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How We Know What We Know

Everything we know is learned in one of two ways.' The first way is somatically.
These are the things we know through direct sensory perception of our environ-
ment. We know what some things look, smell, feel, sound, or taste like because
we personally have seen, smelled, felt, heard, or tasted them. One of the authors
of this text knows, for example, that “Rocky Mountain oysters” (bull testicles) are
especially chewy because he tried them once at a country and western bar. In
short, some of what we know is based on first-hand, unmediated experience. But
the things we know through direct sensory perception make up a very small
percentage of the total things we know. The vast majority of what we know comes
to us a second way, symbolically. These are the things we know through someone
or something, such as a parent, friend, teacher, museum, textbook, photograph,
radio, film, television, or the internet. This type of information is mediated,
‘meaning that it came to us via some indirect channel or medium. The word
“medium” is derived from the Latin word medius, which means “middle” or that
- which comes between two things: the way that BBC’s Planet Earth production
 teamn might come between us and the animals of the Serengeti, for instance.

In the past 30 seconds, those readers who have never eaten Rocky Mountain
Oysters have come to know that they are chewy, as that information has been
communicated to them through, or mediated by, this book. When we stop to
l*{lk about all the things we know, we suddenly realize that the vast majority of
hat we know is mediated. We may know something about China even if we
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have never been there thanks to Wikipedia; we may know something about

Winston Churchill despite our never having met him thanks to Darkest Hour
(2017); we may even know something about the particulars of conducting a
homicide investigation even though we have likely never conducted one thanks
to the crime drama CSI. The mass media account, it would seem, for much of
what we know (and do not know) today. But this has not always been the case.
Before the invention of mass media, the spoken or written word was the
primary medium for conveying information and ideas. This method of
communication had several significant and interrelated limitations. First, as the

transmission of information was tied to the available means of transportation

(foot, horse, buggy, boat, locomotive, or automobile, depending upon the time
especially over great

period), its dissemination was extraordinarily slow,
distances such as across continents and oceans. Second, because information
could not easily be reproduced and distributed, its scope was extremely limited.
Third, since information often passed through multiple channels (people), each
of which altered it, if only slightly, there was a high probability of message
distortion. Simply put, there was no way to commaunicate a uniform message to
a large group of people in distant places quickly prior to the advent of the
modern mass media. What distinguishes mass media like print, radio, and
television from individual media like human speech and hand-written letters,
then, is precisely their unique capacity to address large audiences in remote
locations with relative efficiency.
Critical Media Studies is about the social and cultural consequences of that

revolutionary capability. Recognizing that mass media are, first and foremost,
both what we know and

communication technologies that increasingly mediate
how we know, this book surveys a variety of perspectives for evaluating and
assessing the role of mass media in our daily lives. Whether listening to Spotify
while walking across campus, sharing pictures with friends on Instagram,

receiving the latest sports scores via your mobile phone, retweeting your favorite

YouTube video, or binge watching popular Netflix series like Stranger Things or

13 Reasons Why, the mass media are regular fixtures of everyday life. But before
beginning to explore the specific and complex roles that mass media play in our
fives, it is worth looking at who they are, when they originated, and how they

have developed.

Categorizing Mass Media

As is perhaps already evident, “media” is a very broad term that includes 2
diverse array of communication technologies, such as cave drawings, speech,
smoke signals, letters, books, telegraphy, telephony, magazines, newspapers
radio, film, television, smartphones, video games, and networked computers, t0
name just a few. But this book is principally concerned with mass media, OF
those communication technologies that have the potential to reach a large audi-
ence in remote locations. What distinguishes mass media from individua!

medi . . .
mayl::ig]rin, is not merely audience size. While a graduation speaker or musician
ss as many as 40000 people at once in i
: a stadium, the
mediated because the audi i e
ence is not remote. Now, of i i
Grande concert is bein i ' S o
g broadcast live via satellite, those hi
their televisions or over the i e
e internet are experiencing it th h i
Mass media collapse the di e e onkin,
istance between artist and audi i
e s . nd audience, then. Working
, we have organized the mass media i

) . : ia into four subcategories:

print media, motion picture and sound i " new
; recording, broadcast media, and
media. These categories, like all i : - meaning that
. acts of classification, are arbit i
they emphasize certain feature. i . e e
s of the media the
| i y group together at the expense
. etheless, we offer them as
theless, one way of conceptually organizin

{niss c.on';mu.m.catlon technologies. As our media environment lg;ecomeﬁ
increasingly digital, the utility and value of these categories is mostly historical

Print media

:n an electronical]).r saturated world like the one in which we live today, it is eas
;et:l\;:rlggkﬁtrl;: :ﬁ:rl::::rlegae:é and contemporary transformations: of prin{
: Sl ium. : erman printer Johannes Gutenberg invented
hﬂll::mngsv;l:il;;yf:u}lnzgggeg n;:::s: in 1450, sparkcilng a revolution in theg ways that
: . ate, preserve, and ultimately relate to knowled

Printed materials before the advent of the press were coytl d but the
invention of movable type allowed for the (relatively) li i mrev.b“t i
diverse array of pamphlets, books, and other items T);ﬁsc ﬂzap .Pf?d“‘:tlon_ e
rb:at;réisd teoduc;hed fiimost every aspect of human life. Sudden;rrllf:cl)ﬁ:d;zr:zzg

. or future generations in libraries or religio i
i;);vir.mcreasmgly hinged upon literacy and ownershii o?sptiﬁtse::lar:n:t::icallzl
A :w]ler:ilp::;a?tlyf,l the press allowed for an unprecedented circulation oi."
tinctionf acceszr;ﬂtin:fgoiltle:_ acr?ss Europt;:. Though still limited by class dis-
R e ::l?al?\,:s E:,T;ms}de of one’s immediate context was
ni:‘:t;;tl;)l;lligs:ﬂdert ;h‘_: settlemfmt‘ of Jamestown in 1607, the new American colo-
. wase their first prmtmg.press. Located in Cambridge, Massachusetts,
= cone;z?ntm% poplzilar l'ellgIOl.lS tracts - such as the Bay Psalm Book, a
< < r‘m:} o ]?.ngllsh tmnsl?tlons of Hebrew - by 1640.2 Though much
e c}:-ul_:o:;n(llr;g in the colonies was religion-oriented, novels such as
i 19) and Tom Jones (1749), imported from England, were
i er “;a aZignlous 'It‘racts were eventually followed by almanacs, newspa-
o wh’igchi esi. ] he' most wiell-known early almanac, Poor Richards
i opinio,n L n: u Zd mfom.mtlc.)n on the weather along with some politi-
1757, Thougil varigulntfa. by Benjamu} Franklin in Philadelphia from 1733 to
B ; cities tladlshort-!lved or local non-daily newspapers in the
et un, which is considered the first successful mass-circulation
L egin operations until 1833.% The failure of earlier newspa-
attributed to the fact that they were small operations run by
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local printers. It was not until newspapers began using editors and receiving
om political parties and later from wealthy

substantial financial backing - first fr
elites like Joseph Pulitzer and William Randolph Hearst — that the newspaper

industry mushroomed.
During the 19th and 20th centuries, the newspaper industry experienced

rapid growth. This trend continued until 1973, at which point there were 1774
daily newspapers witha combined circulation of 63.1 million copies. This meant
that about 92 percent of US households were subscribing to a daily newspaper
in 1973. Since then, however, newspaper production and circulation have stead-
ity declined, and, as of 2016, there were only 1286 daily newspapers in the
United States, with a total estimated circulation 30.9 million in 2017: a more

than 50 percent drop from the high water point in 1973

In many ways, the history of the magazine industry in the United States mir-
rors that of the newspaper industry. It began somewhat unsteadily, underwent
tremendous growth, and is currently experiencing a period of instability. The
first US magazine, American Magazine, was published in 1741. But the boom

did not really begin until the mid-19th century. And though the industry con-
tinued to experience growth throughout the 20th century, more recently it has
suffered a decline in both the total number of titles (Table 1.1) and paid circula-
tion (‘Table 1.2). Table 1.1 illustrates that the number of magazine titles in the
United States grew by roughly 38 percent from 2002 to 2012, before beginning
a slow decline over the next five years.
Moreover, as Table 1.2 shows, the total paid circulation of the top 10 maga-
zines in 2017 was more than 5 million less than the total paid circulation of the
top 10 magazines in 2012, and a whopping 33million less than in 1992
Interestingly, the highest circulating magazine in 1992, Reader’s Digest, had
fallen to 10th in 2017, while the second highest circulating magazine in 2017,
Game Informer Magazine, was not among the top 10in 1992, as it had then only
been in existence for 1 year. Despite declining circulation and unit sales in the
newspaper and magazine industries, Americans are still reading. But how they
are reading is changing. Increasingly, readers are turning to online newspapers
and magazines. As of 2016, nearly twice as many US adults (38%) were getting
their news online - either through news websites/apps or social media ~ as were
getting it through print newspapers (20%). The book publishing industry has
not experienced the deep losses occurring in the newspaper and magazine
industries over the past two decades. But in 2012, unit sales of traditional paper

f magazines in the United States from 2002 10 2017 {in S-year intervals)

Table I.I  Number o
2002 2007 2012 2017
_ T
Number of magazines 5340 6809 7390 7176
-

Source: MPA, (n.d.). Number of Magazines in the United States from 2002 to 2017.In
Statista — The Statistics Portal. Retrieved October 10,2018, from https:llwww.statista.coml
in-the-united-states/.

statistics/238589/number-of-magazines-

T
able 1.2 Top !0 US consumer magazines by pad circulation i 1992, 2012, and 2017°

2017

2002

1992

Circulation

Rank/Publication

Circulation

Rank/Publication

Circulation

Rank/Publication

Better Homes and Gardens
Game Informer Magazine
Good Housekeeping
Family Circle

People

Game Informer Magazine

7645364
6353075
4315026
4056156
3418555
3275962
3147721

7864326
7621456
5527183
4354740
4143942
4125152
3637633
3374479
3281175
3268549
47198635

16258476

Reader’s Digest
TV Guide

Better Homes and Gardens

Reader’s Digest

14498 341
9708254
8002585
5889947
5283660
5139355
5041143
4810445
4704772
79336978

National Geographic

Good Housekeeping
Family Circle

Better Homes and Gardens

The Cable Guide
Family Circle

Woman’ Day

National Geographic

People

National Geographic
Sports llustrated

Time

Good Housekecping

3057042
3032581
3024031
41325513

Wontan’s Day

Time

Ladies’ Home Journal
Woman’s Day
McCall's

Reader’s Digest

Taste of Home

Total circulation of top 10

Total circulation of top 10

Total circulation of top 10

Source: Adweek, March 29, |993;Alli i i
;Alliance for Audited Media, February 7, 2013 and June 30, 2017. *Data exclude magazines whose circulation is tied
on is tied to membership benefits

(i.e. AARP The Magazine [formerly Modern Maturity], AARP Bulletin, Costco Connection, and AAA Living)
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books fell by about 9 percent for the third year in a row; adult nonfiction was the
hardest hit, falling 13 percent.” Itis worth noting that since 2012, however, sales
of printed books have stabilized and even increased somewhat, indicating
that adoption rates for e-book technologies may have plateaued among some

demographics.

Motion picture and sound recording

Sound recording and motion pictures may seem like an odd pairing at first,
but their histories are deeply intertwined, thanks in large part to Thomas
Edison. In the span of 15 years, Edison and his assistant, William Kennedy
Laurie Dickson, created what would later develop into the first two new mass
media since print. Edison’s first invention, the phonograph, in 1877, was a
device that played recorded sound, and his second, the kinetoscope, in 1892,
was an early motion picture device that showed short, silent films in peep-
show fashion to individual viewers. Edison’s goal was to synchronize audio
and visual images into a film projector that would allow for more than one
viewer at a time. Though sound film did not become possible until the early
1920s, improvements in film projection - namely, the development of the
vitascope - gave rise to the silent film era in the meantime. The eventual
synchronization of sound and film launched talking pictures, or “talkies.”
The first commercially successful, feature-length talkie was a musical film,
The Jazz Singer, in 1927, Hollywood was about to enter its Golden Age of the
1930s and 1940s, in which “the studios were geared to produce 2 singular
commodity, the feature film.’

With the motion picture industry firmly established, sound recording
began to receive independent attention and the record industry came to dom-
‘nate the music industry, which had previously been involved primarily in the
production of sheet music. By the start of the 20th century, profits from the
sale of sound recordings quickly eclipsed those from the sale of sheet music.
This shift was fueled in large part by the continuous development of cheap
and easily reproducible formats such as magnetic tape in 1926, long-playing
(LP) records in 1948, compact or audio cassettes in 1963, optical or compact
discs (CDs) in 1982, and lossy bitcompression technologies such as MPEG-1
Audio Layer 3 (MP3s) in 1995. With the exception of magnetic tape for sound
recording, which was invented by German engineer Fritz Pfleumer, and
Columbia Records’ LP, Sony and Philips were responsible for all of the previ-
ously mentioned recording formats, as well as the Betamax (1975), LaserDisc
(1978), Video2000 (1980), Betacam {1982), Video8 (1985), Digital Audio
Tape (1987), Hid (1989), CD-i (1991), MiniDisc (1992), Digital Compact

Dise (1992), Universal Media Disc (2005), Blu-ray Disc (2006), and DVD (as
part of the 1995 DVD Consortium) formats. Several of these more recent for-
mats have had implications for the motion picture industry, as they allow for

the playback and recording of movies on DVD players and computers

at home.
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Broadcast media

':ghaei :elveli)pl:e?t of:roadcast technologies changed the media landscape once
. Instead of media physically having to be distributed
ey o ributed to stores or shipped
., , magazines, and newspapers are, or audience i
' . ; : s physicall
g?::;? Yt(taot;a\;e'l to the media, as in the case of film, media could now b[: by;ough);
udiences over public airwaves. This was an i
because it freed mass medi ' [N e
a from transportation for the first time in hi
{We have excluded the electric e oy
al telegraph (1830s) bec lik
{1870s), it is better classified asa i e
: personal medium than a mass medi '
came on the scene first, experimenting wi i e Lao0,
- 5 g with transmissions as early as th
and making scheduled broadcasts i s
n the 1920s. But television fol
thereafter, with Philo T. Farnsw : e
) . orth, a Mormon from the small f;
' : : arm commu-
::‘2; :lfill:égtl;]y, t{dathto.l applying for the first television patent in 1927 and CBS
e first television schedule in 1941. Not only do radi isi
share an overlapping technologi i - (i et e
gical history, but they also share i
professional history, as many of television’ B
2 s early stars came fi di
the Federal Communications C issi S
‘ ommission (FCC) sorted out broad fi
quencies for radio in 1945 and for television i  broadicas
: sion in 1952, i
stations spread rapidly (see Table 1.3). commereil broadcast
st:i]:] :r;n:;ncllggg growth in the number of commercial radio and television
suggests strong consumer demand for thej i
e eir content. Th
E:;cep:on fls confirmed by the data on radio and television ownership anltj
periz;lt cs)fouéohlol, 99hp;:(|l'cehntdof US households had at least one radio and 96.7
useholds had at least one television set (the | '
since 1975, and down from 98.9 S
i ; .9 percent at the height of television'
pace) . : g elevision's penetra-
Anr;}b}"r:ltl! :\cr:::lgnet Ufhhom:[: is equipped with 8 radios and 2.93 televisi]:m sets.’
s, these devices garner substantial i i i
pRpaarie | account, tiese al use. While radio usage is
) isten to the radio at work, at ho i i
o ‘ . me, in cars, and in
ﬁst;;tsytgl; g:}hetrlc;l)ntexts,d industry experts estimate that the typical America:':
ut 1 hour and 30 minutes of radio per d ision i
e ‘ ) min per day. But television is still, f;
= ::vtalt]y; tth.e dominant medium in terms of usage. The Nielsen Company estaif
, in 2010, the average American watched more than 35% hours of

tl‘” oll ]. l l . e

Table |3
= Number of commercial broadcast stations in the United States®

1950 1960 1970 1980 1990 2000 2010 2015

A radio statj

e sta:;::: 2118 3539 4323 4589 4987 4685 4782 4684

i o 493 815 2196 3282 4392 5892 65206 670l
47 515 677 734 1092 1288 1390 1387

urce:The Fede
ral Communications Commission; US Census Bureau, Statistical Abstract of the

d States: 2001, Tal
— ,Table 1126;and US C B

i ]'au 1 v ensus Bureau, Statistical Ab: .
e |32 tDa I | e N stract Qf the Unlted States.
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f mass media, two recent

Before turning to the fourth and final category O
d to be addressed: satellite

developments with regard to radio and television nee

radio and cable and satellite television. In many ways, these developments are

analogous. Both technologies charge for content, include some content that

cannot be broadcast over public airwaves, and trouble the traditional under-

standing of broadcast media. Satellite radio and television and, increasingly,
digital signal, which qualifies them for inclusion in the

cable television employ 2
category of new media. That said, not all cable television is digital, and satellite

radio and television, which use a digital signal, are broadcast. As such, neither

cable nor satellite technology fits neatly into the category of broadcast or new
media. Confusion over how to categorize satellite radio and cable and satellite
television has not stopped either one from being successful, however. Sirius M
Radio Inc., the sole satellite radio provider in the United States, has 21 million
paying subscribers and made $763 million in 2017.1 Meanwhile, from 1970 to
2011, the number of US households with either cable or satellite television grew
from 7 to over 85 percent.”? As these data suggest, satellite radio and cable and

satellite television are growing rapidly, though even their success is threatened

by the proliferation of new media.

New media

New media is the broadest and, hence, most difficult of the four categories of
mass media to delimit and define. Though we offer a definition from Lev
Manovich, even he is aware of its problematic nature: “new media are the cul-
tural objects which use digital computer technology for distribution and circu-

jation”"® One difficulty with this definition is that what it includes must
continuously be revised as computing technology becomes a more common
mode of distribution. The development of digital television, film, photography,
e-books, and podcasts, for instance, would place them in the category of new

media along with the internet, websites, online computer games, and internet-
capable mobile telephony. The ever-expanding character of this category raises
a second problem, which can be posed as a question: Wwill it eventually come to

include all media and therefore be a meaningless category? The likely answer is

“yes, for reasons we will discuss later under the topic of Convergence. But, for

the time being, it remains a helpful way to differentiate these forms from tradi-
tional print, celluloid film, and broadcast radio and television. As long as there
are mass media that exist as something other than 0s and 1s, new media will

remain a useful and meaningful category.
development of the microprocessor oF

The history of new media begins with the
computer chip. Introduced in 1971, the world's first commercial microprocessoh

the 4-bit Intel 4004, execu
1990s, the 486 microprocessor,

perform 54 million calculations per
in 1995, increased performance yet again to roughly 250 million caleul

second. But computers were not only rapidly bec

which was typical of computers at the time, coul

second. Intel's Pentium Pro, introduce
ations pet

ted about 60000 calculations a second. By the early

oming more powerful they
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were also rapidly becoming more connect .
technology fo ed. Developed initially as a communicati
attentiongifl ﬂ::h 1‘39;](?5D\,ilp;mem OFDFfense' the internet beE;,n to CatchThuen;?:]l:;?
(emails) became evident. Ben.lts potential for sending personal electronic messa e:
and common network utitwas the development of a graphic-based user interffc
e, by transformin .tp.rotocols in the early 1990s that really popularized the int :
Wide Web. At the tirln l:ftc:hthe l;jjypen-e’“““l platform we know now as the W():;(;
than 8billion web pages, a n > 'E ennium, experts estimated that there were more
with the infrastructure 1n 1 Umﬂ?‘ that was then doubling every 6 months." Toda
opportunity for ordinary ppez;f; tobeco of computing technology declining, and e
tioz c;f new me:liia in the United States i::rgnﬁ;; ;gsg:::t?:li;fomaﬁon, theadop-
‘ et us consider the rate at which a few of th A
lives. The P : ese technologies have i
Y. a‘;":’ﬂll';tfvl‘;eet ar?d Amer'lcan Life Project reports tﬁat only ll(;];aef::n(:m;
had grown to 78 percenltm?gdthe internet in 1995. By August 2011, that numbzr
people use the internet f:r :veurl}t:;‘il:lc;z'foiimell]'t Ofl:ee']jgers'ﬁ Today, millions of
e rhin . , online banking and bill payi i
AR rgs ta;;i :::;3]‘ n;t(;vorkmg. Indeed, the social nemgrorking sil:: y;:cge::oojc?l?
ot decade otl}l: 04, attrac.ted more than a billion active users worldwid :
= digita gamesl, havzr a?;we::;;(:lii r::;:l(;nct)logies, like cell phones, MP3 Pla’y’;rsE
T R . staggering adoption rates. ’
pmobile te;’ei;:;;l:llﬂsg}f:nlted States lags behind that in mgn}' Europsea?::(::lil:r(‘:eu
W o ¥ i] h.oasts one of the fastest penetration rates of any commulet%
B ) o egg anc lllstol:y. In 2004, only about 39 percent of youth (8- to ln;
e nfe phone, but that number had jumped to 66 percent b-
an MP3 player skyrocke:p;m (2004 to 2009), the percentage of youth who ownezl’
households (roughly 16 ;mif:‘lci); 185? l76 percent.' As of 2018, 46 percent of US
shows the use of select new media l:ecll:n?lotjg‘;:;eii goglz;mmg console.” Table 14

Tabl
e |4 Use of select new media for 2017 in the United States

U;nlers in % increase % of US
millions 2017 over 2016 populati
Internet use -
lntf.:met users 273.3
?)ocll'al ne_twork users 191:1 o sa7%
.-F;: ;Ee video viewers 221.8 T pt
:bﬁal gok_ users 171.4 o o
o evice users 214.6 o P
N,h_'_bﬂzuter-only users 17.9 L% o
bl il -11.8% 5.5%
M:';;:e inte.rnet users 223.0
Bbil: :gflal networkers 169:7 :g% i
éai-ﬁh},se(met only users 40.7 o T
B adult) users 44.4 gz:: e
i 13.6%

e: eMarkete i
; 7, US Digital Media Usage:A Snapshot of 2017, March 2017
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Living in postmodernity

As the previous section illustrates, the mass media develop and change over
time. It is important, therefore, to study them in historical context. Since the
focus of this book is on contemporary mass media, this section reflects on the
character of the contemporary historical moment. The present moment has
variously been described as the information age, the network era, the third
wave, post-industrial society, the digital age, and postmodernity. While none
of these labels is without its shortcomings, we prefer the term postmodernity

to refer to the contemporary moment, given its widespread adoption by

media scholars. Postmodernity describes the historical epoch that began
to emerge in the 196

0s as the economic mode of production in most
Western societies gradually shifted from commodity-based manufacturing
to information-based services. Postmodernity should not be confused with
postmodernisi, an aesthetic sensibility or “style of culture which reflects
something of this epochal change ina

... self-reflexive, playful, derivative,
eclectic, pluralistic art”® In the transition from modernity to postmodernity,
the mass production of standardized, durable goods such as automobiles and
(oasters has steadily given way to the reproduction of highly customizable
soft goods such as digital content providers and cell pho

ne plans. Table 1.5
highlights some of the key differences between modernity and postmoder-
nity. As the mass media have both

contributed to and been transformed by
the remainder of this section explores five key

this historical transition,
trends driving the mass media in postmodernity: convergence, mobility,
fragmentation, globalization, and simulation.
Table 1.5 Companson of modemity and postrnodemity
Modernity Postmodernity
~1850s to 19605 ~1960s to present
Monopoly (imperial) capitalism Multinational (global) capitalism
Industrialism Informationalism
Fordism Flexible accumulation
Manufacturing and production Marketing and public relations
Mechanization Computerization
standardization Customization
Heavy industries Image industries
Durable goods Information and ideas
Product-based Service-oriented
Mass markets Niche markets
Economies of speed

Economies of scale

Nation state
State macro-economic regulation

Global corporation
Free-market neoliberalism

Introducing Critical Media Studies

Convergence

The previous secti
ction organizes the media i
sketching a brief his media into four categories
tory of mass co . as a way of
first maior trend i . mmunication technologies. Ironi
aries Irjlcreaseir:;ll}r’1 tcl::;rtnass media today involves the erasﬁre of 5ur:tlelnlcl;}:;::ie
' ) emporary media refl i
of formerly di . reflect convergence, th
i :ei:-l\;etrsz me.dnavto share a common, integratedgplatform er:: 2td e
radio. and onlinz :;’ “::Pllght of the prevalence of streaming vidt;o intrearrrllge:
apers, convergence i i ’
non that w . N g is a relatively recent
e— :.; dconl-slldered visiopary in the early 19835 whenplll\leinﬁmle-
systems, Before :‘]t de‘rs at the MIT Media Lab began exploring multi:n C‘(.‘li'lS
KA oeb ia conver.gence could become a reality, it had to oi' N
cunch as those Jused iStaClles._ Ejlrst, the noise associated with analog si n:l;-
tistortion and decayno:’ee e\i'lslondand radio broadcasting generated megsag:
- r long distances. Thi
digitizatio . | . This problem was sol
: nguous Sinl:l \;rh;ch reduces distortion by relying on bits l‘ather‘?}:-ld through
al. : . an -
tnvolving igma esﬁ::éld,_ :andmdth limitations prevented large data icclfl:
] Ogn ane vi leo from being transmitted quickly and easilpove(:' X
and bandwidth expanI:i‘:J;:I }:JWCVEI', c:umVEd data-compression tecz“iquez
ave made possible th i
large data . possible the real-time transmissi
hafe been packets over communication channels. As these tech ‘smllshsmn o
overcome, convergence has accelerated nical hurdles

Mobility

Historical i
e }ll):dntl:sgsor;e:i]:: tll:ave not been very portable. If you wanted to see a
st theatef. If you wanted to watch your favorite television
B e mngazines, and e privacy of your own home. Even print media such
and weight signiﬁca;ltly r:si:\;zlt):g :ll;se‘:rerlrslluintmg o th:i: Bl e
e nt of printed material one was li
e raszf tl::; dev.elopment' of powerful microprocessors and 3:;’:::2
for s " P caﬁ o anging all this, and today, instead of us going fo places
v!_'ith e T ot :rel';lsmgly go places with us. Mobility refers to the ease
e (. n be move‘d from place to place. As one of the book’s
B e 0]1: hisg.;a}[l:bh, for instance, he was sitting in his favorite café
R o i ' o'ne, and ?vorking on his laptop. In addition to bein ,
e ult.:zsrlc:';?rary with him, much of the research for this booﬁ
EOmputr, he st }ZOD . When 'he needed to locate information not on hi
i necessa}’ g nected wirelessly to the university library and dow :
3 ';Inuch e erg' e§earch. In fact, in the past few years, this autho hn-
hook that does nl:)t going to the library altogether. Even when he re e
t.@“darrangeseff:; ell.ectronically (yet!), he simply logs into theqri:::: ;
or '6bile, Baa 22 o bee llvery to his office. As technology becomes more arﬁlf
BBy Dersoral ofion £ h'mg transformed from generic home appliances i
shion) accessories. In light of the drive toward mo;illril:y(')
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the next evolutionary stage is likely to see media go from being something
we carry around or wear to something we embody or become in the form of

cybernetic implants.

Fragmentation

Despite its continued use, the phrase “mass media” is rapidly becoming a
misnomer. The mass in mass media has traditionally referred to the large,
undifferentiated, anonymous, and passive audience addressed by television,
radio, and print’s standardized messages. But the explosion of information in
postmodernity has given way {0 cultural fragmentation, a splintering of the
consuming public into ever more specialized taste cultures. This, in turn, has
resulted in a tremendous proliferation of media content, if not media ownership,
along with niche marketing. What Alvin Toffler has called the “de-massification”
of media has been underway since at least the early 1970s.” Decreasing produc-
tion costs have greatly altered the economics of the media industry, reducing
the necessity for standardization. The result has been a dramatic increase in
media output that caters to specific interests and tastes. Long gone are the days

ion networks, which could not fill 24 hours of programming.

of only three televis
Today, there are hundreds of networks, as well as premium cable services, with
nique; the print media and

around-the-clock programming. Nor is television u
radio have witnessed a similar proliferation of specialty outlets. General-purpose

magazines such as The Saturday Evening Post and Life, which dominated the
y in the 1960s, had by 1980 been replaced by 4000 special-

magazine industr
interest magazines.”’ The internet, of course, reflects the most diversified
Even an online bazaar like

medium, delivering a dizzying array of content.

Amazon.com has country-specific portals and employs tracking software, or
so-called cookies, that record user preferences to create a highly customized
shopping experience. As this technology improves, we can count on media
becoming more and more tailored to individual tastes.

Globalization

Globalization is the buzzword of the moment, having captured the attention of
academics, business leaders, and politicians alike.®! Even as the world has become
increasingly fragmented by specialized interests, it has simultaneously become
more global as well. Globalization is a complex set of social, political, and eco-

nomic processes in which the physical boundaries and structural policies that

previously reinforced the autonomy of the nation s
instantaneous and flexible worldwide social relations. While globalization is
multidimensional, we wish to focus chiefly on economic globalization. In the
past few decades, the spread of capitalism has fueled the rise of multination

corporations that wis

corporations aggressively support free-trade policies that eliminate barriers Su€

tate are collapsing in favor of

h to profit from untapped “global markets”” Hence, these
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as trad i ; .
B eaizrlifi::;w:,ig national and international markets. For the mass media
corporations, glObalimti;ontrolled almost exclusively today by mlﬂlinalionai
to distant local markets "}‘;[“eates opportunities to bring their cultural products
the imposition of one ; ;s fact has raised fears about cultural imperialism
e bidirectiose; cl)] cultural values on other cultures. The process is:
and thinking of the v ena » however. Local markets are influencing the products
cultural difference is b ."Y COm[?ames .targeting them, leading to concern that
nce is being eradicated in favor of one large hybridized culture ’

Simulation

Though i i
o fr I-etnhte s:lrtlsfst 2: sl:mu.latlon can be traced back to the ancient Greeks
i boo(l:( ;:t is due prmc.ipally to the French theorist Iear;
writes, “is the generation b;',ﬁ‘;z:‘; z?: f;:; ‘::f‘:}ia”- Simulation, Bauctilerd
e ! : ithout origin or reality: -
} :llllar:giol::l:;ii;o 1B;\Edrlllan:-], Western societies, aid 'ZAmerli[c);"ailrIYg::-
5 represemationg)y characterized by simulation, an implosion of the image
A representater sth and thi? real, ‘ This argument is premised on, in
Bapdrillard’s word ';Ei l;e precession of simulacra, which suggests that the irr,lage
B oo g afgood representation of an external reality, to a
it represe realitn o ;tn e:xternal reality, to a mask that conceals the
gseice 0 3 hasic real n);', to bearing no relation to any reality at all.*’ The mat-
tutions fueling this sociglogli:;zrr:;:z:lheTnl:aSS mjdiaF e ey
e ; . The media, for instance,
l:h e z::,:pp:,?::;: lmfages of love, violence, and family (to name jE:td:i':i\lr);
s 1o cneer ol refer to some external reality. Rather, they exist only a
ges for which there is no original. Simulation suggests thaty;h:

. l s A H ld. th i t

‘Why Study the Media?

Perhaps the i
pag sPheer IE?S:, i1tmpIortant reaso_n_to study mass media today is because of
B beinC:; 0:.8 .n tljle tvransmon to postmodernity, mass media have
B B e verln;tlt}ltlon among many within our cultural environ-
n history one travelsythaslls of our cultural environment. The further back
B o othe; e.ests ce{'ltra'l mass media are to social life and the
] e .;ocml institutions such as the family, the church, the
:_ed'by, ¢ * ]ar. elutf lfoday, these social institutions have been ;ub-
e dgiayh iltered through, the mass media. More than ever
v av; rep]aceFI families as caretakers, churches as
. ,.sc ools a:\s sites of education, and the state as pub-
- In the introduction, we explored the two ways we kFr’low

I3
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Table 1.6 Average time spent per day (in Ars:mins) with major media by US adults, 2012-2018 What we learn

2012 2013 2014 2015 2016 2017 2018
Mediated messages are composed of content and form. Broadly speaking, the

content influences what we learn and the form influences how we learn. Both

Digital 4:10 4:48 5:09 5:29 5:43  5:53  6:01

. Mobile (nonvoice)  1:28  2:15  2:37  2:5¢  3:06  3:15 3:23 content and form are central to the socializing function of the mass media,

+ Desktop/laptop 2:24  2:16 2:14  2:12 2:11 2:10 2:08 though content has typically been given more attention. Content refers to the

« Other connected 0:18 0:17 0:19 0:23 0:26 0:28 0:30 informational component ofa message, to the specific details, facts, ideas, and
device opinions communicated through mass media. Audiences are often conscic‘)usl

v 4:38  4:31  4:22 411 4:05 4:00 - 3:55 aware of the content of mediated messages. We know, for instance, that when WZ

Radio 1:32  1:30 1:28 1:27 1:27  1:26  1:25
Print 0:40 0:35 0:32  0:30  0:28  0:27  0:26
+ Newspapers 0:24 0:20 0:18 0:17 0:16 0:15 0:15
= Magazines 0:17 0:15 ©0:13  0:13  0:12  0:i1 0:11
Other 0:38 0:31 0:26 0:24 0:22  ©0:21  0:20
Total hours 11:39 11:55 11:57 12:00 12:05 12:07 12:08

read the news we are learning specifics about our world. After just briefly scan-
ning USA Today online, one author learned that the Marriott hotel corporation
has acknowledged a data breach affecting more than 500 million people, that
Racebook is dragging its heels over releasing the results of a civil rights a:udit
and that Vladamir Putin and the Saudi Crown Prince have shown remarkab];
closeness at the most recent G-20 Summit. It should probably be noted at this
point that the content of a message need not have use-value or truth-value to be
classified as informational. As both misinformation and disinformation would
suggest, fairness and accuracy are not defining attributes of information
Information need only be meaningful, as opposed to gibberish, to count as;
information.

The content of the mass media matters for several reasons, First, by choosing
to include or cover some topics and to exclude or ignore others, the media
establish which social issues are considered important and which are consid-
ered unimportant. Simply put, the mass media largely determine what we talk
al:ld care about. Second, content lacking a diversity of views and opinions sig-
fuﬁcantly limits the scope of public debate and deliberation on matters of social
importance. Unpopular and dissenting viewpoints are essential to a healthy
der‘nocracy, however, as they often reframe issues in fresh, productive ways
Third, because media content is communicated using symbols and all symbols.
are selective, media content is necessarily biased. The language and images used
to inform, educate, and entertain you also convey selective attitudes and beliefs
In .short. the content of the mass media socializes us to care about some issues.
and not others, to see those issues from some perspectives and not others, and
to adopt particular attitudes toward the perspectives it presents. ’

Source: Growth in Time Spent with Media Is Slowing, eMarketer, june 6, 2016, https:iiwww.
emarketencomlArtlde!Growth-Time-Spent-wim-MedIa-Slowing/ 1014042 (accessed November
30, 2018). Note: many of these hours are spent multicasking; numbers may not add up to total
due to rounding.

things: somatically and symbolically (i.e. directly and indirectly). Not only
do we know most things symbolically, but the media represent an ever-
expanding piece of the total symbolic pie of social mediators. Table 1.6 illus-
trates the expanding number of hours the average American spends per day
with select media.

As Table 1.6 indicates, though we may gradually be changing which media
we use, the mass media remain a significant socializing force in contempo-
rary society. Socialization describes the process by which persons - both
individually and collectively - learn, adopt, and internalize the prevailing
cultural beliefs, values, and norms of a society. Because all social institutions
are mediators, they all contribute to socialization. When information passes
through a channel or medium, it is translated from direct sensory experi-
ence into a set of symbols. Since symbols are selective, privileging some
aspects of the thing being represented at the expense of others, they func-
tion as filters. Language is perhaps the most obvious example of how sym-
bols operate as filters. When you listen to a friend tell a story or read about
history in a textbook, you are not experiencing the events being described
directly. You are only experiencing them symbolically. The words you hear
or read are representations of the event you are learning about, not the
actual event itself. This is why two accounts of the same event, while poten-
tially very similar, are never identical. Stories are inevitably filtered through
the symbols, and therefore the perspective, of the storyteller. As society’s
main storytellers, the mass media filter virtually every aspect of our world,
shaping both what we learn and how we learn.

How we learn

xsh::iiaess g:ntent fe_fers to the informational component of a message, form
" mess: :?gmtnlrce component.of a message. Form can be thought of as the
Sequence ﬁrit 1sfp:c agec? and delivered. The packaging of a message is a con-
3 comn;umc’? the medium and, second, of the genre or class, Every medium
e m:;on t-echnology Rackages messages differently.” The unique
commUniCationsagil is packaged mfluence' how we process it. In other words,
B mediums tra.m our conscious to think in particular ways: not

ink, but how to think. Media scholars generally agree, for instance,

Introducing Critical Media Studies
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that the way we interpret and make sense of language differs radically from the
way we interpret and make sense of images. Whereas language is highly tempo-
ral and thus favorsa sequential or linear way of knowing,” images are decidedly
spatial and hence privilege an associative or nonlinear way of knowing. A sim-
ple way to confirm this difference is to place a page of printed text next to an
image. While the printed text only makes sense when the words are read in
succession, the elements within the image can be processed simultaneousty.
Because the medium of a message conditions how one processes the informa-
tional elements within that message, Some media scholars contend that message
form is a more fundamental and important socializing force than message
content. This position is most famously associated with Marshall McLuhan,
who succinctly claimed, “The medium is the message” Given the transition
to postmodernity, in which the image has steadily replaced the word as the
prevailing form in mass media (even print media such as magazines and
increasingly filled with pictures), the belief that young people
today are cognitively different than their parents is rapidly gaining adherents. If
media guru Douglas Rushkoff is correct, then television and MTYV, along with
video games and the internet, may account for everything from the invention
and popularity of snowboarding to the emergence and spread of attention
deficit disorder. As such, critical media scholars must attend not only to what
the mass media socialize us to think, but also to how they socialize us to think.

newspapers are

Doing Critical Media Studies

As powerful socializing agents that shape what we know of ourselves and the
world, and how we know it, it is vital that we analyze and evaluate the mass

media critically. Critical media studies is an umbrella term used to describe an

array of theoretical perspectives that, though diverse, are united by their skepti-
and commitment to

cal attitude, humanistic approach, political assessment,
social justice. Before turning to the individual perspectives that make up critical
studies, et us examine the four key characteristics they share in greater detail.

Attitude: skeptical

The theoretical perspectives that make up critical studies all begin with the

assumption that there is more at stake in mass media than initially meets the
eye. To the lay-person, for instance, what gets reported on the evening news
may appear to be an objective retelling of the day’s major events. But to the criti-
cal scholar, the production of news is a complex process shaped by the prag:
matic need to fill a 1-hour time block every day, as well as to garner high ratings:
These factors, in large part, determ

produced, and what the news looks like. Just a
closely at the news, there is value in looking more closely at all media. T

ine what counts as news, how the news i

s there is value in looking moreé
hus, the.
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various perspectives within the field of critical i i

e UL : al media studies adopt an attit

e i e ango‘i;sa ;1 :ﬁy 0(;' rejecting m.e‘dla, but as a way of undergtanding I:lc:i\s

SR idc}: ?6 Some CI’lth.S refer to this skeptical attitude as a

rrommded in d p : n."% Hermeneutics describes a mode of interpretation
ose analysis, So, a hermeneutics of suspicion would be a mode of

1 ] . . il I n

Approach: humanistic

Universities, li i

mentsrzlrtllctlesl,“l:iz mTz;.:;); oltjh;: cultur:al institutions, are divided into various depart-
mens and u the.next Ogn e precise character of such divisions varies from one
e ca,te e cl:orm?on way of-organizing disciplines and departments
. Whﬂegr?:f; ] r}:i_tuﬂll scnen‘ces, social sciences, and humanities.
These caieg Com,:emin lb.er rigid nor entirely discrete, reflect a set of general
e asgt}s;u ject matttzr, outlook, and method (i.e. procedure of
e tinatural sciences seek to understand the physical world
S et Jhe riw: means, .for instance, the humanities aim to understand
culml and socte) ES ‘ }c:mena. b).r 1nterpr.etive and analytical means. To say that
Crliea metia shudla |sdumamst1c. then, is to associate it with a particular set of
humanistic approach ;t‘: tths[:;?l?:::)rtlfl sti.hnfi c(l)i;co‘;ery S

' ‘ < r place in it, critical i i
:?ul:::};:is::;s? s:;:,t;:f:,c,tmn' critical citizen.ship, democratic principles,m a:ﬁf;i‘::
B . a.pproach. that entails “thinking about freedom and responsi-
e contribution that intellectual pursuit can make to the welfare og soz-

ety”® Because of the subjecti
jective element of humanistic critici
. c '
creates is never complete, fixed, or finished.” erfcam, the novledge ¢

Assessment: political

In many scho i
onsFdings usally n an academic ourr, Bt kil s St s
g . L nal). But critical media studies is inter-
jUdgm::E% F;,r:fltl;ilhael:d Pohtlcalllmplicati.ons of those findings and, thusstselnnttaei:s
Rasnont. Tho j e eesls ?ctnh universal crlt.erion for leveling political judgments
i — oh e mass media, critical studies are generally con-
e i dereemir (],n,i wdose.mte.rests are served by the media, and how those
e TP he hc.:rmmafu')n, 'exploitation, and/or asymmetrical rela-
i oo e .m this tradition interrogates how media create, maintain
particular social structures, and whether or not such structures are jus;

- and egalitaria ini
n. A Feminist study of television sitcoms, for instance, would exam

ine how t i

™ r;i ;srp::znct;::l?n of male and female characters in such programs func-

B o - ;:gekgencFer and sexual stereotypes. Critical studies view

L o etwork of mten:elated power relations that symbolicall
aterially benefit some individuals and groups over others Thz
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central aim of critical scholarship is to evaluate the media’s role in constructing

and maintaining particular relationships of power.

Ambition: social justice

s, controversial characteristics of critical media
studies is its desire to better our social world. While scholars in many fields believe
that research should be neutral and non-interventionist, critical media studies aims
not only to identify political injustices but also to confront and challenge them.
Critical media studies is premised on 2 commitment to social justice and maintains
that scholars should “have as their determinate goal the improvement of society.™
Many media scholars who work within the critical media studies paradigm belong
to media-reform organizations such as Fairness and Accuracy in Reporting (FAIR),
the Media Education Foundation, Media Democracy in Action, Free Press, the
Action Coalition for Media Education, the Center for Creative Voices in Media, and
countless others. Critical media studies scholars believe that it is incumbent upon
citizens, and not just their governments, {0 hold big corporate media accountable.
Social activism can take many forms, from boycotts and culture jamming to pro-

ducing alternative media and supporting independent media outlets.

One of the most unique and, at time

Key Critical Perspectives

In an effort to assist students in evaluating the media critically, this book examines,

explains, and demonstrates 12 critical perspectives, each of which is rooted in 2
different social theory. Theory is an explanatory and interpretive tool that simulta-
neously enables and limits our understanding of the particular social product,
practice, OF process under investigation. The term “heory” derives from the Greek

word theoria, which refers to vision, optics, or a way of seeing. Since, as Kenneth

Burke notes in Permanence and Change, “Every way of seeing is also a way of not

seeing;® no theory is without limitations. We believe that since every theory has
biases and blind spots, no theory ought to be treated as the final word on any sub-
ject. Theory is most useful when it is used and understood as a partial explanation
of the phenomenon being studied. Students are strongly encouraged to take each
perspective seriously, but none as infallible or universal. We have grouped the 12
critical perspectives in this book into three clusters based upon whether their pri-

mary focus is on media industries,
these three theory clusters provides a chapter overview of the book.

Media industries: Marxist, Organizational, and Pragmatic

Part 1 of Critical Media Studies examines media industries
paying particular attention to the economic, corporate: an

of production,
at enable and constrain how mass media operét

governmental structures th

messages, or audiences. A brief examination of

and their practic®
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Chapter2 e i
N Fhe way:;p;llcl);fi ;h;:;edna from a Marxist theoretical perspective by examin-
patterns and cor oPt o aFd the profit-motive influence media-ownershi
Organizational pErs;fuiag:cfzuscizzl’;"ti_’: aF’Pl'(]-":“:hCS the media from aﬁ
AT B - : n the work routines and professi
investigt::t):: within media Industries Chapter 4, the final chaptr i =
R in ustne's fro.m a Pragmatic perspective, exploring h ,
g ent laws and regulations impact media products ploring iew

Media messages: Rhetoric
- . al, Cul .
Ferninist, and Queer ultural, Psychoanalytic,

Part I i

cmweyc;f'l ;::I::tci)l; nceir‘:lters on rr?edla messages, and concerns how the mass media
o s h(;w :has, anfl ideologies. Chapter 5 utilizes a Rhetorical perspec-
S —— e \tranous structures within media texts work to influence
g mote e iéml apter 6 reflects a Cultural perspective and investigates how
B e oo ayttimcleogles about m'atters such as class and race that, in turn

B i e ect.s towar(‘:l various social groups. Chapter 7 adopts z;
S I_pu ctulz;es ;\;et.]::olr:mdermg parallels between media messages and the
B acret, i t; uman psyche. Chapter 8 approaches media from a
et (,)f g ;lg ting the complex ways that media influence our cul-
! perormanees cogr:;-:n. er, whereas Chapter 9 adopts a Queer perspective to

ribute to our attitudes about sexuality.

Medi . . . .
edia audiences: Reception, Sociological, Erotic, and Ecological

In Part 1 iti i i
o “g;ﬁ;::tcgi c11\{Iedm S.tudres turns to media audiences, attending to the
e and ilg:;sst‘mterpret, nt.agotiate, and use media to create mean-
B e v;rious mealn fes. Emp}oymg a Reception approach, Chapter 10
B copts 2 Soc lm.g-makmg practices in which audiences engage.
e t]}(: ogical a;laproach to media, exploring how audiences
B ot lzgem e ! e S)Ignbf)llc and mfiterial demands of their everyday
B sndie :ce;r an 'l'Oth perspective to understand the transgressive
P Z};pen:;‘nce as they increasingly become active produc-
D wh-T-,e ia. Chapter 13 concludes Part III by offering an
e , which concerns the ways media technologies dominat
ronment and shape human consciousness. ;
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