
· ended up making records obsolete
From MP3s to the Future
- leading music format
· developed in 1992, enables digital recordings to be compressed into smaller more manageable files
· by 1999, Napster made music files available on the internet (some for sale, some for illegal free downloading)
· in 2001, following a lawsuit Napster (has since relaunched as a legal site)  was shut down
· illegal music sharing outpaces legal downloading by 20 to 1
Rocky Relationship between Records and Radio

· radio became competition because it provided free entertainment over the airwaves independent of the recording industry
· radio stations began broadcasting recorded music without compensating the music industry
· in 1914, American Society of Composers, Authors and Publishers (ASCAP) was founded to collect copyright fees for music publishers and writers
· only started to cooperate with each other when TV became popular in the early 1950s
· the alliance was aided hugely by rock and roll music
US Popular Music and Formation of Rock

· popular music: music that appeals either to a wide cross section of public or to sizable subdivisions within the larger public based on age, region, or ethnicity
· the word pop distinguishes the music from classical music
The Rise of Pop Music

· existed before the phonograph and radio in the late 19th century
· as sheet music developed, jazz music developed in New Orleans
· many early pop vocalists had their own network of regional radio programs
· in the 1940s, Frank Sinatra and other like pop vocalists helped stabilize the industry
Rock and Roll

· hit in the mid 1950s, it was a slang term for sex 
· first considered integrationist music because it combined the vocal and instrumental traditions of pop with rhythm and blues
· had the largest impact on different cultures and transformed the structure of sound recording and radio
· blues and R&B: foundation of rock and roll
· blues music, foundation of rock and roll, came to the north and was influenced by african americans
· the 1930s introduction of the electronic guitar gave southern blues and urban style
· this ‘blues-urban’ music became know as rhythm and blues (R&B)
· tracked R&B record sales on ‘race’ charts separate from ‘pop’ charts
· youth culture cements rock and roll’s place
· young people south escape from the world to cope with the threat of the atomic bomb in the Cold War
· they sought out music that they could dance to (the charleston, jitterbug, disco, hip-hop)
· racial integration expands rock and roll
· most significant factor of growth of rock and roll was the integration of black and white cultures
· historical events in the 1950s broke down the borders between black/white cultures 
· rock and roll burst in the midst of these social and political tensions
Rock Muddies the Waters

· in the 1950s, music industry’s race and pop charts blurred
· rock and roll music broke down racial borders but it blurred long-standing boundaries
· it exploded old distinctions between high and low cultures, masculinity and femininity, country and the city, the north and south, and sacred and secular
· high and low culture
· in 1956, Chuck Berry’s song merged rock and roll (considered low culture) with high culture
· rock and rollers challenge music decorum and the rules on how musicians should behave
· rock and roll’s live shows became the key ingredients in promoting record sales
· some high culture musicians have now adopted some of rock and roll’s ideas to boost record sales
· masculinity and femininity
· confused issues of sexual identity and orientation
· most sexually outrageous rock and roller performer was Little Richard (considered rock and rolls first drag queen)
· his blurring gender identity and sexual orientation paved the way for modern performers like elton john and marilyn manson
· the country and the city
· blurred borders between black urban rhythms and white country western music (sound was called rockabilly)
· music genre was a threat to long standing racial and class boundaries
· the north and the south
· combination of northern and southern influences
· key to record sales and spread of genre was to find a white man who sounded black (found elvis presley)
· the sacred and the secular
· blurred boundaries between religious and secular music (with some churches using rock and roll music)
· in the late 1950s, outrage against rock and roll music considered it ‘devil’s music’
Battles in Rock and Roll

· 2 important DJ’s used different methods to get rock and roll accepted by the masses
· Alan Freed, popularized the term rock and roll, played original R&B recordings from race charts on his program
· Dick Clark, played cover versions of black music by white artists 
· white cover music undermines black artists
· black R&B artists saw their songs being covered by white artists working for major labels (these covers outsold the originals) 
· 1958 marked the first time that a black artist (Ray Charles), covering a white artist’s song, had a no.1 pop hit
· payola scandals tarnish rock and roll
· payola: when record promoters pay DJ’s or radio programmers to play certain songs
· independent promoters used payola to get the songs played by the artists they represented
· payola scandals ended the career of DJ’s and undermined rock and roll’s credibility for a number of years
· law concerning payola in the Federal Communications Act charges $10,000/fine or half a year in jail but the problem still persists
· fears of corruption lead to censorship
· perception that it was a cause of juvenile delinquency
· in the late 1950s, the recording industry disciplined and censored some of the genre’s impulses
Changing Industry: Reformations

· in the 1960s, rock and roll music was tamer and ‘safer’ and began to branch out
· female groups began to emerge
· cultural reformations: development of soil and motown, political impact of folk-rock, experimenting with psychedelic music, reassertion of black urban style into hip-hop
British Invasion

· origin of rock’s global impact began in england in the late 1950s
· in 1964, british performers (the beatles and the rolling stones) invaded american top 40 charts
· with the invasion, rock and roll music became ‘rock’ splitting up rock and roll and popular music
· success of the british groups changed the industry arrangement where most pop music was produced by songwriting teams 
· also showed the industry that american musical forms could be repackaged as rock and exported around the world
Soul Music

· transformed the rhythms and melodies of older R&B, pop and early rock and roll
· mixed gospel and blues with emotion and lyrics drawn from the american black experience
· most prominent independent label was motown (artists: temptations, marvin gaye)
Folk and Psychedelic

· folk inspires protest
· responded to the political happenings of the time, the sound of social activism
· folk music: songs performed by untrained musicians and passed down mainly through oral traditions
· considered a democratic and participatory musical form and inspires writers/ performers to be socially aware
· most influential: Bob Dylan
· he inspired the formation of folk-rock artists
· rock turns psychedelic
· more rock musicians experimented with and sang about drugs in rock’s psychedelic years
· named for the mind-altering effects of LSD and other drugs
· movement was overshadowed and a number of the artists died from drug overdoses 
Punk, Grunge, and Alternative

· rock became another product line for manufacturers to promote, package and sell
· punk revives rock’s rebelliousness
· punk rock rose in the late 1970s and wanted to return to the basics of rock and roll
· premise was ‘do it yourself’ (anyone would make music)
· condemned the mainstream music industry, shunned by the US radio
· introduced all-women bands into mainstream
· grunge and alternative reinterpret rock
· traced to the 1980s, took the spirit of punk and updated it
· more commercially successful then punk
· considered a subgroup of alternative rock
· presently, alternative music is more alternative (and less commercial) then ever
Business of Sound Recording

· the business needs artists who are provocative, original and appealing to the public 
· the artists need the expertise of the industry’s marketers, promoters and producers to reach the public
· factors that effect the business: enormity of major labels, complexities of making, selling and profiting from music
Music Labels Influence the Industry

· the US and global music business constitute a powerful oligopoly
· oligopoly: business situation where a few firms control most of an industry’s production and distribution resources
· gives these firms huge influence over what types of music gain worldwide distribution and become popular
· fewer major labels control more music
· major labels began swallowing up the independent labels and then buying each other
· today, only 4 major music corps remain (sony, universal, EMI, and warner music)
· together control more then 85% of the recording industry market in the U.S
· the indies spot the trends
· indies (independent production houses) record less commercially viable music that they hope will become commercially viable
· produce between 11-15% of america’s music
· major labels look to buy independent labels that have successfully developed artists
Making, Selling, and Profiting from Music

· making the music (signing, developing, and recording the artist)
· labels are driven by A&R agents that look for artists who they think will sell
· recording session involves the artist, producer, session engineer and audio techs
· most records are recorded part by part using separate microphones and recorded onto separate audio tracks that are edited and mixed
· selling the music (selling, distributing, advertising, promoting the music)
· direct-retail outlets, general retail outlets, music clubs
· internet has become a major retailer in 2 ways: online stores or digital downloading
· counterfeiting: illegal reissues of out-of-print recordings and unauthorized duplication of manufacturer recordings sold on the black market
· bootlegging: unauthorized videotaping or audiotaping of live performances sold illegally for profit
· online piracy: unauthorized online file sharing
· sharing the profits
· pricing of CDS depends on the music label and the retailer
· wholesale price represents the actual cost of producing and promoting the recording and the recording label’s profits
· new artists get 8-12% on the retail price, more established artists get 15%+
· sometimes possible that an artist will get almost nothing- even for a CD that is gold
· performance royalty: paid when the song is played on the radio, on TV, in a movie or public space
· collected and paid to the artists and publishers
· mechanical royalty: paid each time a recording of the song is sold
· split between the publisher and songwriter
· in digital download sales, record companies can retain more revenue
Alternative Voices: Indie and Internet

· independent record labels

· most of the original indies have collapsed or been bought by major labels
· require only a handful of people to operate
· depend on wholesale distributors to promote and sell their music (to keep costs down)
· major role as the industry’s risk takers because major labels are reluctant to invest in commercially unproven artists
· the internet, myspace, and alternative music
· indies use the internet as a low-cost distribution and promotional outlet for CD and merchandise sales
· unsigned artists and bands can now build online communities around their websites
· myspace (and similar social media websites) has the power to launch a new artist
Lecture 9: Movies

Introduction

· hollywood has become America’s storyteller
· movies tell communal stories, help people sort through experiences, and bring people together
· encourage us to rethink contemporary ideas as the world evolves (in terms of race, class, spirituality, gender and sexuality)
Introduction of the Narrative

· narrative films: movies that tell stories
· to become a mass medium, movies had to offer what books had and engage the audiences imagination 
· first narrative films were produced by Frenchman Georges Melies in 1896
· first american filmmaker to adapt this style was Edwin Porter
· in 1902, he created America’s first narrative film ‘The Life of an American Fireman’
The Arrival of Nickelodeons

· nickelodeons: form of small, unconventional movie theater (often converted storefronts) 
· they showed silent films so they were popular with the many newly arriving immigrants
· required minimal investment: just a secondhand projector and a large white sheet
· from 1907-1909 the number of nickelodeons grew from 5,000 - 10,000
· craze stopped in 1910 when people began to create larger more lavish theaters
Rise of the Hollywood Studio System

· in 1908, thomas edison formed The Motion Picture Patents Company, called Trust
· hollywood became the film capital of the world
· independent producers in hollywood were far from the Trust headquarters in NJ and could easily slip over the border to Mexico to escape any legal prosecution for violating Trust’s patents
· Zukor developed other tactics for controlling the industry- by dominating the movies business at all 3 levels (oligopoly or vertical integration)
· production: everything involved in making a movie from a script, to actors, to fundraising and filming
· distribution: getting the film into theaters 
· exhibition: playing films in theaters 
Production

· Zukor decided that he could control movie production through exclusive contracts with actors (ex. Mary Pickford)
· by the 1920s, the studio system controlled creative talent in the industry
· actors, directors, editors, writers and others all worked under exclusive contracts for major studios
· there was one studio head (producers) 
· system was so efficient that each major studio was making a feature film each week
Distribution
· early attempt to control distribution in 1904 with film exchange system
· movie producers exchanged their short films for vaudeville ticket-gate receipts
· block booking: when a theater is forced to take other films to get the block-buster films that they want
· another strategy was marking american films in Europe
Exhibition

· Trust tried to control exhibition by controlling the flow of films to theatre owners
· if theaters wanted films they had to purchase a license from Trust
· after Trust collapsed in 1917, owning theaters was a way to control exhibition
· studios built movie palaces: full time single-screen movie theaters that provided a hospitable movie going environment
· Strand Theater was the first movie palace in 1914 in NYC
· offered the first mechanically air-cooled theaters
· mid-city movie theaters: theaters build in convenient locations near urban mass transit stations
· multiplexes: (new mid-city movie theaters) theaters with multiple screens 
· there are now a few powerful studios
· big five: paramount, MGM, warner brothers, 20th century fox, and RKO
· little three: columbia, universal, united artists
Development of Hollywood Style

· 3 features that give Hollywood movies their distinctiveness: the narrative, the genre, and the author
· hollywood dictates the style of most moviemaking worldwide
· hollywood narratives
· two basic components: the story (what happens and to who) and the discourse (how the story is told)
· recognizable character types, clear beginning middle and end, plot where the main character experiences and resolves a conflict by the end of the movie
· hollywood genres
· genre: category where similar characters, scenes, structures, and themes recur in combination
· grouping films in a genre is a way for the industry to achieve economic goals of product standardization and product differentiation 
· easier for a studio to promote a film that already falls into a certain category that viewers are familiar with
· horror genre has only had 1 oscar winning best picture ‘Silence of the Lambs’
· no music or horror movie rank in the top 50 highest-grossing films
· hollywood authors
· director is the main author of a film (sometimes called auteurs)
· successful directors develop a style that differentiates their narratives from others
· films from the new wave directors in the 1960s started a period called ‘the deification of the director’
· recognition for female directors in hollywood is rare (only 3 women have received academy award nominations for directing a feature film)
· groups that also struggle for recognition: african americans, native americans, and asian americans
Documentary Tradition

· roots in interest films and newsreels of the late 1890s
· early filmmakers made travelogues: recorded daily life in various communities around the world
· Robert Flaherty’s work inspired the term documentary in a 1926 film review by John Greirson
· required the backing of industry, government or philanthropy to cover the costs
· canada created NFB to sponsor documentaries (some other nations did the same)
· cinema verite: (french for ‘truth film) using portable cameras it allowed filmmakers to go where cameras couldn’t before and record fragments of everyday life
· rough, grainy look and handheld, shaky camera work
· documentaries tackle controversial or unpopular subject matter
Rise of Independent Films

· independent filmmakers operate on a small budget and show their movies on campuses and hundreds of small film festivals
· inexpensive, rely on real-life situations, stage actors and non actors, and local non-studio settings
· rise of independent film festivals in the 1990s (especially Sundance film festival) helps hollywood rediscover low-cost independent films
· major film studios recognize the indies as a venue for discovering new talent
· major studios either buy successful indie studios or they develop in-house indie divisions
Paramount Decision

· in 1948, the supreme court ruled against the film industry to end vertical integration and studios weren’t allowed to own theaters anymore
· never changed the oligopoly of the industry because it didn’t challenge control over distribution
· decision encouraged new drive in theaters and new indoor theater openings
· by producing the most popular films, major studios still influenced consumer demand and orchestrated where the movies were played
Moving to the Suburbs

· most dramatic drop in movie attendance was in the late 1940s post WorldWar 2
· income that went to movie tickets was now for consumer products (biggest product was a new house in the suburbs)
· people left the cities to buy affordable housing in suburban areas 
· more people were getting married younger
· change in social and economic status meant less movie going
Television Changes Hollywood

· to challenge TV, movies focused on subject matter that TV didn’t encourage (alcoholism, anti-semitism, mental illness, racism, and sexuality)
· in 1930, hollywood adopted the the Picture Production Code to restrict film depictions of violence, crime and drug use
· in 1967, after the code was ignored, the MPAA introduced the current ratings system
· film industry introduced technological improvements to gain leverage over TV viewers
· technicolor (drew people away from black-and-white TV)
· 3D movies (wore off quickly as a novelty)
· panavision (the present day wide screen standard)
Hollywood Adapts to Home Entertainment

·  most people prefer watching movies at home 
· 50% of domestic revenue for studios comes from the video/DVD rental and sales markets
· (only 20% is from the box office)
- the 1997 introduction of the DVD helped sales of home video market for a while as people began collections

· today, video is in transition from DVDS to internet video (this is where the future of video lies)
· services like Netflix or free providers like Hulu
Economics of the Movie Business

· since 1963, americans have purchased around $1 billion movie tickets a year
· domestic video rentals and sales produce more profit than the box- office
Production, Distribution, and Exhibition

· jaws and star wars were the first movies to gross more then $100 million in box office in 1 year
· to copy this success, major studios set in places economic strategies for future decades
· making money on movies today
· 80-90% of newly released movies don’t make money at the box office
· studios need at least one major hit to offset the losses from other films
· studios make money from 6 sources: box office revenue, DVD/video sales, cable and TV outlets, distributing in foreign markets, distributing work from independent producers, product placement in movies
· theater chains consolidate exhibition
· controlled by handful of theatre chains (7 leading companies) operate over 50% of US screens
· distributors do business with the chains that control the most screens
· strategy of leading theater chains in 1990s was to build more megaplexes
· megaplexes: theaters with 14 or more screens with concession services, luxurious screening rooms, stadium style seating, and digital sound
· by 2009,  movie business had grown to 38,990 indoor screens
· theaters began to screen non Hollywood products like sporting events, concerts, and TV show marathons
Major Studio Players

· commercial film business is ruled by 6 companies (the big 6): warner brothers, paramount, 20th century fox, universal, columbia pictures, and disney
· all except disney are owned by large paramount conglomerates
· account for more then 90% of revenue generated by commercial films
· movie industry expanded to TV programming, print media, home videos/DVDS, theme parks etc.
· synergy: promotion and sale of a product throughout the various subsidiaries of the media conglomerate 
· major studios have a vertical integration business strategy
Movies Adjust to the Digital Age

· biggest challenge the industry faces is the internet
· industry embraces the internet: apple sells movies, netflix, hulu
· mobile phone brands (like Nokia) are trying to market their phones to play short movies
· by 2008, over 5000 movie screens in US use digital projection 
· latest form of product differentiation: 3D movies
Alternative Voices: Independent Films

· digital video: shift from celluloid film that allows filmmakers to replace expensive and bulk film cameras with less expensive lightweight digital video cameras (allow seeing camera work instantly)
· low- cost digital video opens the creative process to a number of new artists (movies can be made so much cheaper) 
· digital cameras are the norm for independent films
· problem is that the digital format doesn’t last as long as celluloid film or the devices for it become obsolete
Popular Movies and Democracy

· consensus narratives: cultural products that become popular and provide shared cultural experiences, operate across different times and cultures
· they speak to central myths and values in an accessible language that can bridge global boundaries
· profitable action/adventure movies succeed because they appeal to a mass audience and can be easily translated into other languages
· rise of international media conglomerates makes it difficult to start public debate over movie diversity and america’s domination of the film industry
Lecture 10: Internet Technologies

Evolution of the Internet

· originated as an attack-proof military communications network in 1960s
· in 1990s, the internet became increasingly interactive and allowed 2 way communication
· by 2000s, it was a multimedia source for information and entertainment
· by 2009, 80% of american adults used the internet
Birth of the Internet

· original internet was called the ARPAnet (Advanced Research Projects Agency (and nicknamed the net)
· enabled military and academic researchers to communicate on a network system
·  users from multiple locations could log into a computer whenever, system used packet switching 
· packet switching: broke down messages into smaller pieces to make it easier for them to get through paths on networks and then reassembled them on the other end
· each computer hub in the internet has similar status and power (no one can outright own the system)
· e-mail was invented in 1971 by computer engineer Ray Tomlinson
· used the @ symbol to signify the location of the computer user
· bulletin boards: sights that listed information about particular topics like health issues, computer programs or employment
Net Widens

· early 1970s- late 1980s brought the net from development state to entrepreneurial stage
· microprocessors: mini circuits that could process and store signals (created in 1971)
· using microprocessors, manufacturers created the first PCs
· 1986, national science foundation developed high-speed communications network
· mid 1980s fiber-optic cable was used to transmit communications data
· replaced the older, copper wires and increased speed
Web 1.0: The World Begins to Browse

· first generation of the web
· first web browsers: mosaic and netscape in the 1990s
· HTML (HyperText Markup Language): code that creates web pages and links, a language that all computers can read so that different operating systems like windows and MAC can communicate
· in 1993, first window-based web browser mosaic was released
· in 1994, commercial web browser netscape was released 
· these enabled users to transmit pictures, sound and video
Commercial Structure of the Web

· commercial entities wanted to get business in 4 areas: internet service, web browsing, e-mail, and search engines
· internet service providers (ISP)
· top service provider was AOL connecting millions of home users to the web through dial-up
· broadband connection: quicker internet then telephone dial-up
· most internet connections are now all broadband
· web browsing
· first browser was the government-funded mosaic in 1993 
· in 1995, Microsoft released it’s own browser ‘Internet Explorer’ 
· most popular web browser
· AOL bought netscape and it’s the only minor brand of AOL
· e-mail
· most popular use of the internet
· major web corporations offer free e-mail to draw users to their sites
· directories and search engines
· directories rely on people to review web sites
· Yahoo was the first company to provide this service (formerly know as ‘Jerry and David’s Guide to the world Wide Web’)
· search engines: allow users to enter key words to locate related web pages
· in 1998, Google was released and now has 78% of searches in the US
Web 2.0: The Web Today

· second generation of the web
· hallmark of 2.0  is media convergence: technological merging of content in different mass media
· digital communication: enables all media content to be created in the same way (which allows for media convergence)
· in digital technology, a sound/image/text is converted into electronic signals represented by numbers that are reassembled to produce the reproduction of the sound/image/text
· has faster microprocessors, high-speed broadband networks and uses digital content
· become an interactive and collaborative web medium
Instant Messaging

· fastest growing feature since the late 1990s
· IM: enables users to send and receive real-time computer messages
· important development of web 2.0
· major IM services: AIM, MSN, Ichat, Skype, Fbook chat etc.
· very ‘sticky’ service (users keep opening the same advertising-strewn screen for hours)
Blogs

· popularized with the release of blogger in 1999
· blogs: sites that contain articles or posts in chronological, journal like form often with reader comments and links to other sits
· more then 12 million people have blogs, 39% of internet users read them
· new emergence is video blogs called vlogs
Wiki Web Sites

· enable anyone to edit and contribute to them
· most notable is Wikipedia (largest version is the English version that has more then 2million articles)
· some criticisms about the information being inaccurate and poorly written
Social Networking Sites

· enable users to create personal profiles, upload photos, create list of favorite things and post messages to friends
· in 2003, myspace was founded and includes music listings
· in 2004, facebook was created and in 2006 it expanded to people outside of universities 
· largest, fastest growing social network
Ownership on the Internet

· since the Telecommunications Act of 1996, most regional and long-distance phone companies have competed against each other for internet access business
· more to controlling the internet then being the service provider of it
· can dominate the internet through search engines, software, and advertising
Dividing up the Web

· by the end of Web 1.0, four companies were leading forces: yahoo, microsoft, AOL and google
· to stay relevant in web 2.0, these internet companies have transformed themselves
· AOL (formerly america online)
· bought Time Warner and became AOL time warner
· profitability dropped by 2002 and it was one of the largest financial losses in american history
· AOL was then dropped from the name
· AOL reinvented itself by dropping monthly membership making content free to everyone
· time warner split from AOL in 2009
· Microsoft
· US department of justice failed in efforts to break Microsoft into two independent companies in 2001
· operates the most popular browser (Internet Explorer), owns one of the leading free e-mail (Hotmail), popular IM service (MSN, and search engine (bing)
· Yahoo!
· established in 1994, second most popular search site
· offers e-mail, IM and shopping services
· Google
· established in 1998
· controls over 70% of the search market
· now includes shopping (Froogle), mapping (google maps), e-mail (g-mail), blogging (blogger), browsing (chrome), books (google books), and phones (t-mobile g1)
· now creates google apps
· recently bought YouTube
Advertising on the Internet

· in the early years, they were traditional display ads that weren’t very profitable
· by 1990s, web ads shifted to search engines
· appeared as sponsored links at the top/bottom/side of the screen
· every time the user clicks on a sponsored link the advertiser pays the search engine
· ads are now on social networking sites, e-mail, and IM (all activities where the user reveals something about themselves and their interests)
· for advertisers, the internet makes advertising easy to track, effective in reaching a niche audience, and inexpensive
· in 2007, tons of facebook users protested when the sit began tracking what members bought on affiliated sites
Alternative Voices

· 2 most prominent areas where alternative voices flourish: open-source software and digital archiving
· open- source software
· programmers openly shared program source codes and their ideas to upgrade and improve programs
· ex. Linux established in 1991 in Finland, renowned open source operating system
· digital archiving
· Internet Archive, established in1996, biggest digital preservation initiative
· ensures that people have universal access to everything thats digital: text, movies, audio, software
· archive has partnered with Open Content Alliance to digitize every book in the public domain
· non profit alternative to Googles ‘Google Book Search’ that began in 2004
Security: Challenge to Keep Personal Information Private

· when you use the internet you give away personal information, voluntarily or not
· government surveillance
· government agencies have been able to get information, web browser histories and online records of users who thought their online activities were private
· Patriot Act allow powers to law-enforcement agencies to intercept individuals online communications (including e-mail and browsing records)
· surveillance allows tracking all of the communications over an ISP that raises concerns about the privacy of thousands
· online fraud
· a lot of online robbery and identity theft
· computer hackers have the ability to infiltrate internet databases to obtain personal databases and steal credit card numbers from online retailers
· phishing: form of internet identity theft, involves phony e-mails that appear to be from official websites (like paypal, e-bay) asking users to update their credit card and personal info
· unethical data gathering
· e-commerce: buying and selling of products and services on the internet
· this personal information can be used for commercial purposes like targeted advertising
· commercial interests track cookies: information profile automatically collected and transferred between computer serves whenever users access web sites
· spyware: information can send pop-up ads to computer screens to collect personal or account information of users or to plant a malicious program on a computer
· in 1998, u.s FTC developed fair information practice principles to address the unauthorized collection of personal data
· consumers advocates want stronger regulations that require opt-in policies (require permission from consumers before the websites can collect information) or opt-out policies (automatically collect browsing history unless the consumer requests to opt-out)
Appropriateness: What Should be Online?

· most of the debate on what’s appropriate centers on sexually explicit images
· Children’s Online Internet Protection Act from 2003 requires schools and libraries that get federal funding for internet access to use software that filters out any inappropriate content
· other concern is website’s that have dangerous information (result of 9/11 and school shootings)
Access: Fight to Prevent Digital Divide

· digital divide: growing contrast between internet haves (those who can afford to buy computers and pay for the internet) and internet have-nots (those who couldn’t afford a computer or pay for the internet)
· 75% of US houses have the internet
· other digital divides are from age groups, high speed or low speed, and education
· ways to avoid the digital divide: make internet available in public libraries, communities to offer free or low-cost Wi-Fi, mobile phones
· internet has different tiers and classes of service (wealthy users can buy more privacy, specialty access, and capability)
The Internet and Democracy

· some say internet is the most democratic social network ever made
· biggest threat to the internet’s democratic potential is commercialization 
· mass customization: individual consumers are given the ability by media companies to customize a web page that allows the public to engage with and create media
· older media forms are using the internet to increase their access too and feedback from audiences
Lecture 11: News and Journalism

Introduction

- newspapers shape cultural trends, trigger public debates, provide advices and help readers make everyday choices

· in today’s digital age, newspapers are losing viewers and losing their advertising
· some news have introduced online newspapers
Evolution of American Newspapers

· earliest news was passed orally from tribe to tribe or family to family by community leaders 
· earliest news account was by Julius Caesar and posted in public space and buildings in Rome in 59 B.C.E
· development of the printing press in the 15th century accelerated society’s ability to send and receive information
Colonial Newspapers and the Partisan Press

· in North America the first newspaper was published on September 25, 1690 by Boston Printer Benjamin Harris
· first regularly published newspaper in american colonies as the boston-news letter published by John Campbell
· newspapers were of 2 general types: political or commercial
· partisan press: political papers that pushed the plan of the particular political group that subsidized the paper
· commercial papers: served business leaders who were interested in economic issues
· readership was primarily confined to educated or wealthy men who controlled local politics and commerce
· elizabeth tiffany as the first female american newspaper publisher
The Penny Press

· by late 1820s, average newspaper cost 60cents/copy and yearly subscriptions were $10-12
· the 1820s, industrial revolution, replaced the expensive paper with cheaper machine-made paper
· penny papers: cheapest kind of paper to print on 
· day and the new york sun
· in 1833, Benjamin Day founded The New York Sun (The Sun)
· price was one penny and it sold no subscriptions 
· initiated a wave if penny papers that favored human-interest stories
· human-interest stories: news accounts that focus on the daily trials and triumphs of the human condition (often features ordinary people that face extraordinary challenges)
· Bennet and the New York Morning Herald
· in 1835, Gordon Bennett created New York Morning Herald
· newspaper was free from political parities
· the newspaper had political essays and scandals, business stories, letters section, fashion, religious news etc.
· by 1860, the Herald was the world’s largest daily paper at the time
· changing economics and the founding of the associated press
· penny press shifted it’s economic base from political parties to advertising revenue
· the rise in revenues accelerated the growth of the newspaper industry
· in 1848, 6 new york newspapers formed the Associated Press (AP), the first major news wire service
· wire services: commercial organizations that relayed news stories and information around the country and world using telegraphs lines and later radio waves and digital transmissions
· news wire companies allowed news to travel quickly from coast to coast and set the stage for modern journalism
Age of Yellow Journalism

· in late 1800s, yellow journalism made profitable papers that carried human interest stories, big headlines, crime news, and a more readable copy
· forerunner of today’s tabloid papers, reality TV and celebrity- centered shows
· had 2 characteristics: overly dramatic stories about crime/celebrities/disasters and news reports that exposed corruption (provided roots for investigative journalism)
· phrase ‘yellow journalism’ is since associated with the cartoon strip
· Pulitzer and the New York World
· Joseph Pulitzer began career in early 1870s as part owner of the St.Louis Post
· in 1883, he bought the New York World for $346,000
· department stores became major advertisers during this period
· the World crusaded for improved urban housing, conditions for women and labor laws
· his left legacy started the graduate school of journalism at columbia in1912
· Hearst and The New York Journal
· hearst bought the new york journal
· the world newspapers biggest competition
· appealed to immigrant readers by using large headlines and bold layout designs
· to boost circulation it invented interviews, faked pictures and encouraged conflicts to result in a story
· he was unscrupulous
· by 1930s, his holdings included 40+ daily and sunday papers, 13 magazines, 8 radio stations and 2 film companies
· he operated the largest media business in the world of it’s day: News Corp
Competing Models of Print Journalism

· in late 1800s, newspapers pushed for greater circulation and newspaper reporting changed
· 2 types of journalism emerged: story-driven model (dramatized important events/favored by penny papers) and the just-the-facts model (favored by 6 cent papers)
Objectivity in Modern Journalism

· to satisfy all their clients and the wide range of political views, newspapers began to look more impartial
· ochs and the New York Times
· ideal pure informational news model was in the New York Times, created by Adolph Ochs in 1896
· invested $75,000 in the struggling Times and revamped it
· it offered a distinct difference from yellow press
· in 1898, the papers price was lowered to a penny (because he thought people bought papers for the price not story)
· in 1898-1899 the Times circulation rose by 50,000 and by 1921 it had daily circulation of 330,000 and 500,000 on sundays
· ‘just the facts, please’
· objective journalism: reports try to maintain a neutral attitude toward the issue or story they cover, they search out competing points of view from different sources of the story
· inverted- pyramid style: the reports begin with the most dramatic or newsworthy info
· objectivity became the guiding ideal for modern press
· the factual inverted-pyramid style is critiqued for making all news too similar and discouraging readers to read beyond the opening sentences
Interpretive Journalism

· by 1920s, after world war 1, there was the sense that the impartial approach to journalism was insufficient in explaining the complex national and global conditions
· the promise of interpretive journalism
· interpretive journalism: aims to explain key issues or events and place them in a broader historical or social  context
· by the 1920s, editor Walter Lippman said the press had 3 responsibilities: to make a current record, to make a running analysis of it, and to suggest plans
· american papers typically separate news analysis from ‘straight news’ so readers don’t confuse them
· the challenge of broadcast news
· broadcast journalist began taking their stories from papers which resulted in a battle between radio journalism and print news
· in 1933, the American Society of Newspaper Editors (ASNE) supported the idea of interpretive journalism
· in the 1950s, news analysis resurfaced on TV
Literary Forms of Journalism

· people began to suspect the privileges and power of traditional authority so journalism lost some of it’s credibility
· journalism as an art form
· literary journalism: ‘new journalism’, had fictional techniques like story-telling with details, settings, and character dialogue
· in the late 1930s and 1940s, literary journalism surfaced
· in 1960s, Tom Wolfe argued for mixing the content of reporting with the form of fiction of subjective reality to create ‘the novel’
· literary journalism influenced magazines and affected daily newspapers
· attack on journalist objectivity
· in the 1960s - critique that it had little ability to report anything beyond the bare and undeniable facts
· reporters responded by rethinking their framework and adopted new alternative techniques
· advocacy journalism: the reporter actively promotes a particular cause or point
· precision journalism: tries to make the news more scientifically accurate by using polls/surveys
· in the 1990s, precision journalism became increasingly important
Contemporary Journalism

· in 1980, columbus dispatch was the first paper to go online
· in 1982, the colorful USA today changed the look of major US dailies
· USA today colors the print landscape
· most widely circulated paper in the nation
· the first to use TV inspired color and designed boxes to look like TV
· in 1992, Katz wrote in the Rolling Stones that the most prominent daily papers were challenged by news from talk shows and TV
· online journalism redefines news
· rather then reading a newspaper, readers will log in online (this forces traditional newspaper roles to change)
· ex. obama’s reverend Wright episode illustrates how a small story on the internet can have huge dimensions, picking up on cable and network news and newspapers
Categorizing News

· several kinds of papers
· national newspapers (wall street journal, new york times)
· metropolitan dailies 
· weekly newspapers (serve smaller communities)
Consensus vs. Conflict

· consensus-oriented journalism: carries articles on local schools, social events, town gatherings etc.
· have a small advertising base (usually funded by local advertisers)
· foster a sense of community in a town
· conflict-oriented journalism: defined primarily as events, issues or experiences that deviate from social norm
· these journalists maintain a relationship with local politicians or public officials
· the journalists often turn topics into 2 dimensional stories where one idea is against another (allows the reporter to take the position of detached observer)
Newspapers Go Digital

· in 2009, there were more then 1500 north american daily papers online 
· saves cost on paper (paper accounts for over 25% of costs)
· newspapers can post stories they weren’t able to in print edition and run them longer because of unlimited space
· online newspapers are a dynamic resource (offer links, audio, and video files)
· online ads only accounted for 10% of newspaper’s advertising in 2008
· in 2009 alone, print ad revenue fell from 25-35%
· over 400 daily newspapers merged with Yahoo! to jumpstart increase online paper revenue 
Alternative Voices: 

· online newsroom and traditional newsroom led to citizen journalism (or citizen media, community journalism)
· citizen journalism: activist amateurs and concerned citizens who use the internet and blogs to disseminate news and information, grassroots movement
· these sites use free software and target communities that get little media attention
What is News?

- journalists don’t like to be called storytellers but rather ‘information-gatherers’

· news: the process of gathering information and making narrative reports (that are edited) that offer selected frames of reference
· in these frames: news helps the public make sense of prominent people. important events, political issues, cultural trends and unusual happenings in everyday life
· characteristics of news
· newsworthiness: information most worthy of becoming a news story
· criteria for newsworthiness: timeliness, proximity, conflict, prominence, human interest, consequence, usefulness, novelty, and deviance
· most issues and events that journalists cover are timely or new
· most new stories have a conflict (key ingredient to narrative writing)
· news media reports stories that feature prominent or influential people (because readers identify more closely with a person than an issue)
· human-interest story: extraordinary events that happen to ordinary people
Relying on Experts

· reporters must seek outside authorities to give credibility to their reports
· what daily reporters know is a result of who they know
· reporters use experts to create a narrative conflict by putting in quotes that contrast each other or by using experts to support a particular position
· use of experts allows the reporters to distance themselves from daily experience
· to use the experts, the journalists have to make direct contact with them (by phone, e-mail, or in person)
· expert sources have predominantly been male white
· in 1990s, journalists were criticized for blurring the line between being neutral and being an expert
· some editors encourage their reporters to go on shows (like talk shows or online interviews) for marketing reasons 
Balancing Story Conflict

· for journalists balance: presenting all sides of an issue without appearing to favor any one position
· time and space constraints don’t allow for presenting all sides
· many journalists end up taking a moderate position that is distant and ‘third person’
· sometimes they can choose quotes to balance a story or enhance the drama
· balance claim is in the financial interest of the modern news organizations
Differences between Print and TV News

· broadcast news is driven by technology
· print news cuts stories to have room around ads, TV news has time to fits stories between commercials
· print journalists are expected to be detached, TV news journalists wants live on the spot recording with trust in the anchors and reporters
· cynical slogan in the TV news industry “if it bleeds, it leads”
· sound bitten
· sound bite is the TV equivalent to a quote in print news
· sound bite: part of a broadcast news report where an expert, celebrity, victim or person response to some aspect of an issue or event
· to create more time, sound bites are sometimes cut and edited
· sound bites allow for dramatic tension and they replicate or create conflict
· pretty-face and happy-talk culture
· there is a history of anchors being fired for being ‘too old’ or ‘too overweight’
· created the stereotype of physically attractive news anchors
· national news consultants (news doctors) decide what local reporters should comer (lots of crime) and how they should look and sound (young, attractive, pleasant, no accent)
· happy talk: the ad-libbed or scripted banter that goes on between news anchors, reporters, sports reporters, meteorologists etc. after their report
The Internet Enhances and Changes Journalism

· print and TV news can both continually update breaking news stories online
· news reporters are required to provide video or audio for their stories
· allows viewers or readers to see full interviews and not just print quotes or sound bites
· problems with online journalism
·  print reporters can do e-mail interviews which gives the interviewee a chance to control and shape their answers
· enormous resources of the internet so they have to be careful not to copy ideas or quotes
Power of Visual Language

· visual language of TV news and internet captures events more powerfully then words
· enduring TV images become imbedded in the memory of americans (ex. kennedy assassination and space shuttle disaster)
· 24/7 cable and internet sites play endless news reels from important events
· endless loop of Obama’s pastor giving provocative sermons forced Obama to respond
Alternative Models: Fake News

· in response to polish gangs that were robbing and assaulting western european terrorists:
· a small group of young reporters argued that the best way to cover the story was to describe the new crime wave and relay the facts to readers in a neutral manner
· another older group felt the paper should take an advocacy stance and condemn the criminals through interpretive columns on the front page (the won the debate)
· 2 competing models that have influenced journalism since early 1900s: informational model and partisan model
· informational model: ‘modern model’, emphasizes events and issues from a seemingly neutral view
· partisan model: ‘european model’ stresses analyzing occurrences from a point of view
· in most american news, informational model dominates the front page
· partisan model is more for the editorial pages

