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Media and its use
*embedded in social world (media cant pull itself out of the social world, it would have no meaning)
*Interprets social world 
*Helps shapes social worlds

Social world (media/message/product) (Readers/audiences) (technology) (media technology)

Ownership and Concentration
*Most media we know is private and for profit 
*Only large-scale nation line of public network CBC state supported (CTV owned by Bell)

Major Canadian Media Corporations:
-Bell
-Rogers
-Newcap
-Shaw
-Quebecor
-CBC (Less advertising, for exterior products)
(Private vs Public)

Major Global Media Corporations:
-Disney
-TimeWarner
-Sony (Japan based)
-Fox/Newscorp (UK, now mainly USA because Newscorp bought Fox)
-Microsoft
-Apple
-Google 

EX: Bell: origins in 19th century with invention of phone Bell
*Bell Canada Enterprises (BCE) owns Bell Canada (oldest), Bell Media & Bell Mobility (which them also own companies of their own)
(Bell works across television, mobile etc to expand)

Corporations’ medium origins:
-Telephony (Bell)
-Radio (Rogers)
-Film (Disney)
-Electronics (Apple, Sony)
-Software (Microsoft)
-Internet (Google/Alphabet)
*Google created a larger company (Alphabet is the main- Top) so that not everything had to be on Google (one part of the corporation) Financial, economical reasoning for it (no one knows about it)
*Conglomerate= very large corporation in a range of industries and sectors
*Want audiences to be everybody (need a great variety of products) 
EX: Disney (adults as well as kids stuff: Is miley still on contract with Disney?)
-Horizontal integration VS Vertical integration 
1) Horizontal 
	*Holding different media companies in the media within different mediums 
	*EX: a radio station & video game company & film studio & a newspaper & a 
	  record label
*EX: Bell (radio companies, television companies, mobile media companies)
*Microsoft: (software companies, video game prod. Companies/ Microsoft games, TV: MSNBC)
2) Vertical
	*Have multiple steps of production into a specific medium 
	*TV: talent agency for actors, production company, which makes the show, TV 
  network or channels that then plays the show
· 2 Keys parts: 
1) Production companies (whatever the medium)
2) Distribution companies
*Allows much more control over what it makes (it makes it and also controls where the show is played and when & get all advertising profit $: maximum profitability) 
*EX: Bell (owns NHL teams, NHL TV packages- NHL Center Ice, TV distribution companies- satellite, digital, etc)
*Microsoft- Game production and distribution (XBOX)
*Disney: go see a film at the movies: previews before film will most likely also be a Disney production film (also may show other production companies: Touchstone: but still owned by Disney) 
*ABC: Disney; ESPN: Disney (own a lot of companies) 
*Conglomerates have both horizontal and vertical integration 
	*Holdings across media
	*Holdings in multiple areas of each medium 
*Disney recently acquired: 
-Marvel (2009) Comic book and film/TV production (Disney didn’t have superhero market previous) 
-Lucasfilms (Star Wars) (2012) Film production, special effects (science fiction)

*Why owning so many companies?
*Cross media promotion
	-Integration
	-Expand markets
	-Reduces costs
	-Maximizes profits 
*EX: Disney promotes Disney theme parks through its ABC TV network shows (Live with Kelly and Michael, at Walt Disney World; spend a week or two broadcasting from the theme park) 
*Privilege Disney actors or films as a plug to promote  
*Synergy: Favours products/contents promotable across a cong.’s companies
(Ex: superheroes, children’s animation, book adaptations) 
(EX: great movie idea but cant really spin it in TV show: Disney is less likely to put it forward) 
*Superhero market: 1) Disney (marvel) 2) Time Warner (DC; 1930s)
2) Comic books (DC Comics) Movies (Warner Bros) Video games (WB Games)
*Recycling effect
	-Less product differentiation
	-Series, sequels, spin-offs… 
EX: Imitation; TV & Film: 90% of what they make loses money; make profit from the 10%. If big profit= they are likely to imitate and make more
*Frozen did well: created new products out of it to maximize profit

Entertainment VS Information: Media’s social role
*Media main goal is to make money (should they have social responsibilities?)

A) News
*Audience that the news produces may become an audience for other programs (Set audience to 9h-10h program) $$$ from advertising, from hopefully large audiences
1) Media concentration may minimize variety of voices and approaches
2) Should news component of a company/conglomerate be profitable?
	-Rise of infotainment- funny “news”, recycled PR
	-Entertainment news- often synergy
	-Disproportionate emphasis (moral panic- sensationalism) EX: MTL Pit bull ban
	-Fake news (U.S. election- Facebook)
*Facebook: trending stories (fake stories available on facebook which would then go up on trend, “news” feed) 

Public VS Private Media
*One is state (tax) funded, the other is profit-oriented; one informs, while the other entertains? 
*If “independent public media exists (CBC), do private media have any social obligation?
*Do public media ensure greater critical coverage of private sector?
*Do private media ensure greater critical coverage of government?
	EX: Government gives money to CBC (it is run independently from the 
Government; if party changes, it should NOT change the funding of media)
*Private media news (most news we consume) a lot of government critic & far less critic of economic model: capitalism 

Media Ownership/Concentration:
“Part of larger patterns of inequality in contemporary societies” (pg.50)
*EX: two richest people in Canada; their wealth was equal to lowest 30% population income

Media pluralism:
*In ownership (# of owners; different media companies that are out there) 
	*When small companies start to do well, they are often bought by the bigger companies; congl. 
*In output (# of media outlets/sources)
*Study 1- Entman (1989)
	*Newspaper diversity
	*Little difference between 1) and 2) paper cities 
	*Same people and topics covered in similar way
	*profit format more influential than competition
*Study 2- Lopes (1992)
	*Music diversity
	*Conglomerates own many labels (82% of Top 100 songs in 1990= 4 corps)
*There is not much diversity (limit the diversity); Lopes found that it wasn’t necessarily the case. EX: Universal music (had under that small production companies; all sorts of genres) 
*Yet labels function quasi-independently (decisions were made at the label) decentralized production
*Small-scale singing/production
*Large-scale manufacturing/distribution

Conglomerates and advertising:
*Audience is product sold to advertisers by media companies
	*Sell your 1) Attention 2) Time
*Youtube adds before and/or during the video
*Media product can be a form of advertising (the hit film sells the video game; Synergy)
*Influence advertisers have on the content of media product
*Advertisement is imbedded into the media (Image of hockey in book)
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Society – Publics or Mass

Publics: 
· Citizens discussing issues face to face / crafting opinions
· Develop associations are parties to represent them 
· Agency (ability to act, to shape the world we live in)
Mass Society: 
· Structures “cut off the public from decision making” 
· Masses receive message rather than shape it
· Decisions made by an elite (above parties)
· Little agency (much of what shapes our world is out of our hands)

Publics vs. Mass Society (p.302-3)
Criteria:
1. Ratio of givers of opinion vs. receivers of opinions 
-one to one or one to thousand (million +)
2. Possibility of responding without penalty
-rules to facilitate speech and debate? 
3. Likelihood of collective opinions being transformed into action
4. Degree that institutional authority penetrates public
-publics require AUTONOMY

-Societies exist on a spectrum between publics and mass.
-Democracies vs. autocracies/totalitarian regimes
-Media models affect this (conglomerates, monopolies)

MASS MEDIA:
“should simply enlarge and animate discussion, linking one primary public with discussions of another”. 
But can be used as a source of propaganda. 
· Tries to form, rather than, facilitate opinion.
· Vehicle for advertising rather than discussion.

NEW MEDIA: 
Exponential explosion of available sources of media 
Facebook’s trending topics and fake news
· Post U.S. election changes
· Same display for all in a country
· Source sites listed
· Source sites vetted



“Social” “Public” “Community”
What do they mean in today’s media environment? 
Co-opted by private (for-profit) interests? 

Biological-Agricultural Model
Growing, harvesting, processing+selling, context+data 
= contemporary media as an ecosystem 
“platforms chains” = webs of platforms (amazon, apple, facebook, google, Microsoft)

Horizontal intergration: across different media, youtube + google maps
Vertical intergration: down the steps of production and distribution 
Ex: producing content, owning distribution, platforms, owning payment platforms – 
Apple apps, apple store, apple pay. 

Chains of Microsystems
Facebook + Microsoft, instagram, flickr
Google + android, youtube
Competing systems  google microsystem vs. apple microsystem

· How do these microsystems channel or direct our online activity? 
· To what degree do we have autonomy? 

Facebook  whatsapp  instagram : system conglomerate

Encouraged or forced to use partners : Operating systems
Microsoft – windows software packages
Steps to access: 
-must download from specific platform
-must pay through specific platform
1. immediate profit 2. Gathers info/preferences. 

-Harness data across platforms: what you do on platforms affects interface/experience on subsequent platforms. 
(google mail and youtube) “monetize your purchases”

Sharing or fencing off?
-Google strives for open content
(but not open about how it ranks findings)

-Facebook fences off content
(as per use settings, by forcing login)

Public online social discourse is:
1. Partitioned into microsystems within the ecosystem
2. Constantly analyzed, quantified, monetized
C. Wright Mills:
“autonomy of… discussion is an important element in the idea of public opinions as a democratic legitimization.” (p.299)

What has society gained? 
What has it lost? 
	Attention + distraction
	Engagement + disengaged
“alternative” facts. Do facts even exist anymore? 

GAINS:
· More avenues for discussion
· More ways to participate in discussion via media use. 

LOSSES:
· Platform based, not open sources 
· Discussion is closely monitored (by corps, government agencies, check terms and services)
· Dsicussion actively converted into other’s monetary gain 
· Individual privacy + collective privacy compromised

Social media: 
-Defines corporate media in terms of “public” like a “social service” 
-Naturalized role of private, for-profit media model across society. (from school to shopping)
-Van Djick  connective media, not social media. (p.174)
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Media Regulation:
Main players:
1) Conglomerates, corporations (own the media)
2) Consumers, public, audience
3) The government  
*Media (government intervention) people (all intertwined) 

Government and media/ government vs media:
*Tensions between structure and agency
*Institutional structures vs the possibility for individual action

Canadian radio-television and telecommunications commissions (CRTC) 
*Reports to Parliament through minister of Canadian heritage
*Eliminated ministry of communications (put under Canadian heritage) 
*Media is becoming more and more part of the culture and heritage (History of Canadian Films) 
*CRTC: regulating how the system works; careful in the way they deprive what to do; facilitating/helping but also enforcing certain rules and regulations; helping the Canadian people (media institutions don’t necessarily agree with that)
*Regulate that a certain quota of programs is Canadian 
*Freedom of speech= not so regulative when it comes to the type of programs
*They do not want to be involved in the censorship (we think of control/limitations)
*Ex: Vietnam war: military secrets; Confidential US govrn material (that would not show up in the media and did because it was discovered by Russian hackers= wiki leaks and was reported and taken down) = the sort of control that would be used. 


*Broadcast licences:
*Radio has radio waves/frequency on which they operate, you get a licence which allows you to operate on them (as to control the activity on these frequencies) 
*EX: 80-108: reserved for media who have licences (outside of that: pirate radio)
	*Because airways are public resource 
*Regulation compliance- ex: anti-spam, do-not-call list
*Ownership approval- mergers/acquisitions (CRTC regulates the private ownership, who owns what- ensure that we still have a choice of media that we can access and use, and that choice of media does not come from that same conglomerate) 
*Telecommunications tariffs- types of service, rates, etc (set up rules of the kinds of service that the telecommunications must offer and the tariffs they will offer- ensure that no matter where people are in Canada, the services offered by telecommunications remain more or less the same) 
*Cancon (Canadian content)- minimums (broadcast a minimum amount of content that is Canadian produced) Ensures diversity of content
*CRTC is responsible to give out licences and do-not-call list laws. 
Government intervention into
	*Ownership 
	*Content
	*Use 
*Government intervention- we think about (authoritarian regimes):
EX: China blocks certain use of sites (YouTube; Facebook) 
	*Censorship
	*Blocking signals
	*Shutting down media companies 
	*Surveillance
	*Production/circulation of propaganda (government public service 
 announcements)
*Government intervention may make us question it (they can control our uses etc)
EX: Canada:
*Enforcing copyright
	*Ensuring access (last mile rules; you are allowed to merge but you cannot just 
 offer access to the populations who are “easy” You have to go that extra mile to 
 offer your service to people who are in outline areas)
	*Promoting diversity of content 
	*Maintaining choice/competition (of carriers etc) 
Are media an industry or service?
	*Valuable to public interest
*Balancing of competing interests:
	*Free speech
	*Economic interest
	*Role of government
*Deregulation or regulation of media?
*All sides argue for some governance intervention (laws and enforcements)
1) Deregulation supporters: Still support strong copyright laws & licencing
2) Enhanced regulation supporters: Seek enforced balance of content, ownership, or views. 
*Two board regulation categories:
1) Regulation of ownership and control of media: Economics-property
2) Regulation of content and distribution: message and method
*Decreased regulation of one may produce increased regulation of other 
*EX: US 1990s- media ownership deregulation & extension of copyright
*Regulating ownership of media outlets:
*Affects horizontal integration (particular geographical areas- a particular market; regulated by news papers, radio stations, TV stations; regulation about company who own all three no diversity of content in local media)
*Affects media concentration (large corp.s or conglomerates) 
	*Changes in technology and ownership models- print v. broadcast; local, national, 
  global markets 
*Regulating content ownership:
1) Copyright: 
	*Historically from 14 years to 95 years after publication (so pre-1912 is “public 
 domain”
*96 years= enough time for the person to profit from his/her media/content all 
 their lives
*Mickey Mouse- in public domain in 2024?
2) Fair use: (educational use, critic or parody of the original) 
	*Using material legally without permission 
	*Web 2.0: easy exchange and manipulation of material (sampling) sometimes 
 legal, often not. 
*Regulating content ownership:
	*copyright
Web 2.0 alternative moels:
Creative commons; nuances copyright (may re-use but don’t change, must provide attribution or link to source)
Open source material; codes and programming for free use by all 
	*EX: moodle is open source 
Regulating program ownership
	*Affects vertical integration (producer cannot be distributor) 
*Ex: Warners: owned studies, theatres (govnrt denied them to owned production and distribution in one small town= only films they would see would be warner)
	*Affects media concentration (large corp.s or conglomerates)
	*Has eased in recent years: Fin-Syn= financial interests and syndication (re-runs)
	*Allows rise of conglomerates 
	*Ex: Tv netweork:  indie production co. 
	*Own show
	*Own means of production 
Regulating tech ownership and control
	*digital convergence
	*Proprietary technology 
-Certain content works only on certain platforms or systems 
-See can Dijcks “microsystems” argument
-Requires downloading using specific app or platform
-MS explorer in 90s- mandatory bundling 
*Net neutrality 
*Band access= by user by producer of content (site, etc)
	*Fast lane and slow lane (YouTube v. your blog)
	*Differential pricing
*Pay more for use of certain net content or sites/apps
	*pay by amount of data use 
Regulating content and distribution:
*Diersity and fariness:
-Balanced presentation of differing societal views (is it necessary when we have 1000s of sites and channels?)
*Cancon:
-Radio and Tv minimums for Canadian-produced works (tv= 60% of annual content, 50% of an evenings content) 
*Morality (usually sex and violence) 
-Limit time an/or place of accessibility
	*Is the net print or broadcast (access and agency question  
*Regulating for accuracy:
	*Advertising 
*Should advertising be clearly labeled as such?
*Social media- what is a recommendation and what is a compensated endorsement? 
Regulating for “national interest” 
-Limiting access to government operations (military) 
-Surveillance of individual or collective media use
*EX: Canadian Internet boomerang traffic and US national security agency surveillance
	*Canadian communication that can be accessed in the US 
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Class 4: Production and Industrialization

EXAM:
Short answer: does not have to be full sentence
MCQ
True false statements 
60-80 statements total

evaluate on : 
classroom lecture, emphasis on content addressed in class
readings: not addressed, mcq, true false

LECTURE: 

Structures within production: 

Media highly structured. Conventions
How TV, films, shows are produced
What is reported on the news and what is likely not to be. 

MEDIA INDUSTRIES: structure vs. agency

How does structure of the industry shape decisions? 
What role does individual choice play in decision-making? 
Media personnel make choices within structural constraints. Private media  profit. 
No way to ensure that every product will make profit. 

Production issues: 
1. High costs – millions for a TV pilot.  (Production + promotion) 
2. Audience/consumer unpredictability 
Hits are rare, but they happen, they are VERY profitable. 

No sure path to success. 

Salganik Dodds, Watts, (2006) 
-multiple music sites with songs of unknown bands
-early listener ratings significantly impacted future results
-very best never got lowest ratings, worst never got highest ratings, rest was unpredictable





Strategies for success: how to beat the oods 

1. Imitation: imitate proven successes. 
(90s boy bands, vampire movies)
Mad men (7 sesasons), pan am (1 season) , playboy club (3 episodes), 1960s based shows. (historical dramas) 
Imitate the proven success does not mean it will be successful. 
Celebrity reality shows 2000s
Vampires and zombies 2000s-2010s

2. Synergy and convergence
-flow of products across media/industries
-migration of audiences (from one platform/medium to next)
ex: Carz (2006) – movies theater flop, but merchandising hit (DVD sales, pay-tv success, toys, etc,). = Cars 2 (2011)

3. Hits and Stars
Return to proven winners
Hits: hugely successful products
-often known even by those not in audience
“underlying operating system of most major media companies” (p.119) 
Disney 2016 summer hits: Finding Dory, Captain America: Civil War (sequels)
Companies rely on having a couple hits a year to cover costs of poor non hits. 

Stars: highly visible people with established media value
-become media products in their own right
-vehicles for hits 
-often cross media and genres
-also known by people not in their audience
-50 CENT becoming an actor. 
-Celine Dion #1 seller in 2016

ORGANIZATION OF THE MEDIA

Collaborative
-how does it run smoothly? 

1. Conventions :established practices and codes
-foster understanding and cooperation
-media professionals must know social practices & codes of their industry (internships, degrees, etc) (production schedules)
-not arbitrary – routinized labor models
ex: stars promote new films on TV in week of release (why TV talk shows exist?) 
-actors have agents who book auditions


2. Roles: 
-Specific position with established expectation
-Situate a person within a larger structure (“know your role”)
-Change over time as structures/conventions change
Ex: book editors increasingly involved in publicity/marketing 
Print journalists now responsible for photos/video

Case: news industry
-“routinized” return to same sources for news (official institutions, associations, PR dept). 
-must anticipate news , cant start day with “wait and see” 

 Beats and rounds: 
-beats  place where “news” likely to be found ex: city hall beat, court beat, stock market beat 
-rounds  regular (daily?) schedule for contacting sources 
A journalist makes rounds on her beats

Objectivity: socially constructed norm – ex: editorial decisions relies on established conventions. 
Ex: use of facts from reliable sources (experts)
Acknowledgement of multiple views 
Inclusion of multiple voices 
Journalist does not refer to self (not personal voice/view)
*fake news/propaganda may follow these to appear objective*
follow these conventions all the time, no matter the level of public viewing. 

Alternative journalism: may challenge objectivity of mainstream news
-May wear opinions “on sleeve”
-Mixing of opinion and news material
-Multiple perspectives unnecessary and misleading

User-generated content (UGC)
Mainstream media (CNN and iReport, comments)
Pro-am collaboration (guardian crowdsourcing)
Collaborative news/citizen journalism (wikinews – much like traditional news –Wikipedia spin-off)

New Media 
Produces new norms and conventions
-Think of how microsystems work – share your info across sites
-Searches – algorithms emphasizing links to sites
 web 2.0 – user interactivity + participation
facebook – media corporation . PRODUCTION. Just the platform, interface, space, and relies on users to produce the content. Design interface RULES. (things you can or cannot do on any media platform, snapchat, instagram). Audience is responsible. 
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How media works:
Montreal Events : crazy shit. 

Part 1: Media Structures
Part 2: Audiences and Texts


Communication: sender  message  receiver

			Part 1 		     Part 2 

Dynamics of reception:
-What messages (content, meaning) do we receive? 
-We do with, or because of, these messages? 
Mixed messages, multiple interpretations of same message

Theories of media effects (impacts):

· Hypodermic model
Strong media effects:
-like injecting ideas into audience’s brains (like a needle/like heroin)
-media says “x” = audience believes “x”
Based on the larger mass society theory
-mills regarding publics and mass 

· Minimal Effects model
Reinforce existing beliefs rather than change opinion
	-class, education, religion, etc… greater influences
Two-step flow of influence
	Media  “opinion leaders” (those we know/ look up to)  personal contacts
Importance of interpersonal relationship
	-use of media material within social relations
Creating our own interpretation/response of the media. 

· Agenda setting and priming
Media sets agenda
	-“here’s what’s important”. Ex. Today’s headlines
	-don’t tell us what to think but what to think about
Priming (setting up a framework) 
	-media attention to an issue prompts influence of issue elsewhere
(ex. Stories on recession and any stories on sending) 

EX: U.S and lethal violence 
Don’t think about 12 000+ gun deaths/year… think about 9-74 terrorism-related deaths. 
U.S media covers a lot more terrorism related deaths than the casual gun violence. 

Lyengar and Kinder (2010)
Casual realtion between coverage and audience agenda

Experiment 	 -show a U.S TV news broadcast to subjects
		-3 versions (+1 story on environment, defense, or inflation)
Result 		-corresponding rise in importance of added story’s issue


· Cultivation theory
Effects are small, gradual and long-term
	-“mainstreaming effects”
	-ideology (belief systems), not ephemeral issues
	-strong media influence on children and adolescents
	-youngsters learn norms of political system through media
	-recurring patterns
Paw patrols: better behave, patrolling, policing, government enforcement agents dominate (male)

Active audiences:

Individual interpretation
-Based on socialization and experience (of life, of media)
-can be close to – or far from – intended messages
-can change on subsequent exposure/viewing
(try re-watching last year’s news)

Collective interpretation
-social context shapes individual experience and understanding
-rise of networked “second screen” use
-shapes out individual interpretation
(watch kids show with children or adults)

Collective (organized) action 
-Formal demands on producers or regulators
-protests, boycotts, petitions, letter-writing campaigns, media monitoring sites 





Productions of content:
Making media products – selfies to sites
	-sometimes from existing media material
	ex. Most mush-ups and memes
-social, connective media
	ex. Photos shares through platforms
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LAST SLIDE:

Celebrity culture and fandom 

Celebrity culture – Gamson (1994)

Two interpretative strategies:
-gossip – truth irrelevant
-detective work  - finding the truth
-the “real” story
=”semifunctional world”

Encoding/Decoding
-Theory of how meaning is produced in transactions between media producers and users

Stuart Hall – major figure in cultural studies
--british social theorist of 1960s-2010s
-- media talked about : television (can relate to others but he was interested in TV)

TV: Bachelorette vs. Olympics (we laugh, we cheer, we cry)

Semiotic Theory
Study of “signs”
Sign = signifier + signified
“sweater” = the writer word + whatever comes to mind 
(noise + what we think about)

denotation = “literal” primary meaning 
connotation = secondary associations

sweater: denotation – a type of thick warm garment
	    connotation – comfort, grandpa, winter, itching 
*every person has its own connotation of each word. 
Media texts = “sign-vehicles”

NOT sender  message  receiver 
(emphasizes content of message)
BUT sets of social practices/idea  message  sets of social practices/ideas
(emphasizes translation at both ends)

**comedian telling jokes – if people are not laughing, there is a problem with the way she is encoding and the way people are decoding because her intentions are to make them laugh, purpose. 

[image: ]

Encoding: ex.
-language/shots/editing/music
-teamwork, roles
-cameras microphones

Decoding: ex. 
-language/visual-aural content
-individual/collective contexts
-TVs , phones, net connections

Reliance on codes (set of rules of meaning-making) on BOTH sides 
BUT asymmetry (differences) in codes produce “distortions” “misunderstandings” etc.. 
Encodings can “prefer” but not “prescribe” 
-can try to make people laugh, but cannot force them to. 

Encoding – set of intentions determines encoding process (What does sender want to say?)
Decoding – three hypothetical positions

1. Dominant-hegemonic
-user takes message “full and straight” – operation inside dominant codes
--message seems natural, inevitable, legitimate 
ex: Olympics in Canada  see a lot of Canadian athletes  non realistic

2. Negotiated position
-user generally accepts preferred reading, but sometimes resists
--recognizes legitimacy but operates with exceptions to rule
--accept this but not that in message 

3. Oppositional position
-user understands literal and connotatice inflection (tone), but decodes in contrary way
--accepts/adapts none (or almost none) of it 
--asymmetry of prod./recept. Codes
--sees lies, propaganda 

Media are polysemic – have multiple meanings
Openness – can attract audiences 

The Bachelor 
“this is real”.
“this is so (deliberately phony)
--both positions belong to active audiences of show

Olympics coverage
“this is patriotic”
“this is nationalistic propaganda”


Representation: 
 RE-presentation

· Not direct reality - a selective view (security camera)
· Media text = a story, among others
· Accuracy and realirt (may use facts, but not direct reality)
-stands in for many
	-people
	-situations/instances
realism  codes/styles/culturally produced 

CONTENT RESEARCH

2. as a reflection of audience preferences 
-catering to audience desires/needs
-differing content reflects differing (niche) audiences
-requires audience research

3. as a relection of society as a whole
-content significance extends beyond targeted audiences
-represents societal values – broad 

4. as a reflection of influence on audiences 
-media effects or uses (fan culture)
-social influence – what it triggers
-ex. Violent content and violence in children
(television effects on children , when  TV became popular in 1950s.)

5. with content as “self-enclosed” text
-close reading of story alone
-little concern with makers & users
--suggests “fixed meaning” (vs. hall encoding-deconding theory)

Content analysis:
· Analyzes multiple texts or products as its sample
-ex: 20 reports of same news story, top 100 video games
· Studies patterns across them
· Involves quantitative data 
-ex: % of video games with female main characters, % of tv polive dramas with drug related crime. 
· Primary research method of content
-except in “self-enclosed” example



Representation and inequality
-whitewashed Hollywood
-montreal

What do research within texts? 
Presence
Roles
-who portrays each catergory of characters 
-ex: hero, villain, sidekick, victim
Stories 
-subjects
-actions and motivations
-inequality may be overt or subtle, deliberate or institutionalized (“normative”)

Race:
· Historically social construction – “social fact” (Durkheim)
· Legacy of European colonization
· Attempt to differentiate people and normalize these classifications as “natural” and “scientific”
· Hierarchy of “norm” vs. “other”
· Used to justify social inequality & oppression (ex. Colonial slavery)
· Western context/perspective – white v. people of color
White = norm in Canada/U.S./Euro media contexts

Race in MEDIA:
· Non white marked as “other”
· “otherness” historically allowed…
· actors of color to play diverse ethnicities and races except white
· white actors to play most other races, ethnicities as well as white

Canada/U.S.
Histroitcally:
-people of color = relatively small % of population
-media depiction few and stereotyped

Recent history:
-people of color = larger %of population
-media depiction changed dramatically but gaps in terms of percentages & quality of depiction
-“trend away from unabashed stereotyping” but “unever and incomplete” (200, 193)
(CBC on diversity)

Presence v. Participation
“tokenism” – symbolic, perfunctory effort to represent

TV ad. Hollenback et Williams (in book)

Gender:

In relation to race 
· much greater representation of women
· family and heterosexual relationships in media
· like race, overt stereotypes rare, more subtle sexism

In media insudtries:
-men dominate creation and production
ex: Top 250 US box office films in 2012
	9% women directors
	15% women writers
	17% executive producers

In media content:
-prime time tv (dramas and comedies)
	men more likely as main charactern
	men more often work-oriented
	women more family and romance oriented
	femal characters generally younger
	men drive action outside home, women drive action inside home 

Class:
Society 
-most people working & lower-middle class
Media narratives
	-most people are middle-class or upper-middle-class professionals
ex: TV home-based sit-comes – 68% middle class elite professions – doctors, executives, lawyers (Butsch 2005)

Trailer park boys / 2 broke girls – class as part of the joke
Modern family – rich looks normal

News media: 
	Focus on middle and upper class issues and topics
Ex: business/ stock reporting

Most people do not own stocks.

Sexual Orientation:
Historically ignored or ridiculed
Media content 
	LGBT= 1. Unhappiness, sickness, perversion, gay characters as villains
	2. side-kick or friend in normative heterosexual narratives 


Friday March 17, 2017

Class #8

Participatory and Social Media

1. User production as comment/critique
-Fan tributes (Paul Walker videos, creates new meaning to Fast and Furious scenes that weren’t there in the first palce), parodies and spoofs, many memes, etc.
-Making new things out of already existing things 
-Mashup: 2 or more media texts  hybrid of them 

2. User production as Social Networking
-Everything we post on our Facebook, Snapchat, Instagram, Twitter etc. accounts

Interactive audience?  Henry Jenkins
Media studies scholar
Expert on fan culture
Fan: engraining themselves in the lifestyle, watching multiple times, finding out knowledge that you wouldn’t usually know (birthdays, etc. ) 

Participatory (fan) media culture:

1. New tools/technologies
-consumers archive, annotate, appropriate, recirculate media content
2. Do-It-Yourself subculture in media production
-shapes how consumers use tools in #1
3. Industry horizontal integration
-flow of images, ideas, narratives, across platforms
-demand more active spectatorship/readership – follow flow, extend flow

These three impact relations…
-Among media consumers
-Between media consumers & texts
-Between media consumers & producers (industry) 
 Not enough to just read Batman comics or Harry Potter books. 

Pierre Levy, Collective Intelligence
Social groups 	-organic : families, clans, tribes
		-organized: nations, institutions, corporations
		-self-organized: on-line communities, “spontaneous” , fan groups

Self-organized: can influence organized groups and products
-influence media corp, decisions
-fan discourse can alter commodity

	what it is, when released, etc.. 
-prone to disputes, splits, marginalizations
	-self organized, after all 
	-can be sexist, racist, ageist, homophobic

Fan culture as “knowledge communities”

2 types of knowledge
1. Shared: what all members know, characters names, singer’s songs
2. Collective: sum of ALL knowledge, obscure facts, alternate narratives/lyrics

Meaning Is ahred and renwable resource – builds social ties

Tension between producing knowledge, and sustaining affiliations
Ex: info can cause arguments
Justin vs Selena
March 24, 2017

Class #9

Film: RIP: remix manifesto

CopyRIGHT: want to limit an control ownership over artistic content
CopyLEFT: people who want to share ideas and create together. Creative commons license

Intellectual property
Sampling as an instrument – moral stuggle of collaging 2 songs together
Creativity being limited? 

1. Culture always builds on the past
Public domain is important for a healthy creative production

Warner/Chappell  Happy Birthday, most copyrighted song. Millions of dollars every year. 

Copyright initially created to encourage people to create. 

Printing press: share of knowledge: How can an individual be protected against copyright? Laws are made, but each new copying machine disturbed the previous business model. The individual would not profit fully of what was theirs. 

Controlling what you own: (Metallica on napster)
Naptser: peer to peer technology. Assembled biggest library of human creativity in the world. Didn’t need record labels anymore : we were now distributors. 


2. The tenacious past will always try to control the future

Law made 52 million copyright criminals.
No way to kill this technology, only way is to make it criminal. 
Is this any good? Creatively remixing existing content? 

Copyright is out of control: manipulated for profit





Friday April 7, 2017 Class #11

Globalization: What is it? 
Internationalization of trade and finance
Universality of ideals and cultural values

Giddleman: media are messy, media are cultural. 
When developing, have to think how these platforms will work everywhere around the world. 

Globalzation in relation to the media and the state/government
Consumers and producers of media. Allowed us as an audience to become more vocal and become a media producer. 

COKE VS PEPSI AD: 

 Coke: all different people but one this in common is coke. 
-Adapt to local cultures. Change bottle label script. 

Pepsi: Using the wrong person to portray a difficult situation. Could have done it right changing some major things. The point was understood but missed. 

Globalization: “intensification of connections” (335) 

Circulation: -goods, fruit from argentina in provigo
	-people, migration, tourism
	-information, news, media

Infrastructure: - finance and commerce – stock markets
		-transport – jets, container ships
		-technology – electronic networks
		-political  - trade agreements

Globalization and media:

Technology: satellites, electronics, instantaneous transmission, 24/7 availability
	Greater intercultural content exchange. Ex: gangam style
 “Global village” - McLuhan vs. Cultural Imperialism

Media conglomerates:
· Own companies worldwide ( Moby media group, 33% owned by News Corporation)
· Dominate markets – 80% of world pop sales = Sony, Universal, Warner
· Franchising – a show format adapted to multiple markets/cultures
Ex: big brother (Endemol, Netherlands) –about 400 seasons, 50+ contries 
Cultural Imperialism? 
Maybe yes… 
· Overpresence of works from dominant cultures
· US films internationally
· Overpresence can unduly influence local cultures
· “Cultural expression” policy to thwart dominance 	
· ex.1 CanCon, certain percentage of Canadian Content
· ex.2 China foreign film quota – 34yr
· NGOs and alternative media efforts to combat 

Maybe no…
· Foreign content works alongside local content
· Real inequality is elite vs. general population
· Conglomerates must adapt to local markets
· Audiences are savvy – active, oppositional, etc. 

Non-western Media – Bollywood

Hindi film industry 
1. Influenced by western media (Hollywood films) 
2. Adapted to local cultural norms (no kissing, importance of family approval)

Traditional Market – India and communist/decolonized nations

Today’s global market 	
· South Asian migration to UK, N, America
· Influx of conglomerate money (ex. Fox) – higher prod. Values
· Films address issues of global living

Policy and Governance 
National governments weakened by: 
	-private transactional capital (conglomerates)
	-international trade agreements
	-borderless networks 	
		-wikileaks – ex. Leaked Clinton emails during election
Internat governance is weak. 

Are media truly globalized?
Conglomerates concentrated in pockets 
	-N. America, Europe, Japan
	-consumption dispersed, but production concetrates
Most people do not have internet access!
	-in 2012, only 35% of pop. Used internet


Role of networks :

Manuel Castells “Why Networks Matter”

Contemporary society is a network society 
Networks = “the organizing form of life”

Specific social structure built on 
	-microelectronics
	-software-based information and comm. Technologies. 

Networks have existed since the time immemorial…
So why is only present day society a “network society”? 

Recent vast increases in networks : 
Size – global 
Complexity – impossible to map 
Speed- info flows instantaneously, automatically. 

Electronic Networks
1. Reconfigure in real time
a. –routes always opening and closing	
b. data moves via multiple routes (boomerang ex.)
2. Permeate all aspects of everyday life. 

Consequences 
1. “Network society expands on global scale”
a. no boundaries
b. not everywhere BUT, people and place ‘outside” network affected by decisions and practices in network. 
2. “Networked organizatios outcompete all other forms of organization”
a. flexible and adaptable (since networks are flexible and adaptable)
b. build partnerships, greater access (to markets, etc.) (phone networks)
3. Political institutions network in response to management crisis of nation-states
a. Migrants, disease, political &financial crises move quickly across borders
b. Build fast, flexible partnerships
Ex: Syrian refugee crisis (EU+Turkey)
	Zika virus (No. and So. America)
4. Civil society (political discourse of population) reconstructed through networks of activists 
a. –often internet organized 
b. for and reconfigure easily 
ex. Standing Rock pipeline protest in US. 
5. “Networked individualism” = individual-centered culture + need t share and co-experince. 
a. “personal” accounts, pages, etc 
ex. Facebook, Instagram, Twitter
we are only as powerful as out personal network
sharing now quantified (followers, likes, etc.) 
6. “Media space… is the public space of out time”
a. de facto public sphere, but is privately held. 
b. Discourse/debate inevitable has media component
c. If your cause does not exist in the media, does it really exist? 
7. Power lies in networks, not institutions. 
a. Institutions need networks, but networks can drop/ignore institutions. 	
Ex: bitcoin – decentralized, virtual, encrypted currency. 
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