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How do we see the water?



What roles do the media play?

· A political, economic and personal role

· Political: the public sphere: the idea that we have both public and private lives and in our public life we try to persuade others the way we think.
Media provide information for public life
People in power (companies, governments) try to influence the media to influence politics
Citizens try to gain information (through freedom of information mechanisms) about their government

· Economic: ideology of capitalism (buy, buy, buy)
Logic of capitalism (grow, grow, grow)
Result: globalized information society 

· Personal: identity through face-to-face interactions (interactions with people in life)
Identity through mediated interactions (interactions with TV, film, radio)
Even our face-to-face interactions are now mediated 


· What do different technologies allow us to experience?

· Epistemology: how do we know what we know?
· McLuhan: “How do different technologies extend our senses?”

· Time-binding media: stories past down, stone monuments
Link people through ages

· Space-binding media: link people across long distances (Skype brings people together through space)
Paper, broadcast, internet

· McLuhan’s extension of man: push a button and it’s yours, everywhere is your own neighborhood, world is becoming smaller, a global village, “tribal”: points in direction of tribal men and away from individual man, getting away from individualism

· Oral society: “In an oral society, knowledge is invested in the community and preserved by certain members of society”

· Literate society: “Writing has favored the development of a particular way of understanding the world, a logical, linear, sequential, and conceptual thinking”
Rise of vernacular print languages>rise of the idea of the “nation”

· Electronic society: end of geography, literacy, return of storytelling but on TV


· How can we explain our mediated experience of the world?

· What is theory? Any rigorous attempt to explain our experience of the world (and, more specifically, the media)
· What is the nature of meaning? Signs evoke actually, specific objects (referential meaning), signs evoke categories of objects (denotative meaning), signs evoke associations about objects or categories (connotative meaning)
· “All About That Bass” 
Denotative: being comfortable in your body
Connotation: contrary message, lyrics versus the video
· Selected theories of media:
Semiotics: study of science, how meaning functions
Mass society thesis: during industrial revolution shift in societies
Marxism: class struggle, in order to consume something, someone has to produce it 
Critical political economy: the media are owned by few people, therefore there is less variety of ideas

How did we get here?



Print and the development capitalism
· Renaissance: movable type in 1439, printing press in 1500 
· Print becomes a commodity, people start to develop a national identity, citizens see debate about the government as a right and responsibility 
· Colonial era: 

· Industrial revolution: break down tasks into smaller units and automate
· Impact: household income increases, printing becomes mass medium, post office creates cheap second-class mail rates, magazines and newspapers create national audience


· Canada and the railroad

· What makes Canada: vastness of the country, small population, proximity to the USA, regionalism 
· First National Policy, 1879: introduced by PM John A. Macdonald to build transcontinental railway, impose tariff on U.S. goods, entice immigrants to the Prairies 
· Railroad would bind the new country together (national broadcasting would later do the same thing)


What is television technology?

· Technological definition of broadcasting: sending out sound/image, by means of radio waves, through space, for reception by the general public

· For cable: it sends out sound/image but does not do the rest

· For internet: it sends out sound/image but only sometimes does the rest

· Precedent technologies: electricity, telegraphy, photography, moving pictures

· Historical context: 19th century: industrial revolution and the massification of society
Early 20th century: massive immigration to North America and increasing urbanization 

· Social consequences: degradation of city life, greater exposure to “foreign ideas, social instability in countries (U.S. and Canada) with tenuous sense of themselves 
· USA, what to do? Progressives: trust experts, destruct “masses”
work to integrate “foreigners”
emphasize technology and communication

· Canada, what to do? encourage specific idea of Canadian identity negotiate relationship with Britain
guard against influence of United States 
· Historical context: media: 1830s: penny press
late 19th century: film
early 20th century: vaudeville 
· Early radio: 1901: Marconi receives first trans-Atlantic broadcast 1900s and 10s: radio waves open to everyone
1912: sinking of Titanic blamed on radio amateurs 
· Canada Wireless Telegraph Act, 1905: requires radio operators to get a license from the Minister of the Department of Fisheries. 
· US Radio Act of 1912: for the first time, Congress regulates broadcasting, gives preference to military and business
Broadcasting is taken out of hands of average user 
· Emergence of TV: 1939: early demonstration at NY World’s Fair Second World War: work interrupted 
1947–1951: sale of TV sets in U.S. increases 500% 
· “Mobile privatization”: Mobility: suburbanization and “American Dream” people live farther from family, place of work 
· Privatization: increasingly independent households but still need outside contact 
· What needs did inventors want to address? military & business interests, social integration, control 

· One-way vs. two-way communication: forces of “mobile privatization” centralization of services, patterns 

· Distribution before production, potential to become two-way decentralized medium final form as one-way centralized medium 
How do our ideas about technology shape our ideas about:

Broadcasting models (commercial vs. public service)

Relationship between media content and identity


Commercial vs. Public Service Broadcasting 
· Two broadcasting models: differences
Public service broadcasting: focused on viewers and listeners as citizens, if you treat people as citizens then you are giving them the information they need to vote, etc.
Commercial broadcasting: focused on treating people as consumers, that are going to buy products

· Two broadcasting models: similarities
Both defy strict definition and have been implemented differently in different countries
Both evolve, and they have grown more similar over time
Supporters of both invoke the “public interest”

· Public service broadcasting: nation-building project: inform the public and give audience members shared experience

Commercial broadcasting: emphasize free-market: let businesses build the infrastructure, not the government, let producers pay for access to the airwaves 


Early broadcasting history in the United States and Canada 
· 1905 (Canada) and 1912 (USA): early regulation
Took control of radio out of hands of amateurs, gave control to business and the military 

· 1919 (USA): RCA (Radio Corporation of America) 
Government-sponsored monopoly created by Congress
Further consolidates power of business and the military

· 1919 (Canada): Patents 
When the U.S. Congress created RCA, it divided patents among the corporation’s members, patents in Canada were split the same way, U.S. parent companies controlled Canadian subsidiaries
· 1920 (USA): KDKA-Pittsburgh
First commercial station, revenue comes from sale of receivers, purpose of programming: sell receivers

· 1922 (USA): WEAF-New York
Run by AT&T and Western Electric (subsidiary companies of RCA)
Revenue came from “toll broadcasting” in the “phone booth of the air” 

· 1926 (USA): NBC (National Broadcasting Corporation)
AT&T (part of RCA) sets up “proto-network”
RCA launches broadcasting subsidiary: National Broadcasting Corporation

· 1927 (USA): Radio Act
Establishes the Federal Radio Commission (FRC) to issue licenses and assign frequencies
Establishes the PICON (public interest, convenience or necessity) standard

· 1928 (USA): CBS (Columbia Broadcasting System)
Bill Paley buys a failed network, changes its economic model, and creates a new network to compete with NBC

· 1928 (Canada): Aird Commission
Parliament creates a commission, chaired by John Aird, to determine the best course for Canada to take in broadcasting
· 1929 (Canada): CKAC-Montreal
First CBS affiliate in Canada
· 1929 (Canada): Aird Report
Aird Commission recommends: creation of public service system, to be controlled by the provinces

· 1932 (Canada): Radio Broadcasting Act
Created the Canadian Radio Broadcasting Commission (CRBC)
A single, bilingual network
Like the Canadian Pacific Railway, it was supposed to bind the country together 

· 1934 (USA): Communications Act
FRC needed annual renewal, causing uncertainty for broadcasters (could not make long-term plans because of the annual renewal)
Communications Act: created Federal Communications Commission (FRC)
Continues precedents set by 1927 Radio Act 
· 1936 (Canada): Canadian Broadcasting Act
Creates to the Canadian Broadcasting Corporation (CBC) to replace the CRBC

Content and Identity

· Ideals of public service broadcasting (Scannell)
Serves as a “social cement”
Aids in the “formation of an informed and reasoned public opinion as an essential part of the political process” 
· Expansion of “the public” 
Through broadcasting: more people could participate in public events and more events were considered “public”

· Public taste
Radio (and later TV) should “give lead to” public taste, rather than pander to it (Scannell)
· Public broadcasting in Canada
But what if you can’t stop commercial signals from crossing the border? And what if Canadians like US shows more than Canadian ones? 
· Canada’s mixed system
In spite of Aird’s recommendations, Canada has always had a mixed (public and commercial) system 
CBC’s funding comes from Parliament (taxes, not fees) and advertising 
· CBC’s contradictory task
Be a public service broadcaster (and reach all audiences)
Be a national broadcaster (and integrate audiences)

· Question of identity
On one hand, Canadians prefer US shows
On the other, they hold fiercely to their Canadian identity, which comes from other sources, too 
· Recent challenges
Funding cuts (under Trudeau, Mulroney, Chrétien, Martin, and Harper) 
Commercialization of CBC TV and radio 
· Does CBC still have a distinct purpose?
Information is abundant (from Canada and the world)
Entertainment is abundant
Will the CBC contribute to this abundance by shifting distribution to online? 
Ownership structure

· Thee logic of the market is that producers will respond to consumers’ demands
· The market, according to many, is more efficient than governments 
· What form does the return on investment take? 
Public: non-monetary
Private: monetary 

Public Ownership and the market
· Market failure: when markets do not supply goods that benefit society but not necessarily individuals 
· Market externalities: “the costs and benefits of economic activity that are not accounted for by [...] the immediate economic transaction” (p. 251) 
· Market failure: Certain types of programming (e.g., news and information) are often unprofitable. 
· Market externalities: Public media improve audiences’ participation in civic life

Private ownership: audience commodity
· What is being bought and sold? We are.
· Media outlets sell our attention to advertisers. 

How to maximize profit?
· Vertical integration: ownership of production, distribution, and exhibition 
· Horizontal integration: ownership across media (film, TV, books, internet, etc.)
· Pursue synergies: cross-promote content across platforms


Structural deregulation

· Since the 1980s, the trend world-wide has been the loosening of ownership structures
· New digital technologies have allowed companies to compete across media industries
· Corporations have become increasingly transnational
· On one hand, there is the appearance of more choice and content (internet news)
· On the other, fewer companies control more of our media than ever before

Concentration of media ownership

· Do we have more choice, or only the appearance of more choice?
· What conflicts of interest do news organizations have when they cover their parent companies?
· Whose voices are privileged?
· Whose voices are left out?



Pre-Confederations jitters
· 1865: US Civil War end
· 1866: Introduction of “An act for the admission of the states of Nova Scotia, New Brunswick, Canada East, and Canada West, and for the organization of the territories of Selkirk, Saskatchewan, and Columbia” in U.S. Congress 
1867: Confederation

Trends
· Relationship to state: 
PAST: Interest of nation-state = interests of public 
PRESENT: Regional and multicultural interests are what define Canada 

· Commercialization:
PAST: Commercialization is a threat to quality programs 
PRESENT: The role of government is to give support Canadian cultural industries
· Americanization:
PAST: The U.S. poses a threat to Canadian culture 
PRESENT: Threat to Canadian culture comes from industries’ inability to compete 

Aird Commission: 

· Royal Commission on Radio Broadcasting, chaired by John Aird
Appointed in 1928, report published in 1929 
· Historical context: crowded airwaves, important questions of identity
· Philosophy: radio had a national reach - it could provide Canadians with a unified sense of identity 
The US industry reached into Canada - Americanization and commercialization were a threat 
Content: recommended: Eliminate commercial broadcasting
Create national public broadcaster
Entrust content to provincial radio directors 

Massey-Levesque Commission
· Royal Commission on National Development in the Arts, Letters and Sciences Chaired by Vincent Massey and Henri Levesque
Appointed in 1949, report published in 1951

· Historical context: Post war boom, beginning of TV, lingering questions of identity
· Philosophy: Culture is “a manifestation of civilization attained” - government should encourage cultural creation 
Technology can reach from sea to sea - it can protect against U.S. cultural imperialism 
Canada is a federal country - its arts contribute to a unified identity  
Content: television should follow radio’s model
Broadcasting is not an industry but “a public service directed and controlled in the public interest by a body responsible to Parliament”

Fowler Commission

· Royal Commission on Broadcasting, chaired by Robert Fowler
Appointed in 1955, report published in 1957 
· Historical context: Radio had been institutionalized
TV was well established (10% of Canadians had TV)
Quebec separatism was on the horizon
· Philosophy: Should Canada regulate broadcasting at all? Yes, because:
(1) Airwaves are scarce. 
(2) Broadcasting is too powerful for laissez-faire approach. 
(3) Commercial forces need restraint from outside. 
(4) State-regulated broadcasting is only guarantee of Canadian broadcasting
Content: reiterated value of public broadcasting
Advocated for more regional representation


Applebaum-Hebert Committee
· Federal Cultural Policy Review Committee, chaired by Louis Applebaum and Jacques Hébert Appointed in 1980, report published in 1981–1982 
· Historical context: immediately following the Québec Referendum 
Beginning of worldwide recession and trade liberalization  
· Philosophy: Americanization is not a threat - role of government should be to support Canadian cultural industries
Canadian broadcasting should reflect Canadian diversity 

· Recommendations: transform NFB into research and training centre Divest CBC of its production role 

How does Canada regulate each sector of its media industries?

· Recall: types of regulation 
Structural: Who owns what? How is content financed? 
Behavioural / content: How to encourage specific types of content? 
· Challenges: convergence: blurring of boundaries between formerly distinct media technologies and forms 
Trade liberalization and international agreements

CRTC

· Canadian Radio-television and Telecommunications Commission 
Enforces Telecommunications Act and Broadcasting Act
· CRTC and Telecommunications: convergence, market regulation, spectrum allocation, network neutrality
· CRTC and Broadcasting: CRTC’s definition: audio-visual content distributed by broadcast, cable, satellite, internet, mobile devices 
Broadcasting Act, 1991 regulates industry structure and content 

Canadian content: system to sustain Canadian cultural industries
What matters is who produces material, content can be anything

Multiculturalism

· Little Mosque helped the CBC fulfill is regional and multicultural mandates 
But neither its creator nor its producers thought about the mandates 
Nor did the CBC’s head of English comedy 
The Forms of Television 
· News: Print: mosaic layout 
Broadcast: linear layout 
· Fiction: formerly associated with British upper class film popularizes drama
TV popularizes it still more 

Genre: “The show you’ve already seen”

· Formerly associated with British upper class film popularizes drama
TV popularizes it still more 
· Programs sharing same conventions… Setting, stock characters, plotlines, emotional effect, social values
· And sharing same codes… Program length, visual style, set, camera set-up
Genre and TV industry

· Dual audience of television: viewers and advertisers
Relationship between them is indirect
Genre mediates between producers and audiences 
· Strategies to manage risk: Imitation: follow established conventions and codes
Innovation: deviate
· Devices for imitation/innovation: spin-off: character leaves one show to start Another clone: copies of program, possibly with twist 
Recombinant: combine elements of two shows or genres 

· Genre mixing: dramadies, news comedies
Music Video

· What are its precedents?
Why does it have its present form? 
What paths were not followed? 
· Distribution: 1950s-60s: Community Antenna Television
1975: satellite expands distribution capacity 
· Production: new economic model for basic cable
Two revenue sources: advertising and subscription fees
· Production (cable’s strategy): attract small audience but charge less for advertising
Target niche audience (based on demographics or interest) 
Deliver desired viewers more cheaply 

· Reception: viewers have more choices and begin to abandon broadcast TV

· Early cable US: 
Nickelodeon, 1979
ESPN, 1979
CNN, 1980 
Weather Channel, 1982 
· Early cable Canada: 
Weather Network, 1987
YTV, 1987

· Early cable: distribution capacities developed more quickly than production
Cable networks needed content 

· Music Television (MTV): begins 1981
Needs material, finds Laurie Anderson “O Superman”; released in 1981, #2 hit on UK charts

Michael Jackson’s “Beat It”

· In early 1980s, MTV: has narrow definition of “rock” (not R&B, not soul) 
Sees target audience as white suburban youth 
Frames “music video” through featured artists and VJ intros
· In 1983, Michael Jackson releases Thriller, which contains “Billie Jean,” “Beat It,” and “Thriller” at first, MTV refuses to play Jackson’s video 
· CBS Records applies pressure.
Artists like David Bowie apply pressure. 
· MTV accepts “Billie Jean,” then “Beat It,” then “Thriller” 
Circuit Model and Music Video

· Cause: distribution: expansion
Reception: voices raised by viewers, others 
· Effect: production: expanded definition of music video 
News: the ideal and the reality

· News and the public sphere: when we participate in the public sphere, we: 
-Talk about things of concern to all, not just to us
-Act and express ourselves freely
-Try to influence the State (government)
-Makes appeals to rationality rather than emotion 
· Objectivity and balance: people need to be well informed to be responsible actors in the public sphere 
Journalists should be objective, or at least provide balanced reporting 
Objectivity: journalists report “verifiable facts” rather than asserting “values and opinions” 
Balance: journalists report “both sides” of a story 
Critiques of objectivity and balance:
Objective: there is no such thing as perspective-free reporting 
Balance: there are often more than two sides
Reporting “both” sides leads to polarization
· The production of meaning: the camera always lies 
Positivism: We can know the world through observation 
Postmodernism: Our language and socialization distort our knowledge of the world
Critical realism: We can be reflexive about our perspective and get to know the world better
· Gate keeping: journalists might not tell us what to think, but they do tell us what to think about 
Framing: which events to include? How to depict them? What to emphasize or de-emphasize?
Factors that influence framing: language, sociopolitical culture, economics, laws and technological infrastructure 

News value: what is news worthy?

· Timeliness
· Impact
· Prominence
· Proximity
· Conflict

Dominant ideology: North American society

· Free enterprise
· Individualism
· Pragmatism and moderation
· Materialism and autonomy
· Western bias 


Canada: bilingualism or two solitudes? 
· Journalism in a bilingual country: traditions in English and French journalism in Canada 

· French and English news: two solitudes
Only 15–25% overlap in stories covered
In Quebec, strong focus on Quebec and Europe
In rest of Canada, strong focus on RoC and United States 
Quebec, radio developed slowly, but TV developed quickly 
In early years, Radio-Canada reporters were concerned about threat of federal intervention 
They came to privilege words over images 
In English Canada, radio developed more quickly than TV
In early years, CBC journalists were concerned with U.S. competitors
They came to privilege images over words 

· News translation: in moments of crisis, people ask, “Wouldn’t we get along better if we saw the same news?” 
But no translated news program has ever been produced 
· Why not? Lack of audience interest and power imbalance between Anglophone and Francophone journalists 
· Power imbalance:
Anglophone: less likely to be bilingual, more extensive network, more access to resources 
Francophone: more likely to be bilingual, less extensive network, less access to resources
Globalization
· Transnational and transcultural flow of media, technology, ideology, finance, and culture 

Space vs. Place
· Space: domain of movement of capital and people 
· Place: domain of history, identity, community 
· Governments compete for production and are successful when their cities look like someplace else 
· For movies and TV programs to circulate across borders, cultural specificity can be a liability
Film development corporations

· 1967: Canada launches Canadian Film Development Corporation 
· 1960s: Quebec begins its own corporation (first provincial corporation) 
· 1978: B.C. Film Commission begins as way to diversify B.C. economy 
· Provide tax breaks 
Coordinate production 


Vancouver: Space vs. Place

· Dominance of space: Most productions use Vancouver to stand in for some other place
· Very few films made in Vancouver tell Vancouver’s stories

B.C. In Canada: Historical 
· 1867: Confederation 
· 1871: British Columbia joins Canada on condition that Ottawa extend railway 
· B.C. holds to “contract theory of association”: 
Has sought to exert influence over its natural resources 
Has expected federal support for social programs, structural development 
Vancouver as a global city 
· 1986: World Exposition 
· 1986: Mulroney government introduces Immigrant Investor Program 
· 1980s–90s: wealthy residents of Hong Kong immigrate to Vancouver 
· 1997: Hong Kong passes from British to Chinese rule 
Wealthy immigrants from Hong Kong drive up real estate prices, displace long-time residents

Vancouver’s Stories

· Vancouver is oriented toward the Pacific and has a complicated history with central Canada
· As a node through which people and capital pass, Vancouver’s collective sense of history is in flux 
Contradictions of Canadian Production

· Federal and provincial governments can promote production in certain locales, but it is hard to promote specific content
In global cities, sense of place is tied to the global circulation of people and capital
Industry research: pre-production 
· Formative research: focus groups to obtain reactions to a show as it is made
· Summative research: measures effectiveness of a program. Includes ratings and qualitative research 
Ratings: When return-on-investment is monetary

· Ratings are the “currency” of TV industry
· They link TV’s dual audiences (viewers and advertisers)
· They provide network executives with decision- making tools

Definition: rating

· Percentage of total TV households watching a program
· For example: 100,000 households in market 
30,000 households watch X Company rating = 30,000 / 100,000 = 30% = 30 rating

Definition: share
· Percentage of homes using television (HUT) watching a program. 
· For example: 100,000 TV households in market 50,000 HUT
30,000 households watching X Company share = 30,000 / 50,000 = 60% = 60 share


Good size audience?

· Recently: CSI: Cyber, March 4 premiere: 2.6 million viewers 
· For CBC: Little Mosque on the Prairie, 2007 premiere: 2.1 million viewers 
· For CBC recently: Ascension and X Company: about 1 million viewers 
BBM Nielsen: English Canada

· Samples 3,000 of Canada’s 12 million households
· Uses people meters to measure:
-who’s watching
-what
-for how long. 
· Provides overnight, weekly, and monthly data
BBM Nielsen: Québec

· Samples 800 people (400 in Montreal, 400 outside of regions) 
· Uses portable people meters to measure: 
-who’s watching
-what
-for how long
· Accounts for out-of-home viewing 

Effects and Agenda Setting

· Effects: What beliefs or actions do the media cause? 
· Agenda-setting: How do the media tell us what to think about? 
· Dominant epistemology: positivist 
· The stimulus-response approach of effects research is too simplistic
· Effects and agenda-setting research adopt culturally specific definitions of categories such as violence

Uses and gratification
· Main question: What do audiences do with the media? 
· Advantage over effects research: more attentive to actual viewers. 
· Dominant epistemology: behaviorist 
· Focuses too narrowly on personal or group uses of media 
· Abstracts media consumption from larger social context
Presupposes that media serve an audience need 

Frankfurt School

· Main question: How do the media support the dominant interests in society? 
· Advantage: focuses on media in society, rather than on individual level 
· Dominant epistemology: materialist 
· Elitist and pessimistic 
· Ignores (or denies) viewers’ ability to think for themselves 

British Cultural Studies
· Main questions: What are society’s dominant ideologies? 
· How are viewers situated with respect to them? How do they find pleasure in media? 
· Advantage: focuses on media in society and on viewers as individuals or in groups
· Dominant epistemology: materialist 
· Based too heavily in identity politics
· Does not yield generalizable results 
Feminist Research

· Main question: What role does gender play in media consumption? 
· Advantage: Examines socially structured aspect of identity ignored by other approaches
· Epistemology: varies 
· Incorporates politics into analysis and makes no claim to objectivity 
Reception Analysis

· Main question: How do audiences actively make meaning of the media they consume? 
· Advantage: heavy emphasis on relationship between audiences and social context
· Epistemology: reflexive subjectivity 
· Because researchers often examine reception of shows they also like, it can be challenging to maintain a critical distance 
Globalization
· Definition: transnational & transcultural flow of media, technology, ideology, finance, culture 
· A form of “economic, political, social, cultural, and environmental interdependence” (p. 308) 

Is Globalization a recent process?

· Yes: recent changes since Second World War 
· No: deep historical roots
Global religions
Standardization of time (late 19th century) 
Recent Causes

· Political: end of Cold War
Assertion of United States as sole superpower 
· Technological: 1960s: launch of first satellites
Beginning of “accelerated” globalization 
· Economic: expansion of markets 
Growing economic liberalism 
World Trade Organization and regularized trade rules 
NAFTA
European Union 
· Cultural: Global migration, immigration
Creation of new cultural identities, communities 
· Media: transmission of programs, values across borders 
Uneven Globalization

· “Minority world”: People, countries, etc., with access to capital 
· “Majority world”: People, etc., with limited access to capital 
Majority world in the minority world

· When those without access to capital live in richer parts of the world
· Examples: immigrant communities, inner cities in the North America, banlieues in France 
Minority world in the majority world

· When those with wealth live in places where most people are poor 
· Examples: gated communities in Rio de Janeiro 
Diaspora and the collapsing of space

· This unevenness comes results from the complex patterns of immigration that characterize today’s world 
· People maintain connections with their new place and their old (through technology, travel, money transfer, etc.) 
Canadian Media Exports

· Canada imports many programs from the United States, but it is the world’s second largest exporter of media 
You Can’t Do That On Television

· Produced in Ottawa (1979–1990) by CJOH
· Licensed to U.S. cable station Nickelodeon 
· Why? Canada subsidizes production of kids’ programs, and Nickelodeon needed cheap content 
What is Culture?

· Anthropological culture: culture as a way of life
· Symbolic culture: manifestations of anthropological culture 
Four Perspective on Global Media

1. Cultural exchange: 

· Free trade ≠fair trade 

· Free trade favours big countries, puts small countries at a disadvantage 

· Utopian view of media uniting world as “global village” 
· Favours free flow of media across borders
· Follows ideology of free market
· Historically favoured by U.S., Western Europe, transnational corporations, global media networks
2. Cultural imperialism:

· Dystopian view of “global pillage” in global village
· One-way flow of media: U.S. (or West) to the rest 
· Colonial powers tried (through education and media) to change cultures of their colonies
· Now, the U.S. performs same function by spreading U.S. values 
· Audiences tend to prefer local fare
· Foreign countries are not blank slates
· U.S. is not the only exporter
· Canada is world’s second leading TV exporter

3. Cultural nationalism: 

· Assertion of national identity to protect local cultures 

· Favours government regulation through quotas and restrictions (ex.: CanCon)

4. Cultural hybridity 
· Recombination of new & old traditions

· Non-Americans are not a blank slate

· Scheduling differences matter

Cultural differences go both ways















Three eras of U.S. and Canadian TV
1. Network Era: 1950s–1980s: U.S.: three major networks Canada: CBC, regional networks 
Technology: television
Distribution: programming bottleneck, network exclusivity (U.S.) 
Advertising: 30 second spots, upfront market (U.S.) 

2. Multi-channel transition: 1980s–1990s: cable, satellite challenge old nets (begins later in Canada) 
Technology: VCR, remote control, analog cable 
Distribution: cable increases options 
Advertising: 30 second ad, subscription, experimentation with alternatives to 30 sec. ad 
3. Post Network Era: 2000s: viewers choose when and what to watch, how to watch it 
Technology: DVR, VOD, portable devices, digital cable, internet 
Distribution: content anywhere, anytime 
Advertising: multiple models: 30 sec. ad, integrated advertising, branding, sponsorship, subscription 


TV’s new big hitters: streaming services 
· YouTube (2005)
· Hulu: TV’s established players hit back (2007)
-Initially saw YouTube as its main competition
-Big players in U.S. industry (NBC & Fox) offer high- quality content with ads (and by subscription) 
-More current shows than Netflix
-Not available outside the United States 
· Netflix: first by mail (1997), then streaming (2008) 
-Begins as mail-based service
-Mailing DVDs costs $1/disc. Streaming costs 5¢/show
-Shifted emphasis to streaming
-Now Netflix uses more than 1⁄3 of all bandwidth during prime time hours 
· Shomi: Canada catches up (2014) 
-Launched Fall 2014 to compete with Netflix in Canada 
-Owned by Rogers and Shaw. Still in beta phase 
· (Also, iTunes / Apple TV, Amazon Instant Video, others)

Audience Measurement: Sampling

· Old model 

· Measures viewing habits of families who are representative of the viewing public 

· Advantage: know roughly what all viewers are watching 

· Disadvantage: does not count streaming
Audience Measurement: Direct Measurement 

· New model 

· Tracks individual users’ actions as they click through the internet

· Advantage: know exactly what individual viewers are doing

· Disadvantage: don’t know whether they are like other viewers 


Factors that influence Media Industry 
· Policy: provides a framework for how an industry functions 
· Ownership: influences who has ultimate control over content 

· Professionalism: provides a set of ideals that guide media-makers’ work 

· Information and communications technology (ICT) and globalization: allow media-makers to extend their reach geographically 

