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Preface to the 8th edition

If there is one word which defines the evolution of media since the 7th edition of this Dictionary
of Media and Communication Studies in 2006 it is participation: the audience is king; and this has
largely come about as a result of the opportunities for feedback and interactivity made possible by
new and improved technology. Once upon a time there were TV sets. The whole family sat in front
of them and the choice was either, or.

Today young people see less of their parents. They retire to their rooms, click a button and a
universe of information, entertainment, games opens up to them. They can contact their hundreds
if not thousands of ‘friends’ on Facebook, watch a score of five-minute videos a night on YouTube —
and may appear to have less need to interact with real people in the real world.

Ironically, for this same generation many educational experiences will be shared with others, in
the traditional manner, in seminars and lectures. True cyberspace will be available on electronic
whiteboards, but what happens on a daily basis is little different from the educational experiences
of their parents and or indeed their grandparents. We ask, has the bounty of the Internet, the access
our SMARTPHONES have made possible, changed culture that much? Are people meeting each
other less frequently, reading less, watching conventional TV less; is the newspaper on the verge of
extinction?

Also, taking into account the fashionable political mantra, the ‘big society; in which we all rise up
and take command of the heights of decision-making, opening our own schools, choosing where
we’ll have our babies or our heart surgery, are we experiencing the beginning of a world turned
upside down, of power rising from the depths to assert itself over former privilege, of the power of
SMART MOBS?

Whether the answer is a qualified yes or no, what is important is who is asking and attempting to
answer the question. For example, has power of a sort shifted to social networks (see NETWORKING:
SOCIAL NETWORKING), where petitions and protests can be organized swiftly and on a large scale?
Faced with public opinion expressed online, do the power elites (see ELITE) adjust their position,
promise more public consultation in future, reverse their decisions — or do they wait till online
interactivity returns to the more normal, ‘T hate Monday mornings’/ ‘So do I’ discourse?

Interactive culture

Technological innovation is not the only source of change confronting the twenty-first-century
citizen. To use Eric M. Eisenberg’s phrase, the sociocultural ‘surround’ in which much everyday
social interaction takes place has also changed for many of us. Most Western societies have seen
a growth in cultural diversity. The challenges this presents for successful interaction has been the
focus of much contemporary research within the field of INTERPERSONAL COMMUNICATION and
the entries for this field of study have been revised to reflect such developments.

Arguably the forces of GLOBALIZATION usher-in social fragmentation and uncertainties — not
least uncertainties about self-identity. So, research focused on the contemporary odyssey of the
search for SELF-IDENTITY, which Anthony Giddens terms the PROJECT OF SELEF, is considered. The
potential of everyday communication to contribute to the forging of a sense of self-identity informs
numerous entries, such as those for DRESS, GENDER, the JOHARI WINDOW, PERFORMATIVITY, ROLE
MODEL and SELF-DISCLOSURE.
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Much of modern life is mediated and thus the interplay between interpersonal and mass
communication also needs to be considered. ADVERTISING and other aspects of media culture
contain many messages that may impact on the development of a sense of identity; the entry on
self-identity thus embraces discussion of second-life identities. The arrival of FACEBOOK and other
social networking sites also opens up the debate about what it is to have a ‘sense of self’.

The Internet has not so much taken over and transformed traditional media as appropriated the
way we think about the broad spectrum of communication. Change has been in the air, but how
fundamentally has hegemony been shaken, how seriously has it been stirred?

A key issue concerning claims to ‘democratization’ and popular involvement in the exercise
of power is whether the ‘usual suspects’ — the corporations, the financial organisations, the mass
media — have at any time of late lost or surrendered their powers. It could be that we are so busy
talking among ourselves, networking, vanishing into the magic whirlpools of our iPods, iPlayers
and iPads that we fail to notice something: the power elites have not gone away; nor have they
undergone any Pauline conversion except to embrace the opportunities, for commerce and control,
that the Network Society offers the alert entrepreneur.

Paging Mr Murdoch

This is not to say that predictability rules. Until the summer of 2011 the global media empire ruled
by Rupert Murdoch was widely seen as an unstoppable force, a threat to the plurality of media and
a malign influence on governments, obtaining from them concessions in return for a generally
supportive press: “Touch Your Forelocks to Mr Murdoch’ was embossed on the dance-card of every
politician ambitious to achieve power or hold on to it (see BRITISH SKY BROADCASTING, BSKYB).

The phone-hacking scandal (see JOURNALISM: PHONE-HACKING) involving News International’s
News of the World, and the dramatic closure of the 168-year-old paper in July 2011, may well have
brought about a sea-change, not only for the MURDOCH EFFECT specifically but for the media
generally in its relation to politics and policing.

Some would say it is ‘not before time’ that politicians and public in the UK paid attention to the
systemic practice of prying electronically (and illegally) into the lives of citizens high and low. Public
outrage and a united parliament forced Murdoch to retreat, at least temporarily, from his ambition
to own the whole of BSkyB; something Culture Secretary Jeremy Hunt had, until revelations turned
from a trickle to a tsunami, been ‘mindful’ of accepting.

It is fitting to celebrate the true purpose of journalism in action, holding power — that of govern-
ment, corporations, institutions, the police and the media themselves — to account. Varyingly
called ‘the best political thriller of our times” and likened to the ‘crumbling of the Berlin Wall, the
hacking scandal — fearlessly revealed by the Guardian, initially alone in the UK and battling against
denial and indifference — raised wider issues concerning media ownership and its connection with
politicans and police.

Not least among public concerns was the way the Murdoch empire did everything in its power
to hush up the scandal. The Daily Mirror editorial of 15 July declared that ‘News International has
mishandled the crisis engulfing it with the finesse of an elephant trying to tap-dance on an oil-
smeared floor’ History was truly made when Rupert Murdoch, his son James, Chairman of News
International, and (just resigned) Chief Executive Rebekah Brooks were summoned to appear before
House of Commons special committees for questioning; this in the same week as the Commis-
sioner of the London Metropolitan police, Sir Paul Stephenson, and his Assistant Commissioner,
John Yates, resigned following evidence of their connections with the under-scrutiny organization.

For the present, we leave it to media watchers to monitor the after-shock of such seismic events;
to track how far remonstration, indignant headlines, mass petitions, committees of inquiry actually
impact, in the long run, on the status quo; and whether a new dawn will produce a less exploitative,
more balanced media more answerable to public interest, to the law and to media ethics.
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Meanwhile, back on the ground

Less sensational than the hacking saga, but of equal interest and sometimes of concern in the
study of media trends, is what Graeme Turner calls ‘the demotic turn’ In Ordinary People and the
Media: The Demotic Turn (Sage, 2010) Turner writes: ‘For a start we can say that the institutional
model of the media has given way to a more thoroughly commercial and industrial model; that, in
many instances, the idea of a national media is giving way to a more conjectural blend of national,
transnational and sometimes even local formations; and that the media audience is mutating from
a model of receptiveness we might identify with broadcasting, towards a range of more active and
more demotic modes of participation that vary from the personalized menu model of the YouTube
user to the content creation activities of the citizen journalist or the blogger’

As for whether increased public (demotic) participation is, as some commentators believe, also
empowering (see DIGITAL OPTIMISM), whether the new media are a force for democratization,
Turner remains sceptical, believing that outcomes ‘are still more likely to be those which support
the commercial survival of the major media corporations rather than those which support the
individual or the community interests of the ordinary citizen’

The demotic turn is a shift ‘towards entertainment’ and this ‘may prove to have constituted
an impoverishment of the social, political and cultural function of the media; the replacement
of something that was primarily information — as in, say, current affairs radio — with something
that is primarily entertainment — as in, say, talk radio — is more realistically seen as generating a
democratic deficit than a democratic benefit

This edition of the Dictionary recognizes the options and the possibilities with regard to tech-
nology and cultural change, but also acknowledges that the pace of change of one is more rapid
than the other. It is undoubtedly true that the Internet has opened portals to individual and group
participation and interactivity that permit a diversity of viewpoint and expression rarely, if ever,
experienced in the past.

Cyberspace is a constellation of bloggers, a territory of streams emerging from and flowing into
and across contemporary life, and on a global scale. Salem 9, blogging from Iraq, fed an informa-
tion-hungry Western society glimpses of life in an invaded and occupied country that traditional
news reporting could not match. During the so-termed African Spring of 2010-11, blogger Slim
Amamou’s invitation to join the interim government of Tunisia was described by Jo Glanville in her
Index on Censorship (No. 1, 2011) editorial, ‘Playing the long game; as ‘one of the most remarkable
acknowledgments of the role of digital activists in civil society, not to mention the symbolism of his
appointment in a country that has stifled free speech for decades’

Yet for every optimist such as Glanville there is a pessimist such as Evgeny Morozov, whose
The Net Delusion: How Not to Liberate the World (Allan Lane, 2011) puts the case that the ‘twitter
revolution’ might do more harm than good to the cause of democratization.

The jury is out, as it is on the efficacy of what has come to be termed citizen journalism (see
JOURNALISM: CITIZEN JOURNALISM). This raises lively issues concerning the relationship between
amateurs and professionals, particularly in the light of the cost-cutting in news services by
traditional media organizations intent on putting profit before public service; the result, Graeme
Turner’s ‘impoverishment of the social, political and cultural function of the media’

Equally we note the concerns of Tim Wu, inventor of the term NET NEUTRALITY (and author of
The Master Switch: The Rise and Fall of Information Empires, Knopf/Atlantic Books, 2011), when he
posits the theory that traditional media moved from the freedoms of the open prairie to corporate
enclosure and that this process may be being repeated in the Network Society. Already, he writes in
his introduction, ‘there are signs that the good old days of a completely open network are ending’
Acquisition, alliances, expansion, synergies are pursued with missionary zeal by the new leviathans.
Industries become empires. Jostling for attention becomes jostling for control, not unlike that
exercised by governments rarely hesitant about legislating against freedom of expression.
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Looking on the bright side, it could be said that the difference is that new technology has
greatly loosened up patterns of hierarchy and may even have made inroads on hegemony. Students
of communication would do well to carefully scrutinize competing visions of the future of the
‘networking society; in particular the role of information and knowledge in a context driven by
economics and ‘must have it now’ public attitudes.

Above all, the case must be made and remade that in the information age the communications
industry is, in Tim Wu’s words, ‘fundamental to democracy, needing to be resistant to wholesale
appropriation and to the controlling ambitions of governments.

The 8th edition of the Dictionary of Media and Communication Studies has over 100 new entries.
The main labour has been the revision and updating of existing entries, a task that affirms just how
much has changed on the media and communication scene since 2006. For example, in the light of
the growth of the Internet, entries such as AGENDA-SETTING, GATEKEEPING, EFFECTS OF THE MASS
MEDIA and NEWS VALUES have not only had to be updated but also reinterpreted; and it has been
worth asking whether they might have undergone such shifts in practice that they need to be placed
within inverted commas or deemed anachronisms.

The Dictionary opens its columns to new kids on the block — assertive, expansionary; Davids
intent on becoming Goliaths (if they are not these already), risk-taking and fleet of foot. In come
entries on FACEBOOK, GOOGLE, MYSPACE, TWITTER, YAHOO! and YOUTUBE (and belatedly APPLE
MACINTOSH, AMAZON and MICROSOFT WINDOWS). Social networking commands its own substan-
tial entry and its impact permeates many other new and revised entries.

What has not changed in this edition is the alphabetic format, a detailed Topic Guide (useful for
linking subject-related topics; handy for essay-writing, we feel), ample cross-referencing and plenty
of end-of-entry suggestions for further reading. In book references, partly to make space, we have
dropped the inclusion of country of origin.

A note on the terms text, texts and texting. Except when referring to texting specifically, we write
of text and texts in the broadest sense, using the terms to describe all forms of communicative
content from a poem to a newspaper report, painting, poster or film (see TEXT). Equally, every
message we text on our mobiles is a text, even if it is reduced to a smiley (no entry).

As writers committed to the principle of open source, we express a soupgon of disappointment
at the charges publishers make for models/diagrams which have been as familiar as road signs to
students of communication, sometimes for generations. Where an actual model does not appear
with its analysis, the reason is either that we consider an accompanying diagram not strictly neces-
sary, or that we baulk at the publisher’s fee. Authors who feel as we do about open source and who
wish their work to be given the public attention it deserves should contact their editors.

Our Appendix: Chronology of Media Events aims to provide readers with a time-line of discov-
eries, inventions and developments from 105 AD when paper from pulp was introduced to the world
in China. A quiz of media history we once gave to new undergraduates during Freshers’ week had
a rather depressing number of them opting for the eighteenth century as being the period when
moveable type was introduced in Europe.

Old John of Gutenberg (1450) can, at least for readers of this book, cease to turn in his grave,
though whether he would have been among the first to mail a birthday card to Rupert Murdoch
(80 in March 2011) or a note of commiseration to the News of the World (deceased 12 July 2011) is
anybody’s guess.

James Watson and Anne Hill
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A checklist for use

Words in SMALL CAPITALS mean to, including resistance to, social subordination.

that there is a separate entry. \S"G‘EPCULTURE; HIGHBROW; TASTE CULTURES;
YOUTH CULTURE.

Use is made of an arrow (») at the —————>» Pierre Bourdieu, Distinction (Routledge, 1984) and

end of some entries: here books The Field of Cultural Production (Polity Press, 1993).

of special interest or value for Cultural Indicators research project See

further reading on the topic are MAINSTREAMING.

recommended Cultural industry See FRANKFURT SCHOOL OF
: THEORISTS.

Cultural memory That which the community
recalls, re-encodes in a process of making sense
of the present. Cultural memory contrasts
with what has been termed instrumental or
electronic memory — that which can be numeri-
cally encoded and recorded, as on a computer.
In"Communication, Culture and Hegemony:
From the Media to Mediation (Sage, 1993),
Jesus Martin-Barbero writes, ‘In contrast to
instrumental memory “cultural memory” does
not work with pure information or as a process
of linear accumulation’; rather, it is ‘articulated

Source references are included in
the text of the relevant entry rather
than presented in an end-of-dictionary
bibliography.

Communication models are for the most part listed using the
name of the person(s) who conceived them (e.g. SHANNON
AND WEAVER'S MODEL OF COMMUNICATION, 1949), and
commissions/committees on the media are referred to by the
name of the chairperson(s) (e.g. PILKINGTON COMMISSION
REPORT ON BROADCASTING (UK), 1962).

A star symbol () is used to denote that an illustration of that
communication model is included.
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Abbreviations: a selection

AA
AAD
ABA
AEDC
AFP
Al
Al
ALCS
AOL
AD
AR
ASA

BAFTA
BARB
BBC
BFI

bit
BMIG
BSkyB
BT
CCTV
CD
CDN
CIR
CMC
CMCS
CPBF
CPJ
CPSR
CPU
CSCW
CSS
CTR

DAB
DBS
DIT
DMB
DoS
DpP
DVB-S
DVB-T
DVD

EBU

Advertising Association

Association of American Publishers
Australian Broadcasting Authority
Australian Film Development Corporation
Agence France-Presse

Amnesty International

Association of Investigative Journalists
Author’s Lending & Copyright Society
America On Line

Associated Press

Audience Research

Advertising Standards Authority

British Association of Film & TV Arts
Broadcasters Audience Research Board
British Broadcasting Corporation
British Film Institute

binary digit

British Media Industry Group

British Sky Broadcasting

British Telecom

Closed-circuit Television

Compact Disc

Content Delivery Network

Copyright Infringement Report

Computer Mediated Communication
Computer Mediated Communication Systems
Campaign for Press & Broadcasting Freedom
Campaign to Protect Journalists

Computer Professionals for Social Responsibility

Central Processing Unit
Computer-supported Cooperative Work
Content Scrambling System

Click Through Rate

Digital Audio Broadcasting

Direct Broadcasting Satellite

Digital Imaging Technology

Digital Multimedia Broadcasting
Denial of Service

Data Processing

Digital Video Broadcasting-Satellite
Digital Video Broadcasting-Terrestrial
Digital Video Disc

European Broadcasting Union
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Abbreviations: a selection

ECHR
EDP
EFF
ENG

FAIR
fax
FCC
FM
FOIA

GCHQ
GFA
GPS
GUI

HBO
HDTV
HDVS
HF
HTML
HTTPS

IAD
IAMCR
IC

ICA
i3]
IMC
Intelsat
IPA
IPC
IPR
ISBN
ISA
ISP

IT

ITU
ITV
IWMF

JICNAR
JICTAR

LAN
laser
LED
LSI

MEF
MO
modem
MPAA
MR

NBC
NFT
NGO
NN
NPA
NSM

xii

European Convention on Human Rights
Electronic Data Processing

Electronic Frontier Foundation
Electronic News Gathering

Fairness & Accuracy in Reporting (US)
facsimile

Federal Communications Commission (US)
Frequency Modulation

Freedom of Information Act

Government Communications Headquarters
Global Framework Agreement

Global Positioning System

Graphical User Interface

Home Box Office (US)
High-Definition Television
High-Definition Video System
High Frequency

Hypertext Markup Language
Hypertext Transfer Protocol Secure

Internet Addiction Disorder

International Association for Media & Communication Research
Integrated Circuit

International Communication Association

International Federation of Journalists

Independent Media Centre

International Telecommunications Satellite (Consortium)
Institute of Practitioners in Advertising

Interpersonal Communication

Intellectual Property Right

International Standard Book Number

Ideological State Apparatus

Internet Service Provider

Information Technology

International Telecommunications Union

Independent Television

International Women’s Media Foundation

Joint Industrial Council for Newspaper Audience Research
Joint Independent Committee for TV Advertising Research

Local Area Network

light amplification by stimulating emission radiation
Light Emitting Diode

Large-scale Integration

Media Education Foundation

Mass Observation

modulator-demodulator

Motion Picture Association of America

Motivation Research

National Broadcasting Company (US)
National Film Theatre
Non-Governmental Agency

Net Neutrality

Newspaper Publishers Association (UK)
New Social Movement



NT
NUJ
NWIO

OB
OCR
Ofcom
ovP

PA
PC
PCC
PDF
PEN
PII
PKC
PLR
PR
PSB
PSI
PSN
P2P

RAJAR
RI
RIPA
RP
rpm
RSA
RSF
RSI
RSS

SEO
SIGINT
SMS
SXSW
SYNCOM

TAM
TBDF
TNC
TTL

UDC
UDHR
UHR
UNESCO
UNI

URL

VDU
VHF
VHS
VR
WELL
WPEC
WSET
WWW

Abbreviations: a selection

National Theatre
National Union of Journalists (UK)
New World Information Order

Outside Broadcast

Optical Character Recognition
Office of Communications (UK)
Online Video Platform

Press Association (UK)

Politically Correct; Personal Computer
Press Complaints Commission (UK)
Portable Document Format
Poets/Playwrights/Editors/Essayists/Novelists: Pen International
Public Interest Immunity

Public Key Cryptography

Public Lending Rights

Public Relations

Public Service Broadcasting

Parasocial Interaction

Public Switched Network

Peer-to-Peer

Radio Joint Audience Research (UK)

Reaction Index

Regulation of Investigatory Powers Act (UK)

Received Pronunciation

revolutions per minute

Repressive State Apparatus

Reporters Sans Frontieres (Reporters Without Borders)
Repetitive Strain Injury

Rich Site Summary; Really Simple Syndication

Search Engine Optimization

Signals Intelligence

Short Message Service

South by South West

Synchronous Communication Satellite

Television Audience Measurement
Trans-Border Data Flow
Transnational Corporation
Through The Lens

Universal Decimal Classification
Universal Declaration of Human Rights
Ultra High Frequency

United Nations Educational Cultural & Scientific Organization
Union Network International

Uniform Resource Locator

Visual Display Unit

Very High Frequency

Video Home System

Virtual Reality

Whole Earth Lectronic Link (US)
World Press Freedom Committee

Writers & Scholars International Trust
World Wide Web

xiii



Topic guide

Entries are summarized under the following topic headings:

ADVERTISING/MARKETING
AUDIENCES: CONSUMPTION & RECEPTION OF MEDIA
BROADCASTING

COMMISSIONS, COMMITTEES, LEGISLATION
COMMUNICATION MODELS
COMMUNICATION THEORY

GENDER MATTERS

GLOBAL PERSPECTIVES
INTERPERSONAL COMMUNICATION
LANGUAGE/DISCOURSE/NARRATIVE
MEDIA ETHICS

MEDIA: FREEDOM, CENSORSHIP
MEDIA HISTORY

MEDIA INSTITUTIONS

MEDIA ISSUES & DEBATES

MEDIA: OWNERSHIP & CONTROL
MEDIA: POLITICS & ECONOMICS
MEDIA: POWER, EFFECTS, INFLUENCE
MEDIA: PROCESSES & PRODUCTION
MEDIA: TECHNOLOGIES

MEDIA: VALUES & IDEOLOGY
NETWORK SOCIETY

NEWS MEDIA

REPRESENTATION

RESEARCH METHODS

TEXTUAL ANALYSIS

The Topic Guides include basic references rather than attempting to incorporate every relevant
entry, though all the models referred to in the Dictionary are named under COMMUNICATION
MODELS.

ADVERTISING/MARKETING

Advertising; Advertising Standards Authority (ASA); Attention model of mass communication;
Audience: active audience; Audience: fragmentation of; Audience differentiation; Audience
measurement; Brand; Campaign; Cognitive Consistency theories; Consumerization; Consumer
sovereignty; Consumption behaviour; Content analysis; Culture: consumer culture; Custom audi-
ence research; Demographic analysis; Effects of the mass media; Epistle; Ethnographic (approach
to audience measurement); Focus groups; Gantt chart; Glocalization; Hidden needs; Hot buttons;
Identification; Idents; Image; Image: rhetoric of; Infomercials; JICNARS scale; Johnson and Scholes:
stakeholder mapping; Marketing; Market research; Maslow’s hierarchy of needs; Motivation; Moti-

xiv
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vation research (MR); News: public relations news (PR); Niche audience; Nielsen ratings; Opinion
leader; PIE chart; Psychological Reactance theory; Product placement; Public Affairs; Public
Relations (PR); Reception studies; Sampling; Sponsorship; Sponsorship of broadcast programmes
(UK); Stakeholders; Subliminal; Role model; Tactics and strategies; Ten commandments for media
consumers; Uses and Gratifications theory; VALS typology.

AUDIENCES: CONSUMPTION & RECEPTION OF MEDIA

Accessed voices; Attention model of mass communication; Audience; Audience: active audience;
Audience: fragmentation of; Audience differentiation; Audience measurement; Boomerang response;
Brand; Button apathy; Catharsis; Cognitive Consistency theories; Commercial laissez-faire model
of (media) communication; Compassion fatigue; Complicity of users; Consensus; Consistency;
Constituency; Consumerization; Consumer sovereignty; Consumption behaviour; Cultural capital;
Culture: consumer culture; Culture: globalization of; Demotic turn; Dependency theory; Disem-
powerment; Desensitization; Displacement effect; Dissonance; Dominant, subordinate, radical;
Effects of the mass media; Emancipatory uses of the media; Empowerment; Epistle; Ethnographic
(approach to audience measurement); Expectations, horizons of; Focus groups; Frankfurt school of
theorists; Gossip networks; Glocalization; Hegemony; Hot buttons; Hyperdermic needle model of
communication; Identification; Information blizzards; Information gaps; Intervening variables (IVs);
J-Curve; JICNARS scale; Kuuki; Latitudes of acceptance and rejection; Misinformed society; Mobi-
lization; Motivation research (MR); Networking: social networking; Network neutrality; Niche audi-
ence; News: audience evaluation, six dimensions of; Ofcom: Office of Communications (UK); One-
step, two-step, multi-step flow model of communication; Open source; Opinion leader; Panopticon
gaze; Parasocial interaction; Passivity; Pay wall; Psychological Reactance theory; Public opinion;
Publics; Reception studies; Reflexivity; Reinforcement; Resistive reading; Role model; Self-fulfilling
prophecy; Self-identity; Semiotic power; Socialization; Surveillance society; Ten commandments for
media consumers; Uses and Gratifications theory; VALS typology.

BROADCASTING

Annan Commission Report on Broadcasting (UK), 1977; Balanced programming; BARB; BBC
digital; BBC, origins; Beveridge Committee Report on Broadcasting (UK), 1950; British Sky
Broadcasting (BSkyB); Broadband; Broadcasting legislation; Cable television; Campaign for Press &
Broadcasting Freedom; CCTV: closed-circuit television; Channel Four; ‘Clean-up TV’ movement;
Commercial radio: origins; Commercial radio (UK); Communications Act (UK), 2003; Community
radio; Cross-media ownership; Digitization; Duopoly; Hankey Committee Report on Television
(UK), 1943; High-definition TV; Hunt Committee Report on Cable Expansion and Broadcasting
Policy (UK), 1982; Hutton Report (UK), 2004; Independent Television (UK); Interactive televi-
sion; Internet: wireless Internet; News Corp; Ofcom: Office of Communications (UK); Pilkington
Committee Report on Broadcasting (UK), 1962; Pirate radio; Podcast; Podcasting; Public service
broadcasting (PSB); Radio broadcasting; RAJAR; Reality TV; Reithian; Satellite transmission;
Scheduling; Selsdon Committee Report on Television (UK), 1935; Sitcom; Soap opera; Soundbite;
Sponsorship of broadcast programmes (UK); Teletext; Television: Television broadcasting; Televi-
sion drama; Television news; Ullswater Committee Report on Broadcasting (UK), 1936; Video; Web
or online drama; Web 2.0; Westminster view; YouTube.

COMMISSIONS, COMMITTEES, LEGISLATION

Annan Committee Report on Broadcasting, 1977; Broadcasting Act, 1980; Broadcasting Act, 1990;
Broadcasting Act, 1996; Broadcasting legislation; Butler Report (UK), 2004; Commissions/commit-
tees on the media; Communications Act (UK), 2003; Cross-media ownership; Communications
Decency Act (US); DA (Defence Advisory) Notices; Defamation; Digital Economy Act UK (2010);
Fairness Doctrine (USA); Franchises for Independent Television (UK); Franchises from 1993;
Freedom of Information Act (UK), 2005; Human Rights Act (UK), 2000; Hunt Committee Report
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on Cable Expansion and Broadcasting Policy (UK), 1982; Hutton Report (UK), 2004; Libel; Phillis
Review of Government Communications (UK), 2004; Prior restraint; Regulation of Investigatory
Powers Act (RIPA) UK, 2000; SLAPPS; Sponsorship; Sponsorship of broadcast programmes (UK);
Terrorism: Terrorism, Crime and Security Act (UK), 2001; Video Recording Act (UK), 1984; Wireless
Telegraphy Act, 1904; World Trade Organization (WTO) Telecommunications Agreement, 1997.

COMMUNICATION MODELS

Alleyne’s news revolution model, 1997; Andersch, Staats and Bostrom’s model of communication,
1969; Attention model of mass communication; Ball-Rokeach and DeFleur’s dependency model of
mass communication effects, 1976; Barnlund’s transactional models of communication, 1970; Bass’s
double action model of internal news flow, 1969; Becker’s mosaic model of communication, 1968;
Bernstein’s wheel, 1984; Commercial laissez-faire model of (media) communication; Dance’s helical
model of communication, 1967; Eisenberg’s model of communication and identity, 2001; Galtung
and Ruge’s model of selective gatekeeping, 1965; Gerbner’s model of communication, 1956; Grunig
and Hunt: four models of public relations practice, 1984; Herman and Chomsky’s propaganda
model (see CONSENT, MANUFACTURE OF); Hypodermic needle model of communication; Jakob-
son’s model of communication, 1958; Kepplinger and Habermeier’s model of media events, 1995
(see EVENT); Lasswell’s model of communication, 194.8; Maletzke’s model of the mass communica-
tion process, 1963; McCombs and Shaw’s agenda-setting model of media effects, 1976; McLeod and
Chaffey’s ‘kite’ model, 1973; McNelly’s model of news flow, 1959; McQuail’s accountability of media
model, 1997; McQuail’s four stages of audience fragmentation (see AUDIENCE: FRAGMENTATION
oF); Newcomb’s ABX model of communication, 1953; Noelle-Neumann’s spiral of silence model
of public opinion, 1974; One-step, two-step, multi-step flow models of communication; Riley and
Riley’s model of mass communication, 1959; Schramm’s models of communication, 1954; Rogers
and Dearing’s agenda-setting model, 1987; Self-to-Self model of interpersonal communication,
2007; Shannon and Weaver’s model of communication, 1949; S-IV-R model of communication;
Tripolar model of competing agendas (see ROGERS AND DEARING’S AGENDA-SETTING MODEL,
1987); Wesley and MacLean’s model of communication, 1957; Westerstihl and Johansson’s model
of news factors in foreign news, 1994; White’s gatekeeper model, 1950; Yaros’ ‘PICK’ model for
multimedia news, 2009.

COMMUNICATION THEORY

Attribution theory; Audience; Codes; Codes of narrative; Communication; Communication:
intercultural communication; Communication models; Communication, Non-verbal (NVC);
Congruence theory; Convergence; Culture; Cybernetics; Decode; Deconstruction; Dependency
theory; Discourse; Eisenberg’s model of communication and identity, 2001; Encode; Frankfurt
school of theorists; Functionalist (mode of media analysis); Hegemony; Identification; Ideology;
Interpersonal communication; Johari Window; Linguistics; Marxist (mode of media analysis); Mass
communication/mass self-communication; Meaning; Media theory: purpose and uses; Medium;
Message; Metamessage; Narrative; Narrative paradigm; Noise; Normative theories of mass media;
Panopticon gaze; Paradigm (paradigmatic); Paradigms of media; Play theory of mass communica-
tion; Postmodernism; Postulates of communication; Primacy, the law of; Proxemics; Queer theory;
Roles; Sapir-Whorf linguistic relativity hypothesis; Scripts; Self-concept; Self-fulfilling prophecy;
Self-identity; Semiology/Semiotics; Sign; Social action (mode of media analysis); Supervening
social necessity; Symbolic convergence theory; Symbolic interactionalism; Technique: Ellul’s theory
of technique; Technological determinism; Texts; Transactional analysis; Uses and Gratifications
theory.

GENDER MATTERS

Empowerment; Expectations; Feminism; Gender; Gender and media monitoring; Gendered
genre; Genderlects; He/man language; Ideology of romance; Intimization; Male-as norm; News:
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the ‘maleness’ of news; Patriarchy; Pleasure: active and reactive; Profane language; Queer theory;
Report-talk, rapport-talk; Representation; Semiotic power; Stereotype.

GLOBAL PERSPECTIVES

al-Jazeera; Blogging; Blogosphere; Communication: intercultural communication; Consumer-
ization; Convergence; Core nations, peripheral nations; Culture: globalization of; Cyberspace;
Ethnocentrism; Europe: cross-border TV channels; Globalization (and the media); Globalization:
three engines of; Global media system: the main players; Glocalization; Hybridization; Internet;
Localization and transnational TV; M-time, p-time; MacBride Commission; McDonaldization;
McWorld Vs Jihad; Media imperialism; Media Studies: the internationalization of Media Studies;
Media moguls: four sources of concern; Mediapolis; Murdoch effect; Network neutrality; News:
globalization of; Organization cultures; Post-Colonial Studies; Postmodernism; Press barons;
Publics; Transculturation; Yamousoukrou declaration; Workers in Communication and Media;
World Trade Organization (WTO) Telecommunications Agreement, 1997.

INTERNET See MEDIA: TECHNOLOGIES; NETWORK SOCIETY.

INTERPERSONAL COMMUNICATION

Accent; Apache silence; Assertiveness training; Attitudes; Attribution theory; Bad language; Brit-
ish Black English; Civil inattention; Closure; Cognitive Consistency theories; Communication;
Communication: intercultural communication; Communication, Non-verbal (NVC); Congruence
theory; Confirmation/disconfirmation; Conversational styles; Defensive communication; Dress;
Eisenberg’s model of communication and identity, 2001; Elaborated and restricted codes; Empathy;
Eye contact; Facebook; Facework; Facial expression; First impressions; Framing; Ethnophaulisms;
Interpersonal; Gender; Gesture; Gossip; Groups; Groupthink; Halo effect; Id, Ego, Super-Ego;
Identification; Impression management; Indicators; Influence; Insult signals; Integration; Inter-
personal communication; Intervening variables (IVs); Johari Window; Kineme; Kinesics; Latitudes
of acceptance and rejection; Leadership; Life positions; Listening; Mother tongue; Metamessage;
Metasignals; M-time, p-time; Multicultural London English; Networking: social networking;
Newcomb’s ABX model of communication, 1953; Non-verbal behaviour: repertoire; Orientation;
Other; Overhearing; Perception; Personal idiom; Personal space; Postural echo; Posture; Projection;
Proxemics; Pragmatics; Psychological Reactance theory; Roles; Role model; Scripts; Self-concept;
Self-disclosure; Self-fulfilling prophecy; Self-identity; Self-monitoring; Self-presentation; Self-to-
Self model of interpersonal communication, 2007; Silence; Spatial behaviour; Strategy; Stigma;
Territoriality; Tie-signs; Touch; Transactional analysis; Twitter; Values.

LANGUAGE/DISCOURSE/NARRATIVE

Arbitrariness; Bad language; British Black English; Codes; Codes of narrative; Cognitive (and affec-
tive); Communication: intercultural; Cultural memory; Cultural modes; Culture; Deep structure;
Determiner deletion; Diachronic linguistics; Dialect; Discourse; Disqualifying communication;
Dominant discourse; Eisenberg’s model of communication and identity, 2001; Elaborated and
restricted codes; Emotive language; Ethnophaulisms; Gendered genre; Gossip; Ideational functions
of language; Idiolect; Journalese; Kineme; LAD (Language Acquisition Device); Language pollution;
Langue and parole; Lexis; Linguistic determinism; Linguistics; Metaphor; Metonomy; Modality;
Morphology; Mother tongue; Multicultural London English; Narrative paradigm; Object language;
Onomatopoeia; Open, closed texts; Paradigm; Performatives; Personal idiom; Phatic language;
Phoneme; Phonetics; Phonology; Pragmatics; Profane language; Projection; Propp’s people; Prox-
emics; Reading; Realism; Received Pronunciation (RP); Redundancy; Reflexivity; Register; Report-
talk, rapport-talk; Rhetoric; Sapir-Whorf linguistic relativity hypothesis; Semantics; Semiology/
semiotics; Sentence meaning, utterance meaning; Sign; Slang; Soaps; Style; Traditional transmis-
sion; Verbal devices in speech-making.
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MEDIA ETHICS

Advertising: pester power; Alter-EU; Butler Report (UK), 2004; Commercial confidentiality;
Communications Decency Act (US); Data protection; Democracy and the media; Human Rights
Act (UK), 2000; Human Rights Watch; Index; Internet: monitoring of content; Journalism; Journal-
ism: phone-hacking; McQuail’s accountability of media model, 1997; Media activism; Mediapolis;
Media theory: purpose and uses; Normative theories of mass media; People’s Communication
Charter; Privacy; Reithian; Supervening social necessity; Taste; Television: Ten commandments for
media consumers; Universality.

MEDIA: FREEDOM, CENSORSHIP

‘Areopagitica’; Article 19; Butler Report (UK), 2004; Clipper chip; Commercial confidentiality;
Communications Decency Act (US); Conspiracy of silence; DA (Defence Advisory) Notices; Data
protection; Democracy and the media; Defamation; Digital Economy Act (UK), 2010; Echelon;
First Amendment (US, 1791); Freedom of Information Act (UK), 2005; Gagging order; Hays Office;
H-certificate; Historical allusion; HUAC: Hutton Report (UK), 2004; House Un-American Activi-
ties Committee; Human Rights Act (UK), 2000; Human Rights Watch; Icelandic Modern Media
Initiative (IMMI); Internet: monitoring of content; ‘Libel tourism’; Journalism: phone-hacking;
Lord Chamberlain; Milton’s paradox; Network neutrality; News management in times of war;
Official Secrets Act (UK); Open source; Oz Trial; Panopticon gaze; Paperwork Reduction Act (US),
1980; Phillis Review of Government Communications (UK), 2004; Prior restraint; Privacy; Psyops;
Regulation of Investigatory Powers Act (RIPA) (UK), 2000; Re-regulation; SLAPPS; Spycatcher
case; Stamp Duty; Street View (Google Maps); Super-injunction; Supervening social necessity;
Surveillance society; Taste; Tactics and strategies; Terrorism: anti-terrorism legislation (UK); USA
— Patriot Act, 2001; Video nasties; WikiLeaks; World Press Freedom Committee; World Trade
Organization (WTO) Telecommunications Agreement, 1997; Zinoviev letter, 1924; Zircon affair.

MEDIA HISTORY

Agit-prop; Agora; Alexandra Palace; BBC, origins; Beveridge Committee Report on Broadcasting,
1950; British Board of Film Censors; British Film Institute (BFI); Calotype; Camera; Cigarette cards;
Cine-clubs; Cinema legislation; Cinematography, origins; Cinéma Vérité; ‘Clean up TV’ move-
ment; Comics; Commercial radio: origins; Communications Act (UK), 2003; Computer; Cylinder
or rotary press; Daguerreotype; Digitization; Fourteen-Day Rule (UK); Fourth estate; Franchises
for Independent Television; Franchises for 1993; Gramophone; Hays Office; H-certificate; HUAC:
House Un-American Activities Committee; Kinetoscope; Linotype printing; Lithography; Lord
Chamberlain; March of Time; Mass Observation; McGregor Commission Report on the Press (UK),
1977; Minority Report of Mr Selwyn Lloyd; Miracle of Fleet Street; Monotype printing; Newspapers,
origins; Newsreel; Nickelodeon; Northcliffe revolution; Persistence of vision; Photography, origins;
Photogravure; Photo-journalism; Picture postcards; Pilkington Committee Report on Broadcasting
(UK), 1962; Pirate radio (UK); Poor Man's Guardian; Posters; Press barons; Printing; Privacy; Public
service broadcasting (PSB); Radio broadcasting; Radio drama; Reithian; Roll film; Satellite trans-
mission; Selsdon Committee Report on Television (UK), 1935; Shawcross Commission Report on
the Press (UK), 1962; Sound Broadcasting Act (UK), 1972; Stamp Duty; Stereoscopy; Synchronous
sound; Telegraphy; Telephone; Telerecording; Television broadcasting; Thaumatrope; Typewriter;
Ullswater Committee Report on Broadcasting (UK), 1936; V-discs; Victim funds; Video; Vitaphone;
War of the Worlds; Watergate; Wireless telegraphy; Yellow Kid; Zinoviev letter, 1924; Zoopraxog-
raphy.

MEDIA INSTITUTIONS

Advertising Standards Authority (ASA); BBC, origins; Amazon.com; Apple Macintosh; British
Board of Film Censors; British Film Institute (BFI); British Sky Broadcasting (BSkyB); Casualiza-
tion; Commanders of the Social Order; Commercial radio; Communications Act (UK), 2003;
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Conglomerates; Core nations, peripheral nations; Deregulation; Deregulation: five myths of; Diver-
sification; Europe: cross-border TV channels; Facebook; Globalization (and the media); Google;
Guard dog metaphor; Independent producers; Independent Television (UK); Institution; Media
Imperialism; Microsoft Windows; Network; Network neutrality; News agencies; News Corp; News:
globalization of; News management in times of war; Newspapers, origins; Normative theories of
mass media; Ofcom: Office of Communications (UK); Organization cultures; Power; Press; Press
barons; Press Complaints Commission; Public service broadcasting (PSB); Radio Broadcasting;
Regulatory favours; Underground press; World Trade Organization (WTO) Telecommunications
Agreement, 1997; Yahoo!.

MEDIA ISSUES & DEBATES

Audience: active audience; Censorship; Churnalism; Consumerization; Core nations, peripheral
nations; Culture: globalization of; Data protection; Dependency theory; Deregulation; Deregula-
tion: five myths of; Disempowerment; Effects of the mass media; Empowerment; Ethnocentrism;
Feminism; Freedom of Information Act (UK), 2005; Gatekeeping; Globalization (and the media);
Hegemony; Hyperreality; Ideological state apparatuses; Ideology; Impartiality; Information gaps;
Information surplus; Journalism; Journalism: citizen journalism; Journalism: phone-hacking; ‘Libel
tourism’; Liberal Press theory; McDonaldization; McQuail’s accountability of media model, 1997;
McWorld Vs Jihad; Media activism; Mediapolis; Media Studies: the internationalization of Media
Studies; Media theory: purpose and uses; Mobilization; Murdoch effect; Network neutrality; News
management in times of war; News: the ‘maleness’ of news; Objectivity; Open source; Other;
Polysemy; Pornography; Power; Predatory pricing; Privacy; Privatization; Professionalization (of
political communication); Public opinion; Public service broadcasting (PSB); Public sphere; Queer
theory; Racism; Right of Reply; Showbusiness, age of; Sponsorship; Surveillance society; Tabloid,
tabloidese, tabloidization; Text, integrity of the text; Virtual reality; Wedom, Theydom.

MEDIA: POWER, EFFECTS, INFLUENCE

Accessed voices; Agenda-setting; Attribution theory; Ball-Rokeach and Defleur’s dependency
model of communication effects, 1976; Bigotry; Catalyst effect; Colonization; Compassion fatigue;
Consensus; Consent, manufacture of; Conspiracy theory; Consumerization; Contagion effect;
‘Coups and earthquakes’ syndrome; Crisis (definition); Cultivation; Demotic turn; Deviance
amplification; Digital optimism; Disempowerment; Displacement effect; Effects of the mass media;
Frankfurt school of theorists; Hypodermic needle model of communication; Ideological state appa-
ratuses; Ideology; Information blizzards; Inheritance factor; Intervening variables (IVs); Journalism;
Kuleshov effect; Kuuki; Labelling process (and the media); Legitimation/delegitimation; Main-
streaming; McCombs and Shaw’s agenda-setting model of media effects, 1976; Media imperialism;
Media moguls: four sources of concern; Mobilization; Moral panics and the media; Narcotizing
dysfunction; Network neutrality; News management in times of war; Noelle-Neumann’s spiral of
silence model of public opinion, 1974; Pornography; Power; Power law phenomenon; Primacy, law
of; Public opinion; Self-fulfilling prophecy; Showbusiness, age of; Significant spiral; Sleeper effect;
Slow-drip; Smart mobs; Stigma; Survivors and the media; Twitter; VALS typology; Virtuous circle;
Visions of order.

MEDIA: OWNERSHIP & CONTROL

Berlusconi phenomenon; British Sky Broadcasting (BSkyB); Casualization; Churnalism; Citizen
Kane of the Global Village; Class; Commercial confidentiality; Communications Act (UK), 2003;
Cross-media ownership; Conglomerates; Consumerization; Convergence; Cultural apparatus;
Culture: copyrighting of culture; Culture: globalization of; Deregulation; Diversification; Elite;
Europe: cross-border TV channels; Frankfurt school of theorists; Functionalist (mode of media
analysis); Globalization (and the media); Globalization: the engines of; Hegemony; Ideological
state apparatuses; Ideology; Leadership; Marxist (mode of media analysis); Mass communication/
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mass self-communication; McGregor Commission Report on the Press (UK), 1977; McLeod and
Chaffee’s ‘kite’ model, 1973; Media control; Murdoch effect; Network neutrality; News Corp; News:
globalization of; News management in times of war; Northcliffe revolution; Ofcom: Office of
Communications (UK); Power elite; Press barons; Privatization; Public service broadcasting (PSB);
Publics; Public sphere; Regulatory favours; Social action (mode of media analysis); Sponsorship
of broadcast programmes (UK); Synergy; Technology: the consumerization of technology; World
Trade Organization (WTO) Telecommunications Agreement, 1997.

MEDIA: POLITICS & ECONOMICS

Accessed voices; Alleyne’s news revolution model, 1977; Berlusconi phenomenon; Butler Report
(UK), 2004; Consent, manufacture of; Conspiracy of silence; Core nations, peripheral nations;
Cultural apparatus; Cultural, or citizen’s rights and the media; Culture: globalization of; Democracy
and the media; Deregulation, five myths of; Elite; Empowerment; Frankfurt school of theorists;
Functionalist (mode of media analysis); Freedom of Information Act (UK), 2005; Gagging order;
Guard dog metaphor; Glocalization; Hegemony; Human Rights Act (UK), 2000; Hutton Report
(UK), 2004; Ideological state apparatus; Ideology; Intervention; Leaks; Lobby practice; Legitima-
tion/delegitimation; Machinery of representation; Market liberalism; Marxist (mode of media
analysis); Media imperialism; Media moguls: four sources of concern; McWorld Vs Jihad; Misin-
formed society; News Corp; Orientalism; Politics of accommodation; Post-Colonial Studies, Power;
Press barons; Privatization; Professionalization (of political communication); Public opinion; Public
service broadcasting (PSB); Public sphere; Synergy; Technology: the consumerization of technol-
ogy; USA — Patriot Act, 2001; Zinoviev letter, 1924.

MEDIA: PROCESSES & PRODUCTION

Agenda-setting; Anchorage; Blogging; Churnalism; Computer; Convergence; ‘Coups and earth-
quakes’ syndrome; Culture globalization of; Demonization; Diffusion; Digitization; Fly on the wall;
Framing: media; Gatekeeping; Hammocking effect; Historical allusion; Immediacy; Impartiality;
Intensity; Journalism; Journalism: citizen journalism; Journalism: data journalism; Journalism:
investigative journalism; Label libel; Labelling process (and the media); Legitimation/delegitima-
tion; Mainstreaming; Mediation; Mediatization; Mobilization; News; One-step, two-step, multi-
step models of communication; Open source; Packaging; Personalization; Podcast; Programme
flow; Representation; Scheduling; Socialization; Streaming; Tabloid, tabloidese, tabloidization;
Three-dimensional (3D); Vox popping.

MEDIA: TECHNOLOGIES

Apple Macintosh; BBC digital; Biometrics; Blogosphere; Bookmark (electronic); Broadband;
CCTYV: closed-circuit television; Computer; Cyberspace; Cylinder or rotary press; Daguerrotype;
Data footprint; Digitization; Digital retouching; Digital video disc (DVD); Downloading; e-book;
Fibre-optic technology; Gramophone; Google; High-speed photography; Holography; Internet;
Kinetoscope; Kuleshov effect; Linotype printing; Lithography; Microsoft Windows; Mobilization;
Omnimax; Open source; Photography, origins; Photomontage; Phototypesetting; Podcasting;
Printing; Projection of pictures; Satellite transmission; Speech-recognition technology; Stereos-
copy; Streaming; Technique: Ellul’s theory of technique; Technological determinism; Technology:
the consumerization of technology; Telegraphy; Telematics; Telephone; Telerecording; Television
broadcasting; Three-dimensional (3D); Tor; Typewriter; Video; Vitaphone; Web: World Wide Web
(www); Web 2.0; Wireless telegraphy; Xerography; Zoetrope; Zoopraxography.

MEDIA: VALUES & IDEOLOGY

Accessed voices; Agenda-setting; Agenda-setting research; Audience; Balanced programming; Bias;
Bigotry; Censorship; Chapultepec, Declaration of, 1994; ‘Clean up TV’ movement; Communications
Decency Act (US); Consensus; Consent, manufacture of; Conspiracy of silence; Conspiracy theory;
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Cultivation; Cultural apparatus; Culture: copyrighting culture; Culture: globalization of; Culture
of deference; Culture: popular culture; Defamation; Democracy and the media; Demonization;
Deregulation, five myths of; Deviance; Discourse analysis; Disempowerment; Emancipatory use
of the media; Emotive language; Empowerment; Ethnocentrism; Feminism; Fiction values; Free-
dom of Information Act (UK), 2005; Globalization (and the media); Global scrutiny; Hegemony;
Glocalization; HUAC: House Un-American Activities Committee; Human Rights Act (UK), 2000;
Ideological presumption; Ideological state apparatuses; Ideology; Impartiality; Information gaps;
International Federation of Journalists (IFJ); Issues; Jingoism; Journalism: phone-hacking; Kuuki;
Labelling process (and the media); Legitimation/delegitimation; Mainstreaming; McCombs and
Shaw’s agenda-setting model of media effects, 1976; McQuail’s accountability of media model, 1997;
Media activism; Media imperialism; Mediapolis; Moral entrepreneurs; Moral panics and the media;
News: the ‘maleness’ of news; News values; New World Information Order; Normative theories of
the mass media; Objectivity; Open source; Other; People’s Communication Charter; Pornography;
Post-Colonial theory; Preferred reading; Prejudice; Privacy; Propaganda; Public Affairs; Public
opinion; Public service broadcasting (PSB); Public sphere; Racism; Reithian; Representation; Rogers
and Dearing’s agenda-setting model, 1987; Sexism; Status quo; Surveillance society; Teledemocracy;
Underground press; Values; Violence and the media; Visions of order; Watchdogs; Watergate;
Wedom, Theydom; Whistleblowing.

NETWORK SOCIETY

Amazon.com; Apple Macintosh; Blogging; Blogosphere; Computer; Computing: cloud comput-
ing; Convergence; Cybernetics; Data footprint; Digital Economy Act (UK), 2010; Digital optimism;
Downloading; e-book; Facebook; Digital natives, digital immigrants; Google; Green Dam; Hacker,
hacktivist; Hyperreality; Information surplus; Internet; Internet: monitoring of content; Internet:
wireless Internet; Journalism: citizen journalism; Mass communication/mass self-communication;
Microsoft Windows; Mobilization; MySpace; Networking: social networking; Network neutrality;
N-Gen; New media; Online campaigning; Open source; Paywall; Plasticity: neuroplasticity and the
Internet; Podcast; Podcasting; Power law phenomenon; Regulation of Investigatory Powers Act
(RIPA) (UK), 2000; Signature files; Smart mobs; Streaming; Technology: the consumerization of
technology; Teledemocracy; Text: integrity of the text; Television: Catch-up TV; Tor; Transcultura-
tion; Twitter; USA — Patriot Act, 2001; Virtual reality; Web or online drama; Web: World Wide Web
(www); Web 2.0; Wiki, Wikipedia; WikiLeaks; Yahoo!; Yaros’ ‘PICK’ model for multimedia news,
2009; YouTube.

NEWS MEDIA

Agenda-setting; Agenda-setting research; Alleyne’s news revolution model, 1997; al-Jazeera;
Anchorage; Bass’s ‘double action’ model of international news flow, 1969; Churnalism; ‘Coups and
earthquakes’ syndrome; Critical news analysis; Embedded reporters; Event; Fiction values; Framing:
media; Frequency; Gagging order; Galtung and Ruge’s model of selective gatekeeping, 1965; Horse-
race story; Immediacy; Impartiality; Indymedia; Intensity; J-curve; Journalism; Journalism: celebrity
journalism; Journalism: citizen journalism; Journalism: data journalism; Journalism: investigative
journalism; Journalism: phone-hacking; Journalism: ‘postmodern journalism’; Knowns, unknowns;
Kuuki; McLeod and Chaffee’s ‘kite’ model, 1973; McNelly’s model of news flow, 1959; News; News
agencies; News: audience evaluation, six dimensions of; News elements: breaking, explanatory,
deep background; News Corp; News: globalization of; News management in times of war; News:
public relations news (PR); News: the ‘maleness’ of news; News values; News waves; One-step,
two-step, multi-step flow models of communication; Paywall; Personalization; Photojournalism;
Pool system; Representation; Rogers and Dearing’s agenda-setting model, 1987; Significant spiral;
Spot news; Television news: inherent limitations; Visions of order; War: four stages of war report-
ing; Westerstdhl and Johansson’s model of news factors in foreign news, 1994; White’s gatekeeper
model, 1950; WikiLeaks; Yaros’ ‘PICK’ model for multimedia news, 2009; YouTube.
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REPRESENTATION

Caricature; Chronology; Colonization; ‘Coups and earthquakes’ syndrome; Demotic turn; Devi-
ance; Deviance amplification; Dominant, subordinate, radical; Ethnocentrism; Folk devils; Gender;
Gender and media monitoring; Hegemony; Invisibility: Label libel; Labelling process (and the
media); Machinery of representation; Mediapolis; Narrative; News: the ‘maleness’ of news; Orien-
talism; Other; Paraproxemics; Pornography; Primary, secondary definers; Propaganda; Public opin-
ion; Publics; Queer theory; Racism; Realism; Reality TV; Representation; Self-fulfilling prophecy;
Self-identity; Sign; Soap operas; Stereotype; Stigma; Style; Visions of order.

RESEARCH METHODS

Agenda-setting research; Analysis: modes of media analysis; Audience measurement; Consump-
tion behaviour; Content analysis; Control group; Critical news analysis; Custom audience research;
Demographic analysis; Discourse analysis; Ethnographic (approach to audience measurement);
Experimental group; First impressions; Focus groups; Functionalist (mode of media analysis);
Glasgow University Media Group; Groups; HICT Project; Interviews; JICNARS scale; Marxist
(mode of media analysis); Mass observation; Media theory: purpose and uses; Motivation research
(MR); Narrative paradigm; Nielson ratings; One-step, two-step, multi-step flow models of commu-
nication; Paradigms of media; Participant observation; People meter; Pleasure: active and reac-
tive; Proxemics; Public opinion; Reception studies; Research centres (into the media); Sampling;
Segmentation; Semantic differential; Sleeper effect; Social action (mode of media analysis); Socio-
metrics (and media analysis); Viewers: light, medium and heavy; Vox popping.

TEXTUAL ANALYSIS

Aberrant decoding; Anchorage; Bad language; Berlo’s SMCR model of communication, 1960;
Bowdlerize; Bricolage; Codes; Codes of narrative; Connotation; Content analysis; Conventions;
Cultural metaphor; Culture: consumer culture; Culture: copyrighting culture; Culture: popular
culture; Decode; Deconstruction; Deep structure; Discourse; Discourse analysis; Dominant
discourse; Dominant, subordinate, radical; Encode; Encrypt; Establishing shot; Exnomination;
Expectation, horizons of; Film noir; Framing: media; Gendered genre; Genre; He/man language;
Hybridization; Hypertext; Iconic; Ideology; Interpretant; Intertextuality; Journalese; Kineme;
Kinesics; Kuleshov effect; Lexis; Linguistics; Machinery of representation; Male-as-norm; Mean-
ing; Mediation; Medium; Message; Metamessage; Metaphor; Metasignals; Metonymy; Mimetic/
semiosic planes; Montage; Morphing; Multi-actuality; Narrative paradigm; Naturalistic illusion (of
television); Open, closed texts; Phoneme; Polysemy; Pragmatics; Preferred reading; Propp’s people;
Reaction shot; Referent; Representation; Resistive reading; Reterritorialization; Rhetoric; Semantic
differential; Semantics; Semiology/semiotics; Shot; Sign; Signal; Signification; Signification spiral;
Sound-bite; Special effects; Stereotype; Storyboard; Storyness; Symbol; Syntactics; Syntagm;
Syntax; Tabloid, tabloidese, tabloidization; Tag questions; Text; Text: integrity of the text.
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AA-certificate, A-certificate See CERTIFICA-
TION OF FILMS.

Aberrant decoding See DECODE.

Abstraction, ladder of See NARRATIVE: LADDER
OF ABSTRACTION.

ABX model of communication See
NEWCOMB’S ABX MODEL.

Accent The entire pattern of pronunciation typi-
cal of a particular region or social group. Accent
is a feature of DIALECT and can be classed as an
aspect of NON-VERBAL COMMUNICATION. The
use of most languages is marked by differing
dialects and their accompanying accents. In
Britain a range of regional accents still survive
and are important signs of regional identity
and affiliation. Simon Elmes commenting on
contemporary uses of accent found in the BBC
Voices survey in his book entitled Talking for
Britain: A Journey through the Nation’s Dialects
(Penguin Books, 2005) notes that, ‘A striking
feature of many of the ... interviews has been
the way in which specific accents and words
are identified as belonging very narrowly to a
particular village or town!

Regional accents also appear to have the poten-
tial to influence social evaluations; evaluations
that can affect perceptions of both the sender
and content of the message. In an article entitled,
‘It’s not what you say, it’s the way that you say it}
in the UK Independent (15 October 1997), Emma
Haughton identifies Received Pronunciation
(RP), Refined Scots, Welsh and Irish, Yorkshire
and Estuary English as being favourably received
but Brummie, Belfast, Glaswegian and West
Country accents as being viewed unfavourably.
Judgments will vary, though; an individual with a
Brummie accent may not share the general view.
Peter Trudgill in Sociolinguistics: An Introduc-
tion to Language and Society (Penguin, 2000)
argues that evaluations of the use of accent and
dialect tend to be social rather than linguistic, for
‘there is nothing at all inherent in non-standard
varieties which makes them inferior’ Reactions
to regional accents are also subject to change.

Differences in accents will often reflect differ-
ences in the social structure of a society, and in
particular its patterns of social stratification.
Peter Trudgill notes a pattern as regards this
relationship in Britain. Typically those from the
higher social classes are more likely to use stan-
dard dialect and an accent close to RP, the pres-
tige accent, whilst those from the lower classes
are more likely to use non-standard dialect and
a localized, regional accent. However, as several

Acculturation, deculturation

researchers have noted, individuals can and do
adjust their use of accent and dialect to fit in
with the social context.

Trudgill also points out that among certain
groups within society a ‘covert prestige’ can
be attached to accents generally viewed as not
prestigious, especially when they are part of
‘non-standard’ speech. Such accents and ‘non-
standard’ speech may also be used to convey an
image of toughness and masculinity in certain
situations, irrespective of the actual social status
of the speaker.

Accessed voices Within any society, these are

the people who have a ready and privileged
access to the channels of mass communication:
politicians, civil servants, industrialists, experts
of various kinds, pundits, royals and celebrities;
and it is their views and styles that are given
voice in preference to the views of others in
society. Roger Fowler in his Language of News:
Discourses and Ideology of the Press (Routledge,
1991) writes of this selectivity, “The political
effect of this division between the accessed and
unaccessed hardly needs stating: an imbalance
between the representation of the already privi-
leged, on the one hand, and the already unprivi-
leged, on the other, with the views of the official,
the powerful and the rich being constantly
invoked to legitimate the status quo!

With the advances in communicative exchange
brought about by the INTERNET the public has
more choice in terms of who and what they
access. However, though there is less reliance on
traditional channels of mass communication, the
‘usual suspects’ as listed by Fowler still dominate
the press and national broadcasting.

Accommodation, politics of See poLITICS OF

ACCOMMODATION (IN THE MEDIA).

Accountability of media See McQuUAIL'S

ACCOUNTABILITY OF MEDIA MODEL, 1997.

Acculturation, deculturation The process by

which a society or an individual adapts to the
need for cultural change. The conditions for
such change occur, for example, when encoun-
ters with other cultures continue on a prolonged
basis such as in colonization, emigration and
immigration. In analysing the process by which
individuals adapt to life in a new country, Young
Yun Kim in ‘Adapting to a new culture’ in Larry
Samovar and Richard Porter, Intercultural
Communication: a reader (Wadsworth, 1997)
comments, “They are challenged to learn at least
some new ways of thinking, feeling, and acting
— an activity commonly called acculturation ...
At the same time, they go through the process
of deculturation ... of unlearning some of their
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Accusatory studies

previously acquired cultural habits at least to
the extent that new responses are adopted in
situations that previously would have evoked old
ones’

Such a process produces stress and anxiety
and necessarily affects the communicative
performance of those undergoing it. However,
communication with those in the new culture is
essential to adaptation. Interestingly Kim argues
that the mass media can be a useful source
of information for those trying to acclimatize
to a new culture, as the messages they carry
‘explicitly or implicitly convey the world views,
myths, beliefs, values, mores and norms of the
culture’ See COMMUNICATION: INTERCULTURAL
COMMUNICATION.

» Young Yun Kim, Becoming Intercultural: An Inte-
grative Theory of Communication and Cross-cultural
Adaptation (Sage, 2001).

Accusatory studies Jib Fowles in The Case for
Television Violence (Sage, 1999) uses this term to
describe the research studies that have focused
on the effects of screen violence. The studies are
‘accusatory’ in the sense that they purport to
prove the connection between screen and real
violence, the one likely to instigate the other, or
to desensitize audiences in their response to real
violence. Such studies, in Fowles’s view, ‘amplify
the derogatory discourse’ concerning violence
in the cinema and on TV. See VIOLENCE ON TV:
THE DEFENCE.

Action code See CODES OF NARRATIVE.
Active-audience thesis See AUDIENCE: ACTIVE

AUDIENCE.
Active participation Occurs in situations where
media interest in a news story becomes involve-
ment, and the story takes on a media-induced
direction. An appetite for stories of scandal and
sensation, and the cut-throat competition for
circulation, can lead newspapers into playing
the role of agent provocateur, as handy with the
chequebook as the reporter’s notebook.

Activism See MEDIA ACTIVISM.

Actuality Material from real life — the presenta-
tion in a broadcast programme of real events and
people to illustrate some current theme or prac-
tice. RADIO, in parallel with film documentary,
pioneered actuality in the 1930s. Producers such
as Olive Shapley and Harry Harding were early
innovators in this field. The radio programme
Time to Spare, made in 1934, documented
unemployment, broadcasting the voices of the
unemployed and their families and creating an
impact that was both moving and disturbing.

Actualization See MASLOW’'S HIERARCHY OF

NEEDS.

Adaptors See NON-VERBAL BEHAVIOUR: REPER-

TOIRE.

Advertising The extent of the reliance of all

forms of mass media upon advertising can be
gauged by glancing at any monthly edition of
BRAD, which comprises some 400-500 pages
of information on where advertisements can be
placed and how much they will cost. Everything
is there — the national and local PrEss, TV and
RADIO, CINEMA, POSTERS, bus shelters, parking
meters, litter bins and transport advertising.
Powerfully occupying the driving seat is INTER-
NET advertising (see ADVERTISING: INTERNET
ADVERTISING).

If advertising merely sold products, it would
cause less critical concern than it does. But it
also sells images, dreams, ideal ways of life, ideal
images of self; it sells, then reinforces time and
again, values — those of consumerism; and it
trades in stereotypes. In The Shocking History
of Advertising (Penguin, revised edition, 1965),
E.S. Turner states that ‘advertising is the whip
which hustles humanity up the road to the Better
Mousetrap.

For some analysts, advertising is a kind of
magic. Raymond Williams in Problems in Mate-
rialism and Culture (Verso, 1980) argues that it
has the ability to ‘associate consumption with
human desires to which it has no real reference.
The magic obscures the real sources of general
satisfaction because their discovery would
involve radical change in the whole common way
of life’ Judith Williamson in Decoding Advertise-
ments (Marion Boyars, 1978, 1998) shares a simi-
lar concern: ‘Advertisements obscure and avoid
the real issues of society, those relating to work,
to jobs and wages and who works for whom. The
basic issues in the present state of society which
do concern money and how it is earned, are
sublimated into “meanings’, “images’, “lifestyles’,
to be bought with products not money!

Further, the magic of advertising may mean
that we believe commodities can convey
messages about ourselves; this leads to us being
‘alienated from ourselves, since we have allowed
objects to “speak” for us and have become
identified with them! Such alienation may well
lead to feelings of fragmentation and discomfort
within the self; feelings which could fuel a desire
to seek solace in further consumption.

A number of critics point to the danger that
advertising messages and the consumption
they partly fuel may undermine and distort
self-development. Anthony Giddens writes in
Modernity and Self-Identity (Polity Press, 1991)
that ‘the consumption of ever-novel goods



becomes a substitute for the genuine develop-
ment of self: appearance replaces essence’
Self-actualization is ‘packaged and distributed
according to market criteria. Mediated experi-
ence is centrally involved here. The mass media
routinely present modes of life to which, it is
implied, everyone should aspire’ For Don Slater
in Consumer Culture and Modernity (Polity
Press, 1997), ‘Consumer culture “technicizes” the
project of self by treating all problems as solvable
through various commodities’

Not all would agree with such criticisms. Those
subscribing to the doctrines of nineteenth-
century Liberalism, for example, would argue
that consumer culture, of which advertising is an
integral element, liberates rather than oppresses,
in providing the individual with many opportu-
nities to rationally pursue his/her self-interest.
The range of choices offered by consumer culture
and post-traditional society is to be celebrated
rather than seen as a cause for concern — to be
able to choose being seen as the essence of being
human. It should also be borne in mind that the
messages of advertising have to compete with a
range of other influences on behaviour in their
battle for hearts, minds and identities.

Tony Yeshin in Advertising (Thomson
Learning, 2006) reminds us of the important
economic role played by advertising. ‘Although
it is widely criticised, it can be argued that adver-
tising, particularly within a capitalist society,
provides the means for encouraging competi-
tion. By making information about competing
products and services widely available, it ensures
that no single product can, ordinarily, dominate
a market. Arguably, advertising has speeded
the introduction of useful inventions to a wide
as distinct from a select circle of consumers; it
has spread markets, reduced the price of goods,
accelerated turnover and kept people in employ-
ment. It also funds a diverse range of media.

The many modes of advertising may be
categorized as follows: (1) Commercial consumer
advertising, with its target the mass audience
and its channel the mass media. Latterly, of
course, the Internet has become the new fron-
tier for commercial advertising. (2) Trade and
technical advertising, such as ads in specialist
magazines. (3) Prestige advertising, particularly
that of big business and large institutions, gener-
ally selling image and good name rather than
specific products (see PR: PUBLIC RELATIONS).
(4) Small ads, directly informational, which are
the bedrock support of local periodicals and the
basis of the many giveaway papers which have
been published in recent years. (5) Government

Advertising

advertising — health warnings, for example.
(6) Charity advertising, seeking donations for
worthwhile causes at home and abroad. (7)
Advertising through sponsorship, mainly of
sports, leisure and the arts. This indirect form of
advertising has been a major development; the
risk is that recipients of sponsorship come to rely
more and more heavily on commercial support.
Sponsors want quick publicity and prestige for
their money and their loyalties to recipients are
very often short-term.

The effect of advertising upon newspaper and
broadcasting editorial and programme content is
rarely overt; rather it is a process of media people
‘internalizing’ advertisers’ demands. Ad-related
newspaper features have grown enormously in
the post-Second World War period, especially in
the ‘quality press; such as, in the UK, The Times,
Guardian, Independent and Daily Telegraph,
which derive over half their revenue from adver-
tising. In press advertising, numbers count for
less than the estimated purchasing power of the
target readership. This explains why two major
UK newspapers with big circulations — the Daily
Herald (see MIRACLE OF FLEET STREET) and the
News Chronicle — were closed down in the 1960s.
They simply did not appeal to the advertisers.

Advertising has suffused our culture and
our language, helping to form a consumer
culture (see CULTURE: CONSUMER CULTURE).
Its influence has been felt in modern art move-
ments such as pop art; its snappy techniques as
developed for TV have been widely adopted in
the cinema. It has drawn into its service actors,
celebrities, artists, photographers, writers,
designers and film makers. It is often said that on
TV the adverts are better than the programmes;
there is a grain of truth here, as there is in the
claim that it is because of the adverts, and the
goals of those who commission and make
them, that the programmes are not better, more
original or more challenging. See ADVERTISING
STANDARDS AUTHORITY (UK); ADVERTIS-
ING: TARGETED ADVERTISING; AIDA MODEL;
COMMERCIAL RADIO (UK); BRAND: GRAPHIC
REVOLUTION; HARMONIOUS INTERACTION;
PRODUCT PLACEMENT; SPONSORSHIP; SPON-
SORSHIP OF BROADCAST PROGRAMMES (UK);
SUBLIMINAL.

»Anne M. Cronin, Advertising and Consumer
Citizenship: Gender, Images and Rights (Routledge,
2000); John Tullock, Watching Television Audiences:
Cultural Theories and Methods (Arnold, 2000);
Peter N. Stearns, Consumerism in World History:
The Global Transformation of Desire (Routledge,
2001); Sean Brierley, The Advertising Handbook
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Advertising: ambient advertising

(Routledge, 2002); John O’Shaughnessy and Nicholas
Jackson O’Shaughnessy, Persuasion in Advertising
(Routledge, 2004); Ken Burtenshaw, Nik Mahon
and Caroline Barfoot, The Fundamentals of Creative
Advertising (AVA Publishing, 2006); David Ogilvy,
Ogilvy on Advertising (Prion, 2007); Vance Packard,
The Hidden Persuaders (Ig Publishing, 2007 edn with
introduction by Mark Crispin Miller); Mark Tungate,
Adland: a global history of advertising (Kogan Page,
2007).
Advertising: ambient advertising Adver-
tisements that feature in contexts other than
the printed page, on film or in broadcasting,
which we encounter in everyday life situations
and are designed to surround and confront the
prospective customer — in the street, on bus
shelters, in underground stations and trains, in
airports, public lavatories and latterly in places
of education; indeed wherever there is space for
the advertiser to press home image and message.
An alternative term is captive audience adver-
tising. David Bollier of the Annenburg School
of Communications, in an article entitled “The
grotesque, smirking gargoyle: The commercial-
ization of America’s consciousness’ published
on the tom.paine.com website (8 August 2002),
writes of advertising ‘ambushing people as they
use public restrooms, gas pumps, elevators ... By
ones and twos, such actions generally are incon-
sequential. In aggregate, however, the sheer
pervasiveness of commercialism in public spaces
and contemporary life has the malodorous whiff
of a Corporate Big Brother’ Bollier believes that
the ‘sheer ubiquity of marketing in hundreds of
nooks and crannies of daily life has become a
defining framework of cultural values.
Advertising boycotts The reliance of the press
and of commercial television upon advertising
for revenue indicates the important influence
advertisers and their clients can wield over the
media. Where a newspaper may be deemed to be
publishing material or expressing views which
might be detrimental to consumerist interest,
companies pull out their expensive advertise-
ment — or threaten to do so, and thus exercise
censorship. The financial consequences of such
boycotts can be devastating.
Advertising: Internet advertising There
is consensus that the INTERNET has had the
effect of redrawing the landscape of advertis-
ing. Essentially, advertisers know more about
us as consumers because, as we use the Net,
operate our Internet-accessible mobile phones,
we reveal more information about who we
are, what our tastes are and how we exchange
information about ourselves with others. On

FACEBOOK, Bebo and MYSPACE, in TWEETS and
in social networking generally (see NETWORK-
ING: SOCIAL NETWORKING) we make ourselves
easy targets for advertisers. Our sharing is an
advertiser’s opportunity, hence the growth of
behavioural targeting.

Not only do advertisers track our activities,
our patterns of behaviour, and then match them
with appropriately directed commercials, they
encourage us — in the spirit of the Internet —
to participate in our own marketization: we
purchase a romantic novel online and a galaxy
of other romances are presented for our delecta-
tion. For ad purposes, we have been typecast; we
have become consumer-engaged.

Ads appear on personal and group blogs (see
BLOGGING), in many cases allowing bloggers
to recoup their costs. Marketers have quickly
come to recognize that ‘in-your-face’ advertising
meets resistance online, while a key strategy is
to make ads seem more informational, and more
personal and more discreet.

Online ad-dramas such as Bebo’s Kate Modern
(2008) have integrated advertising into the
narrative, usually with a degree of finesse that
avoids detracting from the story. ‘Integrations)
as the ad business refers to them, are the Net’s
version of PRODUCT PLACEMENT in films and
TV, only with Net ad-drama the viewers them-
selves can be integrated into the story by, for
example, inviting them to be film extras.

Production costs have remained problematic:
sponsors want their products integrated, thus
the number of sponsors has to be limited to
the number of products or services that can
be reasonably absorbed in the drama. Bebo
pulled out of funding ad-drama in 2009 despite
the success, albeit temporary, of a number of
online productions such as Kirill, The Gap
Year, Gotham Girls and Zombie Bashers. See
ADVERTISING: TARGETED ADVERTISING; WEB
OR ONLINE DRAMA.

Advertising Standards Authority (ASA) Inde-

pendent body set up by the advertising industry
to police rules incorporated in advertising codes.
On 1 November 2004 the ASA became the
regulatory authority for broadcasting advertising
following the COMMUNICATIONS ACT, 2003 and
the creation of the Office of Communications
(Ofcom). The Authority’s mission is to ‘apply
the advertising codes and uphold standards
in all media on behalf of consumers, business
and society’ It offers a ‘one-stop’ approach to
customer complaints, a ‘single point of reference
for consumers, advertisers and broadcasters,
while respecting the different obligations inher-



ent in broadcast and non-broadcast media — the
one licensed, the other not’

The Committee of Advertising Practice (CAP)
revises and enforces the CAP Code, which is
‘primarily concerned with the content of market
communications. The ASA endorses and admin-
isters the Code, ensuring that the self-regulatory
system works in the public interest. There are
codes for non-broadcast media, radio and TV
and text services. The Non-Broadcasting Code
covers topics such as Decency, Honesty, Truth-
fulness, Matters of Opinion, Fear and Distress,
and Safety.

For example, Section 11, on Violence and
Anti-Social Behaviour, states that ‘marketing
communications should contain nothing that
condones or is likely to provoke violence or anti-
social behaviour, while Section 13, Protection
of Privacy, urges marketers ‘to obtain written
permission before referring to or portraying
members of the public or their identifiable
possessions’; however, ‘the use of crowd scenes
or general public locations may be acceptable
without permission’

The Broadcasting Committee of Advertising
Practice (BCAP) is under contract from Ofcom
to supervise advertising on radio and TV.
Section 9 of the Radio Code deals with Good
Taste, Decency and Offences to Public Feeling:
‘Each station is expected to ... take into account
the sensitivities of all sections of its audience
when deciding on the acceptability or scheduling
of advertisements’

Under Section 11, Children and Younger
Listeners, the code states that ‘prices of products
advertised to younger listeners must not be mini-
mized by words such as “only” and “just”; nor
should ads ‘lead children to believe that unless
they have or use the product advertised they
will be inferior in some way to other children or
liable to be held in contempt or ridicule’ Inviting
children to ask Mum to ask Dad to buy an adver-
tised product also breaks the rules. Section 13 of
the Radio Code, Racial Discrimination, declares
that advertising ‘must not include any material
which might reasonably be construed by ethnic
minorities to be hurtful or tasteless!

The TV Code covers similar ground to the
other codes. Section 4, Political and Controver-
sial Issues, states that no advertisement ‘(a) may
be inserted by or on behalf of any body whose
objects are wholly or mainly of a political nature
(b) may be directed towards any political end (c)
may have any relation to any industrial dispute
(with limited exceptions). Section 10 on Religion,
Faith, Systems of Belief forbids ‘(a) advertising by

Affect displays

or on behalf of, any organization or individual
whose objectives are or appear to be wholly or
mainly concerned with religion, faith or other
philosophies or beliefs (b) any other advertising
which appears to have a doctrinal objective (c)
advertising for commercial products or services
which reflect doctrine!

While the TV Code seeks to ‘prevent causing
offence to viewers generally or to particular
groups in society (for example by causing signifi-
cant distress, disgust or insult, by offending
against widespread public feeling); it recognizes
legitimate differences of opinion on certain
matters: ‘The ASA and BCAP will not act ...
where advertising is simply criticized for not
being in “good taste” unless the material also
offends against generally accepted moral, social
or cultural standards. Apart from freedom of
speech considerations, there are often large and
sometimes contradictory differences in views
about what constitutes “bad taste” or what
should be deplored’

On matters of redress, the ASA states: ‘The
vast majority of advertisers, promoters and direct
marketers comply [with the codes]. Those that do
not may be subject to sanctions. Adverse publicity
may result from the rulings published by the ASA
weekly on its website. The media, contractors and
service providers may withhold their services or
deny access to space. Trading privileges (includ-
ing direct mail discounts) and recognition may
be revoked, withdrawn or temporarily withheld.
Pre-vetting may be imposed and, in some cases,
non-complying parties can be referred to the
Office of Fair Trading for action, where appropri-
ate, under the Control of Misleading Advertise-
ments Regulations!

The ASA publishes regular news and reports
on its adjudications of high-profile ad campaigns,
and it carries on its website (www.a.s.a.org.
uk) instructions on how the public can make
complaints, including a complaint form with
space for 1,500 words of explanation. See SPON-
SORSHIP: BROADCAST PROGRAMMES (UK).

Advertising: targeted advertising Each

consumer leaves a ‘purchasing trail registered
either at the checkout of a shop or store or
by ordering goods and services online. This
trail constitutes a personal story in which the
consumer’s tastes and patterns of consump-
tion can be measured. Prior knowledge allows
companies to more accurately predict purchas-
ing behaviour. See SURVEILLANCE.

Aesthetic Code See CODEs.
Affect displays See NON-VERBAL BEHAVIOUR;

REPERTOIRE.



Affective

Affective See COGNITIVE (AND AFFECTIVE).
Agenda-setting Term used to describe the way

the attributes of each object. Just as there is an
agenda of public issues, political candidates, or

the media set the order of importance of current
issues, especially in the reportage of news.
Closely linked with the process of GATEKEEPING,
agenda-setting defines the context of transmis-
sion, establishes the terms of reference and
determines the limits of debate. In BROADCAST-
ING the agenda is more assertive than in news-
papers where the reader can ignore the order of
priorities set by the paper’s editorial team and
turn straight to the small ads or the sports pages.
Broadcasting is linear — one item following after
another — and its agenda unavoidable (except
by switching off). Interviewers in broadcasting
are in control of pre-set agendas. They initiate
and formulate the questions to be asked, and
have the chairperson’s power of excluding areas
of discussion. Very rarely does an interviewee
break free from this form of control and succeed
in widening the context of debate beyond what is
‘on the agenda’

G. Ray Funkhouser and Eugene F. Shaw in
an article entitled ‘How synthetic experience
shapes social reality’ in Journal of Communica-
tion, Spring 1990, subdivide agenda-setting into
micro-agenda-setting and macro-agenda-setting.
The first describes the way the mass media are
able, through emphasis on content, to influence
public perceptions of the relative importance
of specific issues. The second they define as
follows: ‘The potential of electronic media to
colour, distort, and perhaps even degrade an
entire cultural world view, by presenting images
of the world suited to the agenda of the media
(in the US case, commercial interests), we might
term “macro-agenda-setting”.

In recent years agenda-setting has been viewed
as working from two levels, that of subject and
that of attribute; and the theory is that the
media’s attention to the attributes of a subject
is met with a corresponding image in the mind
of the public. Level 1 of agenda-setting concerns
the central theme or object of a public issue/
news story; Level 2, the salient characteristics of
the theme or object as emphasized by the media.

In an article, ‘Agenda-setting in the 1996 Span-
ish General Election, published in the Journal
of Communication, Spring 2000, Maxwell
McCombs, Esteban Lopez Escobar and Juan
Pablo Llamas refer to ‘agendas of attributes, those
characteristics and traits that fill out the picture
of each object’ Some attributes are emphasized,
given prominence, others de-emphasized, ‘while
many are ignored’ McCombs and his colleagues
explain: ‘Just as objects vary in salience, so do

some other set of objects, there is also an agenda
of attributes for each object. Both the selection
by journalists of objects for attention and the
selection of attributes for detailing the pictures
of these objects are powerful agenda-setting
roles!

The authors point out that ‘although object and
attribute salience are conceptually distinct, they
are integral and simultaneously present aspects
of the agenda-setting process. In their research
into public attitudes to candidates at the 1996
election in Spain, the following attributes of the
major contenders were measured: the ideology/
issues position of rival candidates, biographical
details, perceived qualifications and integrity.

The function of MASs MEDIA as agenda-setters
has, to a degree, been diluted by INTERNET
rivals, in particular the advent of the BLoGO-
SPHERE. Zizi Papacharissi in her chapter, ‘The
citizen is the message: alternative modes of civic
engagement’ in the book she edited, Journalism
and Citizenship: New Agendas in Communica-
tion (Routledge, 2009), writes: ‘For monitorial
citizens, blogs present the space where what is
defined as public, can be challenged, and where
hierarchies of issues determined by power elites
can be revised, and agendas re-aligned ... A
post on a blog, a video log in YouTube, even the
practice of following a blog represents public
expressions of private dissent, albeit mild, with
a mainstream media agenda determined by
elite power constellations! See DEMOTIC TURN;
FACEBOOK; JOURNALISM: CITIZEN JOURNAL-
ISM; MCCOMBS AND SHAW'S AGENDA-SETTING
MODEL OF MEDIA EFFECTS, 1976; PROTOTYPING
CONCEPT; ROGERS AND DEARING’S AGENDA-
SETTING MODEL, 1987; TWITTER; YOUTUBE.

Agenda-setting research A key area of

research into the relationship between mass
communication and audience consumption of
media, agenda-setting research generally takes
two forms. James W. Dearing and Everett M.
Rogers in Agenda-Setting (Sage, 1996) explain
that research has traditionally taken a hierarchi-
cal form; this they describe as ‘one-point-in-time
correlation comparisons of media content
with aggregated responses by the public to
survey questions about issue salience; that is,
their perceived importance. More recently the
research approach has been through longitudinal
studies. Such investigations ‘include over-time
participant observation in media organizations’
as well as the analysis of quantitative variables
such as REAL WORLD INDICATORS.



Longitudinal studies can detect trends and
directions of influence; tease out whether media
coverage prompts public awareness and interest
or whether the media perch on the ‘bandwagon’
of public opinion. The over-time study can
identify variants of events and issues and thus, as
Dearing and Rogers put it, ‘illuminate the nature
of media effects with special clarity ...

A further focus of research into agenda-setting
involves what Dearing and Rogers term ‘trigger
events. These act as a ‘cue-to-action that occurs
at a point in time; each trigger event serving ‘to
crystallize attention and action! A trigger event
essentially ‘simplifies the nature of a complex
issue into a form that the public can more easily
understand’

Agitprop The Department of Agitation and
Propaganda was created in 1920 as part of the
Central Committee Secretariat of the Commu-
nist Party of the Soviet Union. Its responsibility
was to use all available media — especially
film — to disseminate information and ideas to
the population of the world’s first Communist
state. The term ‘agitprop’ has come to be used
to describe any unashamedly political propagan-
dizing.

Agora In the city states of ancient Greece the agora
was the place of assembly where the free citizens
debated matters of public concern; where public
opinion was formulated and asserted. Public
spaces have long been surrendered to enclosure
or to shopping malls, but the concept remains;
its practice continues at second remove — the
media speak for the people, purporting to
articulate and defend public interest in their role
as WATCHDOGS, guarding the public from the
abuses of state. PUBLIC SERVICE BROADCASTING
(psB) is perceived as an extension of the agora;
hence the concern often expressed about the
privatization of broadcast media, that it is turn-
ing the agora into a marketplace of commodities
rather than a marketplace of ideas and debate.
However, it could be claimed that a modern, and
expanding, form of the agora is the INTERNET.
See BLOGOSPHERE; INFORMATION COMMONS;
MEDIASPHERE; PUBLIC OPINION; SALON
DISCOURSE.

AIDA model Guide to the principal stages of
advertising a product or service: A — create
Awareness; I — create Interest; D — promote
Desire; A — stimulate Action or response.
Alexandra Palace Birthplace of television in the
United Kingdom. The first TV broadcasting took
place from London’s ‘Ally Pally’ on 2 November
1936. Initially the service reached only a few
hundred privileged viewers in and around the

al-Jazeera

capital. Some 400 TV sets, each costing around
£100 — the price of a small car — were in use.
With the coming of the Second World War, TV
broadcasts came to an abrupt end on 1 Septem-
ber 1939, by which time there were an estimated
20,000 TV sets in operation. The Alexandra
Palace studios opened for business again on 7
June 1946 but had to briefly shut down trans-
mission once more in early 1947 because of the
acute fuel crisis. The Alexandra Palace studios
remained in service until 1955. See BROADCAST-
ING; TELEVISION.

Alienation As a concept, derives largely from the

work of Karl Marx (1818—83), who argued that
the organization of industrial production robbed
people of opportunities for meaningful and
creative work, performed in cooperation with
others and over which they had some control.
Researchers have posed the question whether
the mass character of the modern communica-
tions industry produces a sense of alienation in
its own workers. Lewis Coser in Men of Ideas
(Free Press, 1965) believes that the industrial
mode of production within media organizations
hamstrings the individual producer by deny-
ing his or her creativity in the quest for a mass
culture, and that this results in alienation.

The term has a wider application. Alienation
is seen as a socio-psychological condition which
affects certain individuals. William Kornhauser
in The Politics of Mass Society (Free Press,
1959) argues that the breakdown and decline of
community groups and the extended family in
modern society produces feelings of isolation
and increases the possibility that people will be
influenced by the appeals of extremist political
groups. Some theorists view alienation as a
potentially significant variable in determining an
individual’s receptivity to mass communication.
There are echoes of the notion of the alienated
and isolated individual in the mass society
theory of the media, for example. See ANOMIE;
INTERVENING VARIABLES (IVS).

» Denis McQuail, Mass Communication Theory
(Sage, 2010).

Alignment See FRAMING.
al-Jazeera Arab satellite TV network, sharing

news and current affairs in high-definition.
Started up in 1996, al-Jazeera grabbed world
headlines with its exclusive news footage from
Taliban-held areas during the war in Afghani-
stan, 2002 and the US pursuit of Osama bin
Laden, thought to have masterminded the events
of 11 September 2001. Translated as ‘Peninsula;
al-Jazeera scooped rival Western channels with
bin Laden’s pre-recorded video messages. The
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channel’s coverage of world affairs, including
the Israeli-Palestinian conflict and the second
Gulf War (2003) and the occupation of Iraq, has
offered alternative perspectives and analysis,
braving CENSORsHIP whenever it is threatened.

Often referred to as the Arab world’s BBC,
al-Jazeera is based in Qatar, and is substantially
funded by its liberalizing emir. It was through
al-Jazeera that viewers were able to witness
the destruction by the Taliban of the giant
Bamiyan Buddhas. Noureddine Miladi in
‘Mapping the Al-Jazeera Phenomenon’ in War
and the Media: Reporting Conflict 24/7 (Sage,
2003), edited by Daya Kishan Thussu and Des
Freedman, says that with a regular audience of
35 million and available to most of the world’s
310 million Arabs, al-Jazeera ‘has redefined
Arab broadcasting’: “The weekly talk shows and
discussion programmes often tackle crucial yet
taboo subjects, like human rights, democracy
and political corruption, women’s freedom,
banned political groups, polygamy, torture and
rival interpretations of Islamic teachings, which
other Arab channels ‘would not even consider
screening ... The animated political discussions
that were confined to private spaces in Arab
countries have been brought into the open after
decades of stagnation and state censorship, to be
debated at a transnational level ...

Unmediated by Western media influences,
al-Jazeera has incurred the wrath both of the
West — the US in particular — and of Arab
governments. In a UK Guardian article entitled
‘Reality Television’ (21 April 2004), writing
of his time as London correspondent for the
website al-jazeera.net, Arthur Nelsen refers to
al-Jazeera’s ‘track record of honest and accurate
reporting, commending its ‘principled plural-
ism in face of brutal and authoritarian regimes
within the region, and increasingly from those
without. This, in Nelsen’s view, ‘is why it has been
vilified, criminalized and bombed. It is also why
it should be defended by those who genuinely
believe that successful societies depend upon an
independent media’

A significant advance occurred with the intro-
duction of al-Jazeera English (AJE) in November
2006; and global interest in the organization’s
news service accelerated as it reported the
massed rallies of popular protest against North
African and Arab regimes in 2010 and 2011 (see
MOBILIZATION).

al-Jazeera English is available in over a
hundred countries and broadcasts from Doha,
Kuala Lumpur, London and Washington DC.
The reluctance in the US to strike distribution

deals limited TV access to America, but AJE’s
services were readily available online and promi-
nently carried on YouTube.

» Mohammed El-Nawawy and Adel Iskander,
Al-Jazeera: The Story of the Network That Is Rattling
Governments and Redefining Modern Journalism
(Westview, 2003); Mohamed Zayani, ed., The
Al-Jazeera Phenomenon: Critical Perspectives on New
Arab Media (Pluto, 2005); Hugh Miles, Al-Jazeera:
How Arab TV News Challenged the World (Abacus,
2005).

*Alleyne’'s news revolution model, 1997 In

News Revolution: Political and Economic Deci-
sions about Global Information (Macmillan,
1997), Mark D. Alleyne offers a model which
‘is both a description of the international news
system’s political economy and a theory of the
international relations of that system’ The Global
News System comprises ‘the system of compa-
nies, organizations and people that produce
the world’s news’ It works according to two
necessities, Economic and Democratic, the latter
describing ‘the body of reasons used to justify
the existence of the news media’ — the political
justifications; and these Alleyne classifies as (1)
watchdogs on government; (2) ‘conduits for the
two-way flow of information between people
and their government’; and (3) ‘as a source of
information in the so-called marketplace of
ideas’

Along with political justification there is
economic necessity: ‘The press system and
the economic system interact at a basic level
whenever the media carry advertising. At a more
sophisticated level, the media perform the infor-
mation functions needed for trade, currency,
equities, and bond markets to perform! Not least
of the factors relating to economics is the capac-
ity of the media to attract or deter capital: ‘News
of political instability scares away investors.
More positive news attracts them’

The Global News System operates in relation
to three structures of power/authority: the politi-
cal structure (states, international organizations,
etc.); the production structure (international
trade in goods and services); and financial struc-
tures (markets in currency, financial services,
etc.). The model identifies a dynamic of interact-
ing and sometimes conflicting claims, which
often operate in a process of exchange — what
Alleyne terms a ‘trade in claims’; what the media
want from the power structures and what those
structures want from the media with regard to
the nature of information and its flow.

Says Alleyne, ‘Like the news media, these
actors [states, companies, international orga-



POWER/AUTHORITY
STRUCTURES:

¢ Political Structure
— States -

<< CLAIMS

Amazon.com

— International
Organizations — Professional integrity DEMOCRATIC
— Other pla'yers 3 — Physical protection NECESSITY
(e.g. governing authorities, — Propaganda (structural -
nationalist movements) and self-interested) Press Systems << >> Political Systems

l

Production Structure

GLOBAL NEWS SYSTEM

ECONOMIC

— International trade in
goods and services
— lllegal trade

_

Financial Structures

(e.g. drug trade) VALUE OF INFORMATION
(Utility + Speed + Quality)

CLAIMS >>>>>>>>

NECESSITY
Press Systems << >> Economic Systems

— International markets

in currency, stocks
and bonds
— Financial services
(e.g. insurance,
management consulting)

— Propaganda

— Censorship

— Market efficiency
— Self-preservation

Alleyne’s news revolution model, 1997

nizations] like to manage what information
the news media disseminate about them. They
do this through censorship and propaganda.
Like the news media, these actors seek self-
preservation, and the actors operating in the
market place are particularly concerned with
getting information that will help them make
efficient decisions. Alleyne’s own claim for his
model is that it ‘takes us from the stage of merely
describing the wonders of new technologies and
assuming positive political consequences from
the so-called information revolution to a clear
explanation and understanding of how the news
media function in international relations’
Allness attitude Gail and Michelle Myers in The
Dynamics of Human Communication (McGraw-
Hill, 1985) refer to what Alfred Korzybski termed
‘allness; that is the attitude that you can know
or say all there is about a person, group, issue
and so on. As Myers and Myers point out, the
allness attitude can constitute a considerable
barrier in communication. It may mean that you
communicate with certain people on the basis
that you know all there is to know about them or
the topic under discussion, and few people take
kindly to such assumptions.
The attitude may also affect how you receive
messages. For example, you may believe you
already know all that you are being told, or you

may reject a message which contradicts what you
think you know. As Myers and Myers conclude,
“The allness attitude may do much to prevent you
from developing satisfying relationships with
others and from communicating effectively with
them!

Allusion See HISTORICAL ALLUSION.

Alternative computing See HACKER, HACK-
TIVIST.

Alternative (radical) media See MEDIA ACTIV-
ISM.

Amazon.com US Seattle-based electronic
superstore selling everything from books to
computers, from cameras to furniture, from
gourmet food to health products, clothing and
groceries worldwide. Named after the earth’s
longest river and with ambitions to be the first
and biggest online shopping mall, Amazon was
founded in 1995 by Jeff Bezos, beginning life
with books only and achieving profitability by
2001. The company soon began to run the retail
websites of major corporations, at the same
time acquiring network-related enterprises such
as Bookpages (UK), Telebook (Germany) and
the Internet Movie Database that would drive
forward Amazon business. The company moved
into online music retailing in 1998, launching the
Amazon MP3 in 2007 and the e-book reader,
Kindle, in the same year.



Amplitude

As with all the online traders, diversification
has been key to survival and prosperity; the
company partnered 20th Century Fox in a film
production, The Stolen Child in 2008. Amazon
also ensured that it was in the vanguard of enter-
prises supporting the increase of independent,
print-on-demand (POD) publishing, creating
in 2010 Amazon Encore (republishing works
of quality that had gone out of print, suffered
neglect, or both) and Amazon Crossing (trans-
lating and issuing French works into English, the
first of these being The King of Kahel, 2010).

Like other online operators Amazon has
been involved in controversies concerning anti-
competitiveness, price discrimination, CENSOR-
sHIP and acting outside international copyright
laws. It took flak in 2010 for putting a bar on
WIKILEAKS business, justifying its decision
on the grounds that the WHISTLEBLOWER had
broken Amazon’s rules for usage.

Amplitude See NEWS VALUES.

Analysis: modes of media analysis See
DISCOURSE ANALYSIS; ETHNOGRAPHIC
(APPROACH TO AUDIENCE MEASUREMENT);
FUNCTIONALIST; MARXIST; SOCIAL ACTION
(MODES OF MEDIA ANALYSIS).

Anarchist cinema Epitomized in the work of
French film-maker Jean Vigo (1905-34) who
was twelve when his anarchist father, known
as Miguel Almereyda, was found strangled in a
French police cell in 1917. In A propos de Nice
(1930), Vigo expressed the anarchist’s views on
inequality, contrasting the luxurious, suntanned
life of wealthy holidaymakers with the underfed,
deformed bodies of slum children. In his comic
masterpiece Zero de Conduite (Nought for
Conduct) produced in 1932, Vigo used anarchist
friends as actors. His theme was the rebellion of
schoolchildren against the rigidity of the school
authorities. It was immediately banned by the
French authorities. Vigo was a direct inspiration
for the ‘anarchistic’ film of a modern, public
school rebellion in Lindsay Anderson’s If, made
in 1968. (Anarchy: complete absence of law or
government.)

Anchorage The part that captions play in helping
to frame, or anchor, the meaning of photographic
images, as reproduced in newspapers and
magazines. French philosopher Roland Barthes
used this term to describe the way captions help
‘fix’ or narrow down the choice of meanings of
the published image. He defines the caption as
a ‘parasitic message designed to connote the
image’

*Andersch, Staats and Bostrom’s model
of communication, 1969 Environmental
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or contextual factors are at the centre of the
communication model devised by Elizabeth
G. Andersch, Lorin C. Staats and Robert N.
Bostrom and presented in Communication
in Everyday Use (Holt, Rinehart & Winston).
Like BARNLAND’'S TRANSACTIONAL MODEL,
this one stresses the transactional nature of the
communication process, in which messages and
their meanings are structured and evaluated by
the Sender and subjected to reconstruction and
evaluation on the part of the Receiver, all the
while interacting with factors (or stimuli) in the
environment. See TOPIC GUIDE under COMMU-
NICATION MODELS.

Anecdote A short narrative, usually of a personal
nature, used to illustrate a general issue.
Anecdotes are often used in media coverage to
heighten the emotional aspect of an issue. Colin
Seymour-Ure in The Political Impact of the Mass
Media (Constable, 1974) recounts the use made
of one such anecdote by the politician Enoch
Powell in his efforts to bring the immigration
issue to public attention during 1967 and 1968.
Powell claimed to have received a letter from a
correspondent in Northumberland expressing
concern about an elderly widow in Wolverhamp-
ton who feared harassment by newly arrived
immigrants in the area. This anecdote was widely
reported by the press, yet, despite strenuous
efforts, no trace of the elderly widow could be
found. The story did, however, do much to fuel
the emotive manner in which the immigration
issue was discussed in the popular press. See
LOONY LEFTISM.

Animatic Sequence of drawings representing the
story of a television advertisement, prior to film-
ing. Another term for STORYBOARD.

Animation The process of filming still drawings,
puppets, etc. in sequence to give the illusion of
movement; also the actual direct drawing and
painting on to positive or negative stock or on to
clear celluloid itself. Long before CINEMATOG-
RAPHY was invented, devices were in use which
gave drawings the illusion of movement. By 1882
Emile Reynauld had combined his Praxinoscope
with a projector and a decade later opened the
Théatre Optique in the Musée Grevin in Paris.

Live-action cinema became all-important
once the Lumiere brothers had shown its possi-
bilities in 1895, but animation soon captured
interest, from 1908 onwards, with the work of
J. Stuart Blackton in the US and Emile Cohl in
France. New York Herald cartoonist Winsor
McCay made Gertie the Dinosaur in 1909, and
in 1919 the first animated feature, The Sinking of
the Lusitania.
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Animation
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Andersch, Staats and Bostrom’s model of communication, 1969 ‘

In November 1928 Walt Disney (1901-66)
presented Mortimer, later Mickey Mouse, to the
world using synchronous sound, in Steamboat
Willie, along with his Skeleton Dance (1929), one
of the true classics of animation film. The labo-
riousness of producing thousands of drawings
for filming was dramatically altered in the 1980s
by the introduction to animated film-making of
computer graphics.

Cel (handdrawn) animation was generally
displaced by computer-generated (CG) anima-
tion, increasingly in the film industry in 3D (see
THREE-DIMENSIONAL (3D). Live action using
actors is integrated by CG imaging, blending the
real with the synthetic. What has been termed
motion capture (extensively used in video games)
records actor movement to activate digital char-
acter models. When facial expression and finger
movement are included, the process becomes
performance capture.

Among the most celebrated movie examples
using performance capture are Andy Serkis’s
Gollum in Peter Jackson’s Lord of the Rings:
The Fellowship of the Ring (2001), and James
Cameron’s Avatar (2009), the highest grossing
film of all time. Here, the Na'vi, inhabitants
of Pandora, are seven-foot CG fantasies yet
capturing human motion and emotion with an
amazingly heightened sense of reality.

At one time during the making of Avatar
the New Zealand visual effects company Weta
Digital employed 900 people, an indicator of
the prodigious scale and expense of Cameron’s
innovative enterprise.

Motion capture animation has also become
familiar in projects for TV, an example in the
UK being Headcases (2008), a satirical current
affairs show created by Henry Naylor for ITV,
using 3D animation in the style of Spitting Image
(ITV, 1984—96).
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Annan Commission Report on Broadcasting, 1977

» Paul Wells, Understanding Animation (Routledge,
1998); Wikipedia.

Annan Commission Report on Broadcast-
ing, 1977 Historian Lord Annan chaired the
Royal Commission on the Future of Broadcast-
ing, whose main task was to decide what should
happen to the BROADCASTING industry once the
right to broadcast of the RADIO and TELEVISION
companies lapsed at the end of July 1979. The
Annan Commission was also asked to make
recommendations on a fourth television channel.

What Annan wanted above all was a shift from
duopoly to a more diverse system of broadcasting
in Britain: “We want the broadcasting industry
to grow. But we do not want more of the same
... What is needed now are programmes for the
different minorities which add up to make the
majority. Annan also declared that there was ‘a
widely shared feeling that British broadcasting
is run like a highly restricted club —managed
exclusively by broadcasters according to their
own criteria of what counts as good television
and radio’

The then Labour Government published

a white paper, Broadcasting (July 1978), in
response to Annan, but before there was time
for legislation, the Conservatives came to power
in May 1979. The Queen’s Speech promised the
fourth channel to commercial television and
the Annan proposal for an Open Broadcasting
Authority was rejected. See CHANNEL FOUR.
See also ToPIC GUIDE under COMMISSIONS,
COMMITTEES, LEGISLATION.
Anomie It was Emile Durkheim (1858-1917), a
French sociologist, who first used this term to
describe a state of ‘normlessness’ in which the
individual feels that there are no effective social
rules governing behaviour, or that those rules
and VALUES to which he/she is exposed are
conflicting and therefore confusing. The anomic
state is most likely to occur when contact with
others is limited. Durkheim linked anomie
with the disturbance caused by social change
and upheaval, and saw it as a temporary social
phenomenon. Several contemporary observers
consider it a more permanent feature of modern
industrial society.

MASS SOCIETY theorists have tended to
view those suffering from anomie as being
particularly vulnerable to over-influence by mass
communication. Observers have also found that
some behaviour that was considered anomic was
in fact sub-cultural. Another feature of anomie is
that the individual may react to it by becoming
ceaselessly ambitious, and this in some cases can
lead to severe agitation and discontent.
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Dissatisfied ambition is a target for much
advertising and is often seen as a desirable trait
in modern capitalist societies — a perspective
reinforced by some of the outpourings from the
mass media. A question of concern, then, is the
contribution of the mass media and in particular
advertising to the condition of anomie. Anomie
can lead to extensive personal as well as social
breakdown, to suicide and mental illness as well
as to crime, delinquency, drug addiction and
alcoholism.

Anticipatory compliance Phrase used by

Bruce Dover in his book Rupert’s Adventure in
China (Tuttle Publishing, 2008) to describe how
editors working for the Murdoch media empire
know by nature, rather than directive, what they
can or cannot publish or broadcast. Dover, a
former vice-president of Murdoch in China,
writes ‘Murdoch very rarely issued directives or
instructions to his senior executives or editors.
What was expected was ‘a sort of “anticipatory
compliance”. One didn’t need to be instructed
about what to do, one simply knew what was in
one’s long-term interests!

Anti-language According to Martin Montgom-

ery in An Introduction to Language and Society
(Routledge, 1995), anti-languages ‘may be under-
stood as extreme versions of social dialects’
Typically, anti-languages are developed by sub-
cultures and groups that take an antagonistic
stance towards mainstream society. This stance
may be general or relate to a specific area of
social activity. Further, the core activities of the
group — those around which the anti-language
often develops — may well be illegal. The anti-
language serves both to establish a boundary and
a degree of separateness between the group and
society, and to make its activities more difficult
for outsiders to detect and follow.

By their nature anti-languages are difficult to
study, but Montgomery discusses several types
including those developed in Polish prisons and
those used by the Calcutta underworld. Another
example could be that of Polari, described by
Ian Lucas in “The colour of eyes: Polari and the
Sisters of Perpetual Indulgence’ in Anna Livia
and Kira Hall, eds, Queerly Phrased: Language
Gender and Sexuality (Oxford University Press,
1997) as a kind of ‘British gay slang’ Polari was
popular among the homosexual community
in Britain during the 1950s and 1960s, before
crossing over into the mainstream. It has some-
times been employed in the comic portrayal of
camp characters. There is thought to be limited
contemporary use of Polari by the homosexual
community.



Anti-languages are created by a process of
relexicalization — that is, the substitution of new
vocabulary for old, usually those words which
refer to the activities which mark the group off
from the wider community. The grammar of
the parent language is often preserved. Making
up new words happens frequently in anti-
languages, thus making them even more difficult
to penetrate. Overlexicalization is often also a
feature of anti-languages. Here a variety of new
words may refer to an activity and may be used
interchangeably in order to mislead or confuse
‘outsiders.

Anti-Terrorism, Crime and Security Act
(UK), 2001 See TERRORISM: ANTI-TERRORISM,
CRIME AND SECURITY ACT.

Apache silence The complex meanings of
silence, as observed by the North American
Apache tribes, have been tabulated by K.H.
Basso in ‘To give up words: silence in Western
Apache culture’ in P. Giglioli, ed., Language and
Social Context (Penguin, 1972). Basso describes
Apache silence as ‘a response to uncertainty
and unpredictability in social relations. Often
baffling to the outsider, Apache silence was an
important element in the courtship process;
when meeting strangers; even when greeting
children back from a long journey; and in the
presence of other people’s grief. See coMMUNI-
CATION, NON-VERBAL.

> Adam Jaworski, The Power of Silence: Social and
Pragmatic Perspectives (Sage, 1993).

Apocryphal stories Those of doubtful origin,
false or spurious. See DEMONIZATION; FOLK
DEVILS; LOONY LEFTISM; MYTH; RUMOUR.
Apple Macintosh Name derives from an apple
cultivar, the McIntosh (called ‘the Mac’), popular
in New England and fixed on by the founders
of Apple Computers, Steve Wozniak and Steve
Jobs, 1 April 1976, though the names of other
pioneers of the personal computer (PC) — Jef
Raskin, Burrell Smith and Bill Atkinson — should
be equally celebrated. From its inception Apple
has been synonymous with innovative excellence
and good design.

A David in the PC world compared with the
Goliath of MICROSOFT, Apple (commanding 4
per cent of the computer market globally) never-
theless is a chart-stopper in terms of admiration
for its computer hardware and software and for
its enterprise in the field of digital telephony.

Both in terms of innovation and business
success Apple languished in the 1990s, this in
part because the dynamic Jobs fell out with the
company’s Chief Executive Officer and took his
energies elsewhere. However, with the return of

Apple Macintosh

Jobs to the company the Mac revolution picked
up apace. Innovations such as the HyperCard,
the MultiFinder, the Powerbook, the iMac —
advanced and stylish — and the iBook (Apple’s
first laptop computer) did good business and
established the company as a world leader.

In 2005 came the MacMini, a relatively inex-
pensive version of the Mac, proving immensely
popular and profitable. Jobs has been quoted as
saying, ‘I get asked a lot why Apple’s customers
are so loyal. It’s not because they belong to the
church of Mac! It’s because of the best service
and the quality of Apple’s products’

Apple is associated with ‘the next big thing’
in computing, creating landmarks such as the
iPhone, the iPod and sensationally in 2010,
the iPad tablet which in three days in June
registered sales of a quarter of a million and
within six months was approaching sales of ten
million. The iPod, a portable media player, was
introduced in 2001, taking 9o per cent of the
US market and selling a hundred million by
2007. PC World Magazine judged that the iPod
had ‘altered the landscape for portable audio
players. It has proved as useful for business as
for entertainment. The music software iTunes
Store, opened for business in 2003, soon offered
movies and computer games. In 2007 iTunes
Wi-Fi Music Store followed, and the celebrated
iPhone in the same year.

In 2011 Apple introduced its iCloud service,
allowing people to listen to music purchased
online for any Apple device with Internet
connection, this in competition with similar
offerings available from rivals AMAZON and
GOOGLE.

Like other global operators such as Google
and MICROSOFT, Apple Inc. has been involved
in controversy and litigation. In June 2006 the
UK Mail on Sunday reported on the suicides of
several workers at a factory run by Taiwan-based
electronics firm, Foxconn, manufacturer of
components for Apple (and Dell, HP and Nokia).
Evidence of guards at the Shenzhen factory beat-
ing workers was captured on video — a situation
the Apple management rushed to remedy.

Similar problems arose in China in August
2009 when it was revealed that another Apple
supplier at the Wintek factory in Suzhou,
Jiangsee Province, incurred a strike following
illness breaking out among workers as a result of
the illegal use of n-hexane instead of (the more
expensive) alcohol to clean screens of mobile
phones.

Apple has taken legal action to protect its
apple trademark. In April 2000 the Beijing
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Arbitrariness

Number One Intermediate People’s Court ruled
in favour of the Guangdong Apples Industry
Company, manufacturers of leather goods,
keeping its (winged) apple trademark. However,
in 2008 the Shenyang Municipal Intermediate
People’s Court found against the New Apple
Digital Technology Company, judging that a
trademark infringement had taken place and
was a case of unfair competition, although the
claimed damages were reduced.

Though Apple’s triumph with the multi-
functional iPad boosted the company’s profits
and reputation for innovation, the death of Jobs
in October 2011 cast a shadow of uncertainty
over Apple’s future.

Arbitrariness One of the characteristic features
of human LANGUAGE is that between an object
described and the word that describes it there
is a connection which is purely arbitrary — that
is, the speech sound does not reflect features
of the object denoted. For example, the word
‘chair’ describes the object, chair, because the
English have arbitrarily decided to name it thus
as a matter of convention. In contrast, onomato-
poeic expressions are representative rather than
arbitrary in that they reflect properties of the
nonlinguistic world (for example, clatter, buzz,
flap — and snap, crackle and pop).
‘Areopagitica’ Title of a tract or pamphlet by
the English poet John Milton (1608-74) in
defence of the freedom of the press, published
in 1644. Milton spoke out, with eloquence and
courage, following the revival of censorship by
parliamentary ordinance in 1643 (traditional
press censorship had broken down with the
Long Parliament’s abolition of the Star Chamber
in 1641). The title was taken from the Greek,
Areopagus — the hill of Ares or Mars in Athens,
where the highest judicial court held its sittings;
a ‘behind closed doors’ court.

Milton celebrated the power and influence
of the printed word: books ‘do preserve, as in a
vial, the purest efficacy and extraction of that
living intellect that bred them. I know they are
as lively, and as vigorously productive, as those
fabulous dragon’s teeth; and being sown up and
down, may chance to spring up armed men. And
yet, on the other hand, unless wariness be used,
as good almost kill a man as kill a good book:
who kills a man kills a reasonable creature, God’s
image; but he who destroys a good book, kills
reason itself, kills the image of God, as it were, in
the eye’ See MILTON’S PARADOX.

Article 19 This clause in the European Convention
for the Protection of Human Rights and Funda-
mental Freedom states: ‘(1) Everyone has the
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right to freedom of expression. This right shall
include freedom to hold opinions and to receive
and impart information and ideas without
interference by public authority and regardless
of frontiers. (2) The exercise of these freedoms,
since it carries with it duties and responsibilities,
may be subject to such formalities, conditions,
restrictions or penalties as are prescribed by law
and are necessary in a democratic society, in the
interests of national security, territorial integrity
or public safety ... for preventing the disclosure
of information received in confidence, or for
maintaining the authority and impartiality of the
judiciary’

The upholding of the Convention is the task of
the European Court of Human Rights, based in
Strasbourg. The article gave birth to a pressure
group, Article 19, centred in London, using elec-
tronic media to monitor state censorship around
the world. See CENSORSHIP and TOPIC GUIDE
under MEDIA: FREEDOM, CENSORSHIP.

Arqiva Commercial Radio Awards See

COMMERCIAL RADIO (UK).

Assertiveness To be assertive is to be able to

communicate one’s thoughts, feelings, beliefs,
ATTITUDES, positions and so on in a clear, confi-
dent, honest and direct manner; it is in short
to be able to stand up for oneself whilst also
taking into consideration the needs and rights of
other people. Anne Dickson in Women at Work
(Kogan Page, 2000) argues that, ‘Being assertive
... springs from a fulcrum of equality. It springs
from a balance between self and others ...

Being assertive differs from being aggressive in
that aggressiveness involves standing up for one’s
own rights and needs at the expense of others.
In recent years there has been much interest
in assertiveness training — that is, in enabling
people to develop techniques and strategies,
verbal and non-verbal, for INTERPERSONAL
COMMUNICATION which will encourage them to
assert themselves in social situations. The ability
to be assertive is linked to self-esteem and self-
confidence and thus to a positive SELF-CONCEPT.
Such training provides the opportunity for
considerable exploration of the relationship
between the self-concept and interpersonal
behaviour.

Whilst assertiveness in communication may
be encouraged in some individualistic cultures,
such as those of the US or UK, collectivistic
cultures, like those of Japan or China, tend to
stress the importance of respect for others, tact,
politeness and the maintenance of interpersonal
harmony. Thus in such cultures assertiveness
may be perceived as rudeness. Larry A. Samovar,



Richard E. Porter and Edwin R. McDaniel note in
Intercultural Communication: A Reader (Thom-
son Wadsworth, 2006) the degree to which
concern for the face of others may be taken in
Japanese culture: ‘So strong is that concern
for the feelings of others that the Japanese are
notorious for avoiding the word “no,” which they
find harsh’

These different perspectives on assertive-
ness can be found within a culturally diverse
society. Larry Samovar and Richard Porter in
Communication Between Cultures (Wadsworth/
Thomson Learning, 2001) provide the following
example from the US: ‘In yet another experiment
Caucasian mothers tended to interpret as posi-
tive those aspects of their children’s speech and
behaviour that reflected assertiveness, excite-
ment and interest.

‘Navajo mothers who observed the same
behaviour in their children reported them as
being mischievous and lacking discipline. To the
Navajo mothers, assertive speech and behaviour
reflected discourtesy, restlessness, self-centred-
ness, and lack of discipline ... It would seem that
assertiveness in communication is a potential
barrier to successful intercultural communica-
tion. See COMMUNICATION: FACEWORK; INTER-
CULTURAL COMMUNICATION; HIGH AND LOW
CONTEXT COMMUNICATION.

» Sue Bishop, Develop Your Assertiveness (Creating
Success) (Sunday Times/Kogan Page, 2010).

Attention model of mass communication

Denis McQuail in Mass Communication Theory:
An Introduction (Sage, 1987; 6th edition, 2010)
writes that ‘the essence of any market is to bring
goods and services to the attention of potential
customers and keep their interest’ Thus, in mass
media terms, the attention model is about stimu-
lus to buy: communication is considered to have
succeeded as soon as AUDIENCE attention has
been won, regardless of how this was brought
about. This paradigm contrasts with the TRANS-
MISSION MODEL OF MASS COMMUNICATION
which essentially relates to notions of PUBLIC
SERVICE BROADCASTING; that is, the function
of communication is to deliver messages; to
transmit information, knowledge, education
and enlightenment as well as to entertain. Hence
public service. See audience-as-public and
audience-as-market in the entry on AUDIENCE.

Attitudes We all hold a range of attitudes on
a variety of topics and issues. An attitude,
according to Milton Rokeach in “The nature of
attitudes, Encyclopaedia of the Social Sciences
(Collier-Macmillan, 1965), is ‘.. a relatively
enduring organization of beliefs around an

Attribution theory

object or situation predisposing one to respond
in some preferential manner’

Attitudes are learned from direct experience
or through socialization and are capable of being
changed. Attitudes may vary in their direction
(that is they may be positive, negative or neutral),
their intensity and in the degree of importance
attached to them. It is possible to discern three
component elements of an attitude: the cognitive
component, that is the knowledge one has, true
or false, about a particular subject which may
have been gathered from a wide range of sources;
the affective component, that is one’s emotional
response or feelings towards a particular subject
which will be linked to one’s beliefs and VALUES;
and the behaviour component, that is how one
reacts with respect to a certain subject.

Attitudes cannot be seen. Their existence can
only be inferred from what people say or do. It
is for this reason that accurate attitude measure-
ment is considered to be highly problematic:
people may not be willing to communicate what
they really think or feel. It is basically through
communicating with others that one develops
attitudes. Attitudes, once developed, influence
the way in which we perceive other people
and thus how we behave towards them. The
mass media may shape, reinforce or challenge
attitudes. For example, in conveying STEREO-
TYPES, mass media messages may shape people’s
attitudes towards GROUPs with which they have
had little, if any, contact. cAMPAIGNS, such
as ADVERTISING campaigns, may be designed
to change people’s attitudes towards a certain
product.

Attribute dimensions of agenda-setting See

AGENDA-SETTING.

Attribution theory Concerned with the

psychological processes by which individuals
attribute causes to behaviour. Such attribution
can be dispositional — behaviour attributed to
such factors as personality and attitude; or situ-
ational — behaviour attributed to factors in the
situation. We may, for example, blame a person’s
failure to gain employment on his/her laziness
(dispositional attribution) or on the state of
the economy (situational attribution). Richard
Gross in Psychology: The Science of Mind and
Behaviour (Hodder Arnold, 2005) explains that
such attributions are subject to the fundamental
attribution error, that is ‘to the general tendency
to overestimate the importance of personal/
dispositional factors relative to situational/
environmental factors as a cause of behaviour’
We seem particularly prone to this error when
making judgments about other people’s behav-
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Audience

iour, but are more likely to recognise the influ-
ence of situational factors on our own behaviour.
Carole Wade and Carol Tavris in Psychology
(HarperCollins, 1993) note that ‘when it comes
to explaining their own behaviour, most West-
erners tend to choose attributes that are favour-
able to them ... This self-serving bias means that
people like to take credit for their good actions
and let the situation account for their bad ones.
Dispositional attribution can be difficult to
change as evidence suggests that we are unwill-
ing to discard dispositional attributions even
when they are discredited. This may help explain
the persistence of STEREOTYPES and PREJUDICE.
Several studies have, however, noted cross-
cultural differences in the attribution process.
For example, J.G. Miller conducted a study
comparing subjects from the US with Hindus
in India as regards the use of dispositional
and situational attribution. In ‘Culture and the
development of everyday social explanation’ in
the Journal of Personality and Social Psychology
(1984, issue 46) Miller reported his discovery
that the subjects in the US were more likely than
the Hindu subjects in India to employ disposi-
tional rather than situational explanations for
behaviour.
» William Gudykunst and Young Yun Kim, Commu-
nicating with Strangers: An Approach to Intercultural
Communication (McGraw-Hill, 1997).

Audience Students of media communication

recognize the term audience as overarching all
the reception processes of message sending.
Thus there is the audience for theatre, TELEVI-
sioN and cinema; there is the RaDIO listener.
There is the audience for a pop concert or at a
public meeting. Communicators shape their
messages to fit the perceived needs of their audi-
ence: they calculate the level of receptiveness,
the degree of readiness to accept the message
and the mode of delivery.

Audience is readership too, and the success
in meeting audience/readership needs relies
extensively on FEEDBACK; also, perhaps more
significantly of late, identification of what audi-
ence actually is. Does it in any meaningful sense
actually exist, bearing in mind the inevitable
fragmentation of the traditional audience for
media as a result of the diversification of the
modes and channels of mass communication
on the one hand, and the accelerating growth of
network communication on the other?

Denis McQuail in Audience Analysis (Sage,
1997) writes of the ‘audience problem; acknowl-
edging that ‘there is much room for differences
of meaning, misunderstandings, and theoretical
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conflicts. He goes on, “The problems surround-
ing the concept [of audience] stem mainly from
the fact that a single and simple word is being
applied to an increasingly diverse and complex
reality!

McQuail’s book addresses these problems
in an interesting and illuminating manner. We
know that audiences exist; the trouble is that
without rigorous and sustained monitoring
through research in one form or another, they
are liable to ‘escape; that is from agencies of
control, whether these are governments, institu-
tions, advertisers or organizations that exist to
place audiences under surveillance and produce
the data on which decision-making is based.

McQuail does not go as far as agreeing with
some commentators that the audience for mass
media is verging on the extinct. In his chapter
on ‘The future of the audience concept’ there is a
subhead, “The audience lives on, suggesting that
the determination of communicators to hold
on to mass audiences along with that of those
who measure and monitor responses, has been
sufficiently successful to rescue audience from
escape.

In other words, fragmentation has been
checked if not halted. Audiences for mass
media have been slower to switch allegiance —
from public-service broadcasting services, for
example — than some have predicted; and a look
at the popularity of many programmes offered in
the UK by the BBC and independent television
would give substance to that argument. We may
still, in the words of the title of Ian Ang’s 1991
publication, be Desperately Seeking the Audience
(Routledge & Kegan Paul), but research indi-
cates, as McQuail points out, that the ‘dispersion
of [audience] attention among channels has been
marked by moderation and gradualness’

Current definitions and evaluations of audi-
ence, however, take in the enormous expansion
of INTERNET communication which, with the
advance of easy-to-use digital technology, allows
audiences also to be creators of media texts in
all their forms. In an online post to Press Think
(2006), Jay Rosen writes of ‘people formerly
known as the audience’ That ‘humble device’ the
blog ‘has given the press to us, while PoDCAST-
ING ‘gives radio to us. Rosen celebrates the fact
that now ‘the horizontal flow, citizen to citizen,
is as real and consequential as the vertical one’ In
other words, people are fast turning the ‘one-to-
many’ media experience to a ‘many to many’ one.

Graeme Turner in Ordinary People and the
Media: The Demotic Turn (Sage, 2010) writes,
‘In a context within which media outlets and



platforms are multiplying and audiences are
fragmenting, for many elements of the media
the search for a mass audience is fast losing its
rationality as the basis for doing business’

See BLOGOSPHERE; DEMOTIC TURN; DIGITAL
OPTIMISM; JOURNALISM: CITIZEN JOURNAL-
ISM; MOBILIZATION; NETWORKING: SOCIAL
NETWORKING; WEB 2.0. See also TOPIC GUIDE
under AUDIENCES/CONSUMPTION AND RECEP-
TION OF MEDIA.
> Pertti Alasuutari, ed., Rethinking the Media Audi-
ence: The New Agenda (Sage, 1999); Andy Ruddock,
Investigating Audiences (Sage, 2007); Michael
Higgins, The Media and Their Publics (Open Univer-
sity, 2007); Dan Hind, The Return of the Public (Verso,
2010); Philip M. Napoli, Audience Evolution: New
Technologies and the Transformation of Media Audi-
ences (Columbia University Press, 2011).
Audience: active audience An age-old media
debate centres on the nature of audience reac-
tion to traditional mass-media messages. The
notion of the active audience considers audi-
ences to be proactive and independent rather
than docile and accepting. The active audience
is seen to use the media rather than be used by
it (see USES AND GRATIFICATIONS THEORY).
This perception has come about substantially
through findings of research which has observed
members of audiences consuming media in their
own homes (see ETHNOGRAPHIC APPROACH TO
AUDIENCE MEASUREMENT).

Writing in the 1980s, American media analyst
Herbert Schiller took issue with the optimistic
view of the active or resistive audience. In
Culture Inc.: The Corporate Takeover of Public
Expression (Oxford University Press, 1989)
Schiller argues that transnational corporations
have colonized culture and cultural expression,
in the US and globally. He writes of ‘corporate
pillaging of the national information supply” and
the ‘proprietary control of information. Such
manifest power, he believes, calls into question
the active-audience paradigm: ‘A great emphasis
is given to the “resistance’, “subversion’, and
“empowerment” of the viewer. Where this resis-
tance and subversion of the audience lead and
what effects they have on the existing structure
of power remain a mystery’

In turn Schiller has been criticized for under-
estimating the potential resistance of audience
to ‘corporatization. John B. Thompson in The
Media and Modernity: A Social Theory of Media
(Polity, 1995) says that ‘even if one sympathizes
with Schiller’s broad theoretical view and his
critical perspectives, there are many respects in
which the argument is deeply unsatisfactory’ In

Audience: fragmentation of

particular, Thompson counters Schiller’s view
that American cultural imperialism has wreaked
havoc with indigenous cultures throughout the
world, and that it is a seemingly unstoppable
force. Thompson is of the opinion that ‘Schiller
... presents too uniform a view of American
media culture ... and of its global dominance’
The landscape of media-use has been
substantially altered with the advent of network
communication (see NETWORKING: SOCIAL
NETWORKING). Mass media has lost some of its
centrality in relation to audience; and audiences
have become much more proactive not only
in receiving messages, but also in becoming
producers of messages. They are able as never
before to pick and choose their online sources,
to feedback more readily, to become practised
communicators through blogs and enrolling
on various platforms of social interaction.
See AUDIENCE: FRAGMENTATION OF; BLOGO-
SPHERE; FACEBOOK; MYSPACE; TWITTER; SELF-
IDENTITY; SEMIOTIC POWER; YOUTUBE.

*Audience: fragmentation of In Audience

Analysis (Sage, 1997) Denis McQuail publishes
the following models, with acknowledgment to
Jan van Cuilenburg, illustrating in four succeed-
ing stages how audiences for mass media have
become fragmented since the early years of TV.
The Unitary Model ‘implies a single audience
that is more or less coextensive with the general
public’ The texts of media — BROADCASTING in
particular — were shared by all, and homogenous.

With the expansion of provision and the
increase in the number of channels, diversity
is shown in the Pluralist Model, representing
a ‘pattern of limited internal diversification’
The Core-Periphery Model ‘is one in which
the multiplication of channels makes possible
additional and competing alternatives outside
this framework!

At this stage, says McQuail, ‘it becomes
possible to enjoy a television diet that differs
significantly from the majority or mainstream’
The Breakup Model is characterized by ‘exten-
sive fragmentation and the disintegration of the
central core. The audience is distributed over
many different channels in no fixed pattern,
and there is only sporadically shared audience
experiences.

McQuail says that for the most part the ‘core’
still dominates audience use of TV: “The reasons
lie primarily in the near-universal appeal of
mainstream content and the advantages to media
organizations of continuing with mass provision,
plus the continuing habits and patterns of social
life! The author believes that ‘media change is
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Audience differentiation

The Unitary Model
The Pluralism Model
(diversity in unity)

’3 g‘ The Core—Periphery Model
(unity in diversity)
o @ The Breakup Mode!

(fragmentation)

Models of audience fragmentation

not enough on its own to disrupt established
patterns of shared culture. The Breakup stage ‘is
certainly becoming more possible; but it is ‘still a
hypothetical pattern and has not been realized’
See ToPIC GUIDE under NETWORK SOCIETY.

Audience differentiation Like the ‘mass)
audiences — for RADIO, TELEVISION, cinema or
readers of the PRESS — are often simplistically
regarded as a homogeneous lump. It is easier to
make generalizations that way, but misleading.
Audience differentiation works from the premise
that analysis of audience response to media
messages can only be purposeful if it recognizes
that the mass is a complex of individuals, differ-
entiated by gender, age, social class, profession,
education and CULTURE. See ANALYSIS: MODES
OF MEDIA ANALYSIS.

Audience measurement Investigation of the
size and constitution of mass media audiences
evolved into one of the world’s major service
industries. Initially, audience measurement,
or audience research (AR) is about number-
crunching: how many readers? How many listen-
ers or viewers? This data is then broken down
along lines of class, gender, spending-power,
age, occupation, etc. There are two categories
of measurement — quantitative and qualitative
— with pressure always to translate the one into
the other.
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In the UK, audience measurement of one kind
or another has operated since the beginning
of BROADCASTING. Once the monopoly of the
airwaves held by the BBC gave way to competi-
tion with the advent of commercial television,
audience preferences became increasingly
significant and audience measurement was
quickly regarded as a duty and a lifeline for
survival.

Two key terms are ratings and shares. A rating
is defined as the estimated percentage, in the
case of television, of all the “TV households’ or
of all the people within a demographic group
who view a specific programme or station. A
share refers to the percentage of the overall
viewing figures which a particular programme
commands.

As long ago as the 1980s, in Iuside Prime
Time (Pantheon, 1983) Todd Gitlin dubbed the
obsession of the TV networks with ratings ‘the
fetish of immediate numerical gratification’
This fetish now extends to ways of measuring
audience response using sensory devices that
register viewing habits, but the trickiest problem
concerning audience measurement is fragmen-
tation of use, through cable, video, DVD, satel-
lite, network communication and the multiple
functions of hand-held device, not to mention
the difficulties facing measurement with the



zapping and zipping that goes on, facilitated by
the remote control pad. See ETHNOGRAPHIC
APPROACH TO AUDIENCE MEASUREMENT.

» Shaun Moores, Interpreting Audiences: The Ethnog-
raphy of Media Consumption (Sage, 1993); James S.
Ettema and D. Charles Whitney, eds, Audiencemak-
ing: How Media Create the Audience (Sage, 1994);
Raymond Kent, ed., Measuring Media Audiences
(Routledge, 1994); Denis McQuail, Audience Analysis
(Sage, 1997); Marie Gillespie, ed., Media Audiences
(Open University, 2005); Michael Higgins, The Media
and Their Publics (Open University, 2007).

Audience needs See USES AND GRATIFICATIONS
THEORY; MASLOW’S HIERARCHY OF NEEDS. See
also TOPIC GUIDE under AUDIENCES/CONSUMP-
TION & RECEPTION OF MEDIA; MEDIA: POWER,
EFFECTS, INFLUENCE.

Autocue Or teleprompt. A device which uses
angled mirrors to project the words of a script
on to a screen just below the lens of the TV
camera. This enables a presenter to ‘read’ a script
without looking down.

Avaaz See ONLINE CAMPAIGNING.

Avant-garde The innovative, advance guard in
any art form; usually assaulting tradition and
boundaries of acceptability. The phrase was used
as early as 1845 by Gabriel-Desire Laverdant, and
the anarchist Michael Bakunin named a periodi-
cal LAvant-garde in 1878.

B

Bad language Lars Gunnar Andersson and Peter
Trudgill in Bad Language (Penguin, 1990), whilst
acknowledging that the term ‘bad language’ is
far from clear and unambiguous, refer to it as ‘all
those things (sounds, words and phrases) that
may be dangerous to use. Language contains
explosive totems that should be handled with
care’ The authors state that bad language can
be usefully analysed by explaining the possible
explosions which may be caused by certain
words, pronunciations or use of grammar.
They also argue that “Badness” is not found in
the language itself but in people’s views of the
language; indicating the importance of examin-
ing the values, attitudes and ideologies within
societies that underpin the evaluation of some
language as ‘bad.

When ordinary people are asked, Andersson
and Trudgill argue, “What do you think of when
you hear the phrase, bad language?, most of
them will certainly say ‘swearing. However,
Andersson and Trudgill point out that the term
is also used to refer to the use of slang and jargon,
the incorrect or misuse of words, certain accents

Balanced programming

and dialects and the use of ‘non-standard’
English. Several studies have shown that the
evaluation of language as ‘bad’ in a particular
instance will depend on a number of variables,
which include the degree to which taboo words
or words relating to taboo behaviour are used,
the social context and the social roles, age and
gender of the interactors.

So bad language can be difficult to pin down.
Edwin L. Battistella in Bad Language: Are Some
Words Better Than Others? (Oxford University
Press Inc., 2005) argues that ‘.. good and bad
language cannot be defined in absolute terms.
The standard language of one era, generation,
medium, or region might well differ from the
standard of another’

The media also has to be mindful of the
limits of acceptability as regards bad language,
or complaints will ensue. The Broadcasting
Standards Council, for example, undertook a
study in the early 1990s to explore perceptions of
and attitudes towards bad language in response
to the number of complaints received about its
use, particularly on television. The results were
published in a report edited by A. Millwood
Hargrave entitled A Matter of Manners? — The
Limits of Broadcasting Language (Broadcasting
Standards Council, Research Monograph Series:
3, John Libbey, 1991).

The time of viewing and social context in
which the programme was likely to be viewed,
particularly the likelihood of children being
around, were key variables affecting judgments
regarding the acceptability of language used.
Generally speaking, the study found that the
possibility that a word might offend others to be
an important factor in judging the acceptability
of its use.

Bad or offensive language in UK broadcasting
is dealt with in Section 1 of the Broadcasting
Code of orcowm, Protecting the Under-Eigh-
teens.

Back region, front region See IMPRESSION

MANAGEMENT.

Balanced programming The PILKINGTON

REPORT, 1962, put forward three criteria for the
creation of balance in TV programmes. Balance
would be achieved, Pilkington stated, if channels
provided the widest possible range of subject-
matter; if the fullest treatment was given to each
subject within the range; and if scheduling did
not create imbalances by concentrating certain
types of popular programmes at peak viewing
times while relegating others, deemed less acces-
sible, to inconvenient times.

Balance has a more controversial, politi-
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Ball-Rokeach and DeFleur's dependency model of mass communication effects, 1976

cal connotation, when it is seen as a device
to counter and control bias. More than any
other medium, public broadcasting aspires to
equilibrium. Being fair to all sides can have para-
doxical results: if one programme, for example,
condemns the destruction of Amazon rainfor-
ests, must the balance be sustained by allowing
a programme which defends that destruction?
It is questionable whether fairness is actually
achieved by giving air-time to ideas which flout
the very principle of fairness.

Balance might ultimately mean always sitting
on the fence; it may indicate a position which
considers all standpoints to be tenable. Yet the
balanced position — the fulcrum, as it were —
from which other viewpoints are presented, has
to be decided by someone whose IMPARTIALITY
in turn might be questioned by others.
Ball-Rokeach and DeFleur's dependency
model of mass communication effects,
1976 (See also, DEPENDENCY THEORY.) Sandra
Ball-Rokeach and Melvyn DeFleur’s model poses
the question, to what extent is contemporary
society dependent, for information and for view-
points, on the all-pervasive mass communication
industry; and, arising from this question, how far
are we dependent on the media for our orienta-
tion towards the world beyond our immediate
experience? In ‘A dependency model of mass
media effects’ in Communication Research, 3
(1976), the authors argue that the nature and
degree of dependency relate closely first to the
extent to which society is subject to change,
conflict or instability and second to the functions
of information provision and attitude-shaping of
the mass media within those social structures.

The model emphasizes the essentially interac-
tive nature of the processes of media effect.
There are societal and media systems, and these
interact with audience, producing cognitive,
affective and behavioural effects, inducing vary-
ing degrees of dependency; in turn audience-
response feeds back and influences society and
media.

The cognitive effect is that which relates
to matters of the intellect and the affective
to matters of emotion. In the cognitive area,
the following areas of effect or influence are
identified: creation and resolution of ambiguity;
attitude formation; agenda-setting; expansion
of people’s belief systems; value clarification.
Under the affective heading, the media may be
perceived as creating fear or anxiety; increasing
or decreasing morale and establishing a sense of
alienation.

In terms of the third category, behaviour,

20

the effects may be to activate or de-activate; to
formulate issues and influence their resolution.
They may stimulate a range of behaviours, from
political demonstrations to altruistic acts such
as donating money to good causes. The authors
cite the model as avoiding ‘a seemingly unten-
able all-or-nothing position of saying either that
the media have no significant impact on people
or society, or that the media have an unbounded
capacity to manipulate people and society’

Where the model is open to most serious criti-
cism is in its assumption that the societal struc-
ture and the media structure are independent of
one another, and that these are in some sort of
equilibrium with audience. In many cases the
media are so interlinked with power structures
that a free interaction is more likely in theory
than in practice. See COGNITIVE (AND AFFEC-
TIVE); CULTURAL APPARATUS; HEGEMONY;
MEDIATION; POWER ELITE.

Band-wagon effect See NOELLE-NEUMANN’S

SPIRAL OF SILENCE MODEL OF PUBLIC OPINION,
1974.

Bandwidth Range of frequencies available for

carrying data and expressed in hertz (cycles per
second). The amount of traffic a communication
channel can carry is roughly proportional to its
bandwidth. See BROADBAND.

BARB Broadcasters’ Audience Research Board;

organization responsible for collecting and
collating TV viewing figures in the UK. The data
is gathered from over 5,000 homes of indepen-
dent TV-owning households representative of
the whole of the UK. Viewing habits are elec-
tronically monitored, requiring householders to
register their presence in the room where a TV is
located and switched on, and to deregister when
they switch off or leave the room. See AUDIENCE
MEASUREMENT.

*Barnlund’s transactional models of

communication, 1970 In ‘A transactional
model of communication” in K.K. Sereno and
C.D. Mortensen, eds, Foundations of Commu-
nication Theory (Harper & Row, 1970), Dean C.
Barnlund attempts to address the ‘complexities
of human communication’” which present ‘an
unbelievably difficult challenge to the student
of human affairs’ His models pay due respect to
this complexity. For Barnlund, communication
both describes the evolution of meaning and
aims at the reduction of uncertainty. He stresses
that meaning is something ‘invented, ‘assigned;,
‘given’ rather than something ‘received’: ‘Mean-
ings may be generated while a man stands alone
on a mountain trail or sits in the privacy of his
study speculating about internal doubt’



Barnlund's transactional models of communication, 1970
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Barrier signals

Within and around the communicant are
cues of unlimited number, though some carry-
ing more weight — or valence — than others at
any given time. Barnlund’s model indicates
three sets of cues, each interacting upon one
another. These are public cues, private cues and
behavioural cues. DECODING and ENCODING are
visualized as part of the same spiralling process
— continuous, unrepeatable and irreversible.

Public cues Barnlund divides into natural —
those supplied by the physical world without
the intervention of people, such as atmospheric
conditions, natural occurrences — and artificial,
those resulting from people’s modification and
manipulation of their environment. For example,
Barnlund places his communicant, Mr A, in
a doctor’s waiting room which contains many
public artificial cues — a pile of magazines, a
smell of antiseptic, a picture by Joan Miro on the
wall.

Private cues emanate from sources not auto-
matically available to any other person who
enters a communicative field: ‘Public and private
cues may be verbal or non-verbal in form, but
the critical quality is that they were brought into
existence and remain beyond the control of the
communicants’ The third set of cues — behav-
ioural — are those initiated or controlled by the
communicant him/herself and in response to
public and private cues, coloured by the commu-
nicant’s ‘sensory-motor successes and failures in
the past, combined with his current appetites
and needs, which will establish ‘his set towards
the environment!

In the second diagram, INTRAPERSONAL
COMMUNICATION becomes INTERPERSONAL
COMMUNICATION, with the multiplication of
cues and the introduction of the message (M).
Barnlund emphasizes the transferability of cues.
Public cues can be transformed into private
ones, private cues may be converted into public
ones, while environmental and behavioural cues
may merge. In short, the whole process is one of

transaction, and few models have explored so
impressively the inner dynamics of this process
as Barnlund’s, which also has useful application
to the dynamics of mass communication. See
TOPIC GUIDE under COMMUNICATION MODELS.

Barrier signals Used as personal defence mecha-

nisms in communication situations, gestures
such as the placing of hands and arms across
the body, or folding the arms across the chest.
According to Allan and Barbara Pease in The
Definitive Book of Body Language (Orion Books,
2005) the ‘Crossed-Arms-on-Chest’ posture ‘is
universal and is decoded with the same defensive
or negative meaning almost everywhere’

Barriers can be formed with physical objects
as well as the body. For example, as Samovar and
Porter note in Communication Between Cultures
(Wadsworth/Thomson Learning, 2004) furni-
ture can be used as a barrier to social encoun-
ters. In the business world, the classic defensive
barrier is the desk. On its role in the relationship
between the executive and this modern version
of the old moated castle and drawbridge, much
has been written — about the size and domi-
nance of the desk, its angle to the office door, the
distance between the desk and the chair placed
for those who approach the boss’s territory.

Basic needs See MASLOW’'S HIERARCHY OF

NEEDS.

*Bass's ‘double action’ model of internal

news flow, 1969 A development of two earlier
classic models addressing the processes of
media news production — WHITE'S GATEKEE-
PEER MODEL, 1950 and MCNELLY'S MODEL OF
NEWS FLOW, 1959. In his article, ‘Refining the
gatekeeper concept’ in Journalism Quarterly,
46 (1969), A.Z. Bass argues that the most
important ‘gates’ in the exercise of GATEKEEPING
are located within the news organization. Bass
divides the operation into a news-gathering
stage and a news-processing stage.

Writers, reporters and local editors are closer
to the ‘raw’ news, the event, than those involved

Stage | Stage Il
Raw news ——»|Newsgatherersl——»| News copy |—» News ,| Completed
processors product
e.g. Writers e.g. Editors
Reporters Copyreaders

Local editors

Translators

Bass'’s ‘double action’ model of internal news flow, 1969
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in Stage II of the gatekeeping process, while
those involved at Stage II are closer to the power
centre of the organization and therefore more
subject to the organization’s norms and VALUES
and to pressures from competing stories. See
MALETZKE'S MODEL OF THE MASS COMMUNI-
CATION PROCESS, 1963.

Baton signal Chiefly manual gestures with which
we beat time to the rhythm of spoken expression
and which give emphasis and urgency. They are
the stock-in-trade of declamatory communica-
tion, especially that of politicians. It is not only
the hands which are employed in baton signals;
the head, shoulders and feet are involved too.
See NON-VERBAL BEHAVIOUR: REPERTOIRE.
BBC (British Broadcasting Corporation):
origins The BBC began life as the British
Broadcasting Company, incorporated on 15
December 1922 and receiving its licence to
broadcast on 18 January 1923. It was a private
company made up chiefly of manufacturers of
broadcasting equipment. The company was
incorporated with 100,000 shares of stock worth
£1 each. Any British wireless manufacturer could
join by purchasing one or more shares, making
a £50 deposit and agreeing to the terms that had
been drawn up by the negotiating manufacturers
and the Postmaster General.

The six largest manufacturers, in return for
guaranteeing the continuing operation and
financial solvency of the company, were given
control. Although other manufacturers could
buy stock and be admitted to membership, the
principals could choose six of the company’s
nine directors and these in turn had the power
to select its chairman. Each wireless-set owner
had to pay a 10 shilling (sop) licence fee to the
Post Office annually, and the government agreed
to issue licences only to people using receivers
made by members of the company. Thus the
manufacturers were guaranteed protection
against competition.

The company was to establish eight broadcast-
ing stations in different parts of the British Isles.
Only news originating from four established
NEWS AGENCIES (such as the Press Association
and Reuters) could be used in broadcasting and
there was to be no advertising. By April 1923 the
Postmaster General had appointed a seven-man
investigating committee to review the status of
the British Broadcasting Company, headed by
Sir Frederick Sykes, with a mandate to consider
‘broadcasting in all its aspects’

The Sykes Committee faced questions on
widespread evasions of the equipment monopoly
and condemnation by Beaverbrook newspapers

BBC digital

of the control of ‘the Six. After thirty-four
meetings, the Committee recommended — and
the government accepted — a single receiver
licence of 10 shillings to cover all types of radios,
and the ban was raised on foreign receivers.
Most importantly Sykes forecast the eventual
replacement of private by public operation: ‘..
We consider that the control of such a potential
power [of broadcasting] over public opinion and
the life of the nation ought to remain with the
State, and that the operation of so important
a national service ought not to be allowed to
become an unrestricted commercial monopoly!
A new committee under the chairmanship
of the Earl of Crawford and Balcarres, set up
in 1925, led to the Charter and Licence which
created the British Broadcasting Corporation
and authorized it to broadcast for ten years from
1 January 1927. It was established on three prin-
ciples which were to apply to British broadcast-
ing until the coming of commercial television:
broadcasting became a monopoly, financed by
licence fees and administered by an independent
public corporation.
> Asa Briggs, The History of Broadcasting in the
United Kingdom (Oxford University Press, vol. 1,
1961; vol. 2, 1965; vol. 3, 1970; vol. 4, 1979); Andrew
Crisell, An Introductory History of British Broadcast-
ing (Routledge, 1997).

BBC See BBC DIGITAL; BBC WORLDWIDE;

BROADCASTING; BROADCASTING LEGISLATION;
PUBLIC SERVICE BROADCASTING (PSB); RADIO
BROADCASTING; REITHIAN; SELSDON COMMIT-
TEE REPORT ON TELEVISION, 1935; TELEVISION
BROADCASTING; ULLSWATER COMMITTEE
REPORT ON BROADCASTING, 1936. See also
TOPIC GUIDE under BROADCASTING.

BBC digital The UK BBC anticipated, in 2001,

the eventual shift from analogue to digital trans-
mission of TV and RADIO, with a digital supple-
ment to BBC One, giving viewers equipped with
digital sets, or set-top conversion boxes, access
to a broader range of programmes, including an
interactive facility, than those available to view-
ers with analogue sets. The same extra provision
became available to viewers of BBC Two. On
air shortly afterwards were the following new
services: CBBC, a channel for children aged
between six and thirteen; Cbeebies, for children
under six; BBC Four, an in-depth culture chan-
nel; BBC News 24; and BBC Choice, aimed at a
young adult audience, eventually to be retitled
BBC Three (soon retreating from its youth
remit) and given the go-ahead by government in
September 2002.

With the collapse in 2002 of ITV Digital, a pay
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BBC: Government White Paper, 1994

service, the BBC was permitted by government
to take up the shortfall in digital services, making
these an impressive — and free — alternative to
existing commercial digital channels. Switch-
over for all TV channels in the UK is schedued
for 2012.

Access to digital radio via the BBC has been
available since 1995 on BBC Radio 1, 2, 3, 4 and
Five Live. From 2002 a number of new services
came on stream — BBC Five Live Sports Extra;
6Music, this being rescued from closure in 2010
by public demand; and Radio 7, initially special-
izing in drama and children’s programmes, and
later limiting its content to the archives of Radio
4 and renamed 4 Extra. The BBC Asian Network
was closed down in 2010. The longstanding BBC
World Service became available in the UK digi-
tally in 2002. The BBC estimated that its digital
radio services would be available to 9o per cent
of the UK population by 2011.

BBC: Government White Paper, 1994 The
future of the BBC was guaranteed for another
ten years by the White Paper, The Future of the
BBC: Serving the Nation, Competing Worldwide.
In renewing the Corporation’s charter, the White
Paper confirmed that the BBC would continue
as the main provider of PUBLIC SERVICE
BROADCASTING (PsB). It should contribute to
the growth of cable and satellite services; further
develop commercial TV services worldwide;
continue to provide a broad spectrum of TV
and radio programmes; guarantee special
support for news, current affairs and educational
programmes; and cover cultural and sporting
activities which ‘bring the nation together. As
well as recommending that more attention be
given to the views of audience on matters of
taste and decency, the White Paper proposed the
merger of the Broadcasting Standards Council
with the Broadcasting Complaints Commission,
the function of the new council being to monitor
standards and provide guidance. See COMMUNI-
CATIONS ACT (UK), 2003.

BBC iPlayer Launched in December 2007, this is
the BBC’s CATCH-UP TV service. It offers both a
STREAMING and a downloading of the last seven
days’ worth of TV programmes for INTERNET
consumption.

BBC Worldwide Commercial arm of the BBC,
responsible for marketing the corporation’s
programmes and media products worldwide;
also involved in joint ventures with major opera-
tors in the private sector.

BBC Written Archives In the words of Paddy
Scannell, in A Social History of British Broad-
casting, Vol. 1 1922-1939: Serving the Nation
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(Blackwell, 1991) by Scannell and David Cardiff,
the Archives ‘must surely be one of the most
important historical depositories in Britain’ on
all aspects of British life. They are located in
the grounds of the BBC Monitoring Service at
Caversham Park, Reading, and contain at least
200,000 files on all aspects of broadcasting from
the early 1920s to the early 1960s.

Beamwidth The angular width of a radio or radar
beam.

*Becker's mosaic model of communication,
1968 Messages are rarely single, coming along
one line, so the concept of a mosaic as a model
of the communication process is a useful variant
on the linear theme. Samuel L. Becker in “What
rhetoric (communication theory) is relevant for
contemporary speech communication?; a paper
presented at the University of Minnesota Spring
Symposium in Speech Communication, 1968,
posed the theory of a ‘communication mosaic’
indicating that most communicative acts link
message elements from more than the immedi-
ate social situation — from early impressions,
from previous conversations, from the media,
from half-forgotten comments: a mosaic of
source influences.

The layers of Becker’s mosaic cube correspond
to layers of information. Some elements of the
mosaic assert themselves, others are blocked
out. The model illustrates the complexity of the
many layers of the communication process and
the interaction between its ‘cubes’ or ‘tesserae’ of
information, showing the internal as well as the
external world of communication; that which
is isolated or unique, that which is recurring in
a dense and ever-changing pattern. See TopIC
GUIDE under COMMUNICATION MODELS.

Behavioural cues See BARNLUND'S TRANSAC-
TIONAL MODELS OF COMMUNICATION, 1970.

Behavioural targeting See ADVERTISING.

Behaviourism A school of psychological thought
which maintains that a scientific understanding
of human behaviour can only be attained from
objective, observable action. Consciousness,
feeling and other subjective aspects of human
behaviour are not regarded as suitable bases for
investigations.

*Berlo’s SMCR model of communica-
tion, 1960 David K. Berlo, who studied with
Wilbur Schramm (see SCHRAMM’S MODELS
OF COMMUNICATION) at the University of
Illinois, produced the model opposite in his
The Process of Communication: An Introduc-
tion to Theory and Practice (Holt, Rinehart
& Winston, 1960). It is a development in a
sociological direction of the SHANNON AND



Source

Berlo’s SMCR model of communication, 1960

Becker’s mosaic model of communication, 1968

WEAVER'S MODEL OF COMMUNICATION,
1949. Features of the process have been made
explicit, due acknowledgment being made of
the significance to both Source and Receiver
of the cULTURE and the social system in which
the act of communication takes place. Berlo’s
model does not record the flow of communica-
tion, though the assumption must be that it is
conceived as linear — in a line from Source to
Receiver. Both FEEDBACK and the interaction

of elements are implied rather than made
explicit.

In a successful act of communication, Berlo’s
model suggests, the skills of Source and Receiver
must, to a considerable extent, match each other.
The same may be said for attitudes or values; and
knowledge must be acknowledged. The model
rewards analysis and testing out, especially its
elegant portrayal of the message. See TorIC
GUIDE under COMMUNICATION MODELS.

) M C R
SOURCE MESSAGE CHANNEL RECEIVER
Comm. skills Elements A— <=)> Seeing Comm. skills
Attitudes @ Hearing Attitudes
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Berlo’s SMCR model of communication, 1960
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Berlusconi phenomenon

Berlusconi phenomenon Term used by
Gianpietro Mazzoleni in “Towards a “Videoc-
racy”? Italian political communication at a
turning point’ in the European Journal of
Communication, September 1995, to describe
the remarkable entry into politics, and election
to Prime Minister of Italy in March 1994, of
the media mogul Silvio Berlusconi. Mazzoleni
identifies a number of interconnected factors
that led to Berlusconi’s success in forming a
political party, Forza Italia, and in less than fifty
days of electioneering, displacing the traditional
duopoly of political power in Italy (the Christian
Democrats and the Communists).

Forza was essentially the party of commercial-
ization and it won popularity because Berlus-
coni, the media man, calculated the needs of
the nation’s electorate-as-audience. Because of
his dominant control of commercial TV in Italy,
Berlusconi has been able to provide himself with
the kind of ‘tame press’ every politician dreams
of.

However, Mazzoleni is of the opinion that to
attribute Berlusconi’s electoral success solely to
his media power is a short-sighted reading of
the complexity of the Berlusconi phenomenon.
Rather his message, greatly aided by the power to
communicate it across the nation, ‘was success-
ful because it found several ears ready to listen to
it! Further, Berlusconi understood perhaps more
clearly than any other media mogul that today’s
elections are not only fought out on the televi-
sion screen, but are also about grabbing popular
attention by combining the emotive with the
entertaining.

Though Berlusconi’s first premiership was
short-lived — he resigned office within months
— it set agendas for the future of political
communication; and to prove that his electoral
success was not a flash in the pan, Berlusconi
was returned to office in the Italian elections of
2001, narrowly defeated in 2006 but restored to
power in the election of April, 2008. His posi-
tion as Prime Minister has allowed him indirect
control over state broadcasting.

Berlusconi’s reputation for womanizing and
controversial statements seemed to do his popu-
larity with the Italian public no harm — until
Italy’s Eurozone financial crisis in the autumn
of 2011 forced his resignation. See TorIC GUIDE
under MEDIA: OWNERSHIP & CONTROL.
Bernstein’s wheel, 1984 Refers to a model
designed by David Bernstein to aid the planning
of an organization’s communication activities,
for example public relations and associated
activities. At the hub of the wheel is the organi-
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zation. This in turn is located in the context of its
industrial or commercial sector and its country
of origin. Each of these contextual factors will,
of course, have an impact on the nature of the
communication activities.

The inner circle of the wheel represents the
options available as regards channels of commu-
nication that may be used to reach the designated
publics: advertising, correspondence, point of
sale, public relations, personal presentation,
impersonal presentation, product, literature, and
placement media.

At the outer circle of the wheel are the vari-
ous publics to be reached: the trade, the media,
government, financial, customers, general
public, internal, local, and influential groups.
A message may of course be designed to reach
several publics, and it may be appropriate to
divide them into primary and secondary publics
or audiences.

The wheel can be spun such that the inner
circle can turn within the outer circle to match
channels to publics. Thus the wheel can be used
when planning which types of publics need to be
reached and by what means. Several channels
may be used to reach any one public. In Company
Image and Reality (Holt, Rinehart and Winston,
1984) David Bernstein argues that the wheel
is designed to ‘stimulate some fresh thoughts
and encourage the thinker to regard corporate
communications as a totality rather than a series
of discrete messages to discrete audiences. He
continues, ‘A company needs to take a holistic
view of communication because it is communi-
cating all the time (even if it doesn’t want to or
doesn’t realize it), to all of those nine publics!

Beveridge Committee Report on Broadcast-

ing, 1950 Both from a theoretical and a practi-
cal point of view, the Committee chaired by Lord
Beveridge conducted the most thorough exami-
nation of broadcasting in Britain since its incep-
tion. Beveridge went to considerable lengths to
identify and discuss the dangers of monopoly,
as then held by the BBC. Nevertheless proposals
for competitive broadcasting were rejected on
the grounds that programmes would deterio-
rate in quality if there were rival corporations.
Beveridge was equally firm in believing that
broadcasting should be independent of govern-
ment control, and declared against suggestions
that the power of the BBC should be curbed
through closer parliamentary supervision.

To prevent broadcasting becoming an uncon-
trolled bureaucracy, Beveridge recommended
more active surveillance of output by the BBC'’s
Board of Governors and a ‘Public Representation



Service’ to bridge the gap between the BBC and
the general public. Additionally, the Committee
proposed regional and functional devolution
of some of the Corporation’s activities, more
comprehensive reports by the BBC on its work,
and five-year reviews by small independent
committees. A major recommendation which
made no headway was that the monopoly of
broadcasting be extended to local authorities
and universities, allowing them to operate FM
radio stations.

Commercial broadcasting in the US style was

not approved of: ‘Sponsoring ... puts the control
of broadcasting ultimately in the hands of people
whose interest is not broadcasting but the selling
of some other goods or services or the propaga-
tion of particular ideas’ Interestingly, four of
the eleven committee members (including Lord
Beveridge) dissented from the majority verdict
against any form of commercial advertising. See
TOPIC GUIDE under COMMISSIONS, COMMIT-
TEES, LEGISLATION.
Bias, biased From the French, biais, slant; a
one-sided inclination of the mind. The student
of communication approaches this term with
extreme caution, for bias generally belongs to
the realm of PERCEPTION, and other people’s
perceptions at that: like beauty, bias lies in the
eye of the beholder whose vision is coloured by
VALUES and previous experience. The accusation
of bias tends to be predicated on the assumption
that there is an opposite — OBJECTIVITY; that
there is an attainable ideal called IMPARTIALITY;
that freedom from bias is not only possible but
desirable.

To speak, publish or broadcast without bias
would imply the use of LANGUAGE which is
value-free. Yet however careful we might be in
what we say, we disclose something of ourselves:
what shaped and formed us; what counts with
us; what we value. When other people appear to
call that value into question, we may be tempted
to classify them as biased.
> Barrie Gunter, Measuring Bias on Television
(University of Luton Press, 1997).

Bigotry An inability and/or unwillingness to
consider views, beliefs, values and opinions
other than the ones you already hold. The term
refers to the rigid way in which an individual may
hold his/her views, beliefs and so on. Bigotry
is often allied with pPrejuDICE. Clearly bigotry
is a cause of NOISE within INTERPERSONAL
COMMUNICATION. As regards the process of
mass communication, one area of debate is
whether or not television programmes designed
to ridicule bigotry, particularly racial bigotry,

Blogging

succeed in doing this among all sections of the
viewing audience or have a tendency to reinforce
bigotry. See RACISM.

Binary opposition See POLARIZATION; SEMAN-
TIC DIFFERENTIAL; WEDOM, THEYDOM.

Black English See COMMUNICATION: INTER-
CULTURAL COMMUNICATION.

Blacklisting See HUAC: HOUSE UNAMERICAN
ACTIVITIES COMMITTEE.

Biometrics The analysis of human body char-
acteristics chiefly by technological means.
Biometrics scrutinises and banks information
drawn from DNA, fingerprints, earlobes, the
retinas and irises of the eyes, voice patterns
and signatures, the prime aim being to identify
a person’s unique characateristics for a range
of purposes centring around verification. It is
used in all aspects of security, crime prevention
and general social, political, commercial and
employment surveillance. See cCTV: CLOSED-
CIRCUIT TELEVISION; SURVEILLANCE SOCIETY.

Blogging Derives from weblogging, the practice
by thousands worldwide of ‘diary writing’ for
consumption on the Internet. Fascination with
other people’s lives, their intimate thoughts and
reflections, is only one factor explaining what
draws visitors to blogging. For example, Salam
Pax, recording his experiences from the heart
of Baghdad during the second Iraq War (2003),
provided a unique insight into the situation of an
ordinary Iraqi subject to the awesome firepower
of the Coalition forces of the US and UK. A
woman'’s take on the military occupation of Iraq,
Bagdad Burning: Girl Blog from Iraq, written
under the pseudonym Riverhead, was published
in 2005 in the US by the University of New York
Press and in the UK by Marion Boyars. The
book was a prize-winner in the LETTRE ULYSSES
AWARDS for the art of reportage, 2005.

In ‘Disruptive technology: Iraq and the Inter-
net’ published in Tell Me Lies: Propaganda and
Media Distortion in the Attack on Iraq (Sage,
2004), edited by David Miller, Alistair Alexander
cites blogging as a significant contributor, along
with message boards and mailing lists, to the
dissemination of alternative narratives to those
provided by traditional mass media — such
narratives serving as ‘a tool for mobilizing a
global protest movement on an unprecedented
scale’

“Weblogs, says Alexander, ‘provide an open-
source platform for engaged individuals to
challenge professional journalism on their
own terms. Indeed professional journalists are
themselves writing their own weblogs, ‘further
blurring the lines between the traditional news
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Blogosphere

”

culture and the “blogosphere” (see BLOGO-
SPHERE).

Inevitably blogging has excited the attention
of authorities anxious to curtail, if not censor
altogether, bloggers’ freedom of expression. In
China, for example, the information industry
ministry ordered that by the end of June 2005 all
owners of blogs or bulletin boards would have
to be registered or shut down. Pursuit of blog-
gers by those in authority remains a hazardous
undertaking, considering that some 80,000
new weblogs are created every day worldwide,
though many of these are shortlived.

In her introduction to Blogging (Polity Press,

2010), Jill Walker Rettberg refers to blogs as
‘part of the history of communication and
literacy’ and deems them ‘emblematic of a shift
from uni-directional mass media to participa-
tory media, where viewers and readers become
creators of media’ See AGENDA-SETTING; ECHO
CHAMBER EFFECT; JOURNALISM: CITIZEN JOUR-
NALISM; NETWORKING: SOCIAL NETWORKING;
NETWORK NEUTRALITY; POWER LAW PHENOM-
ENON; PROJECT OF SELF; PUBLIC SPHERE;
YAROS’ ‘PICK’ MODEL FOR MULTIMEDIA NEWS,
20009.
Blogosphere Term reflecting the exponential
growth in INTERNET blogging in the twenty-first
century. New technology has made it possible
for any computer user to set up his or her own
blog and broadcast it to either a few readers or
subscribers, a hundred of them, or a million or
more. The blogosphere resembles a firmament of
countless stars, being created, surviving a while,
then becoming eclipsed by lack of time, energy
or commitment.

In March 2007 Technorati, a search engine
tracking the blogosphere, reported over 70
million weblogs — 120,000 new ones a day — and
daily postings of 1.4 million. Blogs make incur-
sions on the PUBLIC SPHERE, long the commu-
nicative monopoly of traditional mass media,
by news feeds, comment, analysis, protest and
propaganda, often political or cultural in orenta-
tion though more characteristically focusing on
the personal and the interactive.

The blogosphere in recent years has acquired
galactic structures as a result of the growth of
networking providers such as FACEBOOK, MYSPACE,
TWITTER and YOUTUBE, all facilitating contribu-
tion and exchange; between them commanding
the attention of the public which previously was
the preserve of newspapers, radio and TV. See
AGENDA-SETTING; DEMOTIC TURN; JOURNAL-
ISM: CITIZEN JOURNALISM; NET NEUTRALITY;
NETWORKING: SOCIAL NETWORKING.
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» Matthew Hindman, The Myth of Digital Democracy
(Princeton University Press, 2009); Graeme Turner,
Ordinary People and the Media: The Demotic Turn
(Sage, 2010).

Body language See COMMUNICATION,

NON-VERBAL; GESTURE; INTERPERSONAL
COMMUNICATION; NON-VERBAL BEHAVIOUR:
REPERTOIRE; PROXEMICS; TOUCH. See also
TOPIC GUIDE under INTERPERSONAL COMMU-
NICATION.

Body of European Regulators in Electronic

Communications (BEREC) Association of
twenty-seven regulators of the European Union,
formed in 2009; held its inaugural meeting in
January 2010. The body succeeds the European
Regulators Group (ERG), its aim to coordinate
regulation between EU member states and
improve consistency of implementation of the
Unions’ regulatory framework. See orcom.

Boomerang effect Term used by Gail and

Michele Myers in The Dynamics of Human
Communication (McGraw-Hill, 1985) to describe
a situation in which a message falls within your
latitude of rejection, that is the known views on
any given issue which you do not accept. It has
the effect of then shrinking or narrowing your
latitude of acceptance: positions on that issue
which might have been acceptable or tolerated
before will now be rejected. The authors argue
that messages which threaten your attitudes and
views may produce this effect. See LATITUDES
OF ACCEPTANCE AND REJECTION.

Boomerang response Effect of a mass media

message which, in terms of audience reaction,
proves to be the opposite of that which was
intended.

B-Picture In the 1940s and 1950s it was

cinema practice to put on two films, the main
feature — the A-Picture — and a cheaply and
quickly made supporting film — the B-Picture.
The equivalent of the ‘flip-side’ of a popular
record, the B-Picture, or B-movie, was
invariably Budget and almost invariably Bad.
Time, however, lends enchantment and film
enthusiasts often have a soft spot for a ‘genre’
the like of which just is not made any more.
Examples are Joseph H. Lewis’s Gun Crazy
(1949), Nathan Juran’s Attack of the 50 Foot
Woman (1958) and Roger Corman’s Little Shop
of Horrors (1960), which the director claimed
to have made in two days.

Brand A brand enables a company to differentiate

its products from those of its competitors — even
though there is often, arguably, little actual differ-
ence between them. Tony Yeshin in Advertising
(Thomson Learning, 2006) comments that ‘a



brand is defined as a name, term, design, symbol
or any other feature that identifies one seller’s
good or service as distinct from those of other
sellers. A brand name may identify one item, a
family of items or all items of that seller! Brand
attributes are both tangible and intangible and
they have both a functional and a psychological
purpose. To be successful a brand needs to have
a strong, distinctive identity and personality that
resonates with consumers and generates brand
loyalty. Thus the process of branding a product
requires a well-considered communication strat-
egy, particularly with regard to ADVERTISING.
As Yeshin argues, ‘advertising exists to commu-
nicate information about and promote brands.
Examples of well-known brands include Nike,
Coca Cola, McDonald’s, APPLE MACINTOSH and
Virgin.
» Celia Lury, Brands: The Logos of the Global Economy
(Routledge, 2004); Peter Cheverton, Understanding
Brands (Kogan Page, 2006); Laura Hill, ed., Super-
brands Annual 2011: An Insight into Some of Britain’s
Strongest Brands (Superbrands, 2011).
Breakup model of audience fragmentation
See AUDIENCE: FRAGMENTATION OF.
Bricolage Term derived from anthropology,
referring to the construction of meaning through
an improvised combination of communicative
elements originating prior to their current
creative use. According to John Clarke in ‘Style;
published in Resistance Through Rituals: Youth
Subcultures in Post-War Britain (Hutchinson,
1976), edited by Stuart Hall and Tom Jefferson,
bricolage is a ‘reordering and recontextualiza-
tion of objects to communicate fresh meanings’
Perhaps the most famous ‘bricoleurs’ were
the Surrealists, who took familiar images and
objects out of their traditional contexts and rear-
ranged them in juxtapositions that startled and
initiated new discourses. As Dick Hebdige states
in Subculture: the Meaning of Style (Methuen,
1979; reissue, Routledge, 2002), ‘the teddy boy’s
theft and transformation of the Edwardian style
revived in the early 1950s by Savile Row for
wealthy young men about town can be construed
as an act of bricolage’ With the advent of NEW
MEDIA the term has been used to describe the
nature of message-assembly, of the recombina-
tion of communicative elements characteristic of
digital-age online interactivity. See MEDIATION.
» Mark Deuze, ‘Participation, remediation, bricolage:
Considering principal components of digital culture;
The Information Society, 22 (2), 2006.
British Black English See COMMUNICATION:
INTERCULTURAL COMMUNICATION; ETHNIC.
British Board of Film Censors (BBFC) Set up

British Sky Broadcasting (BSkyB)

in 1912 to approve films for public showing. The
right of local authorities to ban films had been
granted in the Cinematography Act of 1909, and
resulted in a chaos of contradictory judgments.
The Cinematograph Exhibitors Association and
the main production companies set up their own
vetting office — the BBFC. The Board consists of
a president and a secretary, both appointed by
the film industry.

Like most censorship bodies, the Board lagged
behind public tastes for decades and was suscep-
tible to influence by government. Under the
more liberal regime of John Trevelyan (1958-71)
it acquired a new image, casting off its earlier
reputation for over-cautiousness. Since then the
general trend of the Board’s activity has been
towards greater toleration while at the same
time maintaining a protective attitude towards
children.

British Broadcasting Company/British

Broadcasting Corporation See BBC (BRITISH
BROADCASTING CORPORATION): ORIGINS.

British Film Institute (BFI) An outcome of the

Report of the Commission on Educational and
Cultural Films, financed chiefly by the Carnegie
trustees (1929—32), the BFI was set up in 1933 to
foster the use of film for educational purposes to
preserve the cultural heritage of commercial film
in the vaults of the National Film Library. Today
the BFI’s services to film in the UK are consid-
erable. They include: the national film archive;
the National Film Theatre on London’s South
Bank; the financing of films by British directors;
widening commitments to film education; and
the publication of works on cinema.

British Sky Broadcasting (BSkyB) Part of the

media empire of Rupert Murdoch (see NEWS
coRrP), BSkyB was launched in 1990 having
merged with a rival, British Satellite Broadcast-
ing (BSB). It supplies by satellite-transmission,
programmes of sporting events, films and
entertainment to over ten million susbscribers in
Britain and Ireland.

The organization has proved a formidable
contender in the competitive market of non-PSB
television provision. Its key policy features have
been growth and dominance of the market. In
November 2006 BSkyB bought a stake in ITV
plc, heading off a bid by NTL for an ITV-NTL
merger. This led to a complaint by NTL to the
UK Office of Fair Trading, which took no action.

An HD (High Definition) TV service was on
offer by May 2006 and 3D television broadcast-
ing in 2010, shortly followed by the acquisition of
Virgin Media Television (MVtv), renamed Living
TV Group, the public hi-fi network The Cloud
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Broadband

(in anticipation of SkyAnywhere, 2011), and — for
an estimated £125m — Amstrad, manufacturer of
satellite boxes. In February 2011, teaming up with
HBO of America, Sky launched the Sky Atlantic
channel, while pressing ahead with its ambition
to convert Murdoch’s 39 per cent holding of
Sky into 100 per cent ownership and control.
Objections to what has been widely viewed as
a threat to media plurality were raised by other
media and the public alike, the issue being
presented first to Ofcom (see OFCOM: OFFICE OF
COMMUNICATIONS, UK), which recommended
that the matter be referred to the Competition
Commission. Culture Secretary Jeremy Hunt
declined to do this and was ‘of a mind’ to give
Murdoch what he wanted, conditional upon
safeguards. Murdoch proposed to partly offload
Sky TV news under an independent chairman
for a period of ten years.

A YouGov survey commissioned in March
2011 by the campaign network Avaaz found that
over 60 per cent of the British public felt that
Murdoch was already too powerful to be permit-
ted total control of BSkyB. Alice Jay, Campaign
Director of Avaaz, was of the opinion that ‘the
deal gives one man the keys to the media king-
dom; adding that ‘Rupert Murdoch’s so-called
“safeguards” of BSkyB’s independence are about
as reliable as a British airport in a blizzard’ It has
been estimated that BSkyB’s income would be
twice that of the BBC by 2015.

Such a deal, which the coalition government of
the UK was willing to accept, met with a wide-
spread and hostile reception. It was described
by Sly Bailey, Chief Executive of Trinity Mirror,
as a ‘whitewash) while according to a London
Evening Standard editorial (3 March 2011) it did
‘not smell right’ A leader headline in the Daily
Telegraph declared it a ‘body blow to the notion
of a vibrant, diverse press’

However, the Murdoch empire was shortly
afterwards engulfed in a sensational phone-
hacking scandal. This resulted in the dramatic
closure of the chief offender, the 168-year-old
News of the World (see JOURNALISM: PHONE-
HACKING), the resignation of the Chief Execu-
tive of News International, Rebekah Brooks, and
the appearance before a House of Commons
Committee of Brooks, Rupert Murdoch and
his son James. Temporarily at least, Murdoch’s
ambition to acquire BSkyB in its entirety was
put on hold. See CONGLOMERATES; MURDOCH
EFFECT; PLURALISM; REGULATORY FAVOURS.
Broadband High-speed electronic facility that
allows for multiple informational and entertain-
ment use — of films, computer games, music,
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etc. — transmitted over airwaves, copper or fibre
wires to a personal computer, telephone, televi-
sion or electrical appliance. Some of the most
substantial advances in the use of broadband
are occurring in 3G (third generation) mobile
handsets. A 2005 report by Ofcom, the UK
broadcasting regulator, predicted that over 99
per cent of British homes would have access to
a broadband connection by the end of that year.
See DIGITIZATION.

Broadcast and narrowcast codes See CODES.
Broadcasting See Toric GUIDE under BROAD-

CASTING.

Broadcasting Act (UK), 1980 Receiving its Royal

Assent on 13 November 1980, the Act extended
the life of the Independent Broadcasting Author-
ity (IBA) until the end of 1996 (see next entry);
defined the Authority’s responsibility for the
new CHANNEL FOUR; set out special measures
for the Fourth Channel in Wales, Saniel Pedwar
Cymru (S4C); and contained a number of other
important provisions relating to the future of
broadcasting, including the establishment of a
BROADCASTING COMPLAINTS COMMISSION.

Broadcasting Act (UK), 1990 Ushered-in

far-reaching and controversial changes to
BROADCASTING in Britain. The Act constituted
a further and substantial assault on the part of
government upon the traditional duopoly (BBC/
IBA) of broadcasting control that had prevailed
since the birth of commercial television in the
UK in 1956. The Conservative government’s
White Paper, Broadcasting in the ‘9os: Competi-
tion, Choice and Quality was published in 1988.
The Observer (13 November 1988) called it ‘the
biggest bomb put under British TV in half-a-
century’

The White Paper proposed a fifth TV channel,
an expansion of Direct Satellite Broadcast-
ing (DSB), more local TV stations, three
new national radio networks and a growth in
localized radio. The Act of 1990 wound up the
Independent Broadcasting Authority (IBA) and
replaced it with a ‘light-touch’ Independent Tele-
vision Commission (ITC), whose most impor-
tant first task was to select companies for the
new commercial TV franchises to operate from 1
January 1993 (see FRANCHISES FROM 1993).

Controversy raged over the manner in which
the franchises were to be allocated — through
secret auction. Would-be future franchise-
holders were invited to put their case for selec-
tion and make a money bid, without any idea
of what a reasonable bid might be. The result
was regarded in many quarters as farcical: some
companies bid vast amounts; others very little.



The highest monetary bidder was not automati-
cally selected, for there was an extra qualifier, a
so-called ‘Quality Threshold; though at no time
were the criteria for quality ever spelt out.

Prior to the announcement of the franchises
by the ITC (on 16 October 1991), existing
franchise-holders had tightened their financial
belts — cutting back on programme investment,
laying off staff — in order to have enough cash to
place a winning bid. Decisions on the future of
the BBC were not dealt with in the Act.

A study by the Third World and Environ-
mental Broadcasting Project was to report that,
following the 1990 Act, significant reductions
occurred in DOCUMENTARY and current affairs
programmes on all terrestrial TV services in the
UK. On commercial channels there was a drop
of 80 per cent in documentary programmes
dealing with international issues. See DEREGU-
LATION; PUBLIC SERVICE BROADCASTING (PSB);
OFCOM: OFFICE OF COMMUNICATIONS (UK);
PRIVATIZATION.

Butler Report (UK), 2004

Independent Broadcasting Authority). ADVER-
TISING was to be kept separate from program-
ming. Requirements were laid down to govern
programming content.

The Copyright Act, 1956 initiated copyright
protection of broadcast material. In 1972 the
Sound Broadcasting Act inaugurated commer-
cial radio and the ITA became the IBA. The
Independent Broadcasting Authority Act, 1979
empowered the IBA to create CHANNEL FOUR,
while the Broadcasting Act (1980), among
other regulations, created the Broadcasting
Complaints Commission, later to be merged
with the Broadcasting Standards Council, which
in turn was absorbed into the Office of Commu-
nications — Ofcom, the ‘super regulator’ borne
of the COMMUNICATIONS ACT (UK), 2003. In
1984 came the Video Recording Act requiring
the certification of all new video releases. The
Cable and Broadcasting Act of the same year set
up the Cable Authority, whose task was to select
operators for particular areas and to oversee

Broadcasting Act (UK), 1996 A key piece of
deregulatory legislation in the UK, the Act
removed regulations preventing independent
TV companies from owning more than two

organizational and programming stipulations.
Broadcasting research See AUDIENCE
MEASUREMENT.
Broadsheet Traditionally most newspapers were

licences, opening up the field for a new round
of takeovers. However, no company would be
permitted to own in excess of 15 per cent of total
TV output.

Newspaper companies were permitted for
the first time to control TV companies, though
newspapers with more than 20 per cent of
national circulation were barred from owning
ITV licences — a ruling directly affecting Rupert
Murdoch’s News International and the Mirror
Group.

A central focus of the Act was the future of
digital television. Proposals for the DIGITIZA-

broadsheets, the term generally referring to the
large size of the page as contrasted with the
tabloid. The implication is also that broadsheets
are ‘serious’ (sometimes ‘heavy’) in comparison
with the tabloid paper. In the UK The Times, the
Guardian and the Independent remain ‘broad-
sheets] even though they have become tabloid in
size, because they are seen as ‘quality’ papers for
‘discerning’ readers. Only the Daily Telegraph
has persisted with the broadsheet size. Tabloid
dailies such as the Sun, Daily Mirror and Daily
Star are also referred to as the Red Tops. See
TABLOID, TABLOIDESE, TABLOIDIZATION.

TION of the airways offered the prospect of many
more TV channels, with the BBC being awarded
its own digital TV multiplex. See BBC DIGITAL.
Broadcasting Code (UK) See OFCOM: OFFICE
OF COMMUNICATIONS (UK).
Broadcasting legislation (UK) The first act of

BSKkyB See British Sky Broadcasting (BSkyB).

Butler Report (UK), 2004 Lord Butler was
appointed to scrutinize, and report on, the
intelligence made available to the British govern-
ment concerning Iraq’s alleged weapons of mass
destruction (WMDs), the threat of which was

its kind in the world was the Wireless Telegraphy
Act of 1904, in which the British government
commanded substantial powers over the regula-
tion of wireless telegraphy. The Act gave the
Postmaster General the duty to license all wire-
less telegraphy apparatus. The British Broadcast-
ing Company received its licence from the Post
Office in 1923.

The TELEVISION ACT, 1954 created commer-
cial television in the UK with the formation of
the Independent Television Authority (later the

deemed justification for military invasion of
the country by the US and UK in 2003, and the
overthrow of the incumbent president of Iraq,
Saddam Hussein.

Reporting in the knowledge that Iraq’s WMDs
were never found, Butler judged that the govern-
ment’s September 2002 key dossier ‘did not
make clear that the intelligence underlying these
conclusions was very thin ... How grave a fault
that was in the context of the lead up to war is,
Butler believed, ‘a matter on which people will
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By-line

and should reach their own conclusions. But
we regard it as a serious weakness, a weakness
which subsequently came home to roost as the
conclusion about deployable stocks of chemical
and biological weapons have turned out to be
wrong.

In other words, Britain went to war on inad-
equate and unreliable information against a
threat that did not exist. The Report is scathing
about a ‘high proportion’ of unreliable sources
of information; the inadequate way in which
MiI6 verified its sources; reliance on third-hand
reporting; and the ‘seriously flawed” information
provided by external agencies.

However, Lord Butler drew back from appor-
tioning blame; indeed he seemed to be saying
that nobody was culpable, a judgment that
prompted amazement in many quarters, though
as one commentator put it, the public was
served up a ‘typical English compromise’: things
were badly wrong, but not by deliberate inten-
tion. The conclusion was taken by New Labour
government as exoneration.

Shortly after the publication of the Butler
Report, John Scarlett, the head of Joint Intel-
ligence Services which had been so robustly
criticized, was appointed by Prime Minister
Tony Blair to become the new head of the Secret
Intelligence Service. See CONSENT, MANU-
FACTURE OF; DISINFORMATION; FREEDOM OF
INFORMATION ACT (UK), 2005; HUTTON REPORT
(UK), 2004; PHILLIS REVIEW OF GOVERNMENT
COMMUNICATIONS (UK), 2004.

By-line Use of the journalist’s/author’s name
on a report or article. These are very common
now in the PREss, but at one time the granting
of by-lines was a rare honour, to distinguish top
writers or as a reward for outstanding reportage.

C

Cable and Broadcasting Act (UK), 1984
Drawn up by the Conservative government with
the intention of facilitating the ‘cabled society,
the Act followed most of the recommendations
of the HUNT COMMITTEE REPORT ON CABLE
EXPANSION AND BROADCASTING POLICY (UK),
1982, which proposed a cable network for Britain
with the minimum of rules and regulations.
The Act set up a Cable Authority to select cable
operators for particular areas and to maintain an
overview on general matters of organization and
programming.

Cable television Below-ground cable networks
were established in the 1930s in the UK to relay
radio broadcasts. These were later adapted to
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transmit TV to areas which received poor ‘off-
air’ signals. Reception problems were also the
reason for the US ‘cabling up’ in the 1950s. Until
the election of the Conservative government in
1979, the commercial potential of cable in devel-
oping information technology had stimulated
only modest interest. In March 1982 the Tory
Cabinet’s Information Technology Advisory
Panel (ITAP), appointed in July 1981, recom-
mended a rapid and substantial expansion of
cable networks, to be established and operated
by private companies.

The Hunt Report (see HUNT COMMITTEE
REPORT ON CABLE EXPANSION AND BROAD-
CASTING POLICY (UK), 1982) also urged the
‘wiring up’ of the nation, with a minimum of
rules and regulations. Today cable networks
compete in broadcasting and INTERNET services
with satellite transmission, often carrying the
same TV programmes. In the UK, examples
of cable TV providers are Challenge, Dave and
G.O.L.D., the dominant provider being Virgin
Media. In the US the best-known cable services
are ESPN, HBO, USA Network and Nickelodeon.
See FIBRE-OPTIC TECHNOLOGY.

Cahiers du Cinéma French film magazine

founded by Andre Bazin in 1951; associated
with, and very often written by, the Nouvelle
Vague, or New Wave directors such as Claude
Chabrol and Frangois Truffaut. The young critics
of Cahiers reacted against the current ideologi-
cal conservatism in the film world — against its
reluctance to face up to or to express the facts of
contemporary life.

Calcutt Committee Reports on Privacy and

Related Matters, 1990 and 1993 Lawyer and
Master of Magdalene College, Cambridge, David
Calcutt was the government-appointed chair-
man in 1990 of a committee set up to examine
British PRESS intrusions into personal privacy,
after complaints from many quarters. Calcutt’s
chief recommendation was the creation of a
non-statutory PRESS COMPLAINTS COMMIS-
s1ON. The tenor of Calcutt’s first report was a
warning to the newspaper industry — either set
your own house in order, or it will be done for
you by government legislation.

Subsequent high-profile press ‘intrusions’
into the ‘private’ lives of the Royal family and of
government ministers — stories that incidentally
proved very popular with the newspaper-buying
public — decided Calcutt that the voluntary
route to better press behaviour had not worked.
Calcutt’s 1993 report, a solo effort, was greeted
by Lord McGregor, Chairman of the Press
Complaints Commission, child of Calcutt Mk



1, as potentially ‘a disaster for democracy’ and
‘direct censorship for the first time in 300 years!

Calcutt recommended: (1) A statutory code of
practice for journalists and other press practitio-
ners; (2) A press complaints tribunal comprising
a judge and two lay assessors appointed by the
Lord Chancellor; (3) New criminal offences to
cover invasion of privacy, including bugging
and the use of telephoto lenses. His report was
was highly critical of the performance of the
Press Complaints Council, which had not been
constituted, or evolved, in line with his 1990
recommendations. He dismissed the PCC as an
ineffective regulator, too much in the hands of
the newspaper owners.

The first government response to Calcutt

Mk 2 was cool towards statutory enforcement
through recommendations (1) and (2), but more
persuaded concerning Calcutt’s third recom-
mendation — although not sufficiently persuaded
to take any legislative action. Two decades later,
the situation remained as it was when Calcutt
made his reports. See DEFAMATION; JOURNAL-
ISM: PHONE-HACKING. See also TOPIC GUIDE
under COMMISSIONS, COMMITTEES, LEGISLA-
TION.
Camera The first photographic camera on sale
to the public was produced by London optician
Francis West, for ‘Photogenic Drawing’ (1839).
In the same year Baron Saguier introduced a
lightweight bellows camera with three ‘firsts’ in
equipment — a darkroom tent, a photographic
tripod and a ball-and-socket head. Binocular-
type cameras were introduced as early as 1853,
by John Benjamin Dancer of Manchester. In
1858 Thomas Skaife introduced his ‘Pistolgraph’:
a spring shutter worked by rubber bands was
released by a trigger. He once aimed his Pistol-
graph at Queen Victoria and was nearly arrested
for an attempt on her life. 1880 saw the first twin-
reflex camera, a quarter plate with a roller-blind
shutter attached to the taking lens, made by R. &
J. Beck of London.

George Eastman produced the first camera
incorporating roll-film, calling it the Kodak
(1888). The simplicity of this camera (‘Pull the
string — turn the key — press the button’) made
mass photography possible, especially as East-
man recommended the return of the camera to
the factory for development and printing. Minia-
ture cameras, as scientific precision instruments,
were produced from 1924 (the Ermanox made by
the Ernemann Works of Dresden).

In 1912 George P. Smith of Missouri produced
a 3smm camera taking one by one-and-a-half
inch pictures on cine-film which was being

Camera obscura

mass-produced at the time. The prototype of
the Leica was constructed by Oskar Barnack in
1914; Rolleiflex was put on the market by Franke
and Heidecke Braunschweig in 1947, and Voigt-
lander’s zoom lens was introduced in 1959.

In the 1960s and 1970s the application of
electronics revolutionized camera and lens
design. The silicon chip allowed amazing feats
of miniaturization. In 1963 Eastman Kodak
introduced the 126 ‘instant loading’ cartridge,
a modernization of an old idea going back to
the Expo Watch camera of 1905. In 1972 they
produced the pocket 110, an ultraminiature
cartridge-load camera. Polaroid, in the same
year, launched the SX-70 instant photo system,
which abandoned the method whereby a protec-
tive covering had to be peeled off the print; with
SX-70, the photo image develops automatically
in the light, protected by a plastic coating.

1976 saw Canon introduce its famous AE-1,
a fully automatic SLR camera incorporating
very advanced digital electronic technology,
produced by automated methods. In the early
1980s Kodak launched its disc-camera. Three-
dimensional (3D) cameras also came on to the
market at this time. An offshoot of the 3smm
camera is the Advanced Photo System (APS)
offering smaller, lighter cameras in which 35mm
film is inserted into the camera in cassette form.

DIGITIZATION — for popular rather than
professional use — made film redundant. Picture
storage and transmission online soon became
commonplace, as was still picture-making and
video combined in the same camera. Mobile
phones quickly became cameras, their pictures
capable of being sent as swiftly as voice messages
and text. Current developments focus on
improving high-speed image resolution for
scientific and popular use.

The availability of digital cameras at moder-
ate cost has made possible the arrival of citizen
journalism (see JOURNALISM: CITIZEN JOUR-
NALISM), where members of the public record
events, often in advance of the professionals, and
swiftly transmit news pictures to the media. See
HIGH-SPEED PHOTOGRAPHY; PHOTOGRAPHY,
ORIGINS.

Camera obscura Latin for ‘dark chamber’; an

early means of projecting an image — a box or
room with a lens at one end and at the other a
reflector which throws an external image upon
a screen or table. Antonio Canaletto (1697-1768)
used the camera obscura to considerable effect
in his paintings of Venice, though the device was
referred to as early as Aristotle (384-322 BC).

It was French army officer Joseph Nicéphore
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Campaign

Niepce (1765-1833) in 1826 who first exposed a
metal plate coated with a layer of bitumen to the
image in a camera obscura. The light hardened
the bitumen, which was washed away to reveal
the fixed image. Photography, or as Niépce
termed it, ‘Heliography’ — sun drawing — was
born.

Where the camera obscura possessed a reflec-
tor, the camera lucida had a prism. When placed
in front of an artist’s eye the prism projects image
onto paper, thus allowing accurate copying.

Campaign This term is most often used in the
media-studies context to refer to a conscious,
structured and coordinated attempt at persua-
sion. The goals of such persuasion are varied.
ADVERTISING campaigns for example aim to
change people’s choice of product or to persuade
them to buy new products.

Election campaigns aim to reinforce or change
people’s voting behaviour. PRESSURE GROUPS
use campaigns to alert the public to a particular
issue, to influence the public’s opinion on that
issue, and to mobilize support and pressurize
those in power to take some desired action.
Access to the mass media is often crucial for a
pressure group’s successful campaign. Media
personnel may also initiate campaigns to raise
their audience’s awareness of certain issues —
child abuse, for example. Indeed such campaigns
can be seen as part of the mass media’s AGENDA-
SETTING role. One focus for media research
has been the measurement of how effective
campaigns are.

Campaign for Press and Broadcasting
Freedom UK organization founded by John
Jennings in 1979 as a broad-based non-political
party pressure group dedicated to making Brit-
ain’s media more open, diverse and accountable.
It is a stalwart supporter of PUBLIC SERVICE
BROADCASTING (PsB). The Campaign publishes
a bi-monbhly bulletin, Free Press.

Campaigning See ONLINE CAMPAIGNING.

Captive audience advertising See ADVERTIS-
ING: AMBIENT ADVERTISING.

Cards See CIGARETTE CARDS; PICTURE POST-
CARDS.

Caricature A distorted REPRESENTATION of a
person, type or action. Though we generally
associate caricature with humorous cartoons,
the process of distortion has played an important
role in art. Known to the Egyptians and Greeks,
caricature was revived by Italian artists of the
Renaissance and developed throughout Europe
in the eighteenth century. In England artists
such as Rowlandson (1756—1827) combined high-
quality draughtmanship with trenchant social
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and political satire. Though the best known,
Punch was only one among many magazines
carrying cartoons in the nineteenth century. In
England, Vanity Fair (founded 1868) proved a
rival. In the US, Puck (1876), in France, Le Rire
(1894) and in Germany, Simplicissimus (1896)
made the cartoon the most impactful form of
printed illustration prior to the regular use of
photography. Best known of all US magazines
carrying cartoons, the New Yorker, was founded
in 1925.

Cartoons In fine art, a cartoon is the final

preparatory drawing for a large-scale painting,
tapestry or mosaic. The Leonardo cartoon in the
National Gallery, London, is a notable example
— ready for final working, but never completed
by the artist. In modern terms, the cartoon is a
humorous illustration or strip of illustrations. In
1841 a series of fine-art cartoons was designed
for paintings in the new Houses of Parliament in
London. The satirical magazine Punch, founded
in that year, poked fun at the drawings, with
sketches entitled ‘Punch’s Cartoons!

According to Alan Coren in his foreword to
W. Hewison’s The Cartoon Connection (Elm
Tree Books, 1977), cartoons were born ‘in the far
Aurignacian days of 20,000 BC; when ‘a squat,
hirsute, browless man one morning dipped his
stick in a dark rooty liquid, bent straight again,
and, on the cave-wall of Lascaux, drew a joke
about men running after buffalo.

Hewison calls the cartoon ‘drawn humour’
and lists the following cartoon categories: (1)
Recognition humour (where the viewer recog-
nizes the workings of human nature); (2) Social
comment (very often Recognition humour
with a message); (3) Visual puns; (4) Zany (or
screw-ball); (5) Black humour (or sick, or in bad
taste); (6) Geometric (where, for example, lines
are made to fall in love with dots); (7) Faux Naif
(pretended naivety) — “When an ideas man can
draw but cannot develop a satisfactory comic
style of cartoon drawing, he quite often throws
in the towel and adopts a deliberately childlike
style’; and (8) the Strip cartoon, the originator of
which was Wilhelm Busch (1832-1904).

On the screen, Walt Disney has dominated
the field of the animated cartoon but there have
been many others: Paul Terry’s Terrytoons, Pat
Sullivan’s Felix the Cat, Tex Avery’s Chilly Willy,
the endlessly warring Tom and Jerry created by
William Hanna, Joe Barbera and Fred Quimby,
along with countless others such as Top Cat,
Scooby Doo and the Flintstones, Walter Lantz’s
Woody Woodpecker and Terry Gilliam’s Monty
Python’s Flying Circus.



Among those artists who have attempted
to push the cartoon on film in an innovative
direction are the Hungarian John Halas and his
wife Joy Batchelor, Richard Williams and Bob
Godfrey. In recent years Matt Groening’s The
Simpsons has become arguably the world’s most
watched TV cartoon. Today’s TV and movie
cartoons have vastly benefited from advances in
computer-generated imaging.

Catch-up TV See TELEVISION: CATCH-UP TV.
Catalyst effect Where a book, newspaper,
film, TV or RADIO programme has the effect
of modifying a situation, or taking a mediating
role. The actual presence of TV cameras may, it
is believed, influence the course of events. The
debate continues as to whether such effects are
substantial or marginal, for reliable proof is hard
to come by. See MEDIATION.

Catharsis From the Greek, ‘purging; catharsis is
the effect upon an audience of tragedy in drama
or the novel. The Greek philosopher Aristotle
perceived the function of great tragedy to be the
release of pent-up emotions in the audience. As a
consequence, the mind is cleansed and purified.
The so-termed catharsis hypothesis suggests that
violence and aggression on films and TV has a
therapeutic effect. Exponents of this idea argue
that the involvement in fantasy aggression may
serve as a form of displacement, providing a
harmless ‘release’ from hostile impulses which
might otherwise be acted out. See EFFECTS OF
THE MASS MEDIA.

CCTV: Closed-circuit television One of the

key means of public and private surveillance
(see SURVEILLANCE SOCIETY). Used in public
locations in the UK as early as the coronation of
Queen Elizabeth II, in 1953, and as a permanent
fixture in London from the 1960s. By 2006 it
was estimated that there were in excess of four
million CCTV cameras operative in Britain,
one for every fourteen citizens. That figure has
increased substantially, to the point where the
British people are considered not only the most
‘watched’ people in Europe, but, differences in
population being taken in to account, camera
surveillance outstrips that in the US. In urban
areas a person can expect to be captured on
camera some 300 times a day. See BIOMETRICS;
ECHELON; REGULATION OF INVESTIGATORY
POWERS ACT (RIPA)(UK), 2000.

Ceefax Trade name of the teletext service offered

by the BBC since September 1974, giving view-
ers access to information on a wide range of
services. The commercial television equivalent
is Oracle.

Celebrity See CULTURE: POPULAR CULTURE;

Censorship

DEMOTIC TURN; JOURNALISM: CELEBRITY JOUR-
NALISM; REALITY TV; REINFORCEMENT.

Cellular radio Comprises RADIO frequencies

divided up into ‘cells’ of air waves facilitating, in
particular, personal communications systems.
For example, anyone operating a car telephone
will be switched automatically from one radio
frequency to another as the operator passes
through the air-wave cells. See MEDIA TECH-
NOLOGY.

Censorship Pre-emptive censorship is censor-

ship before the event; punitive, after the event.
They often work in tandem: one punishment
serves as a warning to others. Censorship
involves the curtailment, usually by or on behalf
of those in authority, of the major freedoms — of
belief, expression, movement, assembly and
access to information. The most common form
of censorship is that applied by the self: a thing
is not expressed because of the risk of external
censorship — from the law, from organizations
and institutions, from PRESSURE GROUPS. Thus
we have censorship by omission or evasion.

Few if any communities tolerate completely
free expression. In the UK, for example, laws of
DEFAMATION exist to protect persons against
acts of communication which may offend or
injure them, or their reputation in the commu-
nity. Equally protective are restrictions upon
material transmitted to children (see CERTIFICA-
TION OF FILMS). Such forms of censorship meet
with general approval, but they represent only
the tip of a large legal iceberg.

The UK’s Official Secrets Act is one of the
most far-reaching weapons of legal censorship
ever devised. The Act (or Acts, 1911—91) makes
it an offence for anyone to obtain and commu-
nicate documents and information that could be
harmful to the safety and interest of the State.

In addition, the State protects a commonality
of interests with a wide range of laws. The UK’s
Public Order Act of 1936 restricted the way we
behave, or what we say, in public. If an individual
uses threatening or insulting words, likely to
cause a breach of the peace, this is a punishable
offence. The common-law offence of Sedition,
of long standing, protects the sovereign, the
government and its institutions from individuals
or groups causing intentional discontent and
hatred, while the Incitement to Disaffection Act
of 1934 made it an offence to try to persuade a
member of the armed forces to an act of disloy-
alty. Equally, the Police Act of 1964 made it an
offence to promote unfaithfulness by a police
officer towards his duties.

It remains an offence to issue a Blasphemy
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Centrality

— this is, to speak or communicate in writing,
etc. matters which may cause hatred, contempt,
insult or ridicule against the Church. It is a
rarely used law, but a law’s potency lies in its
existence — in the knowledge that it can always
be used when free speech appears to be getting
out of hand. One of the first pieces of legislation
brought in by the New Labour government
after its re-election in 2005 was the Incitement
to Religious Hatred Act, outlawing comments
made in public or in the media as well as written
material likely to incite religious hatred. Critics
expressed grave concern that the new legislation
would stifle free comment and debate.

Obscenity too has occupied the minds of
lawmakers. Since the seventeenth century,
certain types of indecent expression or behav-
iour have been subject to punishment by the
law. Material considered likely to ‘deprave and
corrupt’ has often been subject to punitive
legal censorship (see 0z TRIAL). Defining what
is obscene and what is liable to deprave and
corrupt has proved immensely difficult.

The targets of censorship tend to be those
actions or expressions which appear to endan-
ger, by subversion, ridicule, defiance or just plain
disrespect, the VALUESs and value systems of the
dominant hierarchy of society — its establish-
ment. In the UK, ‘sacred cows’ have been the
Monarchy, the Church, Nationality, the Family,
Defence, each a symbol in some way or other
of law and order; of control. Censorship is a
weapon to counter the ever-present threat — real
or imagined — of social, and therefore political,
destabilization.

The INTERNET has become the most
significant and controversial domain attracting
censorship. In its early days perceived as free of
controls by those in authority, the Net has, in
many countries, been reined in by legislation
designed to facilitate surveillance (see SURVEIL-
LANCE SOCIETY).

Even so, exercising Net censorship presents
immense challenges simply because of the
ease and speed with which information can be
transmitted, between a few users, thousands
or millions. Recently the chief driving force of
government censorship has been the so-termed
‘war on terror’ following the events in the US
of 9/11 (the terrorist destruction of New York’s
Twin Towers and the attack on the Pentagon) and
the terrorist bombings in London in July 2005,
both prompting legislation aimed at increasing
national security, but with serious implications
for free speech (see USA — PATRIOT ACT, 2001;
RACIAL AND RELIGIOUS HATRED LEGISLATION,
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UK). Multicultural societies such as Britain are
having to learn how to cope with religious ‘certi-
tudes, whether Christian, Moslem or Sikh; and
writers, artists, film-makers and broadcasters
are having to steer a course between freedom
to express (and thus criticize) and the rights of
others to protect what they deem sacred. See
ANTICIPATORY COMPLIANCE; BLOGGING; CCTV:
CLOSED-CIRCUIT TELEVISION; COMMERCIAL
CONFIDENTIALITY; DEFAMATION; DIGITAL
ECONOMY ACT UK (2010); GENRE; ‘LIBEL TOUR-
ISM’; JOURNALISM: PHONE-HACKING; PRIVACY;
REGULATION OF INVESTIGATORY POWERS ACT
(r1PA) (UK), 2000; TERRORISM: ANTI-TERROR-
ISM, CRIME AND SECURITY ACT (UK), 2001.
See also ToPIC GUIDE under MEDIA: FREEDOM,
CENSORSHIP.

> Julian Petley, Censorship: A Beginner’s Guide (One
World, 2010); Mickey Huff, Peter Phillips and Project
Censored, Censored 2011: Top Stories 2009—10 (Seven
Stories Press, 2010); Brian Winston, A Right to
Offend: Free Expression in the Twenty-first Century
(Bloomsbury Academic, 2011); Index on Censorship
(published quarterly).

*Centrality Within the communication struc-

ture of any social group, some members will
derive certain advantages or disadvantages
resulting from their position in that structure; in
particular, from the FREQUENCY with which they
communicate with other members of the group.
By using a sociogram such as that illustrated
opposite, the centrality of a person within the
communication structure can be measured: the
sociogram indicates that D’s centrality index
is highest; it is arrived at by taking the total
number of communication links between group
members and then dividing that by the total
number of such links between one member and
the other members of the group. In the diagram,
D’s centrality may arise because of his/her status,
role, articulacy, personality, etc.

The concept of a centrality index enables
observers to estimate quantitatively the degree
of influence members of the group may have
by virtue of their position in the group. The
more central a member is in a communication
network, the sooner he/she will be in posses-
sion of all the information at the disposal of the
group. Influence is closely related to possession
of information, because the possessor has the
power to choose what information to pass on,
and to whom. Communication networks differ
in the degree of centrality and the number of
levels of centrality possible within them.

However, more information would be needed
other than that provided by a sociogram alone



Channel capacity

W

Example of a sociogram

in order to ascertain the precise role that D is
playing in the sociogram illustrated; in particu-
lar, information would be needed about the
content of the communication and of the pattern
of interaction over time. It may be that D is not
normally that central to the group’s communica-
tion, and that when this sociogram was drawn
he/she was playing a ‘blocking’ role in the group
and receiving criticism. See INTERACTION
PROCESS ANALYSIS.

Centres for research into the media See
RESEARCH CENTRES (INTO THE MEDIA).

Certification of films (UK) For several years
until December 1982, the BRITISH BOARD OF
FILM CENSORS had the following system of
certification: X, denoting films with high sex and
violence content or other disturbing subject-
matter which those under 18 were not permitted
to see in cinemas; AA films, from which children
under 14 were barred; A films, to which children
were admitted if accompanied by an adult; and
U-certificate films admitting all.

These were replaced in 1982 with: 18 (permit-
ting admission for those aged 18 and over); 15
(replacing AA, and raising the admission age
from 14 to 15); PG (Parental Guidance, a symbol
used in the US, and intended to show that a film
contains some scenes which individual parents
may feel unsuitable for children); and U as
before. A 12 certificate was introduced in 1989,
mainly to target the first film in the Batman
series.

In August 2002 the British Board of Film
Classification, under pressure from a number of
sources, including that of parents and children,
made an adjustment to the 12 certification by
adding a 12A rating, meaning that children could

see formerly restricted films — such as Spider-
Man - as long as they were accompanied by an
adult over 18.

The 12A certificate marked the arrival of
former civil servant Sir Quentin Thomas as chief
censor. It brought Britain into line with other
countries, including the US, Canada, Japan,
Ireland, New Zealand and Spain. The first film
to carry a UK 12A certificate was The Bourne
Identity starring Matt Damon. 12A certification
requires that posters advertising such films
should carry warnings about scenes involving
violence, sex and bad language. The 12 rating
remains for film videos. See H-CERTIFICATE.

Chamberlain, Lord See LORD CHAMBERLAIN.
Channel Each MESsAGE-carrying signal requires

a route along which it is transmitted from
the sender to the receiver and along which
FEEDBACK may be obtained. Channels may
be physical (our voices or bodies), technical
(the telephone) or social (our schools, media,
etc.). In business organizations or institutions
they may be vertical, hierarchical, formal and
predominantly one-way — from the boss down-
wards; or horizontal, democratic, informal and
two-way as between workmates and groups with
common tasks, interests and sympathies. Like
country paths, channels need to be kept open
and frequented — and sometimes repaired — if
they are to continue to be recognized as viable.
See COSMOPOLITE AND LOCALITE CHANNELS;
JAKOBSON’S MODEL OF COMMUNICATION, 1958;
PHATIC (LANGUAGE); SHANNON AND WEAVER'S
MODEL OF COMMUNICATION, 1949.

Channel capacity C.E. Shannon and W.E.

Weaver use this term to describe the upper limit
of information that any communication system
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Channel 4 (UK)

can handle at a given time. To discover this limit,
it is first essential to know how much uncertainty
— or entropy — a given signal will eliminate. See
REDUNDANCY.

Channel 4 (UK) Under the direction of Jeremy
Isaacs, in 1982, C4 became the UK’s fourth
TV channel; the ‘quality’ arm of commercial
television. Jean Seaton argued in James Curran
and Jean Seaton’s Power without Responsibility
(Routledge, 1997) that Channel 4 was “.. an
important (and perhaps the last) reinterpreta-
tion of the public service role of broadcasting. In
this version, the freedom of creative individuals
to risk making the programmes they want to
make is seen as the guarantor of public good’

Seaton identifies a number of reasons for
the establishment of Channel 4: the need for
television fare to better reflect Britain’s growing
cultural diversity; the need to widen the terms of
political debate on television; the need to foster
greater creativity in programme-making; and
the need to address the requirements of niche
or minority audiences. In addition there was
also the desire of the then Conservative govern-
ment to subject the puoroLy to the influence
of market forces. The adoption by Channel 4 of
the publisher—contractor model for programme-
making, and the subsequent boost to the inde-
pendent production sector, was one of the ways
it was hoped that these needs would be met.

The new organization quickly became a major
sponsor of independently made movies, drama
series and documentaries. From the start the
channel set out to challenge established ways
and attitudes. Much of its programming was
international in theme, whether the subject
was poverty in the Third World or American
football. The new channel proved the argument
for broadcasting — mixing popular viewing with
minority-interest programmes and showing that
the entertaining could be combined with the
serious without sacrificing standards.

C4 became the first channel to provide a
full hour of news daily. It was to create a high
reputation for the funding of feature films, some
of which, like Four Weddings and a Funeral
(1994), proved worldwide cinema successes.
The BROADCASTING ACT, 1990 cleared the way
for C4 to negotiate directly its own advertising
revenue. The Welsh fourth channel is called
Saniel Pedwar Cymru (S4C). See COMMUNICA-
TIONS ACT (UK), 2003; OFCOM: OFFICE OF
COMMUNICATIONS (UK).

Channel 5 (UK) The Independent Television
Commission of the UK awarded Britain’s fifth
national terrestrial TV channel to Channel 5
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Broadcasting in October 1995. It began broad-
casting in January 1997.

Chapultepec, Declaration of, 1994 Adopted

on 11 March in Mexico City by the Hemisphere
Conference on Free Speech, organized by the
Inter American Press Association (IAPA), the
Declaration states that ‘A free press enables
societies to resolve their conflicts, promote
their well-being and protect their liberty. The
defence of the freedom of the press is absolute
and unqualified: ‘No law or act of government
may limit freedom of expression or of the press,
whatever the medium. Chapultepec rejects
prior ceNsOrsHIP (Clause 5), the imposi-
tion of licences for the importation of paper,
newsgathering equipment and the assigning of
RADIO frequencies (Clause 7), and asserts that
no news medium or journalist may be punished
for publishing the truth or for criticizing or
denouncing government (Clause 10). See
TALLOIRES DECLARATION.

Characteristics of mass communications

See MASS COMMUNICATION: SEVEN CHARAC-
TERISTICS.

Chequebook journalism A euphemism for

bribery — newspapers paying someone for exclu-
sive rights on his or her story. The police pay
their ‘snouts’ or ‘grasses’ for the common good;
the press pay their informants for tomorrow’s
headline, to serve the public’s ‘right to know’ and
to boost sales in the war for circulation. While
the UK Bribery Act (2010) which came into force
in July 2011 is primarily targeted at the worlds
of business, commerce and industry, it applies
equally to the media, covering both individual
and organizational behaviour.

Chronology News narratives on TV are often

compared to those of fictional stories (see
STORYNESS) but there are obvious differ-
ences, an important one being divergence over
chronology. ‘In news, writes Allan Bell in The
Language of News Media (Blackwell, 1991), ‘order
is everything but chronology is nothing’ Indeed,
in the news narrative the climax is reported first,
whereas in a story this usually comes at the end.
Chronology has a low priority in the construc-
tion of news stories to the point where AUDIENCE
has to be highly news-literate to follow what is
going on. Bell says, “The time structure of news
stories can make the shape of a difficult film or
novel look straightforward in comparison. See
AGENDA-SETTING.

Churnalism When JOURNALISM is subjected

to demands for more and faster news content
in an era of 24-hour media provision and
demand, it is in danger of ‘churning’ out copy,



text and pictures; then it becomes churnalism.
Pressures of competition and commercialization
result in corner-cutting, facts not checked-out
thoroughly, dependence on single rather than a
variety of sources and over-readiness to opt for
sensation over verifiable truth.

In Flat Earth News: An Award-winning
Reporter Exposes Falsehood, Distortion and
Propaganda in the Global Media (Vintage
Books, 2009), Nick Davies writes that pressures
on modern journalists are such that ‘only 12%
of their stories turn out to be their own work;
and only 12% of their key facts are effectively
checked’

Davies believes that the ‘problems of churnal-
ism have become even worse with the arrival of
news websites involving reportage whose prime
principle is speed imposed on reporters for the
press and TV alike; the majority activity being
recycling second-hand stories. He writes of ‘the
tendency for the media to recycle ignorance;
producing what he terms ‘flat earth’ stories
— news stoked up by conjecture and headline-
seeking but with questionable, or no, substance.

The author cites as a flat earth story the wild

predictions concerning the Millennium Bug
which, according to media predictions, would
cause catastrophic mayhem as computers
adjusted from 1999 to 2000. As it turned out,
nothing could have been smoother; a transition
without fuss. Blame is laid at ‘the behaviour of
the new corporate owners of the media who have
cut editorial staffing while increasing editorial
output, slashing the old supply lines which used
to feed up raw information from the ground;
and, with the advent of news websites, added the
new imperative of speed. See the Media Stan-
dards Trust website churnalism.com, created to
track and publicize cases of churnalism and to
expose PLAGIARISM.
Cigarette cards: cultural indicators A US
company, Allen Ginter, produced the forerun-
ner of the first British cigarette card when they
packed with their Richmond Gem brand a pair
of oval cards held together by a stud, one section
of which was a calendar for 1884, with UK parcel
postage rates on the back. By the 1890s the larger
British tobacco companies were issuing cards,
beginning with advertisements then progressing
to series on particular themes such as soldiers,
ships, royalty, sport and famous beauties.

The first company to issue photographic ciga-
rette cards on a large scale was Ogdens who, in
1894, began their Guinea Gold and Tabs cards
covering, in the next thirteen years, practically
every facet of life of that period. In the early

Cine-clubs

1900s there were around fifty companies issu-
ing cards in the UK and Ireland. Reflecting the
dominance of the British Empire, the cards
represented many military issues, along with
major inventions of the time — the motor car and
the aeroplane. Exploration and discovery, and
the Edwardian craze for collecting things — birds’
eggs, butterflies, porcelain — were prominently
reflected in the choice of subject-matter, as were
the music hall and the scouting movement.

Early in the First World War (1914—18) the
Wills company actually issued cards as minia-
ture recruiting posters, while Gallahers put out
several series of Victoria Cross Heroes in 1915
and 1916. Carreras issued Women on War Work
and Raemaekers’ War Cartoons portraying the
Germans as barbarians.

Later examples of these cultural ephemera
were Gallahers’ Boy Scouts, Fables and Their
Morals; Wills’s Cinema Stars and Radio Celebri-
ties. Ogdens produced a series on Broadcasting.
With the approach of the Second World War
(1939—45) Carreras produced Britain's Defences
(1938); Players issued Aircraft of the RAF in the
same year, and in 1939, Modern Naval Craft. The
most ambitious cigarette-card enterprise of the
period was the Imperial Tobacco Company’s Air
Raid Precautions, made available in a variety of
cigarette brands.

Cigarette-card production remained popular
in the post-war era, though the 1960s saw a
marked decline. In the 1970s came the much
sought-after series from Player, The Golden Age
of Motoring, packed in Doncella cigars. The
Golden Age continued with Steam (1976), Flying
(1977) and Sail (1978). See PICTURE POSTCARDS.

Cine-clubs These played an important role in

the development of cinema in many countries.
Where, in the commercial film theatres, popular
entertainment monopolized programmes, the
cine-clubs showed new experimental and often
non-fictional work. John Grierson (1898-1972)
organized the first British showing of Sergei
Eisenstein’s Battleship Potemkin at the London
Film Society (formed in 1925) in 1929, along with
his own seminal documentary Drifters. Minister
of Propaganda in Nazi Germany, Goebbels,
outlawed all cine-clubs because of their ‘subver-
sive’ nature and a similar fate befell the cine-club
movement in pre-Second World War Japan.

The Depression and the failure of the media
to meet its causes head-on helped give belated
birth to the US cine-club movement. The Work-
ers’ Film and Photo League, soon renamed the
National Film and Photo League, was formed in
New York in 1930. Members of the League made
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Cinema

films as well as watched them, concentrating
on filming the hunger marches and other mass
protests of the time. Among their creations was a
Workers’ Newsreel, which the League persuaded
some commercial cinemas to screen.

Cinema See CINEMATOGRAPHY, ORIGINS; FILM.
Cinema legislation The first legislation in the
UK relating to cinema use was the Cinemato-
graph Act of 1909. It concerned the licensing of
exhibition premises and the safety of audiences.
In 1922, the Celluloid and Cinematograph Film
Act drew up safety rules for premises where
raw celluloid or cinematograph film was stored
and used. The Cinematograph Film Produc-
tion (Special Loans) Act, 1949 established the
National Film Finance Corporation and in the
same year came the British Film Institute Act.

The Cinematograph Films Act, 1957 provided
a statutory levy on exhibitors and exhibitions to
be collected by Customs and Excise and paid to
the British Film Fund Agency, which would use
the monies to support film production in the
UK and the work of the Children’s Film Foun-
dation. This made the formerly voluntary levy,
the British Film Production Fund, compulsory.
The Cinematograph (Amendment) Acts of 1982
extended provision of the 1909 Act to include ‘all
exhibitions of moving pictures for private gain,
bringing under regulation pornographic cinema
and video ‘clubs. The Acts exclude from regula-
tion bona fide film societies.

The Films Act, 1985 abolished the Cinemato-
graph Films Council and the Eady Levy, and
dissolved the National Film Finance Corpo-
ration, replacing it with the British Screen
Finance Consortium. The government provided
a ‘starter’ of £1.5m for five years to the loan
fund of the BSFC, whose function would be to
raise funds independently of state support. See
BROADCASTING LEGISLATION.

CinemaScope Wide-screen process copyrighted
by 20th Century Fox in 1953 but invented much
earlier by Henri Chrétien.

Cinématographie Word first used by G. Bouly
in 1892 in a French patent specification for a
movie camera.

Cinematography, origins Among the earliest
moving-picture inventions was the Thaumat-
ropical Amusement of Englishman Henry Fitton
(1826). Exploiting the phenomenon of PERSIS-
TENCE OF VISION the Thaumatrope consisted of
a round box inside of which were a number of
discs, each with a design on it. When the discs
were twirled round, the images merged and gave
the impression of a single movement.

Joseph Plateau’s Phenakistoscope (1833), a
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circular design opposite a mirror, worked the
same little miracle. The ZOETROPE or ‘wheel of
life} invented by Englishman W.G. Horner (1834),
offered a revolving drum with strip sequences
inside, enabling figures to jump, gallop or even
do cartwheels. Emile Renauld’s Praxinoscope of
1877 improved on the Zoetrope by removing the
slots of the drum and using mirrors to reflect the
images, thus avoiding the dizziness to viewers
caused by the Zoetrope; and the wonder of this
device was extended with the Projecting Prax-
inoscope using a revolving disc-blade shutter to
project animated images on to a screen.

The main impetus in the development of cine-
matography came, however, from another direc-
tion. Working in the US, English photographer
Eadweard Muybridge (1830-1904) in the 1870s
took multiple photographs of animals, birds
and humans in movement. His most famous
experiment was one in which a line of cameras,
using exposures of less than one-thousandth of
a second, ‘filmed’ a galloping horse. The horse
triggered each camera as it passed — and proved,
incidentally, that there are moments in a horse’s
movement when all its hooves are clear of the
ground.

The next step was the projection of these
in-sequence pictures. In 1890 William Friese-
Green (1855—1921) revealed the potential
of moving film when he set up a small slide
projector in which the usual slide carrier had
been replaced by a glass disc bearing a ring of
pictures. Friese-Green’s revolving disc was later
demonstrated, to eager crowds, in the window of
his studio in Piccadilly.

In France meanwhile Etienne-Jules Marey
(1830-1904) had invented a photographic ‘gun’
(1882) to take pictures of birds in flight; he soon
followed this with a camera capable of snapping
sixty pictures a second on a paper-based film.
In the US, Thomas Alva Edison (1847-1931)
produced his Kinetograph to take moving
pictures and his Kinetoscope to show them.
The viewer looked through a peephole in the
foot-high box. The 50 feet of film ran for about
13 seconds. ‘Kinetoscope parlours’ were set up in
which people could view films by putting a coin
in the slot.

The most important year in the development
of cinematography was 1895, with the invention
of projectors in the US by Thomas Armat and
Woodville Latham, in France by the Lumiere
brothers — Auguste (1862-1954) and Louis
(1864-1948) — and in the UK by Robert Paul.
With the arrival of the Lumiéres on the scene,
the cinema was truly born.



Their vision and entrepreneurialism turned
experiment into performance, private screenings
into public, commercial profit. “‘What did I do?
Louis Lumiére is reported to have said. ‘It was
in the air’ Auguste Lumiere was less modest
than Louis: ‘My brother, he said, ‘invented the
cinema in one night’ On 28 December 1895, the
Lumieres, already highly successful in the photo-
graphic business, opened in the Salon Indien, in
the Grand Café on the Boulevard des Capucines.

Seats were priced at one franc. Within weeks
they were a worldwide success. Immediately the
Lumiéres trained a brigade of cameramen-cum-
projectionists and sent them abroad to several
foreign countries; in quick time, some 1,200
single-shot films were produced, including the
Diamond Jubilee procession in London.
Cinéma vérité Or Catalyst cinema. In a 1961
DOCUMENTARY, Chronique d’'un Eté (Chronicle
of a Summer), Jean Rouch, instead of simply
recording the daily routines of Parisians, chal-
lenged them to face the camera and answer
the question, ‘Tell us, are you happy?’ Rouch
and co-producer Edgar Morin were suddenly
on-camera participants. Their subjects, having
been filmed, were invited to see the film rushes.
Their discussion of these was filmed and
recorded and used as part of the end-product.

The style was named cinéma vérité in homage

to the Russian movie pioneer Dziga Vertov (see
SPINNING TOP), and translated from the term
used by Vertov and his associates, kino pravda,
film truth. Erik Barnouw in Documentary
(Oxford University Press, 1974) writes, ‘The
direct cinema documentarist took his camera
to a situation of tension and waited hopefully
for a crisis; the Rouch version of cinéma vérité
tried to precipitate one. The direct cinema artist
aspired to invisibility; the Rouch cinéma vérité
was often an avowed participant!
Cinerama Extra-wide screen system invented
by Fred Waller and first demonstrated in This
is Cinerama (1952). Three projectors, elec-
tronically synchronized, created a three-section
picture on the screen, giving a disturbing visual
wobble at the joins. The first film story using
the process was How the West Was Won (1962).
Shortly afterwards the three-camera system was
abandoned in favour of ‘single-lens Cinerama;
practically identical to CINEMASCOPE, though
with higher definition.

Circumvention tools Alternative term to

describe online anti-censorship tools. See TOR.
Citizen journalism See JOURNALISM: CITIZEN
JOURNALISM.

Civil inattention Phenomenon of INTERPER-

Class

SONAL COMMUNICATION observed by Erving
Goffman in Behavior in Public Places (Free
Press, 1963), where, after initial EYE CONTACT,
a person quickly withdraws visual attention
from another to avoid any further recognition or
need for further contact. As Goffman says, ‘In
performing this courtesy the eyes of the looker
may pass over the eyes of the other, but no
“recognition” is typically allowed. The ritual of
civil inattention, Goffman explains, is one that
‘constantly regulates the social intercourse of
persons in our society’. See INDICATORS.

Clash of Civilizations See McWORLD VS JIHAD.

Clapper board See SHOT.

Claptrap See VERBAL DEVICES OF SPEECH-
MAKING.

Class A factor of vital importance in the analysis
of interpersonal and mass communication is
the concept of class; and the most significant
impact on the development of that concept was
made by the German philosopher Karl Marx
(1818-83). For him, class denoted a relationship
to the means of production in any given society.
Marx identified two main classes: the owners
of the means of production (land, factories),
whom he called the bourgeoisie, and those who
were obliged to sell their labour to the owners to
make a living — the proletariat. Although aware
of other classes, he considered them of minor
importance.

Marx argued that as a result of their position
in the economic order, members of each class
shared common experiences, lifestyles and
certain political and economic interests. He
believed that there was and would remain, in a
capitalist society, an inevitable conflict between
the interests of the bourgeoisie and the prole-
tariat. He further argued that GrouP identity,
class-consciousness and collective political and
economic action would develop in the course
of economic and political conflict. Proletarian
class-consciousness was particularly likely to
emerge as its members were thrown into serious
difficulties and close daily associations at work.

The dominant class — the bourgeoisie — would,
according to Marx, seek to impose its culture
upon the rest of society. Its culture would
become the dominant culture, its IDEOLOGY
the dominant ideology. Consequently the
communication systems of society would reflect
the dominant culture of the bourgeoisie and
also the conflict between the two classes. From
a Marxist viewpoint, control of many facets of
the mass media by the ownership of capital gives
that class the opportunity to disseminate its own
culture and ideology. Such control, in Marxist
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Classic FM

terms, plays a vital role in the maintenance of
HEGEMONY.

The term is also commonly used when what
is meant is social class. Social class member-
ship is based, primarily, upon occupation
rather than ownership or non-ownership of
the means of production. For the ADVERTISING
industry and media management, social class is
a significant factor in the profile of an audience.
Market researchers are primarily interested in
income and spending power. For those media
organizations that are dependent on advertis-
ing revenue, the social class composition of its
AUDIENCE is of obvious importance. The inter-
relationships between the social class structure
and the communication processes of society
are complex, and research in this area is wide-
ranging; of particular concern is whether the
narrowness of social class backgrounds of those
who control and work in the media is reflected
in its output. See ToPIC GUIDE under MEDIA:
VALUES & IDEOLOGIES.

Classic FM Commercial radio station broadcast-

ing nationwide in the UK since the autumn of
1992. Its menu of popular classics presented in
a lively and unpatronizing way, together with
a policy of winning audience loyalty through
competitions and sponsored musical events, has
proved a notable success.

varying advantages depending on the particular
conditions under which the communication is
presented, including the audience’s predisposi-
tion and the type of matter being transmitted.
Similar concepts are the law of primacy (see
PRIMACY, LAW OF) and the law of recency.

Clipper chip A microchip, called the spy in

the computer, the ‘sleeping policeman on the
superhighway of information’ It was feared in
the mid-1990s that this would become a compul-
sory element in US-made computers, allowing
government agencies, by means of an electronic
back door, to snoop on data into and out of
computers. Such was the determination of users
of the INTERNET and their campaign against
the clipper chip that the Clinton government
temporarily retreated from its plans.

However, in February 1996 Clinton signed a
Telecommunications Bill requiring that from
1998 all TV sets with a screen size of 13 inches
or more should be fitted with a “V’ (for violence)-
chip. In the same month the European parlia-
ment voted in favour of a similar measure — the
insertion of V-chips into every new TV set sold
in Europe under the Television Without Fron-
tiers directive. See ENCRIPT; PRIVACY.

Clique A close-knit group of people within a

social system whose communication is largely
with each other. Clique analysis is used to deter-

‘Clean up TV’ movement Established in
Birmingham in 1963 by Mary Whitehouse and
others; later called itself the National Viewers’
and Listeners’ Association (NVLA). Over the

mine communication groupings within a social
system, and its main tool is SOCIOMETRICS.
Closed text See OPEN, CLOSED TEXTS.
Closure Occurs in a communication situation

years the movement has succeeded in gaining
access to practically every forum in which the
issues of broadcasting are discussed; addition-
ally, the NVLA has been active as a ‘morality
watchdog’ in other arts, especially the theatre
and publishing. NVLA thinking is based on
traditional Christian ethics; the belief that the
VALUES of chastity and the family underpin all
that’s best in Western society, and that such
values are constantly under threat and have to be
protected. Of equal concern to the NVLA is the
increase in the display, in film, on TV and in the
theatre, of scenes of violence. See BROADCAST-
ING STANDARDS COUNCIL; CENSORSHIP; MORAL
ENTREPRENEURS.

Climate of compliance See KUUKI.

Climax order In the process of persuading others,
the order in which arguments and evidence are
placed is of considerable importance. Research
has been conducted into the climax order and
anti-climax order, that is when the best point of
an argument is reserved till last (climax) or used
at the outset (anti-climax). The two orders have
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when one participant, usually the receiver of
information, closes down attention, and thus
deflects the message or the messenger, or termi-
nates an encounter. The reasons for closure may
relate to the unacceptability of the MESSAGE: it
may conflict with the attitudes, beliefs or VALUES
of the receiver; it may be an ‘uncomfortable
truth’ which causes in the receiver a feeling of
DISSONANCE. Alternatively it may have some-
thing to do with the messenger rather than the
message — personal dislike of the sender on the
part of the receiver, or a simple unwillingness to
receive this kind of message from this messen-
ger; or it may simply reflect a wish to terminate
the encounter and move on.

The means of closure will involve NVC
(Non-verbal Communication) as well as verbal
strategies. The term is also used in relation to
NARRATIVE, in the sense of narrative closure.
This does not mean bringing the narrative to a
close, but employing narrative devices to close
down alternative readings or interpretations. See
OPEN, CLOSED TEXTS; PREFERRED READING.



Cloud computing See COMPUTING: CLOUD
COMPUTING.

Cocktail party problem In On Human Commu-
nication (MIT Press, 1966) Colin Cherry writes,
‘One of our most important faculties is the
ability to listen to, and follow, one speaker in
the presence of others. This is such a common
experience that we may take it for granted; we
may call it “the cocktail party problem” That is,
how do we filter out a barrage of communication
messages, selecting one to concentrate upon?’
Cherry experimented with two different taped
readings being played at once, with the instruc-
tion to the subject to concentrate on one and
ignore the other.

Though the tapes produced a ‘complete
babel, and though wide-ranging texts were
used, considerable success in deciphering the
message was demonstrated, illustrating the
importance of ‘our ingrained speech habits at
the acoustic, syllabic, or syntactic levels. Cherry
and his colleagues also experimented to see
what happened when a subject was asked to
read a text out loud while simultaneously listen-
ing to another one. This process — of testing
the subject’s ability to select from competing
message channels, they called ‘shadowing’

Code of broadcasting (UK) See OFCOM: OFFICE
OF COMMUNICATIONS.

Codes of advertising practice See ADVERTIS-
ING STANDARDS AUTHORITY (ASA); OFCOM:
OFFICE OF COMMUNICATIONS.

Code of semes See CODES OF NARRATIVE.

Codes A code is generally defined as a system
into which signs are organized, governed by
consent. The study of codes — other than those
arbitrary or fixed codes such as mathematics,
chemical symbols, Morse Code, etc. — empha-
sizes the social dimension of communication.
We have codes of conduct, ethical, aesthetic
and LANGUAGE codes (see ELABORATED AND
RESTRICTED CODES).

Non-verbal communication is carried on
through what have been classified as presen-
tational codes: gesture, movement of the eyes,
expression of the face, tone of voice. A represen-
tation code can be speech, writing, music, art,
architecture, etc. Speech itself has non-verbal
characteristics: prosodic codes affect the MEAN-
ING of the words used, through expression or
pitch of voice.

The media are often referred to as employ-
ing broadcast and narrowcast codes in gearing
content, level and style to expected audiences.
Aesthetic codes are crucially affected by their
cultural context, some of it highly conventional,

Codes of narrative

some AVANT-GARDE, subject to textual rather
than commonly recognized cues to mean-
ing. Much modern art, for example, has been
encoded in visual languages accessible only
to a small number of people. However, over
time, innovative aesthetic encoding becomes
conventionalized. The obscure code has become
familiar. A case in point is Surrealism, whose
intention was to shock cultural convention,
yet whose dream symbols and often disturb-
ing juxtapositions of objects have become a
commonplace of mass advertising. What began
as a code specific to itself has been transformed
to one given its meaning by cultural convention.
See CODES OF NARRATIVE; DECODE; DOMINANT,
SUBORDINATE, RADICAL; ELITE; HIGHBROW;
SEMIOLOGY/SEMIOTICS.

Codes of narrative Roland Barthes in S/Z

(Blackwell, 1990; translated from the French by
Richard Miller) applies a number of narrative
codes in a book-length analysis, or decon-
struction, of a twenty-three-page short story,
Sarrasine, written by Honoré de Balzac in
1830. Barthes describes ‘five major codes under
which all the textual signifiers can be grouped’
in a narrative. The Proiaretic or Action code
(the Voice of Empirics) tells us of events — of
what happens, and thus is instrumental in the
sequence of the story.

The code of the seme or sign (‘semantically
the unit of the signifier’) refers to character
and is categorized by Richard Howard in the
Preface to S/Z as the Semantic code (though
Barthes does not actually use this term in the
text). Barthes speaks of this as the Voice of the
Person. Under the Hermeneutic or Enigma code
(the Voice of Truth) ‘we list the various (formal)
terms by which an enigma can be distinguished,
suggested, formulated, held in suspense and
finally disclosed. Cultural or Referential
codes ‘are references to a science or a body of
knowledge’ — ‘physical, physiological, medical,
psychological, literary, historical, etc. These are
the Voice of Science. Finally there is the Symbolic
code, the Voice of Symbol.

Barthes writes of the codes that they ‘create a
kind of network, a topos [Greek: a place, loca-
tion] through which the entire text passes (or
rather, in passing, becomes text) This taxonomy
of codes is widely used in the analysis of texts
of all kinds. Nowhere, however, does Barthes
suggest that such coding is prescriptive or exact.
He writes, “The code is a perspective of quota-
tions, a mirage of structures; we know only its
departures and returns’

Barthes talks of a ‘galaxy of signifiers, not a
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Cognitive (and affective)

structure of signifieds’ For him the text ‘is not
unitary, architectonic, finite’ and the approach
to it is characterized by ‘blanks and looseness
of analysis’ The meaning of the ‘readerly’” as
contrasted with the ‘writerly’ text is ultimately
elusive.

Cognitive (and affective) That area or domain
of human behaviour which can be described
as intellectual — knowing, understanding and
reasoning — is often referred to as the cognitive.
A substantial amount of media communication
is aimed at producing cognitive responses in
the receiver. That area which is involved with
attitudes, emotions, VALUES and feelings is
termed the affective. Obviously the two overlap
and intertwine.

Whether the content of a MESSAGE is cognitive
or affective in its orientations will greatly influ-
ence the mode chosen for its communication.
If the content of a message is judged to be of
cognitive intent, then LANGUAGE will generally
be couched in neutral terms; presentation will
strive after objectivity and balance. An affective
message will be more likely to be framed in
emotive language, its imagery directed towards
emotional responses.

However, recent media research has been
directed towards a more critical analysis of the
allegedly objective modes of cognitive messages.
There is concern as to whether the dissemination
of apparently neutral information — especially
if that dissemination is of some FREQUENCY
and CONSISTENCY of treatment — influences
an audience’s perception of national and world
events. From the mass of available information,
the media select and reject. They give emphasis
— and legitimacy — to some issues rather than
others, and they set the order of priorities (see
AGENDA-SETTING) as well as seeking to establish
links between occurrences and their causes in the
minds of the audience. See EFFECTS OF THE MASS
MEDIA; GLASGOW UNIVERSITY MEDIA GROUP.
Cognitive capture See IMPARTIALITY.
Cognitive Consistency theories The basic
premise of cognitive consistency theories is that
people prefer consistency among the various
elements of their cognitive system, for example
between attitudes and beliefs. Heider (1958)
investigated reactions to balance or imbalance in
dyads and, particularly, triads of elements. The
triads are known as POX triads. P represents the
person ‘you’; O represents the other person and
X represents a stimulus, for example an object
or event. The relationship between any two
elements can be positive or negative and their
combination can produce balanced or imbal-

44

anced triads. An example of a balanced triad
would be when you and the other person like
each other and you both like Coldplay. However,
if you and the other person disliked each other
but both liked Coldplay, an imbalanced triad
would be formed. Heider argued that people
prefer balance and seek to establish or restore
balance but can tolerate imbalance.

Osgood and Tannenbaum (1955) sought to
investigate the effect of differences in the degree
of like or dislike between the elements on the
process of dealing with imbalance. The principle
of congruity as advanced by Charles Osgood and
Percy Tannenbaum in “The principle of congru-
ity in the prediction of attitude change, Psycho-
logical Review 62 (1955) holds that when change
in evaluation or attitude occurs, it always occurs
in the direction of increased congruity with the
prevailing frame of reference. That is, it will be
the weaker attitude or belief that will give way.

The opposite of cognitive balance is cognitive
dissonance, a notion analysed by Leon Festinger
in A Theory of Cognitive Dissonance (Row
Peterson, 1957). Cognitive dissonance results
from a lack of consistency between two cogni-
tions — attitudes, values, beliefs, ideas and so on.
Festinger argued that cognitive dissonance moti-
vates the individual to try to resolve the resulting
lack of harmony, and he identified strategies
by which individuals try to achieve this. Three
such strategies are: to change the less important
cognition; to deny evidence that the cognitions
are in conflict; or to change the importance of
the cognitions. Take for example the dissonance
that might be felt by a heavy drinker who values
their health. To reduce the dissonance they
could cut down on their alcohol consumption,
or they could deny the validity of the evidence
that suggests that heavy drinking is bad for one’s
health, or they could decide that it is much more
important to continue heavy drinking and enjoy
life than to live for longer.

The theory predicts that people will seek out
information that confirms existing attitudes and
views of the world or reinforces other aspects
of behaviour. Similarly it predicts that people
will avoid information which is likely to increase
DISSONANCE. If you dislike a person, and you
dislike his/her views, what he/she says is unlikely to
cause cognitive dissonance, for there is a congru-
ence here. Dissonance is acute when a liked person
says something seemingly ‘out of character’ or fails
to accord with expectations or the image held of
him/her. Clearly, cognitive dissonance theory can
shed much light on why acts of communication
may be resisted and rejected.



Psychological Reactance theory, developed by
Brehm (1966), can also be classed as a consis-
tency theory. Psychological reactance occurs
when we are restricted from doing something
that we were previously free to do and we
perceive that restriction to be illegitimate or
unjustified. Psychological reactance motivates us
to restore the threatened freedom of action. The
degree of reactance we experience will depend
upon the extent of the restriction placed upon
behaviour, how important that behaviour is to
us, and whether there are similar alternative
choices open to us. There are also some individ-
ual differences in our response to restrictions on
our behaviour. Take for example the imposition
of CENSORSHIP. Robert Cialdini notes in Influ-
ence: Science and Practice (Pearson Education,
Inc., 2009) that ‘almost invariably, our response
to banned information is to want to receive that
information to a greater extent and to become
more favourable toward it than we were before
the ban’

Theodore Newcomb (1953) developed a
version of balance theory — the ABX model of
communication (see NEWCOMB’S ABX MODEL)
— that focuses upon equilibrium within interper-
sonal communication. Our preference for cogni-
tive consistency can leave us prey to its use in
persuasive communication. As Robert Cialdini
comments in Influence: Science and Practice
(Pearson Education, Inc., 2009), “The drive to be
(and look) consistent constitutes a highly potent
weapon of social influence, often causing us to
act in ways that are clearly contrary to our own
best interest’ See COGNITIVE (AND AFFECTIVE);
DEFENSIVE COMMUNICATION; EFFECTS OF
THE MASS MEDIA; GROUPTHINK; RESONANCE;
SYMMETRY, STRAIN TOWARDS. See also TOPIC
GUIDE under COMMUNICATION THEORY.

Cognitive dissonance See COGNITIVE CONSIS-
TENCY THEORIES; CONGRUENCE THEORY;
DISSONANCE.

Cold media, hot media See HOT MEDIA, COLD
MEDIA.

Collocation The tendency of words to occur in
regular association; words set together through
customary usage such as ‘fair’ and ‘play; ‘auspi-
cious’ and ‘occasion’

Collodion or wet-plate process See PHOTOG-
RAPHY, ORIGINS.

Colloquialism An expression used in common,
informal speech, but not as far removed from
acceptable modes as SLANG. If your comments
‘cut no ice’ with somebody, that is a colloquial-
ism; if you are told to ‘keep yer air on, that is
slang. It is a modest distinction, for as Ronald

Comics

Ridout and Clifford Witting say in The Facts of
English (Pan Reference Books, 1973), ‘the slang
of yesterday becomes the colloquialism of today’
See DIALECT; JARGON; REGISTER.

Colonization Term used to describe the process

by which various cultural material is acquired
from a variety of contexts and then reassembled
to construct particular messages. In this process
the MEANING of the original signs is often
changed, if not subverted; their use may appear
to celebrate differences between people, but
the goal to which they are put may have as its
purpose the REINFORCEMENT of the DOMINANT
CULTURE, and the denial of differences and the
conflict which they bring.

Advertising messages contain many examples
of colonization. For example, the signs and
symbols widely associated with certain youTH
CULTURES are often employed to sell goods and
services to various audiences — whether young
people themselves, or older consumers who are
presumed to identify with a particular youth
culture. Ironically, whilst youth cultures are
often a site of resistance and challenge to the
dominant culture, their signs and symbols are
in this way used to draw them further into the
dominant culture, for instance through encour-
aging certain patterns of consumption.

Comic impetus See siTcom.
Comics The first newspaper comic-strip is gener-

ally considered to be that which appeared on 16
February 1896 in the New York Sunday World. It
was a three-quarter-page feature in colour called
“The Great Dog Show in M’Googan’s Avenue'
Kids in the city’s slum backyards were organizing
their own dog show; the hero, dressed in a bright
yellow nightgown, soon became the “Yellow Kid’
and ‘Hogan’s Alley’ achieved immediate popu-
larity as a long-running comic strip (see YELLOW
KID).

The idea was not new. English cartoonist
Thomas Rowlandson (1757-1827) created a
comic character, Dr Syntax, who was popular
with the public, and considerably earlier William
Hogarth (1697-1764) included speech ‘balloons’
in his engravings satirizing London life. George
Orwell took comics seriously enough to write
about them.

In ‘Boys’ Weeklies’ (1939), published in
Selected Essays (Penguin, 1957), Orwell analysed
the social and political connotations of early
publications in the genre. What seemed to
characterize comics in Orwell’s day was their
social changelessness — deep down, if not in
the surface detail. Orwell did find differences
between the older and the new generation of
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Commanders of the social order

weeklies, however: in the new, ‘better technique,
more scientific interest, more bloodshed, more
leaderworship’; in ‘social outlook there is hardly
any advance’

As life appears to have become more complex,
and society more complicated, the STEREOTYPE
of the hero has had a sustaining appeal. Picture-
strip heroes such as Clark Kent, alias Superman,
who first made his appearance in Action Comics
(1938) in the US, have not only led popular (and
charmed) lives on the printed paper but have
also translated into immensely popular film
heroes. The debate concerning comics, and
comic books, centres around the extent to which
they seem to legitimize dominant social values.

A comic which has reversed this tendency is
Viz, started up in Newcastle-upon-Tyne in 1979
by brothers Chris and Simon Donald and Jim
Brownlow with a first issue of 150 copies. In a UK
Guardian article ‘All in the worst possible taste’
(18 November 2004), William Cook described
Viz as ‘a brilliant hybrid of punk fanzine and
kids’ comic’; the comic proved immensely popu-
lar and circulation temporarily rose to a million
copies.

Viz mercilessly (and hilariously) satirizes the
UK tabloids, public figures and politicians, issu-
ing spoof news stories and adverts. Among its
many comic characters have been the Fat Slags
(Sandra and Tracey), Spoilt Bastard, and Roger
Mellie the Man on Telly.

Among the Viz annuals have been the Five
Knuckle Shuffle, the Full Toss, the Pork Chopper
and the Dogs’ Bollocks. In Cook’s opinion, Viz
‘changed the sense of humour of the nation’ In
2009 an exhibition of the original artwork of Viz
was held at London’s Cartoon Museum.

» William Cook, The Silver Plated Jubilee — 25 Years of
Viz (Boxtree, 2004).

Commanders of the social order Term used by
Herbert I. Schiller in Culture, Inc.: The Corporate
Takeover of Public Expression (Oxford University
Press, 1989), referring to the vast transnational
corporations which, he argues, have come
to dominate and shape CULTURE; establish
prevailing discourses; set political, economic
and cultural agendas; and call the tune of mass
media. Schiller talks of the PRIVATIZATION of
public space: in a literal sense (public areas being
transformed into privately owned and controlled
shopping malls and pleasure domes); and in
an intellectual sense, through the ‘corporatiza-
tion’ of arts, literature and media. He cites the
extent to which the entire world of information
(libraries, museums, universities, mass commu-
nication), of expression (architecture, music,
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art) and of public spectacle (sport) have been
colonized by corporations — particularly in the
US, but increasingly in the rest of the world. See
AUDIENCE: ACTIVE AUDIENCE; BERLUSCONI
PHENOMENON; CONSENSUS; ELITE; HEGEMONY;
MANUFACTURE OF CONSENT; POWER ELITE;
PRESS BARONS; PUBLIC SPHERE. See also ToPIC
GUIDE under MEDIA: OWNERSHIP & CONTROL.

Commercial confidentiality A CENSORSHIP

device employed to prevent the media transmit-
ting, or the general public receiving, information
on the grounds that such information might be
commercially damaging (regardless of whether
that information might be in the public interest).
One particularly sensitive area of commerce
which is shrouded in mystery is the arms trade.

For example, Britain is among the world’s top
arms-trading nations. Its government maintains
an arms marketing and advisory service, the
Defence Exports Services Organization, yet this
organization is notoriously secretive whenever
journalists seek to find out about its work,
invariably answering that information cannot
be supplied for reasons of ‘commercial confi-
dentiality. Louis Blom-Cooper, Chairman of the
Press Council in 1990, expressed the view that
‘traditional English law places a higher value on
commercial interests than on the public’s right
to know! See FREEDOM OF INFORMATION ACT
(UK), 2005.

Commercial Laissez Faire model See LIBERAL

PRESS THEORY.

Commercial radio: origins Although PIRATE

RADIO attempted to buck the broadcasting
monopoly of the BBC during the 1960s, legiti-
mate commercial broadcasting in the UK was
not in operation till the 1970s, following the
Conservative government’s Sound Broadcast-
ing Act of 1972. The Independent Broadcasting
Authority (IBA) had, by 1983, thirty-seven
commercial RADIO stations operating under
licence throughout the UK and plans for over
sixty more.

In the US the first commercial radio station
was KDKA of Pittsburg, which went on the
air on 2 November 1920. In 1921 there were
eight commercial radio stations; by 1922, 564.
Development of radio in the US was spectacular
and chaotic. In 1927 (the year that the BBC, by
Royal Charter, was given a monopoly of radio
broadcasting in the UK) Congress passed a
Radio Act setting up the Federal Communica-
tions Commission to allocate wavelengths to
broadcasters.

Four radio networks were created as a hedge
against monopoly — National Broadcasting



Commission (NBC), Columbia Broadcasting
Service (CBS), Mutual Broadcasting System
(MBS) and the American Broadcasting
Company (ABC), while the FCC worked towards
the growth of projects of educational interest.

Despite the BBC’s monopoly in the UK,
commercial broadcasts in English were trans-
mitted from abroad as early as 1925. Radio Paris,
broadcasting from the Eiffel Tower, presented a
fashion talk in English, sponsored by Selfridges.
Only three listeners wrote to the station to say
they had heard the broadcast, but the commer-
cial lobby was undaunted.

In the 1930s Captain L.F. Flugge, who had
arranged the fashion talk, formed and ran the
International Broadcasting Company. The
IBC’s Radio Normandy transmitted 15-minute
shows for several hours a day from 1931; by the
following year twenty-one British firms were
paying sponsorship money for commercial
broadcasting, and the UK was being beamed at
commercially from The Netherlands, Spain and
Luxembourg.

The IBC actually set up offices in Portland
Place, London, and had its own outside
broadcasting vehicles, each painted black with
‘Radio Normandy 274 metres’ on the side. An
important part of the company’s operation was
the International Broadcasting Club, formed in
1932, with free membership. By 1939, the IBC
had 320,000 members.

Radio Luxembourg began broadcasting on
1191 metres long wave in 1933, its first two spon-
sors being Zam Buk and Bile Beans. Though the
UK Post Office conducted a sustained campaign
to close down these commercial stations, it was
Adolf Hitler and the Second World War that
did the trick: many transmitters were either
destroyed by the Nazis or taken over. Radio
Luxembourg became Hitler’s major PROPA-
GANDA weapon against the British.

Of the commercial stations, Luxembourg
was the only one to start up again after the war
(finally closing down in 1992). The first accred-
ited commercial radio station on British soil was
Manx Radio, which began broadcasting in 1964.
With the election of the Conservatives in 1970,
the Minister of Posts and Telecommunications
produced a White Paper, An Alternative Service
of Broadcasting, proposing a network of about
sixty commercial stations under the Indepen-
dent Television Authority (to be renamed the
Independent Broadcasting Authority).

From the beginning, in 1972, local independent
radio was to broadcast on stereo VHF as well
as medium wave. The first FRANCHISES were

Commercial radio (UK)

awarded in 1973, to bring into existence the all-
news London Broadcasting Company (LBC) and
Capital Radio for London, with regional stations
following soon afterwards. Additional franchises
were granted by the IBA in 1981. By 1988 there
were forty independent local radio stations
(compared to twenty-seven BBC local stations).

The BROADCASTING ACT, 1990 separated out
the statutory overseeing of radio and televi-
sion, creating for TV (in place of the IBA) the
Independent Television Commission (ITC) and
for radio, the Radio Authority. These bodies
were empowered to assign frequencies, appoint
licensees and regulate programming and adver-
tising. They were also required to draw up and
periodically review codes of practice concerning
programmes, advertising standards and other
matters. Both the Radio Authority and the ITC
ceased to exist with the inaguration of the Office
of Communications (0rcoMm), born out of the
COMMUNICATIONS ACT (UK), 2003. See TELEVI-
SION BROADCASTING.

Commercial radio (UK) Licensing of UK

commercial radio stations is the responsibility of
OFCOM: THE OFFICE OF COMMUNICATIONS. By
the end of 2009 there were over 370 local radio
stations, more than 200 providing for pAB (Digi-
tal Audio Broadcasting) reception and in excess
of 350 streaming their services for online recep-
tion. There are three national stations, Absolute
Radio, Classic FM and TalkSPORT, and eighteen
regional stations such as Magic (London),
Galaxy (North East, Central Scotland and York-
shire), Real Radio (London, East Midlands, West
Midlands, North East and North West) and the
Coast (Solent).

The commercial radio landscape is subject
to flux as individual stations change hands;
ownership is rarely if ever local, more generally
constituting part of the portfolio of large media
companies. Global owns (at the time of writing)
Capital Radio (London), Galaxy, Heart (London,
East Midlands and West Midlands) and two
other London stations, LBC 97.3 and XFM, while
Bauer Media own Kerrang! (West Midlands),
Kiss (London, East of England and the Severn
Estuary) and Wave 105 (Solent). National Radio
Wales is part of the Town and Country holding.

The UK has the biggest bAB network in the
world, with 103 transmitters and fifty-one digital
stations available in London alone. The switcho-
ver date to DAB is 2015. By 2009, 35 per cent of
the UK population had paB, though the figure
for adults with mobile-phone access to radio
transmission was 89 per cent.

While for most commercial radio stations
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Commissions/committees on the media

music is the chief fare, news broadcasting is a
requirement. Ofcom guidelines stress ‘localness),
that is content and approach of specific local
relevance ‘which offers a distinctive alternative to
UK-wide or nations’ service. All stations ‘should
broadcast local news at least hourly throughout
peaktime’ both on weekdays and weekends.

RadioCentre, the trade body of commercial
radio companies, estimated that in 2009
commercial radio had an audience of over 30
million. Standards are not only monitored by
Ofcom, but celebrated by the Arqgiva Commer-
cial Radio Awards, Bauer Radio winning five of
these in 2010. See WI-FI.

Commissions/committees on the media See

TOPIC GUIDE under COMMISSIONS, COMMIT-
TEES, LEGISLATION.

Common sense In the study of media communi-
cation and its links with culture and politics, the
term ‘common sense’ connotes an over-readiness
to believe in the apparently obvious. The Ital-
ian philosopher Antonio Gramsci (1891-1937)
defined common sense as being a composite
of the attitudes, beliefs and assumptions of the
mass of the people, and operating within a hier-
archical social order.

Common sense tends towards conformism
to the IDEOLOGY of the dominant social order,
and in part is the product of that ideology. It
accepts ‘the way things are’ — the status quo
— as ‘the way things should be’ Indeed such
structures and circumstances are so obvious
(so commonsensical) that they do not warrant
being questioned.

Gramsci believed that what he termed the
‘chaotic aggregate of disparate conceptions’
comprising common sense should be chal-
lenged by intellectuals, and the complacency of
common sense explained and exposed. Many
commentators have focused on the role the
media play in nurturing and reinforcing rather
than unpacking commonsensical visions of soci-
ety. See EXNOMINATION; HEGEMONY.
Commons knowledge See GENRE.

Communication While the definitions of

communication vary according to the theoreti-
cal frames of reference employed and the stress
placed upon certain aspects of the total process,
they all include five fundamental factors: an
initiator; a recipient; a mode or vehicle; a
message; and an effect. Simply expressed, the
communication process begins when a MESSAGE
is conceived by a sender. It is then ENCODED —
translated into a signal or sequence of signals
— and transmitted via a particular MEDIUM or
CHANNEL to a receiver,who then decodes it
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and interprets the message, returning a signal
in some way that the message has or has not
been understood — that is, provides FEEDBACK.
The models of Shannon and Weaver (1949) and
Osgood and Schramm (1956) were early repre-
sentations of this process.

Osgood and Schramm’s model also highlighted
the importance of the process of encoding and
decoding in the exchange of meaning. Commu-
nication requires CODES and codes require signs.
Thus sEMIOLOGY/SEMIOTICS and the ideas of
theorists such as Charles Pierce or Ferdinand de
Saussure are integral to a study of communica-
tion (see SIGN; SIGNIFICATION).

Shannon and Weaver’s model highlighted
what has been termed NOISE, or interference,
that may impede the message. The concept of
noise points to the potential barriers to effec-
tive communication: technical, semantic or
psychological. Noise may be internal (resistance
to the message or to the sender, for example, on
the part of the receiver) or external (actual noise,
distraction, language level, etc.). During the
communication process, sender, message and
receiver are subject to a multitude of cues which
influence the message, such as a person’s appear-
ance, his/her known status or the expression on
his/her own face as the message is communi-
cated or responded to (see BARNLUND'S TRANS-
ACTIONAL MODELS).

Schramm’s model, for example, identifies
the importance of common ‘fields of experi-
ence’ on the part of sender and receiver for
successful communication, whilst Berlo’s model
(1960) further provides a useful indicator of
the complex range of factors to be found in
the communication process; these include
psychological and cultural variables. Lack of
shared attitudes, values, knowledge, experiences
or cultural expectations can be a significant
source of noise (see SCHRAMM'S MODELS OF
COMMUNICATION, 1954; BERLO’S SMCR MODEL
OF COMMUNICATION, 1960).

While INTERPERSONAL COMMUNICATION is
that which occurs between two or more people,
INTRAPERSONAL COMMUNICATION is what
you say within and to yourself. Inner thoughts,
impressions, memories interact with external
stimuli to create a silent discourse, continuously
changing and renewing itself and influencing
your perceptions of self and the world.

It is important to hold in mind, as Raymond
Williams points out in Keywords (Fontana,
1976), the ‘unresolved range of the original
noun of action, represented at its extremes by
“transmit’, a one-way process, and “share” ...



a common or mutual process. This polarity of
meaning — of the one-way process as against
aspects of communion, of cultural exchange — is
fundamental to the analysis of communication,
hence the attempt to generalize the distinction
in such phrases as manipulative communication
and participative communication.

Frank Dance in ‘Toward a theory of human
communication’ in the book he edited, Human
Communication Theory: Original Essays (Holt,
Rinehart & Winston, 1967), observes that
communication is something that changes
even while one is in the act of examining it; it
is therefore an interaction and a transaction.
Dance and C. Larson in The Functions of Human
Communication: A Theoretical Approach (Holt,
Rinehart & Winston, 1976) detail their examina-
tion of 126 definitions of communication. They
specify notable differences but also common
agreement that communication is a process.
The authors conclude with a definition of their
own: ‘the production of symbolic content by an
individual, according to a code, with anticipated
consumption by other(s) according to the same
code’ Or, as Colin Cherry succinctly puts it in
On Human Communication (MIT Press, 1957),
communication is ‘essentially a social affair’

As early as 1933, Edward Sapir differentiated
between explicit and implicit modes of commu-
nication, while T.R. Nilson in ‘On defining
communication’ in Speech Trainer (1957) — and
reprinted in K.K. Sereno and C.D. Mortensen,
eds, Foundations of Communication Theory
(Harper & Row, 1970) — distinguishes between
communication which is instrumental, that
is intended to stimulate a response, and sifu-
ational, in which there need not be any intention
of evoking a response in the transmission of
stimuli.

Most recently, Eisenberg’s model (2001)
focuses on the role of communication in the
search for identity in an uncertain world.
Eisenberg argues that communication is the
means by which we search for, define and
establish personal identity. In late modernity
this quest takes place within a dynamic and
fluid ‘surround’; thus in a changing world a key
challenge will be that of ‘developing a robust but
dynamic conception of identity that continually
adapts to a turbulent environment’ The forces
within the ‘surround’ influence both how we see
ourselves and how we activate ourselves towards
others, and thus how we communicate with
them. These forces include spiritual, biological,
cultural, economic and interpersonal factors. At
the centre of the surround is a dynamically inter-
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active trio of forces: communication, mood and
personal narrative. (See EISENBERG'S MODEL OF
COMMUNICATION AND IDENTITY, 2001.)

A precept that few commentators would chal-
lenge is that it is impossible not to communicate.
By saying nothing, by remaining blank-faced,
by keeping our hands stiffly to our sides, we are
still communicating, however negatively. We
are still part of an interaction, whether we like
it or not. For Jurgen Ruesch, communication is
‘all those processes by which people influence
one another’ (in ‘Values, communication and
culture, J. Ruesch and G. Bateson, eds, The Social
Matrix of Psychiatry (W.W. Norton, 1951)). At
first we may resist the claim that whatever we do,
we are exerting an influence. Yet by trying not
to influence, we are arguably still affecting the
patterns of communicative action, interaction
and transaction. In our absence from the scene —
from our family or work group, for example — as
well as in our presence, we may still exert influ-
ence, however little, however unintended. See
COMMUNICATION: INTERCULTURAL COMMU-
NICATION; COMMUNICATION, NON-VERBAL
(NVC); SEMIOLOGY/SEMIOTICS.

Communication: intercultural communica-

tion Larry A. Samovar, Richard E. Porter and
Edwin R. McDaniel in Communication between
Cultures (Wadsworth, 2010) note that ‘... inter-
cultural communication involves interaction
between people whose cultural perceptions and
symbol systems are distinct enough to alter the
communication event. Such distinct differences
do not only occur across societies but also
between the various co-cultures found within
one society, especially those with a wide mix of
people from diverse cultural backgrounds such
as the US or Britain. Intercultural communica-
tion, then, can take place both within and across
societies.

William B. Gudykunst and Young Yun Kim in
Communicating With Strangers: An Approach
to Intercultural Communication (McGraw-
Hill, 1997) note that ‘the underlying process of
communication between people from different
cultures or sub-cultures is the same as the under-
lying process of communication between people
from the same culture or sub-cultures’ We
should not, therefore, overestimate the differ-
ences and underestimate the similarities. To
explore the dynamics of intercultural communi-
cation they propose a model that focuses on the
potential influence of four types of perceptual
filter: cultural, sociocultural, psychocultural and
environmental. Each of these filters influences
the exchange of messages and meaning in the
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process of intercultural communication.

LANGUAGE and NON-VERBAL COMMUNICA-
TION clearly vary across cultures, but the
impact of culture may go further than causing
the obvious problems of translation. The SAPIR-
WHORF LINGUISTIC RELATIVITY HYPOTHESIS
proposes that language determines thought and
thus different languages may carry with them
different perceptions of the world. This hypoth-
esis remains controversial, but a number of
researchers would argue that whilst language
may not determine thought, it does influence it.
Richard Hudson, for example, in Sociolinguistics
(Cambridge University Press, 1996) comments,
‘In short, language does affect thought in ways
that go beyond the rather obvious effects of
the specific lexical items. On the other hand,
language is not the only kind of experience
which does affect thought!

A number of theorists have sought to explore
key cultural variables and clearly these have the
potential to impact on the process of intercul-
tural communication. In Culture’s Consequences:
Comparing Values, Behaviours, Institutions and
Organisations across Nations (Sage, 2001) Geert
Hofstede identifies five dimensions along which
cultures can be compared: Power Distance;
Uncertainty Avoidance; Masculinity-Femininity;
Long versus Short-term Orientation; and Indi-
vidualism versus Collectivism.

Another widely used profile of key cross-
cultural variables is that developed by Fons
Trompenaars and Charles Hampton-Turner. In
Managing People Across Cultures (John Wiley
& Sons, 2004) they identify seven key variables:
Universalism versus Particularism; Individual-
ism versus Communitarianism (similar to Indi-
vidualism versus Collectivism); Specific versus
Diffuse; Neutral versus Affective; Achievement
versus Ascription; Sequential versus Synchronic
Time; and Internal versus External Control.

A key variable is, arguably, that of Indi-
vidualism versus Collectivism, and it is one that
appears to impact considerably on communica-
tion. A culture may be predominantly, though
not exclusively, collectivistic or individualistic.
Cultures in which collectivistic tendencies
predominate stress the importance of the ties
and obligations attached to membership. These
will exercise considerable and general influence
over members (for example, the family, faith-
groups). The interests of the in-group are seen as
more important than those of individuals, whose
duty is to abide by the norms and values of the
in-group. There are often marked differences
between the manner in which in-group members
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communicate with each other compared to their
communication with members of out-groups.

In contrast, cultures in which individualistic
tendencies predominate stress the importance
of the individual and the individual’s aims,
interests, achievements and self-development.
Individuals are expected to be self-reliant and
take responsibility for themselves and their
close family. Individuals may be members of a
number of in-groups — most of which will have
relatively limited and specific influence over
their members. Individuals are encouraged to
be competitive, to speak out and to stand out.
There are likely to be fewer marked differences
between the ways in which people communicate
with in-group and out-group members.

It should be borne in mind, however, that
people in any culture may have both collectiv-
istic or individualistic orientations, even though
one will tend to be stronger. Further, not all
people will necessarily identify strongly with the
predominant tendency of the culture in which
they live.

There are many cross-cultural contexts in
which the variable of Individualism versus
Collectivism affects communicative behaviour.
One is the approach taken to conflict manage-
ment. Stella Ting-Toomey in Communicating
Across Cultures (Guildford Press, 1999) notes
that those from individualistic cultures tend to
focus on outcomes and the achievement of goals
in contrast to those from collectivistic cultures,
who focus on the process and on behaving
appropriately.

Marieke De Mooij in Global Marketing and
Advertising: Understanding Cultural Paradoxes
(Sage, 1998) discusses the impact of the Indi-
vidualism versus Collectivism variable in the
encoding and decoding of advertisements. One
example here is that of a lone figure featuring
in an advertisement. This image is likely to be
interpreted in a negative light in collectivistic
cultures, as it runs the risk of suggesting that
the person has ‘no friends, no identity’ — not a
connotation that advertisers normally wish to
have associated with their products. So in collec-
tivistic cultures people are often shown in groups
enjoying the product, whereas in individualistic
cultures it is not unusual to see just one person
and individualistic appeals in advertisements.

An important influence of the same variable
on communication lies in its relationship to
the use of what Edward Hall in Beyond Culture
(Doubleday, 1977/81) terms high-context and
low-context communication. High-context
communication relies heavily on the aspects of



the context, for example the status differences
between the communicators, to provide MEAN-
ING, and considerable use is made of non-verbal
signs.

Hall writes, “When talking about something
that they have on their minds, a high context
individual will expect his interlocutor to know
what’s bothering him, so he doesn’t have to be
specific. The result is that he will talk around
and around the point, in effect putting all the
pieces in place except the crucial one. Placing
it properly — this keystone — is the role of the
interlocutor. To do this for him is an insult and a
violation of his individuality’

As Gudykunst and Kim argue, ‘High-context
communication can be characterized as being
indirect, ambiguous and understated with
speakers being reserved and sensitive to listen-
ers! High-context communication is favoured
by collectivistic cultures, such as that of Japan,
in which the centrality of in-group membership
ensures the degree of shared knowledge and
understanding of contextual factors, essential for
its effective use.

Individualistic cultures, such as that of Euro-
pean Americans, on the other hand, favour low-
context communication. Here, such a degree
of shared knowledge and understanding of
contextual factors cannot be taken for granted,
so meaning is made obvious and less use is
made of non-verbal signs — especially silence.
As Gudykunst and Kim comment, ‘Low-context
communication ... can be characterized as being
direct, explicit, open, precise and consistent with
one’s feelings’

Whilst the cultural variable of Individualism/
Collectivism may predispose individuals to
favour one pattern over another, they may in
certain circumstances employ the contrast-
ing pattern. So whilst those in individualistic
cultures may generally employ low-context
communication, in certain situations, for
example when talking to a longstanding friend,
they may use high-context communication.

In cross-cultural encounters confusion and
possible conflict can occur when high-context
meets low-context. Those from collectivistic,
high-context communication cultures, for
example, may find the direct, open approach of
those from individualistic, low-context cultures
socially inept and tactless; whilst those from
individualistic, low-context cultures may get
frustrated with the failure of those from collec-
tivistic, high-context communication cultures to
‘get to the point.

The influence of cultural variables interplays
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with other key factors — for example, social iden-
tities, those of age, GENDER, social cLAss and
ethnicity. Thus, for example, the GENDERLECTS
noted by Deborah Tannen in You Just Don’t
Understand: Men and Women in Conversation
(Virago, 1992) could be expected to modify the
degree to which, say, the cultural variable of
individualism influences a person’s communica-
tive performance. Also part of the equation are
psychocultural influences such as stereotyping,
ETHNOCENTRISM and PREJUDICE and environ-
mental influences such as population density
and terrain.

Encounters between people of different
cultures can also be reflected in language; a
Pidgin, for example, may be generated. In trad-
ing and doing business with the English in the
Far East, the Chinese and other peoples, such as
the Malays, communicated in a very basic, utili-
tarian mode of half-English. Pidgin is a Chinese
corruption of the word ‘business’ but the term is
more widely used to to denote such basic means
of communication. According to Elizabeth Closs
Traugott and Mary Louise Pratt in Linguistics
(Harcourt Brace Jovanovitch, 1980), a Pidgin
may be ‘roughly defined as a language that is
nobody’s native language’

Pidgins are developed in situations where
people with differing native languages are
brought together, some often in a relatively
powerless position, and have to communicate.
Pidgins, though, tend to meet only the basic
needs of communication and are strongly reli-
ant on the accompanying use of NON-VERBAL
coMMUNICATION for their effectiveness.
Creoles are normally developed by the children
of Pidgin speakers and these are more complex
and more flexible languages. Over time, through
the process of decreolization, a Creole often
changes to resemble more closely the predomi-
nant or prestige language that was its base, if this
language is still used in the area. This was the case
with Jamaican Creole. In Britain, British Black
English, derived largely from Jamaican Creole,
is widely used by people with Afro-Caribbean
origins as a linguistic marker of ETHNIC identity,
and typically is part of a linguistic repertoire
that also includes other varieties of English. See
APACHE SILENCE; ASSERTIVENESS; FACEWORK;
M-TIME, P-TIME.

» Sang-Pil Han and Sharon Shavitt, ‘Persuasion and
culture: advertising appeals in individualistic and
collectivistic societies, Journal of Experimental Social
Psychology, Vol. 30 (4) 1994; Fons Trompenaars and
Peter Woolliams, Marketing Across Cultures (John
Wiley & Sons, 2004); Harry C. Triandis, Individual-
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Communication, functions

ism-collectivism (Westview, 1995); Richard D. Lewis,
When Cultures Collide: Leading Across Cultures
(Nicholas Brealey International, 2006); Marieke De
Mooij, Global Marketing and Advertising: Under-
standing Cultural Paradoxes (Sage, 2009); Marieke
De Mooij, Consumer Behaviour and Culture: Conse-
quences for Global Marketing and Advertising (Sage
Publications Inc., 2010).

Communication, functions Many and varied
listings have been made by communications
analysts. The following eight functions are
usually quoted as being central: instrumental
(to achieve or obtain something); control (to get
someone to behave in a particular way); informa-
tion (to find out or explain something); expres-
sion (to express one’s feelings or put oneself over
in a particular way); social contact (participating
in company); alleviation of anxiety (to sort out a
problem, ease a worry about something); stimu-
lation (response to something of interest); and
role-related (because the situation requires it).
See JAKOBSON’S MODEL OF COMMUNICATION.

Communication integration See INTEGRA-
TION.

Communication, interpersonal See INTER-
PERSONAL COMMUNICATION.

Communication, intrapersonal See INTRA-
PERSONAL COMMUNICATION.

Communication: mobile concept of See
MOBILIZATION.

Communication models See TOPIC GUIDE
under COMMUNICATION MODELS.

Communication, non-verbal (NVC) Michael
Argyle in Bodily Communication (Methuen,
1988) identifies the main codes of NVC: ToucH
and bodily contact; SPATIAL BEHAVIOUR
(PROXEMICS and ORIENTATION); appearance;
FACIAL EXPRESSION; GESTURE and HEAD
NODS; POSTURE; gaze (eye movement and EYE
CONTACT); and NON-VERBAL VOCALIZATIONS.
Varyingly, NVC conveys much of what we wish
to say, and much of what we would wish to with-
hold. Common functions of non-verbal commu-
nication include: the conveying of interpersonal
attitudes; the display of emotional states;
self-presentation; the regulation of interaction;
the giving of meaning to verbal communication;
the maintenance of interest in a communicative
encounter; the provision of advance warning of
the kind of verbal communication to follow; and,
very importantly, the provision of FEEDBACK in
communication.

Affiliation, sexual attraction, rejection, aggres-
sion, dominance, submission, appeasement, fear,
grief, joy are often best expressed — and in some
cases can only be expressed — through NVC. The
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amount of NVC in the repertoire of different
peoples and nations varies considerably in range,
emphasis, frequency and rules for use.

Some non-verbal signs appear to be universal,
for example the eyebrow flash used in greeting.
There are also many cultural differences in
non-verbal communication, for example the
rules regarding proximity, that is the amount of
space or distance people should keep between
them when communicating. These are different
for Middle-Eastern countries when compared
with our own. The use of non-verbal communi-
cation may also be influenced by aspects of an
individual’s personality. Extroverts, for example,
are thought to be more expansive in their use of
gestures. Some GENDER differences have been
noted in the use of NVC. Several studies have
shown that women are more likely to touch each
other in conversation than men are.

Ambiguity often surrounds the interpretation
of non-verbal signs, not least because quite a
lot of body movement is not communicative in
intent and it may be difficult for the receiver to
know whether a particular sign was intended to
communicate a message or not. Judy Gahagan
in Social Interaction and its Management
(Methuen, 1984) argues that the ambiguity
surrounding the interpretation of non-verbal
signs is essential to one of their major functions
in communication — dropping hints.

People may wish such messages to be open

to varied interpretation so that the hint can be
retracted later, if necessary. Non-verbal signs
thus provide what Gahagan calls ‘diplomatic
flexibility’ As she remarks, ‘non-verbal commu-
nication is a language adapted for hints and
innuendo’ See ACCENT; BART; NON-VERBAL
BEHAVIOUR: REPERTOIRE; OBJECT LANGUAGE;
SILENCE.
» Roger E. Axel, Gestures: The Do’s and Taboos of
Body Language Around the World (John Wiley &
Sons, Inc., 1998); Stella Ting-Toomey, Communicat-
ing Across Cultures (Guildford Press, 1999); Desmond
Morris, People Watching (Vintage, 2002); Allan and
Barbara Pease, The Definitive Book of Body Language
(Orion, 2004); Ted Polhemus and UZi PART B,
Hot Bodies, Cool Styles: New Techniques in Self-
Adornment (Thames and Hudson, 2004).

Communication postulates See POSTULATES

OF COMMUNICATION.

Communications Act (UK), 2003 Legislation

bringing far-reaching changes to the landscape
of telecommunications and broadcasting in
Britain; and creating a ‘super regulator’ in the
Office of Communications (orcoMm). Telecom-
munications and BROADCASTING are seen in



the Act to be twin parts of the same pattern of
technological CONVERGENCE.

Deregulation, or at least ‘light touch’ regula-
tion, was the guiding principle of the Act, the
key focus the interests of broadcasting as a
business rather than, as some critics have stated,
the interests of audience. Rules concerning
CROSS-MEDIA OWNERSHIP were largely aban-
doned: there is now no bar to foreign ownership
of British media and thus no impediment to
corporate media interests worldwide competing
for swathes of British commercial broadcasting.
Gillian Doyle in an article ‘Changes in media
ownership’ in Sociology Review (February 2004)
wrote, ‘In effect these changes allow unprec-
edented opportunities for major commercial
radio and television broadcasters to expand their
share of the UK media market’

The Act scrapped the following regulatory
rules: (1) those preventing single ownership of
ITV; (2) those preventing ownership of more
than one national commercial radio licence;
(3) those preventing joint ownership of TV
and radio stations; (4) those obstructing large
newspaper groups from acquiring Channel 5
TV or radio licences; and (5) those preventing
non-European ownership.

OFCOM took over regulatory responsibilities
from five bodies: the Broadcasting Standards
Commission, the Independent Television
Commission (ITC), the Office of Telecom-
munications (Oftel), the Radio Authority, and
the Radiocommunications Agency. It has a
‘statutory duty to further the interests of citi-
zens and consumers by promoting competition
and protecting consumers from harmful or
offensive material’ It is empowered to conduct
research, develop policies, create codes of prac-
tice, consult widely, make recommendations
concerning not only independent broadcasting
but also the BBC (which in terms of control does
not come under Ofcom’s remit) and deal with
complaints.

Pressure from various bodies, including many
MPs and a media committee chaired by Lord
Puttnam, brought about government modifica-
tions to the original Bill. A ‘public interest plural-
ity’ clause was inserted into the Act, allowing the
Secretary of State to block any deals which might
be judged to compromise plurality. See BRITISH
MEDIA INDUSTRY GROUP; COMMANDERS OF
THE SOCIAL ORDER; REGULATORY FAVOURS.
Communications conglomerates See
CONGLOMERATES: MEDIA CONGLOMERATES.
Communications Decency Act (US) Law
passed overwhelmingly by the US Congress

Community radio

and signed by President Bill Clinton in Febru-
ary 1996, designed to ban pornography on
the Internet (see INTERNET: MONITORING OF
CONTENT). The measure has faced a number
of formidable and ongoing obstacles; first, the
means of exercising censorship on the Net;
second, arriving at any definition of ‘decency’ (as
compared, for example, with ‘obscenity’) which
can win CONSENSUS in America; third, control-
ling indecency across frontiers (it is easy for
American citizens to ‘emigrate’ across the Net
by transmitting under the guise of ‘anonymous
remailers’); and fourth, persuading other nations
to introduce similar legislation. Perhaps the
strongest impediment to the Communications
Decency Act has been the United States Consti-
tution, the First Amendment of which prohibits
Congress from ‘abridging the freedom of speech’
See REGULATION OF INVESTIGATORY POWERS
ACT (RIPA) (UK), 2000.

Communication theory See TOPIC GUIDE

under COMMUNICATION THEORY.

Communication workers See WORKERS IN

COMMUNICATION AND MEDIA.

Communicative rationality Jiirgen Habermas

in his vast and seminal work on communication
and the public sphere, The Theory of Communi-
cative Action, Vol. 1: Reason and Rationalization
(Beacon, 1981), and Vol. 2: The Critique of Func-
tionalist Reason (Polity, 1983), poses the notion
of communicative rationality as being character-
ized by truth, appropriateness and sincerity. The
operation of these criteria in public life rests
upon the existence of free, open and egalitarian
DISCOURSE — an ‘ideal speech situation’ — which
in turn makes understanding between elements
of society more likely. Communicative rational-
ity rests essentially on an equality of opportunity
to participate in communication.

Communicology The study of the nature,

process and meanings systems of all forms of
communication in what Dean C. Barnlund has
described as ‘the totality of time, space, person-
ality and circumstance’ (in ‘A transactional
model of communication, K.K. Sereno and C.D.
Mortensen, eds, Foundations of Communication
Theory, Harper & Row, 1970).

Community radio Because RADIO BROADCAST-

ING is the cheapest form of mass communication,
it lends itself to ‘grass roots’ use by communities
of interest — geographical, cultural, political. Its
potential is to be run by and for local communi-
ties, special interests and followings. The devel-
opment of local radio in the UK has made some
progress towards the community ideal, but full
independence in terms of appointments, policy,
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Compassion fatigue

financing, programming, etc. remains at levels
other than the local.

Though the term ‘community radio’ was prob-
ably first used in the UK by Rachel Powell in a
pamphlet Possibilities for Local Radio (Centre
for Contemporary Cultural Studies, University
of Birmingham, December 1965), the idea goes
as far back as the BEVERIDGE REPORT, 1950,
which proposed the use of VHF frequencies to
‘establish local radio stations with independent
programmes of their own. How large a scope
there would be in Britain for local stations
broadcasting programmes controlled by Univer-
sities or Local Authorities or public service
organizations is not known, but the experiment
of setting up some local stations should be tried
without delay’

In 1962 the PILKINGTON REPORT recom-
mended that the BBC provide ‘local sound
broadcasting’ on the basis of ‘one service in
some 250 localities, stations having a typical
range of 5 miles. The 1971 government White
Paper launched COMMERCIAL RADIO, but radio
broadcasting through the next decades was to
remain under the duopoly of the BBC and the
Independent Broadcasting Authority (IBA).

Pressure to produce a ‘third’ force in broad-
casting in the UK, to consist of highly individual
and genuinely local stations, grew in the 1980s.
Throughout the country, groups dedicated to
the furtherance of community radio multiplied,
providing information, exerting pressure at
national and local levels. The question that needs
to be asked in identifying and characterizing
community radio is whether, as well as aiming to
serve the perceived interests of the community,
that radio is also run by the community.

Though the most familiar model is generally
associated with PUBLIC SERVICE BROADCAST-
ING (PSB) initiatives, variations on community
radio are to be found throughout the world,
particularly in the United States. Here, in
January 2000, the Federal Communications
Commission (FCC) approved the use of Low
Power FM (LPFM) or micro-radio services
that would be used for community-orientated
programming, to serve schools, civic clubs, state
and local governments, churches and other non-
profit-making organizations.

However, the fullscale development of this
microcasting met with the obstacle of vested
interest as represented by corporate radio. The
National Association of Broadcasters (NAB),
working on behalf of the commercial sector,
pressurized Congress for legislation that had
the effect of eliminating the majority of the new
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voices, on the grounds of possible interference
with high-power transmission.

As INTERNET services have expanded, so has
interest in, and development of, web-radio, often
referred to as ‘web-casting. Both public and
private radio broadcasters already make available
programmes on the Web, but the opportunities
for individuals, groups and communities to offer
alternative broadcasting services through the
Net have burgeoned worldwide.

Web-radio draws benefit from low start-up
costs and relatively cheap equipment, as illus-
trated by Groovera (formerly OverXposure
FM) of Seattle, US, where Tim Quigley webcast
programmes from his sitting room from 2003.
Paris-based Deezer claims over 4m users, while
Whole Wheat Radio (WWR) of Talkeetna,
Alaska, offers 24-hours-a-day music run by an
all-volunteer community.

Former London pirate radio Rinse FM received
its broadcasting licence in June 2010, while Forge
Radio (formerly Sure Radio) broadcasts in term-
time at Sheffield University. Cost and increased
competition prove constant hazards, as the Isle
of Wight station, Wight FM, found in 2009 —
starting up on 1 February and closing down in
December of the same year. See DAB: DIGITAL
AUDIO BROADCASTING; PODCAST; RADIO
‘SHOCK JOCKS'; STREAMING; YOUTUBE.

Compassion fatigue Media reportage of world

suffering risks affecting mass media audiences
in unintended ways, often prompting resistance
rather than EMPATHY. The news becomes too
much to bear, causing what is termed compas-
sion fatigue. Susan D. Moeller in Compassion
Fatigue: How the Media Sell Disease, Famine,
War and Death (Routledge, 1999) defines it as
a ‘defence mechanism against the knowledge
of horror! Moeller is highly critical of what she
terms ‘formulaic coverage’ of world disasters
which, in American reporting, suffers what she
sees as Americanization of events (see EVENT:
AMERICANIZATION OF).

Ultimately, Moeller argues, the fault lies in
piecemeal, often haphazard, selective and poten-
tially hysterical media coverage of foreign news:
‘Compassion fatigue, and even more clearly,
compassion avoidance are signals that the cover-
age of international affairs must change. That,
she asserts, means a need for ‘great reporters,
producers and editors’ and a will ‘to invest in
such an un-sexy news beat as international
affairs. She urges that events beyond our shores
should be reported ‘day in day out, year in year
out’; in short, ‘to get back to the business of
reporting all the news, all the time’ See cours



AND EARTHQUAKES SYNDROME.

Competence In LINGUISTICS, a term used to
describe a person’s knowledge of his/her own
language, its system of rules; his/her compe-
tence in understanding an unlimited number of
sentences, in spotting grammatical errors, etc.

Compliance See ANTICIPATORY COMPLIANCE.

Compliance, climate of See KUUKI.

Compliance, identification and internaliza-
tion See INTERNALIZATION.

Complicity of users Term employed by Cees
J. Hamelink to describe the reluctance of audi-
ences to be told the truth about crises — particu-
larly war situations, but also in cases concerning
government and corporate matters. In ‘Ethics
for media users’ published in the European
Journal of Communication, December 19953,
Hamelink cites findings that indicated nearly 8
out of 10 Americans supporting restrictions on
information imposed by the Pentagon, while 6
out of 10 said they believed the military should
have exercised greater censorship. ‘The [ist
Gulf] war demonstrated that official censorship,
journalistic self-censorship and the users’ refusal
to be informed reinforced each other’ Hamelink
goes on, ‘The complicity of users was an essen-
tial component in the reduction of freedom of
media performance! See NEWS MANAGEMENT
IN TIMES OF WAR.

Compression technology A key science in
the Age of Information, in particular the era of
DIGITIZATION: the more data becomes available,
the broader the available bandwidth, the greater
the requirement to compress information, to
compact data for transmission. See BROADBAND.

Computer Name derives from the French,
computer, to calculate and the Latin, putare,
to think, determine by number. The computer
is a general-purpose information processor, its
origin reaching back over a thousand years to
the abacus. It then progressed via the Pascaline,
a numerical wheel calculator, invented by French
philosopher (then a teenager), Baise Pascall
(1623-62). This was improved by a German
mathematician named Gottfried Willem
von Leibnitz (1646-1716), who extended the
machine’s capacity for addition to multiplication.

By general consent, the true father of the
computer was English professor and mathemati-
cian Charles Babbage (1791—1871). In 1822 he
introduced the concept of a steam-powered
Difference Engine, as he called it. It was — in
theory, for the machine was never built — the first
automated computer with a stored program; its
purpose was to perform differential equations.
This was followed a decade later with the Analyt-

Computing: cloud computing

ical Engine. Babbage was assisted by Augusta
Ada King, Countess of Lovelace (1815-1842),
daughter of Lord Byron, whose expertise quali-
fied her to be called the first female computer
programmer. In her honour the US Defence
Department named a programming language
after her — ADA — in the 1980s.

The story of the computer comprises the
diversification of its uses, the speed of its opera-
tion and the progressive reduction of its size,
from mainframe to desktop, to laptop to palm-
top. Events boosted progress, in particular the
Second World War (1939—45); the Z3 computer
developed by Konrad Zuse was used to design
airplanes and missiles while Colossus, Britain’s
code-breaking computer, was specifically
designed to decipher German war communica-
tions.

Technical specifications improved perfor-
mance and reduced size rapidly, vacuum tubes
and resisters giving way to transistors, and once
components could be fitted on to single chips
— semiconductors — programming advanced
dramatically. The Intel chip of 1971 proved a
landmark in computer design at a period when
diversification of computer functions was
matched by growing public interest.

Soon the computer was central to the opera-
tion of practically every aspect of modern life,
from defence to building-design, typesetting to
criminal investigation, satellite communication
to the automobile industry, filming to fashion,
electronic voting and gaming to word process-
ing and traffic control. A key expansion was the
microprocessor making possible the introduc-
tion by the IBM company in 1981 of the first
personal computer, followed three years later by
a global rival, the APPLE MACINTOSH.

Networking of computers followed, using

telephone lines or Local Area Networks (LAM:s)
and, for better or worse, the e-mail. Soon the
computer was to lead us into the Digital Age —
one of breathtaking new developments, many
amazing, some worrying; an age, of course,
touched upon throughout this dictionary.
»To follow the story of the computer in the late
twentieth and early twenty-first centuries, see the
thorough and readable account by Paul A. Friebeger
and Michael R. Swaine in the online Encyclopaedia
Britannica, or the entry ‘Computers: history and
development’ in the Jones Telecommunications and
Multimedia Encyclopaedia; also, for a detailed tech-
nical analysis, Wikipedia.

Computing: cloud computing INTERNET

computing system in which sources are shared
in similar ways to an electricity grid, with key
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Conative function of communication

providers such as GOOGLE, AMAZON, YAHOO!
and MICROSOFT. Works by customers renting
usage from a third-party provider. The system
attracts in particular small and medium business
enterprises (SMEs) which on their own might be
unable or reluctant to invest in capital expendi-
ture in traditional IT. Users are billed, or charged
through subscription, only for what they use.
Conative function of communication See
JAKOBSON’S MODEL OF COMMUNICATION, 1958.
Concurrence-seeking tendency See GrROUPS,
GROUPTHINK
Confederates See SLIDER.
Confirmation/disconfirmation Through
communication with others we gain feedback
on our SELF-CONCEPT. Several authors, among
them Gail and Michele Myers in The Dynamics
of Human Communication (McGraw-Hill, 1985),
use the terms confirmation and disconfirmation
to describe the kind of messages about yourself
and your view of the world you may receive in
feedback. Confirming responses tend to confirm
or validate the view of yourself you have put
forward and/or the views you have expressed in
conversation. Examples of confirming responses
include direct acknowledgment of your message,
agreement with the content of your message and
expression of positive feelings about you.
Disconfirming responses are likely to leave
you feeling confused, dissatisfied, and maybe
undermined. They are not clear expressions of
either approval or rejection; they are ambiguous.
Such responses include the impervious response
when the receiver gives no acknowledgment of
your message; the interrupting response when
the receiver does not let you finish your message;
and the incongruous response when the receiver’s
non-verbal response is clearly contrary to the
verbal response he/she is making; for example,
when a fixed smile accompanies words of praise.
Conglomerates: media conglomerates The
increasing cost of entering the media market has,
in part, fostered a concentration of ownership
in the various sectors of the communications
industry. Peter Golding and Graham Murdock
in an article entitled ‘Culture, communications
and political economy’ in Mass Media and
Society (Arnold, 1996), edited by James Curran
and Michael Gurevitch, write, ‘The rise of
communications conglomerates adds a new
element to the old debate about the potential
abuses of owner power. It is no longer a simple
case of proprietors intervening in editorial deci-
sions or firing key personnel who fall foul of their
political philosophies. Cultural production is
also strongly influenced by commercial strate-

56

gies built around “synergies” which exploit the
overlaps between the company’s different media
interests! (See also Curran, ed., Media and Soci-
ety, sth edition, Bloomsbury Academic, 2010).

A communications conglomerate is an
amalgam of corporations such as Sony, Disney,
Time Warner, Bertelsmann and News Corpora-
tion (see NEWS CORP) which operate mainly or
wholly with communications or leisure interests
and function globally. Significant sectors of the
communications industry are part of general
conglomerates whose main business concerns
are outside the communications field.

The mass media can be seen as related to the
industrial system in two ways: first, they are part
of it as large-scale buyers and sellers and makers
of profit; second, they are preachers of its (indus-
try’s) messages (see MEDIA IMPERIALISM).

The concentration of ownership, the increased
potential for power which it facilitates, and the
interrelationship between the communications
industry and other industrial and commercial
interests constitute important areas of current
media research; in particular the focus of
attention is on the role of conglomerates in the
world of the INTERNET. Considering that in the
UK alone Net advertising has been estimated
(in 2010) to be worth in excess of £100 billion,
corporate ownership and control is a hot issue
of the day.

What big business is uneasy about is the Net
allowing free use of online content, a worry
which in 2010 decided Rupert Murdoch’s News
International to introduce charges for the online
services of its flagship newspaper, The Times. See
AGENDA-SETTING; BERLUSCONI PHENOMENON;
BLOGOSPHERE; COMMUNICATIONS ACT (UK),
2003; GLOBALIZATION (AND THE MEDIA);
GLOBAL MEDIA SYSTEM: THE MAIN PLAYERS;
MOBILIZATION; MURDOCH EFFECT; NETWORK
NEUTRALITY; WORLD TRADE ORGANIZATION
(WTO) TELECOMMUNICATIONS AGREEMENT,
1997. See also TOPIC GUIDE under MEDIA:
OWNERSHIP & CONTROL.
> Tim Wu, The Master Switch: The Rise and Fall of
Information Empires (Knopf/Atlantic, 2010).

Connotation Roland Barthes’ second order of

SIGNIFICATION in the transmission of messages.
The second order comprises connotation and
myth. Denotation, the first order of signification,
is simply a process of identification. The word
‘green’ represents a colour; but green, at a higher
level, can connote the countryside, permission
to go ahead, the Irish, etc. Connotation is the act
of adding information, insight, angle, coloura-
tion, value — MEANING, in fact, to denotation.



» Roland Barthes, Mythologies (Paladin, 1973).
Consensus That which is generally agreed; an
area or basis of shared agreement among the
majority. Three elements crucial to the function
of consensus are: common acceptance of laws,
rules and norms; attachment to the institutions
which promulgate these laws, rules and norms;
and a widespread sense of identity or unity, of
similar or identical outlook. The opposite term
is dissensus.

The elements of consensus obviously vary
independently, yet the strength of any one helps
to strengthen the others. Consensus, states the
International Encyclopaedia of Social Sciences
(ed. D.L. Sills; Macmillan and Free Press, 1968),
‘operates to restrict the extension of dissensus
and to limit conflict ... Beliefs about consensus
‘usually concern the rightness and the qualifica-
tions of those in authority to exercise it’ and
thus relate to the legitimacy of institutions,
accepted standards and practices, and dominant
principles.

Such beliefs tend to affirm existing patterns

of the distribution of authority. Consensus,
therefore, is largely defined by those who have
the power and the means to disseminate their
definition; and the definition is employed as
a means of acknowledging and reinforcing the
legitimacy of the powerful. Equally important
in this context is the close affinity of outlook
of the central cultural system with the central
institutional system. Stuart Hood in Hood on
Television (Pluto, 1980) says, ‘It is the essence
of the idea of consensus that it attempts, at a
conscious and unconscious level, to impose the
view that there is only one “right” reading. This
assumption derives from the view that we — that
is the audience and the broadcaster — are united
in one nation in spite of class or political defini-
tion. See CULTURAL APPARATUS; HEGEMONY;
IMPARTIALITY; NEWCOMB'S ABX MODEL OF
COMMUNICATION, 1953.
Consent, manufacture of Noam Chomsky has
defined the manufacture of consent as a complex
process whereby powerful interests inside
democracies such as the US and the UK create
in the public mind patterns of acceptance. In an
article written for Index on Censorship, 1 (1987)
entitled ‘No anti-Israeli vendetta, Chomsky
refers to ‘devices of thought control’ in demo-
cratic societies ‘which are more pertinent for us
than the crude methods of totalitarian states’

The devices arise from such aspects of the
media process as control over resources and the
locus of decision-making in the state and private
economy. Where state policy on an issue such

Consent, manufacture of

as the Arab-Israeli conflict, or with regard to
Central American politics, is rigorously commit-
ted to one side or the other, alternative options
which the public might be interested in consid-
ering, are declared out of bounds — through what
Chomsky describes as ‘suppression, falsification,
and Orwellian manipulation’

The process of consent manufacture is most
comprehensively analysed in Manufacturing
Consent: The Political Economy of the Mass
Media (Pantheon, 1988; Vantage paperback,
1994) by Edward S. Herman and Chomsky.
They pose a model of propaganda, and that
propaganda issues from the media on behalf of
the interests of the POWER ELITE in any society.
Essentially this is a GATEKEEPING model in the
sense that the media select and shape material
that aligns with the interests and VALUES of
those who exercise control; in turn, the media
censor material which may run counter to those
interests and values.

Because the media are largely owned,
controlled and run by institutions, it follows that
the media ‘toe the line’ with the IDEOLOGIES
of those institutions and those who run them.
Herman and Chomsky argue that the propa-
ganda model describes ‘the forces that cause
the mass media to play a propaganda role’ and
assert that ‘the workings of the media ... serve
to mobilize support for the special interests that
dominate the state and private activity’

Leaders of the media ‘claim that their news
choices rest on unbiased professional and
objective criteria, and they have support for the
contention within the intellectual community. If,
however, the powerful are able to fix the premises
of discourse, to decide what the general populace
is allowed, to see, hear, and think about, and to
“manage” public opinion by regular propaganda
campaigns, the standard view of how the system
works is at serious odds with reality’

Herman and Chomsky refer to five intercon-
necting filters in the processing of mass commu-
nication news which serve to regulate and
constrain. These are: (1) ‘the size, concentrated
ownership, owner wealth and profit orientation
of the dominant media firms; (2) advertising as
the primary income source of the mass media;
(3) the reliance of the media on information
provided by government, business, and “experts”
funded and approved by these primary sources
and agents of power; (4) “flak” as a means of
disciplining the media [see FLAK]; and (5) “anti-
communism” as a national religion and control
mechanism’ Such filters ‘interact and reinforce
one another’
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Consistency

The authors are of the view that the media
constitute an ideological apparatus for the elite

Consonance, hypothesis of See NEWS VALUES.
Conspiracy of silence The tacit agreement

(see IDEOLOGICAL APPARATUSES), but their
theory has incurred both criticism and the
occasional academic cold shoulder — arguably
for the reason that certain truths, while being
self-evident, are too uncomfortable to accept.

The manufacture of consent becomes particu-
larly imperative in times of crisis. Following the
terrorist attacks on the Pentagon and New York’s
Twin Towers on 11 September 2001 (9/11), public
consent to the war in Afghanistan, while needing
little coaxing from a shocked nation, neverthe-
less progressed in part as a result of the denial
of opportunities for critics to suggest alternative
responses.

William Blum points out in Rogue State: A
Guide to the World’s Only Superpower (Zed
Books, 2002), ‘Many critics of the bombing
campaign, who were in vulnerable positions,
suffered consequences: a number of university
teachers who had spoken out against the war
lost their positions or were publicly rebuked by
school officials ... the only members of Congress
who voted against the “Authorization for Use of
Military Force” received innumerable threats
and hate mail ...

A similar scenario played out when Ameri-
can (and British) forces invaded Iraq in 2003.
Support for the war and occupation was almost
universal in the US, and critics were accused of
being unpatriotic. By 2005, however, both media
and public support began to slip as the deaths in
Iraq and Afghanistan of American servicemen
and women increased: sooner or later the manu-
facture of consent bends to the force of evidence.
The process thus enters a new phase, usually by
shifting the grounds of justification: what was to
be a swift war is now to be a long-haul.

With the the multiplication of information
sources brought about by the Internet, and the
opportunities networking offers for audiences to
express their own opinions (see BLOGOSPHERE;
MOBILIZATION), some commentators have
predicted a lessening of the power of mass media
to cultivate consent, if only because people are so
busy surfing the Net that mass media messaging
is increasingly ignored. See AGENDA-SETTING;
DEMOTIC TURN; DIGITAL OPTIMISM; DISCOURSE;
HEGEMONY; JOURNALISM: CITIZEN JOURNAL-
ISM; NEWS MANAGEMENT IN TIMES OF WAR.
See also ToPIC GUIDE under MEDIA: POLITICS &
ECONOMICS; MEDIA: VALUES & IDEOLOGY.
Consistency See COGNITIVE CONSISTENCY
THEORIES; EFFECTS OF THE MASS MEDIA;
FREQUENCY; INTENSITY.
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among those with significant information to
‘keep mum’ about it — say nothing. An early use
of the phrase is ascribed to the head of BBC News
in 1938 at the time of the Munich crisis, refer-
ring to the Corporation’s failure to broadcast
any close examination of Neville Chamberlain’s
policy of appeasement towards Nazi Germany.
See CENSORSHIP; NOELLE-NEUMANN’S SPIRAL
OF SILENCE MODEL OF PUBLIC OPINION, 1974.

Conspiracy theory Not so much a theory, more

a hunch or suspicion. As far as the media are
concerned, the ‘conspiracy’ relates — in the view
of those who claim it exists — to the practice
of manipulating messages in order to support
those who own the means of communication,
their social cLass (i.e. middle and upper) and
their interests. The conspiracy theorists argue
that in a capitalist society where the media are
owned or strongly influenced by the capitalist
ESTABLISHMENT, information is shaped to
underpin existing social, economic and political
conditions (see CONSENT, MANUFACTURE OF).
In his introduction to the GLASGoOw
UNIVERSITY MEDIA GROUP publication Bad
News (Routledge & Kegan Paul, 1976), Richard
Hoggart ventures to locate two levels or forms
of conspiracy theory, High and Low — the one
aligning with the Marxist view of media opera-
tion; the other with the generality of people who
at some time or another suspect that the media
project the interests and value systems of those
who own, control or run them. See HEGEMONY.

Contiguity See YArROS’ ‘PICK’ MODEL FOR

MULTIMEDIA NEWS, 2009.

Constituency Term generally applied to an

electoral area which returns a parliamentary
candidate, but it is also used by researchers to
refer to the readership of a newspaper, and
carries with it the implication that the reader’s
political views may be influenced by the paper’s
coverage of events. The notion of audience as
constituency was particularly prevalent in the
age of PRESS BARONS such as — in the UK — Lords
Northcliffe, Rothermere and Beaverbrook, who
claimed access to political decision-making on
the strength of the constituency of their papers’
readership.

Consumerization Describes a vision of contem-

porary life dominated by the marketplace and
prompting fears that, with the global advance of
transnational corporations, and their substantial
buying-in to media and CULTURE generally,
society has become one-dimensionalized — the
consumer dimension.



Some commentators see consumption as being
a modern substitute for religion — spending as a
substitute for praying — while the cathedrals of
today are shopping malls. Big business spon-
sors art and thereby brings it under the wing
of consumer criteria — is there a market for it,
and will it directly or indirectly make a profit?
Big business also sponsors schools and thus is in
at least a pole-position to appropriate education
itself.

American writer Herbert J. Schiller, until
his death in 2000, proved himself a scourge of
corporate intrusions into the life of communi-
ties. In Culture Inc.: The Corporate Takeover
of Public Expression (Oxford University Press,
1989), Schiller believed that ‘the Corporate voice,
not surprisingly, is the loudest in the land’ and
it also rings around the world. He was of the
view that consumerism ‘as it is propagated by
the transnational corporate system and carried
to the four corners of the world by new informa-
tion age technologies, now seems triumphant.
He talked of ‘corporate pillaging of the national
information supply’ and the ‘proprietory control
of information’

Even the museum has ‘been enlisted as a
corporate instrument’: history is adopted for
corporate use through sponsorship. Thus even-
tually museums become reliant on corporate
‘approval’ of the past. The pressure upon them
is to choose to record the kind of history that
suits the corporate purpose. Corporate power in
the field of communication is so great, Schiller
argued, that the active-audience paradigm is
called into question: ‘A great emphasis is given
to the “resistance’, “subversion’, and “empower-
ment” of the viewer. Where this resistance and
subversion of the audience lead and what effects
they have on the existing structure of power
remain a mystery’

He expressed the view that ‘it is not a matter
of people being dupes, informational or cultural.
It is that human beings are not equipped to
deal with a pervasive disinformational system
— administered from the command posts of
social order — that assails the senses through all
cultural forms and channels.

Schiller’s theme is echoed in the work of the
French philosopher Jean Baudrillard, whose
The Consumer Society: Myths and Structures
made its first appearance in English — translated
by Chris Turner and published by Sage — in
1998. A question engaging twenty-first-century
commentators is the extent to which the digital
age of the INTERNET has seen challenges to
corporate ambitions to consumerize world soci-

Contagion effect

eties. See MCDONALDIZATION; TECHNOLOGY:
THE CONSUMERIZATION OF TECHNOLOGY.

> Jeff Hearn and Sasha Roseneil, eds, Consuming
Cultures: Power and Resistance (Macmillan, 1999);
Peter N. Stearns, Consumerization in World History:
The Global Transformation of Desire (Routledge,
2001); Paul Ransome, Work, Consumption and
Culture (Sage, 2005).

Consumer sovereignty A phrase used in the

Peacock Report, 1985, summarizing the attitude
towards BROADCASTING of the Committee on
Financing the BBC. The Committee took the
market-place view that the customer knows best
and that consumer tastes should be the guiding
principle of RADIO and TELEVISION program-
ming. See PUBLIC SERVICE BROADCASTING
(psB).

Consumption behaviour Term used by

researchers to describe the ways in which audi-
ences respond to product marketing — attitudes
towards ADVERTISING, knowledge of commer-
cials and people’s buying behaviour. At the nub
of market research into consumption behaviour
is motivation. Why do people watch a TV
commercial, what makes them pay attention and
heed the message?

Regularly cited are three major reasons for a
positive audience response: (1) social utility —
watching commercials in order to gain informa-
tion about the ‘social significance’ of products or
brands, and the association of advertising objects
with social roles and lifestyles; (2) communica-
tion utility — watching in order to provide a
basis for later interpersonal communication;
(3) vicarious consumption — participating at
second-hand in desired lifestyles as a means of
indirect association with those people possess-
ing glamour or prestige. See VALS TYPOLOGY.

» Martin Evans, Ahmed Jamal and Gordon Foxall,
Consumer Behaviour (John Wiley & Sons, 2009).

Contagion effect Power of the media to create a

craze or even an epidemic. Examples of this are
the so-called Swastika Epidemic of 195960, in
which an outbreak of swastika-daubing in the
US was accelerated by media coverage, and the
UK Mods v. Rockers seaside battles of the 1960s.
Debate continues as to whether media cover-
age ‘worsens’ or prompts the street riots, often
named Copycat Riots.

Stanley Cohen in ‘Sensitization: the case of the
Mods and Rockers’ in The Manufacture of News
(Constable, 1st edition, 1973), edited by Cohen
and Jock Young, writes, ‘Constant repetition
of the warring gangs’ image ... had the effect of
giving these loose collections a structure they
never possessed and a mythology with which
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Content analysis

to justify the structure; and the court scenes at
which those arrested by the police were tried
were ‘arenas for acting out society’s morality
plays.

In relation to ‘loose connections’ being given a
‘structure; claims have been made by commenta-
tors in the aftermath of the 9/11 terrorist assault
on New York’s twin towers, that the directing of
attention to Al-Qaeda had a similar contagion
effect: even though there was very little evidence
that Al-Qaeda was a worldwide organization,
treating it as such has been in danger of becom-
ing a SELE-FULFILLING PROPHECY. See EMPOW-
ERMENT; MORAL PANICS AND THE MEDIA.
Content analysis David Deacon, Michael
Pickering, Peter Golding and Graham Murdock
in Researching Communications: A Practical
Guide to Methods in Media and Cultural Analy-
sis (Hodder Education, 2007) note that, ‘“The
purpose of content analysis is to quantify salient
and manifest features of a large number of texts,
and the statistics are used to make broader
inferences about the processes and politics of
representation. Content analysis thus seeks
to compare material as presented in differing
sources in order to identify any patterns or trends
in coverage or representation. Typical sources
include newspapers, magazines, websites, adver-
tisements, and television programmes.

The media content is compared using stan-
dards or categories. For example, a researcher
may seek to discover differences in the coverage
given to financial matters between UK tabloid
and broadsheet newspapers during the week in
which the spring Budget is announced. Examples
of categories that might be used are the number
of column inches devoted to coverage, and the
number of negative terms and positive terms
employed in the coverage.

Deacon et al argue that as a quantitative
method, content analysis is best used to capture
the broad ‘big picture’ and manifest levels of
meaning. It is not that suitable for exploring
implicit or latent levels of meaning, so it is often
combined with other research methods such as
interviews or focus groups to provide a more
rounded and in-depth analysis. So, using the
above example of coverage of the budget, whilst
content analysis may tell us the number of posi-
tive and negative terms used by broadsheet and
tabloid newspapers, focus group discussions with
samples of readers might be able to tell us how
the readers interpret and react to such terms.

Content analysis serves an important function
by comparing the same material as presented
in different media within a nation, or between
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different nations; or by comparing media
content with some explicit set of standards or
abstract categories. On the basis of the existing
body of quantitative and qualitative research,
several broad generalizations may be hazarded
about the content of MASS COMMUNICATION:
what is communicated by the mass media is
a highly selected sample of all that is avail-
able for communication; what is received and
consumed by the potential AUDIENCE is a highly
selected sample of all that is communicated;
more of what is communicated is classifiable as
entertaining rather than informative or educa-
tive, and, because the mass media are aimed at
the largest possible audience, most material is
simple in form and uncomplicated in content.
See AUDIENCE MEASUREMENT; ETHNOGRAPHIC
(APPROACH TO AUDIENCE MEASUREMENT);
GLASGOW UNIVERSITY MEDIA GROUP. See also
TOPIC GUIDE under RESEARCH METHODS.

Control group In comparative research meth-

ods, the group against which the behaviour
of the experimental group is measured. The
experimental group is exposed to the variable to
be tested and the control group is not. So, to take
an example of a possible experiment: in attempt-
ing to ascertain the influence of a celebrity on
the audience’s willingness to be persuaded by an
argument, the experimental group might hear
the argument from a well-known celebrity and
the control group might hear the argument from
an unidentified source. The groups could then be
tested for their attitude towards the argument
and these could be compared to the results of the
prior testing of their positions on this argument.
Efforts would be made in forming the composi-
tion of the groups to reduce the influence of any
other significant variables — for example, prior
knowledge of the topic under discussion. Thus,
in the case of AUDIENCE MEASUREMENT, the
test group is exposed to a TV programme, for
example, and their responses analysed against
identical monitoring of the control group who
have not seen the programme.

Control of the media See MEDIA CONTROL.
Conventions Established practices within a

particular CULTURE or SUB-CULTURE. Conven-
tions are identifiable in every form of communi-
cation and behaviour — some strict, like rules of
grammar; others open to wider application, such
as dress. Conventions are largely culture-specific
and context-specific. It is an accepted convention
that a candidate dress smartly for a job interview,
yet it would be deemed unconventional if he/she
appeared on the beach clad in the same manner.

Media practices have established many



conventions which have become so familiar
that they appear ‘the natural way to do things!
TELEVISION news holds to the convention of
having on-screen newsreaders; documentaries
generally hold to the convention of having a
voice-over narration. Innovators — for example
in the arts —break with convention. The shock
of the new often stirs among the conventional
a sense of affronted vALUES. The chances of the
new becoming conventionalized will depend on
various factors, such as opinion leaders, preva-
lent tastes and fashions, even newsworthiness.
See LEADERSHIP; REDUNDANCY.
Convergence The coming-together of commu-
nication devices and processes; a major feature
of the development of media technology in
the 1990s onwards. In Of Media and People
(Sage, 1992), Everette E. Dennis writes of forms
converging ‘into a single electronically based,
computer-driven mode that has been described
as the nearly universal integration of systems
that retrieve, process, and store text, data,
sound, and image’; in short, multi-media. Dennis
points out that convergence is far more than ‘the
stuff of hardware and software: it is the driving
force that has spurred major change in the media
industries and almost everywhere else’

Convergence has operated at the technical and
operational level and at the level of ownership
and control. Just as individual items of hard and
software have been centralized into one multi-
media outfit, so media production has been
centralized into fewer corporate hands, most of
these transnational.

A further question is whether technical and
operational convergence will lead to transcul-
tural convergence and extend the reach of what
some would see as the already well-established
strategy of cultural and MEDIA IMPERIALISM. For
those who support this thesis, GLOBALIZATION
fosters homogeneity and works in the interests
of Western — chiefly American — cultural
dominance, whilst undermining the indigenous
cultures of the less-powerful receivers of such
artefacts.

However, such a view is seen by others as
underestimating the degree to which those who
receive such artefacts adapt them in the process
of absorbing them into the host culture. The
resultant blend may limit the degree of conver-
gence. It should also be noted that artefacts
destined for a wide market are often tailored
to take account of differentiation within the
market, and in this process characteristics of the
differing host cultures may be considered in the
construction of the artefact.

Core nations, peripheral nations

Moreover, the flow of cultural artefacts is
arguably more complex than is suggested by the
cultural or media imperialism thesis. A number
of theorists point to the essential heterogeneity
of culture(s) and argue consequently that it is
unlikely that cultural convergence would occur.
See CYBERSPACE; DIGITIZATION; MOBILIZA-
TION; NEW MEDIA. See also TOPIC GUIDE under
MEDIA: PROCESSES & PRODUCTION.

» Michael Kackman et al, Flow TV: Television in the
Age of Media Convergence (Routledge, 2011).

Conversational styles In a study of conversa-
tion among friends at dinner, entitled Conver-
sational Style: Analyzing Talk Among Friends
(Ablex, 1984), Deborah Tannen identifies
different conversational styles which she terms
‘High Considerateness’ and ‘High Involvement.
Each style has different priorities. The ‘High
Considerateness’ style places a premium on
being considerate of others in conversation, of
not interrupting, of listening to what someone is
saying. The ‘High Involvement’ style on the other
hand is characterized by enthusiastic involve-
ment in a conversation, and this may be at the
expense of giving sufficient space to others.

One style is not necessarily better than the
other, but often reflects cultural differences; for
example, in her study, the Briton was the most
considerate of all. However, this categorization
can help explain problems in INTERPERSONAL
COMMUNICATION. To the highly considerate
speaker the highly involved speaker may seem an
exhibitionist, whilst the highly involved speaker
may perceive the highly considerate speaker as
aloof or distant.

Co-orientation approach See McCOMBS AND
SHAW’S AGENDA-SETTING MODEL OF MEDIA
EFFECTS, 1976.

Copycat effect See CONTAGION EFFECT.

Copyrighting culture See CULTURE: COPY-
RIGHTING CULTURE.

Core nations, peripheral nations Cees
Hamelink makes this differentiation with
regard to the distribution of information in and
between nations in ‘Information imbalance:
core and periphery’ in Questioning The Media:
A Critical Introduction (Sage, 1990), edited by
John Downing, Ali Mohammadi and Annabelle
Sreberny-Mohammadi. Hamelink argues
that the transnational picture of information
distribution is one of imbalances between core
— usually industrial — nations such as the US,
Canada, Western Europe, Japan and Australia
and the economic periphery, predominantly
rural countries such as Africa, parts of Asia and
Latin America.
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Corporate speech

Peripheral countries, in comparison with core
nations, possess fewer newspapers, broadcast-
ing stations and telephones, and less computer
hardware. Hamelink believes that ‘information
imbalance ... undermines cultural self-determi-
nation’ A number of critical questions arise from
this situation. Might, for example, imbalances
be resolved through greater integration — links
— between core and peripheral nation systems?
Should peripheral nations bargain for ‘fairer
schemes and terms of trade, for cheaper transfers
of technology’ by pooling resources and energy?
Or, more radically, should the peripherals disso-
ciate themselves — de-link — from international
networks that hamper development?

Collective effort across the periphery, argues

Hamelink, ‘in itself requires the solving of many
old and difficult conflicts among the poorer
countries themselves. In addition it requires ‘a
visionary leadership willing to forego the imme-
diate benefits of links with the core! See INFOR-
MATION GAPS; YAMOUSOUKROU DECLARATION.
»Jan van Dijk, The Deepening Divide: Inequality in
the Information Society (Sage, 2005).
Corporate speech Best defined in a US context:
that speech which is employed in the public
domain by corporations, most obviously in
terms of ADVERTISING, but applicable to a
whole host of discourses in which industry and
commerce address the public. Corporate speech
in the US is classified as having the same right as
the speech of individuals, and is thus protected
by the First Amendment of the US Constitu-
tion that guarantees freedom of speech. Thus,
a tobacco company cannot be restrained from
propagandizing, through public advertisement,
its products. In such a case, corporate speech
could be deemed life-threatening.

Even taxes on advertising have been fought
against by corporations. An attempt to impose
an advertising tax by the State of Florida in 1987
was repealed within six months, due to corpo-
rate pressure. According to Herbert I. Schiller in
Culture, Inc.: The Corporate Takeover of Public
Expression (Oxford University Press, 1989),
corporations use the First Amendment to do
two things: protect their profits, and duck social
accountability.

Corporations and media See CONGLOMER-
ATES: MEDIA CONGLOMERATES; CONSUMERIZA-
TION; CULTURE: CONSUMER CULTURE; CULTURE:
GLOBALIZATION OF; NETWORK NEUTRALITY;
PRIVATIZATION. See also TorIC GUIDE under
MEDIA INSTITUTIONS.

Cosmopolite and localite channels The situa-
tion in which the sender and receiver of a message
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belong to different social systems or sub-systems
is referred to as cosmopolite. Localite channels are
those in which both sender and receiver belong to
the same social system or sub-system.

Cosmopoliteness In most social structures there

are individuals who have considerable awareness
of other social situations and frequent contact
with those outside their own social structure. In
general the more cosmopolite an individual, the
more receptive he/she is to messages containing
new ideas.

Couch potato US term for a confirmed and dedi-

cated TV viewer. 20th Century Words (Oxford
University Press, 1999), edited by John Ayto,
says that the term was first used in 1979, its ‘neat
encapsulation of vacuous indolence’ ensuring ‘its
success in the censorious 1980s.

Counter-culture A type of SUB-CULTURE firmly

antagonistic to the dominant or prevailing
CULTURE of a community. The term is generally
used to describe the collection of mainly middle-
class youth cultures which developed in the
1960s, and whose central feature was the call for
the adoption of alternative social structures and
lifestyles. In ‘Sub cultures, cultures and class,
John Clarke and others in Resistance Through
Rituals (Hutchinson, 1976), edited by Stuart
Hall and Tony Jefferson, explore some of the
distinguishing features of such a counter-culture
as compared with other types of youth sub-
cultures. Its opposition to the dominant cultures
took very open political and ideological forms,
and went beyond the registering of complaint
and resistance to the elaborate construction of
alternative institutions.

More recently, examples of counter-cultural
protests that have received significant media
attention are those surrounding ecological issues
— protests which challenge many of the envi-
ronmental assumptions and values of Western
societies. ‘Eco-warriors, as the more radical of
the protesters are sometimes called, may adopt
a radically different lifestyle based on the prin-
ciples underpinning their protest.

A favoured communications device of
contemporary counter-cultures is the INTERNET,
its global reach aiding the international nature of
protests concerning corporate and state threats
to the environment. Through the Net, the
likeminded can bond, plan and organize — most
famously focusing on protests wherever the
nations of the World Trade Organization meet
— and, by their collective protests, command
global media attention.

Countermodernization See CULTURE:

GLOBALIZATION OF.



Coups and earthquakes syndrome Term
coined by American journalist Mort Rosen-
blum to describe the Western attitude to news
emanating from developing nations in, for
example, Africa and South America. For events
in such countries to be deemed of NEWS VALUE
they must come under the category of ‘coups and
earthquakes’ — the overthrow of governments
by force or natural disasters. Rosenblum wrote
Coups and Earthquakes (Harper & Row) in 1979,
but current practice seems not to have improved.

Referring to the ‘coups and earthquakes’
syndrome, Mark D. Alleyne in News Revolution:
Political and Economic Decisions about Global
Information (Macmillan, 1997) writes, ‘It some-
times seems that there is a malicious attempt
to stereotype these countries, and this attitude
might be propelled by various factors, including
racism, political idealogy and ethnocentrism’
Alleyne believes that ‘in this way, international
news can be seen as a weapon of those with
power in the international system, a tool to
maintain the status quo, at least in regard to
the inferior status of some peoples and nation-
states.

The key problem lies with prevailing news
values, for the definition of news ‘controls the
way in which journalists decide what is impor-
tant. At the same time ‘journalists often use
vague, shorthand terms to describe complex
issues and regions. See COMPASSION FATIGUE.

Creole See COMMUNICATION: INTERCULTURAL

COMMUNICATION.

Crime: types of crime on screen A number
of types of on-screen crime are identified by
Jessica Allen, Sonia Livingstone and Robert
Reiner in an article entitled ‘“True lies: changing
images of crime in British postwar cinema’ in
the European Journal of Communication, March
1998. The authors surveyed 1,461 crime-related
films released between 1945 and 1991, and
popular with the public, reporting that ‘contrary
to general beliefs about increased crime content
of the media ... our data shows a constant rate
of representation, at least in the cinema over 50
years.

The authors discuss primary, consequential,
collateral and contextual crimes. To the first
— that which animates the NARRATIVE — they
ascribe the term McGUEFFIN, borrowed from film
director Alfred Hitchcock, ‘to refer to the object
whose pursuit provides the driving force of the
narrative! Consequential crimes are those which
are committed in the course of, or in order to
cover up, the McGuffin, while collateral crimes
are not directly related to the McGuffin though

Critical news analysis

they may be committed by the central criminals.
Contextual crimes may also be unrelated to
the McGuffin, the primary crime, ‘but portray
aspects of the wider society’

Chief among McGuffins, say Allen, Living-
stone and Reiner, is homicide, 48 per cent of
their sample films having a homicide McGuffin
— contrasting substantially with crime figures
in the real world, where 9o per cent of recorded
offences are property crimes. The authors note
an increase in contextual crimes during the
1960s: ‘This is significant because it is contextual
crime perhaps even more than the McGuffin
which creates a sense of society as a whole being
threatened by crime’

This trend is linked to the ‘increasing predomi-
nance of police heroes rather than amateur
“sleuths”; ‘towards an increasingly graphic
representation of violence in the portrayal of
crime’; the degree to which crime traumatizes the
victim; and the perception that crime has social
origins. In their analysis, the authors emphasize
the complexity of the representation of crime in
contexts of the ‘collapse of moral certainties’ in
society, the dominance of Hollywood, the retreat
from strict forms of CENSORSHIP and the demo-
graphic nature of AUDIENCE — largely made up of
young people.

Crimes of self-publicity See TERRORISM AS

COMMUNICATION.

Crisis definition How do we know when a crisis

is a crisis? One answer is — when the media
tell us it is a crisis. Their capacity for AGENDA-
SETTING, of selecting the front-page headlines
or the lead stories, can not only crystallize the
notion of crisis in the public mind but also in
some cases help precipitate one, at least in the
sense that people in authority — such as govern-
ments — can be forced into a crisis response to a
crisis stimulus.

Critical news analysis Generic term for a wide-

ranging and complex approach to the analysis
of the presentation of NEWS in the mass media.
Perhaps the most influential starting point in the
UK for this critical analysis is the book by Stanley
Cohen and Jock Young, eds, The Manufacture of
News: Social Problems, Deviance and the Mass
Media (Constable, 1973). They, along with other
commentators of the time — such as Professor
Stuart Hall and colleagues at the University
of Birmingham, and research teams such as
the GLASGOW UNIVERSITY MEDIA GROUP —
contributed to a developing awareness that the
news is socially constructed and that it is both
a social and an ideological construct. In other
words, news isn’t neutral. Critical news analysis
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Cropping

focuses on content, presentation and language.

Emphasizing the importance of the linguistic

assembly of messages in his book Language in
the News: Discourse and Ideology and the Press
(Routledge, 1991), Roger Fowler says that ‘there
are different ways of saying the same thing, and
they are not random, accidental alternatives’;
thus there can never be ‘a value-free reflec-
tion of “facts”. Two processes occur: selection
(see AGENDA-SETTING; GATEKEEPING; NEWS
VALUES), followed by transformation according
to the dictates of the MEDIUM and the influences
upon all the encoders involved. See HEGEMONY;
IMPARTIALITY; JOURNALISM; SAPIR-WHORF
LINGUISTIC RELATIVITY HYPOTHESIS.
Cropping Photographs for publication are rarely
printed exactly as they emerge from the original
negative or electronic transmission. They are
very often ‘cropped, that is cut to fulfil certain
objectives: the space requirements of a page; to
maximize impact; to serve aesthetic or ideologi-
cal criteria. Generally pictures are cropped to get
rid of redundant detail that might detract from
the central thrust and drama of the picture’s
message. See ANCHORAGE; PREFERRED READ-
ING.
Cross-media ownership That is, where a PRESS
BARON or corporation owns a range of media,
newspapers, TV and RADIO stations within
what, in the US, are described as designated
market areas (DMAs). Resistance to cross-media
ownership acts on the principle that to own the
press and BROADCASTING in any particular area
— city, district or region — constitutes a threat
to media diversity and hence to the PLURAL-
1TY of the media; and such resistance has been
incorporated in many countries in regulations
designed to prevent monopoly.

In contrast, the corporate position is that
regulation of cross-media ownership is an
unnecessary inpediment to business practice
and the making of profits. It follows that corpo-
rate owners of media seek DEREGULATION by
pressurizing governments to abandon rules
(generally made in the public interest) in favour
of the free market (generally operating to the
advantage of the corporations).

The issue of cross-media ownership has
become a matter of profound concern, at least
among media-watchers if not the public, because
it trails other critical issues, such as the mainte-
nance of quality, the integrity and independence
of information; in short, the preservation of
public service in the media.

In the UK the job of regulating cross-media
ownership rests with Ofcom, following the
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COMMUNICATIONS ACT (UK), 2003. It is a
requirement that Ofcom report on the owner-
ship-of-media situation every three years and to
make recommendations to government. Usually
these shift in the direction of relaxing rules of
ownership, and are based upon complex criteria
concerning overlapping ownership, these oper-
ating in a context of technological change and
mergers of ownership.

Differention is made between viewpoint
plurality and ownership plurality, the latter being
easier to define than the former. Ofcom’s Review
of Media Ownership Rules (2006) states that
‘ownership plurality does not necessarily ensure
editorial or viewpoint diversity. Whilst diversity
of ownership may have an effect on plurality, it
may also be the case that different sources of
news offer the same perspective’

Rules of media ownership (MO) in the US, for
example, prevent any one individual or organiza-
tion from owning more than one of the main TV
networks: ABC, CBS, Fox and NBC. In Australia,
working on a ‘national interest principle; foreign
ownership is not permitted; this contrasts with
the situation in Finland and Luxemborg, where
there are no restrictions on foreign ownership.

In Sweden, periodical publication owner-
ship is restricted to the European Economic
Area, while in Denmark, licences for regional
broadcasting are only granted if the majority
of board members reside in the local area. All
of the above are subject to constant pressures
for change as traditional media grapple with
the challenges and opportunities brought
about by the Network Society. See PRIVATIZA-
TION; OFCOM: OFFICE OF COMMUNICATIONS
(UK); REGULATORY FAVOURS. See also TorIC
GUIDES under MEDIA: OWNERSHIP & CONTROL;
NETWORK SOCIETY.

Cryptography Secret LANGUAGE; the transfer

of messages into secret codes. A cryptograph is
anything written in cypher. See DATA PROTEC-
TION.

Cues See BARNLAND'S TRANSACTIONAL MODELS

OF COMMUNICATION.

Cultivation As used by US communications

analyst George Gerbner, the term describes
the way the mass media system relates to the
CULTURE from which it grows, and which it
addresses. The media ‘cultivate’ attitudes and
VALUES in a culture. For example, audiences
are cultivated into rejecting certain acts of
violence while at the same time being cultivated
into accepting or tolerating others. See MAIN-
STREAMING.

Cultural apparatus ‘Taken as a whole, writes



C. Wright Mills in Power, Politics and People
(Oxford University Press, 1963), ‘the cultural
apparatus is the lens of mankind through which
men see; the medium by which they interpret
and report what they see! It is composed of ‘all
the organizations and milieux in which artistic,
intellectual and scientific work goes on, and of
the means by which such work is made available
to circles, publics and masses.

The cultural apparatus features large in the
processes of guiding experience, defining social
truths, establishing standards of credibility,
image-making and opinion-forming, and is
‘used by dominant institutional orders’ It confers
prestige, and the ‘prestige of culture is among
the major means by which powers of decision
are made to seem part of an unchallengeable
authority’

Wright Mills goes on to argue that, no matter

how internally free the ‘cultural workman; as
he names the artist or intellectual, he/she is
intrinsically part of the cultural apparatus which
tends in every nation to become a ‘close adjunct
of national authority and a leading agency of
nationalist propaganda’ CULTURE and authority
overlap, and this overlap ‘may involve the ideo-
logical use of cultural products and of cultural
workmen for the legitimation of power, and
the justification of decisions and policies’ See
CONSENSUS; HEGEMONY; IDEOLOGICAL STATE
APPARATUSES.
Cultural capital French philosopher Pierre
Bourdieu (1930—2002) makes the distinction
between economic capital and cultural capital —
the latter being the knowledge, tastes, attitudes,
VALUES and assumptions which individuals or
groups possess with regard to various cultural
artefacts and endeavours, in particular those
of what might be termed legitimate culture —
though definitions of such legitimacy are open
to debate. An individual’s cultural capital clearly
may influence the way in which messages are
encoded or decoded. Advertisers, for example,
often make assumptions about the cultural
capital of the target consumer groups when
constructing advertising messages.

A popular record of the late 1960s may be used
as the soundtrack in a television commercial not
just because of its musical merits, but because
its location within a particular youth culture
may be felt to give the product connotational
and ideological meanings related to the desire
for freedom and independence. The messages
may be read this way, though not necessarily
accepted, by consumers familiar both with the
song and with the youth culture, but is unlikely

Cultural metaphor

to be read as such by someone unfamiliar with
either.

The notion of cultural capital is linked to
CLASS, GENDER, ethnic identity and STATUS, in
that some cultural capital is more highly valued
than others by the dominant groups within a
society — and indeed possession of such cultural
capital is often widely taken as a sign of member-
ship of these groups. There is among these
groups a tendency to denigrate popular cultural
capital. Popular cultural capital on the other
hand can be seen as a rich source of responses
to, including resistance to, social subordination.
See CULTURE; HIGHBROW; TASTE CULTURES;
YOUTH CULTURE.

» Pierre Bourdieu, Distinction (Routledge, 1984) and
The Field of Cultural Production (Polity Press, 1993).

Cultural Indicators research project See

MAINSTREAMING.

Cultural industry See FRANKFURT SCHOOL OF

THEORISTS.

Cultural memory That which the community

recalls, re-encodes in a process of making sense
of the present. Cultural memory contrasts
with what has been termed instrumental or
electronic memory — that which can be numeri-
cally encoded and recorded, as on a computer.
In Communication, Culture and Hegemony:
From the Media to Mediation (Sage, 1993),
Jesus Martin-Barbero writes, ‘In contrast to
instrumental memory “cultural memory” does
not work with pure information or as a process
of linear accumulation’; rather, it is ‘articulated
through experience and events. Instead of simply
accumulating, it filters and weighs.

It is not, says Martin-Barbero, ‘a memory we
can use, but the memory of which we are made’
What threatens cultural memory inflicts damage
on culture itself, particularly in cultures where
tensions exist, dramatically, between tradition
and progress. Says Martin-Barbero, a part of
whose book focuses on media development in
South American countries, ‘in the dilemma
of choice between under development and
modernization, cultural memory does not count
and has no place” a situation he and other schol-
ars of cultural change view with dismay.

Cultural metaphor Generally an image, or a

series of images, seen to represent a culture. The
expression ‘An Englishman’s home is his castle’
attempts to classify the English — perhaps even
stereotype them — by means of a dominant image
or practice. In this case a number of character-
istics are drawn together in the image of home
as something to be defended as though it were
a castle — private, self-contained, constructed to
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Cultural modes

be resistant to outside intrusions and influences.

According to Martin J. Gannon and associates
in Understanding Global Cultures: Metaphori-
cal Journeys Through 17 Countries (Sage, 1994),
the use of identifying metaphors can assist us
in grasping the nature of our own and other
cultures. The authors take the view that ‘the
dynamics of the culture of a particular nation
can be best understood through the use of one
dominant metaphor that reflects the basic values
that all or most of its members accept without
question or conscious thought!

They cite the following metaphors that repre-
sent some of the cultures on their ‘metaphorical
journey’: American football (US), the dance of
Shiva (India), the family altar (China), the opera
(Italy), wine (France), lace (Belgium), ballet
(Russia), the symphony orchestra (Germany), the
bullfight (Spain), the kibbutz (Israel), the garden
(Japan), the stuga or summer home (Sweden),
the market place (Nigeria) and the coffee house
(Turkey). For Ireland, home of the Blarney Stone,
the authors perhaps appropriately select as the
country’s presiding metaphor, conversation.

Cultural modes The [iterate mode is rooted in

the written word; the oral mode is spoken or
visual. Traditionally these have been aligned to
crass differences; that is, the better-educated
upper-classes have lived by a literate mode of
cultural interaction — the dominant CULTURE
— while the more ‘untutored’ classes have relied
upon oral modes. With the advent of electronic
media the oral mode has become increasingly
assertive. It is essentially the mode of film and
television, though both media still tend to be
run by a class educated in the literate mode and
whose perceptions are conditioned by such a
mode.

Cultural or citizen rights and the media In
‘Rights and representations: public discourse
and cultural citizenship), in Television and
Common Knowledge (Routledge, 1999), edited by
J. Gripsrud, Graham Murdock poses the follow-
ing citizen rights — what citizens have the right
to expect from the mass media: (1) the right to
information; (2) the right to have access to ‘the
greatest possible diversity of representations
of personal and social experience’; (3) the right
to knowledge, that is access to frameworks of
interpretation” which facilitate understating of
the links between issues, the causes that lead to
effects, and the processes by which knowledge
is assembled and represented to the public; and
(4) the right to participation in a contemporary
context where there is a demand from individu-
als and groups ‘to speak about their own lives
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and aspirations in their own voice’

The exercise of ‘full citizenship, Murdock
argues, depends upon the media fulfilling these
rights of information, experience, interpreta-
tion and participation. See ToriC GUIDE under
MEDIA ETHICS; MEDIA ISSUES & DEBATES;
MEDIA: VALUES & IDEOLOGY; REPRESENTATION.

Cultural racism See RACISM.
Culture The sum of those characteristics that

identify and differentiate human societies — a
complex interweave of many factors. The culture
of a nation is made up of its LANGUAGE, history,
traditions, climate, geography, arts, social,
economic and political norms, and its system of
VALUES; and such a nation’s size, its neighbours
and its current prosperity condition the nature
of its culture.

There are cultures within cultures. Thus
reference is made to working-class culture
or middle-class culture. Organizations and
institutions can have their own cultures (see
ORGANIZATION CULTURES). We refer to cultural
epochs resulting from developments — social,
political, industrial, technological — that create
cultural change. Mass production and the mass
media have contributed immensely to cultural
change, giving rise to what critics have termed
‘mass culture’ and disapprovingly portrayed as
manufactured, manipulated, force-fed, marketed
like soap powder and, because of its unique
access to vast audiences, open to abuse of the
mass by the powerful.

Alan Swingewood in The Myth of Mass
Culture (Macmillan, 1977) argues, however,
that there ‘is no mass culture, or mass society;
but there is an ideology of mass culture and
mass society’ The ideology is real enough, but
the thing itself he describes as myth: ‘If culture
is the means whereby man affirms his humanity
and his purposes and his aspirations to freedom
and dignity then the concept and theory of mass
culture are their denial and negation!

Culture is transmitted through sociaLiza-
TION to new members of a social group or
society. The media play an important role in this
process. A central concern of culturalist studies
of the media is the degree to which the media’s
output may both reflect and communicate the
culture of the more powerful social groups in
that society at the expense of the less power-
ful. By asserting one culture against others, the
media help to nurture a dominant culture and
relegate rival cultures to the realms of deviance.

Today’s cultures have to be examined through
the lens of the Network Society, which has
brought about profound shifts in terms of the



nature of communications. In the world of blogs
(see BLOGOSPHERE), the rise and rise of the
mobile phone and its multitude of applications
(see MOBILIZATION), in a cyberspace populated
by FACEBOOK and YOUTUBE, the traditional
dominance of the mass media — their power to
define, legimitimize and lead culture — is in rapid
transition.

» Nick Stevenson, Understanding Media Cultures
(Sage, 1995); Colleen Roach, ed., Communication
and Culture in War and Peace (Sage, 1995); Andrew
Tudor, Decoding Culture: Theory and Method in
Cultural Studies (Sage, 1999); David Hesmondhalgh,
The Cultural Industries: An Introduction (Sage,
2002); John Storey, Cultural Studies and the Study of
Popular Culture: Theories and Methods (Edinburgh
University Press, 2003); James Curran and David
Morley, Media and Cultural Theory (Routledge,
2005); Jeff Lewis, Cultural Studies ( Sage, 2nd edition,
2008); James Curran, ed., Media and Society (sth
edition, Bloomsbury Academic, 2010); Graeme
Turner, Ordinary People and the Media: The Demotic
Turn (Routledge, 2010).

Culture: consumer culture Arguably
consumer culture is the prevailing culture of
late modernity in Western societies. Don Slater
in Consumer Culture & Modernity (Polity Press,
1997) argues that ‘it is more generally bound up
with central values, practices and institutions
which define Western modernity, such as choice,
individualism and market relations’

For Slater its ‘defining feature’ is that it

‘denotes a social arrangement in which the rela-
tion between lived culture and social resources,
between meaningful ways of life and the symbolic
and material resources on which they depend,
is mediated through markets. The media and
cultural industries obviously play a pivotal role
in the operation of consumer culture, and the
nature of this relationship is the focus of much
research. See CONSUMERIZATION.
Culture: copyrighting culture In the global
context of communication, and in view of the
open-access properties of the INTERNET, a ques-
tion of growing importance is — to whom does a
TEXT or work belong? (See TEXT: INTEGRITY OF
THE TEXT.) R.\V. Bettig, in Copyrighting Culture:
The Political Economy of Intellectual Property
(Westview Press, 1996), addresses this concern,
arguing that with information/knowledge
becoming one of the chief commercial industries
in the current age, the control of cCULTURE has
fallen to a number of transnational corporations
(TNCs) through their ownership of copyright.

TNCs fear copyright piracy on a world
scale and their ambition is to extend, globally,

Culture: globalization of

measures to protect intellectual property from
piracy. The Berne Convention laid initial guide-
lines on protection that eventually materialized
in the Agreement on Trade-related Aspects
of Intellectual Property Rights (TRIPS) of the
World Trade Organization. This included the
extension of protection to databases, computer
programs being classified as literary works and
therefore subject to copyright.

Texts are not only protected, their universal
access — working within a global free market — is
also protected; thus, for example, the attempts
by one country to protect its own cultural prod-
ucts from cultural ‘invasion’ becomes an area of
contention. The result, fears Bettig, threatens to
be an economic domination of the information-
rich nations over the information-poor.

Economic dominance brings with it ideologi-
cal influence. Copyright becomes a device for the
privatization of knowledge where ‘the views and
accounts of the world held by the capitalist class
and aligned class factions and groups are broadly
disseminated and persistently publicized. In
practice, however, global agreements have a
mother of all battles in the war against piracy.
See DOWNLOADING; INFORMATION COMMONS.

Culture: globalization of Considered by many

commentators as a paramount trend in the late
twentieth century, in which cultures and cultural
practices of chiefly Western nations — the US in
particular — spread through the world, dominat-
ing native, home-grown cultures. The media
are seen to be the channels through which the
globalizing torrent has poured; and those chan-
nels have been largely under the direction and
control of transnational corporations. Under
the umbrella of globalization we encounter a
couple of key, linked and interactive phenomena:
CONSUMERIZATION and MEDIA IMPERIALISM.

With cultural dominance, fear some commen-
tators, comes ideological dominance, and that
IDEOLOGY centres around the processes of
production and consumption and the targeting
of audiences in their role of consumers. Todd
Gitlin in his chapter ‘Prime time ideology: the
hegemonic process in television entertainment’
in Television: The Critical View (Oxford Univer-
sity Press, 1994), edited by Horace Newcomb,
was of the opinion that ‘the dominant ideology
has shifted toward sanctifying consumer satis-
faction as the premium definition of “the pursuit
of happiness”.

Corporate domination of the economy extends
to corporate dominance worldwide of CULTURE,
at least those cultures through which profits may
be obtained. It is not happiness alone that global
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Culture: intercultural communication

corporatization promises, says Gitlin, but liberty,
equality and fraternity: all can ‘be affirmed
through the existing private commodity forms,
under the benign, protective eye of the national
security state’

The vision of a world dominated by American
cultural products is challenged by observers who
see in localism a force of resistance, or if not
resistance, assimilation. Roland Robinson offers
us a useful term in this respect — glocalization (in
‘Globalization or glocalization?’ in the Journal
of International Communication, 1 (1994)), that
is the ability of people in their own cultures to
deal in their own way with the cultural imports
from the West; to absorb them, to adapt them, to
glocalize them.

John B. Thompson in The Media and Moder-
nity: A Social Theory of Media (Polity, 1995)
urges us to see trends of dominance within
historical perspectives: ‘Rather than assuming
that prior to the importation of Western TV
programmes etc. many Third World countries
had indigenous traditions and cultural heritages
which were largely unaffected by external pres-
sures, we should see instead that the globaliza-
tion of communication through electronic
media is only the most recent of a series of
cultural encounters, in some cases stretching
back many centuries, through which values,
beliefs and symbolic forms of different groups
have been superimposed on one another, often
in conjunction with the use of coercive, political
and economic power’

Thompson maintains that the media-
imperialist position underestimates the power
of audiences to make their own meanings from
what they read, listen to or watch. “Through the
localized process of appropriation, Thompson
believes, ‘media products are embedded in sets of
practices which shape and alter their significance’

Evidence for the process of glocalization is
offered by Tamar Liebes and Elihu Katz in The
Export of Meaning: Cross Cultural Readings of
Dallas (Oxford University Press, 1990; Polity,
1993). Their researches indicated that the
American soap Dallas was read in quite different
ways by people of different origins, cultures and
outlooks. It was Dallas which was dominated,
not the audience for Dallas.

Majid Tehranian in his chapter ‘Ethnic
discourse and the new world dysorder’ in
Communication and Culture in War and Peace
(Sage, 1993), edited by Colleen Roach, argues
that the levelling-out which is said to be a benefit
of globalization is more apparent than real. In
fact the ‘levelling’ has camouflaged ‘a hege-
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monic project by a new modern, technocratic,
internationalist elite’ speaking ‘the language of a
new international, a new world order’ However,
Tehranian perceives the ‘periphery’ reacting
against the ‘core’ in a number of potentially
conflicting, even explosive, ways.

He speaks of countermodernization as a signif-
icant contemporary trend, in which pressure
GROUPS such as some traditional religions react
against modern ideas and dominant ideologies
— the resurgence, for example, of fundamentalist
religion in the face of scientific and technological
advances; while a contrary trend, demoderniza-
tion, is expressed by the voices of environmen-
talists or feminists; and by those ‘localites’ (as
contrasted with ‘cosmopolites’) whose advocacy
is inspired by the notion that ‘small is beautiful’

The nature and degree of globalization of

culture will continue to be fiercely debated, and
such debate will inevitably have to take into
account inequalities of wealth, provision and
media technology across nations. See NEWS:
GLOBALIZATION OF; INFORMATION GAPS;
SLAPPS. See also TOPIC GUIDE under GLOBAL
PERSPECTIVES.
» Peter Golding and Phil Harris, eds, Beyond Cultural
Imperialism (Sage, 1996); Daya Kishan Thussu,
ed., Electronic Empires: Global Media and Local
Resistance (Arnold, 1998); Barry Smart, ed., Resisting
McDonaldization (Sage, 1999); George Monbiot,
Captive State: the Corporate Takeover of Britain
(Macmillan, 2001); Mike Savage, Gaynor Bagnall and
Brian J. Longhurst, eds, Globalization and Belonging
(Sage, 2004).

Culture: intercultural communication See
COMMUNICATION: INTERCULTURAL COMMUNI-
CATION.

Culture jamming See GENRE.

Culture of deference In an article entitled
‘Pressure behind the scenes’ and subtitled ‘A
history of deference, and cosy relationships in
Westminster, have made self-censorship accept-
able’ (Index on Censorship 4 & 5, 1991), journalist
Richard Norton-Taylor writes of a ‘deep-seated
culture of deference’ existing between many
British editors and journalists in their relation-
ship with those in authority (see POWER ELITE).
This, Norton-Taylor claims, arises out of an
anxiety to be accepted by and be a part of the
Establishment. The deference has its ‘origins
in the centralization of the British state and in
Britain’s imperial past — where there was virtu-
ally unchallenged consensus about the Empire’s
“civilizing mission”.

Deference, says Norton-Taylor, continues
to be applied to institutions of the State such



as Whitehall, the Monarchy, the courts and
Parliament. This deference also helps create and
supports CONSENSUS against ‘enemies; against
foreign rivals, in war or in business. See JOUR-
NALISM.

Culture: popular culture Something of a
redundant term in that all culture is to a degree
‘popular’; otherwise, if it is ‘unpopular’ — that is,
if it does not attract or involve an AUDIENCE — it
vanishes. The term has come to mean the culture
of ‘ordinary people, of the working class, the
non-elite majority as contrasted with so-termed
high or highbrow culture. Popular culture gener-
ally signifies cohesion, high culture difference
— difference, that is, from popular culture and
those with whom it is associated.

Popular culture has traditionally been looked
down on as something banal, trashy, unchalleng-
ing or even potentially harmful: an ELITE stand-
point. In their time, theatricals, dancing, ‘pulp
fiction, the PRESS, POSTERS, postcards, COMICS,
SOAP OPERA, the hit-parade and the cinema have
varyingly been defined as the kind of culture
which contains the potential for subversion —
usually of ‘standards’

According to the French philosopher Pierre
Bourdieu, popular culture is basically associated
with that section of the population who lack
both economical and CULTURAL CAPITAL. Since
at least the 1960s popular culture has become
the focus of critical attention and re-evaluation:
it is studied — analysed, measured; in short,
taken seriously.

In Cultures and Societies in a Changing World
(Pine Forge Press, 1994), Wendy Griswold writes,
‘Scholars examining previously despised works,
genres and systems of meaning found them to
contain complexities and beauties; at the same
time, deconstructing previously esteemed
works, genres and systems of meaning, they
found widespread representations of class, hege-
mony, patriarchy, and illegitimate canonization!

Culture, whether popular or ‘elitist, cultivates,
hence its fascination for researchers, commenta-
tors and students of media. Television, it has
been claimed, has appropriated popular culture
and by doing so redefined the term to mean
‘that which is popular on TV’ The nature of
participation by the populace in generating and
taking part in popular culture has not been lost
on TV programme-makers: audience participa-
tion is the key to popular quiz and competition
programmes and to so-termed ‘REALITY TV
series, in many cases turning that which tradi-
tionally has been private and intimate into public
display. See AUDIENCE: ACTIVE AUDIENCE;

Cybernetics

ETHNOGRAPHIC (APPROACH TO AUDIENCE
MEASUREMENT); RESPONSE CODES.

» Dominic Strinati, An Introduction to Studying
Popular Culture (Routledge, 2000); Graeme Turner,
Understanding Celebrity (Sage, 2004); Annette
Hill, Reality TV: Audiences and Popular Factual
Television (Routledge, 2005); P. David Marshall, ed.,
Celebrity Culture Reader (Routledge, 2006); Anita
Biressi and Heather Nunn, eds, The Tabloid Culture
Reader (Open University, 2007); Sean Redmond and
Su Holmes, eds, Stardom and Celebrity: A Reader
(Sage, 2007); Matt Briggs, Television, Audience and
Everyday Life (Open University, 2009).

Cultures of organizations See ORGANIZATION

CULTURES.

Custom audience research That which is

commissioned or undertaken by a company
or client into AUDIENCE response to the media
marketing of its product or services, generally
targeting specific media outlets. Such studies
produce rich, focused data while at the same
time incurring doubts concerning the objectivity
of that data. In contrast, syndicated studies are
grander in scope as, like the Nielson ratings, they
measure the audiences of multiple media outlets
of audience response.

As Peter V. Miller says in ‘Made-to-order and
standardized audiences: forms of reality in audi-
ence measurement’ published in Audiencemak-
ing: How the Media Create the Audience (Sage,
1994), edited by James S. Ettema and D. Charles
Whitney, ‘the unique, made-to-order nature of
the custom study is both its chief benefit and its
major cost. He goes on, “The syndicated study
offers comparative, longitudinal information
about audiences that can be used to sell advertis-
ing space and time. Unlike the custom study, the
syndicated effort provides the advertisers with
a standard way to judge alternative vehicles for
their messages. See AUDIENCE MEASUREMENT.

Cybernetics The study of communication FEED-

BACK systems in human, animal and machine.
Taken from the Greek for ‘steersman, the term
was the invention of American Norbert Wiener,
author of Cybernetics: Or Control and Commu-
nication in the Animal and the Machine (Wiley,
1949). Essentially an interdisciplinary study,
cybernetics ranges in its interest from control
systems of the body to the monitoring and
control of space missions. Cybernetics concerns
itself with the analysis of ‘whole’ systems, their
complexity of goals and hierarchies within
contexts of perpetual change. The Greek steers-
man used the feedback of visual, aural and tactile
indicators to chart his passage through rough
seas. Today we have computers: the potential for
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Cyberspace

accuracy and rapidity of feedback and control is
vastly greater, and so is the potential for disaster
should the feedback systems go wrong.
Cyberspace See also INTERNET and NEW MEDIA.
Term probably first used by William Gibson in
his novel Neuromancers published in America
by Ace Books in 1984. Gibson describes cyber-
space as ‘a consensual hallucination ... [People
are| creating a world. It’s not really a place, it’s
not really space. It’s notional space! By pressing
computer keys, and by grace of a modem and
telephone line, the operator has access to poten-
tially infinite information and endless exchanges
with other users.

According to Mark C. Taylor and Esa Saarinen
in Imagology: Media Philosophy (Routledge,
1994), itself a mercurial sortie into cybergraph-
ics, chief among cyberspace’s characteristics is
speed. ‘Power; the authors declare, ‘is speed’ and
the ‘swift will inherit the earth! Much comment
suggests that control, traditionally exercised by
governments and powerful groups such as the
transnational corporations, is shifting and will
rapidly continue to do so. Cyberspace is seen as
a force for dismantling patriarchal structures in
society and altering existing gender relations.

Fears about the posting of information
about paedophiles on the Net, of information-
exchange between extremist factions, of freely
available information on how to make weapons
of mass destruction, have surfaced on public
agendas to the point where, in many countries,
those in authority have sought to ‘fence in’ the
open prairies of cyberspace by legislation. Such
moves have prompted many expressions of
concern about the CENSORSHIP of the Net.

Equally, there are fears that the major
CONGLOMERATES are intent on colonizing
cyberspace, converting the open prairie into
virtual shopping malls. Many analysts take the
view that the Net is unlikely to be a bridger
of the gap between information-rich and
information-poor, that it is failing to redress the
balance between core and periphery; and some
are of the opinion that cyberspace is largely
off-limits to the poor, the ill-educated and the
unemployed. See CORE NATIONS, PERIPHERAL
NATIONS; INFORMATION GAPS; REGULATION
OF INVESTIGATORY POWERS ACT (RIPA) (UK),
2000; SURVEILLANCE SOCIETY; WIKI, WIKIPE-
DIA. See also TOPIC GUIDE under DIGITAL AGE
COMMUNICATION.

Cylinder or rotary press The most important
technical development in PRINTING history
following the invention of movable type was the
steam-driven cylinder press invented by Fried-
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erich Koenig. Born in Saxony, Koenig moved to
London in order to set up a works to manufac-
ture the new machines (1812). He demonstrated
that a cylinder press machine could take off
impressions at the rate of over 1,000 copies an
hour. On 28 November 1814 one of the presses
was used to print The Times. Its editor, John
Walter, described the cylinder press as ‘the
greatest improvement connected with printing
since the discovery of the art itself’ As a result of
its advantage in using Koenig’s press, The Times
became the dominant and most influential
newspaper of the nineteenth century in the UK.
See TOPIC GUIDE under MEDIA: TECHNOLOGIES.

D

DAB: Digital Audio Broadcasting The first

DAB transmission took place in Germany,
though the UK was the first to establish DAB
radio broadcasting stations after pilot broadcasts
were transmitted in several European countries
in 1996. The first DAB receivers were being
marketed by 1999. By 2001 there were more
than fifty BBC and coMMERCIAL RADIO (UK)
services. The World DMB (Digital Mutimedia
Broadcasting) Forum represents over thirty
countries worldwide.

Through multiplexing and compression, DAB
is considered twelve times more efficient than
analog-FM for national and regional networks.
However, automatic tuning display has proved
a harder drain on battery life and the jury is
still out in terms of the quality and reliability of
sound production.

DAB+ consitutes a major upgrade, but older
transmitters cannot carry forward DAB+. DMB
is suitable for mobile radio and TV and can be
added to any DAB transmission. Digital Radio
Transmission, sometimes referred to as mobile
TV, can operate via satellite (S-DMB) or terres-
trially (T-DMB), South Korea being a major
pioneer in this field of development. Receivers
are integrated into car navigation systems,
laptop computers and digital cameras.
> See Wikipedia for full technical data and updates
on development.

DA (Defence Advisory) Notices British

government memoranda requesting the media
not to publish or broadcast specific items of
information considered by authority to pose a
security risk if widely disseminated. Notices are
issued by the Defence, Press and Broadcasting
Advisory Committee. They have no binding
force at law, even in wartime, but defiance of a
DA Notice may incur a harsher response from



government by having avenues of information,
other than that which is classified, closed to
offenders. However, the Notices have little
chance of combatting information, pictures or
film posted on the INTERNET. See CENSORSHIP;
OFFICIALS SECRETS ACT (UK).

Daguerrotype Early photograph produced in the
manner of Louis Daguerre (1789—1851), a French
theatrical designer who teamed up with Joseph
Nicéphore Niépce (1765-1833), a founding father
of photography, in 1830. Niépce died three years
later but Daguerre continued their work, fixing
images on metal plates coated with silver iodide,
which he treated with mercury vapour in a dark-
room. Daguerre was eventually able to reduce
the exposure time of a photograph from 8 hours
to between 20 and 30 minutes. His Daguerro-
type was taken up by the French government in
July 1839 and revealed to the world at a meeting
of the Académies des Sciences in August. No
prints could be made from a Daguerrotype; thus
Daguerre’s method was a cul-de-sac in photog-
raphy, though a vastly successful one at the time.
See PHOTOGRAPHY, ORIGINS.

Dance’s helical model of communication,
1967 The earliest communication models
were linear; their successors were circular,
emphasizing the crucial factor of FEEDBACK in
the communication process. Frank E.X. Dance
in ‘A helical model of communication” in the
book he edited, Human Communication Theory
(Holt, Rinehart & Winston, 1967), commends
the circular model as an advance upon the linear
one, but faults it on the grounds that it suggests
that communication comes back full-circle, to
exactly the same point from which it started — an
assumption which is ‘manifestly erroneous.

The helix or spiral, for Dance, ‘combines the
desirable features of the straight line and of the
circle while avoiding the weaknesses of either’
He goes on, ‘At any and all times, the helix
gives geometric testimony to the concept that
Communication while moving forward is at the
same moment coming back upon itself and being
affected by its past behaviour, for the coming
curve of the helix is fundamentally affected
by the curve from which it emerges’ Dance’s
spiral concept parallels theories of education
put forward by Jerome Bruner, and generally
referred to as the spiral curriculum. See TopIC
GUIDE under COMMUNICATION MODELS.

Data footprint Term describing the ‘trail’ INTER-
NET users leave in their wake, the evidence of
their identity, online activity, what they commu-
nicate about and to whom. The data footprint
provides clues to every interaction online or

Data protection

via the use of the mobile phone. The evidence is
open to the scrutiny of individuals and agencies,
assisting all bodies, governmental or commer-
cial, involved in the SURVEILLANCE of the public.
For example, data footprints are a vital aid to
targeted marketing, allowing companies to track
a user’s tastes and patterns of consumption. See
CRYPTOGRAPHY; TOR.

Data mining In a 1998 publication Data Mining:

Staking a Claim on Your Privacy (IPC), Ann
Cavoukian, Ontario (Canada) Information and
Privacy Commissioner, defines data mining as
‘a set of automated techniques used to extract
buried or previously unknown pieces of infor-
mation from large data bases! The Commis-
sioner states that ‘successful data mining makes
it possible to unearth patterns and relationship,
and then use this “new” information to make
proactive knowledge-driven business decisions.

The process illustrates the penetrative power
of surveillance (see SURVEILLANCE SOCIETY)
made possible by computer networking. Exten-
sively used by governments and business, data
mining identifies patterns and trends in the
seemingly disparate activities of citizens; such
patterns and trends being used as indicators of
future policy and promotion. See JOURNALISM:
DATA JOURNALISM; PRIVACY.

Data protection The increasing use of comput-

ers and sophisticated information technology
has greatly magnified the harm to individual
PRIVACY that can occur from any collection,
storage or dissemination of personal infor-
mation, and many countries have legislated
against data abuse. Sweden, Denmark, Norway,
Luxembourg, West Germany and France have all
legislated to protect both the public and private
sectors of society. In the US and Canada, data
protection legislation only applies to the public
sector and compliance with it is voluntary.

In the UK, the report of the Lindop Commit-
tee (Report of the Committee on Data Protection,
1978) urged the need for individuals to have a
right of veto on what information was dissemi-
nated about them, and how this would operate in
the context of ‘the interests of the rest of society,
which include the efficient conduct of industry,
commerce and administration. Becoming law
in the UK in 1984, the DATA PROTECTION ACT
began operation in 1987 (see next entry).

CRYPTOGRAPHY, or what in modern parlance
is termed privacy transformation, can be
employed to ‘scramble’ data prior to storage in
order to guard against accidental or deliberate
disclosures of information. The problem here is
how the key or code to the scrambling process
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Data Protection Act (UK), 1984

is to be protected. In the US, the Hellman-Diffie
method allowed for different keys for the scram-
bling and unscrambling processes.

An alternative to this is the so-called electronic
signature, which works by reversing the roles
of scrambling and unscrambling keys. Another
mode is PIN — personal identity number, where
everybody is issued with a personal key. PIN is
already in use for the authorization of electronic
funds transfers. See ECHELON. See also ToPIC
GUIDE under MEDIA: FREEDOM, CENSORSHIP.
Data Protection Act (UK), 1984 The purpose
of the Act is ‘to regulate the use of automatically
processed information relating to individuals
and the provision of services in respect of such
information’. From November 1987 the public
has been able to check if any organization holds
information on them; to see a copy of that infor-
mation, known as personal data; to complain
to the Data Protection Registrar about the way
data has been collected or used; to have inac-
curate computer records corrected or deleted in
certain circumstances; and to claim compensa-
tion through the courts if the ‘data subject’” has
suffered damage by the loss or destruction of
personal data, or through an unauthorized
disclosure or because of inaccuracy.

Designed to bring Britain into line with the
Council of Europe Convention for the Protec-
tion of Individuals with regard to Automatic
Processing of Personal Data, the Act provides for
the establishment of a data watchdog, the Data
Protection Registrar, and outlines eight DATA
PROTECTION PRINCIPLES (see next entry).

The test of any act protecting the citizen is
the size and scope of the exceptions. There are
three unconditional exemptions from registra-
tion: personal data required to be exempt for the
purpose of safeguarding national security; data
which its user is required by law to make public;
and personal data held by an individual and
‘concerned with the management of his personal,
family or household affairs or held by him only
for recreational purposes. Subject access is
barred on matters of prevention or detection
of crime, the apprehension or prosecution of
offenders, or the assessment or collection of any
tax or duty.

Data Protection Principles Listed in the DATA
PROTECTION ACT (UK), 1984 are the following
eight principles governing data protection
for computer users handling personal data:
computer users must (1) obtain and process the
information fairly and lawfully; (2) register the
purposes for which they hold the data; (3) not
use or disclose the information in a way contrary
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to those purposes; (4) hold only information
which is adequate, relevant and not excessive for
the purposes; (5) hold only accurate information
and, where necessary, keep it up to date; (6) not
keep any information longer than is necessary;
(7) give individuals access to information about
themselves and, where appropriate, correct or
erase the information; (8) take appropriate secu-
rity measures. Persons feeling that any computer
user has broken one or more of the above
principles may complain to the Data Protection
Registrar. See PRIVACY; SECRECY.

Decency: Communications Decency Act,

1996 See COMMUNICATIONS DECENCY ACT
(us).

Decisive moment French photographer Henri

Cartier-Bresson (1908—2004) used this term to
describe the instant when pressing the shutter
release button produced the desired image.
Indeed, some critics believe that Cartier-
Bresson’s timing, his ability to be at the ready
when destiny appeared to be bringing highly
photogenic elements together, this instinct
for the decisive moment, qualifies him to be
considered the finest of all twentieth-century
photographers.

Declaration on the Mass Media (UNESCO

General Council, 1978) See MEDIA IMPERIAL-
ISM.

Decode The process of interpreting, analysing

and understanding the nature of messages —
written, spoken, broadcast, etc. This requires
not just an understanding of the words, signs
or images used but also a sharing of the VALUES
and assumptions that underpin their encoding
into a message by the transmitter. A focus for
research in communication studies is the extent
to which the receiver decodes the message in the
way the encoder or sender would prefer. This is
an important element in the debate on the power
and influence of the media.

If the message is received by an AUDIENCE
which does not share the same codes or values as
the sender, it will be interpreted in an ‘aberrant’
way, that is a different meaning will be assumed
to that which was intended; hence the term
aberrant decoding. In short, it is a difference of
‘reading’ the message derived from a difference
of experience, perception or evaluation. See
PREFERRED READING. See also TOPIC GUIDES
under COMMUNICATION THEORY; LANGUAGE/
DISCOURSE/NARRATIVE.

Deconstruction The process of deconstruction,

as a mode of textual and intertextual analysis, is
chiefly associated with the ideas of the French
philosopher Jacques Derrida and his method of



‘close-reading’ of minute particulars in a text.
The search is not for an ultimate MEANING; on
the contrary, Derrida sees meaning as undecid-
able: signifiers within linguistic contexts refer to
further signifiers, texts to further texts in an infi-
nite web of INTERTEXTUALITY. Deconstructors
such as Derrida seek to pry behind the dominant
expressions of a TEXT, regarding these as serving
to exclude subordinate terms. The technique is
to reverse and displace, thus bringing about an
upending — an overthrow — of the hierarchies
which rule all forms of expression.

In the words of Madan Sarup in An Intro-
ductory Guide to Post-Structuralism and
Postmodernism (Harvester Wheatsheaf, 1993),
‘deconstruction disarticulates traditional
conceptions of the author and undermines
conventional notions of reading and history ...
It kills the author, turns history and tradition
into textuality and’ — we must gratefully note —
‘celebrates the reader’ If self can be constructed
as a text, then self is subject to deconstruction,
which displaces the notion of a stable self (see
EISENBERG'S MODEL OF COMMUNICATION
AND IDENTITY, 2001). The only coherence, it
would seem, is fragmentation, leading to the
conclusion that there can be no meaning, only
interpretation.

Sarup’s phrase ‘textual undecidability’ usefully
sums up the position of the deconstructors, as
does the term ‘labyrinth of deconstruction’ used
by Christopher Norris in Deconstruction: Theory
and Practice (Methuen, 1982).

» Jacques Derrida, Writing and Difference (Routledge
& Kegan Paul, 1976); Christopher Norris, Derrida
(Collins, 1987).

Decreolization See COMMUNICATION: INTER-
CULTURAL COMMUNICATION.

Deep Dish TV See PAPER TIGER TV.

Deep focus Film-making technique in which
objects close to the camera and those far away
are both in focus at the same time.

Deep structure Though the term was first used
by Charles Hockett, the concept was given
widest currency by fellow US linguist Noam
Chomsky in ‘Current issues in linguistic theory’
in J. Foder and J. Katz, eds, The Structure
of Language: Readings in the Philosophy of
Language (Prentice-Hall, 1964). In its original
form, deep structure is an underlying abstract
level of sentence organization, which specifies
the way a sentence should be interpreted.

For Chomsky, the deep and surface structures,
and the relationship between them, provide the
essential bases of language which, far from being
merely a sequence of words strung together,

Defamation

is rather a series of organized structures (see
STRUCTURALISM). This deep structure, or level,
supplies information that enables the reader or
listener to distinguish between alternative inter-
pretations of sentences which have the same
surface form, or sentences which have different
surface forms but have the same underlying
meaning.

When, for example, a publisher replies to a
budding author, ‘I will waste no time in reading
your manuscript, he presents a surface structure
with alternative possible meanings. Yet by alter-
ing the surface structure of the sentence “The
dog chased the cat’ to “The cat was chased by
the dog) the underlying idea is not altered. The
transformations that might occur between deep
and surface structure can be passive (‘My father
was warned by the doctor to give up smoking’),
negative (‘My father was not warned to give up
smoking’), in question form (“Was my father
warned to give up smoking?’) or as an imperative
(‘Father was told — “Stop smoking!”). See ToriC
GUIDE under LANGUAGE/DISCOURSE/NARRA-
TIVE.

» Noam Chomsky, Language and Mind (Harcourt
Brace Jovanovitch, 1968).

Deep throat Journalists’ parlance for ‘anonymous

sources. Perhaps the most famous of these
was the unknown telephone informant calling
himself ‘Deep Throat’ who set Washington Post
reporters Carl Bernstein and Bob Woodward on
the trail in the WATERGATE scandal that eventu-
ally led to the resignation of President Richard
Nixon. In 2005 Deep Throat revealed his iden-
tity, winning worldwide media attention. He was
Mark Felt, at the time of the revelations number
two at the American FBI, responsible for the
investigation into the burglary at the Democratic
National Committee HQ in the Watergate apart-
ment in 1972. Felt kept his secret for 33 years.

Defamation The UK Defamation Act of 1952

made illegal any statement made by one person
that is untrue and may be considered injurious
to another’s reputation, causing shame, resent-
ment, ridicule or financial loss. In permanent
form, such as expressed in print, records, films,
tapes, photographs, images or effigies, defama-
tion is classified as libel. In temporary form, such
as in spoken words or gestures, defamation is
classified as slander.

No legal aid is granted to plaintiffs or defen-
dants in defamation cases; thus persons even
with the most genuine case for grievance must
think twice before deciding to incur vast legal
expenses in defending their reputation.

Legal provisions against defamation apply

73



Defensive communication

equally to transmissions on the Internet which,
while representing a massive challenge in terms
of monitoring, also opens up the communicative
exchanges of individual Net users, bloggers, chat
rooms, newsgroups, etc. to surveillance, not only
in home countries but globally.

Prior to the Defamation Bill of 2011 it was
illegal not only to communicate potentially
defamatory material, but also to republish it. As
well as the originator of the material, the website
owner and the Internet Service Provider (ISP)
have been liable. The culture of the Internet in its
pioneering days was one which celebrated inde-
pendence and free speech; insults, or ‘flaming)
between Net users was commonplace.

This culture has changed since cyberspace
expanded to include young people and corporate
involvement, the one requiring a degree of
protection from defamatory language, the other
sensitive about preserving the good name of the
company or corporation. The first corporate
e-mail libel case in the UK was filed in 1997.

A report by English PEN and Index on Censor-
ship magazine, Free Speech Is Not For Sale
(2009), talked of ‘an intimidating complexity
of English libel law’ and argued that it ‘has
served to discourage critical media reporting
on matters of serious public interest, adversely
affecting the ability of scholars and journalists
to publish their work’ The report asserted that
‘the law was designed to protect the rich and
powerful, and does not reflect the interests
of modern democratic society, and made ten
recommendations, including the case for except-
ing ‘interactive online services and interactivity
chat from liability’

What has been termed libel tourism has
concerned the way that the UK, world famous
for its repressive libel laws and sky-high fines
— Oxford University research has found that
defending a libel case in the England and Wales
is 140 times the European average — has become
the place to launch a libel suit. Indeed, London
has been named ‘the town named sue’

A case in point involved a book, Funding Evil,
published in New York by Rachel Ehrenfeld:
she and her publishers were sued in London
by a named Saudi-Arabian businessman, even
though only twenty-three copies of the book
were located in the UK. The court awarded
£130,000 damages to the businessman.

This case, referred to as Rachel’s Law,
prompted a number of states in America to pass
legislation protecting American citizens against
the consequences of such foreign rulings. In
2008 the New York Assembly passed the Libel
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Terrorism Protection Act, and the US House of
Representatives launched a similar bill, the Free
Speech Protection Act (2009).

The incoming UK coalition government (2010)
recognized the archaic and punitive nature of
existing defamation law and set in motion a new
Defamation Bill in March 2011. Justice Minister
Kenneth Clarke promised that new legislation
would ‘ensure that anyone who makes a state-
ment of fact or expresses an honest opinion can
do so with confidence; a key element being the
introduction of a public interest defence. The
Libel Reform Campaign deemed the proposals
to be ‘a great starting point’ but urged parliament
to go further in key areas. See CENSORSHIP;
SUPER-INJUNCTION; SURVEILLANCE SOCIETY.
Also, see TorIiC GUIDE under MEDIA: FREEDOM,
CENSORSHIP.

Defensive communication Occurs when

people hear what they do not wish to hear.
DISSONANCE arises when messages cut across,
or contradict, VALUES and assumptions; the
reaction varies from not concentrating on the
MESSAGE to deliberately misrepresenting or
misunderstanding the sender’s motive as well as
his/her message.

Climates of threat create defensive tactics,
just as supportive climates help reduce them. If
we know that we are being tested or evaluated,
for example, our communication response will
be guarded. Equally we might resort to defen-
sive tactics if we feel the communicator of the
message is intent on winning control, exerting
superiority. We are less defensive in situations
in which spontaneity, empathy, equality and a
sense of open-mindedness about the nature of
the message are predominant.

Deference, culture of See CULTURE OF DEFER-

ENCE.

Deliberative listening See LISTENING.
Democracy and the media Both the word

democracy and the idea are of Greek origin.
Demos means citizen body; thus democracy is
rule by the citizens, suggesting the right of all
to decide on what are matters of concern, and
possessing the power to decide on those matters.
Democracy implies a vote for every citizen of a
certain age, regular elections, a genuine choice of
parties to represent citizens, and a range of rights
— free speech, security from arbitrary arrest, the
freedoms of belief, movement and association.
The media can be seen — and they often see
themselves — as WATCHDOGS of democracy;
journalists as articulators and defenders of
democracy, the eyes and ears of the public. In his
analysis of whether new technologies, in partic-



ular computer networks, enhance or diminish
democracy, Darin Barney in Prometheus Wired:
The Hope for Democracy in the Age of Network
Technology (University of Chicago Press, 2000)
identifies three elements he considers essential
in any serious definition of democracy — equal-
ity, participation and ‘a public sphere from which
sovereignty emanates.

Barney speaks of equality of ability as well as
opportunity; and participation that is meaning-
ful rather than ‘frivolous or merely symbolic’ By
this he suggests that ‘democratic participation
must be clearly and decisively connected to the
political decisions that direct the activity of the
participants’ community’ Participation is not,
he argues, confined to freedoms of ‘consumer
choice; the preferred interpretation of democ-
racy by business. In Barney’s view many self-
proclaiming democracies would not pass the
test of equality, participation and power through
‘collective decisions’

It has often been suggested that the media,
through argument and advocacy, made
democracy possible (see JOURNALISM). From
Thomas Paine’s seminal work Rights of Man
(Part 1 published 1791; Part 2 published 1792)
through to the age of the Radical press during
the nineteenth century, the cause of democracy
was championed by journalists and editors,
often risking life and liberty to make their case.
Within a modern democracy, the media have an
ongoing responsibility to exercise vigilance — to
nurture, protect and celebrate a range of features
that keep democracy healthy, preventing it from
corruption, manipulation, misuse and apathy.
These might be described as satellites of democ-
racy, facilitators, the absence of which threatens
the democratic process; and they include full
and fair transmission of information; PLURALITY
of opinions and diversity of media provision.

Their enemies are monopolization of media
outlets by the few (see CONVERGENCE), the
profits-generated insistence on treating people
as consumers rather than citizens (see CONSUM-
ERIZATION) and the consequent displacement or
marginalization in media channels of informa-
tion, critical analysis, debate and investigation.
In this sense, considering the nature of media
ownership (see TorIC GUIDE under MEDIA:
OWNERSHIP & CONTROL), the media are as likely
to subvert democracy, or at least relegate it in
importance, as to be its defender and advocate.
See AGORA; CULTURE: POPULAR CULTURE;
DEMOTIC TURN; DISCURSIVE CONTESTATION;
DISENFRANCHISEMENT (OF READERSHIP);
FRAMING; PUBLIC OPINION; PUBLIC SERVICE

Demotic turn

BROADCASTING (PSB); PUBLIC SPHERE. See
also ToriC GUIDE under MEDIA: POLITICS &
ECONOMICS; MEDIA: VALUES & IDEOLOGIES.
»John Street, Mass Media, Politics & Democracy
(Palgrave Macmillan, 2nd edition, 2010); James
Curran, Media and Deomcracy (Routledge, 2011).

Democratization See DEMOTIC TURN.
Demographic analysis Seeks to explore and

quantify those factors about consumers that
might identify whether or not they are in the
market for certain products or services. It
is thus a key tool of consumer research. Key
demographic variables include age, generation,
gender, stage in family lifestyle, income and
occupation. However, information on demo-
graphic variables only takes the marketer or
advertiser so far in understanding the consumer;
a psychographic profile of the consumer(s) is
often also needed. Psychographic analysis seeks
to explore why a consumer might buy a product,
and looks at such factors as lifestyles, motiva-
tions, personality traits, self-image, values
and aspirations. See ADVERTISING; AUDIENCE
MEASUREMENT.

» Martin Evans, Ahmad Jamal and Gordon Foxall,
Consumer Behaviour (John Wiley & Sons Ltd, 2009).

Demonization What the media do, particularly

the popular PRESS, to those whose views they
perceive to be dangerous, destabilizing, bad
for business or subversive. The process of
demonization begins with personalization, that
is focusing on the personal characteristics or
attributes (invariably negative) of the leader or
spokesperson advocating a cause or raising an
issue, which the demonizers do not support.
Having rendered the cause or issue a ‘personal’
matter associated with an individual, the aim of
the media concerned is to destroy the credibility
of the spokesperson and by doing so undermine,
in the public mind, the cause for which he/she
speaks. See FOLK DEVILS; LOONY LEFTISM.

Demotic turn Term introduced by Graeme

Turner in Understanding Celebrity (Sage, 2004),
returned to and developed in Ordinary People
and the Media: The Demotic Turn (Sage, 2010),
describing the increasing visibility of ordinary
people on TV — in particular the way ‘ordinari-
ness’ is converted into celebrity by REALITY TV
programmes such as Big Brother, Pop Idol, The
X-Factor, Wife Swap and Fame Academy.

Turner writes (2010): ‘I use the demotic turn
as a means of examining what I argue as a
significant new development in how the media
participate in the production of culture! The
author examines the demotic turn in the context
of claims that participant formats are empower-
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Denotation

ing, or, contrastingly, exploitative. He sees the
media as a force for identity-making (or identity-
challenging) and draws the reader’s attention to
the impact of Western-generated programmes
featuring the demotic turn on other cultures
such as those in the Middle East, Malaysia and
China, resulting in localization (or indigeniza-
tion) or CENSORSHIP.

On the issue of populating the airwaves with
‘ordinariness, seemingly giving power to the
people as well as visibility, Turner is sceptical,
seeing ‘democratainment’ as an ‘occasional and
accidental consequence of the “entertainment”
part and its least systematic component’

He reminds us that ‘celebrity still remains a
systematically hierarchical and exclusive cate-
gory, no matter how much it proliferates’ Access
may be broadened as far as ordinary people are
concerned, but this does not necessarily connect
with democratic politics: ‘Diversity, believes
Turner, ‘is not of itself intrinsically democratic
irrespective of how it is generated and by whom’

Denotation See CONNOTATION.

Dependency theory The degree to which
audiences are dependent upon the mass media
constitutes one of the chief debates about the
functions and effects of modern communication
systems. In ‘A dependency model of mass media
effects’in G. Gumpertand R. Cathcart, eds, Inter/
Media: Interpersonal Communication in the
Media (Oxford University Press, 1979), Sandra
J. Ball-Rokeach and Melvyn DeFleur believe
that ‘the potential for mass media messages to
achieve a broad range of cognitive, affective, and
behavioural effects will be increased when media
systems serve many unique and central informa-
tion systems. The fewer the sources of informa-
tion in a media world, the more likely the media
will affect our minds and thoughts, our attitudes
and how we behave. Further, that influence will
have increased potential ‘when there is a high
degree of structural instability in the society due
to conflict and change’

However, just as the audience may be changed
by the information/messages it receives, in turn
the media systems themselves are changed
according to AUDIENCE response. It is not one-
way traffic. In the cognitive or intellectual sphere,
the authors cite the following possible media
roles: (1) resolution of ambiguity, and relatedly
limiting the range of interpretations of situations
which audiences are able to make; (2) attitude
formation; (3) AGENDA-SETTING; (4) expansion
of people’s systems of beliefs (for example, the
tremendous growth in awareness of ecological
matters); (5) clarification of values, through the
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expression of value conflicts (see DEVIANCE).

The media play a significant role in the estab-
lishment and maintenance of ‘we feeling, that is
communal solidarity and oneness; equally they
may work towards the alienation of sections of
the population who are traditionally discrimi-
nated against — women, blacks, asylum-seekers,
etc.

At critical decision-making times, such as elec-
tions, people have become increasingly depen-
dent on the media, especially TV, for election
information and guidance. Ball-Rokeach and
DeFleur argue that the greater the uncertainty
in society, the less clear are people’s frames of
reference; consequently there is greater audience
dependence on media communication.

With the coming of the INTERNET and its
empowerment of individuals and groups, the
role of traditional mass media as shapers and
influencers is being examined, researched
and questioned, particularly with regard to
the challenge newspapers, TV and radio face
from the Net’s power to tap off readership and
audience and, perhaps most critically, ADVER-
TISING. Dependency in terms of information
and opinion could become a thing of the past,
with only entertainment holding its own. See
BALL-ROKEACH AND DEFLEUR’'S DEPENDENCY
MODEL OF MASS COMMUNICATION EFFECTS,
1976; BLOGOSPHERE; DEMOTIC TURN; EFFECTS
OF THE MASS MEDIA; MOBILIZATION. See also
TOPIC GUIDE under COMMUNICATION THEORY.

Deregulation Describes the process whereby

channels of communication, specifically radio
and TV, are opened up beyond the existing
franchise-holders. Another term in current use,
‘privatization; emphasizes the practical nature
of the shift, from public to commercial control,
driven by the development of VIDEO, CABLE
TELEVISION and SATELLITE and accelerated by
DIGITIZATION. Regulation is associated with
public service communications, for example
PUBLIC SERVICE BROADCASTING (PSB), deregu-
lation with the ambitions and practices of the
private sector of the communications industry.
See COMMUNICATIONS ACT (UK), 2003;
CONGLOMERATES: MEDIA CONGLOMERATES;
CONSUMERIZATION.

Deregulation, five myths of In ‘The mythology

of telecommunications deregulation’ (Journal
of Communication, Winter, 1990), Vincent
Mosco of Carleton University identifies five
influential assumptions about the deregulation
of telecommunications, which he describes as
myths (see here Roland Barthes’ definition of
MYTH): deregulation lessens the economic role



of government; benefits consumers; diminishes
economic concentration; is widely supported;
and is inevitable. Because deregulation is
clearly in the interest of the non-public sector,
particularly corporations profiting from the free
market, it is in the sector’s interest to establish
the benefits of deregulation as a natural truth —
unquestionably a good thing.

“Whatever their basis in fact, writes Mosco,
‘these myths continue to reflect significant
political and economic interests. Moreover, they
help to constitute those interests with a shared
belief system ... promoting the dismantling of
a public infrastructure and massive income
redistribution up the social class ladder! Mosco
goes on, ‘In the long run they want to advance
the transformation of information from a public
resource into a marketable commodity and a
form of social management control. Deregula-
tion is more than a policy instrument; it serves
as a cohesive mythology around which those
who would benefit from these short- and long-
run interests might rally’

Desensitization Process by which audiences are
considered to be made immune, or less sensitive
to, human suffering as a result of relentless expo-
sure to such suffering in the media. A constant
media diet of violence, real or fictional, is widely
believed to ‘harden up’ people’s tolerance of
violence. See COMPASSION FATIGUE.
Detachment, ideology of See IMPARTIALITY.
Determiner deletion A common stylistic prac-
tice of journalists whereby the characteristics of
a person and the name are linked without use
of ‘the’ or ‘@) in the interests of verbal economy
while at the same time having the effect of label-
ling the named person. An example might be:
‘Ex-jailbird six-times married Joe Bloggs yester-
day told the press ... or “Kiss-and-tell” Minister’s
former live-in lover claims ... Allan Bell in The
Language of News Media (Blackwell, 1991)
describes this practice as a form of titleness that
gives instant NEWS VALUE to the person being
reported. See HYPHENIZED ABRIDGEMENT;
LABELLING PROCESS (AND THE MEDIA).

Determinism See TECHNOLOGICAL DETERMIN-

ISM.

Developmental news That which developing
nations consider will help rather than harm their
prospects. “Western news’ is seen by developing
nations as essentially the pursuit of ‘bad’ news;
and bad news hurts. The term implies govern-
ment monopoly of information-flow in the
interests of giving a developing country a ‘good
name’ and runs counter to Western notions of
free comment. The aspirations to a reporting

Deviance

tradition of social responsibility rather than
sensation-seeking are honourable; and the
dangers, of press subservience to government,
obvious. See INFORMATION SOCIETY; MEDIA
IMPERIALISM. See also TorIic GUIDE under
NEWS MEDIA.

Deviance Social behaviour that is considered

unacceptable within a social community is
deviant; and the defining of what constitutes
deviance depends upon what norms of conduct
prevail at any given time in a society. Of primary
interest in the analysis of deviance is the ques-
tion — who defines deviance, and why? There
are two main views on this: the first maintains
that the definition of what is deviant behaviour
stems from a general CONSENSUs within society;
the second argues that it is the most powerful
groups within a society who define as deviant
that behaviour which may constitute a threat to
themselves or their dominant position in society.

Deviance may then be in the eye of the
beholder, as Erich Goode and Nachman Ben-
Yehuda remind us in Moral Panics: The Social
Construction of Deviance (Wiley-Blackwell,
2009); ‘In other words, the very concept of what
constitutes a threat is controversial, an expres-
sion of a diverse, socially divided, and multi-
cultural society. Deviants are not “folk devils” to
everyone, and what is regarded as wrongdoing or
deviance is itself contested’ However, as they too
acknowledge, there are some acts of behaviour
(such as rape) that are almost universally defined
as deviant.

Particular interest has been focused on the
role of the media in shaping definitions of devi-
ance and then responding to those. While from
a moral standpoint the media may disapprove
of deviant behaviour, there is at the same time
a reliance upon it: normative behaviour rarely
makes a good headline. Deviant behaviour, on
the other hand, is a NEWS VALUE and it might be
argued that if deviance did not exist, it would be
necessary for the media to invent it.

Several studies of deviance have been
concerned with the role of the mass media in
both the definition and the amplification of devi-
ance. Leslie Watkins first outlined the concept
of deviance amplification in ‘Some sociological
factors in drug addiction control’ in Daniel M.
Wilner and Gene G. Kassebaum, eds, Narcotics
(McGraw-Hill, 1965). He argues that the way in
which a society defines and reacts to deviance
may in fact encourage those defined as deviant
to act in a more deviant manner. This would
be particularly true for deviants excluded from
or restricted in participation in normal social
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Deviant

activities. If societal reaction to deviance is
strong it can lead to greater deviance, which in
turn may lead to stronger societal reaction and
so on, establishing a deviance amplification
spiral in which each increase in social control is
met by an increase in the level of deviancy. The
contribution of the mass media in precipitat-
ing and shaping such amplification spirals has
proved a fruitful area of media research.
Perceptions of deviant behaviour are at the core
of moral panics (see MORAL PANICS AND THE
MEDIA). Erich Goode and Nachman Ben-Yehuda
note in Moral Panics: The Social Construction
of Deviance (Wiley-Blackwell, 2009), ... the key
ingredient in the emergence of a moral panic is
the creation or intensification of hostility toward
and denunciation of a particular group, category
or cast of characters. The emergence or the
re-emergence of a deviant category character-
izes the moral panic; central to this process is the
targeting of new or past “folk devils”. See FOLK
DEVILS; MORAL ENTREPRENEURS.
» Yvonne Jewkes, Media & Crime (Sage, 2011).

Deviant See SLIDER.

Diachronic linguistics The study of language
through the course of its history. In contrast,
synchronic linguistics takes a fixed instant as its
point of observation (chiefly a contemporary
one). The distinction was first posed by Swiss
linguist Ferdinand de Saussure (1857-1913).
Dialect A dialect is usually regionally based
and is a variation within a language as regards
vocabulary, pronunciation and grammar. For
this reason Suzanne Romaine in Language and
Society (Oxford University Press, 2000) argues,
‘educated speakers of American English and
British English can be regarded as using dialects
of the same language’ In this case, she states,
the differences are likely to be more evident in
pronunciation and vocabulary than in grammar;
for example the American English speaker using
the word ‘elevator’ rather than ‘lift.

Though differences within Britain between
the varying dialects of English may be declin-
ing, Simon Elms argues that the findings of the
BBC Voices survey documented in his book
entitled Talking for Britain: A Journey through
the Nation’s Dialects (Penguin Books, 2005)
reveal that a considerable variation in dialect and
ACCENT is still to be found across the country.
For example, numerous regional variations in
vocabulary continue to exist. Thus ‘butty’ might
be used to refer to a friend in Wales, but to refer
to a slice of bread and butter in Lancashire.

There also remain noticeable variations
between what are sometimes termed standard
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and non-standard dialects. Martin Montgomery
notes in An Introduction to Language and Society
(Routledge, 1995) that typical differences include
the use of vocabulary, pronouns, tenses, double-
negatives and tags such as ‘you know?. Several
authors have noted that there is greater use of
non-standard dialects among those from lower
socio-economic groups. In Sociolinguistics: An
Introduction to Language and Society (Penguin,
2000) Peter Trudgill reminds us, however, that
many individuals can switch between the use of
standard and non-standard dialects depending
on the social context.

In discussing the relationship between
dialect, regional identity and social background,
Suzanne Romaine comments that ‘boundar-
ies are, however, often of a social nature, e.g.
between different social class groups. In this
case we may speak of “social dialects” ... Social
dialects say who we are, and regional dialects
where we came from! Dialects, though they add
richness and variety to a language, can also, of
course, form a barrier to communication. See
ACCENT; COLLOQUIALISM; JARGON; REGISTER;
SLANG. See also TOPIC GUIDE under LANGUAGE/
DISCOURSE/NARRATIVE.

Diary stories See SPOT NEWS.
Diffusion The process by which innovations

spread to the members of a social system.
Diffusion studies are concerned with messages
that convey new ideas, the processes by which
those ideas are conveyed and received, and
the extent to which those ideas are adopted
or rejected. Appropriateness of CHANNEL to
MESSAGE is particularly important. For example,
mass media channels are often more useful at
creating awareness — knowledge — of new ideas,
but interpersonal channels are considered to be
more important in changing attitudes towards
innovations. The rate and success of diffusion is
very much affected by the norms, vaLUEs and
social structures in which the transmission of
new ideas takes place. See EFFECTS OF MASS
MEDIA.

Digital activism See BLOGOSPHERE; FACEBOOK;

GLOBAL SCRUTINY; MOBILIZATION; NETWORK-
ING: SOCIAL NETWORKING; TWITTER;
YOUTUBE.

Digital Economy Act (UK), 2010 If you

received a solicitor’s letter this morning accusing
you of breaching online copyright, demanding
a substantial fine and threatening you with
disconnection from the INTERNET, you could be
a victim of the UK Digital Economy Act, made
law in the dying days of the New Labour govern-
ment in April 2010. Controversial and chal-



lenged in court by major broadband providers,
the Act empowers companies to pursue illegal
users of their product; those deemed to have
made available to others, for copying, songs,
TV programmes, movies, computer games,
etc. Where there is proven evidence of piracy,
companies can demand of Internet Providers
(IPs) the e-mail addresses of users. Responsibility
for monitoring and reporting on the operation
of the Act is that of orcom in accord with an
Initial Obligations Code and a Technical Obliga-
tions Code. The Act has forty-two sections and
two schedules, the most contentious of which
concern online breaches of copyright.

The Act aims to protect the UK’s creative
industries from piracy and the financial losses
which result. Claims have been made that in
2008 alone, companies lost £1.2 billion to piracy.
In brief, the Act empowers the industry to track
down wrongdoers by making it a legal require-
ment that where there is evidence of breaches
of copyright by individuals or groups, IPs must
release details of e-mail addresses. Many fear
that they are being cast in the role of online
police.

Pursuit of wrongdoers is complex, gradual
and with a number of safeguards, but as the
process becomes routine the Act promises to
be dynamic and ruthless: it begins with identi-
fication followed by warning, then legal action
which may result in disconnection.

Dan Sabbagh in a Guardian online article,
‘Digital Economy Act likely to increase house-
holds targeted for piracy’ (12 April 2010) writes,
“The worry has to be that those keenest to use
the Act to threaten people with disconnection
will be ruthless operators who act for owners of
content that nobody would describe as main-
stream. If past experience is anything to go by,
the number of complaints will rise, and miscar-
riages of justice will increase too!

In a follow-up posting to Sabbagh’s article,
Cyberdoyle puts the issue more dramatically,
declaring that ‘the ambulance chasers have
been given a golden goose with this stupid bill,
but they will only persecute the innocent. It is
a genuine worry that the innocent will suffer as
much as the intentionally guilty. For example,
an illegal download in an Internet café by a
passing stranger could make the café proprietor
liable; equally, libraries, colleges and universities
become legally responsible for the activities of
users. See CENSORSHIP; SURVEILLANCE SOCI-
ETY.

Digital natives, digital immigrants Neuro-
scientist Gary Small offers these definitions of

Digitization

INTERNET users in his book, written with Gigi
Vorgan, entitled iBrain: Surviving the Techno-
logical Alteration of the Modern Mind (Harp-
erCollins, 2008). Digital natives have inhabited
the terrain of the Internet from childhood;
they are those who have never known a world
without e-mail, mobile phones and texting. They
tend to be impressive multi-taskers, jugglers of
information in all forms and from all sources. In
contrast, digital immigrants came lately to Net
communication, their hard-wiring having taken
place in an age dominated by single, one-at-a-
time source materials such as books.

Small and Vorgan argue that digital immigrants
are better at reading facial expression and bodily
gesture, that is real-life interactive situations (see
NON-VERBAL COMMUNICATION). Instead of the
digital native’s multi-tasking approach to knowl-
edge and information, the digital immigrant is
more likely to take things step by step, address-
ing one thing at a time. The authors believe that
this approach makes for deeper thinking and
more reliable decision-making. See PLASTICITY:
NEUROPLASTICITY AND THE INTERNET.

» Nicholas Carr, The Shallows: How the Internet is
Changing the Way We Think (Atlantic Books, 2010).

Digital optimism Takes the view that online

interactive exchange typified by the growth of
blogging, social networking (see FACEBOOK;
MYSPACE; NETWORKING: SOCIAL NET WORKING;
YOUTUBE) and the rise of citizen journalism (see
JOURNALISM: CITIZEN JOURNALISM) has had
a profound and positive impact on traditional
mass-media dominance and practices. Some
commentators argue that celebration is ahead
of the evidence. As Graeme Turner warns in
Ordinary People and the Media: The Demotic
Turn (Sage, 2010), ‘Often without the support of
empirical data or accounting for historical trends
in the relevant locations, digital optimists move
into futurological mode at the drop of a hat!

» Matthew Hindman, The Myth of Digital Democracy
(Princeton University Press, 2009).

Digitization The computer works digitally:

information is broken down into a code of zeros
and ones (bits). Today, all forms of electronic
communication are converging through digital
formats, and computer-mediated communica-
tion now applies to newspapers, telephone
systems, BROADCASTING, film production as
well as the INTERNET. Digitization makes for
profusion — of TELEVISION and RADIO channels
and, in terms of use and reception, fragmenta-
tion.

Such are the possibilities in the ‘Digital Age’
that each viewer or listener ceases to be, as in the
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Digital retouching

past, part of a recognizable AUDIENCE. Special-
ized, more targeted provision comes at an extra
price. Where once the annual licence fee was the
only payment for radio and TV services, now
reception depends more and more on subscrip-
tions, smart-cards and digital conversion boxes.
Viewing is becoming almost as expensive as a
night at the opera.

Take up the new digital technology, and you
pick up the cost of development and the rush for
profits. Availability of what has been traditional
screen fare for PUBLIC SERVICE BROADCASTING
(psB) — that is, programmes available for the
entire nation to watch — rapidly diminished in
the last decade of the twentieth century. British
digital broadcasting began in 1998, with two
rivals in the field, Ondigital and Sky Digital (in
which News International has a 40 per cent
stake), with government insistence that they
must produce compatible technology to mini-
mize consumer confusion.

Digitization is the ultimate form of CONVER-
GENCE, technically but also in terms of control.
All texts converge in the bit, but the investment
costs of turning the electronic world digital are
enormous, meaning not only that the competi-
tion is to be between media giants, but that even
the major operators will be continually at risk
from their competitors.

At the same time there are serious worries that
in terms of quality of programmes and schedules,
more may turn out to be more of the same. A key
question is whether segments of the population
will be left behind in the new age of subscription
and pay-per-view. Many commentators fear that
digitization favours the already information-rich
and widens the INFORMATION GAP between
them and the information-poor.

Cees Hamelink in World Communication:
Disempowerment & Self-Empowerment (Zed
Books, 1995) identifies four major trends in
world communications, citing digitization as
the first, and interacting and interlocking with
the others — consolidation, deregulation and
globalization. The cost of developing digitiza-
tion leads to consolidation of ownership and
control, which in turn demands the minimum of
regulation in order to expand and traverse the
boundaries of nation states, and in particular
regulations governing and protecting public-
interest communication.

Finally digitization provides the techno-
logical basis for globalization ‘as it facilitates the
global trading of services, worldwide financial
networks, and the spreading of high-technology
research and development across the globe’
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Hamelink says that ‘the digital age arrives with
a monumental invasion of people’s privacy’
through the massive collection and sale of
personal data, which he considers — referring
to the proliferation of electronic monitoring by
employers of their employees — to be ‘a funda-
mental violation of human rights’ He believes
that digital technology is creating ‘transparent
societies, “glass-house” countries that are very
vulnerable to external forces and to the loss of
their sovereign capacities’

Digitization is seen to be both empowering (to
the already powerful) and potentially disempow-
ering (to those with less of it in the first place).
In relation to the trend towards deregulation,
Hamelink argues that ‘tension between public
good and private commodity is increasingly
resolved to the latter’s advantage’ Consequently
the ‘erosion of the public sphere by implication
undermines diversity of information provision

. everything that does not pass the market
threshold because there is not a sufficiently
large percentage of consumers, disappears. That
may be good for markets, it may be suicidal for
democratic politics and creative culture! See
COMMUNICATIONS ACT (UK), 2003; DISEM-
POWERMENT; DOWNLOADING; JOURNALISM:
PHONE-HACKING; MOBILIZATION. See also
TOPIC GUIDES under MEDIA: TECHNOLOGIES;
NETWORK SOCIETY.
> Jan van Dijk, The Deepening Divide: Inequality in
the Information Age (Sage, 2005); Vincent Miller,
Understanding Digital Culture (Sage, 2011).

Digital retouching Or electronic retouching;

process whereby laser and computer technology
are combined to retouch or re-create photo-
graphs. A laser beam scans and measures images
and pigmentations, then reduces them into a
series of ‘pixels; or minute segments. These are
then recorded in digital form and stored in the
computer’s memory for eventual reproduction,
which permits the rearrangement of the picture,
a re-creation — or just plain faking.

Digital video disc (DVD) Or digital versatile

disc. One of a number of VIDEO compression
systems, the size of a compact disc (CD) but
holding up to twenty-six times more informa-
tion. The DVD allows for four full feature-length
films to be stored on a single disc, and permits
wide-screen format. The cost of duplication is
considerably less than that for VHS tape. DVDs
can be encrypted, allowing the distributor to
control viewing access, and in the case of parents
to empower them, through the use of a program
password, to restrict what their children view.
Originating in 1998, DVDs swiftly displaced



videos as the technology of popular choice, and
with the introduction of Blu-ray, requiring high-
resolution TV screens, the quality of picture
was vastly improved. So far, while it is easy to
lock in to specific scenes in a disc, DVD fails in
targeting exact moments — something video tape
can do. DVDs are now in dramatic competition
with rival ‘picture house’ services such as web-
enabled set-top boxes (see STREAMING), games
consoles, the BBC’s iPlayer and Apple’s iPad.

Direct cinema Term used to describe the work

of post-Second World War DOCUMENTARY
film-makers in the US, such as Albert Maysles
(Salesman, 1969 and Gimme Shelter, 1970),
who coined the phrase, Stephen Leacock (Don’t
Look Back, 1968) and Frederick Wiseman (High
School, 1968). New, lightweight equipment
and improved synchronous sound recording
facilities made the work of these observer-
documentarists an inspiration for film-makers in
many other countries. Direct cinema went out
into the world and recorded life as it happened,
in the ‘raw’

An earlier, and British, link with this mode
of film-making was Free cinema, a short-lived
‘collective’ of directors in London, organized
by Karel Reisz (Momma Don’t Allow, 1956) and
Lindsay Anderson (O Dreamland, 1953). Direct
cinema film-makers had the technical edge on
Free cinema because of the availability of supe-
rior sound recording. See CINEMA VERITE.

Disconfirmation See CONFIRMATION/DISCOM-

FIRMATION.

Discourse A form, mode or GENRE of LANGUAGE
use. Each person has in his/her repertoire
a whole range of possible discourses — the
language of love, of authority, of sport, of the
domestic scene. In a media sense, an example of
a discourse would be the NEWs, reflecting in its
choice of language and style of presentation the
social, economic, political and cultural context
from which the discourse emanates.

Gunther Kress in Linguistic Processes in Socio-
cultural Practice (Deakin University Press, 1985)
provides the following useful explanation of
discourse: ‘Institutions and social groupings have
specific meanings and values which are articu-
lated in language in systematic ways. Following
the work particularly of Michel Foucault, I refer
to these systematically-organized modes of talk-
ing as discourse. Discourses ... give expression to
the meanings and values of an institution.

‘Beyond that, they define, describe and delimit
what is possible to say and not possible to say
(and by extension what is possible to do or not
to do) with respect to the area of concern of that

Discourse

institution, whether marginally or centrally. A
discourse provides a set of possible statements
about a given area, and organizes and gives
structure to the manner in which a particular
topic, object, process is to be talked about. In
that it provides descriptions, rules, permissions
and prohibitions of social and individual action’

The analysis of discourses is central to the
study of media, which is essentially about how
TEXTS are encoded and how the MEANING of
those texts, operating within and influenced
by contexts, is decoded. Discourses are, in
the words of John Fiske, ‘socially produced’
and a ‘socially located way of making sense of
an important area of experience’ Reality is a
constant part of experience — how is it recon-
structed into discourse? And how is it influenced
by other discourses? (See INTERTEXTUALITY.)

All discourses are framed within narratives of
one form or another. In news, or indeed in fiction,
the story is what happens, the discourse how the
story is told and the CONNOTATIONS or mean-
ings embedded within it — the PREFERRED READ-
INGS. Discourses struggle for attention; some are
dominant and thus hold the public key to the
definition of reality. They rigorously conform
to conventions that work through mechanisms
of information control (see AGENDA-SETTING;
CONSENSUS; DISCOURSE OF POWER; GATEKEEP-
ING) and are IDEOLOGY-driven (see CONFLIC-
TUAL OPPOSITIONS; DEMONIZATION; NEWS
VALUES; PHOTO-NEGATIVIZATION; WEDOM,
THEYDOM).

Ultimately discourse is about ruling explana-
tions and thus contributes to the nature of
MYTH. Christopher P. Campbell in Race, Myth
and the News (Sage, 1995) sees myth not as the
‘grand storytelling tradition associated with
ancient cultures’ but in the ‘sense of the stories
that modern societies unwittingly create to
reduce life’s contradictions and complexities’
This is what the discourse of news does; it
‘comprises continuing stories which uphold and
consolidate myth which ultimately focuses on
order and disorder’. Campbell argues that ‘news
is a way of creating order out of disorder, offering
cultural meanings, resolutions and reassurances.

Discourse serves (and services) myth, and
the desired end-product is COMMON SENSE;
in other words a state of affairs in which that
which is defined by discourses is so patently
commonsensical that it cannot be seriously
contradicted. Campbell identifies the divisive
rather than cohesive potential of commonsensi-
cal discourse: ‘The danger of the commonsense
claim to truth is in its exclusion of those who
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Discourse analysis

live outside the familiar world it represents’ See
DOMINANT DISCOURSE. See also TOPIC GUIDE
under LANGUAGE/DISCOURSE/NARRATIVE.
Discourse analysis Form of MASS COMMUNICA-
TION analysis that concentrates upon the ways in
which the media convey information, focusing
on the language of presentation — linguistic
patterns, word and phrase selection (lexical
choices), grammatical constructions and story
coherence. In particular, discourse analysis sets
out to account for the textual form in which the
mass media present IDEOLOGY to readership or
audience. See CONTENT ANALYSIS; MODES OF
MEDIA ANALYSIS.

Discourse of power The French philosopher
Michel Foucault (1926—84), wrote that all argu-
ments as to the truth are driven by the will to
power, that is to exert control. Clearly, in terms
of the media, discourses are perceived as means
of exerting influence and control over audiences.
Foucault saw the field of a discourse in the same
way that a physicist sees the electromagnetic
field: it is defined not by its will to truth, but by
its will to power. A discourse seeks power, and
that is what marks out its range. See HEGEMONY;
IDEOLOGY.

Discursive communication Susanne Langer
in Philosophy in a New Key (Harvard University
Press, 1942) differentiated between what she
named discursive communication — prose and
logic — and non-discursive communication, such
as poetry, music and ritual.

Discursive contestation Situation, usually
occurring in the transmission of NEws, where
the AUDIENCE is permitted room to challenge
or disagree; where news TEXTS passing through
frames of production are more open (to inter-
pretation) than closed. News formats either
facilitate discursive contestation or close down
its potential.

Simon Cottle in ‘Television news and citizen-
ship: Packaging the public sphere, published
in No News is Bad News: Radio, Television and
the Public (Longman, 2001), edited by Michael
Bromley, talks of how ‘incredibly “restricted”
some news formats are when reporting news
stories. Conventionalized TV news formats
frame and discursively ‘seal’ the text from alter-
native interpretations. On the other hand, where
‘words are spoken by accessed voices;, that is by
members of the public rather than media profes-
sionals, news texts are more open to discursive
contestation.

Cottle argues that formats should work
towards what he terms ‘participatory control’
or alternative frames where ‘social actors are
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granted resources and news space to present in
their own ways, and in their own words, their
own frameworks of understanding’ See DISEM-
POWERMENT; FRAMING: MEDIA.

Discursive gap Term used by Roger Fowler in

Language in the News: Discourse and Ideology
in the Press (Routledge, 1991). The ‘gap’ is that
which exists between the mode of address of
the newspaper — formal, bureaucratic — and that
of the perceived reception mode of the reader,
informal and personal, especially readers of the
popular press. Fowler argues that ‘the funda-
mental device in narrowing the discursive gap is
the promotion of oral models within the printed
newspaper text, giving an illusion of conversa-
tion in which common sense is spoken about
matters on which there is consensus’

He believes ‘the basic task for the writer is
to word institutional statements (those of the
newspaper, and those of its sources) in a style
appropriate to interpersonal communication,
because the reader is an individual and must be
addressed as such. The task is not only stylistic,
but also ideological: institutional concepts have
to be translated into personal thought! In brief,
the press employs a range of devices to simulate a
sense of ‘orality’ which has the writer sitting next
to the reader around the kitchen table or in the
pub and joining in a process of ‘co-production’;
the product being CONSENSUS, an apparently
shared vision of the world.

Disempowerment The taking away from

individuals, GROUPS, communities or nations
of the power to have control over their lives.
In World Communication: Disempowerment
& Self-Empowerment (Zed Books, 1995), Cees
Hamelink describes disempowerment as ‘the
reduction of people’s ability to define themselves
and construct their own identities’ It can be the
result of a deliberate strategy or the unintended
outcome of developments locally, nationally or
internationally. As a strategy, says Hamelink,
disempowerment ‘often employs the deceit of
making people believe that existing conditions
are desirable and preferred out of free will. The
most perverse form of disempowerment makes
people accept their own dependency and second
rate position’

The PRIVATIZATION of communications
is seen as an agent of disempowerment: ‘As
knowledge is created and controlled as private
property, knowledge as common good is
destroyed’ For Hamelink, the inherent meaning
of privatization is private = to deprive. Strategies
of empowerment include regulation, the provi-
sion of power to people through human rights



legislation (such as a freedom of information
act or laws facilitating a RIGHT OF REPLY) or
public-interest regulation (such as the Charter
of the BBC).

Regulation can also be seen in national press
councils, usually voluntary arrangements,
created to protect the public against abuses
committed by newspapers and journals. The
weaknesses of these forms of empowerment are
many and varied: voluntary WATCHDOGS can so
easily end up dogs without teeth, without the
power to insist that media perform according to
empowerment principles; and all of this presup-
poses that the law itself is a force for equality, of
access and treatment.

In the context of mass communication, a key
tool of empowerment is media education — in
Hamelink’s words ‘the need to make people
critically aware of how media are organized,
how they function, and how their contents can
be analysed. The author quotes Len Masterman
in Teaching the Media (Comedia, 1985), who
believes that ‘media education is an essential
step in the long march towards a truly participa-
tory democracy, and the democratization of our
institutions. See FREEDOM OF INFORMATION
ACT (UK), 2005; PEOPLE'S COMMUNICATION
CHARTER.

Disenfranchisement (of readership)
Researchers have commented on the extent to
which some newspapers reflect an assumption
— possibly that of the owners and editors — that
their readership is totally uninvolved and unin-
terested in the political processes and events of
the country. It is as if the readers were politically
disenfranchised, not able to participate in the
political process, and thus news of political
affairs is of no concern to them. Such papers aim
to entertain, to concentrate on stories of human
interest and drama rather than to inform.
Disinformation Derives from the Russian,
‘Dezinformatsiya, a term especially associated
with the former Soviet Union’s secret service, the
KGB. It applied to the use of forgery and other
techniques to discredit targeted governments,
persons or policies. The process of disinforma-
tion is, of course, as old as mankind, and sowing
the seeds of disinformation is matched by accus-
ing the opposition of spreading disinformation.
See EFFECTS OF THE MASS MEDIA; NEWS
MANAGEMENT IN TIMES OF WAR.
Displacement effect In psychological theory,
displacement is one of the major mechanisms
of ego-defence identified by Sigmund Freud.
Displacement occurs when an individual chooses
an alternative focus for the expression of feel-

Disqualifying communication

ings and emotions because he/she feels unable
to express them towards their real target — the
‘kick the cat’ syndrome. The proposition that
we unconsciously develop such defence mecha-
nisms can be useful in the study of interaction.
An example of how displacement may affect
communicative behaviour is as follows: a waiter
may feel that he has been unfairly treated by a
customer, but also feels unable to do anything
about this so instead later on picks an argument
with a new and more junior member of staff in
order to vent his feelings of frustration.

In relation to studying the media, displacement
effect refers to the reorganization of activities
that takes place with the introduction of some
new interest or attention-drawer, such as TV or
surfing the Net. Activities such as reading may
be cut down, or stopped altogether; in the case
of social networking, displacing face-to-face
interaction with online exchange. New media
‘displace’ or adjust the placement of other media.
Cinema-going habits have been substantially
affected by competition from TV, and in turn
television has been affected by video, DVD and
the multi-task possibilities of the mobile phone
(see MOBILIZATION). Travellers by train will
have noticed how the potential for a chat with
fellow passengers has largely been displaced by
the prevalence of talk, gaming and film-watching
on mobiles.

The notion of functional similarity has often
been applied as a yardstick to measure the extent
and nature of displacement: if the new is func-
tionally similar to the old, then the old is likely
to be displaced. Functionally dissimilar activities
are likely to hold their own. The problem lies in
establishing what functions a medium actually
serves, which means that displacement is all the
more difficult to assess.

As a result of TV, do people talk less, read
less, go out with friends less, socialize less?
Does the INTERNET mop up marginal activities,
displace real with second-hand experience; does
it displace ‘day-dreaming’? Evidence concerning
people’s reactions to programmes is so open to
influence from INTERVENING VARIABLES (IVS)
that it is difficult to use it as a basis for reliable
theory. See EFFECTS OF THE MASS MEDIA; USES
AND GRATIFICATIONS THEORY. See also ToPIC
GUIDE under COMMUNICATION THEORY.

Disqualifying communication A form of

self-protection, or DEFENSIVE COMMUNICATION
when, in a situation causing embarrassment,
anxiety or uneasiness, people talk aimlessly
about, say, the weather, or go into a variety of
non-verbal responses in order to avoid direct
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Dissolve

communication. See INTERPERSONAL COMMU-
NICATION.
Dissolve A process in camera-work by which one

D-Notices See DA (Defence Advisory) Notices.
Documentary Any mode of communication
which, in addressing an AUDIENCE, documents

picture fades out and the following scene fades
in on top of it. Also called a ‘mix’ See SHOT.

Dissonance Occurs when two COGNITIVE

inputs to our mental processes are out of line.
The result is a certain amount of psychological
discomfort. Action is usually taken to resolve the
dissonance and restore balance. Several strate-
gies are commonly employed in order to achieve
this: downgrading the source of dissonance;
compliance with rather than acceptance of new
expectations and ideas; changing one’s previous
ideas and attitudes; and avoidance of the source
of dissonance.

All messages, particularly those conveyed to a

mass AUDIENCE, are potentially a source of disso-
nance to someone. If they disturb the intended
receiver(s), then they may well be ignored or
rejected. The need for messages intended for a
mass audience to be successful, however, ensures
that such messages are often well ‘laundered’ in
order to reduce their potential offensiveness. See
COGNITIVE CONSISTENCY THEORIES; CONGRU-
ENCE THEORY; NEWCOMB’S ABX MODEL OF
COMMUNICATION, 1953; SELECTIVE EXPOSURE.
Distributed denial of service (DoS) Process by
which computer HACKERS use special software
to take control of other people’s computers: a
form of trespass or occupation in which endless
— and spurious — requests for information block
and disrupt the flow of genuine information
exchange. The practice of DoS has affected
the websites of individuals as well as those of
corporate giants such as Amazon, Microsoft and
Yahoo.
Diversification In media terms, the spread of
ownership and control into a wide range of asso-
ciated, and often unassociated, products and
services. Thus newspapers have moved into TV
share-holding and online services; TV compa-
nies into set rentals, bingo and social clubs and
motorway catering services. In parallel, great
corporations have moved into media ownership
— oil companies buying up newspaper chains
and investing in BROADCASTING interests, book
publishing, record production and INTERNET
platforms (see MYSPACE; YOUTUBE). The
result of diversification is often, paradoxically,
concentration of control, and a real danger to a
newspaper, film company or publishing house of
being just another ‘product’ on the shelf of the
multi-national conglomerate whose objective is
profit maximization above all other consider-
ations. See CONGLOMERATES; DIGITIZATION.

84

events or situations — books, radio, theatre,
photography, film or TV. Usually based upon
recorded or observable fact, the documentary
may aim for objectivity or PROPAGANDA; it may,
however, in terms of human documentation, be
highly subjective. ‘Even when temperate, writes
William Stott in Documentary Expression and
Thirties America (Oxford University Press, 1973),
‘a human document carries and communicates
feeling, the raw material of drama’

British film director, producer and theorist
John Grierson (1898-1972) is thought to have
been the first to use the word ‘documentary; in a
New York Sun review (1926) of Robert Flaherty’s
film Moana, a study of the way of life of the
South Seas islanders. In fact, ‘documentary’ is
as old as the cinema itself. Louis Lumiére’s early
short films of 1895 — one showing the demolition
of a wall, another of a train coming into a station
— can be described as documentaries.

The founding father of documentary film-
making in the UK and later in Canada, Grierson
never claimed scientific objectivity for such
films. For him the documentary was far more
than a straightforward reconstruction on film of
reality. He spoke of the ‘creative use of actuality’
in which the director re-formed fact in order
to reach towards an inner truth. Indeed when
documentarists have felt it necessary to get at
the truth of a subject as they perceive it, they
have not held back from fictionalization, often
using actors, often turning the real-life person
into an actor re-creating a scene.

In the 1930s, FILM documentary ran parallel
with RADIO documentary, the BBC showing
considerable innovative enterprise in this field,
especially its Manchester studio. In the US many
publications combined documentary evidence
with outstanding photography. The themes
were often those of the Depression: concern
at the plight of the poor, the unemployed, the
alienated; and the mode was largely to have the
people speak for themselves rather than distance
the impact of their experience by using the
mediation of a commentator.

The documentary approach has been a recur-
ring feature in modern theatre, especially since
the 1960s. Historical or contemporary events on
stage are far from new: Aeschylus dramatized
the victory of Marathon (490 BC) and Shake-
speare reconstructed history, often to fit the
perceptions of the Tudor monarchy, in a third of
his output.



German dramatist Rolf Hochhuth won world-
wide attention with his documentary drama
The Representative in 1963, on the subject of the
Papacy and the Jews during the Second World
War (1939—45). He followed this up with Soldiers
(1967) based upon the alleged involvement of
British Prime Minister Winston Churchill in the
wartime death of the Polish General Sikorski.
In the UK, Peter Brook’s highly successful US
(1966) was an indictment of American involve-
ment in the Vietnam war.

On-stage documentaries, in the US often
termed the Theatre of Fact, have frequently
been presented with the aid of official and press
reports, original diaries, projected photographs,
tape recordings and newsreel films. In the case
of the Royal Court production Falkland Sound
(1983), a moving and damning recollection of
the Falklands War (1982) was presented through
the letters home of a young naval officer killed
in action.

Faction or drama-doc are terms mainly associ-
ated with TV documentaries in which actors
re-create historical lives, such as in the BBC’s The
Voyage of Charles Darwin (1978), or play the part
of famous people of the immediate past, such as
Thames Television’s Edward and Mrs Simpson
(1978), Southern TV’s Winston Churchill — The
Wilderness Years (1981), and ITV’s Kennedy
(1983). To TV producers, faction has come
to represent an ideal synthesis of education,
information and entertainment, albeit highly
selective and deeply coloured by contemporary
perspectives.

Just as documentary has borrowed from
fictional narratives, so fiction has taken on
the ‘guise’ of documentary. Such works are
described as ‘mock’ documentaries and they aim
to examine the borderline between the real and
the invented. A memorable example is Woody
Allen’s Zelig (1983) in which he achieved remark-
able results by combining newsreels, stills and
live footage (see Craig Hight and Jane Roscoe’s
Faking it: Mock-documentary and the subversion
of factuality, Manchester University Press, 2001).

Early UK TV drama-docs of note are Ken
Loach’s Cathy Come Home (1965) and Peter
Watkins’s Cullodon (1964) and The War Game
(1965). The popularity of REALITY TV has in the
New Millennium been matched by increased
interest on the part of audiences in the genre,
outstanding examples being Kevin Macdonald’s
Touching the Void (2003), Errol Morris’s The
Fog of War and Andrew Jarecki’s Capturing the
Friedmans, both of 2004, each with powerful
stories to tell and conveying a dramatic sense

Dominant, subordinate, radical

of immediacy — indeed making the claims
of authenticity made for reality TV pale in
comparison.

Immensely popular on both sides of the
Atlantic have been Michael Moore’s docu-
mentaries, Bowling for Columbine (2002), a
savage indictment of the US gun culture, and
Fahrenheit 9/11 (2004), a critical exploration of
the Iraq war of 2003 and alleging links between
President George Bush and top Saudi families
including the Bin Ladens. Fahrenheit 9/11 won
the prestigious Palme d’Or award for best film
at the Cannes Film Festival. It was the first time
that a documentary had won the top prize since
Jacques Cousteau’s award for Silent World in
1956.

Inevitably drama-docs have stirred contro-
versy. The BBC'’s Dirty War (2004), for example,
was too close for comfort for some critics, being
about a ‘dirty bomb’ explosion in London, while
a few faint voices of protest were raised when
Channel 4’s The Taking of Prince Harry (2010)
simulated the abduction of the Prince while
on military duty in Afghanistan. See CINEMA-
TOGRAPHY, ORIGINS; CINEMA VERITE; DIRECT
CINEMA; FLY-ON-THE-WALL; RADIO BALLADS;
SOAPS: DOCU-SOAPS; WEB OR ONLINE DRAMA.
» John Caughie, Television Drama: Realism, Modern-
ism and British Culture (Oxford University Press,
2000); Alan Rosenthal and John Corner, eds, New
Challenges for Documentary (Manchester University
Press, 2005); Sheila Curran Bernard, Documentary
Storytelling (Focal Press, 3rd edition, 2011).

Dolly A trolley on which a camera unit can be
soundlessly moved about during shooting; can
usually be mounted on rails. A ‘crab dolly’ will
move in any direction.

Domestication of the foreign See NEws:
GLOBALIZATION OF.

Dominant culture See CULTURE.

*Dominant discourse In a general sense,
DISCOURSE is talk; converse; holding forth in
speech and writing on a subject. Refers both to
the content of communicative exchanges and to
the level at which those exchanges take place,
and in what mode or style as well as to whom the
discourse is addressed. A dominant discourse is
that which takes precedence over others, reduc-
ing alternative content, subordinating alterna-
tive approaches to ‘holding forth’ All public
discourse is socially and culturally based, thus
it follows that the dominant discourse is usually
that which emanates from those dominant in the
social and cultural order. See ELITE; HEGEMONY;
IDEOLOGY; POWER ELITE.

Dominant, subordinate, radical Three catego-
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ries of response in terms of the reading of media
messages on the part of AUDIENCE are posed by
Frank Parkin in Class, Inequality and Political
Order (Paladin, 1972). Do we accept what we are
told, only half accept it, or substantially reject
it? Parkin argues that it is our place 