
Chapter 6: Advertising in Canada
-          In communications and cultural studies, advertising refers to a system of communication through which goods and services are brought to the attention of the general public.

-          Raymond Williams (1987):

· Advertising has two phases 
· 1st the content of advertising has insinuated itself into every medium of communication. Advertising may be understood as one-way, mediated, communication intended for mass persuasion. Referred to as “salesmanship in print” however due to barriers it is still different from interpersonal communications.
· 2nd the business of advertising structures media operations in a capitalist economy. Media survive advertisers first then public so it can cover its costs.
-          A media outlet will become financially self-sufficient or profitable only if it attracts an audience desired by advertisers (Smythe, 1981)

· Advertising structures media operations: the character and quality of media outlets and their content is driven by the kinds of audiences and advertisers they want to attract.
Historical Background:
-          Not one persona invented advertising: its functions and practices emerged piecemeal over the last 250 years. First Newspaper published in Canada was the Halifax Gazette (1752) and it contained ads.

-          1800-1920:

· Advertising went significant changes during the industrial revolution.
· By 1920, there was a common set of practices and institutions, that continue to shape the industry today
· Media-buying: wherever, a manufacturer sells its goods, it must identify local media outlets, assess their utility as advertising vehicles, and negotiate their rates.
· Agencies in Canada flourished in 1880s after the national economy expanded providing astute counsel.
· Agencies added a 2nd function of creative service in 1900 and 3rd function of market research in 1910. 
· Two strands to market research: 
· 1st, looks the demographic analysis of the audience of the media
· 2nd, psychological research investigated the links between advertising and human cognition.
· By 1920s all agencies in Canada relied on market research
-          1920-1960:

· Advertising industry adapted to broadcasting
· Used the public’s infatuation with radios to broadcast and sell advertisments
· Two forms of broadcast advertising: 
· Sponsorship: where an advertiser’s name is associated with an entire program
· Spots/commercials: air brief segment for sales talks radio advertising
· Broadcast advertising continued with the television
-          1960s-present:

· Canada has gradually accepted the country’s multicultural heritage altering both media buying and creative services
· This began with advertisements airing in the French language
Institutions
-          Advertising industry = complex 
-          Institutional structures bring order to this complexity

-          Institutions are necessary as they address issues and help the industry in running smoothly

-          Advertising Standards Canada (ASC) is a non-profit organization that functions as a watchdog monitoring the content of advertisments.

-          Government regulates and restricts what is aired on grounds of false advertising and standards of decency.

-          Two important laws designed to uphold community standards:

· The Broadcasting Act empowers the CRTC to regulate the character and quantity of all advertising aired by radio, television, cable and satellite while the Canada Elections Act monitors political advertising by all groups during federal election campaigns.
Current Issues
-          Globalization: Ads can now reach an international audience while foreign products can advertise themselves in Canada

-          Death of advertising:

· Sergio Zyman (2003) suggests big-budget ad campaigns are a casualty of the media-saturated 21st century.
· Doug Sanders (1997) suggests the public has grown cynical of advertising messages and tunes them out.
· Guerrilla marketing: a catch phrase that describes several alternative strategies. 
· Seek unconventional channels of communication to reach local audiences
· Internet marketing is the biggest rival to traditional campaigns, aided by social networking sites.
 

 

 

Chapter 15: The National-Global Nexus of Ethnic and Diasporic Media
-          Ethnic and diasporic media refer to the print, broadcast and internet-based media serving the informational and entertainment needs of ethnic minorities

Ethnicity and Diaspora
-          Ethnic media: communications operations of ethnic minorities within a country

-          Whereas in the previous times there was a general reluctance to recognize minority groups as belonging within a nation, ideas of multiculturalism have promoted an acceptance of ethnic diversity.

-          Privileging of larger ethnic groups’ language, culture, and religion over those of the smaller ones tends to happen.

-          Diaspora denotes the existence of a particular ethnic group in a number of countries and continents.

Multiculturalism
-          National mass media systems reinforce the concept of the nation-state as the primary and natural form of political organization

-          Multiculturalism is redefining the nation as comprising an ethnically pluralist polity, but one whose population leaders strive to unite in a common attachment to a set of core civic values

-          Canada – first county to initiate a multiculturalism policy in 1971

Ethnic Media
-          The mass media which usually look sto serve the largest demographic groups, tend to exclude the cultural expression of the smaller ones.

-          Ethnic media – viewed as serving 2 primary purposes

· Contribute to cultural maintenance and ethnic cohesion
· Help members of minorities integrate into larger society
-          Canadian government has steered the CRTC towards facilitating the development of radio and television programming for minority communities

-          CRTC’s Ethnic Broadcasting Policy specifies the conditions under which the dissemination of ethnic and multilingual programming can be carried out.

-          Due to government regulations on broadcasting, many diasporic communities turn to satellite tv to attain the media that is relevant to their ethnicity

-          Internet-based media seem especially suited to the needs of diasporic communities

Chapter 11

All communication grapples with the problem of mediation 

“Nothing is more memorable than a smell”

Colour allows consumers to 1) uniquely identify the source of its produce and/pr services ad 2) distinguish its products or services from competitors 

Marx believes that “the forming of the five senses is a labour of the entire history of the world down to the present”

Charles Fourier thought that “societies could be judged according to how well they gratified and developed the senses of their members”

Four critiques of the ‘chaneling’ of sensory communication: problems of:

Legal control

Deception

Inauthenticity

Inaction

Key Terms

Sensory Marks:

Sound, fragrance, taste (flavour) or touch extend beyond the sense of smell

Provide a vivid example of what Carol Rose labels the “propertization” of seemingly “un-ownable resources,” or form yet another instance of the “intellectual property land grab” characterizing modern commercial culture

AKA non-traditional trademarks 

Emotional Branding/ Experiential Marketing:

To create a personalized experience of the bran and to create sensory impressions

Associative Value:

Assigning a particular emotional or conceptual value to a corresponding element, such as a corporate identifier, brand, or colour 

Chapter 18

According to Bruce Sterling spimes are precisely located in space and time. They have histories. They are recorded, tracked, inventoried, and always associated with a story

Key Terms

New Media:

Cultural implications of new ways of producing, distributing, and storing information

Current new media come into being in the 1990s with the advent of the internet

Most often associated with digital information delivered over communication networks 

New forms of content, new forms of communication technology, and the social implications of both

Convergence:

The process by which formerly separate technologies such as television and telephone are brought together by a common technological base (digitization) or a common industrial strategy 

Vin Crosbie argues that there are only three media:

The interpersonal medium (one to one communication)

The mass medium (one message to many people)

The new medium (many to many communications)

Henry Jenkins:

New media is: innovative, convergent (technology, control, content), everyday, appropriative, networked, global, generational, and unequal

Mash-ups:

Combining (at least) the vocal of one song with the instrumental track of another to create a entirely different musical composition 

Sampling and recontextualizing of media productions 

Wiki:

Software that allows users to collaborate in the creating of a web page (or other web document), jointly editing to create a co-production

Chapter 2
· Truman Doctrine- the ideological foundation of international development assistance between developed countries in the West and the former colonized countries of Asia, Africa, Latin America, and the Caribbean 
· The countries of the global south were poor because they were not modern
· Fogo process refers to the process of using video to enable people categorized as poor to rename their world and offer their own opinions on why they are said to be poor and what can be done about it
· Use of communication to enhance modernization gave rise to a new area of study called Development Communication initially in the United States and later in Canada and Europe
· Evertett Rogers' Diffusion of Innovations, first published in 1962
· Argues that any new idea of technology that needs to be adopted to improve on the conditions of a people goes through give stages of adoption:
· Awareness
· Interest
· Evaluation
· Trial
· Adoption or rejection
· Dependency theory 
· Proved their thesis by showing how unequal trade relations between developing countries and the developed ones were the main source of exploitation
· Most of the developing countries contributed to international trade as producers of raw materials whose prices were determined by markets in the developed countries 
· Approach became known as cultural imperialism
Chapter 12
· Trends in global media
· Convergence
· Conglomeration and concentration
· Globalization
· Deregulation 
· Horizontal concentration of ownership- when a firm in one line of media buys a major interest in another media operation not directly related to the original business or when it takes a major stake in a non-media company
· Vertical concentration of ownership- is characterized by a concentration of firms within a single line of business in order to extend a company's control over the process of production and/or distribution. This form of ownership is illustrated by CanWest Global Communications, bet known for the private TV broadcaster Global TV Network, which also owns 13 daily newspapers, internet holdings and CanWest Studios, an Edmonton-based film and television centre, and film and TV projects. CanWest Global is not alone. 
· Cross-Media ownership (when a firm in one discrete industry acquires a firm in another industry, such as a broadcaster buying up a newspaper increasingly) characterizes the Canadian mediascape 
· Net neutrality- this is the idea that internet service providers should and must treat all content and applications equally- like our telephone and electrical systems 
 
Chapter 4 – Canadian Cultural Policy in the Age of Media Abundance: Old Challenges 

• Geographic reasons

o Canada is tremendously large 

o Canada is regionally diverse 

• One size fits all approach must be discarded 

o Cultural policies are necessary to overcome distance and differences to ensure exchange and access to a range of cultural works

o Policies that ensure solid technological infrastructure

o Proximity to the United States meant Canadians could access American radio and television 

o Easy access to American pop culture – increase in competition for Canadian expressions

o Policies that would ensure Canadians could gain access to their own creative works 

o Development of the ‘cultural industries’

• Economic Reasons 

o Art for arts sake and art for the sake of money

o The state is to be seen as:

• An arbiter of culture

• Free of pure profit

• And a creator of policy for production and dissemination of art that is not driven by market logic 

o Cultural policies need to be put in place to encourage cultural production

• Hard for artists to find a “market” for art that does not have commercial benefit 

o Policies to ensure both production and distribution of Canadian art works 

o Cultural industries = jobs and $

o Cultural policies not only help the artistic community, but Canadian society at large

• Social Reasons 

o Cultural policies in Canada nearly always have the social in mind

o Measures membership in the nation-state by the level of participation and access a citizen has in their culture and arts.

o Media technologies play a huge role in which Canadian’s learn about themselves and others

o Cultural policies are needed in order to provide both the structural foundation and to encourage the development of content to allow for these kinds of information exchanges to take place 

• National(istic) Reasons

o National public broadcasting was designed to counteract that vastness of land and provide a sense of national self consciousness to all groups ( native, immigrant, etc) within the country’s boundaries.

o Since confederation the governments have improved economic, political, and social policies directed at nationhood with cultural policies 

o Legislative Actions

o Acts of the federal parliament have established the legal and regulatory structure for Canada’s arts and cultural sectors 

o Laws to protect 

• Individual privacy 

• Punishing hate speech 

• Ensuring consumer protections 

• Allowing for individuals to access to government information 

• Copyright and patent protections 

o Canada’s broadcasting act

• The act outlines who should own broadcasting undertakings

• That broadcasting should be offered in both of Canada’s Official Languages 

• Provide rich and varied programming reflective of the diverse interests – Cultural & Ethnic heritages of Canadian’s

• Serve to safeguard, enrich, and strengthen, the cultural political, social, and economic fabric of Canada 

o The investment Canada Act 

• Limits the extent of the foreign ownership of firms in “cultural businesses”

• Limit on the number of players that can compete in the Canadian marketplace 

• CTV Globalmedia – one of Canada’s largest media companies 

• More then one platform 

o Own one of the two Canadian national papers 

o Canada’s largest television network

o And other specialty TV stations 

o Cultural and Regulatory institutions

o Creation of institutions to regulate Canadian cultural activities 

o Canadian Broadcasting Corporation 

• Created 1936

• Provide casting services in English and French

• Radio and TV

o The National Film Board of Canada 

• Created 1939

• Propaganda organization supporting Canada’s war effort

• Later a supporter of the production

• Documentary

• Animation 

• And experimental films 

• Leading training institution for Canadian filmmakers 

o Canada Council for the arts

• Created 1957

• Oversee production and promotion of the arts in Canada

o Creation of regulatory institutions to oversee that those participating in cultural activity are adhering to the rules 

• The Canadian Radio- Television and Telecommunications Commission (CRTC)

• Created 1969

• Oversees the activities of Canada’s 

o Radio and television broadcasters

o Cable and satellite companies

o Providers of telecommunication services 

o 1960’s 1970’s development of cultural industries 

o Policy instruments

o Cultural institutions and regulatory bodies use a range of techniques to achieve policy objectives 

• Canada Council administers a number of grants to assist theatrical companies to mount productions 

• The Book Publishing Industry Development Program (BPIDP)

• Support publication of Canadian writers 

o The broadcasting act states that broadcasters have to carry a minimum amount of material deemed to be “Canadian”

• Ensures Canadian productions have “shelf space” on the air

o Canada’s tax laws help to offset and reduce the overall cost of production

o Without policy framework, the cultural industries would not have developed to the state they are in today. 

o Convergence has also meant the merging of media delivery systems, such as the phone that records and plays video, and the computer that streams television and radio.

o Media has gone mobile

o The idea of fair use has emerged as a counter to protective laws and policy, and has been championed in mash up culture.

o The debates, laws and cultural policies around copyright, privacy, net neutrality, and media rights point to the peculiar nature of cultural works that are often regulated entities in unregulated zones.

Chapter14 

o Independent film production and digital aboriginal media arts and culture have taken hold of the imaginaries of actual and potential audiences for First Peoples’’ media output.

o Introduction of the internet – larger audience

o Accelerated Coverage Plan

o National broadcasting services to all communities with a population of 500 or more

o 1974

o Every community that wished to have CBC and Radio Canada became connected 

o NFB (National Film Board) Media Workshops 

o Wolf Koenig

o Establish relationship between NFB and Inuit people

o Interest in art 

o Film training for the artistic native communities 

o Financial support for artists and new job opportunities

o Challenge for Change 

o 1966

o Response to government policy directive 

o 7 federal government departments and the NFB 

o Improve communications

o Create greater understanding

o Promote new ideas

o Provoke social change 

o Inuit’s positive evaluation led to their being granted a network license to operate a regional television broadcasting service in the Inuktitut language. 

o Aboriginal Peoples Television Network

o Northern Native Broadcast Access Program 

o 13 native communications societies – development of a federal policy

• March 10 1983

o Value of native participation was acknowledged 

o Television Northern Canada (TVNC)

o Pan-northern distribution service in 1991

o Carriage on basic cable and satellite services throughout Canada – Feb. 22, 199

o Use of Web 2.0 and social media to create personal identities


