ﬁgclioaéw (1 VeOWGL | DUt 1 e
Q 2012

CHAPTER 1

-Hrm media surround us. Our everyday lives are saturated by radio, television, newspapers,
books, the Internet, movies, recorded music, magazines, and more, In the 21st century, we
avigate through a vast mass media environment unprecedented in human history. Yet our
intimate familiarity with the media often alfows us to take them for granted. They are like
::w air we breathe, ever present yet rarely considered.

This book invites you to step back and seriously consider the mass media and the issues
they raise. It asks you to put your everyday media activities into a broader social, political,
and economic context to better undersiand them.

Let’s take the simpie act of watching television, Nothing could be easier. Sit yourself
down and click; it's on, Click, change the channel. Click, click, click . . . Most of us do it
almost every day without thinking much about it. But what if we stepped back to ook at
television in a broader context? What would we find?

Or take the Internet. Facebook, YouTube, Wikipedia, Google, and a thousand other sites
compete for our attention, while the latest "hot” trend garners endless hype. "Revolutionary,”
"ground-breaking,” “a new era in communication”—this is the sort of language that has
long surrounded the Internet’s growth. But again, what happens if we pause and take a look
with a more criticaj eye? What do we see?

One thing we see is change. The “old” television networks no longer dominate as
they once did. Hundreds of cable and satellite channels vie for the attention of an
increasingly fragmented audience. Video-on-demand, online streaming, digital video
recorders (DVRs), and smartphones offer content delivery options that enable people
to choose what and when they watch, making cld-fashioned television programming a
slowly fading relic of the past. The Internet is changing even faster. The expanded
bandwidth offered by fiber optics has enabled more sophisticated, higher-quality video
and audio, while mobile devices and wireless access have made the internet more
accessible to more people: more websites, more channels, more choices, more delivery
options, more media.

But if we focus only on change and growth, we risk missing the forest for the trees,
That's because, surprisingly, when we step outside of our routine media habits and move
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away from ail the media hype. we also find that some enduring questions and issues face
all types of mass media. From the printed page you are reading, to the tefevision set you
watch, to the world of cyberspace, we can examine all of these by asking some fundamen-
tal questions:

¢ How are media products created?

+ What should be the government's relation to regulating the media?

* Why are some images and ideas so prevalent in the mass media while others are
marginalized?

* How has growth in mass media influenced the political process?

= Whar impact are mass media having on our society and on our world?

* How do people use and interpret the mass media?

* How do new media technologies develop, and what is the effect of technological
change?

* Whart is the significance of the increasing globalization of mass media?

These questions and others like them are not simple 10 answer. Indeed, one of the argu-
ments in this book is that popular answers to such questions often overlook the more
complicated dynamics that characterize the media process, But these tough questions raise
important issues with which we need to grapple if we are to understand the mass media
and their increasingly important place in our society.

THE IMPORTANCE OF MEDIA

The equipment that provides access to electronic media is everywhere (see Exhibit 1.1).
Radio and television have a nearly universal presence in U.5. househokls, which have an
average of 8 radios and 2.8 television sets (U.S. Census Bureau 2010). In 20190, more thah
90% of television households had some form of cable or sateilite service and 40% had a
DVR. In that same year, about 85% of U.S. adults had some type of cell phone; 59% had a
desktop computer; and 52% had a laptop computer. Nearly half of adults had an MP3
player (47 %) or a game console {42 %), More recent technologies—the e-book reader and
tablet computer, for example—were still niche products.

Along with the cefl phone, the biggest area of media growth in recent years has invoived
the Internet. For example, the percentage of adults who have home Internet access nearly
doubled between 2000 and 2019, from 37% to 71 % (Smith 2010b). During that period,
high-speed broadband became the dominant form of Internet access (see Exhibit 1.2).

Americans spend an enormaous amount of time watching, listening to, reading, or oth-
erwise using these various forms of media. For example, the U.S. Census Bureau {2010)
estimates that, in 2010, adults 18 years and older spent an average of 4.4 hours a day view-
Ing television, Qver the course of a year, that adds up to more than 66 days of TV viewing!
Imagine someone sitting in front of a television set 24 hours a day for more than 2 months!
Every year, that's how much TV the typical American watches.
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Media use among young people is even more mxﬁmmm:.a and has cmm.: w:aammm:m mmm:ﬁ.
cantly in all forms—except for reading, which has declined, (See Exhibit 1.3.) One study
found that, by 2009, young peaple 8 to 18 years of age devoted Bowm than 7.5 hours & day to
entertainment media, including television, music, computers, and video games. Because they
often multitask—using more than one form of media at a time, such as listening toan ?:dm
player while surfing the web—young people managed to mnnmmm.a _._o:.a and 45 minutes o
media content during those 7.5 hours. The significant m:nwmmmm in Bmm__m use over a 10-year
period was due largely to the growth of mobile media n_mc_nmmlmmumn_m._:z cell phones, me
players, and laptop computers—which made it easier to access media vao%o”a m:z::.nw_
anywhere (Rideout, Foehr, and Roberts 2010). With such <m.mn m”xvn._mﬂqm to media, it am_”_ e
argued that the media have become the dominant social m:mEE_Qw in contemporary mmnmma\.
supplanting the influence of older institutions, such as the mn_ﬁ.ﬁm:o_.dm_ system and religion.

Our media and our society as we know it are fused: Bon_.m._mon._mﬁw. ﬁnm way to _.nao.m.
nize the importance of the media in our lives is 1o imagine life without the media.
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Exhibit 1.3 Media Use by Young People.8 : :
Among all 8- to 18-year-olds, average ameunt of time spent with each medium in a typicai day:
1989 2004 2009
TV content 347" 3:51% 4:29° 1
Music/audio 1:48° 1:44° 2:31*
Computer 27° 12t 1:29° :
& Video games :26° 1468 1:13 ]
2 -
40% - g
® T Print 43t 43 g m
7] :
o Movies :18° 25" 25
% 0%
2 TOTAL MEDIA EXPOSURE 7:29° 8:33% 10:45*
0% Multitasking proportion 16%" 26%* 20%?*
TOTAL MEDIA USE 6:19° 6:21° 7:38°

10% . . o
Source: Rideout, Foehr, and Roberts (2010).
_.,‘.n_.,mm.. Total media exposure is the sum of time spent with alt media. Multitasking proportion s the propartion of media time that
0% - is spent using more than one medium concurranty, Total media use is the actual nussber of hours out of the day that are spent
2000 2001 o002 2003 2004 .. using media, taking multitasking into account.

2005 2006 2007 2008 2009 2010

i Dial-up @ mam%mﬁ_

ourselves so much with the latest fashions, music, or cars if ads did not imply that we
should be concerned with such things.

With no television, no recorded music, no movies, no radio, and no Internet, we would
have a great deal of time or our hands. We would probably spend much of it interacting with
other people, We might entertain ourselves by playing music or playing games, We might
attend meetings and lectures or hold discussions on potitics and current events (o learn
what was going on. We ruight take up hobbies or learn new skills to pass the time. Our social
lives—how we interact with other people—would also change in the absence of media.

Of course, changes would reach well beyond our private lives. The behavior of politi-
cians, business executives, and leaders in other fields would change without media,
Government woutd operate differently. Without advertising, business would be fundamen-
tally different. Education, religion, and every other institution would also be different
without media, as would social movements and citizens' organizations.

Given the pervasiveness of the media and their significance in our lives and in saciety,
iv's surprising to sealize that the mass media are relatively new phenomena. Most forms of
mass media are still in their infancy. Before we go any further in our discussion, we should
take a brief look at the history and meaning of mass media.

Source: Smith (2010b).

Imagine that you wake up tomorrow in a sort of twilight zone parallel universe where
everything is the same except that media do not exist: no television, no movies, no radio,
no recorded music, no celf phones, no computers, no Internet, no books or magazines
oI newspapers.

IFthe media were eliminated, nothing else would be the same. Our entertainment would
be different. We would not watch sports on TV, catch videos or stream programs online, or
go to a movie for fun. We would not listen to recorded music for relaxation. We would not
use our cell phones to call or text friends. We would niot post news and information about
ourselves—or coramunicate with others—on social networking sites, blogs, or ather
Internet forums. Our understanding of politics and the world around us would be different
because we would not have newspapers, television, magazines, websites, and books to
explain what is happening in our communities and beyond. Even our perceptions of
ourselves would probably be different, because we would not have television characters
and advertising images to corpare ourselves against. For example, we might not concern
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THE RISE OF MASS MEDIA

The word media is the plural of medium. It is derived from the Latin word medins, which
means middie. The communication media are the different technological processes that
facilitate communication between {and are in the middle of) the sender of a message and
the receiver of that message. In this beok, we will sometimes use the term reader or user
rather than receiver or audience because we want to highlight the active role of audiences
in interpreting the messages they receive and, increasingly, in generating media content of
their own. People "read” the sound and pictures of media messages just as they read the
words of a written media message. Reading implies actively interpreting media messages.
The same media product might mean very different things to two different people. For
example, a music video of a popular new artist may elicit very different responses from a
15-year-old fan of the band and a parent concerned about stereotypically sexist images
that might be present in such videos. The media product—the video—is the same, but dif-
ferent “readers” interpret it in very different ways. In studying media, then, it’s important
to consider readers because they do not simply swallow the messages presented in the
media.

Saciologists call the process of actively creating meaning in this way the social construc-
tion of reality. This means that, while reality exists, we must negotiate the meaning of that
reality. A student who sports a series of prominent sattoos is an objective reality. However,
different people will interpret such body art in different ways. is it a sign of conformity to
a fad? A rebellious political statement? A playful snubbing of mainstream norms? A disgust-
ing mutilation of the body? Or is it just an act of personal expression? The meaning of the
tattoos must be constructed by those observing them. The same is true for the meaning of
media messages. That is why the audience, or “readers,” is such an important part of the
media process.

One of the biggest changes in recent years is that, increasingly, audiences are also users
of media; they contribute content to the platforms created by media companies, These
include a product review on Amazon, a Facebook update, a video on YouTube, photos or
Elicks, a blog entry, a tweet, a comment on a news item, a post on a hobby forum, a "mash-
up” audio recording, or one of countless other ways that users can now cregte their own
content and make it available to others via the Internet. Such user-generated content blurs
the line between media producer and consumer.

Our primary concern in this book is mass media, that is, media that reach a relatively
large audience of usually anonymous readers. Writing a letter, sending a telegram, or plac-
ing a telephone call invoives the use of different communication media, but scholars
generally do not consider these to be mass media because messages in such media have
a single, intended, known recipient. You know the individual who will receive your letter
or answer your phone call. Mass media producers, though, have no way of knowing
exactly who-—or how many people—will read their book, watch their televigion program,
buy their CD, or “hit” their internet home page. The difference between mass media and
other forms of communication is not always simple or clear-cut. As noted, the distinctions
have become blurred with the introduction of new technologies. Qur primary concern in
this book is the generally recognized mass media of print, film, radio, tefevision, sound
recerdings, and the Internes,
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The Print Medium

When American revolutionaries founded the United States, there was only one form of
mass media: print. (See Cassata and Asante 1979; DeFleur and DeFleur 2009; and McQuail
2010 for summaries of the rise of mass media.) The technology for printing dates back to
the beginning of the 15th century, when inventors in Korea first created the cast Bmﬂm._ type
that made printing possible. In 1450, Johannes Gutenberg made printing more practicable
by converting 2 winepress into the first printing press with mavable type. E::m.n:m tech-
nology evolved, media content changed jittle. Reflecting the power of the Church in Europe
at the time, the Bible, which scribes had previously hand copied, was the book most often
produced by early printers. Thus, as was true fos later changes, social forces other than
technology determined the direction of media development (see Exhibit 1.4).

For several centuries, print media—in the form of books, newspapers, and pamphiets—
served as the only means for reaching a wide audience from a distance. IoEmcmn.nrm need
for physical distributlon limited print media products (unlike later electronic media). News,
for example, traveled only as fast and as far as a horse, train, or ship could carry it. it rou-
tinely took four to eight weeks For information to travel from Europe to the United States.
Even distances that we now perceive to be quite short—Ffrom New York to Washington, for
example—were separated by a vast communication gull. The only way to communicate
across such digiances was for messages to travel physically between the two locations.
White improved transportation technology increased the speed of communication through-
outthe 19th century, in the years immediately preceding the development of the tefegraph,
it still took several days for news to travel from one city to the next (see Exhibit 1.5). Both
routine and extraordinary information, from holiday greetings to news of the outbreak of
war, traveled at a slow speed difficult to imagine today.

Not until the 1840s did the technological innovation of the teiegraph allow for near
instantaneous communication over Jong distances that were physically wired together. For
the first tirne, there was a separation between transportationt and fong-distance communi-
cation. Since it did riot reach a large audience, the telegraph was not a mass medium, but
it did speed up the dissemination of information through newspapers. Reporters could
send news stories instantarieously over a long distance to newspapers that would then print
and distribute the story locally. The invention of the telephone in 1876 opened the way for
more widely accessible personal long-distance communication as weil as facilitating the

waork of reporters.

Sound Recording and the Film Medium

In 1877, Thomas Edison developed the phonograph, which marked the beginning of the
first new mass medium since print. In 1887, phonograph records were introduced and,
later, ather forms of sound recording proliferated. In 1948, the long-playing (LP) 33 1/3-rpm
record was [aunched by Columbia Records and became the recording industry standard for
more than 30 years. Magnetic tape oridinated in the 1920s and became most popular in its
easy-to-use cassette farm, introduced in the 1960s. In the early 1980s, sound recording
went digitat, and the compact disk {CD) emerged as the dominant recording format, By the
late 1990s, newer digital file formats, such as MP3, were allowing music to be more speed-
ily distributed via the Internet and stored on mobile MP3 players, such as the iPod,
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1900

1950

Media-Related Event

Papermaking develaps in China and spreads through Asia and the Arab world by the year 600

Arabs camy Chinese techniques for papermaking to the West

Moveable type made of clay used in China

Moveable metal type developed in Asia

1456 Gutenberg perfects moveable metal type and handpress in Germany; the Bible
is printed

First newspapers appear in Germany, France, and Belgium

1702 London's farly Courant is the first daily newspaper

1833 Mass-circulation media begin with the first penny press newspaper, the New York Sun

1837 Tetegraph is First demonstrated

1876 First telephone message sent by Alexander Graham Bell

1879 Edison patents the electric light

1884 Eastman perfects roll film

1894 Motion pictures are invented and the first films are shown to the public

1895 Radio messages are transmitted by Marconi

1920 First reqularly scheduled radio broadcasting begun by KDXA in Pittsburgh

1927 The Jazz Singer is the first feature-length film with synchronized speech

1933 TV is demonstrated by RCA

1937 First digital computer created from telephone parts

1841 First commercial TV is broadcast

1946 The first mainframe computer is invented at the University of Pennsylvania

1948 Network ¥V begins in the United States

1856 Videotape recording {VTR) s invanted

1957 Sputnik, world's first communication satellite, is launched by USSR

1961 San Diego czble operator i the first to import television signals from ancther city

{Los Angetes) for distribution to subscribers ..

1968 First nodes of the computer Internet are created in a Pentagon plan to establish a
decentralized communications system that can withstand nuclear attack

1870 Farly (and expensive) videocassette recorders {YCR) introduced

1971 Invention of the microprocessor I

1975 The first microcamputer is marketed; fiber optics transmission begins; HBG begins
transmitting programming to cable TV systems by satetlite

1877 Qube, the first interactive cable system, begins in Cotumbus, Ohio; 200,000 VCRs sold;
more affordabte machines enter the market and sales hoom

1982 Audio compact disk (CD) introduced

1990 World Wide Web (WWW} started as simple user interface for a wide variety of data types

1994 First cyber stations (radio stations on the Internet) appear

1997 Digital video disks (DVD) first introduced

1998 Digitat television broadeasting begins

1999

* Compact MP3 files makes music downloads more practicat
*  Netflix taunches DVD-by-mail subscription service; adds streaming in 2007
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200¢-2001 . ;
« Satellite-based digital audio radio services begin to grow with the launch of XM radio
» Wikipedia is launched and becomes a major collaborative resource

» Apple's iPod is intreduced N ) ) .
. 3@38? Xbox introduced, beginning competition with Sony's Playstation

2002 -
o Friendster, an easty social networking site, is founded; MySpace (2003} and Facebaol

2004) later follow ) ) . a
. .m.:m m_umnxwmqé smartphone s introduced, supposting web browsing, texting, and e-mails;

the iPhone (2007) later becomes a market leader
+ Popularity of web logs—blogs—continues to grow

2003
v The term Web 2.0, coined fn 1999, is increasingly used as & mgo&dmﬂ.a term E vafer to
disferant web apolications that facilitate user interaction, collaboration, and information

sharing o .
« Skype peer-to-peer Internet telephone network is introduce

= Flicke photo sharing site is launched ) )

« Podcasts become more popular and easier to find and download
-

-

FCC encourages fiber-optic Ecu%msn.:mga}m
Google launches project to digitize millions of books

« YouTube, a video posting website, is founded

2006
« First Seny e-hook reader is introduced, followed by Kindle (2007) and others
« First of the simpte Flip video cameras is introduced
» Twitter microblogging service is founded

2007 .
« The combination of easy-to-use video cameras, vides sharing sites, and growth of social

networking contributes to the rise of viral videos » ]
« Hulu website launched to stream commercial television programs and movies

2008
= Google announces initiative %o digitize old newspaper archives

2009
» Social networking sites reach new peak of popularity

2010
« Apple's iPad helps spark revival in the dormant tablet computer market

gL i

Sources: Czawley and Heyer (1991); Rogers {2986); Jost (1994a); Shedden {2010); and media accounts.
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In 1895, Auguste and Louis Lumiére invented the cinematograph, which subsequently
led 10 “moving pictures.” While the need to assemble a viewing audience in a particular
location limited the reach of this new mediurm, movies proved to be enormously popular.
By 1912, 5 million Americans a day were attending the cinema, Fifteen years later. the
introduction of the first “talking picture” made moviegoing even riore mnnmmmmzm.m:n
popular. By the late 1970s, videocassette recorders (VCRs) aliowed people to purchase or
rent movies io watch in their own homes. They also enabled users to record television
broadcasts and to film their own home videos, /

In 1997, the digital video disk (DVD) was incroduced, marking the shift of film to digital
formats. Over the next decade, digital cameras and related software made it relatively easy
for the general public to record and edit their own movies. Websites such as YouTube pro-
vided accessible spaces for the upload of these amateur films. Meanwhile, commercial

M::% were increasingly available via online streaming options, such as those provided by
etflix.

Broadcast Media

Inthe mam mﬁmnmn_m of the 20th century, innovations leading to the rise of radio presented new
opportunities for communication. Radic was the first broadcast medium, and it introduced
a new element 1o the media equation. No longer did media producers have to physicaily

distribute their produets (for exampie, to newsstands, bookstores, or movie theaters). Nor
did the public have to travel physically to these locations to have access to mass media, Now,
communicators could use the airwaves to transmit a media product directly to anyone who
owned a radio receiver. Communicators coutd now cast media messages broadly.

Broadcasting made another advance with the introduction of tefevision. When the
Pioneer Corporation intreduced the First television sets to the United States in the 1940s,
their advertising boasted, "We bring the revolution home” (Tichi 199%: 12). They were not
exaggerating. In the span of fess than 10 years, between 1946 and 1953, television sets
made their way into 65% of American households (Spigel 1992).

In 1998, with television in nearly alt American homes, the first digital television broad-
casting began. However, faced with the slow sales of digital television sets, stations had
listle incentive to invest in new digital broadcasting equipment. At the urging of manufac-
turers and broadcasters, the government intervened and ordered all television stations to
convert to digital signals by June of 2009. This marked yet another medium making the
shift to the universat digital format. Digital television programming can be easily stored on
DVRs, delivered “on demand® via cable and satellite services, or streamed on the Internet
via websites such as Hulu.

The developrment of broadcasting fundamentally altered patterns of media consumption
by creating the possibliity of a largely privatized and individualized media experience.
Consuming media or other forms of entertainment were often social activities, such as
attending movies or going to concerts. These public activities have been repiaced, or at
least supplemented, by television, video, and DVD rentais, and recorded music, which
people usually experience in the privacy of their own homes.

The Internet and New Technologies

In more recent years, technological innovation has again changed the media landscape.
Cable television, satellites, fiber-optic technologies, computers, and mobile devices have
helped create an explosion in media products and formats. Ironicaily, much of this change
has resutted in a mave away from the mass broadeast audience toward smaller, more spe-
cialized niche populations—a process calied narrowcasting.

As noted, traditional media forms have changed as a common digital format enables
once-separate media to merge. Books and newspapers, over-the-air radio, films in theaters,
and broadcast, cable, and satellite television all continue to exisi. However, these once-
sepatate media can now ail be delivered in digitat form over the Internet, sometimes blur-
ring the distinctions between them. journalists, for example, now routinely produce
content suitable for their newspaper's print edition as well as for the added video, audio,
and interactive features of their paper’s website.

The digital revolution has also helped (o transform the delivery of media content, A
newspaper story, television program, or musical recording can be delivered via the Internet
to desktop computers, wireless faptops, smartphones, and other devices. This, too, has
blurred the distinction between once-separate forms of media.

Digitizatibn, computers, and the Internet have also enabled greater interactivity between
media users and media content. [n some cases, this allows users to make maore choices,
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provide responses, customize media products and delivery options, and even produce and
share their own media content. As with the introduction of television a half century ago,
the ..w.‘:mammznm of new technologies holds out the possibility of significant social change.
But it is important to reiterate that changes in technology do not determine the evolution
of media. Instead, as we will see, technology is only one of a number of interacting factors
that shape the development and uses of media.

The rise of the Internet is a case in point. Changes in computer technology were a neces-
sary but not sufficient condition for the existence of the Internet. It took government financ-
ing and regutation to help organize and launch the Internet systern, primarily out of
universities, The Internet was originally conceived as a decentralized communications net-
work capable of functioning after a nuclear attack on central locations such as Washington, DC.
Much of the funding 1o develop the Internet, therefore, care from public tax dollars through
the Pentagon budget in the narne of nationai defense. This is a clear example of an external
secial institution directly influencing the development of technology. Later, the Internet was
touted as a revolutionary information superhighway, potentiaily serving as a means to educate
and engage citizens. Over time, the commerciai applications of the Internet became para-
mount with companies using the new technology to advertise, sell, and deliver products in
new ways. The point is that, throughout the history of media, technology by itself has never
led unambiguously in a specific direction; rather, broader sociai forces have channeled the
development and application of technological capabilities.

MEDIA AND SOCIETY

.mmnmcmm media are such an integral part of our lives, they generate a great deal of popular
interest and debate, especially regarding controversial topics. Does television have too
much sex and violence? Are the news media biased? Do teens reveal too much on their
Facebook pages? Have TV taik shows and "reality” programs done too far with their sensa-
tionalized topics? Are newspapers dead? Should the government ensure equal access to the
Internet by legislating net nentrality? To address such guestions, we need a better under-
standing of the mass media and their role in contemporary social life.

A sociological perspective, which underlies this boolt, ¢an help us underftand the media.
For both students of mass media and citizens in the 21st century, sociology provides a set
of tools to help make sense of the dizzying array of media-related issues. A sociological
perspective asks us 0 consider the role of media in our individual lives (the micro level} in
the context of social forces such as the economy, politics, and technological development
(the macro ievel). Most of all, sociology suggesis that, if we want to understand the media
and their impact on our society, we must consider the refationships (both micro and macro)
between media and the social world.

Mass Media in Socialization

ﬂzm way in which individuals are connected to the larger social world is through socializa-
tion. Socialization is the process whereby we learn and internalize the values, beliefs, and
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norms of our culture ang, in so doing, develop a sense of self, Americans mighy, for exam-
ple, learn as children that the United States is a democracy whose citizens have fought
valiantly in the name of freedom and have excelled in science, business, entertainment,
and the arts. Such information, coupled with socializing rituals, such as Fourth of July
parades, Labor Day, piedging allegiance to the flag in school, and playing the national
anthem at sporting events, encourages people to take pride in being an “American,” thus
helping to form one agpect of their identity.

Through the socialization process, we aiso learn to perform our social roles as friend,
student, worker, citizen, and so forth, The process of socialization continues throughout
life, but it is especially influentiai for chitdren and adolescents, If socialization proceeds
sraoothly, we hardly notice it. The dominant values, beliefs, and norms of our society
become “our” vaiues and norms. The internalization of the lessons of socialization means
that our culture becomes taken for granted, We learn to hold “appropriate” values and
beliefs, We learn to behave in socially acceptable ways.

We realize the learned, taken-for-granted nature of our beliefs and values only when
someone calls them into question or contradicts them. A diverse society such as the United
States incorporates many different cultures, and, consequently, different groups of people
are sometimes socialized into adopting distinctly different norms, beliefs, and values, These
cultures can sometimes clash, it can be startling to learn, for example, that the civics book
version of U.S. history that soclalized proud Americans often glosses over the less noble
incidents in that complex history.

We also can becare aware of the learned nature of our beliefs when we travel abroad
and experience a different culture or hear about other people’s travels. The idea of experi-
encing culture shock suggests that we are not equipped—we were not socialized—in the
ways and norms of a particular culture.

Part of the explicit responsibility of some social institutions, such as the family and
schools, is to promote socialization. We expect families to pass on core values, a sense of
responsibility, an appropriate work ethic, and so Forth. Traditional educators often gear
schools toward teaching children the necessity of submitting to authority, of being punc-
tual and orderly, and of following instructions—skifls and orientations that help produce a
reliable, compliant worker for future employers.

Other socializing agents, such as adolescent peers, usually have a less intentional, though
just as powerful, socializing influence. Often, hawever, these unofficial socializing agents
can promote messages that contradict the ones being espoused by the “powers that be.”
When parents chastise their teenage kids for hanging around with “the wrong crowd,” they
are implicitly aware that the potential sociakizing influence of peers can work to counter
parental influence. Parents and teachers might be promoting hard work and study as impor-
tant values, while peers may be suggesting that partying is a more interesting way to spend
one's tme.

In contemporary soclety, the mass media serve asa powerful socializing agent. By the time
an average American student graduares from high school, she or he wiil have spent more time
in front of the television than in the classroom (Graber 1997) and will have spent even more
hours consuming other forms of media. Audiences learn and internalize some of the values,
beliefs, and norms presented in media products. Take the example of crime. During the 1990s,
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Mass

the number of crime stories on television news increased dramatically, despite the fact that
violent crime declined throughout the decade. This growing incongruity led to studies examin-
ing whether media coverage of crime was needlessly promoting fear among citizens.

Some researchers say it does. In creating entertaining and emotionally engaging stories,
news outlets can promote fear and moral panic and thereby contribute to the widespread
expectation that dangers and threats are everywhere, contradicting the actual data on crime
rases (Altheide 2002, 2009). Some researchers argue that we “learn” about crime even while
we are watching enteriainment television. For example, watching a lot of police crime
shows seems to cultivate two beliefs. First, heavy viewers are more iikely than light viewers
to see their community as a dangerous, violent place where they are fikely to become crime
victims. Second, heavy viewers of crime shows tend to develop empathy for the police—
even when television police are clearly violating someone’s civil rights. The result of such
media exposure seems to be an increased kikelihood that viewers will adopt a tough law-
and-order attitude supportive of authority figures such as the police (Carlson 1985, 1995).

But the relationship between media content and pubtic attitudes is nuanced; both media
forms and audience traits matter. Some research suggests that, while news coverage
increases the fear of crime, fictional portrayals of crime do not (Grabe and Drew 2007).
Local news seems to be especially influential in promoting fear of crime on both a personal
fevel and as a society-wide problem, regardless of the actual local crime rates, while
national news and news magazine programs de not (Escholz, Chiricos, and Gertz 2003;
Romer, Jamieson, and Aday 2003). Police "reality” programs also seem to enhance fear of
crime. Audience traits matter, tog; one survey found that the association between television
viewing and fear of crime was strongest among viewers who were female, nonvictims, low
income, and younger (Escholz, Chiricos, and Gertz 2003).

Of course, the more controversial discussions of media as a socializing agent usually
involve media products that seem to challenge convention and authority; music videos,
song lyrics, and pornography immediately come to mind. We will explore those-issues
later. Media influence on socialization is not direct and unambigueus, and we will also
explore some of the debates in this area of research. For now, it's enough to note that the
media play a role, however qualified, in socializing us into our culture.

!

Media in Social Relations

From a sociological perspective, the media play a crucial role in almost all aspects of daily
life. However, their influence is not limited to what we know. The sociological significance
of media extends beyond the content of media messages. Media alsc affect how we learn
about our world and interact with one another. That is, mass media are bound up with the
process of social relations.

This impact is most obvious when we jock at the ways in which the mass media literally
mediate our relationships with various social institutions. For example, we base most of
our knowledge of government on news accounts rather than experience. Not only are we
dependent on the media, then, for what we know, but the media’s connection to politics
aiso affects how we relate to the world of politics. Before mass media, political debates usu-
ally ook place in public forums where crowds were physicaily present. Today, instead of

attending a political event, we are more likely to read or wateh the news of a political
debate—followed by instant anafysis and commentary—in the isolation of our homes.
Rather than take pari in community action, we might satisfy a desire to participate in
potitical life by calling a radio talk show or posting on a political website, In turn, politicians
rely heavily on the media to communicate their messages. Gone are the days when candi-
dates and their campaign workers refted primarily on pounding the pavement and knock-
ing on doors to talk with voters. When such practices take place today, they are likely to be
staged by politicians for the benefit of the media. We see similar dynamics at work with
televised sports, televangelist preachers, and other “mediated” aspects of social life.

In more subtle ways, media are often part of our most routine relations with our famiiies
and close friends. Couples talk over the radio at breakfast as they read the morning newspa-
per. Families often watch television together, huddled around the “electronic heagth.”
Friends text or e-mail to share links to interesting websites, and groups of young people ¢go
to the movies or spend the evening playing video games together. Time-strapped parents
sometimes use the TV as a surrogate babysitter, allowing their children to watch hours of
tefevision at one sitting—often on a TV set in the child's bedroom. Strangers in pubiic places,
such as planes or coffee shops, are often mare likely to refate to their media devices-—iPods,
cell phones, and faptops—than they are to the peaple who surround them. In ail these cases,
media products are connected to the ways we interact with other people on a daily basis.
Media products provide a diversion, a source of conflict, or a unifying force.

The irapact of media-—both in content and in process—on all areas of society is undeni-
able. Talking about social life without including a discussion of the role of mass media risks
missing an important element of conteraporary society.

A SOCIOLOGY OF MEDIA

Sociologists are not the only ones who study the mass media. Political scientists are some-
lirmes interested in the media’s role in politics. Literary scholars might examine the media
as cultural texts. Some psychologists are interested in the effect of media exposure on
individual behavior. Most important, mass communication scholars explore a wide range
of media issues that often emphasize the structure and practice of media institutions.

The lines between the different approaches to the media are rarely clear. Instead, the
differences tend to be ones of relative emphasis. It is common to see references to socio-
logical theories and concepts in the mass communication literature. In fact, some mass
communications scholars were Lrained as sociologists before turning their attention exclu-
sively to the media. In turn, sociologists draw on the work of mass communications schol-
ars. But although they can overfap, there is a dilference between the disciplines of mass
communication and sociology. The field of mass communications is defined by a particu-
Jar substantive area of interest, while socielogy is a perspective that is applied to a wide
range of substantive areas, including the media. Not all sociologists study the media, and
not all mass communications researchers use a sociological perspective.

One of the best-known articulations of the sociological perspective came from C.
Wright Mills, an American socielogist. Mills (1959) once argued that a sociological
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perspective—what he called the "sociological imagination” —enables us to see the con-
nections between “private troubles™ and “public issues.” Such a perspective suggests
that we can understand the condition of the individual only by situating that person in
the larger context of society.

For example, students make very personal and individualized decisions about why they
want (o attend college. However, if you step back 2 moment, you can see that the individual,
private choice of attending college makes sense only in the jarger public context of society.
We can understand this "individual” choice in the broader context of an economy in which
a college education is now required for more and more occupations, or we can understand
some students’ choices in light of a larger culture that highly values formal education, as
evidenced by their parents’ (key socializing agents) pressure on them to attend mn:mom.
Thus, social structure inextricably links the private lives of college students to the public
world of economics (jobs), politics (public universities, government loans), and culture (the
value of learning).

.:., contemporary society, it is media that most often act as the bridge between people's

private lives and their relation to the public world. That is, people often learn about their
place in larger society through mass media. The lessons media products might be teaching
w:a the experience of participating in a mass-mediated society, therefore, are of crucial
interest to anyone who wants to understand how society functions.
) Throughout this text, we will note examples of media research that implicitly or explic-
itly emnploy a sociological perspective. A sociological perspective also informs our organiza-
tion of this text. This book is not a historical overview of the evolution of media, nor is it a
mass communications account of how the media industry functions. Such works are
important, but what we highlight in this text is a sociological approach that emphasizes
social relations, especially in the form of the tension between structure and agency, which
we explain below. .

The Importance of Social Relations -

Sociologists betieve that the individual is, to varying degrees, a product of social refations.
The language we use, the education we receive, and the norms and values we are taught
are all part of a socialization process through which we develop and embrace a sense of
mm_m.. We become who we are largely through our social refations with others. At its most
vmm_n level, this means that our sense of identity and individuality emerges from our social
interaction with others,

mo._. example, we develop an identity by routinely imagining how others see us
Imagine a self-conrscious interaction such as an important job interview, We dress up Eﬂ.
the part of “serious” applicant and play the role we think the employer wants to see. We
might feel very nervous because we are trying to sense how the emplayer views cm. We
ask ourselves questions: “Am } dressed appropriately?” "Did 1 answer that n:._mm.go:
dzm_z.. "“Did the employer lilke me?” We put ourselves in the shoes of the employer and
imagine how we must appear to him or her. We then imagine the employer's judgment
.om us, and we experience a feeling—such as pride or embarrassment—as a result of this
imagined judgment. One sociologist (Cooley 1902/1964) called this the "looking glass
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self.” In social interactions, we try to see ourselves as if we were [ooking in a mirror. Gur
behavior is often affected by what we think others expect from us. Usually, our social
interactions are not as tension filled as a job interview, but the process still appliesto a
wide range of our daily interactions.

Furthermaore, our daily activities usuatly take place within the context of larger groups
and institutions. (The job interview mentioned above might take place in the context of a
corporation, which in turn, exists in the context of a larger economy, and so on.) Family,
friendship circles, school, teams, work, community-~these are the collective contexis in
which we develop our roles and identities as daughters or sons, friends, students, athletes,
employees, citizens, and so forth. Each role brings with it a set of expectations about our
actions: being a “good” student, employee, or friend usually involves conforming to those
expectations. Sociology teaches us, therefore, that, if you want to understand people’s
actions, you must consider the larger social context in which they occur.

Understanding the importance of social relations lies at the heart of thinking sociclogically.
Sociologists often try to fook at the “big picture” to see the interplay between parts of social
systems. In considering the mass media, we will emphasize three types of social relations:

+ Relationships between institutions—for example, the interactions between the
media industry and the government

« Relationships within an institution, which involve the interaction of individuals
occupying their institutionat roles and positions—For example, the relationship
between a screenwriter and the head of a motion picture studio

 Relationships between institutions and individuals, who are always part of larger
sactal groups—[for example, the use of media products by audiences or readers

Seeing the operation of social relations on different [evels is also important to recogniz-
ing some of the different roles the media play in our society. One reason why the media
are often controversial is that different groups expect the media te play different—and
often incompatible—roles. For audiences, the media can serve as entertainment and diver-
sion and as sources of information about the world beyond direct experience, For media
waorkers, the media industry offers jobs, with resulting income, prestige, and satisfaction,
as well as a place for the development of a professional identity. For media owners, the
media are a source of profit and, perhaps, a source of political power. For society at large,
the media can be a way to transmit information and values (socialization} and can serve as
a check on the abuse of political and economic power. Many of the debates about the
media relate to the relative prominence of each of these divergent roles.

Structural Constraint and Human Agency

Sociologists often fink discussions of social relations to the concepts of structure and
agency. In this context, structure suggests constraint on human action, and agency indi-
cates independent action. Each social relationship noted above is characterized by a ten-
sion between structure and agency. Because the tension between social structure and
human agency is at the heart of this book, these ideas deserve closer attention.
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Structure

Structure is not something physical. In the broadest sense, social structure describes any
recurring pattern of social behavior. For example, we can talls about family structure as a
pattern of behaviors associated with the culiurally defined idea of family, The “traditional
family” is actually a quite recent, historically specific phenomenen {Coontz 1992). However,
during the post-World War Il years in Western countries, the “traditional family”™ usually
meant married, heterosexual couples with children. In such relationships, the expected
role of the wife was to work at home raising children. The expected role of the husband
was to work for a paycheck to cover the household bills,

When sociologists speak of the change in family structure, they are referring to the
changes in expected family behavior. Traditional expectations that a family include two
parents, that the parents be married, that they be heterosexual, that a woman work onfy in
the home, and so forth, have changed dramatically. Single-parent families, blended fami-
lies, two-income famities, unmarried couples, and gay or Jesbian couples, to name a few,
have suppiemented the “traditional” family. The family structure—the pattern of behavior
associated with families—has changed.

It's easy t0 see from today's perspective that the traditional famity structure was an
attractive one for some people. It enabled them to fit neatly into clearly defined roles that
brought them significant rewards. Husbands and children were nurtured and cared for.
M.e_?mm were spared the pressure of holding down a job outside the home, while often enjoy-
ing autonesmy in the home, However, it is also easy to see that such a structure limited the
options of many people. it constrained their behavior by encouraging or coercing them to
conform to the accepted standards of family-related behavios. For exam ple, husbands were
denied the experience of participating significantly in raising children, while wives were
denied the opportunity 1o use their skiils outside the home in paid employment.

A more immediate example of social structure is the complex pattern of institutions that
make up the educational system in the United States, within which students, teachers, and
administrators fulfill their expected roles. This structure can be enabling to students who
successfully navigate through the system and eventually receive diplomas. Schooling bften
helps these students achieve a better life. However, as all students know, the mamnpmo:m_
structure can also be very constraining. Required courses, assignments, deadlines, and
grades are all part of a structure that limits the actions of students and teachers. It is this
constraint feature that is most important when considering structure.

Agency

When sociologists discuss structure, they often pair it with agency. Agency is intentional
and undetermined human action. In the education example, the structure of education
constrains students, but students also have a great deal of teeway in what they study, how
E.:n: time and energy they spend on schoolwork, and 50 forch. indeed, some students
.qm._mnn the educational structure entirely and drop out. Students in fact have the capacity for
independent action in schools—they have agency. However, the regulations and norms of
the educational system—the structural constraint—1limic that agency.

It is important to note that human agency reproduces social structure. The education
system or the traditional family structure continues only as long as new generations of
people accept the roles they are asked to fill. Daily activities within the family and school
help to reproduce social structures, and they can also be a source for changing them. As
long as most women saw themselves primarily as mothers and housewives and men
accepted the role of primary wage earners, the traditional family structure was able to
continue. However, when enough women began to demand the right to choose from a
wider set of possible roles, including having a career cutside the home, family structure
began to change. Thus, while structure constrains agency, it is human agency that poth
maintains and aiters social structures,

Structure and Agency in the Media

With respect to the media, the tension between structure and agency is present on at least
three tevels, which correspond to the three types of social relations discussed earlier. We
can express these three levels of analysis as three pairs of questions about structural con-

straint and agency.

* Relationships between institutions, How do nonmedia social structures, such as
government and the economy, affect the media industry? How does the media
industry influence nonmedia sociai structures?

« Relationships within an institution. How does the structure of the media industry
affect media personnel (and indirectly media products)? How much do media
personnel influence the media products (and indirectly the media industry)?

* Relationships between an institution and the public. How do the mass media
influence the readers (audiences) of media messages? How do readers interpret
media messages and make use of media?

These basic social relations underlie our discussion throughout this book.

Relationships Between the Media and Other Social Institutions

First, our broadest level of analysis is the tension between structure and agency produced
by different institutions. We cannot adequately understand the media industry wichout
considering the social, economic, and political context in which it exists. Institutions out-
side the control of media personnel set certain legal and economic limits within whick the
media must operate. In turn, media have agency in the sense of acting on their own and
perhaps influencing other social institutions. A totalitarian regime, for example, is likely to
exert extreme constraint on the press in that society. There would be little room for agency
by the mainstream media, although underground media may emerge to chalienge the sta-
tus guo. Labeling a society democratic, on the other hand, includes the suggestion that, at
least in theory, the media are free of severe constraint by the government and thus have
significant agency. Indeed, media in democratic societies can themselves exert a constrain-
ing influence over other institutions,
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In the real world, there is always a mixture of structural constraint and independent
agency. Media researchers, therefore, examine both how social structures external to the
media affect the industry and how the media affect other social structures. This level of
analysis includes questions such as the following: Does advertising revenue influence the
content of popular magazines? Should music lyrics be rated as movies are? How have
media affected the organization of political campaigns? Does it matter who owns major
publishing houses or newspapers?

Relationships Within the Media Industry

Second, to understand the decisions made by journalists, writers, producers, filmmakers,
media exccutives, and other media personnel, we must understand the context in which they
labor, This means that we must be familiar with both the internal workings of mass media
organizations and the processes of professional socialization, The sociolegical empliasis here
is on social positions, roles, and practices, not on particular individuals. Relevant issues of
concern include the structures of media institutions, who wields power within them, what
professional norms and expectations are associated with different positions, and so forth.

Within the media industry, the tension between structure and agency is refated primar-
ily to how much autonomy media personnel have in doing their work. The amount of
autonomy will vary depending on the position an individual occupies. The questions raised
include the following: To what extent do standard journalistic practices shape the process
of news reporting or the content of the news? How much do economic considerations enter
into the decision-making process of Hollywood moviemaking? How “free” are musicians
to create their music? In the kanguage of sociology, structural considerations may signifi-
cantly affect the individual agency of media personnel. At the same time, the collective
agency of those who work in the media has the potential to alter the structures that con-
strain individual media professionals.

Relationships Between the Media and the Public

A third kind of social relationship occurs when the media deliver messages to readers. Here,
the issues of interest involve how readers interact with media products and media technol-
ogdy. Readers are not passive sponges that soak up the many messages they come across in
the media. This wouid imply a one-way relationship with the media determining the
thougius and behavior of listeners and viewers. Instead, readers of media products must
actively interpret media messages. Increasingly, media users also have the opportunity to
contribute their own content, manipulate existing content, and otherwise interact through
various media platforms,

When we interpret the words of someone speaking with us face-to-face, we have an
excellent resource at hand: the speaker. We interactively construct the conversation. We
can elicit more information from the speaker by asking a question (*“What do you mean?”)
or by using appropriate facial expressions to convey our reactions. We can comumnent on
statements and thereby affect the course of the conversaticn. Such interaction between
speakers helps promote mutual understanding about the messages being communicated.
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Mass media messages, however, do not allow for the intimate interaction of sender and
receiver that characterizes personal cermmunication, We cannot ask a stand-up comedian
on television to explain 2 juke, We either get it or we dor't. If a television reporter menticns
the National Labor Relations Board and we do not know what she is referring to, we cannot
ask for a clarification, Audiences, therefore, must rely on other resources to make sense of
media messages.

Relevant resources available to audiences might inciude knowledge and information
gained from personat experience, other people, formal education, or other media products.
These resources are neither randomly nor egually distributed. The interpretive skills that
people bring with them to their viewing, listening, and reading are shaped by aspects of
social structurs, such as class and education. Thus, in constructing their own individual
interpretations of the media, people constantly draw on collective resources and experi-
ences that are shaped by social factors, Although media messages are impersonal and
subject to multiple interpretations by audiences, the construction of meaning does not take
place in individualized isolation.

Active audience interpretation is fmportant, but we must also realize that the thousands of
hours people spend with the media do have some influence on them. Readers are not com-
pletely immune to the impact of media content and media technology. The structure and
agency framework suggests that we have 1o explore the dynamic tension between the power
of social structure and the (aiways partial) autonomy of human activity. How powerful are
media images in shaping how we think and feel? Do they affect how people are likely to
behave? For example, does violent television programming encourage children to be more
aggressive? What are the differences in the ways different people respond to these images? How
does media technology affect our social relationships? Who is making use of new participaiory
and collaborative forms of media, and how are they using these new capabilities? Ultimately.
these are complex guestions that do not lend themselves to easy answers involving all-encom-
passing media power or complete individual freedom. The relationship between structure and
agency helps Hluminate the various levels at which mass media images, whose meanings are
neither fixed nor arbitrary, influence but do not determine our understanding of the world.

A MODEL OF MEDIA AND THE SGCIAL WORLD

How can we begin to make sense of the complex relationships we have identified? Exhibit 1.6
provides a graphic representation of these relations. The modet iilustrates the fundamen-
tals of a soclological perspective on the media. As noted above, we cannot understand the
media without looking at them as one aspect of a farger social world. Our model represents
this by showing that all components of the media, as well as the audience, exist within the
broader framework of the social world (the shaded area).

Four components, each represented by a separate box in the diagram, make up the core
of our model, We must understand that ail four elements are simultaneously a part of the
sociat world and surrounded by the social world. We must also remember that the graphic
organization of these four elements is arbitrary. There is ne “top” or “bottom” to the process;
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Readers or
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Media message
or product

Technology
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rather, it is a circular, muitidimensional process, Arrowheads represent the potential refa-
tionships between these components. (Not all relationships will be relevant in all situa-
tions.) We will first describe the elemenis represented by the four farge boxes (proceeding
clockwise from the bottom) and then turn our attention to the unique status of the social
world (represented by the shading), which is both in the ceater of the model and simultane-
ousty surrounding it.

The box at the bottom of the model represents the media industry, by which we mean
the entire organizational structure that makes up the media, including all media personnei,
The media industry is affected by changdes in technology {e.g., the invention of television)
but is aiso instramental in influencing the direction and application of technology {e.g. the
use of computers for film animation).

The media industry is the producer of the media message or product, For example, a
book is written by an author, designed, typeset, printed, distributed by a publisher, and sold
in a bookstore. However, the conventions of particular genres of media products also influ-
ence the creators of the products. The murder mystery genre, for example, requires the
existence of a crime.

Readers or audiences may be influenced by the media messages they see (e.g.. learning
about an impending snowstorm from the weather report}, but they must actively interpret
and construct meaning from those messages and products (e.g., deciding whether to trust
the forecast and whether to act diferently as a result).

The direction and development of technology is affected by how the readers or audi-
ences clioose to use it~or not to use it, In the early and mid-1990s, there was relatively
little enthusiasm for early experiments in interactive tefevision, but there was a great deal
of public interest in the capabilities of the Internet, especially e-mail. In turn, technology
has a potentiat impact on the public. For example, television viewing usually requires close

attention because the medium communicates via both sound and images. This contrasts
with radio. The technalogy of radio makes it a very mobile medium that does not demand
our fulf attention. Untike television, which we must watch in order to fully follow the pro-
grams, radio aflows us to do ather things while still attending to it, such as drive a car, jog,
coolt dinner, or work. Books demand more attention than television or movies. We can
carry on a conversation while watching TV or sitting in a movie theater, although we risk
missing a scene or being scolded by another viewer It is far more difficult to read a book
and carry on a conversation at the same time. Each medium, therefore, tends to produce a
different experience for the readers. This is one effect of technology.

The middle, and broader context, of the model is the social worid. We theorize this to be
all the social elements not included in the four main boxes. Some of these eferents are
crucial for an understanding of the workings of the media and thus can be thought of as
being at the center of the model. For example, in this book, we will examine the role of
government and broader economic forces; these are nonmedia social factors that influence
all the elements of our model.

Notice thar the top and bottom elements of our model include human agents—real
people—while the left and right boxes are human crealions, People are the medium
through which media messages and technology affect each other. Similarly, the relation-
ship between the media industry and most members of the audience is mediated by media
products, technology, and other factors in the social world. The audience has always had
the capacity to respond to the media industry, for example, by writing a letter to a television
network, But the change in one media element—technology-~has enabied much more
robust and easy-to-use feedback mechanisms whereby users can personalize media
choices (therefore providing detailed feedback about fikes and dislikes), leave comments
and feedback instantly (with text messages, website comments, and the like), and create
their own media content (via wikis, blogs, discussion forums, and other platforms}.

Note, too, that any single component of the model simultaneously relates to other com-
ponents. For example, the reader of a media message simultaneously experiences the
impact of technology (the medium) and other social forces (including things such as race,
class, and gender). Thus, readers do not interpret media messages in isolation. Simifarly,
media products are simultaneously influenced by the media industry that creates them,
the readers who interpret them (or choose to ignore them), and other aspects of the social
world, such as government regulation,

Our simplified model is meant to identify some of the key componenis in a sociology
of media and to clarify some of the relationships among these cormpenents. Like all models,
it cannot Fully account for the infinite complexities of the “real” social world. However,
using the model to analyze the media can help us clarify the workings and social signifi-
cance of mass media.

APPLYING THE MODEL: THE CIVIL RIGHTS MOVEMENT

To illustrate briefly how the model can alert us to important real-1ife issues. let us conslder
the modern U.S. civil rights struggles of the 1950s and 1960s (Branch 1988; McAdam 1982;
Morris 1984). We can think of this social movement as a part of the nonmedia social world
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insofar as it exists independent of our four components of the media model. For the
moment, then, imagine the civil rights movement as being the element of the social world
that occupies the center position in our model,

Using this premise, and moving clockwise around our model, we see that the media
industry created media messages about the civil rights movement, while the genre norms
of "news” coverage influenced the media personnel reporting the news. Reporters wiote
stories about the movement, but because these stories constituted “news,” they were sup-
posed to be a balanced presentation of facts.

The media messages about the civil rights movement affected the viewing and reading
audiences. who, in turn, were interpreting the meaning of those messages. Readers are
influenced by the wards and images about race-related issues that appear in a wide variety
of media produets, including news reports, television sitcoms, Hollywood movies, music,
best-selling books, and popular magazines. In our case, some supporters in the North, for
example, were moved by media accounts to make financial contributions to mavement
organizations in the South, while others sympathized with the forces of segregation. The
media messages were having an impact, but the readers could intespret the meaning and
significance of the messages.

Audiences made use of technology, especially the newly emerging television technology
in the 1950s and 1960s, to access media messages. Meanwhile, technology may have indi-
rectly influenced readers, in this case with the immediacy and impact of television pictures
of police violence against demonstrators, Technology was also affecting the media indus-
try; lighter handheld cameras allowed reporters more mobility. The industry, in turn, influ-
enced the use of the new technology by applying it to the coverage of demonstrations.

Now, let us move to the center of the model. The civil rights movement has clearly had
an impact on the media industry (and other social institutions} that, like all major inclus-
tries, has changed its hiring and promotion practices to comply both with cultural changes
and with laws against discrimination. The limited racial diversity that exists today in the
media industry would not have come about without the influence of this social movernent
and the resulting changes in legisiation and social norms. This is one example of how the
social world influences the media industry.

However, the media industry also had an impact on the civil rights movement. Because
social movements are aware of the potential effect the media may have on society atlarde,
they have often crafted strategies that try to take advantage of potential media coverage
{Ryan 1991). (They have also created their own media~from the underground press of the
1960s to the Indy Media Centers of recent years—as an aiternative to corporate media.) Ins
modern society, social movement strategies, such as marches and demonstrations, are
important as much for the media coverage they generate as for the actual events them-
selves (see Exhibit 1,7). Many social movements, therefore, have become media conscious
in their efforts. Thus, the impact of the media industry—in the form of its personnel and
its organizational routines—on such movements is evident even before the media produce
any coverage of the group.

Media messages affected the civil rights movement as it tried to develop favorable
media coverage and, in some cases, altered strategies that generated negative coverage,
The movement did not affect media messages directly but instead did so indirectly by
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Source: Sean Galtup/Getty Images.

influencing the media industry. Thus, changes in the social world can filter through the media
industry and affect media products. An industry that employs more people of color in posi-
tions of power, for example, is more likely to be sensitive to race issues in its media products.

The civil rights movement has had a direct impact on citizens who are also “readers” of
media products. The presence of this movement has meant more social equality and direct
material and psychological benefits for many people. At the same Lime, citizens have acted
as social agents creating the social movement in the first place, illustrating the interaction
between these twe components of the model.

The technology of the 1950s that the civil rights movement relied on to communicate
its messages may seem ancient by today's standards, but it was an integral part of the
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ongoing organizing effort. Movement organizers influenced the application of the existing
technology by using it for their own ends. For example, if a leaflet announcing a meeting
needed to be distributed, stencils might be cut for hand-cranked mimeograph machines.
Alternative niewspapers were a source of movement information. Computer desktop pub-
fishing, laser printers, high-speed copiers, websites, e-mail lists, and tweets would have
seemed like science fiction at the time.

Perhaps more important is the indirect manner in which technology—through the
media industry—affected the movement. In the 1950s, a new generation of cameras
allowed news teams to readily cover social movement events, sometimes producing dra-
matic images of the clashes between civii rights marchers and police. By the 1990s, this
shift toward smaller cameras meant ordinary citizens could film events and pass the video
along to the mainsiream media for wider distribution. Video of the brutal beating of
Rodney King by Los Angeles police was one example. The incongruity between these stark
images and the initial acquittal of the police officers involved played an important role in
the 1992 Los Angeles riot. Today, such a video could be posted online, bypassing the news
media entirely)

This brief sketch of the civil rights movement illustrates the utility of a socioiogical
approach to understanding how media interact with the social world. This interaction is
atways multidimensional, and each element of our model will receive closer attention in
later chapters.

CONCLUSION

1t is difficult to overestimate the impertance of media in today's society. From the privacy
of our living rooms to the public forums of presidential debates, the media serve as the
informational network connecting the many elements of our society. There is no doubtthat
the media are significant and worth studying. A sociological approach to the media allows
us to identify the key questions and reminds us to keep the “big picture” in mind when we
discuss media issues. P

The remainder of this book is organized into sections on media production, content, and
audiences, with a concluding chapter on the future of the media in a global culture. The
model of media and the social world presented in this chapter is the underlying framework
for the rest of the book. At the most general level, this sociological framework helps us
identify questions we should ask when we study the media, In this case, these guestions
concern the multidirectional relations between components of our modef: the social world,
the media industry, media products, audiences, and technology. Examining the relation-
ships among these key elemens is the first step toward developing a nuanced understand-
ing of the role of mass media in our society.

Part II

Production

The Media Industry and the Social World

‘Em begin our examination of the mass media by looking at the source of most media
products: the media industry. In particular, Part Il explores the social forces that influence
the media industry, first highlighting relationships between institutions. In Chapter 2, we
look at the economic forces that shape the industry anrd the conseguences for media con-
tent. Chapter 3 turns to the political constraints on the media industry, exploring various
debates about government regulation of mass media.

We also examine how the organization of the media industry helps shape media prod-
ucts, Here the concern is with relationships within the media industry. Chapter 4 analyzes
the professional routines and organizational norms at work in various sectors of the media.

The emphasis in Part [l is on the broad structural constraints on media production; how
these economic, political, and organizational forces shape decision making and influence
media content: and how actors within the media industry interpret and respond to these
constraints. This “production perspective” has been the principal lens through which much
contemporary sociology has looked at mass media, As we will see, it has a great deal to
offer for understanding processes of decision making within the media industries,

However, as a production-oriented perspective tells us little about things such as how
people use or interpret media products, it is important to remember that it is only part of
our larger model of media and the sacial world. Issues of media content, the role of active
audiences, and media influence will be addressed in Parts 11l and IV. Production, though, is
an important piece of this larger media puzzle and a useful place to begin our exploration
of the complex relationship between media and society,



