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Marx saw that certain structures act to support
this financial power-base. The 2 main ways this
can happen is via repression or ideologically.

Repressive Structures:
Those that threaten to act
with force if rules are not
upheld.

Tdeological Structures:

Those that act fo construct the
values and ideologies which
govern the way people behave.
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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 nPstiate 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
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.

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 

Individuals are powerful in shaping 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  

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

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

Reality

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. These conventions are accepted and 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. 

Definition of Determinant: Determinant can be defined as an element that identifies or determines the nature of something or that fixes or conditions an outcome education level as a determinant of income 

Ownership of the concerned medium play a prominent role in determining the media values and its role. 

Media ownership: Concentration of Ownership

The process by which an increasingly smaller number of companies own most media outlets. The ultimate and exclusive right conferred by a lawful claim or title, and subject to certain restrictions to enjoy, occupy, possess, rent, sell, use, give away, or even destroy an item of property. Ownership may be corporeal (title to a tangible object such as a house) or incorporeal (title to an intangible object, such as a copyright, or a right to recover debt).

· Cross media ownership : Different media (TV + Radio + News paper) owned by one owner (Eg., Sun network – Sun TV, Suryan FM, Dinakaran, Kungumam).

· Horizontal concentration: Same media (Eg., News papers, magazines) owned by the same owner (Eg., Times of India + Economic times + navbharath times etc.,).

· Vertical concentration: A corporation owning and operating a large city daily may also own and operate other media, news and advertising syndicates. The advantage of vertical ownership is that it assures certain services and materials needed for its successful operation. Its major disadvantage criteria is it lessens the attention given to one particular media due to the owners interest in and responsibilities in all media.Where ownership control various media institutions like production houses, channels and distribution channels (Zee TV, Zee telefilms, Zee city – cable).  
Ownership Patterns of Mass Media India follows socialism and has mixed economy. Therefore, public as well as private sector both plays an important role in the growth of nation. Likely in the case of media, public authorities as well as private individuals both own the media in one or the other way. The ownership pattern changes from private to third party or public to autonomous body.

Ownership patterns
· Individual 

· Partnership 

· Corporation 

· Employee ownership 

· Trust/society owned 

· Government owned 

· Vertical 

· Group or chain ownership 

· Joint Ownership

	Ownership terms defined

	Convergence
	Two or more types of media coming together

	Synergy
	Different elements of a company working together to promote related products

	Cross-media ownership
	When a company which produces two or more types of media

	Conglomerate
	A large parent company which owns a range of smaller companies. A media conglomerate describes companies that own large numbers of companies in various mass media such as television, radio, publishing, movies, and the Internet.

	Subsidiary
	Smaller companies owned by a parent company

	Oligopoly
	When the market is dominated by a small number of companies


Rhetoric of the image

Rhetorics inevitably vary by their substance but not necessarily by their form; it is even probable that there exists a single rhetorical form, common for instance to dream, literature and image. Thus the rhetoric of the image is specific to the extent that it is subject to the physical constraints of vision but general to the extent that the "figures" are never more than formal relations of elements.  

Rhetoric is defined in different ways by different disciplines. In sociology and media studies, when one talks about the ways in which a message is framed, the underlying issue is actually a question of how a movement or media outlet engages in rhetorical processes.

Aristotle defines rhetoric as "an ability, in each case, to see the available means of persuasion". Kenneth Burke observes that a key function of rhetoric is to foster identification. People use rhetoric to make sense of the world linguistically and symbolically; through rhetoric, people define themselves and their relationships to others, cast blame or praise on individuals and groups, ascribe motives for actions, and interpret event.

Media portray the world shape individual's views of the world. Media play a significant role in helping individual make sense of their environment.

Rhetorical scholar observed that the rhetorical discourses ask individuals not only to do something but also to become something.

Rhetoric is about communication of all kinds – verbal, written, visual. Contemporary understandings of rhetoric might suggest that rhetoric isn’t just about what inflammatory thing someone has said, but how and why they’ve said it. While the media might not be great at defining rhetoric, they do provide many examples of rhetorical situations.

Social Construction of reality of media

The Social Construction of Reality is a very basic premise for how and why individuals view the world in a certain manner and what role the media play in shaping that view. While reality incorporates the notion of having an objective independent existence or occurring in fact, the social construction of reality accepts at its very nature a subjective “experience” with reality either via media coverage or via media dictation. 

The concept of Social Construction of Reality targets arguably the most dramatic and fundamental possible effect of the mass media. To suggest that the media actually represent the public’s knowledge of an event or, in some cases, to posit that individuals are unable to distinguish between real and mediated events (Shapiro & Lang, 1991), certainly points to a powerful view of the media’s role. Inevitably, the media even create an entire culture – the pop culture, which contains the tastes of the majority of the public. 

At its core, the social construction of reality “theory” suggests an ontological assumption that is at the very nature of human existence. This assumption that humans attempt to make sense out of the world has existed since Greek philosophers debated the meaning of life. In his allegory of “The Cave,” Plato (The Republic, 1958) demonstrated how men chained in a cave attempted to give meaning to the world through observing shadows (i.e., construction of reality). In addition, these men checked their “realities” with other men in their same condition while assigning meaning (i.e., social construction of reality). The difference in today’s society is that the mass media can perform the function of bringing different individuals’ meanings into agreement. In a very simplistic and powerful approach to the social construction of reality, one can posit that individuals know reality as that which the media both show and tell them. 

Social Construction of Theory

Three theories can directly be linked to social construction of reality. First, Bandura’s (1977) social learning theory suggests how mass media consumers can learn appropriate societal actions. Second, cultivation theory (Gerbner, 1973) demonstrates how people line their views of the world with those presented in the media. Finally, agenda setting (McCombs & Shaw, 1972) presents the notion of how the media dictate importance of issues and events to the public. The latter has powerful ramifications for the establishment of a pop culture. These theories draw directly from the assumptions of social construction of reality. Beyond these, many other mass communication theories seem to branch out from either social construction of reality itself or its ensuing representative theories. 
Certainly, any theory or act of communication that assumes a message can be created to affect the majority of the public takes a social construction stand (i.e., agreement in meaning across individuals). For example, diffusion of innovations (Rogers & Shoemaker, 1973) and the development of public communication campaigns feel that the media can instill similar values and/or attitudes in people in order to persuade them to change (i.e., the social construction of a need to change). 

Socialization

The definition of socialization as expressed by DeFleur and Ball-Rokeach (1989) states it as: 

A complex, long-term, and multidimensional set of communicative changes between individuals and various agents of society that results in the individuals preparation for life.. and brings all members of a society into sufficient conformity so that social order, predictability, and continuity can be maintained. (p. 208). 

Applying this definition to social construction of reality simply weights the “various agents of society” phrase to media control. 

The media can act as a socializing agent by constructing reality and then disseminating this reality to the mass public. The “social” element comes into play when upon receiving the media’s “reality” message, the vast majority agree upon this reality and accept it. Following this pattern, social construction may be more appropriately referred to as social agreement of reality. 

The term construction seems to imply that the media is “making-up” or “creating” reality. While some would agree with the previous statement, I believe to spout such an assertion is ludicrous because the media often must report issues that are simply a matter of operating by typical journalist guidelines/standards. Someone must make decisions concerning what information passes on to the public. Should this be a government responsibility or the responsibility of individuals who have a real desire to be in the industry and have studied the industry? While it is easy to sit back and criticize the media, they are providing a necessary function to society and individuals need this function (i.e., information providing). The question one must consider is if social construction of reality rests on media or individual factors? 

For instance, the media have an influence on language in that they establish new words (e.g., Internet, unibomber) and extend meanings of existing words (e.g., surfing – surfing the ’Net, information superhighway). Is it the media’s presentation and airtime given to the introduction of these terms that determines their usage or is it the decision of the majority to integrate these terms that determines their usage. In either case, eventually, the minority who are not using the developed terms must either adopt them or remain ignorant in discussions of which they are a part. This seems to be a forced construction of reality. 

Individuals can utilize the media in an active or passive manner; in addition, they can utilize a different medium in an active or passive manner as opposed to some other media form.

The media are apt to create a dominate view of the world. The media creation of a dominant culture or pop culture. The construction of a pop culture rests more on media influence/factors or individual reactions/factors. 

The term “Popular Culture” can be used interchangeably with the term “Mass Culture.” The concept of a mass culture suggest explicitly what the term pop culture implies that of material that is solely and directly created for and distributed for mass consumption (MacDonald, 1957). 

There are three ways in which the realm of a pop culture influences public consumption. First, certain media channels or forms are more popular than others (e.g. TV vs. books, the Internet vs. radio). Second, within the different channels or forms, genres of content receive the widest acceptance (e.g., rock music vs. new age, sit-coms vs. documentaries). Finally, within the genres themselves, certain categorical content becomes more predominant than others (e.g., modern rock vs. classic rock, sit-coms oriented around a group of friends vs. sit-coms oriented around a family). 

Establishing a pop culture seems to be a continuous process representative of a reciprocal relationship between media content and the popularity of the content with the majority of the people. Simply stated, the media and the audience establish a self-fulfilling prophecy in regards to media content. The media are operating from an economic need to provide content that will appeal to the widest audience. 
Once an economically successful type of content is found, the media fulfill their end in establishing a mass culture because all current and future media organizations copy the successful content formula, which leads to the homogenization of media content from (a) an economical standpoint [reflected in the spiral of silence (Noelle-Neumann, 1974)]. Through this “standardization” of media content, the audience come to expect certain types of content from the media. Violà: a self-fulfilling prophecy has been put into motion which establishes and perpetuates the notion of a pop culture. 

A hidden assumption of the media’s role in this process is that certainly the gatekeeping process will often allow content to pass through that does not necessarily meet the current “pop” criteria; however, the hope is that this content will become the mainstream; and consequently, profitably for those who created this new content. Cagle (1995) describes this process as commercialism’s power to “domesticate” a subculture. In a sense, the media are now forced to conform to society’s desires, even though they may have caused the creation of those desires. 

These workings of the pop culture are easily explained from an agenda setting perspective. Although agenda setting research usually focuses on the news, its basic assumption can be easily applied to the existence of an pop culture. 
Agenda setting lends itself to the following circular belief: “If you really matter, you will be at the focus of mass attention and, if you are at the focus of mass attention, then surely you must really matter” (Lazarsfeld & Merton, 1948, p. 102). Readers certainly do not need their hands held to see how well this accounts for the phenomenon of a pop culture.

The Rhetoric of the image 

Barthes commences by remarking that the word image stems from a Latin term meaning ‘imitation’ and then poses the central question of his essay – can images truly function of conveyers of meaning given that they are essentially imitations (or direct analogical representations) of something else.
 Do they really constitute a language, and if they do, how does meaning work within this language? He uses an advertising image to analyze these questions, as advertising images clearly have intended meanings. 

The image used is the Panzani ad which is reproduced below.

He starts by identifying three classes of message within the image:
1. The linguistic message (text)

He sees two kinds of linguistic messages at work: a denoted message comprising of the caption and the labels on the produce, and a connoted message – the word ‘Panzani’ connotes Italianicity.

2. The symbolic message (or connoted image)

Four signs are then identified from the non-linguistic part of the image and they constitute the symbolic message, or connoted image:

· The half-open bag signifies return from market 

· Tomatoes and peppers signify Italianicity 

· The collection of objects signifies a total culinary service
· The overall composition is reminiscent of, and therefore signifies, the notion of a still life.
3
 3. The literal message (or denoted image)

This is non-coded in that the image of the tomato represents a tomato, the image of the pepper represents a pepper, and so on. He remarks that in this case we have a signifier and a signified which are essentially the same – this is a message without a code.

He then proceeds to look at each of these three types of messages in turn and attempts to untangle the precise nature of their operation and the relationships between them.

The linguistic message

Almost all images, in all contexts, are accompanied by some sort of linguistic message. This seems to have two possible functions:

· Anchorage – images are prone to multiple meanings and interpretations. Anchorage occurs when text is used to focus on one of these meanings, or at least to direct the viewer through the maze of possible meanings in some way

· Relay – the text adds meaning and both text and image work together to convey intended meaning e.g. a comic strip.

The denoted image

Barthes calls the ‘first degree of intelligibility’, comprehending the image, the point at which we see more than shapes. colour and form, but instead see a tomato. This would be a message without a code and crucially, Barthes identifies photography as the only medium with this characteristic – drawing, for example, relies on all sorts of conventions and what he calls ‘rule-governed transpositions’, which essentially constitute a code whereby signifiers can be represented as pen strokes. This absence of a code reinforces the myth of photographic ‘naturalness’ (or Sontag’s notion of a photograph as a trace of the real), but Barthes rejects this idea since he denies the possibility of the purely denoted image.

He identifies the specific characteristic of the ‘pure’ photograph as being an object that is here-now in the present, but which connects to something that undisputedly existed in the past. He sees this as being revolutionary, as a means of eluding history.

The role of the denoted image in the overall image structure/meaning is one of naturalizing the symbolic message – supporting and contextualizing the connoted elements, making them innocent. In effect allowing the image to say – “Look! I’m just a picture of a tomato! Nothing funny going on here!”.

The connoted image

Analysing the connotations of the image is a challenging task with a number of difficulties. One of these is that each image can connote multiple meanings, four meanings have been explained probably there are more. Which ones are taken, depends on the viewer. A meaning is derived from a lexicon, which is a body of knowledge within the viewer. A single lexia stimulates multiple lexicons which may or may not be shared among viewers. So meaning is constructed not solely by the creator, but also by the consumer, and the intersection of his/her lexicon(s) with the signs contained in the image. Barthes refers to the collection of lexicon within a person, as his/her idiolect. A further difficulty with analysing the connoted signified is that there is no apt language for expressing or articulating them. The common domain of signified’s of connotation is an ideology, which seems odd until one consults a dictionary and finds a definition of ideology as a “systematic body of concepts”. 
How do we talk about this, other than through language, which is itself a system of signifiers and signifieds, and hence subject to all the ambiguities this entails?

Barthes calls the signifiers within a particular medium (or ‘substance’) the connotators. So, the connotators within an image are all the visual elements that can be used to connote signifieds. The entire set of such connotators is the rhetoric, so the rhetoric of the image is all the visual elements within an image that can be employed as signifiers.  He stresses that not all the visual elements are connotators so there always remain purely denoted elements within the frame.
Media Myth
Myth and Ideology

"Myth" and "ideology" are closely related conceptions which enjoy a wide, especially nowadays.

Myth: is combination of the denotative and connotative meaning of a sign that extends to a greater mythological or ideological idea. Myth is when “the sign reflects major culturally-variable concepts underpinning a particular worldview – such as masculinity, femininity, freedom, individualism, objectivism, Englishness and so on” (Chandler 2014).

Myth, has its origin in a particular expression or distortion of an experience. Ideology arises as an expression of a particular role in a social situation. We feel more or less confident of our meaning when we speak of "expressing an experience". But what is meant by "expressing a particular role in a social situation"? This is at bottom a shorthand way of saying something else. What is actually "expressed" in the origin of an ideology is "a particular experience", exactly as in the origin of a myth; for the very word "express" implies "an experience" as what is being expressed. Moreover, "a situation" itself means a particular way of analyzing experiences: viz ., in terms of the relations obtaining between the various subjects and objects involved in an experience. Thus, what is meant by expressing a particular role in a social situation is the following: expressing particular experiences under the distorting influences (consciously or not) of "interested" motives--that is of motives whose functional meaning is the maintenance of a particular social role. 

The analysis of the origin of ideology begins when socially determined "interests" are take into account as well. But an analysis which takes special factors into account begins at a level where generic factors--the nature of symbolism as such, the generic constitution of man--have already had some effect. 
The "origin of ideology" is a topic logically subsequent to the "origin of myth". It would perhaps be more proper to speak of the "origin of beliefs" only in regard to myth, while in regard to ideology we are concerned rather with the "moulding of beliefs". 

A parallel observation about the historic functions of myth and ideology. Theorists of myth speak of it as integrating and organizing the individual and the group. Theorists of ideology, on the other hand, speak of it as segregating and consolidating groups in relation to each other. The latter operation is obviously the more special concept and it logically presupposes the former: when a group has been segregated and consolidated in relation to others, it is logically implied that it has also been integrated and organized in itself. 

1) The study of myth is a study of the origin of beliefs out of historic experience. The study of ideology is a study of the moulding of beliefs by social situations. 

2) The social function of myth is to bind together social groups as wholes or, in other words, to establish a social consensus. The social function of ideology is to segregate and serve special interests within societies in the competition of debate. 

Myth, as the irrational pole of the origin and function of beliefs, is a zone of contact between irrational drives and rational communication--that is, it is an area where beliefs arise and social consensus is established; ideology, as the rational pole of the origin (moulding) and function of beliefs, is a zone of rational communication and social competition. 

Cultural studies approach to Media

The examination of the large and varied media output associated with the commemoration of 1807 requires a flexible set of methodologies. These methods of assessing data will be based upon three areas: use of images, social context and language. 

Key Theories

· Semiotics - The analysis of the manner in which signs are read and understood by individuals and groups. 

· Critical discourse analysis - A study of the way language is used to define and describe.

· Cultural studies - The assessment of how particular ideas within society are produced, exchanged, accepted and revised. 

· Performance and performativity - The explanation of how behaviour in society is enacted and the way in which language operates to shape and create

Audience as textual Determinant

In media studies message based media consumption focuses on ‘Textual’ power over the determination of meaning, and the audience based media consumption relies on ‘Ethnographic’ method of cultural investigation where agency of the audience plays a significant role in meaning construction.

The effects model highlights the audience as determining the meaning of the texts.

ENCODERS (Producers) create texts with a PREFERRED READING (the meaning they WANT the audience to take from it) which the audience then DECODE. However, audiences may not take the preferred reading, they may however take an OPPOSITIONAL or NEGOTIATED 

· Preferred Reading: When the audience accepts the dominant reading of the text. This is usually if the texts reflect the ideas and beliefs of the audience. 

· Oppositional Reading: When someone makes a conscious rejection or subversion of the preferred meaning. 

· Negotiated Readings: When someone understands the meaning but it doesn’t relate to them so it is of no interest to them to decode it. 

Audience Positioning

All media text have a series of encoded signs and messages. The audience decode these messages. Different audiences will decode them differently. Media texts and the industries are acutely aware of their audiences.

Each media text that is created is constructed to place the audience in a particular position in relation to the text. It concerns the relationship between the text and the responses that the audience will have to that text. The text will be encoded with messages and signs throughout that the audience will have to decode. Different audiences will decode the messages in different ways, causing them to have different views and opinions on that text.  

Key Points

· The relationship between media and audience is fluent and changing.

· Audiences are not a mass and their responses are complex and sophisticated

· Audiences are made up of individuals

· Either PASSIVE OR ACTIVE 

Active Audience

This audience responds to and interprets the media text in different ways and actively engages with the messages. 

Passive Audience

This is an audience that does not engage actively with the text. They do not question the text and therefore accept the preferred reading without challenge. They therefore might be more affected by the messages contained within the text.

Hall was concerned with media power, including how it propagates particular social values, to create dominant ideologies (in other words framing public debate surrounding certain issues; e.g. the role of women in society, asylum and immigration, the welfare system, the monarchy etc...) 

He believes that the mass media create and define issues of public concern and interest through audience positioning . 

Polysemy - is the capacity for a text to have multiple meanings. It is to do with how individuals interpret and decode readings in different contexts and cultures.

Visual Coding

Images can also be classified and displayed in various ways, D’Orazio explained.

· Meta data can be indexed and displayed, like the selfie city project.

· Images can be mined and correlations made, such as identifying which group drinks which liquor brand at which musician’s concerts.

· Findings can be visualized via bar charts, like the numbers of happy people per city.

· Images can be contextualized, and viewers can uncover unexpected trends, such as breakfast eaters drinking Gatorade.

FACS, or facial action coding systems have been around for a while to detect human facial expressions, like the 7 basic emotions: anger, contempt, disgust, fear, joy, sadness and surprise

Media Studies Key Aspect 

Narrative is the media term for storytelling. Narrative is the way the different elements in a story are organised to make a meaningful story. Some of these elements can be facts as in a documentary, or characters and action as in a drama. 

In Narrative stories throughout the media share certain characteristics. This often links them to genre. Different media tell stories in a variety of different ways. 

Narrative Structure(s) 

This is the way the story or plot unfolds. Whether the story is an open or closed structure? A closed structure means the story ends satisfactorily as in most films – this is known as closure. 

An open ending means there is no final conclusion to the story – a television soap has no final ending, it just has minor endings. 

Some texts have an interactive structure e.g. Big Brother,  

A multi-strand structure means there are several narratives running at the same time. This is very common in television. Other narrative structures include point of view (POV). A popular narrative device is the enigma. The plot constructs a puzzle that the audience is asked to solve while the characters act out the story. 

Narrative is informed by character, action, and location. Characters have functions such as heroes or villains, or someone who assists the hero or villain as a helper or messenger. The action determines how the events in the narrative occur and the influence they have. 

The location of a film or television programme is an important ingredient in how the story unfolds. A horror film should have a undisturbed bungalow in darkness. Narrative is often delivered to the audience by expectation, suspense, tension and closure.

The audience is led to expect certain things to happen which leads to tension and excitement. Expectation, suspense and tension are created by the use of Media Language, 

Directors and producers use many techniques to get a story to an audience in an involving, interesting, exciting and entertaining way. Media students is to find out what these techniques are, and see where and how they are used and what they mean in media texts. This is known as Textual Analysis. 

Narrative Theory 

There are four main theorists to consider: 

· Tzvetan Todorov 

· Vladimir Propp 

· Roland Barthes 

· Lévi-Strauss 

1. Todorov 

Todorov’s theory has three main parts: 

1. The text begins with a sate of equilibrium – everything appears to be normal or calm. 

2. There is some kind of disruption or disequalibrium – this is often a threat to the normal situation or it could be just a setback. 

3. A new equilibrium is produced to end the narrative. 

In the best narratives there is some kind of change for the better, perhaps in the main character’s behaviour or outlook on life. 

Todorov suggests there are five stages to how the narrative progresses:

1. The equilibrium has to be carefully shown (otherwise the disruption may not be dramatic enough to create a strong plot)

2. There is a disruption 

3. There is a recognition that a disruption has happened. 

4. There is an attempt to repair the damage done by the disruption. 

5. A new equilibrium is achieved. 
Narrative is not seen as linear, but as circular. The narrative is driven by the characters’ attempts to restore the equilibrium, although the end result is not quite the same as the beginning. 

2. Propp 
Propp studied folk tales and he proposed ways of grouping characters and their actions into eight broad character types or ‘spheres of action’. One character may occupy more than one sphere of action. 

Spheres of Action

· The villain 

· The hero, or character who seeks something, usually motivated by a lack of something (money, love etc.) The hero doesn’t have to be heroic in the way most people would understand it – heroes can be male or female, brave or cowardly.   

· The donor, who provides an object with some magic property. 

· The helper, who aids the hero. 

· The princess, reward for the hero, and object of the villain’s schemes. Again, this is not necessarily a beautiful damsel in distress – the princess can be male! 

· Her father, who rewards the hero. 

· The dispatcher, who sends the hero on his way

· The false hero, the character who also lays claim to the princess but is unsuitable and causes complications. 

3. Levi-Strauss 

He introduced the notion of binary oppositions as a useful way to consider the production of meaning within narratives. He argued that all construction of meaning was dependent, to some degree, on these oppositions. 

Examples 

Good vs Evil , Male vs Female , Humanity vs Technology , Nature vs Industrialism , East vs West , Dark vs Light , Dirt vs Cleanliness 

4. Roland Barthes 

In terms of narrative he suggested five codes: 

· The hermeneutic code (the enigma) 

· The proairetic code (the action) 

· The semic code (the images) 

· The symbolic code (the subtext) 

· The referential code (the cultural influence)

Roland Barthes developed a concept that every narrative is interwoven with five codes that drive one to maintain interest in a story. 

The first two codes involve ways of creating suspense in narrative, the first by unanswered questions, the second by anticipation of an action's resolution. These two codes are essentially connected to the temporal order of the narrative.

The Hermeneutic Code

The hermeneutic code refers to plot elements of a story that are not explained. They exist as enigmas that the reader wishes to be resolved. A detective story, for example, is a narrative that operates primarily by the hermeneutic code. A crime is exposed or postulated and the rest of the narrative is devoted to answering questions raised by the initial event. 

The Proairetic Code 

The proairetic code refers to plot events that imply further narrative action. For example, a story character confronts an adversary and the reader wonders what the resolution of this action will be. Suspense is created by action rather than by a reader's wish to have mysteries explained. The final three codes are related to how the reader comprehends and interprets the narrative discourse.

The Semic Code

A seme is a unit of meaning or a sign that express cultural stereotypes. These signs allow the author to describe characters, settings and events. The semic code focuses upon information that the narration provides in order to suggest abstract concepts. Any element in a narrative can suggest a particular, often additional, meaning by way of connotation through a correlation found in the narrative. The semic code allows the text to 'show' instead of 'tell' by describing material things. 

The Symbolic Code 

The symbolic code refers to a structural structure that organizes meanings by way of antitheses, binary oppositions or sexual and psychological conflicts. These oppositions can be expressed through action, character and setting. 

The Cultural Code 

The cultural code designates any element in a narrative that refers to common bodies of knowledge such as historical, mythological or scientific. The cultural codes point to knowledge about the way the world works as shared by a community or culture. 

Together, these five codes function like a 'weaving of voices'. Barthes assigns to the hermeneutic the Voice of Truth; to the proairetic code the voice of Empirics ; to the semic the Voice of the Person; to the cultural the Voice of Science; and to the symbolic the Voice of Symbol. According to Barthes, they allowing the reader to see a work not just as a single narrative line but as a braiding of meanings that give a story its complexity and richness.

UNIT V
Media and Popular culture-commodities, culture and sub-culture, popular texts, popular discrimination, politics popular culture, popular culture Vs people's culture, celebrity industry-personality as brand name, hero-worship etc. Acquisition and transformation of popular culture.
Media and Culture: 

The values, ideas, arts, entertainments, beliefs, customs, and social behaviour shared by large segments of society.

Culture is a term that has many different related meanings. For example, in 1952, definitions of "culture" was : A Critical Review of Concepts and Definitions. However, the word "culture" is most commonly used in three basic senses:

· Excellence of taste in the fine arts and humanities, also known as high culture

· An integrated pattern of human knowledge, belief, and behavior that depends upon the capacity for symbolic thought and social learning

· The set of shared attitudes, values, goals, and practices that characterizes an institution, organization, or group.

 Popular culture

Popular culture (commonly known as pop culture) is the totality of ideas, perspectives, attitudes, memes, images and other phenomena that are deemed preferred per an informal consensus within the mainstream of a given culture, especially Western culture of the early to mid 20th century and the emerging global mainstream of the late 20th and early 21st century. Heavily influenced by mass media, this collection of ideas permeates the everyday lives of the society.

Popular culture is often viewed as being trivial and dumbed-down in order to find consensual acceptance throughout the mainstream. As a result, it comes under heavy criticism from various non-mainstream sources (most notably religious groups and countercultural groups) which deem it superficial, consumerist, sensationalist, and corrupted.

Pop culture:

Culture produced for mass consumption •Short for “popular” culture •Considered the opposite of “high culture” for the elite. 

It includes toys and games, fashion fads, trends in magazines, gossip about famous people, television shows, movies, video games, souvenirs (ex: ticket stubs), posters of celebrities. 

Popculture has strong connections to education, mass communication, and society’s ability to access knowledge. It has great influence and impacts everything from fashion to food packaging. Most of us have the reality television show that we don’t want anyone to know we watch, the pop song whose lyrics we would never admit we know by heart – but why do we feel guilty? 

Pop culture seems to simultaneously encompass everything we love most about mass media and everything we fear. 

Terminologies of Pop-culture

1.  Zeitgeist: zeit = time; geist = mind - the “spirit of the times” - the general mood and culture within a nation 

· 1980’s = belief in power of money and the many ways to spend it 

· 1970’s = peace, love 

· 1950’s = post war euphoria     

2. Fad vs. Trend 

Fad – short-lived interest in an aspect of culture Ex: Pogs, marbles, platform shoes

Trend – an interest in an aspect of culture that’s longer lasting than a fad; affects a greater amount of people Ex: iPods, baseball hats     

3. Icon a person or image generally looked up to (and measured up to); almost everyone is familiar with him/her/it Ex: Madonna, the Golden Arches

The Rules of Pop Culture 

· Don’t challenge currently accepted values (the “status quo”) 

· Reinforce the dominant social, political, and economic system 

· Reflect the current desires, hopes and fears (which may or may not reflect the actual reality of the times) ex: not all families in the 80s are like the Cosbys       

· Influence public responses to and personal reflections on a variety of issues    

Top companies in the world influence and promote pop culture. For that reason, it’s wise to be aware of the dominating global brands. 

Subculture

In sociology, anthropology and cultural studies, a subculture is a group of people with a culture (whether distinct or hidden) which differentiates them from the larger culture to which they belong.'subculture' which actively sought a minority style ... and interpreted it in accordance with subversive values".

 In his 1979 book Subculture the Meaning of Style, Dick Hebdige argued that a subculture is a subversion to normalcy. He wrote that subcultures can be perceived as negative due to their nature of criticism to the dominant societal standard.

It may be difficult to identify certain subcultures because their style (particularly clothing and music) may be adopted by mass culture for commercial purposes. Businesses often seek to capitalize on the subversive allure of subcultures in search of Cool, which remains valuable in the selling of any product. 

This process of cultural appropriation may often result in the death or evolution of the subculture, as its members adopt new styles that appear alien to mainstream society. This process provides a constant stream of styles which may be commercially adopted.

Popular Cultural texts

we live at the epicentre of popular culture’s conception, production, and consumption, yet the globalisation of popular culture artefacts through mass media has made both image and product more and more available to people of even modest incomes and from all corners of the earth (Kellner, 1995). Indeed, popular and media culture has gained hegemonic status, becoming ‘perhaps the most powerful cultural force shaping cultural identity today’ (Monk, et al., 2008, p.24), unseating familial, cultural, and other traditional shapers of identity. Hence, popular culture operates at the level of discourse and invites critical investigation into the effects of these operations. As narrative-informed therapists, we are interested in mining the text metaphor embedded within the discourses that shape people’s lived experiences.

Barker (2000) suggests that popular culture produces much of the materials out of which people fashion their identities. These materials include images and messages from the music, TV, film, technology, and fashion industries. Individual ideas about and performances of identity (including those involving gender, race, class, nationality, sexuality, and ethnicity) cannot be separated from the messages and symbols produced by the ubiquitous media enterprises. 
Individuals are persuaded by media to adopt many of the values and practices endorsed by popular culture, thus encouraging identification with the dominant discourses represented. Because popular culture has harnessed hegemonic status as an irrefutable dimension of cultural context, we seek to engage with young people’s relationship with popular culture and develop skills in media literacy. 
Politics Popular Culture

The Politics of Popular Culture examines the relationship between popular culture and politics. It stresses that popular culture is politically important because it reflects and operates within broader socio-political conditions, can transport political ideas and ideologies, and is a site where identities and institutions are shaped, contested, and reproduced. Essays discuss film, television, music, and video games from a variety of theoretical and methodological vantage points in order to enrich our understanding of the ways in which popular culture shapes our views of political institutions, actors, and issues.

In an age where film stars become presidents and politicians appear in television sitcoms, politics and popular culture have become inextricably linked. In order to understand this evolving relationship, author John Street argues that we must understand that each is a form of the other. Popular culture involves the organizing of our pleasure, and therefore our values, identities, and interests. At the same time, our pleasure depends on a series of political decisions and processes which in turn shape that culture. 

Ferreting out the debate between those who see the political nature of popular culture as a form of manipulation and those who see it as populist self-expression, Street argues that such an approach limits our perspective. This book attempts to expand our understanding of the ways the production and consumption of popular culture are organized, and, concurrently, how political judgments are inherent in engendering and enjoying pop culture.

People’s Culture
People belonging to a locality or a state or a country have their own culture. It differs by each community in India. Values and beliefs or each region strive to depict different cultural practices among people. The Indian culture, often labeled as an amalgamation of several various cultures, spans across the Indian subcontinent and has been influenced and shaped by a history that is several thousand years old. 
The culture is emphasised with marriage ceremonies, festivals, greetings, animals, Cuisine, clothing, language and literature, epics, performing arts such as dance, music, theatre, visual arts such as painting, sculpture, sports, and martial arts. The culture of modern India is a complex blend of its historical traditions, influences from the effects of colonialism over centuries and current Western culture – both collaterally and dialectically. This is accepted by the people and adapted by the people.

Brand Personality 

Brand Personality is a set of human characteristics associated with a brand Personality is how the brand behaves Gender, age, socio-economic class, psychographic, emotional characteristics  

Some examples… Axe is ‘masculine’ while Eva is ‘feminine’ IBM is ‘older’ while Apple is ‘younger’ India Today is ‘old-fashioned’ while Outlook is ‘trendier’. 

Brand Personality, like human personality, is both distinctive and enduring. Both are built over a period of time. Refers to the outcome of all the consumer’s experiences with the brand.

In other words, the brand’s personality is the weighted average of previous impressions In consumer’s mind, these impressions merge to form an overall concept of what to expect from brand . 

In essence… ‘ Personality traits are what the brand will live and die for’  

Examples… 
· Axe - Seduction, masculinity, inviduality, unconventionality 

· Spinz Young Modern Active Outdoor Cheerful Friendly ‘ Life of the Party’  

Celebrity is used to develop the brand personality to enrich the understanding of the product. The celebrity helps to gain an in-depth understanding of consumer perceptions of and attitudes towards the brand. Can provide more insight than is gained by asking about attribute perceptions 
Celebrity endorsing brand contributes to a differentiating identity, Guides the communication effort,  Communicates the brand identity with richness . 
Personality of a person is affected by everything associated with him – friends, neighbourhood, activities, clothes etc., So too is a brand personality  

The rise in celebrity advertisement has been attributed to cluttering of media. With the onset of television as a powerful media for mass advertising in India in 1980s, a number of Indian brands like Vimal, Thums Up and Gwalior used star appeal during their early days of mass advertising. 
The role of celebrities in Indian context can be highlighted with the example of Coca Cola, who earlier never used celebrities internationally, but started using Indian celebrities for its advertisements in India in 1990s. 
The endorsement of Hyundai Santro car by leading actor Shah Rukh Khan has worked well for the brand as well as for the actor. He was endorsing three brands, went on to endorse more than 30 brands in 2009 (The Hindustan Times –17 September, 2012).
Not all Celebrities Endorsement have been Successful. When Hindustan Unilever Limited (HUL) – Indian subsidiary of Unilever - tried to use Shahrukh Khan for endorsing Lux, by canvassing the image of a metro- sexual man, the promotion did not turn out to be very successful. Shahrukh Khan’s association with Videocon, a leading white good manufacturer, had to be discontinued as the promotion did not give adequate results. Leading automobile company Maruti Suzuki was unable to exploit the ‘Big B’ status of Amitabh Bachchan for its ‘Versa’ brand. 
In order to enhance the effectiveness of celebrities, it has been suggested that marketers need to establish the link between the product and celebrity by considering the type of product. Shahrukh Khan endorsing Hyundai Santro and Amitabh Bachchan endorsing Versa. While both the brands belong to same product category and are endorsed by the leading Indian actors having pan-India appeal, the results have been quite different. Santro became the second largest selling car in India within four years of its launch.
Benefits of Celebrity Endorsement 
· To grab customer attention for communicating message to consumers 
· To remember the message and brand name 
· Celebrities bring their own distinctive images to the advertisement and its associated brand and can create, enhance and change brand image.
· When a celebrity is paired with a brand, his/her image helps shape the image of that brand in minds of the consumer.
There is increasingly the recognition that national cultural values affect the cognitive, the emotional and the motivational patterns dominant of customers in a given culture. Culture has long been believed to be the force that influences people in a society to follow the norms of their collective identity.
References
1. http://2stories.com/wp-content/uploads/2011/02/2009-2-Popular-Culture-pages.pdf (Popular culture and young ) 
2. https://www.thehealthcompass.org/how-to-guides/how-do-audience-segmentation
3. https://www.thehealthcompass.org/how-to-guides/how-do-audience-analysis
4. https://www.thehealthcompass.org/how-to-guides/how-conduct-situation-analysis
5. https://prezi.com/r4htgkotfaby/audience-theory-in-media-studies/ (Audience theories) 

6. http://www.ocerint.org/Socioint14_ebook/papers/293.pdf (Semiology - barthes)
7. https://creativecrista.wordpress.com/2013/10/27/media-and-popular-culture/ (popular culture)

8. http://www.temple.edu/tempress/chapters_1400/1406_ch1.pdf (politics and popular culture)
 pg. 2

