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UNIT-I
Why study media? Understanding mass media. Characteristics of mass media. Effects of mass media on individual, society and culture-basic issues. Power of mass media. Media in Indian society. Definition, nature and scope. Function of mass media.

Why study media?

Media Studies gets what is ironically called “a bad press”. In relationships with each other, do the people take at face value, or do they make judgments based on the way it is thought they should be? 
When it comes to consumer goods, what is that happens exactly? Why do we want things? How does that happen?

The best metaphor for media studies is the idea of “introducing fish to water.” To become aware of the mediated world is to have the veil lifted from our eyes, to see the world in sharp focus.

We get sound bite politics – because of the media.

We get personality politics – because of the media.

We learn to act the way we do – because of the media.

We learn to talk the way we do – because of the media.

We get turned on, we get excited, we get angry, we laugh and we cry – because of the media.

A medium is not simply an envelope that carries any letter. Each communications medium employs its own code and thus influences the content of the message communicated. Content never exists alone; it is always embedded in some medium. Full understanding, therefore, of any message necessarily involves a study of both the content and the form of the communication, or rather the content-in-form of the communication...

The power of the moving image to manipulate, to editorialize and to form values and attitudes makes it imperative in this age of film, television and social media that the audience be equipped with the competence needed to understand the rhetoric of the projected image.

“The art of the future has become the art of the present,' the fact of the present is that the moving image is being used in an ever-increasing way to convey information and to shape attitudes and values. Our culture is too close to what is happening to be able to gauge the extent of influence.

The sheer amount of time spent with film, television and social media is impressive enough to forestall the need for conjuring up fear-filled threats about the effects of the new media. The consumers are there already. The images touch on their political and economic decisions; they comment incessantly on the very style and meaning of what it means to be human. Intelligent and critical consumers are likely to end up as the best kinds of humans...

Definition of Mass Media-
Media (originally the plural of medium) is a contraction of the term media of communication, referring to those organized means of dissemination of fact, opinion, and entertainment such as newspapers, magazines, cinema films, radio, television, social media and the World Wide Web. Writers currently vary in their preference for using media in the singular ("the media is...") or the plural ("the media are..."). Academic programs for the study of the mass media are usually referred to as mass communication programs.

Mass media is the term used to denote, as a class, that section of the media specifically conceived and designed to reach a very large audience (typically at least as large as the whole population of a nation state). It was coined in the 1920s with the advent of nationwide radio networks and of mass-circulation newspapers and magazines. The mass-media audience has been viewed by some commentators as forming a mass society with special characteristics, notably atomization or lack of social connections, which render it especially susceptible to the influence of modern mass-media techniques such as advertising and propaganda.

The phrase "the media" began to be used in the 1920s, but referred to something that had its origins much further in the past. The invention of the printing press in the late 15th century gave rise to some of the first forms of mass communication, by enabling the publication of books and newspapers on a scale much larger than was previously possible.

Newspapers

The first high-circulation newspapers arose in the eastern United States in the early 1800s, and were made possible by the invention of high-speed rotary steam printing presses, and railroads which allowed large-scale distribution over wide geographical areas. The increase in circulation, however, led to a decline in feedback and interactivity from the readership, making newspapers a more one-way medium.

Since the beginning, high-circulation newspapers have been a medium for conditioning public opinion.

Movies

World wide the cinema was introduced in 1894, the first commercial screening. The cinematographe (from where we have the name cinema) invented by the Lumiere brothers functioned better the Kinetoscope of Edison and Dickson. The Lumiere brothers who invented the cinematographe started projection of short (very short, one to two minutes long) films for the Parsian public on November 28, 1895.

Cinema was shown for the first time in India by the Lumiere brothers on July 17, 1896 at the Watson Hotel in Mumbai. This was just six months after their first show in Paris.

The next movie in India was Dhandiraj Govindraj Phalke’s RAJA HARISCHANDRA released on May 3, 1913. D. G. Phalke is acclaimed as the father of the Indian cinema because he laid the foundation for the future of the Indian film industry and because he trained several young film makers in his studio in Nasik..

Radio

The radio has been the first device to allow for mass communication. It has enabled information to be transferred far and wide, not only nationally wide but internationally as well. The development of the radio began in 1893 with Nikolai Tesla’s demonstration of wireless radio communication in St. Louis, Missouri. His work laid the foundation for those later scientists who worked to perfect the radio we now use. The man most associated with the advent of the radio is Guglielmo Marconi, who in 1986 was awarded the official patent for the radio by the British Government.
Broadcasting in India actually began about 13 years before AIR came into existence. In June 1923 the Radio Club of Bombay made the first ever broadcast in the country. This was followed by the setting up of the Calcutta Radio Club five months later. The Indian Broadcasting Company (IBC) came into being on July 23, 1927, only to face liquidation in less than three years.
Television

The early television broadcasts were all black and white. The first successful programme in colour was transmitted by Columbia Broadcasting System (CBS) in USA in 1953. The television set became one of the important mediums of entertainment with the advent of several popular shows. Television gradually matured as a medium during the next two decades. From being “radio with pictures” it acquired a unique style of its own. As a result of this, this phase is often called the “golden age” of television.
Television began in India on 15th September 1959 as an experiment. There were only two one-hour programmes a week, each of one hour duration. All India Radio handled these initial broadcasts. 

The early programmes on these experimental broadcasts were generally educational programmes for school children and farmers. Several community television sets were set up in Delhi’s rural areas and schools around Delhi for the dissemination of these programmes. By the 1970s, television centers were opened in other parts of the country also. In 1976, Doordarshan, which was All India Radio’s television arm until then became a separate department. 

One of the important landmarks in the history of Indian television, the Satellite Instructional Television Experiment (SITE). It was conducted between August 1975 and July 1976. Under this programme, the Indian government used the American satellite ATS-6 to broadcast educational programmes to Indian villages. Six states were selected for this experiment and television sets were distributed in these states. 
Characteristics of Mass Media

1. Communication is Mostly One Way

2. Audience Has Great Deal of Choice

3. Reach Large and Vast Audiences

4. Aim Messages to Attract Largest Audience Possible

5. Influence Society and Are, In Turn, Influenced by Society
Characteristics-

Mass media is used to communicate to large numbers of people. It is a useful method for raising an issue, encouraging debate and for making an issue more salient. The information is presented through various media and the public can generally choose to read, listen, view or disregard the material offered. The only way to ensure the media cover your project is through paid advertising, but this is expensive and there is still no guarantee that your target group will take in your information. If paid advertising is not possible, there is value in examining opportunities to access community-service information for both print and electronic media. Publicity, such as a media release, is the most popular and useful method for achieving possible coverage of your project. Careful selection of the media that are most likely to be accessed by your target group will also improve the reach of your information.

Effect of Mass media on individual: -
Mass Media Influence

In the last 50 years the media influence has grown exponentially with the advance of technology, first there was the telegraph, then the radio, the newspaper, magazines, television and now the internet.

Society depends on information and communication to keep moving in the right direction and do progress with the daily activities like work, entertainment, health care, education, personal relationships, traveling and anything else that we have to do.

A common person in the city usually wakes up checks the tv news or newspaper, goes to work, makes a few phone calls, eats with their family when possible and makes decisions based on the information that he has either from their co workers, news, tv, friends, family, financial reports, etc.

Most of the decisions are based on, beliefs and values known for a fact, assumptions and own experience. In work it’s based on experience and studies, however on daily lives media is relied on to get the current news and facts about what is important and what we should be aware of.

Trust is on the media as an authority to give news, entertainment and education. However, the influence of mass media on kids, teenagers and society is so big that its necessary to know how it really works.

How mass Media Influence works

Of all the media distribution channels the most influential has been the television, we are constantly exposed to thousands of images of violence, advertising, sex, celebrities and much more, in fact a its known that a child is exposed to about 40,000 ads a year.

But who owns the media, which are the companies or people that shape our values, beliefs and decisions? The media is basically dominated by three major companies they are:

Sun Network 
Kalaignar Network

Star Network

Zee Network

Thoese 3 companies own 95% of all the media that we get every day. They own the major entertainment theme parks, entertainment movie studios, television and radio broadcast networks and programing, video news and sports entertainment.

They also own integrated telecommunications, wireless phones, video games softwares, electronic media, the music industry and more.
Years ago there was more diversity in companies, but they have merged so now they are just a few and they have the power to shape the opinion and beliefs of us and our kids. So its important to be aware of what your kids are exposed to every day and you should also try to look at things from different perspectives and not just from the one the media gives you.

Goals of Entertainment: The Power of Mass Media to Influence

How does mass media influence young people?

The media makes billions of dollars with the avertising they sell and that we are exposed to. We buy what we are told to be good, after seeing thousands of advertisings we make our buying decisions based on what we saw on Tv, newspapers or magazines to be a product we can trust and also based on what everyone else that we know is buying and their decision are also base don the media.

These are the effects of mass media in teenagers, they buy what they see on Tv, what their favorite celebrity advertise and what is acceptable by society based on the fashion that the media has imposed them.

There are some positive and negative influences in young people.

Here is a positive influence example, if there is a sport that is getting a lot of attention by the media and gains popularity among your friends and society, you will more likely want to practice the sport and be cool with all your friends. The result is that you will have fun with your friends and be more healthy because of the exercise your are doing.

However a negative influence in teenagers is the use of cigars by celebrity movie stars, the constant exposure of sex images, the excessive images of violence and exposure to thousands of junk food ads.

Young people are in a stage of life where they want to be accepted by their peers, they want to be loved and be successful. The media creates the ideal image of a beautiful men and women and tells you what are the characteristics of a successful person, you can see it in movies and tv. Its a subliminal way to tell you that if you are not like them you are not cool yet so its time to buy the stuff they buy and look like they look.

Another negative influence in teenagers that has grown over the last years are anorexia and obesity. There are millions of adolescents fighting obesity, but at the same time they are exposed to thousands of advertisements of junk food, while the ideas image of a successful person is told to be thin and wealthy.

Also more women are obsessive with losing weight even when they are not obese, there are many thin women that want to look like the super models and thin celebrities so they engage in eating disorders which leads to severe health issues and even death.

Effects of violence in the Media

When we watch Tv or a movie we usually see many images of violence and people hurting others. The problem with this is that it can become traumatic especially in our children as we see it more and more. Our kids that are starting to grow and are shaping their personality values and beliefs can become aggressive or they can lose a sense of reality and fiction of what they are seeing.

In the past years there have been some cases of kids carrying a gun at school and even hurting others with it. Those kids have been linked to excessive use of violent video games and war images.

Another problem is that real war is used as a form of entertainment by the media, we should make our kids and teen aware that war is not a form of entertainment and that there is no win or lose like in video games, in real war everyone lose.

How media influence public opinion

As i have said above, the media has a huge impact on society and also in public opinion. They can shape the public opinion in different ways depending of what is the objective.

For example, after the attacks of 911 the media gave a huge coverage of the event and exposed Osama guilty for the attack as they were told by the authorities. This shaped the public opinion to support the war on terrorism, the same happened with the war on Iraq. The problem is that if media received un accurate information then the public opinion supported a wrong cause, this is the power of public opinion influence.

Other ways to influence are with polls and trends, especially in political campaigns. The candidates that can pay for more tv and media exposure have more influence on public opinion and thus can receive more votes.

Mass Media Influence-Effects:-
From the moment we wake up in the morning we are bombarded with media in all its many forms. From the morning newspaper and it's many advertisements to the television commercials telling us what we need to buy. Even when you turn on the radio during your daily commute you will be overwhelmed with new mainstream 'music' full of vulgarities and rudeness that could put you in a bad mood for the entire day. Media has a major influence in our lives, whether people like to admit it or not.

Most media out there is harmless, people simply trying to sell you there product to make a living or tell you the news. Although more often then we care to admit the media has harmful messages and influence over us. From the violent video games that have filled the market to the Internet, which is filled with negative information and themes.

Many experts say we need to evaluate the trend of today. Does the influence in our families from the media really build healthier stronger people? Or does it do the exact opposite? It would seem as though more often the naught the latter is the case.

Media is often times used to convince massive amounts of people of something, almost a mass brainwashing. A good example of this is the media influence used by politicians. Joseph McCarthy used media influence to convince people of how terrible Communism was. He used it to support his 'witch hunt' of Communism in the United States. Another case of the media effecting politics is the election of Ronald Regan and Arnold Schwarzenegger. Both were famous movie star actors and used that status to win in politics.

The media often also dictates what we should and will buy. The media bombards us with what they deam 'great books' or 'great movies' telling us to go out and buy them right away. One good example of this is the widely published book Eragon. The book was criticized by many literary experts for being very 'poorly written' however it was written by a very young author and that created a media vortex that launched the book. Many still agree that the book would have never even been published if the boy's parents didn't happen to be publishers.

Other cases of books who received major boosts from media attention include the Harry Potter and Twilight series. Although the books were attacked by many experts for their 'bad plot' and 'poor writing' and in Twilight's case it's unoriginality thanks to mass media attention the books became bestsellers. In all these cases the books, held up by media attention, lead to movies which in almost all cases weren't particularly good either.

Craig Anderson is a distinguished Professor of Psychology at Iowa State University. He is an expert of media influence. He conducted a study with a young teenage boy where the boy played his favorite video game while being videotaped. After the tape was replayed for the boy he commented on how he, "Didn't think he had been swearing that much", he also commented on his angry facial expressions.

Anderson suggests we simply look at the amount of time we spend playing video games, watching TV or on the Internet. He has been quoted on saying, "A reality show about the life of the average American would be rather boring. It would be filled with hours of them just watching TV or surfing the Internet".

There is also many myths surrounding the violent influence of the media and its effect on people. These myths include, that only boys are effected, or only children or young children, or only those who already have an aggressive history, one myth goes as far as to say it only affects sick psychopaths. All of these myths are untrue however. Anyone any age can be affected by violent media influence.

It is also suggested by experts that children under the age of two do not watch any Television, whether it be video games, movies, or even 'supposedly' educational content. Prolonged exposure to television at such a young age has been proven to lead to attention deficit disorder (ADD) and problems with school later on.

So it is clear that the massive media influence in our lives does have a negative effect on many people. Regardless of age, gender or location violent or suggestive media can affect us all. So next time you’re in the book or movie rental store looking for something to buy, think about trying to find something you will like opposed to buying something that everyone tells you will like.

The media and its influence on the society:-

The media and its influence on the societies, has grown exponentially with the advance of technology. First there was the telegraph and the post offices, then the radio, the newspaper, magazines, television and now the internet and the new media including palmtops, cell phones etc. There are positive and negative influences of mass media, which we must understand as a responsible person of a society.

Before discussing the influence of mass media on society it is imperative to explain the three basic functions of mass media; they are providing news/information, entertainment and education. The first and foremost function of the media in a society is to provide news and information to the masses, that is why the present era is some time termed as the information age as well. People need news/information for various reasons, on one hand it can be used to socialize and on the other to make decisions and formulate opinions. Entertainment would be the other function of the mass media where it is mostly used by the masses to amuse them in present day hectic environment. Educating the masses about their rights, moral, social and religious obligations is another important function of mass media, which needs no emphasis.

In present era of globalization, majority of people in the society depends on information and communication to remain connected with the world and do our daily activities like work, entertainment, health care, education, socialization, travelling and anything else that we have to do. A common urban person usually wakes up in the morning checks the TV news or newspaper, goes to work, makes a few phone calls, eats with their family or peers when possible and makes his decisions based on the information that he has either from their co workers, TV news, friends, family, financial reports, etc. we need to be conscious of the reality that most of our decisions, beliefs and values are based on what we know for a fact, our assumptions and our own experience. In our work we usually know what we have to do, based on our experience and studies, however on our routine life and house hold chores we mostly rely on the mass media to get the current news and facts about what is important and what we should be aware of.

We have put our trust on the media as an authority to give us news, entertainment and education. However, the influence of mass media on our kids, teenagers and society is so big that we should know how it really works. The media makes billions of dollars with the advertising they sell and that we are exposed to, every single moment. We buy what we are told to buy by the media. After seeing thousands of advertisings we make our buying decisions based on what we saw on TV, newspapers or magazines. These are the effects of mass media especially in teenagers, they buy what they see on TV, what their favorite celebrity advertise and what is acceptable by society based on the fashion that the media has imposed on them.

There are some positive and negative influences in young people of our society due to these ad campaigns in the media. Here is a positive influence example, if there is a quiz show on education that is getting a lot of attention by the media and gains popularity among your friends and society, you will more likely want to actively participate and watch these quiz shows. These activities are good for the society and will promote literary activities in the youth. However a negative influence in teenagers is the use of guns and ammunition by celebrity movie stars, the constant exposure of which would seduce the teen to replicate the same behavior in the real life. When we watch tv or a action movie we usually see many images of violence and people hurting others. The problem with this is that it can become traumatic especially in our children as they see it more and more. Our kids that are starting to grow and are shaping their personality values and beliefs can become aggressive or they can lose a sense of distinction between reality and fiction. Another problem is that real war is used as a form of entertainment by the media, we should make our kids and teen aware that war is not a form of entertainment and that there is no win or lose like in video games, in real war everyone lose.

Teens, youngsters are in a stage of life where they want to be accepted by their peers, they want to be loved and be successful. The media creates the ideal image of beautiful men and women with all the ingredients of a successful person, you can see it in movies and tv. It’s a subliminal way to persuade the masses that if you want to be successful and look like them then you have to buy that particular brand or product. Another negative influence in teenagers, especially in the USA, that has grown over the last years is obesity. There are millions of adolescents fighting obesity, but at the same time they are exposed to thousands of advertisements of junk food, while the ideal image of a successful person is told to be thin and wealthy.

The media has a huge impact on society in shaping the public opinion of the masses. They can form or modify the public opinion in different ways depending of what is the objective. For example, Pakistani media influenced the public opinion against the Taliban in Swat by repeated telecast of a video clip showing whipping of a woman by a Taliban. Before that the public opinion over the military action against the Taliban in Swat was divided, but repeated telecast of this short video clip changed the public opinion over night in the favor of the government to take action. Other ways to influence are with polls and trends, especially in political campaigns. The candidates that can pay for more TV and media exposure have more influence on public opinion and thus can receive more votes.
MEDIA EFFECTS ON CULTURE BASIC ISSUES:-
Culture can be defined as the way of life which includes beliefs, aesthetics and institutions of a civilization. Considering today’s way of life, we would be lying if we didn’t admit that media is not an influential entity in our culture. Lately the media theories that regard the audience as a passive entity have been discarded and advanced media theories that take into account the audience response have been formulated. It is still a fact that despite cognitive abilities of the audience, the media has been successfully ingraining several values and elements into a large section of our society.

First of all let me tell you that this is no media-bashing agenda. There is no doubt about the fact that there are certain media elements affecting our culture for better because had it not been for media, quick and easy flow of useful information and education would not have been possible. The media has played a major role in positive developments like fight against racism, fight against gender bias, world poverty and spreading awareness about the world peace. 

This being said, there is no denying to the fact that certain media messages are detrimental to our society. We need to realize that although media is a reflection of the society we live in but at times, the media needs to do much more than reflect the surroundings - it has to exaggerate, sensationalize and at times even trivialize the matters of utmost importance to make way for entertainment. The media creates celebrities; it creates idols - celebrities who thrive on fans, followers, and groupies! When we say a certain type of music or a certain genre of movies is popular, it means a large number of people are following an ideology or a concept, which lies at the heart of that song or the movie. One of the most striking examples in this case would have to be the popularity of violent and abusive rap songs amongst teenagers. The glorification of violence, drug abuse and other unhealthy habits has a major role in the outburst of unfortunate incidents where children have gotten extremely violent and out of control. 

Be it the advertisements touting products that promise a fairer skin or bods-to-die for or the television shows and films, which portray violence, sexually explicit content and abusive language. There are music videos and rock bands that give out the message that alcohol; drugs and sex are an inevitable part of life. These ideals created by the media might not be necessarily appropriate.

However, owing to the mass-acceptance and popularity hype created - most of the people accept these as a part of today’s culture. In an age where someone like Paris Hilton is a role model for so many young girls, how can we expect to spread awareness about the importance of knowledge in the young generation? Bulimic girls striving to be like the size zero models on the ramp or the excessively aggressive videogame-playing children who think guns and weapons are cool – we have reached a stage where media literacy is the dire need of the hour. It is time to start thinking and analyzing what media is dishing out to us…

POWER OF MASS MEDIA:-
Mass media plays many roles in our life. The way we think, speak, our actions and behaviors are all influenced by the media to a certain extent. I believe that many of us have never really thought about the impact and influence of the media, how it actually creates who we are today. It has instilled a personal identity in us without our being aware. Simply take a glance at the way you dress right now, it was probably something you have pick up over the internet or magazines.

The influence of mass media shapes our concepts of who we are, what is important to us, and how we live our life. We cannot escape the reality, media is present in our everyday life in the form of internet, newspaper, magazines and television.

We could well discuss the long list of negative impacts the media has brought to the world. Rise in child violence in school, homes, problems with obesity, poor math and reading skills as well as anorexia problems with women. Conversely, the positive impacts equally justify the existance and importance of mass media.

We have absolutely no control over the media however, we do have the final decision on the path we choose to take. The explicit example of anti-smoking campaigns and advertisements explain my point. The positive influence the media is trying to portray might not necessarily draw the expected result. Will it really limit or reduce the amount of smokers we have? Tax regulations seem to be a better option in this case. The extent of the power mass media is able to influence us only reaches this far, the rest is really still within our control.
“Technology and infrastructure launched to avail communication at larger level or with a whole segment of population is called mass media.”

There are two types of mass media. * Print Media * Electronic Media.

We have just completed the mass media century. The twentieth century was the most populated, most warlike, most violent, most intensive, most technologically progressive and also the most communicative century in human history. In 1900, newspapers were the largest medium and they had just come into that role in the previous 20 or 30 years. The twentieth century saw the development of motion pictures, radio, television and computer. At the beginning of the twenty first century, the catch word is global media, because the mass media giants now send their messages out worldwide. Our world today is increasingly driven by a combination of information and entertainment values and these are both promoted by the explosion of different means of communication. The role of the mass media in global society has been evolving over the past century towards the following goals and duties.

The media informs the public, provides information, generates political ideas, mobilizes political and social action groups and generally helps to shape the public policy agenda and priorities. The media plays a role of political accountability and check and balances, keeping an eye on public officials and institutions and constantly challenging them via reports, interviews etc. Very rarely can the mass media actually make people change their minds or their views instantly. The media primarily reinforce views that people hold. In the last 50 years the media influence has grown exponentially with the advance of technology, first there was a telegraph, then the radio, the newspaper, magazine, television and now the internet. We live in a society that depends on information and communication to keep moving in the right direction and do our daily activities like work, entertainment, travelling and anything else that we have to do. Of all the media distribution channels the most influential has been the television. Of all the electronic media, television is the king. We are constantly exposed to thousands of images of violence, advertising and much more. The media takes billions of dollars with the advertising they sell and that we are exposed to. We buy what we are told to be good, after seeming thousands of advertising we make our buying decisions.

 The media has a huge impact on society and also in public opinion. They can shape the public opinion in different ways depending of what is the objective. The media shape people’s attitudes about everything from soap to politics.

“Our job is to give people not what they want, but what we decide they ought to have.”

We are overwhelmed by mass media. Mass media provide information on a vast array of issues and events that are necessary to our lives every day like: The actions of our political leaders, the votes of our representatives, the attitudes and opinions of people, the daily performance of the stock market, health news, weather forecast, scores of our favorite sports team etc.,

Without which we could not exist as a civilized society in the twenty first century. Mass media entertain us through shallow dramas, sitcoms, soaps etc.

Mass media are so much a part of our everyday world and so influential. Mass media enrich our mind with essential information; make our lives easier with meaningful entertainment and delightful diversions. Undeniably, mass media plays many roles in our lives. The way we think, speak, our actions and behaviors are all influenced by the media to a certain extent.

The influence of mass media shapes our concepts of who we are, what is important to us. Mass media have an important role in modern channel of communication.

MEDIA IN INDIAN SOCIETY-

Media's impact on society can be judged from three perspectives - social, economic and political social impact:-

1) Generating awareness on various social evils like dowry, female and infanticide etc. this has led to the decline in the incidence of them 

2) Bringing into focus any atrocities faced by weaker sections of the society. This has brought in a sense of security to the weaker sections. Majority groups fear to do any harm to them. in the long run this will bring peace and tranquility among communities. 

3) Generating awareness on good practices like health, hygiene, nutrition etc thereby improving the living standards. 

4) Media is responsible for the success of green revolution in India during 60's by popularising the usage of high yielding varieties, fertilisers, pesticides and other farm management techniques. green revolution has improved the living standard of poor by enhancing their incomes. Many new enterpreneurs from weaker sections of the society emerged. this has enabled them to rise in the social ladder and stay on par with the so called upper castes. 

5) Media is responsible for generating pan india identity and enabling people to loosen their parochial and narrower identities. 

6) Media has been showing in new employment opportunities that are available in the market. this has enabled a common man with requiste skills to grab them. 

7) Media is responsible for sensitising our administrators on various issues. 

8) Media is responsible for spreading in latest fashion vis-a-vis dressing style, cosmetics, hair styles etc 

Economic impact 

1) Media is responsible directly for providing employment opportunities and thereby increasing the living standards of the people. 

2) Media spreads awareness of a new product launched by a company through advertisements and product reviews. This will increase the demand of industrial goods thereby promoting industrialization and increase in GDP. 

Political impact 

1) Media has been bringing out corrupt practices practiced by our political leaders. This has enabled people to make more rational choices when electing their representatives. 

2) Media has been a major force in mobilizing people during elections.

FUNCTIONS OF MASS MEDIA
Eight functions of mass media

1. Inform (a teacher function).

2. Surveillance (a watcher function).

3. Service the economic system.

4. Hold society together (act as sort of a cultural glue).

5. Entertain.

6. Act as a community forum (media equivalent of town hall meeting or group discussion).

7. Set the agenda.

8. Service the political system.

Today, media and information services companies are responding to changes by cutting costs and transforming business models in order to adapt to the digital age. By working in partnership with us, you will be ready to take control of your digitization and ensure that your own people focus on the areas of strategic value.

MEDIA AND ITS INFORMATION:
One of the very important requisites of a media planner is familiarity with media choices and various sources of media information. Media information is available from sources within the media itself as well as external sources. 
UNIT 2

Media Audience analysis (mass, segmentation, product etc, social uses). Audience making. Active Vs Passive audience: Some theories of audience-Uses and Gratification, Uses and Effects etc. 

Types of audience : 

1. Mass audience – often termed ‘broadcast audience’. Those who consume mainstream or popular texts such as soaps or sitcoms. Media and communication that targets a very large group of people (women, men, children, adults etc).
2. Niche audience – much smaller but very influential. A niche audience is a small, select group of people with a very unique interest. 
Media audience:

‘Audience’ is a key concept throughout media studies, because all media texts are produced with an audience in mind - that is to say a group of people who will receive the text and make some sort of sense out of it.
Who is the audience? 
In media terms the audience is any group of people who receive a media text, and not just people who are together in the same place.
They receive the text via a media carrier such as a newspaper or magazine, television, DVD, radio or the internet. It can also be a mobile phone, iPod or any other device that stores or receives media messages. So audience is part of the media equation – a product is produced and an audience receives it.  

Television producers need an audience for their programmes, so they can finance those programmes and make more programmes that the audience likes. Advertisers need an audience who will see or hear their advertisements and then buy the products. 

A media text is planned with a particular audience in mind.
There are two divisions of media audience: -  a) Passive audience and b) Active audience

Passive audience

· A passive audience is one who is weak and is strongly influenced by what they see and hear in the media. They have no choice but to respond as the media wants them to. They are powerless to resist.
· A supporter of passive audience ideas would explain the granny’s criminality by saying the media made her do it!
Problems with passive audience
· Many feel it is out of date and that it vastly underestimates the audiences,
· this has led to the development of more complex theories about active audience participation in the reading of media texts.
Active audience 
· An active audience is one who makes up their own minds about what they see and hear and is in control of how they respond to the media. They have the power, not the media.
· A supporter of active audience ideas would say that the media may have given her the idea but is ultimately her choice to react this way…she could have chosen otherwise.
Audience Segmentation
Audience segmentation is a key activity within an audience analysis. It is the process of dividing a large audience into smaller groups of people - or segments - who have similar needs, values or characteristics. Segmentation recognizes that different groups will respond differently to social and behavior change communication (SBCC) messages and interventions.
Audience segmentation means using one or more demographic trait to identify the target customer. The more the audience is narrowed, the better to identify what they want so that the programme could target their need. 
For example, Programmes only for children will have the content that are attractive to children.  
Need for Audience Segmentation : Segmenting the audience of is one of the most critical tasks for any purpose, because most of the efforts of the organization will fail if they are created for the wrong target customer. Creating a specific customer profile helps to plan the most effective development, pricing, promotions and distribution strategies.
Segmenting audiences enables a program to focus on those audience members who are most critical to reach and also to design the most effective and efficient strategy for helping each audience adopt new behaviors. Audience segmentation enables programs to match audiences, messages, media, products and services based on the specific needs and preferences of the audience. Tailoring an SBCC strategy to the characteristics, needs and values of important audience segments improves the chances for desired behavior change.
Audience segmentation takes place during audience analysis. To gain stakeholder input, the audience segmentation can also be part of the stakeholders’ workshop.
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Media fragmentation

Describes a trend to increasing choice and consumption of a range of media in terms of different channels such as web and mobile and also within channels, for example more TV channels, radio stations, magazines, more websites. • Media fragmentation implies increased difficulty in reaching target audiences.
Benefits

The benefits of media fragmentation are beginning to outweigh the downsides, argues Simon Rutherford. It’s now more expensive to reach your target audience through traditional media. It’s also true you have to use a number of different channels to get a result these days.
· We now have access to smaller more defined groups of consumers; content is becoming more aligned to people’s specific passions; 
· if you spend the time defining your target audience properly it means you can have more relevant conversations within the right environment; 
· we can now reach our customers via a number of channels anchored around the same relevant content increasing effectiveness; if you get it right there will be less wastage; the result is forcing marketers and their agencies to become more disciplined.
[image: image2.jpg]A lot changes in 20 years.
| s e s i Eee——————

Brosdcast  Broadcast & cable TV, Broadcast TV, cable TV, broadcastrado satele ad,
broadeast rado

ot Hewpapes, magazioes
ot Drect mat, tthone
Owdoor B, vt posters
" s e, mea

Instore Printed or handwritten
PoP ans

Digtal devices Watkran €O and
casette players

oniine Dt exst

¢ ko,
i ot ol o, b

Soctal Meda DI et Facebook, Twfter, Linkedin, YouTube, Pterest, nstagra,
e s hdres of it it s
icusion boards, ove one huned mlion actve bogs o,
Video and authopodkasts, ol gamig.

Moble Dt exst Moble phones, smartphones, abets, -readers




Prerequisites of Audience segmentation requires

· Situation Analysis 

· Audience Analysis

Situation Analysis: A situation analysis guides the identification of priorities for an SBCC intervention and informs all the following steps in the SBCC process. It establishes a clear, detailed and realistic picture of the opportunities, resources, challenges and barriers regarding a particular health issue or behavior. The quality of the situation analysis will affect the success of the entire SBCC effort.

Throughout the data collection process, team members should also consider how to engage stakeholders including opinion leaders, service providers, policy makers, partners, and potential beneficiaries. Ways to obtain stakeholder input include in-depth interviews, focus group discussions, community dialogue, small group meetings, taskforce engagement or participatory stakeholder workshops.

Audience Analysis
An audience analysis is a process used to identify and understand the priority and influencing audiences for a SBCC strategy. The priority and influencing audiences are those people whose behavior for an situation.
A complete audience analysis looks at: 

· Socio-demographic characteristics such as sex, age, language and religion.
· Geographic characteristics like where the audience lives and how that might impact behavior.
· Psychographic characteristics such as needs, hopes, concerns and aspirations.
· Audience thoughts, beliefs, knowledge and current actions related to the health or social issue. 
· Barriers and facilitators that prevent or encourage audience members to adopt the desired behavior change.
· Gender and how it impacts audience members’ behavior and ability to change.
· Effective communication channels for reaching the audience.

Need for Audience Analysis

An audience analysis informs the design of materials, messages, media selection and activities of a SBCC strategy. It establishes a clear, detailed and realistic picture of the audience. As a result, messages and activities are more likely to resonate with the audience and lead to the desired change in behaviors.

Audience Analysis
Audiences can be groups or individuals targeted by and often built by media industries. Audience can be active (constantly filtering or resisting content) or passive (complying and vulnerable).

Audience analysis emphasizes the diversity of responses to a given popular culture artifact by examining as directly as possible how given audiences actually understand and use popular culture texts. Three kinds of research make up most audience research: 

1) Broad surveys and opinion polls (like the famous Nielsen ratings, but also those done by advertisers and by academic researchers) that cover a representative sample of many consumers.

 2) Small, representative focus groups brought in to react to and discuss a pop culture text.

 3) In-depth ethnographic participant observation of a given audience, in which, for example, a researcher actually lives with and observes the TV viewing habits of a household over a substantial period of time, or travels on the road with a rock band. Each approach has strengths and weaknesses, and sometimes more than one approach is used as a check on the others. Audience analysis tries to isolate variables like region, race, ethnicity, age, gender, and income in an effort to see how different social groups tend to construct different meanings for the same text.

Audience measurement measures how many people are in an audience, usually in relation to radio listenership and television viewership, but also in relation to newspaper and magazine readership and, increasingly, web traffic on websites. Sometimes, the term is used as pertaining to practices which help broadcasters and advertisers determine who is listening rather than just how many people are listening. This broader meaning is also called audience research.

Measurements are broken down by media market, which for the most part corresponds to metropolitan areas, both large and small.
In media studies, there are two models used to construct audience reception. These models are defined as (1) The effects model (Hypodermic Model) and (2) The uses and gratification model. The effects model focuses on what the media does to audiences, influences is based on the message conveyed within the media. The uses and gratification model emphasizes what the audience does with the media presented to them, here influence lies with the consumer.

The ‘ethnographic turn’ contributed to the maturing of the field as contexts of consumption are now recognized as having significant impact upon the processes of the interpretation of media. Sometimes characterized as the ‘active audience’ approach, this paradigm has attracted criticism for the apparent jettisoning of the influence of cultural power, diminishing the authority of the text while elevating the influence of context. Nevertheless developments in this vein have deepened our understanding of the significant relationship between media texts and the production of identity. Repeatedly, audience studies and fan studies have recorded the ways in which media texts are utilized and often re-made in the creative production and reproduction of self-identity.

The encoding/decoding model of measurement.

Since the early days of cultural studies-oriented interest in processes of audience meaning-making, the scholarly discussion about ‘readings’ has leaned on two sets of polar opposites that have been invoked to explain the differences between the meaning supposedly encoded into and now residing in the media text and the meanings actualized by audiences from that text. 
One framework of explanation has attempted to position readings on an ideological scale from ‘dominant’ through ‘negotiated’, to ‘oppositional’, while another has relied on the semiotic notion of ‘polysemy’, frequently without identifying or even mentioning its logical ‘other’: the ‘monosemic’ reading. Often these two frameworks have been used within the same argument, with no attempt made to distinguish ‘polysemic’ from ‘oppositional’ readings: in the literature one often encounters formulations which imply that if a TV programme triggers a diversity of meanings in different audience groups, this programme can then be called ‘polysemic’, and the actualized meanings ‘oppositional’.

Active audience theory is a theory that people receive and interpret media messages in different ways, usually according to factors such as age, ethnicity, social class, etc. The audience is neither passive nor homogenous.

Katz and Lazarsfeld in 1955 came up with a twostep flow theory in which people discuss media texts in their social networks where there will usually be opinion leaders who set the tone for what the rest of the group think.

In 1980 David Morley did a study to see how viewers interpreted a television show at the time: Nationwide. He found there were generally three types of reading:

· Oppositional - people disagree with the message and reject it.

· Negotiated - On the whole, the view is agreed with but slightly altered.

· Dominant - The message is fully accepted.
1. Twostep flow model
Study on social influence that states that media effects are indirectly established through the personal influence of opinion leaders. The majority of people receives much of their information and are influenced by the media secondhand, through the personal influence of opinion leaders.

	In 1944 Paul Lazarsfeld, (1901-1976) an American Social Researcher, Bernard Berelson (1912 – 1979) and Hazel Gaudet introduced The Two-Step Flow of Communication in the book called “The people’s choice: How the voter makes up his mind in a presidential campaign. New York: Columbia University Press”.
The purpose of the study was focused on Presidential election Campaign and the people decision-making process towards the campaign. All three researchers were wanted to find out practically whether the mass media messages affect direct influence in voting decision among the people. Unexpectedly they found the media messages (like radio and newspapers) are very less influence then an informal, personal communication on voting behavior. Based on this researched data, The Two Step Flow Communication Theory of Mass Communication was developed by Katz and Paul Lazarsfeld.
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Two-step flow

The people with most access to media, and highest media literacy explain and diffuse the content to others. This is a modern version of the hypodermic needle model.

Opinion Leader:

Opinion Leader is a leader for a certain group who gives details and information to lesser active persons in the group. In office, the managing director is an opinion leader and in public, a political leader is an opinion leader. They interpret the information to their own group. But one thing the Opinion leader is a leader only for their own group not for all.

In Public, Political leader is an opinion leader. Here few people are not influenced by the leader and their political views and thought. These people won’t support opinion leaders and isolated from the population.

Katz and Paul seems “the flow of media messages from radio and print to opinion leaders and then the leaders leads the messages to lesser active users in the population”. Through this transformation of message, the leaders may add their opinion on the actual content which may affects the low active users. In some cases the Opinion leaders are filtering the actual content ensures the information is needed by the people. Mostly the opinion leaders are selective and they pass the messages to the group.  (Low-end media users: Poor, Worker and People who are not affordable for getting information directly).

Note: The Opinion leaders have enough voice only in structured social groups not in an isolated individual in the population.

Critics:

· Researchers found substantial evidence that initial mass media information flows directly to people on the whole and is not relayed by opinion leaders.

· The two-step hypothesis does not adequately describe the flow of learning. Lazarsfeld and his associates in the 1940 election study were unable to determine the specific flow of influence.
Today most of the advertising researches are based on this theory. Especially opinion leaders role in the society as well as in home to which helps to improve the market with less efforts.
Effects models

1. Hypodermic needle model (Passive Audience)

The intended message is directly received and wholly accepted by the receiver.

The hypodermic needle model (also known as the hypodermic-syringe model) is a model of communications also referred to as the "magic bullet" perspective, or the transmission-belt model. Essentially, this model holds that an intended message is directly received and wholly accepted by the receiver. The model is rooted in 1930s behaviorism and is largely considered obsolete today.

The "Magic Bullet" or "Hypodermic Needle Theory" of direct influence effects was not as widely accepted by scholars as many books on mass communication indicate. The magic bullet theory was not based on empirical findings from research but rather on assumptions of the time about human nature.

"Hypodermic Needle Model" uses the same idea of the "shooting" paradigm. It suggests that the media injects its messages straight into the passive audience. This passive audience is immediately affected by these messages.

2. Agenda – Setting Theory (Passive audience)
Agenda-setting theory states that the news media have a large influence on audiences, in terms of what stories to consider newsworthy and how much prominence and space to give them.

Agenda-setting theory’s main postulate is salience transfer. Salience transfer is the ability of the news media to transfer issues of importance from their news media agendas to public agendas.

 "Through their day-by-day selection and display of the news, editors and news directors focus our attention and influence our perceptions of what are the most important issues of the day. This ability to influence the salience of topics on the public agenda has come to be called the agenda setting role of the news media.

Functions

The agenda-setting function has multiple components:

Media agenda are issues discussed in the media, such as newspapers, television, and radio.

Public agenda are issues discussed among members of the public.

Policy agenda are issues that policy makers consider important, such as legislators.

Corporate agenda are issues that big corporations consider important.

These four agendas are interrelated. The two basic assumptions that underlie most research on agenda-setting are that the press and the media do not reflect reality, they filter and shape it, and the media concentration on a few issues and subjects leads the public to perceive those issues as more important than other issues.

3. Cultivation Theory (Passive audience)
It was given by George gerbner and Larry gross. It says that people gradually come to accept the view of the world as portrayed on TV (in particular) as a true representation of reality and adapt their hopes, fears and understandings accordingly.

More people view TV, more their ideas correspond with the television view. It is gradual and cumulative. It is a theory talking about media effects, research was done in intervals to prove this.

TV has become the source of the most broadly shared images and messages. Repetitive pattern of TV images forms the mainstream environment.

According to George Gerber research there are 3 viewers:

1. If we watch television less than 2hrs a day are considered as Light Viewers
2. If we watch television 2-4 hrs a day are considered as Medium Viewers
3. If we watch television more than 4 hrs a day are considered as Heavy Viewers

Criticisms of cultivation theory:

· Simplistic

· Society’s views can be affected by other issues like background

· Other studies found that no proof existed of a relation between societal news and TV.  No casual relation

· Positive effects not analysed. Light viewers also have impact because of TV. Heavy viewer’s impact has an impact on our society. But the age, sex, demography of these viewers were not considered

· Audience is passive

· Linear model.

4. Users and Gratification theory (Active audience|)
People are not helpless victims of mass media, but use the media to get specific gratifications.

Most of the theories on media explained about the effects media had on people. It is the theory which explains of how people use media for their need and gratification. In other words we can say this theory states what people do with media rather than what media does to people. Also this theory is contradictory to the magic bullet theory which states the audience is passive. According to uses and gratification theory, it is not so people make use of the media for their specific needs. This theory can be said to have a user/audience-centered approach. Even for communication (say inter-personal) people refer to the media for the topic they discuss with themselves. They gain more knowledge and that is knowledge is got by using media for reference. There are several needs and gratification for people they are categorized into five categories.
· Cognitive needs

· Affective needs

· Personal Integrative needs

· Social Integrative needs

· Tension free needs

Cognitive needs:

People use media for acquiring knowledge, information etc., Among the audience some of them have intellectual needs to acquire knowledge this is not common to all only certain people have their need, each person have a different need for e.g. quiz programs on TV, in order to acquire knowledge and information you will watch news to satisfy the need, search engines in the internet, they make use of these to gain more knowledge. Particularly for the internet search engine they can browse for any topic under the run with no time restriction.
Affective needs:

It includes all kinds of emotions, pleasure and other moods of the people. People use media like television to satisfy their emotional needs
The best example is people watch serials and if there is any emotional or sad scene means people used to cry.

Personal Integrative needs:

This is the self-esteem need. People use media to reassure their status, gain credibility and stabilize. so people watch TV and assure themselves that they have a status in society for e.g. people get to improve their status by watching media advertisements like jewelry ad , furniture’s ad and buy products, so the people change their life style and media helps them to do so.
Social Integrative needs:

It encompasses the need to socialize with family, friends and relations in the society. For social interaction now a days people do not seems to have social gathering in weekend, instead they do such social interaction using media like the social networking sites like my space, facebook, orkut etc to satisfy their need.

Another example is you may not watch the particular serial regularly but because your friend watching, you also start watching so that you have common topics for discussion.
Tension free needs:

People sometimes use the media as a means of escapism and to relieve from tension

For e.g. People tend to relax watching TV, listening to radio and for satisfying their need for entertainment there by relaxing from all the tension, people watch films, films on TV etc
Note: The needs are individual in nature, and how u satisfies the need is individualistic.

E.g.: That’s why some watch news to relax and some get more tension by watching news, Program is same but people use it for different needs.
Taking TV today, most people watch reality shows because

· It is more realistic

· For entertainment

· Interesting

· New concepts (different from other programs)

· In a way you can participate

· Controversy, people crying

· Sensationalism

Criticism of Uses and gratification theory :

· The uses and gratification theory does not consider the power of media

· More audience-centered

· Positive point of the uses and gratification theory is it focuses attention on individuals in the mass communication process.
5. Reception theory (active audience)
The meaning of a "text" is not inherent within the text itself, but the audience must elicit meaning based on their individual cultural background and life experiences.

Hall’s reception theory focuses on the role of the audience in the interpretation of a text, instead of on the text itself. In other words, the theory suggests that audiences play an active role in reading texts, that each person has the ability to interpret the same text differently, and that a text by itself – i.e. without a reader – has no specific meaning. He termed these different ‘readings’ of the ideologies in media texts as…
· The preferred reading
· The negotiated reading
· The oppositional reading
There are three main responses the audience can make to a media text:
·  A Preferred Reading – where the audience accepts the ideologies of the producer of the text
·  A Negotiated Reading – where we accept some of the ideologies but not all
·  An Oppositional Reading – where the audience rejects the ideologies of the text and possibly reads the text in a subversive way
6. Obstinate audience theory (Active audience)
This theory assumes that there is a transactional communication between the audience and the media. The audience actively selects what messages to pay attention to. The Zimmerman-Bauer study found that the audience also participates in the communication by influencing the message.
Obstinate audience theory - audience participates in the communication with media, influencing the message. 
Maslow’s Hierarchy of Needs
All psychographic profiling can be linked to Maslow’s ideas. Maslow claimed that we all have different layers of needs and we need to satisfy one before we can move onto the next. 

Advertisers are increasingly using ideas such as Maslow’s with demographics in an attempt to be more effective and efficient in the way they target particular groups of people. Again, Maslow’s ideas link to an active audience, as we are actively choosing certain media texts or products because they offer us something we are seeking.
Audiences also interact with the media:
· Those who upload YouTube videos
· Those who make their own covers of music videos
·  Those who post songs
· Those who play and even create and upload video games
·  Those who post comments on TV shows on blogs etc.
· Memes etc
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UNIT III

Media as text. Approaches to media analysis Marxist, Semiotics, Sociology, Psychoanalysis. Media and realism (class, gender, race, age, minorities, children etc.) 

Media as text : 

The media text is any media product we wish to examine whether it is a television program, a book, a poster, a popular song, the latest fashion, etc.. Every description or representation of the world, fictional or otherwise, is an attempt to describe or define reality, and is in some way a construct of reality, a text.

The type of text -- cartoon, rock video, fairy tale, police drama, etc.—and how it differs from other types of text are discussed in media text. Denotative meaning is identified and discussed such features as narrative structure, how meanings are communicated, values implicit in the text, and connections with other texts. 

The central concept of the model is the idea that all communication, all discourse, is a construct of reality. Every description or representation of the world, fictional or otherwise, is an attempt to describe or define reality, and is in some way a construction—a selection and ordering of details to communicate aspects of the creator's view of reality. There are no neutral, value-free descriptions of reality—in print, in word, in visual form. An understanding of this concept is the starting point for a critical relationship to the media. 

This concept leads to three broad areas within which questions are raised that will help students to "deconstruct" the media: text, audience and production.

Anyone who receives a media text, whether it is a book read alone or a film viewed in a theatre, is a member of an audience. It is important to be able to identify the audience(s) of a text. Texts are frequently designed to produce audiences, which are then sold to advertisers. 

Modern communication theory teaches that audiences "negotiate" meaning. That is to say, each individual reader of a text will draw from its range of possible meanings a particular reading that reflects that individual's gender, race or cultural background, skill in reading, age, etc. Thus the "meaning" of a text is not something determined by critics, teachers or even authors, but is determined in a dynamic and changeable relationship between the reader and the text. 
Developing skills which allows to negotiate active readings — which recognize the range of possible meanings in a text, the values and biases implicit in those meanings, and which involve conscious choices rather than the unconscious acceptance of "preferred" readings. Audience who can choose meaning are empowered.

The use of common codes and practices, the roles in the production process need to be understood. 
8 Key Concepts of media text

1. All media are constructions. This is arguably the most important concept. The media do not simply reflect external reality. Rather, they present carefully crafted constructions that reflect many decisions and are the result of many determining factors. Media Literacy works towards deconstructing these constructions (i.e., to taking them apart to show how they are made). 

2. The media construct reality. The media are responsible for the majority of the observations and experiences from which we build up our personal understandings of the world and how it works. Much of our view of reality is based on media messages that have been reconstructed and have attitudes, interpretations, and conclusions already built in. Thus the media, to a great extent, give us our sense of reality. 

3. Audiences negotiate meaning in media. If the media provides us with much of the material upon which we build our picture of reality, each of us finds or "negotiates" meaning according to individual factors: personal needs and anxieties, the pleasures or troubles of the day, racial and sexual attitudes, family and cultural background, moral standpoint, and so forth. 

4. Media messages have commercial implications. Media literacy aims to encourage awareness of how the media are influenced by commercial considerations, and how they impinge on content, technique, and distribution." Most media production is a business, and so must make a profit. Questions of ownership and control are central: a relatively small number of individuals control what we watch, read and hear in the media. 

5. Media messages contain ideological and value messages. All media products are advertising in some sense proclaiming values and ways of life. The mainstream media convey, explicitly or implicitly, ideological messages about such issues as the nature of the good life and the virtue of consumerism, the role of women, the acceptance of authority, and unquestioning patriotism. 

6. Media messages contain social and political implications. The media have great influence in politics and in forming social change. Television can greatly influence the election of a national leader on the basis of image. The media involve us in concerns such as civil rights issues, famines in Africa, and the AIDS epidemic. They give us an intimate sense of national issues and global concerns so that we have become McLuhan's Global Village. 

7. Form and content are closely related in media messages. As Marshall McLuhan noted, each medium has its own grammar and codifies reality in its own particular way. Different media will report the same event, but create different impressions and messages. 

8. Each medium has a unique aesthetic form. Just as we notice the pleasing rhythms of certain pieces of poetry or prose, so we ought to be able to enjoy the pleasing forms and effects of the different media.

Marxist theory : 
Marxist 'critical theory' exposes the myth of 'value-free' social science. Marxist perspectives draw our attention to the issue of political and economic interests in the mass media and highlight social inequalities in media representations.
Media as means of production

The mass media are, in classical Marxist terms, a 'means of production' which in capitalist society are in the ownership of the ruling class. According to the classical Marxist position, the mass media simply disseminate the ideas and world views of the ruling class, and deny or defuse alternative ideas. This is very much in accord with Marx's argument that: 

The class which has the means of material production at its disposal has control at the same time over the means of mental production, so that thereby, generally speaking, the ideas of those who lack the means of mental production are subject to it. (Marx & Engels: The German Ideology, cited in Curran et al. 1982: 22). 

According to this stance, the mass media functioned to produce 'false consciousness' in the working-classes. This leads to an extreme stance whereby media products are seen as monolithic expressions of ruling class values, which ignores any diversity of values within the ruling class and within the media, and the possibility of oppositional readings by media audiences.
Base and Superstructure
Economism (also called 'vulgar Marxism') is a key feature of 'classical Marxism' (orthodox or fundamentalist Marxism). In economism, the economic base of society is seen as determining everything else in the superstructure, including social, political and intellectual consciousness.
The base/superstructure model as applied to the mass media is associated with a concern with the ownership and control of the media.
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Ideology
A central feature of Marxist theory is the 'materialist' stance that social being determines consciousness. According to this stance, ideological positions are a function of class positions, and the dominant ideology in society is the ideology of its dominant class. This is in contrast to the 'idealist' stance that grants priority to consciousness (as in Hegelian philosophy). Marxists differ with regard to this issue: some interpret the relationship between social being and consciousness as one of direct determination; others stress a dialectical relationship. 
In fundamentalist Marxism, ideology is 'false consciousness', which results from the emulation of the dominant ideology by those whose interests it does not reflect. From this perspective the mass media disseminate the dominant ideology: the values of the class which owns and controls the media.
According to adherents of Marxist political economy the mass media conceal the economic basis of class struggle; 'ideology becomes the route through which struggle is obliterated rather than the site of struggle' (Curran et al. 1982: 26). 
Althusser rejected the notion of false consciousness, stressing that ideology is the medium through which we experience the world (Curran et al. 1982: 24). Althusserian Marxism stresses the irreducibility and materiality of ideology: i.e., ideology is seen as a determining force in its own right. 
Volosinov argued that a theory of ideology which grants the purely abstract concept of consciousness an existence prior to the material forms in which it is organized could only be metaphysical. Ideological forms are not the product of consciousness but rather produce it. As Tony Bennett notes: 'Rather than being regarded as the product of forms of consciousness whose contours are determined elsewhere, in the economic sphere, the signifying systems which constitute the sphere of ideology are themselves viewed as the vehicles through which the consciousness of social agents is produced' (Bennett 1982: 51). Clearly, Marxist theorists agree that the mass media has ideological power, but disagree as to its natu

Media as amplifiers

In Marxist media analysis, media institutions are regarded as being 'locked into the power structure, and consequently as acting largely in tandem with the dominant institutions in society. The media thus reproduced the viewpoints of dominant institutions not as one among a number of alternative perspectives, but as the central and "obvious" or "natural" perspective' (Curran et al. 1982: 21). 
According to adherents of Marxist political economy, in the mass media there is a tendency to avoid the unpopular and unconventional and to draw on 'values and assumptions which are most valuable and most widely legitimated' (Murdock & Golding 1977: 37, cited in Curran et al. 1982: 26). 'They have thus examined the impact of the mass media in situations where mediated communications are powerfully supported by other institutions such as the police, judiciary and schools... The power of the media is thus portrayed as that of renewing, amplifying and extending the existing predispositions that constitute the dominant culture, not in creating them' (Curran et al. 1982: 14; see also ibid.: 27). 
Similarly, 'some Marxist commentators have contended that media portrayals of elections constitute dramatized rituals that legitimate the power structure in liberal democracies; voting is seen as an ideological practice that helps to sustain the myth of representative democracy, political equality and collective self-determination. The impact of election coverage is thus conceived in terms of reinforcing political values that are widely shared in Western democracies and are actively endorsed by the education system, the principal political organizations and the apparatus of the state' (Curran et al. 1982: 15).

Strengths of Marxist analysis

Marxism acknowledges the importance of explicit theory. Marxism helps to situate media texts within the larger social formation. Its focus on the nature of ideology helps us to deconstruct taken-for-granted values. 
Ideological analysis helps us to expose whose reality we are being offered in a media text. Whilst Althusserian Marxism helps to undermine the myth of the autonomous individual, other neo-Marxist stances see the mass media as a 'site of struggle' for ideological meaning, opening up the possibility of oppositional readings. 

Marxist theory emphasizes the importance of social class in relation to both media ownership and audience interpretation of media texts: this remains an important factor in media analysis. Whilst content analysis and semiotics may shed light on media content, marxist theory highlights the material conditions of media production and reception. 
'Critical political economists' study the ownership and control of the media and the influence of media ownership on media content cannot be ignored. It also remains important to consider such issues as differential access and modes of interpretation which are shaped by socio-economic groupings.
Marxist media research includes the analysis of representation in the mass media (e.g. political coverage or social groups) in order to reveal underlying ideologies. Because of the distribution of power in society, some versions of reality have more influence than others.

Limitations of Marxist analysis

Critics argue that Marxism is just another ideology. Some Marxists are accused of being 'too doctrinaire'. Fundamentalist Marxism is crudely deterministic, and also reductionist in its 'materialism', allowing little scope for human agency and subjectivity.
Marxism is often seen as 'grand theory', eschewing empirical research. However, research in the Marxist 'political economy' tradition in particular does employ empirical methods. And the analysis of media representations does include close studies of particular texts. 

The orthodox Marxist notion of 'false consciousness' misleadingly suggests the existence of a reality 'undistorted' by mediation. The associated notion that such consciousness is irresistibly induced in mass audiences does not allow for oppositional readings. Marxist perpectives should not lead us to ignore the various ways in which audiences use the mass media. 

Neo-Marxist stances have in fact sought to avoid these pitfalls. The primary Marxist emphasis on class needs to be (and had increasingly been) related to other divisions, such as gender and ethnicity.
Refers to the reconciliation of two opposing forces within a given society (i.e. the cultural and material realms, or the superstructure and base) by a mediating object. Similar to this, within media studies the central mediating factor of a given culture is the medium of communication itself. The popular conception of mediation refers to the reconciliation of two opposing parties by a third, and this is similar to its meaning in both Marxist theory and media studies.

 In media studies, thinkers like Marshall McLuhan treat “the medium is the message” or the medium of a given social object (such as a book, CD, or television show) as the touchstone for both the cultural and material elements of the society in which this object exists. McLuhan is famous for critiquing the different types of cultural and material processes that are made available between print-based media (like books and magazines) and electronic mediums like television, radio, and film. While print requires thinking that is linear, chronological, and separate from the thinking of others, electronic media are considered more organic, simultaneous, and interdependent on other media and on other users of that media.

Many thinkers are now considering how Marxist theory affects the way we think of media and vice versa, at the same time that new media are becoming a major form of communication. Contemporary media theorists often use elements of Marxist theory, such as mediation, to look at how new media affect social relations and lifestyles through their ability to communicate images, sounds, and other forms of information across the globe at incredible speeds. 

Marxist theorists tend to emphasize the role of the mass media in the reproduction of the status quo, in contrast to liberal pluralists who emphasize the role of the media in promoting freedom of speech. The rise of neo-Marxism in social science represented in part a reaction against 'functionalist' models of society. Functionalists seek to explain social institutions in terms of their cohesive functions within an inter-connected, socio-cultural system. Functionalism did not account for social conflict, whereas Marxism offered useful insights into class conflict.

Neo-Marxist approaches were common amongst media theorists from the late '60s until around the early '80s, and Marxist influences, though less dominant, remain widespread. So it is important to be aware of key Marxist concepts in analyzing the mass media. 
Semiotics

The saturation of images in our society through the media has been the cause of much critical comment within philosophy, politics and sociology. This examination of the image has been ongoing since the early twentieth century, as the consideration of how images are used has developed into a distinct discipline. Images provide a means of communication and representation, the study of these messages is labelled semiology. The way signs are produced, disseminated and consumed are understood.

The study of signs is particularly important in the consideration of the generation of 'media memories' as it is through the structuring, presence and absence of certain signs that a perception of the past within the public sphere is generated by and through the media (Bignell 2003: 7). Signs situate their audience in particular modes of appreciation and understanding, just as audiences themselves comprehend signs in particular ways. The study of signs is revealing as the ways in which signs are used, accepted and rejected is indicative of the tastes and desires of wider society. 

The origins of semiology are located with the work of the French linguistic Ferdinand de Saussure, his study, Course in General Linguistics (1974), set the agenda for the ways in which signs are examined. 
Saussure analysed the sign into its two basic components: a sound component which he named the signifier, and a conceptual component, which he called the signified. This conceptual component, the signified, is not a material object, but the thought, the idea of an object, it is what is called to mind when an individual hears or uses the appropriate signifier. Therefore the idea of a cat is called to mind as a signified when the word 'cat' as a signifier is used.
The signifier therefore constitutes the material aspect of language. In the case of the spoken language a signifier is any meaningful sound which is made, in the case of the written language a signifier is any meaningful mark written down, in the case of the media a signifier is any image which is relayed to the audience. Signifiers and signifieds can be separated in this way by semiologists; in the encounter of signs in everyday life however they constitute a whole: a single sign. 

The study of semiotics was also greatly advanced by the American philosopher Charles Pierce, who analysed the notion of signs to reveal underlying components.

'A sign or representamen, is something which stands to somebody for something in some respect or capacity. It addresses somebody, that is, creates in the mind of that person an equivalent sign, or perhaps a more developed sign. That sign which it creates I call the interpretant of the first sign. The sign stands for something, its object. It stands for that object, not in all respects, but in reference to a sort of idea, which I have sometimes called the ground of representamen' (Pierce 1955: 99).

These theories are important because they reveal the way in which signs communicate ideas, attitudes and beliefs to us. In the context of television, film, newspapers and other forms of media, semiology explains the way in which images are used to represent and relay information to the audience. 
This of course is reliant on the assumption that the audience possesses the necessary knowledge and appreciation, societal conditioning if you will, to decipher these signs (Burn and Parker 2003: 11). Therefore the signs which are viewed in the media by the public can be constructed to form certain meanings, meanings which appear perhaps unconnected to the signs themselves. The philosopher Roland Barthes considered this aspect in his study of the images relayed to the public through the media. Barthes proposed that the use of signs in society was a means of expressing a particular way of normalising the world in line with a bourgeoisie perspective. This normalisation was termed a 'myth', an indication of both the fabricated nature of the message and the seductive power it holds over others. 

Signs therefore, as relayed through the media, are able to communicate social and political messages. When images are viewed in newspapers, films or television programmes the audience consumes and connects images to aspects of society. Signs therefore are a point of domination as well as definition, as the production, dissemination and consumption of signs in society acts to shape and inform the structure of understanding. With specific reference to the media the manner in which signs are presented to the public, i.e. the camera angle, the lighting, the background are all within the remit of the semiologist (Danesi 1994: 23). The signs relayed through the media are a very important area of study as they can form the basis of public perceptions and understanding. Within a television programme for example, the viewer is exposed to a number of signs which they are required to decipher and recognize (Lacey 1998: 35). The nature of this recognition is based upon the previous scenes in the programme, the manner in which that scene is portrayed and the wider understanding of that scene within society.

Semiology therefore provides the interpreter with a means of accessing how signs are deployed and understood within the media. It enables the interpretation of the underlying meanings within media output and how the audience accepts, rejects or redefines those meanings. 

Sociology
There are four theoretical perspectives

Structural-Functional Theory

First theory is called structural-functional theory. This approach views society as a complex, but interconnected system, where each part works together as a functional whole. Example: government, businesses, schools, and families are recquired to work together for a fully-functioning society. 

For the entire system to work, all of the individual parts need to work together. Structural-functional theory studies how each part of the larger social world works together. 

Social Conflict Theory

The second major theoretical perspective in sociology is called social conflict theory. This theory views society as a system of groups that are not equal, and therefore consistently generate conflict and change. Protests highlighting social conflict led to media enhancing.
Social conflict theory emphasizes how social conflict motivates people and societies to evolve over time. 

Feminism

Feminism is often misunderstood as coming from a group of angry women who are trying to dominate men. That is not what feminism is. Feminism is a perspective that views society as traditionally unequal between men and women and strives for equality between the sexes. 

Women are less represented in the government, women are less likely to be business owners, and women are less likely to be college professors.

Symblic interactionism
Symbolic interactionism tends to focus on the language and symbols that help us give meaning to the experiences in our life. They notice that as we interact with the world, we change the way we behave based on the meaning we give social interactions. We spend time thinking about what we will do next and adjust our approach depending on how we believe others perceive us. 

Social interactionists believe that communications and interactions form reality as we know it. Reality, in this belief, is socially constructed, or created by conversations, thoughts, and ideas. Early thinkers in this approach focused on the face-to-face experiences of individuals, though now we would likely include many more types of interactions, including the experiences we have online or through text messaging on our phones, for instance. A girl uses her cell phone to interact with others and create her own reality 

In this view, individuals are powerful in how they shape the world and not merely victims conforming to larger societal forces. Individuals both create and shape society, and the change occurring is constant and ongoing. Social interactionists are interested in the patterns created by  interactions and how this reality makes up our very existence.
Psychoanalysis
The founding father of psychoanalysis Sigmund Freud developed a therapy based on bringing repressed thoughts, feelings, and memories into consciousness. There were notable contributions in regardes to the symbolic significance of the human unconscious, dreams and actions. Freud’s theories were highly influential, but also very controversial and have been consistently criticized and debunked throughout the past century.
The psychic apparatus Freud describes are

1. Id : raw instincts. blindly strives "to gratify its instincts in complete disregard of the superior strength of outside forces" )The structure of the Unconscious")

2. Ego: controls and organises instincts, interjects "betweeb desire and action the procrastinating factor of thought, during which it makes use of the residues of experience stored up in memory
3. Super-ego : Internalization of cultural rules, the inner-critic or moralizer; holds up certain norms of behaviour  
Oedipal Complex and Castration Anxiety

Oedipal Complex: Refers to the subconscious desires of a child in the "phallic stage" of psychosexual development to sexually possess the parent of the oppostie sex

Accompanied by hostility toward parent of the same sex

Leads to "castration anxiety"

Castration Anxiety

 Fear that develops when a male child becomes aware of difference between male and female genitalia

Assumes that the female's penis has been removed and becomes anxious that he will be castr ated also specifically in punishment for his Oedipal complex

anxiety is resolved only when male child redirects attention away from his mother and toward identification with his father
Symbolism in Dreams

Analysis of dreams is an indispensable tool of psychoanalysis. basic premise : recuring elements of dreams are symbols for unconscious thoughts 

freud argues for the existense of universal dream symbols: "since the relation between a symbol and the idea symbolized is an invariable one ... symbolism does in some measure realize the ideal of both ancient and popular dream-interpretaion ... Symbols make it possible for us in certain circumstances to interpret a dram without questioning the dreamer. Most of the symbols relate to sexuality and are derived from "fairy tales and myths, jokes and witticims, from folklore ... from poetic and colloquial use of language
Laura Mulvey : Visual Pleasure and Narrative Cinema

First connection between film theory and psychoanalysis, particulary from a feminist POV. Mulvey employs psychoanalysis as a political weapon against gender-based power hierarchies in cinematic depictions and in film-watching experiences.

Combines psychoanalysis with semiotic and narrative analysis
Basic argument that cinema inevitably puts the spectator in a masculine subject position; the patriarchal subconsicious of society shapes cinema and the film-watching experience
Narrative films use women to provide a pleasurable viewing experience for men, through the constructin of the "male gaze".

· Scopophilia - concept taken from psychoanalysis; pleasure derived from seeing others as objects

· Women are always the object of this gaze never the beareer

· This male gaze takes two forms 1) voyeuristic and 2) narcissistic

1. Cinematic production of voyeuristic scopophilia 

· Mainstream film portrays "a hermetically sealed world which unwinds magically, indifferent to the presence of the audience, producing for them a sense of separation and playing on their voyeuristic phantasy.

· darkness of the theatre and consequent isolation from other spectators promotes this "illusion of voyeuristic separation... looking in on a private world 
· Pleasure derived simply from seeing and objectifying the other 
2. Cinematic production of narcissistic scopophilia

· "mirror phase" - concept taken from psychoanalysis to refer to a stage in identity constructin when a child first recognizes him/hersel but is not completely self-aware

· As the spectator identifies with the main male protogonist, he project his look on to that of his like, his screen surrogate the more perfect, more complete, more powerful ideal ego

· Pleasure is derived from spectator imagining that he is the person that he sees on the screen
The cinematic functions of separation (voyeurism) and identification (narcissism) work together to produce "visual pleasure"
3. Active Male/Passive Female

Female characters in narrative cinema maintain a "to-be-looked-at-ness", to both male characters in the story and spectators in the theater

Psychoanalytic approach : the presence of a woman automatically signifies (to the male unconscious) sexual difference, a lack of penis, threat of castration

to resolve castration anxiety, the male unconscious must employ:

1. Voyeurism: objectifying female in a way that she is devalued, punished, or saved (usually through the storyline driven by male character)

2. Fetishism: objectifying female through her figure/body, taming it,making it satisfying within itself (usually through camera techniques that focus on the female body, without mediatin through male character)   
Realism
The media always mediate or encode reality. It is therefore impossible to gain a first-hand direct experience of the world via the media, no matter how “transparent” or “virtual” their representation of reality is. 
Even live sports coverage and the News involves selection and manipulation of images that effects the “reality” of the text. However, audiences expect what they see, listen to or read to have some connection to their own lives and experiences, or to appear to be based upon some recognisable reality. This then helps us to identify and understand the text and its meaning. We often judge how successful a text is by measuring it against our own experiences. What is “real” therefore can become a subjective and controversial concept, as what one person considers to be realistic may not be considered so from another perspective.  

Assessing the realism of a media text. 
There are 4 criteria often used to assess the reality of a media text: 
· Surface realism – this means the details have to be right. So a film set in the 60s would need the right costumes, hairstyles, sets, etc. 
· “ Inner” or emotional realism – the audience need to feel that they can identify with the situation characters are in and share or feel their emotions. 
· Plausibility of the plot – for example, the high volume of dramatic murders and disasters in soaps often are seen as implausible. 
· Technical and symbolic codes for realism – There are certain techniques that are used to enhance the realism of texts technically, such as the handheld camera, subtle or unimposing music, surround sound, even real time.  

A knowing audience 
Increasingly, audiences are becoming more and more media savvy. This means that they are more aware of the process of mediation and therefore do not accept everything as reality. However, we do still “suspend our disbelief” and adjust our perceptions to genres we know cannot be real, such as science fiction and cartoons. We accept the conventions of these types of genre and perhaps discard some of our criteria for a real text. Some audiences also enjoy postmodern texts, which deliberately emphasis that they are constructed or surreal.
UNIT IV

Media as consciousness Industry. Social construction of reality by media. Rhetoric of the image, narrative etc. Media myths (representation, stereotypes etc.) - Cultural Studies approach to media, audience as textual determinant, audience as readers, audience positioning, establishing critical autonomy. 

Sociology Of Media - When individuals use communication media they enter into forms of interaction which differ in certain aspects from the type of face to face interaction which characterizes most encounters of daily life. They are able to act for others who are physically absent or act in response to others who are situated in distant locales. In a fundamental way the use of communication media transforms the spatial and temporal organization of social life creating new forms of action and interaction and new modes of exercising power, which are no longer linked to the sharing of a common locale.

The development of communication media has not only rendered power visible in new ways, it has also rendered it visible on an unprecedented scale. Today mediated visibility is effectively global in scope. This circumstance is the outcome of a complex process of globalization whose origins can be traced back at least as far as mid- 19 century.

Mass media in sociology is a means of communication such as print, radio, or television. The mass media are defined as large-scale organizations which use one or more of these technologies to communicate with large numbers of people (‘mass communications’). Dependent upon innovations in the electronics and chemicals industries, the period between 1860 and 1930 was a formative moment for the mass media. These years saw the development and introduction of still photography, moving photography (cinema), cable telegraphy, wireless telegraphy, the phonograph, the telephone, radio, and television. These new technologies formed part of the wider transformation in popular culture during this period and typified the new more intensive capitalization of the leisure industries and their associated concern to address mass audiences.

Mass media dominate the mental life of modern societies, and therefore are of intense interest to sociologists. From the earliest studies in the 1930s, the main concern was with the power implicit in new media technologies, especially radio and television. Adolf Hitler's successful use of radio for propaganda was an object lesson in the possible dangers. The concept of mass society added force to the idea that the electronic media might create an Orwellian situation of mind control, with passive masses of communicators.

‘Realism’ in Media Studies?

 A difficult concept, but we may start by considering the subject from the point of view of the audience. An audience needs to recognize and identify with a media text so that connections can be made with their own lives and the world they live in. If the connection is made, then the audience will get that elusive thing called ‘pleasure of the text’. 

Of course, though, it is not a simple idea, because we need to ask ourselves exactly what media ‘reality’ is. Reality is almost always SUBJECTIVE, because the maker of the text and the recipient (the audience) imposes a kind of ‘filtering processes – the maker while representing or encoding the text and the recipient while decoding the text. So inevitably ‘reality’ is, to a greater or lesser extent, controversial. 

Assessing media texts in terms of reality is therefore very difficult, partly because of the above point, but also because there are many different kinds of ‘reality’. Here they are:

Surface realism – also known as ‘getting the details right’ or ‘making it look real’. You can look at texts in terms of locations, or setting, or costumes and props, or even the right accent spoken by a character. It looks right, it sounds right so it must BE right. Right? "Ooh! I get pleasure of the text!"

Inner or emotional realism – of characters. The audience ‘knows’ the character and identifies with him or her because the character behaves in a ‘realistic’ way or says the ‘right’ thing, or shows an identifiable response or emotion.

Plausibility of the narrative or plot. What happens in the text is credible – could happen ‘in real life’. (If the plot is too far-fetched or ‘out of character’ then the audience won’t accept it. (Interesting idea here is to look at the Harry Potter films and ask yourself exactly why the ludicrous events succeed in capturing the audience’s imagination. Harry Potter’s world is utterly ‘unreal’, but it’s made to seem to be real How is this done?)

News and documentary realism 

There is most credibility from audiences towards broadcast news and documentaries. Traditionally, British broadcasters in this medium are supposed to be impartial and non-biased. They provide an authoritative and ‘truthful’ news service. This can be seen in the way that news and documentary programmes occupy prime-time slots on TV. Documentaries, too, are regarded as high-status programmes that represent ‘truth’.

In the 1930’s documentaries provided information, education and propaganda to the audience.

From the 1950’s the development of ‘cinéma verité’ (cinema truth) in France moved the representation of ‘reality’ on to the cinema screen.

In the 1960’s the TV became the principal medium for documentaries. The genre was (and to an extent, still is), typified by certain well-defined codes. 

An authoritative presenter

The use of ‘voice-over’ commentaries

Recorded interviews

Visual evidence via location shots or archive film

These things created (and still create) a sense of ‘truth’ or authenticity, but it must also be noted that editorial choices and values are still at work in the creation of the news or documentary texts. What looks like truth will almost certainly have been ‘filtered’ or ‘massaged’ or manipulated’ or (to use a current term) ‘spun’ by the editorial process. 

From the 1980’s came the ‘fly-on-the-wall’ type of documentary, which has well-defined rules:

Events are filmed exactly as they happen

Subjects agree in advance to be filmed

Participants are shown edited versions of the filming

Sounds ‘fair’ but is it, really? The editorial process still happens and heavy editorial control is applied in post-production. 

Reality TV (The main staple of most of the output today, it seems!) 

This works in a number of ways:

By allowing subjects to appear as ‘themselves’, for example the camera tracks professionals doing their jobs, perhaps with dramatic reconstructions of events or real video action sequences.

The participants become subjects of humour or entertainment (programmers like ‘You’ve been framed’ and so on)

Participants are amateur directors themselves, with personal documentaries of events.

Race realism

Race realism, in the strictest sense of the word, is the belief that the races of mankind are biologically real, as a fact of nature and not just a social construct, something created by the rules of society.

In a broader sense it means realism about race as opposed to political correctness. Not only are races a fact of nature, but so are the differences between them, particularly in intelligence and behavior.
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