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Computers and You: Technology as a Tool for Communication

Today, for under §1,000, one can purchase a porfable personal compuier with more computa-
tional power than could have been delivered 30 years ago by a $10,000,000 machine the size
of an average living room. It is informative fo consider what the current siafe of the automobile
industry would be had similar progress been made over the past 30 years in that domain . . .
each of us would be able to buy a Rolls-Royee today for roughly $2.75; it would get nearly
3,000,000 miles to the gallon and would deliver enough power to tow an aircraft carrier.

This is a quote from Stanford social psychologist Mark Lepper. If we told you that this quote was from
last year, it probably would not surprise you, as computers and computing power have advanced very
quickly in your lives {as well as ours). However, if we told you that this quote is from 1985 (Lepper,
p. 1)—only a few years after the successful development of the Apple Il home computer and the earliest
IBM personal computers—it may blow your mind. To think that those simple gray boxes with green
and black screens in our elementary and high schools (thinking of the authors’ experiences in the late
19805 and early 1990s) might have been superior technologies was a stretch; to think of how today's
tablet PCs and smartphones—capable of streaming live video, displaying rich and vibrant three-dimen-
sional graphics, and storing enough music to fill entire record stores—compare to those technologies 1s
astounding.

Perhaps more importantly, however, this quote highlights two things we want to discuss to establish
why the book you are about to read is organized the way it is. The guote of course suggests that comput-
ers have advanced to amazing levels of processing and storage capacity in a relatively short period. So,
what does this mean for how we understand them? First, it means that computers allow us to do things
today that were barely dreamed of 60 years ago. The use of computers and other communication technol-
ogies in our daily lives has evolved from simply entering mathematical formulas into a large mainframe
and waiting for the computer to “compute” the answer, to allowing us a personal space in which to share
our innermost thoughts and feelings on a large network with others. Many of these more recent develop-
ments fall under the category of mediated communication (MC)—a central theme of our textbook that
will be detailed more throughout these pages. Second, the rate of change for computers is so fast that
it i1s difficult to keep up with it. For example, if this book had been published in 2003, it would have no
coverage or discussion of social networking sites such as Twitter or Facebook, as these two sites did not
yet exist, and the first edition discussed Google Glass, a technology that has now come and gone. Thus,
not only is computing technology evolving to encompass more and more facets of our daily social lives,
but the rate at which this evolution is happening seems to have accelerated drastically.

However, what does not seem to change as fast are people—the humans using these computers. As
a species, we have pretty much the same goals as we always have had, and we use the tools around us
to accomplish these goals. For us, technology in general, and CMC technologies specifically, might be
understood as tools that serve a distinetly human function: to help us communicate with one another in
various ways. This is why this book takes the approach that it does—an approach that communication
scholars Joseph Walther and Art Ramirez refer to as a functional approach. By focusing attention on
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how people use computer technology to accomplish their communication functions, we hope to help vou
understand CMC in a way that will not only be useful today, but will also be usetul in the future. Soon,
the technology may be radically different, but the people using it likely will not be, and we think this
will help you appreciate both today and tomorrow. That is, studying the technologies themselves seems
flawed given that technologies evolve at a rate often faster than our ability to really grasp them. How-
ever, studying the functional usage of technologies as communication tools does not seem to change,
and certainly not as rapidly. After all, if we cannot satisfy a given goal with our current tools, we simply
invent a new one; such has been the human story since the invention of the wheel as a means to transport
ourselves and our things quickly from one location to the next.

Although there are numerous functions for which people can use technology outside of communica-
tion, as communication scholars we are going to focus attention on how technology is used to satisfy
four major reasons for communication in general: informational goals, such as seeking out or sharing
knowledge about our world; relational goals, such as creating and sustaining acquaintances, friendships,
and even romance; persuasive goals, such as crafting or responding to purposive attempis to influence
each other; and entertainment goals, such as engaging in leisure and play. Although the technology may
change with each passing year, we believe that it is likely that people will continue to use these newer
technologies for each of these four reasons.

We hope this book provides a great starting point for you to think about MC, as it seems that is a topic
that will only continue to become more important to have a good grasp of, both for business as well
as personal pursuits. We will guide you through some of what we think are important topics, and we
encourage you to learn more about these and other topics related to MC by engaging your course instruc-
tor, your fellow students, and us as the authors of this text. In fact, we openly encourage you to check our
textbook Web site (www.grtep.com) from time to time, as we will be posting and updating things now
and then, including links to growing social media applications related to our textbook and to the general
study of MC. And in true Web 2.0 fashion, we will even encourage you to participate early and often.

Diavid Westerman Micholas David Bowman

Maorth Dokota State University Wast Virginia University

Kenneth A Lachlan

Linrvarsity of Massachusetts Beston
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CHAPTER

What Is (Mediated)
Communication?

So, a guy walks into a bar . . .

Thas 15 a phrase that many of you have likely heard, as it 15 the beginning of
many jokes (both good and awful). It 15 also a situation that 15 not ternbly
uncommon. However, you may be thinking: Why 1s a book about mediated
communication (MC) starting out with the opening from a bad joke? Is
that a sign of things to come for the rest of this book? Hopefully you wall
not find the rest of this book to be a bad joke. However, 1f we expand upon
this common situation and consider what happens when a guy (or anyone
really—we don’t want to suggest that only men frequent bars and taverns)
walks 1nto a bar, we can come to see that it 15 also a place that 15 npe for
beginning the study of communication (again, both good and awful). In
order to get to that point, we must first begin by talking a hittle bit about what
communication 15.

Before beginning this chapter, consider the following questions:

« What is communication?

« What differentiates mass communication and interpersonal
communication?

« What is computer-mediated communication?

« Why is it important to consider messages, senders, and receivers?

« What is narrowcasting?

Chapter 1: What Is [Mediated] Communicatien? 1
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communication.

What Is Communication?

There are many definitions of communication. For example, on one side of things,
communication 15 somewhat narrowly defined as any action or actions that a per-
son consciously uses to affect another’s behaviors (Miller, 1966). This suggests
that communication is a deliberate and intentional process—we communicate to
share information with others when and only when we want to, and when we want
to get something out of another person. Another extreme argues that we “cannot
not communicate” { Watzlawick, Beavin, & Jackson, 1967) and suggests that com-
munication is an unintentional and unavoidable process—we communicate as a
natural part of being human. However, we like the definition offered by James
McCroskey and Virginia Richmond (1996), who suggest that communication is
“the process by which one person stimulates meaning in the mind(s) of another
person (or persons) through verbal and non-verbal messages.” (p.3)

Taking a closer look at this definition by McCroskey and Richmond can help
us understand more about communication. First, it is a process. The Merriam-
Webster dictionary defines a process as “a series of actons that produce something
or that lead to a particular result™ Seen in this way—and as partly suggested in
the Miller definition previously—communication 1s an intentional and goal-driven
process. Of course, it is also ongoing, constantly changing, and made up of several
component parts. For example, consider what might happen if you unintentionally
yawned on a first date with somebody. Your yvawn might be interpreted by your
partner as a suggestion that you are uninterested in the date (even though the act
of yawning itself is a physiological response your body has in order to increase
the amount of oxygen in your bloodstream and even help regulate the temperature
of your brain), and they might communicate back their disapproval or concern for
your disinterest. This feedback from your partner would then set into motion a
process by which, assuming you were interested in the date, you would use a series
of verbal and nonverbal assurances that you were enjoying yourself.

Second, the goal of communication is to get some meaning across to another
person or persons. This also suggests that effective communication is best thought
of as an audience-centered process; that is, one needs to think about how best to get
a desired meaning across to the target. Con-

5 I e e rloesdoes! SRt ersiock com

You might exphain your wawning as a lorg day ol woark, bul others
might ==e il as a leck ol inleest in hoving a cormeersalion,

sidering our first date example (and assuming
that you wanted the date to continue after your
yawn), you would need to think of the differ-
ent ways in which yvou could communicate to
your partner that you were enjoying yourself
even though you might have appeared disin-
terested. For example, you might explain the
yawn away as a result of a long day in class
or at work, or you might choose to talk about
something unrelated to your yawning to try to
change the subject to something more inter-
esting to your partner.

Third, communication can be done
through both verbal and nonverbal messages.
Considering our first date example once more,
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you might reassure your partner by reaching out to give them a hug or to touch
their shoulder or neck (nonverbal messages) or you might simply tell them plainly
“I'm really having a great time with you tonight!” or “Please don’t read anything
into my yawning, I'm so glad that we went out today.” To this, we would also like
to add that written messapes can be used to stimulate meaning in another person.
For example, both handwritten memos and typed postings on another person’s
Facebook wall can be used to stimulate meaning in another person, so we would
remind you that written communication is important for communication as well.
Revisiting our first date example one last time, you might send your partner a
series of snaps through Snapchat the next morning thanking them for date (and
perhaps, planning another one).

As noted previously, communication is a process, and as a process, it is com-
posed of many components. The next section of this chapter will break down our
understanding of communication into several components that can be more clearly
analyzed. It begins with a discussion of a more traditional means of understanding
communication processes and goes on to address the ways in which advances in
communication technologies have challenged these conventions.

Components of Communication

As a process, communication transactions have many components. In general,
we might say that a source encodes a message and sends it through a channel to a
receiver, who then decodes it. The receiver provides feedback. Noise can limit the
effectiveness of a messape in stimulating the desired meaning in another person's
mind (see MC in Action: The Shannon-Weaver Model of Communication).

Thinking about the guy who walks into the bar example from the begin-
ning of the chapter can help illustrate each component in this model. A source
is the place from which communication originates. This is the person or entity
that a message comes from and who attempts to stimulate meaning in someone
else’s mind. In our example, the communication source is the guy who walks
into the bar.

Encoding is the process that a source goes through when determining what
message to send. A source has some desired meaning he or she wants to get across
to someone else, but there are many possible messages to choose from. Differ-
ent symbols may result in different meanings inferred by the receiver. Thus, the
source must determine how they will turn a desired meaning in their own mind
into a message that they hope will stimulate the desired meaning in another per-
son’s mind. For example, the guy who walks into a bar may notice an attractive
person at the bar, and they want this person to know that they are interested in
them. They now must consider how to prepare a message that conveys “attractive-
ness” and “interest” to another person; encoding is this process of preparation.

A message is simply the symbols that a person uses to try to create a particu-
lar meaning. Let us assume that the guy who walks into a bar wants to show the
attractive other person that he is a creative and clever person and that he is inter-
ested. He might ask the other person, “Hey. Are you from Tennessee? Cause you're
only the only 10 I see” Thus, the language in his message—the actual English
words themselves—would be the message (although it might not end up as the best
message, as it might communicate a lack of creativity and cleverness and might be
perceived to be offensive).

Source The perdon
place/thing fram
which communication
ariginales.

Encoding A process of
chossing the symbols
Io wse Lo allempd lo
gel a meaning across
Lo anatler pesson;
luriing meaning tlo
ayinbuala.

blessapge The aciual
symbals used in

an attempl to share
feaning.

Channel What a

SOUTCE Wees 1o 2end a
messape thiough.

Receiver The targed
all a measage; whose
el the source wants
io stimulste mean-
ing in.

Decoding A sort of
PeEvETsE process o
encoding; luraing
symbals back into
meaning.

Feedback Messapes
sent back (o a source
about the original mes-
sage senl,

Moige Samething

that impedes snceess-
ful transmisson of a
evessage This can be
lieral noige, but can be
atler things as wall.
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MC IN ACTION

Perhaps one of the most widely used models
of communication is the Shannon-Weaver
model, first proposed in 1948 Claude
Shannon was working for Bell Labs—a
company involved in the earliest telephone
systems—when he conceived of a math-
ematical model for representing communi-
cation through technology, introducing the
earliest concepts of encoding and decoding
messages so that they could be sent effi-
ciently through a medium while reducing
noise in the transmission that could dis-

Tue SHANNON-WEAVER MoDEL oF COMMUNICATION

signals representing the human voice trans-
mitted through a telephone). Warren Weaver
later added the notion of feedback—that
iz, information communicated from the
receiver to the sender—to this model (see
Shannon & Weaver, 1949). Although origi-
nally designed for telephone communica-
tion, this model has been applied to other
torms of communication as well and is often
referred to as the “mother of all models™ for
s application to understanding commu-
nication, education, psychology, and even
electronic engineering.

rupt the process (in this case, the electronic

Information
source

Destination

Communicalion chanmel

From: & Mathematical Theory of Communication” by Z. E. Sharnon. The Bell Syatem Technical fournal, Vol. 27, pp 379-423, July,
1948, Copyright@ 1943 [ohn Wiley and Sans, Inc. Reprinted by pamission.

The channel is what is used to get the message from the sender to the receiver;
given the subject of this textbook, we might also refer to this as the medium. For
our example, the guy walking into the bar and giving his “Tennessee . . . 10 [ see™
comment is using verbal communication, so we might call the channel face-to-
face. Of course, our guy could have chosen to write these words on a bar napkin
or sent them as a text message, with each channel requiring a different type of
encoding (pronouncing English words compared to legibly scribbling on a tissue
or sending a text-conversation to a cell phone) and each channel having a poten-
tially different impact on how the message is received. To speak of media in more
detail, we might consider that, in many situations, the source will have multiple
options to choose from and may try to use multiple channels to convey the same

4 Chapier 1: What ls (Mediated] Communication®



MC IN ACTION

Many people might suggest that communi-
cation is easy, both as an area of study and as
an everyday practice. However, think about
it. .. if it is 30 easy, why are so many people
seemingly so bad at it? And why do peo-
ple who have known each other for a long
time, such as married couples, often seem
to have problems communicating? Consider
the nature of encoding and decoding. One
person has a meaning they would like to
stimulate, and they have to choose the right

Is Communication Easy?

symbols to try to stimulate that exact mean-
ing in another person's mind. This is not
easy and it takes a lot of effort and practice.
In fact, when considering all of the things
that could potentially be misrepresented in
communication—from a facial expression
to the tone of one's voice to using a word
with multiple meanings for different people
to even the slightest leaning to one side or
another—we might start to wonder how
communication is ever successful!

message. For example, a person may follow up an e-mail to their boss with a phone
call to see if she has received the e-mail yvet. Receivers may even attempt to make
choices about which channel they would like to get a message through when they
know someone s likely to try to send them one (either to the benefit or detriment
of the source of the message).

Receivers are those who are the intended targets of a message. They are the
ones to whom a source affempis to get a meaning across. In our example, this
would be the attractive person standing at the bar (intended receiver). However,
it is important to consider that there can be other receivers who get the message
and who are not the intended target. This would be anyone else who overhears the
cheesy pickup line (unintended receivers) and for whom the entire scenario might
be seen as either hilarious or romantic {depending on the receiver). The increased
possibility of unintended receivers becomes potentially more important to con-
sider in today’s social media age.

Decoding is the opposite process of encoding. When the receiver geis the
symbols sent by the source through the chosen channel, they must try to understand
what was meant by the symbols chosen. Of course, the meaning that a receiver
decodes from the symbols may not be the same one intended by the source (see
MC in Action: [s Communication Easy?). For example, if the attractive target
thinks that this cheesy pickup line is just an attempt by the source to impress or
entertain his friends, the receiver will likely decode a meaning that is very differ-
ent from the one intended by the source.

Feedback comprises messages sent back to the sender by the receiver about
the original message. For example, if the attractive person at the bar from our story
slaps our guy across the face, this should tell him something about the pickup
line he attempted. Likely, it communicates that the message was not processed as
intended, or if it was, the receiver does not share the same sentiment as the sender!

Finally, noise is anything that gets in the way of successful message trans-
mission. Successful transmission would exist when the meaning attempted by the

Chapter 1: What Is [Mediated] Communicatien?  §



sender is the exact same meaning that the receiver gets. This can be literal noise
{in our example, the bar is crowded and loud so the receiver does not even hear the
cheesy pickup line), but it can also be plenty of other things that get in the way.
For example, psychological noise can exist as well. If the receiver of the pickup
line has had a rough day and is just not in the mood to listen to stupid pickup lines
from anybody, this would likely lead to a different meaning being taken from the
message than the one intended. Indeed, a central concern for Shannon and Weaver
was reducing noise in telephone transmission lines so that signals would not be
disrupted.

Mass Mediated Communication

Before going on to discuss the concept of MC in more depth, let us first dive into
two major areas of communication that are often considered distinet from each
other in the field of communication: mass mediated communication and interper-
sonal communication.

When most people talk about mass mediated communication, they are usu-
ally referring to newspapers, radio and television stations, and so on. Thus, they
focus on the channels, or media, typically associated with this type of communica-
tion. Although each of these channels would fall into a working definition of mass
mediated communication, we borrow from Chaffee and Metzger (2001), who offer
three characteristics of “mass™ communication: it uses mass production, there is a
lack of individual (audience) control, and it is finite in its available channels.

Mass production means that the products made—in this case, the messages
are made for large and often anonymous audiences, with the goal being to attract
as big of an andience as possible. Similar to an assembly line, mass messages are
produced in a “one size fits all” manner to appeal to as many people as possible in
a standardized way. Some have referred to this phenomenon as appealing to the
lowest common denominator, usually as a criticism of this type of programming.
For example, most modern U.S. newspapers are written to a fourth or sixth-grade
reading level to ensure that the largest possible audience can read the news without
barriers, but writing stories at a lower reading level also means that they are some-
times oversimplified and might not present in-depth coverage of societal events.
Just as 1s demonstrated in our definition of communication, the choice of encoding
can alter how a message is received.

When we talk about a lack of individual control, we are suggesting that you
as an individual audience member or media user have very limited control over
the content provided and over how you consume it. The content itself is created by
large, anonymous companies and organizations with very little input from audi-
ence members before creation (Nielsen ratings and the like may be seen as audi-
ence input after creation and broadcast to help set advertising rates and inform
future creation of content). Also, if you want to consume mass communication,
you have to do it on the schedule created by the content creators. For example, for
most of television’s history, if you wanted to watch a particular television show,
you needed to be in front of a television at a particular time. For the most part,
traditional mass media audiences were at the mercy of the media production com-
pany and those running the channel in terms of when, where, and how a media
product was consumed.

6 Chapier 1: What ls (Mediated] Communication?
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Mass communication 1s also fimite in its available channels. In crafiing mes-
sages for mass consumption, there are only a few channels that are actually able to
reach large audiences. Highway billboards, major metropolitan newspapers, and
radio and television signals are among the channels most easily accessed by large
populations. Mass communication works with limited bandwidth. Bandwidth is
the amount of capacity a channel has to carry a signal/information. Be it the ply-
wood surface of a highway billboard, a particular television or radio frequency,
or the amount of space on a newspaper page, each channel is physically limited
in the amount of content it has, and (usually) having more content is more expen-
sive. Therefore, only a limited amount of content can be produced and broadcast
through mass mediated channels.

Interpersonal Communication

In peneral, interpersonal communication differs from mass mediated communi-
cation in at least two ways. First, we can consider the intended audience size.
Although mass mediated communication considers messages meant for large
audiences, interpersonal communication considers messages that are exchanged
between much smaller numbers of people, such as friends, romantic couples, ora
small work group. Second, we can consider the nature of the relationship that typi-
cally exists between the source and receiver(s) of a message. With mass mediated
communication, messages come from large and largely anonymous organizations,
and it is unlikely that the source really knows any of the receivers of the message
beyond a general “understanding™ of the audience, such as their age, sex, and geo-
graphic location. However, sources and receivers of interpersonal communication
are likely to have some understanding of each other—they very possibly already
have a relationship together—and this understanding and relationship gives them
far more information from which to craft meaningful messages for each other.
Although this book really does not focus on the dynamics of interpersonal com-
munication (there are entire Communication
Studies courses devoted to the topic, and we
would suggest that you consult your school's
course catalog for such courses), the dis-
cussion of interpersonal communication is
important here, because you can already sus-
pect that a great deal of interpersonal commu-
nication tends to take place through mediated
technologies. Perhaps most importantly, while
you might assume that this is a new phenom-
enon (with smartphones and social media),
understand that people have used media to
communicate with each other for a very long
time—from smoke signals to written love let-
ters! (see MC in Action: From Bill to Berna-
dean: 70 Years Later).

Mfass communication
Communicalion

froom a singular &nd
impersonal souncs Lo a
large and anonymous
audience.

Bandwidih The
amount of capacily a
channel has o carry a
stgnal/inforasation,

Interperdaonal cofmim-
nication Cammuniea-
tion between a amal |
aumber of people {usu-
ally, two individials)
who share dame sorl of
relationabip.

0 Soaest JensenShumesieek, (oen
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MC IN ACTION

From BiL To Bernapean: 70 Years Later

“My darling, lovable, alluring, Bernadean.”

During the heart of World War II, U.S.
Army veteran Bill Moore was serving in the
Third United States Army (under the com-
mand of noted General George S. Patton)
while they worked to liberate and secure
France and Germany in the final months of
the war. During a furlough, Bill met a young
woman named “Bernadean” and when he
was deployed, the young soldier sent her
love letters from the battlefront—just as so
many others did. However, one of those let-
ters sent in the early months of 1945 never
made it to Bernadean, for unknown reasons.

The missing letter didn't hurt their relation-
ships too much—Bill and Bernadean mar-
ried shortly after the war and lived together
until 2010, when she passed away. Yet in
2015, Bill received a Valentine’s Day sur-
prise: the long-lost letter. Earlier in 2015, a
woman found the letter in a record sleeve
that she purchased, and through a series of
connections was able to find Bill’s daughter,
who eventually got it back to Bill.

For Bill, reading that letter was a reminder
that his feelings for his beloved Bernadean
had changed very little, from the 20-year-old
WWII soldier to the 70 years of memories
with his wife.

Read more about Bill and Bernadean's
story, courtesy of Yahoo! News: hitps:/gma.
yahoo.com/mysterious-wwii-love-letter-
found-old-record-heads-211324601--abc-
news-sex.html.  You can also wview
video of Bill's reaction to the letter as
he reads it courtesy of ABC News at
http:/fabenews.go.com/US/emotional-
moment-wwii-vet-reads-long-lost-love/
storyTid=29526157.

Do you still have love letters from when
you were younger, or letiers from your
parents or grandparents? If you read
those letters foday, how do they make
you feel? Shave your thoughts with us on
Facebook at  https:www facebook com/
groups/2342535823447372 or on  Twiller,
using the #MediadsTools hashtag.

Changes in Technology Highlight
Changes in Lines of Delineation

Chaffee and Metzger (2001) pointed out that new communication technologies
decrease the importance of the three characteristics of mass communication. In
fact, they go so far as to suggest a shift in nomenclature (labeling) from “mass
communication” to “mediated communication™ that focuses attention on the idea
that, although communication via technology is still mediated, it is no longer nec-
essarily “mass” In this way, we can understand that mediated communication
differs from non-mediated communication in one very clear way: one requires
technology for a message to get from the source to the receiver (mediated) and the
other does not (hon-mediated).

Of course, this is nothing brand new. Media technologies have a long history
of “demassifying” communication; that is, working against the three characteris-
tics that Chaffee and Metzger point out. For example, cable television introduced

Madiated
comimuhralidan
Comimunication Lhat
relies on a technol-
opy channel in ofder
Liv Soerihd 1 vt i
between Two enlilies.
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a much greater availability of television channels—cable customers often have
hundreds of channels compared to the half-dozen or so broadcast channels one can
get through an antenna—and with these new channels, content producers were
able to create content for more specific and smaller audiences (a practice known as
narrowcasting). In this way, cable television became less finite in available chan-  Narrowcasting Trans-
nels and also less “one size fits all™ in terms of content. Considering the notion of — mining infermation 1o
audience control, we can look at the advent of the VCR as an invention that shifted  smaller, less anony-
this. By recording television and storing it to watch later, VCRs gave media audi- ﬂhﬁ?&:ﬂ
ences much greater control over when and how they watched a program by allow-
ing you to watch a show not at the time it was broadeast, but also fast-forwarding
or rewinding through recordings (such as skipping commercials). Thus, trending
away from these traditional mass communication characteristics is not new. How-
ever, newer technologies allow this to occur to a much greater degree and even
allow a great deal more interpersonal communication as well.
In this change from what Chaffee and Metzger (2001) call “mass™ to “media”™
communication, six differences between the two are highlighted:

1. Channels As mentioned previously, mass communication is typified by
a finre availability of channels, and newer technologies have allowed for
many channels. For example, the Internet allows for a near infinite number
of possible channels that are readily available for consumption by anyone
with a network connection.

2. Audience Under the notion of mass media, the audience is often consid-
ered as one large and anonymous “mass” (hence the term mass communi-
cation). However, newer technologies allow message producers to identify
smaller and more focused andiences that allow them to tailor content to
satisfy a variety of niche markets. Moreover, as bandwidth—an important
consideration in the cost of producing messages—becomes cheaper and
cheaper (and in some cases free), producers can be profitable without hav-
ing to attract an enormous audience, allowing for even greater narrowcasi-
ing. Even more recently, social media has helped create circumstances in
which media audiences are producing as much, if not more, content than
the media producers themselves! Examples of this include YouTube videos
and CNN.com’s popular iReport section (which features stories, photos, and
videos from CNN readers).

3. Conirol Mass communication puts control of message distribution and
consumption squarely in the hands of the sender—usually a media com-
pany or organization—but newer technologies move that control into the
hands of the andiences, or users. Because there is such an increase in the
number of available channels and because those channels can be accessed
{nearly) anywhere and anytime, the individual audience members have
much greater choice in what, and how, to consume.

4. Transmission Mass communication messages are often transmitted in a
very regimented and particular way. Messages go from source to receiver(s)
only (a one-way flow of communication), and they are transmitied in a
time-specific manner. This means that if an individual wanted to watch a
television show, that show would be beamed from a station (for instance,
ABC) to the individual’s television at a particular time (8:00 PM). So, if an
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individual were to get home at 8:05 PM and spend a few minutes stumbling
through the television channels, they would miss a good part of the show's
opening scenes. However, newer technologies have allowed transmission
to be more interactive (iwo-way) and, in terms of timing, to be more at the
convenience of the audience. Referring to television as an example, many
broadcast and cable stations now stream many of their more popular shows
on Web sites or make them available for download, allowing audience
members to both choose the particular program of the show they want to
watch and control when that program is watched.

5. Typification Another way to think about the differences between “mass™
and "media” is to consider the channels that best typify each, particularly
as we see a continued evolution in communication technologies. As refer-
enced briefly earlier, we ofien associate “mass™ communication with news-
papers and television, while we often associate “media™ communication
as being Internet-based, such as Web pages and social media applications.
Indeed, these different types embody some of the other elements of “mass”
and “media” on this list.

6. Learning The sixth and final difference that Chaffee and Metzger (2001)
addressed when distinguishing “mass™ from “media” has to do with how
each encourages learning. With mass communication, the learning process
is often done through modeling and observation. When somebody watches
a television program-—such as a segment on hand-washing on Sesame
Street—they watch the segment, remember the lesson, and attempt to re-
enact what was just learned (more on this in Chapter 6). However, learn-
ing through newer media technologies is more of an experiential process,
particularly as new media are often more interactive. Instead of learning
simply by watching others and imitating, newer media allow the opportu-
nity to learn by experiencing things directly {or at least, more directly). This
can be seen in video game systems such as the Nintendo Wii and the Sony
PlayStation Move—both technologies require the user to physically inter-
act with on-screen content; of course, even a Web site that has a child click
a mouse to move objects from one screen to the next also has a layer of
interactivity beyond what could be accomplished in a flat book. Even more
promise for experiential learning will exist as augmented and virtual reality
systems become more popular, systems that blend the virtual and actual
worlds, such as Google's Glass project or MicroSoft’s Hololens device
Bowman, Banks, and Westerman (2016) call this angmented sociality (see
MC in Action: Google and Project Glass).

Changes in Mediated Communication

There are other characteristics of new media that add to these changes for com-
munication. The first is digiization. Digitization is simply the storage of informa-
tion as 1s and 0s—a language known as binary code. Because information is now
stored in this way, very interesting things became possible, as pointed out by Bry-
ant and Thompson (2002) and discussed in greater detail in Chapter 12.

10 Chopter 1: What ls [Medioled) Communication?
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MC IN ACTION

“To label Mountain View, California-based
Google Inc. as a technology innovator is a
bit of an understatement. Currently one of
the most profitable technology companies
of the twenty-first century, Google (NYSE:
GOOG), and in particular the company’s
X Lab, has earned a reputation for launch-
ing Internet-based technologies that make
use of their search algorithms for any num-
ber of applications. A recent invention that
is turning heads (pun intended) is Project
(ilass—an initiative to develop and distrib-
ute a wearable Web browser and streaming
camera platform in an average-looking pair
of eyeglasses. These glasses are capable of
displaying information directly on the inside
of both lenses and are designed to be oper-
ated with voice commands, displaying the
same information that one would normally
access on a smartphone or laptop computer.
Industry estimates predict that these glasses
could be available to the average U.S. con-
sumer for about the price of a high-end
smartphone by early 2014. So, soon you

GoocLe AND Prousect GLass

may be wearing these even as you read this
book!™

The above quotation was included in the first
edition of this book. However, chances are
that you are not currently wearing a pair of
Google Glass. This suggests a couple things
about the rationale behind this book. First,
technology changes fast. A tech that was
discussed as futurnistic when the first edi-
tion of this book was published has now
been put to rest, in a span of less than three
years (The Glass Project was cancelled by
Google in January of 2015, although they
have already announced a new Glass pro-
toty pe—having filed a patent for the new
device in December 2015). However, con-
sistent with another reason behind the struc-
ture of this book, new augmented reality
(AR) technologies are being developed, such
as Microsoft's HoloLens. Thus, it seems that
the nature of augmented reality is consistent
with people’s goals and provides something
that people desire, even if the specific tools
used to provide AR change quickly.

& PeppinuzzsShiimer ik, oo

Project Gloss is o wearable Web browser in a pair of eyeglosses. The inilial
Gloss project was ended in Jarwary 2013, bul Google hos alreody anncunced
plans for o rew device, Dther companies, such os Micosolt and Sony, have
alio anncunced plars o release similar weanbls devioes,
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Rogers (1986) also suggested other characteristics that new media share. The
first 15 interactivity. There are many definiions that exist for interactivity, but the
preferred one for us 1s “the degree to which users of a medium can influence the
form or content of the mediated environment™ (Steuer, 1992, p. 80). Thus, inter-
activity is a continuum, and all media have some level of interactivity, but newer
media provide more interactivity than older ones. The second characteristic is
known as demassification. This general idea i1s that media become less “mass,”
and allow for greater personalization and interpersonal content. Third, newer tech-
nologies allow for some levels of asynchronicity. This means that messages do not
have to be received at the same time they are sent. Consider the prototypical mass
medium, television; it is a synchronous medium, as messages must be received
when they are sent. Interestingly, the classic interpersonal channel, face-to-face, is
also a synchronous one. However, more and more options exist that break this con-
straint, {e.g., DVRs for television content and e-mails for interpersonal content),
and the Internet allows for more of these types of asyncronicity.

Moving Toward MC

To this point, mass and interpersonal communication have been discussed as if
they are separate from each other, and historically they have usually been con-
sidered as such (particularly in the scientific study of communication). However,
there are also scholars who have sugpested that this distinction is a false dichot-
omy (for example, see Reardon & Rogers, 1989). For example, when we communi-
cate—whether through mass or interpersonal communication—we often have the
same goals in mind. As noted in the very beginning of this book, communication
is a goal-driven process. We may seek information; we may try to persuade others;
we try to start, maintain, and/or end relationships; and we also seek entertainment,
and each of these can be done through mass and interpersonal communication.

Although this distinction between mass and interpersonal may have always
been somewhat false (see MC in Action: Was Dear Abby My Friend?), newer
media have really blurred the lines between the two. For example, is Facebook a
form of mass communication? Interpersonal? Neither? Both? It is these kinds of
questions that led communication scholar Patrick O°Sullivan to suggest an idea
known as “masspersonal” communication.

In general, the notion of masspersonal communication suggests that histori-
cally we have often used mass channels for interpersonal reasons and interper-
sonal channels for mass reasons. For example, based upon sheer audience size, the
big screen in a major college football stadium during a game is a mass channel.
However, if a person proposes to their significant other over that same screen, this
would seem like the ultimate in interpersonal reasons. On the flip side, e-mail and
telephones are often considered interpersonal channels. But when spam messages
are sent over either one, they are generalized messages without regard for idiosyn-
cratic information for each receiver and thus seem like a mass communication.

Based on this, O’Sullivan (2005) suggested that we delink, or separate,
the channel of communication from the type of communication. Historically,
mass has been linked with physical and electronic media and interpersonal has
been linked with face-to-face (indeed, some even suggest that mediated inter-
personal interaction is not true interpersonal communication because there is no
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MC IN ACTION

In early 2013, longtime newspaper col-
umnist Pauline Phillips died at the age
of 94. For traditional newspaper audiences,
Phillips was known to the world as “Abigail
Van Buren”—a renowned advice columnist
who authored the world’s most widely syn-
dicated newspaper column, reaching over
1,400 newspapers and an estimated 110
million people each time it was published.
From her first column—appearing in the
San Francisco Chronicle in 1956—Phillips’
columns were popular because of the pithy
advice she gave readers. Readers were invited
to write her letters describing their struggles
in relative detail, and Phillips would select a
few, publishing the complete letter text and a
pseudo-name for the letter writer (“Troubled
in Tacoma™ or “Desperately Depressed”)
along with her advice.

From a communication perspective, we
might consider what compelled so many
anonymous strangers to write Abby about
their lives. Most readers knew that Abby

physical connection between individu-
als, although we disagree with this con-
tention throughout the rest of this book).
Again, newer technologies highlight that
mediated communication is not always
mass, and instead of differentiating
types of communication simply based
upon channel or andience size, it may
be better to focus on more meaningful
distinctions. Indeed, the masspersonal
notion proposes two: message personal-
ization and message access exclusivity.
Messape personalization refers to
the degree that a message is crafted to

Was Dear Assy My Frieno?

There is always an answer; even if it's . . . you can't change anybody buf yourself

~Pauline “Dear Abby" Phillips

was not a real person—the pen name Abigail
van Buren—and they were also aware that
if Phillips did respond to their letters, she
would publish the entire letter text in thou-
sands of daily newspapers around the world.
Common themes of these letters included
stories about adultery, drug and substance
abuse, and other social taboos that most
people would consider highly private infor-
mation, yet they shared openly with Phillips
and, as a proxy, with the world . . . and she
would respond with a similar level of detail
and personability. So, is this an example of
interpersonal communication—a letter to
a friend and a response back—or is this an
example of mass communication—a letter
to a newspaper to be shared with the world?

Today, the voice of Abigail van Buren has
been filled by Phillips’ daughter, Jeanne
Phillips, and is still one of the most widely
distributed newspaper columns. And of
course, she now has a Twitter handle:
(@ DearAbby.

Based an sheer size, a big screen in o major college loabal sodium
dwring o game s a mass channel.
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a recipient in a manner that treats the recipient as an individual with distinctive
interests, history, relationship network, and so on. Such an explanation is very
similar to classic definitions of interpersonal communication, which argue that
interpersonal communication takes place only when predictions about the inter-
action are made based on knowledge of the other and not on roles or on cultural

-

—

MC IN ACTION

MasseersonaL Communication, CHARTED

In an unpublished essay from the International
Communication Association (www.icahdq
org) convention in 2005, communication
scholar Patrick O'Sullivan wrote about the
increasingly blurred lines between mass and
interpersonal communication. While never
published in an academic journal, his essay
has been read nearly 2500 times on the schol-
arship network service Academia.edu (hitpsz/
www.academia edud68715/Masspersonal
communication Rethinking the mass inter-
personal _divide) and has influenced many
of the current studies examining how human

communication works across a variety of dif-
ferent media.

As an exercise, let us consider a few different
communication technologies such as e-mail,
television, a social media application such as
Facebook, and a handwritten letter. Can you
think of where these different technologies
would fit onto the preceding OSullivans
masspersomal chart? Do some technologies fit
into different sections of the chart? Do any of
these technologies fit into all four sections of
the chart? Can you think of other technologies
and where they also might fit?

Access

Higher Exclusivity |private)

s
Interpersonal Masspersonal
Communication: Communication:
Private and Private and
Personal Impersonal
Highear 1|2 Lewer
peronalization < = personalizafion
[personal) 3 | *3 limpersanal]
Masspersonal Mass
Communication: Communication:
Public and Public and
Personal Impersonal
W
Lower Exclusivity [public|

From: Mosspemsonal communicalion: An inlsgrabve model bidging the massinievpevsonal divide by Palick Cr'Sullivan.
Coppright & 2005 by Palick O/ Sullivan. Reprinked by parmission.
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attributions {Miller & Steinberg, 1975). This is not unintentional, as interpersonal
messages tend to be those with higher personalization and mass messages tend to
be those with lower personalization.

Message access exclusivity involves the breadth of access to a particular
message, of how public or private the message 1s. By traditional definitions, access
to interpersonal messages would be exclusive to the intended recipient (private),
whereas mass communication 15 by definition nonexclusive and accessible to a
large number of recipients (public).

Owerall, traditionally mass messages had low personalization and low exclu-
sivity, and interpersonal messages had high personalization and high exclusivity.
Yet, the masspersonal approach recognizes that there are many messages that cross
the two (see MC in Action: Masspersonal Communication, Charted). In this way,
O°Sullivan’s concept allows us to explain traditional as well as new media tech-
nologies, and accounts for the entire communication process rather than merely
focusing on the channel.

So What Is MC?

In our view, MC is simply communication that takes place using media. More
emphasis is placed upon the C (communication) rather than the M (medium),
although the particular channel (ie., the computer or communication technology)
provides interesting questions and answers that will be discussed throughout this
book. Also, it 15 important to note that as a “communication first™ perspective,
the same goals and functions of communication in general—to inform, persuade,
relate, and to entertain—apply to MC as well. This approach will also be dis-
cussed in greater detail in later chapters as well.

Key Terms

Communication (pg 2)
Audience-centered process (pg 2)
Source (pg 3)

Encoding (pg 3)

Message (pg 3)

Channel (pg 3)

Receiver (pg 3)

Decoding (pg 3)

Feedback (pg 3)

Noise (pg 3)

Mass communication (pg 7)
Bandwidth (pg7)

Interpersonal communication (pg 7)
Mediated communication (pg E)
Narrowcasting (pg 9)

Augmented sociality (pg 10)
Digitization (pg 10)

Binary code (pg 10)

Masspersonal communication (pg 12)
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What Is the Internet?

In the 2001 movie Jay and Silent Bob Strike Back, the characters Jay (played
by Jason Mewes) and Silent Bob (Kevin Smith) discover that a mutual
friend—Holden ( Ben Atfleck)—has written a comic book about their lives
called Bluntman and Chronic. Moreover, the comuc book has been adapted
into a film and 15 getting very negative reviews online. Confused by the
situation and not understanding the notion of “online,” Jay asks Holden to
explain what the Internet 1s (to paraphrase around his more colorful lan-
guage). Holden responds:

The Internet is @ communication tool used the world
over where people can come together to bitch about
movies and share pornography with one another.

Chances are that you have used the Internet at some point 1in your hife—
likely at some point in the last hour. In fact, you may have been online
betore reading this. You mught be online while reading it. But have you ever
thought about what this tool—that you hikely use every day—actually 157

First a word of warning: this 1s neither a computer science book, nor 1s it
an engineering book. It 15 a communication book. It 1s our contention that
the Internet 13 a communication tool. It allows us to perform many functions
in our human lives. Thus we will focus on describing what the Internet 1s
from a communication perspective, as we believe this 1s a central piece of
understanding what MC 1s, as it 15 such an important technology for consid-
ering mediated communication. We will highlight the hardware as neces-
sary in pursuit of that goal. But the things that make the Internet work will
not be the focus of this chapter . . . or will 1t?

Infermel As a common
noun, a network of
nelworks; as a proper
noun, the global
network of networks.
It 15 & communicalion
ool that is used for a

variety of purposas.
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TCHIP Transmission
Control Protecal Titer-
mel PFrotocal: this s a
caminon method of
formatting and sending
data around the Inter-
met. [t 12 ot a single
protocod but ratker
represenis & series of
caminon protocols that
standardize the way
data are handled from
all compubers on a

given internel.

C Asion Balizh/Shetiersies k. oo

Thee Inlernet con be thoughi of as a series of inlormaton
reshworks conrected bo each oibern serving compulers -
around the warld with information answer to what the Imternet 15! Does this defintion

Before continuing on, go back to Holden’s descniption of what the Inter-
net 15. How good of a definibion 15 this? Does 1t explain the concept of the
Internet (what 1t 1) as well as the function (how it 15 used)? Think about
this as you read the rest of the chapter, and we will return to this question
later on.

Before reading this chapter, think about the following questions:

* What is the Internet?

* Who runs the Internet?

* What are social media?

= What do we mean when we describe the Internet as social space?
« How did it come to this?

What Is the Internet?

As mentioned previously, you likely use the Internet every day. You may not
remember a time before the Internet was a mainstream tool for communication
{the authors of this book certainly recall a time when the Internet was not much
more than a collection of rarely updated personal Web pages and technical doc-
uments), but have you ever thought about what it is fundamentally? This is an
important question to think about for many reasons, but one of the biggest is that
an understanding of what it is can help you think about how it is and can be used,
and thus what mediated communication “really” is.

The question “What is the Internet?” is a big one, probably a lot bigger than it
initially seems. An internet as a common noun—note the lowercase “i"—is simply
a network of networks. We can think of telephone networks as internets, for exam-
ple, or even small groups of individuals who share information about a specific
topic (such as a network of communication scholars).
In this definition, there are lots of internets that exist.
Although the Associated Press has recently decided
that it should no longer be capitalized (they argued in
early 2016 that both “internet™ and “web” are often
used as generic terms), when we capitalize it and talk
about the Internet, we are referring to a global inter-
connection of these networks that uses Transmission
Control Protocol/Internet Protocol (TCF/1FP) to share
information between and within all of the networks.
There are some important things to consider here,
the biggest of which is the fact that the Internet exists
to promote connection.

The Internet can be thought of as a series of
information networks (internets) connected to each
other, serving computers around the world with
information. Yet, do you think this is a satisfying
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really explain what the Internet is, how it is used, and the role it plays in our lives?
Or 15 there more to it? 1f you found this definition unsatisfying, then we agree with
you—it seems to explain the mechanics of the Internet as being something that
connects, but it fails to really explain what those connections are, why they exist,
and how they are used. We will take a somewhat roundabout way to answer this
question more completely, but first we start by considering another question.

Who Runs the Internet?

In The Spider and the Starfish, authors Ori Brafman and Rod Beckstrom {2006)
recount a story from a man named Dave Garrison who was the CEO of Netcom,
an Internet service provider similar to AOL, in 1995, Garrison was trying to get
start-up capital from a group of French investors to help grow his nascent Internet
company, but the investors wanted to know who the president of the Internet was
before they would consider the proposal. That is, the French investors wanted to
know who was ultimately in charge of the Internet so that they could more care-
fully consider the investment opportunity, just as an investor in a restaurant busi-
ness might want to know who is responsible for managing the supply chain of food
and drink necessary to keep the business stocked from night to night. Flummoxed,
Garrison tried to explain that there was no president of the Internet—that there
was no one person of entity in charge of managing networked information. The
investors seemed stunned by this and continued to ask questions about who made
content decisions, logistic decisions, and other decisions to manage the Internet. In
response, Garrison kept insisting that there was no president, and the investors in
turn insisted that something must be getting lost in translation. Finally, realizing
that they were not going to invest without having this question answered to their
liking, Garrison simply told the investors that he was the president of the Internet.
He then got his money.

Why were the French investors so stunned by the idea that there was no
president of the Internet? Because they did not understand a simple yet funda-
mental core of how the Internet operates: the Internet is a decentralized organiza-
tion (see MC in Action: The Law of Decentralization). It does not operate in the
top-down, unidirectional manner that most traditional organizations operate, but
rather it is largely controlled and managed by the very users themselves. Justasa
starfish can live, grow, and survive when severely damaged in part because of its
decentralized brain and other vital organs, the decentralized organization can live,
grow, and survive because there is no one part of the system that is more or less
important than any other—all are equally vital and located within the network, not
at the center of it. Moreover, when some parts of the organization fail, other parts
can split up the failing bits and support them until they come back online—just as
a starfish can take pressure off of damaged parts until they are able to grow and
take back responsibilities. As users, we might argue that a piece of the distributed
“brain” of the Internet is within each of us as individuals, each time we log on and
use it.

So, we know of course that Garrison was not and is not the president of the
Internet, but who really does run the Internet? The answer might be apparent to
you now: You do (see MC in Action: Person of the Year). The Internet is a system

Decentralized
arganization A com-
pany ar arganizaiion in
which there 15 no one
main beader, president,
or operating officer.
Rather, the organiza-
tion's leadership 15
braken up in several
different parts of the
arganizaiion Msell

You The most impor-
tant thing for this
book; used this way it
refers to the idea that
users are in change

afl apen systems like
the Internet and thus
have the freedom and
responsibility for thedr
SLECEEE.
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According to The Spider and the Siarfish,
decentralized technologies have certain
principles

* When attacked, a decentralized orga-

nization tends to become even more
open and decentralized.

« It is easy to mistake starfish for
spiders.

= An open system does not have
central intellipence; the intelligence

is spread throughout the system.
= Open systems can easily mutate.
= The deceniralized system sneaks
up of Yo

MC IN ACTION

In 2006, Time magazine named you their
annual Person of the Year, an honor normally
reserved for individuals who have had sig-
nificant impact on world events. Past honorees
have ranged from Mahatma Gandhi (1930} to
Adolf Hitler (1938) and have included research
scientists, former U.S. presidents, poets, inves-
tors, and even the computer (1982). While the
magazine has not shied away from contro-
versial picks in past years (Hitler, along with

THe LaAw oF DECENTRALIZATION

* As industries become decentralized,
overall profits decrease.

= Put people into an open system and
they will automatically want
to contribute.

* When attacked, centralized organi-
zations tend to become even more
centralized.

Can you think of organizations that you
are a member of that might benefit from
a decentralized organizational  stric-
fure? Share your thoughts with us on
Facebook at  htips:www facebook com/
groups/234255823447372' or on  Twitter,
using the #MediaAsTools hashiag.

Person oF THE YEAR

honoring the Iranian Ayatollah Khomeini in
1979 in the wake of the lran—U.S. hostage cri-
sis in Tehran and the Endangered Earth in 1988
to raise awareness for environmental issues),
2006 marked the first time that the individual
reader—literally you—was honored as the
Person of the Year for your individual con-
tributions to the World Wide Web . . . a great
résumé builder for you for sure!

largely controlled by the individual users, and it is those individual users and their
collective actions that determine the direction of the Internet. This has become
especially true in the era of social media, as the Internet has expanded as a social
tool in which users can not only share bits of data and information with each other,
but they can also form relationships and engage each other’s thoughts, feelings,
and even behaviors in a persistent and networked space.
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MC IN ACTION

Considered by some to be one of the most
successful computer viruses to date,
ILOVEYOU was a computer worm (a virus
that crawls from networked computer to
computer without the need for an actual pro-
gram) that played on computer users’ roman-
tic sentiments. Masquerading as a love letter
sent via e-mail, once the user opened the
message a hidden infected their
computer, corrupted many system files, and
then automatically sent itself to the next fifiy

e-mail addresses stored in that user’s contact
file. Although it might sound strange that one
would open up a love letter on a work e-mail,
remember that many of these contacts would
have been personal acquaintances, and so it
would not have been too surprising for them
to send personal messages to each other.

It was estimated that in the 10 days following
its May 5, 2000 detection ILOVEYOU had

ILOVEYOU?

infected as many as 10 percent of the world’s
networked computers at the time, causing
nearly 59 billion in damages as companies
invested time and money to repair infected
computers. Fortunately, the virus itself was
rather harmless and was easy to repair—
many experts suggest that the virus' creator
merely wanted to see how many computers
he could get his program to “infect,” perhaps
to demonstrate to computer users the weak-
ness of their security protocols. Yet, such sto-
ries show us the potential danger of a truly
generative system and the power of the indi-
vidual user in the network.

Have you ever had a computer, tablet,
oF smartphone infected by a computer
virus? Share youwr thoughts with us on
Facebook at  https:dwww facebook.com/
groups/234255823447372) or on  Twitter,
using the #MediaAsTools hashiag.

The Internet as a Social Space

Giiven Garrison's story, we can ask another question: if our earlier definition of
the Internet—the more technically focused TCPHIP definition—is unsatisfying,
what is the Internet really? Or put another way given the focus of this book: what
is the function of the Internet as a communication tool? We would suggest that it
is a space, not a physical one but a virtual one, for people to connect and create,
and to do so socially. In other words, it is a tool that people use to accomplish their
communication goals.

Importantly, much of what today’s Internet looks like (and most likely, what
tomorrow’s Internet ends up looking like) was not necessarily planned. After all,
if the Internet is a decentralized organization, who would do the planning? How-
ever, as Harvard law professor Jonathan Zittrain (2008) points out, much of how
the Internet functions today is a result of a shared ethos—or code of ethics—held
by many of the technology's founding fathers and early users. He points out some
important features to note.

1. Generativity One hallmark of having the Internet set up in this way is
something called the generativity principle. This is the idea that users are
able to generate, or create, their own content (this is a good enough defini-
tion for our purposes). Thus, the system is a very open one, allowing users
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to both consume and create content. Typically, this is seen as a good idea,
because users often know what they want (and potentially, how to make it
happen) better than a central “president™ or organization does. However,
this freedom certainly leads to the potential for users to hurt the Internet
and its users by creating programs such as malware, spyware, and computer
viruses (see MC in Action: ILOVEYOUT).

. No control of behavior Designed in this open and distributed way, the sys-

tem 18 not set up to control the user’s behavior; it is designed to be free. In
fact, many have suggested that the Internet (especially in the earliest days)
was similar to the Wild West of 1800s. Just as many U.S. frontier towns
were ruled by the settlers, cowboys, and lawmen who inhabited them, the
only laws on the Internet are often the behavioral norms established by the
users themselves. Perhaps it makes sense then that those inhabiting these
new spaces—be it the U.S. frontier or the new Internet—would be in a
unique position to know how to best govern themselves. However, there
are consequences, likely positive and negative, of such a setup. On the one
hand, all users are free to innovate and customize the network to satisty
their needs; on the other hand, not everyone’s needs are for the greater
good-—such as the viruses and spyware mentioned previously.

. Simplicity The Internet was designed to operate in a fairly “simple™ man-

ner in that it was created largely without many restrictions or regulations,

and Zittrain points out two principles underlying this simplicity.

a. Procrastination principle First, many of the earliest founders sub-
scribed to the very simple notion that *if it ain't broke, don't fix it!”
. . . and even further “don’t try to fix it before it's broke.” By this, they
decided that instead of trying to foresee all potential problems with the
Internet and implement policy and procedures to intercept them, they
would leave the network(s) open and fix problems after they come up.
The logic was that if a system is left open, the users may come up with
better solutions to a problem than any one governing body, and you will
not choke off their creativity when things are not broken. A good example
of this in modern-day management practice would be the automotive
company General Motors, which in the 1980s implemented a series of
incentive programs to encourage lower-rank employees such as assembly-
line workers to suggest improvements in the manufacturing process that
would reduce costs. In many instances, workers recommended ways to
better assemble or organize factory floor plans to minimize downtime—
or time spent not actually manufacturing a vehicle.

b. Trust your neighbor principle As a generative system, the Internet is
only as functional as its users, which is perhaps one of the most remark-
able aspects of the technology. On one hand, the Internet should not work
at all. Think about how much trust this kind of open system requires in
order to work effectively! Barring few legal restrictions, users are given
near-infinite rein to create and generate content and programs for all
others to use, often with no real personal consequences (other than hav-
ing a “bad” Internet or a “good™ Internet, which might or might not be a
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concern for the average user) for the damage or enhancements done by
that content and those programs (although we might argue that this is also
true of all communication systems, including face-to-face). So, the Inter-
net only works to the extent that its users are willing and able to make it
work, and the founding fathers of the Internet believed that they could
rely on this, and this was the best setup, because again, this is what keeps
the system open. Remember, when “You” are in charge of the Internet,

it means “You™ are in charge of both its positives and negatives. This
requires you to be a lot more vigilant and critical in what and how you use
the Internet (see MC in Action: I Didn’t See the Sign!).

1
P
-

MC IN ACTION

I DioN'T See THE SiGn!

The many rules sirip us of the most important thing: the ability to be considerate.
We're losing our capacify for socially responsible behavior.

~Hans Monderman, in an interview with Der Spiegel.

How is it that removing limitations can
encourage pro-social and beneficial behav-
ior? In his book The Future of the fnternet,
Jonathan Zittrain wrote about an interest-
ing traffic experiment in the Duich town
of Drachten in the latter half of 2005. In an
attempt to increase traffic safety in the city
center, this town of 45,000 moved to remove
all road signs, markings, and even parking
space lines from the area—in a sense, the
town is now “verkeersbordvrij” (literally,
a Dutch phrase translating to “free from
road signs™).

Many who hear this story try to imagine
such a scenario in their own town or college
campus and cringe at the thought. However,
this experiment was a real-world test of
civil engineer Hans Monderman’s notion of
“shared spaces”™—a philosophy that argues
for the removal of restrictions so that indi-
viduals might actively pay more attention
to their surroundings rather than mindlessly
responding to “arbitrary™ restrictions and
rules. In a sense, we all have a desire to get
safely and quickly from Point A to Point B,

and in the absence of rules, we tend to self-
organize for the greater good (which inciden-
tally, serves our own goals as well). A good
example of this would be watching a group
of students trying to pour into an on-campus
concert or sporting event—many times the
hall or stadium designers will include small
design cues such as shrubs or different-
colored pavement bricks to guide students
safely and efficiently through a queue. That
15, it is not usually against the law to rush
through a line {although it might be against
social norms to do so), but the design of the
entryway often facilitates our organization
into lines.

The result? Traffic accidents were reduced
to a single incident within one year of
Monderman’s experiment. While there are
likely a number of different variables at play
here (e.g., people might be overcautious in
the beginning of such a new system), such
data speak to the possibility of people self-
organizing for the mutual benefit of the
system.
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Web 200 A tecm that
reflecis changes 1o a
maore callaborative
Internet, rafirred o
colloguially as “create
and collabosate

Web 1.0 A term that
refers 1o the earliest
funetions of the Inter-
nil as bedng a space for
posting information,
referred to colloguially
a3 “read and retrieve”

Marhs Short for
narralive bils: & term
cobned by Wake Foresi
Universily commiu-
nicatbon prafessor
Ananda Mitra that
refiers o “an item of
personal information
posted online, particu-
lardy as it contributes,
often uowillingly, to a
persanal narrative that
tndividual 13 creating
oiline”

Web 2.0

To capture changes in how the Internet functions today, technology author Tim
O’Reilly (2005) has suggested that we consider today’s network as Web 2.0 in
order to distinguish it from vesterday’s Web 1.0. Referencing myriad social media
platforms such as Wikipedia (in which individual users create and edit encyclope-
dia-style entries on subjects of their own choosing), Facebook (in which members
create and share narbs—or narrative bits (Mitra, 2010)—with one another in a
persistent, online social community), blogs {in which writers journal and report
citizen commentary on any number of issues), and YouTube (in which users pro-
duce and share video with others), ('Reilly argued that the digital media land-
scape was one that featured the users as the center of both media production and
consumption. In contrast to the “read and retrieve™ nature of Web 1.0 in which
users logged on to find static information more as a convenience, the “create and
collaborate™ nature of Web 2.0 features Internet users actively posting and sharing
new content in an interconnected space. Consider for example that over 300 mil-
lion pictures are uploaded by the over one billion daily Facebook users (over 1.5
billion people use Facebook at least monthly)—all massive numbers—and we see
that social media are no longer about reading content produced by some, but rather
produced by all {at least possibly by “all™).

Yet the term Web 2.0 is a controversial one, with some suggesting it is simply
a marketing ploy to “sell” us on the Internet’s usefulness and others suggesting
the distinction to be altogether meaningless. However, there do seem to be some
important differences between the so-called Web 1.0 and Web 2.0, even if these
differences may be more about usage than the technology itself, that is, the tech-
nology of the Internet has not really changed beyond its original scope, but the
way we use it certainly has. New media writer and consultant Clay Shirky (200%)
suggested that the many social tools now available allow for things to take place
today ( both online and offl ine, see MC in Action: | Stole a Sidekick!) that were not
possible before due to the sheer scope of possibilities allowed by these social tools.
This is a change in quantity that is so large that it looks like a gqualitative change.
Importantly for our discussion, Shirky further suggests that these tools do not
really change human motivations and goals, just how we are capable of achieving
these goals.

In defining Web 2.0, O'Reilly (2005) suggested seven core competencies that
best characterize his philosophy. These competencies fit nicely with the discussion
of how the Internet got to where it is today:

1. Services, not software This is sort of the idea of cloud computing—or
computer programs that are housed in central servers rather than individual
computer machines. (Facebook is a good example of this, as users do not
have to install a Facebook program but rather are able to access Facebook
by logging on through a Web browser)) Here the focus moves away from
selling software to individual users and more toward the concept of share-
ware and providing users with a platform to accomplish what they want
to do, in the manner in which they want to do it. An example of this is
meetup.com. Meetup.com is a platform for people to create groups online
with the express purpose of getting together to “meet up™ with each other
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| Stoe A Sipexick!

| got ball this is my address 108 20 37 av corona come
n do it | am give v the sidekick so | can hit you with it.

In his book Here Comes Everybody, Clay
Shirky discusses how a small rant on a per-
sonal blog about a stolen cellular phone dem-
onstrates perhaps one of the most important
aspects of Web 2.0—the ability of network
users to create and collaborate on their own
information.

In early June 2006, New York City resident
Evan Guttman had a friend Ivanna who mis-
placed her cellular phone (a £350 Motorola
Sidekick, an early smartphone with an
onboard camera; quite an expensive and
luxurious phone for the time) in the back of
a taxicab. After replacing her phone and in
the process of configuring her replacement,
Ivanna noticed pictures of a strange woman
on her account, including the woman and her
family, as well as her contact information. In
short, another woman (in fact, a 16-year-old
girl) had found Ivanna’s Sidekick and rather
than returning it to the taxicab company or
reporting it to the police, she started using
the phone as if it were her own.

Ivanna and Evan tried contacting the girl
to ask her to return the phone, and after she
ignored their requests, Evan took to social
media to seek help. Writing a short blog
about the phone and its new owner, he shared
his story with anyone who might be inter-
ested in reading it. Quickly, his Web page
was shared among other network users who
had similar experiences with losing their
phones, and they empathized with Ivanna’s
situation. Other network users began track-
ing the girl down, eventually finding the

~SashacristalB905

names of her family (including her brother,
a military policeman) and her home address
in Queens along with her MySpace and AOL
accounts. Within days, literally thousands
of people began offering Ivanna and Evan
legal and procedural advice (police officers
and lawyers, for example, offered pro bono
advice on filing property reports with the
local NYC borough police), while others
took to harassing young Sasha both at her
home and online, even resorting to driving
by her home and calling her a thief in public.

In the face of an increasingly escalating situ-
ation, police eventually arrested the girl and
charged her with possession of stolen prop-
erty (although it was never clear if this was
actually a theft, as Ivanna had indeed lost
the phone in the back of a taxicab and the
girl repeatedly suggested that she purchased
the phone from a sidewalk sale). As Sasha’s
mother put it in a New York Times interview,
“l never in my life thought a phone was
going to cause me so many problems.”

This story demonstrates perhaps one of the
most important principles of Web 2.0—
users create and collaborate on information
in order to drive action, both virtually and
in the real world. It also reaffirms the notion
that information flows through an increas-
ingly large and connected network, driving
us more and more toward the notion of the
“global village™ The technology allows for
this possibility, but you may ask yourself,
did Sasha get what she deserved here?

e oo recd e n:lliEind wearsian of Evan's |:||ng al |1|||:|:.-"'.-"mmh'.mmmhzlz.:nn‘-.ﬁlnlemi:leki:kfnligird.ﬂr
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MC IN ACTION

One way to think about the utility of a net-
work is to consider the number of unique
connections within that network. As far
back as the early 1980s, electrical engineer
Robert Metcalfe proposed that the poten-
tial value of a communication network
could be defined as the square of the num-
ber of connected users of the network, or n’
{with » representing each unique connec-
tion, not each individual user). For exam-
ple, a network with only one user would
have no value since there is no connection
between that user and any other, a network
with two users would have a value of one

Metcarre’s Law

{one unique connection), a network with five
users would have a value of 25 (25 poten-
tial connections between the five users of
that network), and a network of 500 users
would have a value of 250,000 (a quarter-
million potential connections between those
500 individual users. If we consider that as
of 2016 there were an estimated 1.59 billion
monthly active Facebook users, we might
estimate the value of the entire Facebook
network as having potentially 2.5281 quin-
tillion (2,528,100,000,000,000,000) unique
connections!

To se= 0 glnphi: al Mebealf's lewwe, wisil: Hb;.l",."mmiipc|:|i|:|.anfwiklfHEJuhl:and"mk-H{zcl.hg

face-to-face. Groups can be set up and searched for around pretty much
any organizing principle desired. Thus, rather than create the groups that
they thought might be important, the creators of this Web site let the users
decide what would be important characteristics for meeting up. Meetup.
com is the platform, and it gives the users the service of meeting up with
people with similar characteristics they themselves find important,

1. Control of data that get better with use In general, it might be argued
that the more people use something, the more useful that something gets.
Consider a pathway through a forest: the more people who choose to walk
the same path, the more worn down and clearly marked that path becomes
for future users. In terms of the Internet, let us consider Facebook. How
usetul would Facebook be if only one person was using the program or

if the users only logged on once or twice

a month to share information? (See MC in
Action: Metcalfe’s Law.) Google Maps is
another example of this process. While the
program is great as a traditional map, what
makes Google Maps different from other
maps you can purchase at a fuel station or
pick up at an interstate rest stop (besides
that it is digital) is that other users can tag
locations of interest to them. It offers the

s2is san tog loosfions of inferesl an a Google map
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possibility for users to find novel and useful
ways to incorporate Google Maps into what
they want to do, such as a user-created list of
interestingly shaped rocks or good places to



have a candlelight dinner or see certain species of florae or faunae. These
are often not particular functions that the developers of the application
thought of when originally designing the technologies, but they allowed for
the possibility that users would generate their own uses.

. Trusting users as co-developers Similar to the “trust your neighbor™
principle discussed previously, one aspect of Web 2.0 is that Web develop-
ers have to work with and trust the users to help co-develop and co-create
the technology. Consider a Web site like Wikipedia (www.wikipedia.org),
an open-source and open-access Web-based encyclopedia written by users
rather than by editors. For such a site to have credible information, the audi-
ence of users must contribute accurate information and correct the accuracy
of posted information. Indeed, Wikipedia works only if we as the users are
trustworthy, willing, and able participants in its creation.

. Harnessing collective intelligence Another aspect of Web 2.0 is that
co-creation and collaboration force us to accept that relying on the ideas of
the many can outweigh those of the few, and it also allows for the possibil-
ity that useful information can come from a variety of sources. This is the
basic idea behind the notion of “crowdsourcing.” As Shirky (2008) pointed
out, crowdsourcing makes sense in today’s new mediascape as we are now
able to get contributions from anyone who has them to offer regardless of
their social stature and regardless of how small each unigque contribution
may be, because the costs of creating, distributing, managing, and sharing
these ideas have been greatly reduced. Again, let us consider Wikipedia.
First, because of the open nature of the platform, any reader who might
know something about a particular subject—no matter how small—can
make a contribution. And when an individual adds false information to a
topic, we can (hopefully) rely on the collective intelligence of the group to
correct the inaccuracy, and it becomes increasingly likely it will be found
because so many people use the platform (similar to the second point, the
data get better as more people use them).

. Using the long tail In using the long tail, O'Reilly is referring to our abil-
ity to look to people on the fringes (often, people who have more special-
1zed knowledge about a topic) in order to get more specific, accurate, or
more complete ideas and information about any given topic. If we consider
again Wikipedia, we might suggest that although a research scientist study-
ing the human immunodeficiency virus (HIV) might know a great deal
about the biology of the virus itself and how it affects the human biologi-
cal system, an individual living with HIV might be able to tell us a small
bit about his or her experiences with the virus. This notion goes along

with harnessing collective intelligence, as in this example we can combine
the scientist’s and the individual’s experiences to provide us with a more
holistic view of HIV. Notably, using the long tail has become increasingly
simple as we see more and more Internet users creating their own informa-
tion, such as posting Facebook and Twitter updates on any number of topics
(see MC in Action: Google “Flu™).

. Non-device specific software Referring back to the notion of cloud com-

puting, O'Reilly argues that yet another key component of Web 2.0 is that
the many different software programs are not dependent on one particular
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Throughout history, influenza—commonly
referred to as the “flu"—has been a seasonal
plague, with no known cure. It infects three
to five million people annually, 500,000 of
which do not survive. Influenza is a virus
that often spreads rapidly during colder sea-
sons when people tend to congregate indoors
in large quantities. In response, many agen-
cies—such as the Centers for Disease Control
in the United States—often work to track
the flu and other illnesses so that they can
better prepare and protect the population
Add to this list of agencies Google. By track-
ing the prevalence of flu-related search terms,
Gioogle’s nonprofit sector (www.google.org)

GooocLe “Fw”

an interactive map that attempts to
track the potential spread and scope of the flu
by mapping individual Google users’ search
activity  (http2fwww.google org/flutrends/
usHUS). Of course, such data would need
to be interpreted with caution as it is just as
likely that people use more flu-related search
terms during so-called flu seasons, but it does
speak to the power of the long tail to inform
us about greater societal trends.

Have ever used Google Flu? Give it
a shot fespecially during influenza  sea-
son) and tell us about the experience, on
Facebook at  hitps:www facebook com/
groups/234255823447372/ or on Twitter, using
the #MediaAsTools hashiag.

device to be used. Considering Facebook, many users are able to log on to
their accounts through any number of devices—such as a desktop or laptop
computer, tablet computer, smartphone, or even an Oculus Rift.

7. Lightweight interfaces When we think about a lightweight interface, we
can think about how much cognitive effort is required to use the technology
as well as how many resources it requires in general (such as the physical
size of the device, energy consumption, and storage space). Let us consider
Apple’s iPad for a moment. What can you do with it? Pretty much every-
thing, as long as you have a network connection. How big is it? Most iPads
are not much larger than an average 80-page spiral-bound notebook and
weigh about the same, so you can take it anywhere. This increased mobility
allows for some pretty amazing things to occur—both virtually and physi-
cally, online and in real time. For example, consider the real time “from the
source” information that became available during the Arab Spring uprising
in Tunisia, Egypt, Libya, and Yemen in late 2010 and early 2011. While
these will be discussed in detail later in our text (Chapter 5), they each gave
us an example of individuals harnessing lightweight technologies to take
them into the battlefields and protest zones and share personal experiences
in real time and across a myriad of different technologies.

Taken as a whole, all of these concepts led us to propose two notions that we would
consider to be the main points of the Internet today, both the network in general
and perhaps even the notion of social media more specifically.
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1. The more Internet users—or “netizens”—there are, the better the
Internet can be for each user To reiterate what has been said previously,
the usefulness of the Internet to each user increases as more people spend
more effort on it. Remember, as the people who run the Internet, “You™ are
the ones who are in charge of how useful it is.

1. Socially creating channels and content As has been reinforced by
O’Reilly’s Web 2.0 notion (which we do not see as simply a marketing ploy
or empty statement), we are no longer simply passive consumers of media
but are active producers of content as well. However, this creation and col-
laboration 1s more than just creating our own isolated content, but rather we
are able to collaborate on things that we would have found remarkably dif-
ficult to work together on before, such as a holistic discussion of the biolog-
cal and social ramifications of HI'V via Wikipedia as described earlier. New
media have given so many of us possibilities of participation in the creative
and collaborative process; as Shirky and others point out, we tend to use it
to do things we already wanted to do, but maybe were unable to do.

In fact, when we think specifically about the Internet as a functional technol-
ogy, we are seeing some discussions about Web 3.0, referred to by many as “the
semantic Web.” If we consider that a Web 2.0 approach to the Internet suggests
potentially billions of users are adding and editing small bits of information on a
near-constant cycle in order to create and collaborate on collective information,
we can also consider that the sheer volume of this information might be over-
whelming to sort out and make sense of it. To this end, many programmers have
begun designing technologies to better gather, organize, and even predict patterns
in the big data generated by everyday users. Examples such as Google Flu show
us how such programs can be used for good, but semantic Web programs have
also given rise to concerns about data privacy—such as retail stores gathering
information about shoppers’ purchasing habits without the shoppers’ knowledge
and using those observed habits in their marketing efforts. Truly, the future of the
Internet will be deeply rooted in understanding the functions of the technology
moving forward.

In conclusion, it is important to remember that not only do you have a stake
in the success or failure of the Internet, but for all intents and purposes You are
the Internet. This is a great power you have, so use it wisely. As we all learned in
Amazing Fantasy #15, Spider-Man's Uncle Ben taught a very young Peter Parker
that “with great power, comes great responsibility.”

Key Terms

Intermet (pg 17)

TCHIP (pg 18)

Decentralized organization (pg 1Y)
You (pg 19)

Web 2.0 (pg 24)

Web 1.0 (pg 24)

MNarbs (pg 24)

Web 3.0 (pg 29)

Big data (pg 29)

Web 3.0 A teem ithat
refiers (o the manner
i which netwarked
technologies can

be programimed to
analyze large tremds in
1he nEagsive amounis
afl data provaded by
their ugers, raferred
to colloguially as “the
sermantic Web."

Big data A term that
refers to the large
quantities of informa-
tlion arganizations can
retrieve from Inteenet
users regarding thelr
usage paiterns and
preferences.
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CHAPTER = 3

Media as Tools

The Early Adopter’s Dream Technology

It was hard to believe. A fully portable, shareable resource, which would
radically alter the way we think, work, and live. The early adopiers, indeed,
would be so vastly empowered that there were great fears in the land con-
cerning fairness, access, and equality. Subject to local profocol matches,
groups of users could cheaply share information and coordinate activities
across vast disconnections in space and time. Totally human-centered, delib-
erately maiched to the strengths and weaknesses of our biological brains,
able ta evolve and alter to become easier to learn and deploy, the new piece
of kit was, in fact, so simple that even a child could use it! Yet it would allow
us to learn quicker, to grasp concepis otherwise beyond our reach. And—
wonder of wonders—it would allow us to begin actively to think about our
own thoughts and problem-solving strategies. As a result, it would invite us
to systematically and repeatedly build better worlds to think in.

Many feared the new resource. They felt it was sure to encourage great
laziness and to stop people thinking for themselves. If yvou could just ask
someone for the answer, who would bother to learn anything? In the pres-
ence af such potent resources, wouldn't our "real” memories simply wither
away? Where would it all lead? Might we not turn into a race of lazy, desen-
sitized “post-humans "—hybrids who had traded flesh and spirit for artifice,
abstraction. And power?

Chopter 3: Media as Tools
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The above excerpt 1s taken from Andy Clark’s (2003) book Natural Born
Cyborgs (p. 80). What technology do you think Clark 1s referring to? Per-
haps the Internet? The personal computer? Or maybe we go all the way back
to the telegraph, or even the printing press? Actually, this story 13 about
the development of language. Surprised? Our guess 1s that you may have
expected the story to end with a discussion of a different communication
technology, perhaps Facebook or Twitter. Instead, Clark makes the case that
language—which 1s likely not something that we immediately think of as a
technology—was a disruptive technology with great power, and that many
feared it. In this way, it seems very much like many newer technologies that
people have discussed being afraid of—such as oversharing using social
media. However, it 15 our hope that throughout this chapter that you wall
come to see communication technologies (media) as tools we can use to
accomphish our goals—they are neither inherently good nor bad for us. Of
course, this doesn’t necessanly mean all goals are good or that all types of
usage are productive.

Consider the following questions:

* What are some of the central debates concerning the relationship between
people and machines?

= What do we mean when we say that we use media as a tool?
* How is this different than how we used to look at media?

* Why are uses and gratifications especially important when we are examin-
ing MC?

= Are we inclined to think about MC using the assumptions we use in face-
to-face exchanges?

If you are reading this book, you probably realize that technology changes very
fast. As a college student, you probably remember a time before Facebook existed,
and if you are a bit older (such as the authors of this text), you may even remember
a time before the Internet was a mainsiream technology, or perhaps, before it was
a technology available to the public at all. Yet, it is pretty amazing (at least, to us)
to take a step back and think about how fast some of these technological changes
have occurred. As recently as 1995, mainstream magazines such as Newsweek
were covering the Internet with great skepticism, suggesting it would never be “a
mainstream thing” (see MC in Action: The Internet? Bah!).

Yet, here we sit little more than 20 years later, and the Internet has evolved
into a technology that continues to impact so many people’s lives on a daily basis
whether they realize it or not.

So, what happened? How was Newsweek s estimation so far off? Certainly,
they were not the only skeptics of the new technology, vet their published com-
mentary in 1995 has been almost categorically refuted in practice, even if similar
criticisms often still remain. Futurist Ray Kurzweil (2005) offers a possible expla-
nation in his Law of Accelerating Returns, suggesting that technological change
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happens exponentially rather than linearly. As a result we often overestimate early
benefits and underestimate long-term impacts. This occurs because technology
builds upon itself. New inventions in one realm allow for newer inventions in other
areas that would not have been possible previously (see MC in Action: Law of
Accelerating Returns). So the ability to have new inventions in the future is greatly
sped up by things that are invented now. Most people see technological change as
a straight line; they see a current rate of change and assume that it will continue to
be the same in 5, 10, 50 years, and so on. Instead, the exponential growth means
that change will likely occur even faster during the next 5 years than it has in the
previous 5 years.

-_‘l.
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MC IN ACTION
THe INTERNET? BaH!

Do our computer pundifs lack all common sense? The fruih is no
online database will replace your daily newspaper, no CD-ROM can
take the place of a competent teacher and no computer network will

change the way government works.

In February 1995, an article published in
the popular news magazine Newsweek
suggested that the emerging Internet tech-
nology was more of a faddish interest of
computer technicians than an actual social
force. The author of the article lamented that

technology could never replace “human con-
tact” and that networked information was
too clunky and cumbersome for the average
person to be able to use without frustration.
What do you think?

D ly v Skt lersiock com

The Inteiret hos evohed info o echnology fal conlinues ko impoct 5o
mamy people’s lives on a daily basis—whelher they realize it or not.

The original article has been reproduced
from its original print version (ironically
enpugh) at: http:fwww.thedailybeast.com/
newsweek/1995/02/26/the-internet-bah himl

Looking at the state of mediated technol-
ogy today, tell us—do you think technology

has been able to replace or impact {a) news
media, (B) education, or {c) interpersonal
relationships? Share your thoughts with us
on Facebook at htips:www. facebook.com/
groups/234255823447372 or on  Twitter,
using the #MediaAsTools hashtag.
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MC IN ACTION

Author and futurist Ray Kurzweil has sug-
gested that one way in which technological
innovation is often misunderstood has to do
with the linear manner in which we assume
the world operates. In this, Kurzweil sug-
gests that many individuals tend to over-
estimate the immediate and short-term
influences of a technology (leading to dis-
appointment and rejection of many innova-
tions) and they also tend to underestimate
the lasting and long-term influence (leading
to rejection of older technologies that are in
fact still quite relevant).

We might apply Kurzweil’s law to under-
stand the evolution of Facebook and de-evo-
lution of MySpace. Today, Facebook and its
one billion plus daily users has supplanted
MySpace and its shrinking user base as the
“go to” social media platform, which tends to
lead many to discuss how Facebook “won”
and MySpace “lost™ the social media battle,
to the point where many of you reading this
might not even remember MySpace that
well. However, re-examining the evolution
of both programs reveals a logic completely
in line with Kurzweil's thinking. Launched
in 2003, MySpace is considered by many to
be one of the first large-scale, open-access
social media platforms in the world and
enjoyed early success as a novel approach
to the Internet—for the first ime, Web users
could own (for free) a personal and persis-
tent presence on the Internet without hav-
ing to learn any computer programming

Law ofF AcceLerATING RETURNS

language. From their 2003 launch, the plat-
form swelled to over 100 million unique
visitors in 2006 before declining in the face
of a new platform: Facebook. Indeed, the
potential “death knell” for MySpace came
when the Facebook platform expanded
from a college-only audience to consider
anyone over the age of 13 (the same audi-
ence as MySpace). As Facebook eventually
swelled to its over one billion daily active
user accounts, the MySpace platform con-
tinued to shrink down to only a few million
active users.

So, was MySpace a failure, and did Facebook
“kill” #t? Kurzweil might argue that if not
for the invention and widespread adoption
of MySpace as the first mainsiream social
media platform, there would never have been
a Facebook. After all, prior to MySpace,
the notion of having a personal profile on a
persistent network space was more or less a
toreign idea, reserved largely for a small seg-
ment of computer-savvy individuals build-
ing Angelfire pages (a web hosting service
in the 1990s) or posting comments in bulletin
boards. In other words, it took a MySpace to
iniroduce consumers to the notion of social
networks, and only then was another com-
pany {Facebook) able to improve on the origi-
nal technology to make it more desirable to
users. Think, what were the main differences
between your MySpace and Facebook pages?
And what might be the next social medium to
challenge Facebook’s user count?

Kuzweils complele aisay aboul the Law ol Aocelemaling Ralums con be accessad al: hifg: 5w orzweailai nel
the:krw-cfaccelemling-ralurns.

Exponential curves are those that appear as (nearly) straight horizontal lines
for a long period (suggesting a stable period of innovation) and then quickly spike
up in a nearly vertical line when they reach a critical point (suggesting a time of
great innovation and rapid change). Communication technologies can be seen as
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such a curve, based on this notion of accelerating returns. For most of human his-
tory, new inventions in communication occurred very rarely—for example, the
time gap in innovation from writing to printing is estimated to have been as much
as 4,000 years. With the arrival of mass media, however, these innovations came
more and more frequently, such as the rather short 18-year gap between the first
radio broadcast (an experimental transmission from the Metropolitan Opera in
New York City on January 13, 1910) and the first regularly scheduled live televi-
sion broadcast (images of windup toys and faces in motion, also originating in
New York City on August 14, 1928). In general, media innovations came more and
more frequently, and in recent years, technological change has begun to explode.
In fact, some might argue that we are currently in the bend, or elbow, of the curve,
where it has just started moving from a horizontal line to a vertical line. Consider
that in today’s media scene we can measure the distance between the introduction
of MySpace (2003) and Facebook (2004) in a matter of months and describe and
explain the growth of one technology to another in these terms. For a more dra-
matic example, consider that Google's social network Google Plus took only one
month to reach 25 million unique users, while Twitter and Facebook needed nearly
36 months to accomplish the same user base benchmark.

What does this mean for the study of MC? First, it means that we are likely
to see rapid growth in communication technologies in the near (and distant) future,
perhaps even faster growth than we have seen in the last decade (if we truly are in
the “bend” of the communication technology innovation curve). Second, because
we perceive an exponential trend as a linear one, we are likely to overestimate
what may happen with a technology in the short term but also underestimate
the changes that come in the long term; of course, with accelerating returns the
amount of time that is considered long term gets shorter and shorter as well. Third,
and perhaps most importantly, this rapid change means that you as a user of com-
munication technology will need to stay on top of these changes. You will likely
need to have frequent and constant re-education about the latest advances to stay
competitive in job markets and social situations alike; that is, you will need to
adapt to a quickly shifting technology scene if yvou wish to meet your communica-
tion goals both today and tomorrow.

These incredibly fast changes in the technology itself can be difficult to stay
on top of and that may only get harder as they speed up. Yet, it is also important to
focus on what does not change as much—that is, the user and their goals. This is
why this book takes the approach that it does. Do not forget that while technology
changes at a faster and faster pace, people (in general) do not.

Natural-Born Cyborgs

There are many approaches and debates as to the relationship between people and
technology. For example, technological determinism focuses on how technology
changes people (e.g., Ellul, 1954). This approach tends to focus on the effects that
technologies have on users and suggests that technology determines and shapes
what people do with it and, eventually, society itself. An example of this approach
might be an argument that the printing press led to the spread of literacy by mak-
ing printed materials more available to individuals and thus introduced them to

Exponential curves A

term describing a

patiern of technol-
agy adoption where
thi number of people
uaing the technoloey
suddenly spikes at a
given historic momenl

Technological detes-
minism A perspective
that suggests that tech-
aolagy dives soclety

anad culiure.
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l|.'l:|.'|:|1l.1|l.15:|.' and SoCwlly
shape each other.
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In Netwral-Born Cyborgs, Clark talks about the
imvention of the wristwatch—and by extension,
the notion of time itself—as a prime example
of technology making us more rather than less
human. Consider that in the modermn era, we use
time as a metric to organize, plan, and moti-
vate our activities across an entire day, month,
or even year (indeed, the very notions of days,
months, and years are themselves inventions
of the very concept of time). Prior to time as
a “thing” early humans would organize their
lives around their ability to hunt during the day
and sleep at night, and they would make infer-
ences about different climates based on obvious
changes in air temperature over long periods.
Yet, they did not schedule appointments around
hunting, gathering, eating, and sleeping. These
“day-to-day™ activities were largely at the whim
of impulse and opportunity—early humans
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the written word. An alternate approach is that of social shaping of technology
{S5T). According to this approach, technology and society develop together, with
each shaping the other (e.g., Williams & Edge, 1996). Referring to the print-
ing press again, a 88T approach might argue that the printing press grew from
a greater societal need to have access to knowledpe and printed words and that

as people began to desire this common goal,
printing technology was developed to meet
public demand.

Perhaps consistent with this notion,
according to Rogers (2003), technology
tends to have two components: a hardware
aspect and a software aspect. The hardware
is the physical tool, whereas the software is
the information of the tool. The hardware
component is what we often think of when
we think of technology, but the software
piece is extremely important to remember

The prinling press led ko the spreod of lileracy by moking prinked and consider.
malerials mane avalable,
-+
MC IN ACTION
Whar Time Is h?

hunted when they saw prey and slept when they
were fired.

Fast forward to today, when we have set defined
periods for breakfast (mornings, for sake of
arpument we will say £:00 am), lunch (noon),
and dinner (6:00 pad, although these meal times
might not match up well with your daily habits).
Having such a set schedule allows us to plan the
rest of our work and sleep schedule so that we
can arrange an efficient and productive daily
roting, coordinating time for college courses
as well as a vibrant social life. In fact, Clark
would argue that this reliance on time is part of
our cyborg nature: a biological species that has
integrated an artificial (that is, not biological or
natural to us) tool into our lives in order to help
us live. How do you think your life on campus
wotld change if there was no concept of time?



Technologies can also be re-invented, although some are hard/impossible to
re-invent. Reinvention is the “degree to which an innovation is changed or mod-
ified by a user in the process of adoption and implementation™ (Rogers, 2003,
p. 17). A technology tends to diffuse more quickly when it can be re-invented.
Perhaps this is one reason for the rapid diffusion of social media such as Face-
book. Although the notion of affordances would suggest that a technology can-
not be used for everything and might force/inspire some uses of the technology,
Facebook is also a technology that has allowed for a great amount of re-invention
as well. So, technologies tend to privilege some uses over others, but users can
come up with new uses for many technologies. For example, a hammer is designed
mostly to drive nails into wood and aid in the process of building things. How-
ever, a user could re-invent that hammer and use it as a weapon. The nature of the
hammer does not allow for all re-inventions, as it would not allow a person to fly,
for example. Communication technologies seem the same: Many allow for a great
deal of re-invention (and even promote it); however, that re-invention possibility is
likely bound to the affordances of the technology, both the hardware and software
aspects.

Still another approach comes from Natwral-Born Cyvborgs, in which Clark
{2003) suggested that the distinction between technology and person is not nearly
as clear as might be assumed; in fact, Clark suggests that it is our use of tools
that makes us more rather than less human (see MC in Action: What Time Is It7).
This is different from many other approaches, which note the dehumanizing effect
of technology, with technology being something that separates us from our own
humanity. However, recall from earlier in our text (Chapter 2) that we consider
technology as a tool, and tools are merely devices used to accomplish goals—they
have no objective value attached to them. Consider further that communication is
a goal-driven pursuit, and you can begin to see how Clark’s notions on technology
might be extended to explain communication technology. In this way, commumni-
cation technology is a tool that allows us to do the very things that make us human,
such as share social information, form relationships, attempt to persuade others,
and entertain ourselves and each other.

Thus, according to Clark, not only is technology not the antithesis of human-
ity, but the use of techrology and other tools are our natural state. Our brains are
wired to be cybernetic in that we are programmed to use tools as part of our daily
lives; in essence, we are all “cyborgs.” This does not necessarily mean that we
are cyborgs in terms of the popular depiction of artificial metallic parts implanted
into a human host, Terminator-style (although it could), but it does means that we
extend ourselves through our tool usage, whether that tool is a hammer, a book, a
wristwatch, or a Twitter account.

One way in which our brains are wired to be cyborgs is due to their inherent
“plasticity”—their ability to physically change and adapt. The neural pathways,
neurons, and nerve synapses in the brain can all be reworked, and probably with
greater ease than was once thought. This plasticity allows us to deal with changes
and utilize things that other species cannot (such as tools). One demonstration of
this plasticity offered by Clark is to sit at your desk and place your left hand under
the desktop. Have someone else tap on the top of the desk with one hand while
tapping your left hand with their other hand. Do this long enough and vour body
will start to associate hitting the desk with the feeling. Now, have that other person
hit the desk with a hammer, and see what happens.
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Transparent fech-
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that have becosms so
integrated, of seam-
less, inlo one's use
that they are oo longer
nixiced of recognized.
An example of one for
mast people 15 the use
of werbal language.
Opagque technobogies
Technalogies that are
still poticed during
Lhelr use.

This plasticity allows us to use our tools, and especially our communication
tools, to extend our minds. Because our brains are changeable, we can use tools to
overcome the limitations of our biological brains. And interestingly, it seems that
we always have. For example, the ability to speak allows us to do many things we
otherwise would not be able to do. The written word allowed us to write things
down so we did not have to remember them, freeing up brain space to do other
things. Consider taking notes in a class. Why do you do it? So you do not have to
remember everything at all times, but can instead “extend” your memory out into
this medium and free up brain space to do other things (at least until it is time to
study and recall things for an exam or other assignment). We also use other media
(be it television, video games, or the Internet) to do the same thing.

Given enough time and usage (and given an intuitive design), technologies
can become seamless to the point where they are no longer registered by users
as technologies and instead seem like a part of the “natural” human perceptual
system. A common example of this might be verbal communication. The ability
to communicate using languape has not always been a part of the human experi-
ence, as early humans communicated only through the use of nonverbal signs
and symbaols, if at all. Over the course of our earliest evolution, humans began to
experiment (in the loosest interpretation of that phrase) with different grunts and
noises that came to represent different thoughts and feelings—recall our definition
of communication as the act of stimulating meaning in the mind of another. As
these early utterances developed and as human physiology developed along with
them—{for example, as the structures of the diaphragm, esophagus, larynx, lips,
palate, tongue, and vocal pipe changed to be more conducive to producing a wider
range of noises—humans continued to refine and reinforce patterns of speech and
language to overcome the limitations of relying purely on nonverbal communica-
tion (such as the requirement of a clear line-of-sight in order to communicate).
Owver time, verbal communication became a “natural” mode of communication,
and today we rarely consider language to be anything other than a default mode
of human interaction. In this way, verbal communication would be what Clark
would consider a transparent technology. Transparent technologies are ones we do
not notice as we use them, as they seem almost intuitive and invisible in their use.

In contrast, opaque technologies are those that for whatever reason (be it
poor interface design, a lack of requisite skills, or a lack of experience on behalf
of the user), keep tripping the user up because they require constant and apparent
attention. Using the language example from earlier, we might consider the learn-
ing of a second language as a communication technology that starts off as decid-
edly opaque. One of this book’s authors lived in an older town in eastern Germany
for an extended period of time as part of a study abroad program, and he struggled
mightily with communicating in German throughout the trip. Although the lan-
guages share most of the same alphabet, the sentence structures, verb conjuga-
tions, and pronunciations are so different from the author’s native English that the
Germanic language seemed . . . well . . . foreign. Yet, with practice and patience
(and about 3 years of time), the author was able to become proficient in this new
language—this new tool for communicating his inner monologue to stimulate
meaning in the mind of German-speaking others effectively.
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Indeed, this story points out another important feature of Clark’s argu-
ments: what starts out as opaque can become transparent, and what is opague
to some people is transparent to others. For example, is the Internet opaque or
transparent? It is probably pretty transparent to most people reading this—one
can think of the common answer to tryving to solve a debate between friends as
“why don't we Google it?7” wherein we look up facts and information on Google
just as simply as checking a wristwatch for the time of day (another of Clark’s
transparent technology examples). Yet, consider how vyour parents or grand-
parents might interact with the Internet, or consider how somebody living in a
country without widespread computer access might feel about the transparency
{or opacity) of the Internet? Another interesting example to consider here might
be the use of emoji, Emoji are cartoon-like images, similar to emoticons (which
are instead made using buttons on your keyboard) and represent a sort of short-
hand language used in various forms of mediated communication (see MC in
Action: Emaoji: A New Language?). Like other languages, if you understand the
generally accepted meanings represented by the symbols, then emoji are very
transparent. If you don’t, like the authors here, then emoji are incredibly opaque.
The important consideration here is that, while interfaces can be designed to
encourage more or less transparency, the variable is every bit as psychological
as it is technical.

One of the best ways to think about extending our bodies and minds through
technology is by considering those things our brains are best at and those things
that our technology is best at. And in this way, also consider how we can use tools
as scaffolding for the brain. In fact, we use a whole lot of things to “prop up”
our brains. Some of those are simple internal tricks like mnemonics (you might
remember the popular Roy G. Biv mnemonic to remember the colors of the rain-
bow in order from dark to light: red, orange, yellow, green, blue, indigo, violet),
and others might be more external, like our media. We use written language and
printed books to write down a story so as to not forget it, and so we will be able to
tell that story to others in the same way that

Scalfolding Tools

that are used o bolster

recall and manage
relationahips.

we originally wrote it. In this way, we might
also think of communication technologies
such as Facebook as a form of scaffolding.
For example, we can use Facebook to help
us manage social connections with friends
(strong ties) as well as other acquaintances
and classmates (weak ties), and we can use
our smartphones to store phone numbers
so that we remember people’s names rather
than a seemingly random string of 10 digits
when we want to contact them. Such tech-
nologies can bring us closer together by
allowing us to focus on people rather than
data, if we choose to use them that way.

e use Faceibook lo help us manoge social corneclions with liends
ard cther aoquainlances

Chopter 3: Media as Tools

© Alemoy Boldis' Shultersieck, [nc

19

(Y



&
-
g

-

MC IN ACTION

EmMoJ: A NEW LANGUAGE?

Ermaoji was named the 2015 word of the vear by
Oxtord Dictionary (hitpe/blog oxforddictionar-
ies.com/2015/1/word-of-the-year-2015-emaoji/),
specifically the emop “face with tears of joy.”
ity of these symbols. In a statement about this
choice, the president of Oxford Dictionaries
said: “You can see how traditional alphabet
scripts have been struggling to meet the rapid-
fire, visually focused demands of 21* century
communication. It’s not surprising that a picto-
graphic script like emop has stepped in to fill
those gaps—it's flexible, immediate, and infuses
tone beautifully. As a result emoji are becoming
an increasingly rich form of communication,
one that transcends linguistic borders.™ hitpe!f
blogs wsj.com/personal-technology 201 5/11/16/
oxford-dictionaries-word-of-the-vear-emoji/

In many ways then, we can say that we are our tools

A very comprehensive list of emoji can be found
here: hitp:femofipedia.org/

Which of these, if any, do you recognize? Which
do you use frequently? How do you come to
make complete “sentences” or thoughts using
Just a few of these symbols? Have you ever had
a misunderstanding with someone through the
use of emoji? These are all important questions
that get at the underlying “language™ nature of
emoji, and also help demonstrate the notions of
opaqueness and transparency.

What are some of your favorite for most
hated) emofi? Share your thoughis with us
on Facebook af https:dewwfacebook.com/
groups/234255823447372 or on Twitter, using
the #MediaAsTools hashiag.

the scaffolding of our

Uses and gratifications
theary A approach
Lis Uher stuedy ol corm-
tranication media that
facuzes on what people
div weith reedia, rather
than what media does

Lo prizorple.

brains with our technology—working together to create who we are (as has beena
theme in this book), for better and for worse. To state clearly, it is our approach that
the tools themselves are not inherently “bad” or “good,” but rather they allow us to
do things that might be characterized as “bad” or “good.” The tool may increase
our ability to accomplish the goals that we want to accomplish, including many
that might have previously been incredibly difficult, if not completely impossible.
In the end, it comes down to the people using the tool. Thus, the best combination
of our cybernetic selves—we being natural-born cyborgs to borrow Clark’s meta-
phor—is for us to use our physical selves and brains for what they are best able to
accomplish and use our tools for what they are best able to accomplish.

Using Our Tools

As alluded to earlier in this chapter, different theories of media focus on the rela-
tion between media and people. Many of these theories discuss what media do to
us and how we are affected by the media that we use. However, a theory called
uses and gratifications theory (U&G: Rubin, 2009) focuses more on what we do
with media. Borrowing from sociologists Katz, Blumler, and Gurevich (1974), the
UG model can be broken down as follows:
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. The social and psychological origins of As can be expected, there are
many things in our environment that likely impact what we want to do at
any given moment. Some of these include ourselves (physical and mental
characteristics that make us each who we are) and our society (the people
and traditions around us that inform our thoughts, actions, and behaviors).

. Needs, which generate Who we are individually creates unique needs for
each of us. Some of them are simply because we are human (for example,
all of us have to eat and rest in order to ensure our continued survival),
and some are more specific to each of us, such as an extroverted person
wanting to have a large circle of friends in order to satisfy the need for the
energy that comes from interacting with a lot of people (see MC in Action:
Maslow's Hierarchy of Needs).

. Expectations of Over time, and because of who we are, we develop expec-
tations about how we can satisfy our needs. Many of these expectations
come from watching others make media decisions for similar purposes
and witnessing the results of those decisions (such as choosing to watch a
somber movie and crying afterwards), and others come from our own past
experiences with the same media products. Many of these expectations
come from a trial and error process, where we end up seeing what products
are able to gratify our needs. If it is has worked for us in past, we are likely
to assume that it will work for us again in the future.

. The mass media or other sources, which lead to As can be perhaps inferred
by the general focus of this chapter and book, there are a great many things in
our environment that can be used to accomplish our goals. Yet, we might argue
that mediated communication (recall our discussion of that labeling in Chapter
1} is a particularly malleable part of our environments; that is, we have a good
amount of control about the media tools we choose to use. An example of this
might be watching an individual try to cope with a bad day at work. While this
person could certainly choose to quit their job and no longer expose themselves
to the source of their frustration, this would likely not be an easy choice to
make. It might be easier (and more reasonable) for this person to instead choose
to watch their favorite sitcom on television or play a video game for a few hours
in order to distract them from the source of their frustration (see Chapter 13
Indeed, this goal-oriented use of media is the focal point of this book.

. Differential patterns of media exposure (or engagement in other activi-
ties), resulting in Based on our needs and what we expect will be able to sat-
isfy those needs, we purposefully select the tools that we think will work best
o, at least, the best tools that are available to us. This pattern of exposure will
vary depending on the needs and expectations associated with them.

. Needs gratifications and One likely result of using a media channel to satisfy
aneed is that the need 15 gratified; that s, there is an effective match between
gratification sought (expectations) and gratification obtained (results) by the user.
In such a case, an individual is far more likely to choose the same channel in the
future to satisfy the same need, and this feeds back into the expectations around
what behaviors are likely to lead to gratficanions. However, it can also be the
case that gratifications sought do not match up with gratifications obtained, and
in such situations, we will likely not repeat the choice in the future.
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From College & Cameer Success, Sth Edition by Marsha Fralick. Coppright & 2011 by Kenddl Hurt Publishing Comparmy. Reprinted

MC IN ACTION

One of the most popular discussions of human
needs is that proposed in 1943 by developmental
psvchologist Abraham Maslow. In his “theory
of human motivation™ Maslow was among the
first psychologists to suggest that human action
is driven in large part by a need to feel self-actu-
alized, that is, to feel as if we are maximizing

MasLow’s HieracrcHY ofF NEEDS

our potential as individual humans. Such an
approach was part of an emerging positive psy-
chology movement that argued that humans are
intrinsically motivated beings (they could be
generally happy and satisfied without external
gratification) but only afier satisfying a number
of basic psychological needs, including:

by permission.

42

1. Physiological needs, such as eating,
sleeping, and procreation
1. Safety needs, such as having employ-

ment and shelter in order to ensure that

their physiological needs are met on a
consistent basis

3. Love and belonging needs, such as
having healthy friendships and family
connections

4. Esteem needs, such as a sense of con-
fidence and accomplishment as well as

the respect of others
5. Self-actualization needs, which

represent the highest levels of human
motivation such as creativity and

spontaneity

7. Other consequences, perhaps mostly unintended ones Beyond a matching
of expectations and effects, we might also consider the unintended resulis
of usage that might also affect the individual user. For example, one might
seek out a profanity-laden metal song in order to get over a fight with a boy-
friend or girlfriend, but in doing so, one might also drive one’s car faster and
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become more hostile toward other people in the room. While the song did an
excellent job of helping the person get over their romantic fight, it also has
caused this person to become abnormally aggressive.

Face to Face: Standard?

As we close our discussion of media as a tool for communication, we should point
out a final debate in the field of MC. As suggested by cognitive scientists Jim Hol-
lan and Scott Stornetta (1992), it seems to be the case that many people hold face-
to-face (FtF) communication up as a sort of “gold standard” of communication,
especially for interpersonal interactions. Such an assumption might make sense,
as we have been using face-to-face interaction as the norm for communication
throughout most of our social evolution. As such, our communication systems
are often designed in a manner to make them similar to FiE. A common point of
contention raised by these people is that there are few, if any, communication tech-
nologies that can communicate the same sort of nonverbal elements of a conversa-
tion that an interpersonal conversation can, and thus, there is something “missing”
or “lacking” from interpersonal computer-mediated communication. Technologies
such as the telephone can only relay spoken language (perhaps voice, as well as
tone and rate of speech), and text messaging can only relay textual information
{basic words and perhaps a few emoji to express basic emotions). However, such
a perspective limits how we think about mediated communication by confusing
social cues with communication functions, and it does not acknowledge that there
may be things that are accomplished even better online, even when we are discuss-
ing interpersonal communication.

As alluded to in the introduction of this textbook, notable computer-medi-
ated communication scholars Joseph Walther and Art Ramirez Jr. (2009) have
recently pointed out another important idea in the study of computer-mediated
communication. In what we will dub their “functional” approach, they suggest
that advancement in the field of commuter-mediated communication research is
more likely to come by consideration of theoretically relevant, general character-
istics of communication channels rather than simply comparing each new channel
to FtF {or in comparing each new channel to the ones that it purports to replace).
In this functional approach, Walther and Ramirez suggest that it is more important
to focus attention on the why and how we use technologies for various functions,
rather than looking only at the channels being used. We would argue that this
approach is useful for considering all forms of mediated communication as well.

To summarize this section of the book and to lead into the next chapters,
there are three takeaway points to consider in the study of MC.

1. Media matters to people (it is real life). Often, we hear debates between
students and working professionals alike that suggest (to paraphrase) that
“Facebook is just a stupid program™ and “that sort of thing only happens
on Twitter,” and in response, we are quick to remind these individuals that
there is no inherent functional difference between our virtual and offline
lives. The information, relationships, persuasion strategies, and entertain-
ment media that we consume is made of the world and has real-world con-
sequences, and we use them with real-world goals in mind.

Funetional

approach The basic
approach that this
book takes to technoel-
agy. It suggests that
technalogy 14 best
underatiood through
the basic communica-
tion funetions it helps

prople to accomplizsh

Chopter 3: Medio as Tools 43

()



2, Media are a tool, and they are neither a “good” nor a “bad.” Here, we are

reminded of recent debates surrounding the usage of social media in the
workplace as a distraction or arguments that suggest violent video games to
be a cause of antizocial and hostile behavior in children. In both cazes, we
suggest that media tools do not have an inherent pro- or antisocial applica-
tion but rather are merely tools used to accomplish a goal. It is up to the
user, and perhaps to society at large, to determine whether or not these uses
are for the benefit or detriment to the personal, social, and public interests,

. FiF is not the gold standard. Just because we have grown accustomed to

using FtF communication as part of our daily interpersonal interactions,
this does not necessarily mean that FtF is a superior form of communica-
tion as compared to MC. In fact, there are many circumstances where FtF
interactions have been found to limit communication because they often
introduce (sometimes, unintentionally) many extra elements to a conversa-
tion that can be thought of in terms of the Shannon-Weaver model (see
Chapter 1) as noise in the communication process. We will address this
elsewhere, but suffice it to say that we do not subscribe to the belief that
FtF is by definition superior to MC for communication.

Key Terms

Exponential curves (pg 34)
Technological determinism (pg 35)
Social shaping of technology (pg 36)
Reinvention (pg 37)

Cyborgs (pg 37)

Plasticity (pg 37)

Transparent technologies (pg 38)
Opaque technologies (pg 35)
Scaffolding (pg 39)

Uses and gratifications theory (pg40)
Functional approach (pg 43)

References

Clark, A. (2003). Natural-born cyborgs. New York: Oxford University Press.
Ellul, J. (1954). The technological sociefy. New York: Alfred A. Knopt.

Hollan, J., & Stornetta, S. (1992). Beyond being there. Proceedings of the
ACM CHI'92 Conference on Computer-Human Interaction, 119-125.

Katz, E., Blumler, I, & Gurevitch, M. (1974). Utilization of mass com-
munication by the individual. In J. Blumler & E. Katz (Eds), The uses
of mass commmication: Current perspectives on gratifications research
(pp. 19-34). Beverly Hills, CA: Sage.

44  Chopter 3: Media as Tocls

()



Kurzweil, B. (2005). The singularity is near: When humans transcend biol-
ogy. New York: Penguin Books.

Maslow, A. H. (1943). A theory of human motivation. Psychological Review,
50, 370-396.

Rubin, A. M. (2009). Uses and gratifications perspective on media effects. In
1. Bryant and M. B. Oliver (Eds.). Media effecis: Advances in theory and
research, 3" ed., (pp. 165-184). New York: Routledge.

Rogers, E. M. (2003). Diffusion of innovations (5" ed.). New York: Free Press.

Walther, J. B, & Ramirez, A, Jr. (2009). New technologies and new directions
in online relating. In 5. W. Smith & 5. R. Wilson (Eds.), New directions
in interpersonal communication research (pp. 264-284). Newbury Park,
CA: Sage.

Williams, R., & Edge, D. (1996). The social shaping of technology. Research
Policy, 25, 865-899.

Chopter 3: Medio as Tools 45

()






Information Literacy
inthe Digital Age

Picture it. Southwest Connecticut, summer 1991, A voung man is trying fo

decide his future. He needs to decide where to apply to college and does

naot even know where to begin. No one in his immediate family has attended
college, and (except for a distant cousin) he plans on being the first person

in his extended family to pursue higher education—some of you might have

been in a similar position when deciding where to go to school as well. If will

prove to be an enormously important decision in the way his life will unfold.

Having just obtained his driver's license, he decides to put on his Bugle

Boy jeans, jump in his hatchback, and drive to the local shopping mall so

that he can visit his nearest major chain bookstore. Curled up in a corner of
the bookstore, he pines over stacks of college and university guides—giant

manuals that attempt to reduce the campus experiences at hundreds of
institutions down to a few pages. He looks for the books that contain infor-

mation about everything from SAT score ranges for incoming freshmen to

campus life, since he wants to make sure he is a good fit for a school before

even applying (after all, completing paper-and-pencil applications takes

a good deal of time and requires frequent trips to the posi affice). In the

end, he walks out of Waldenbooks with three giant college guides, each one

clocking in af over 1,000 pages and costing somewhere in the neighborhood
af 820 apiece. He lugs them back fo his car and refurns home, where he will

spend the next 3 months wading through page after page, eyes blurring as

he takes in data concerning admissions criteria, academic programs, cam-

pus life, location, costs, and extramural activities.
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Information literacy
The ability of &n
imdividual to apply
critical thinking skills
Lis propetly evaluate
information,

Maybe the way this guy researched different colleges and decided where
to apply seems a bitf foreign. It is our assumption that when yvou searched
for a college or university (perhaps the very college or university asking
vou ta read this paragraph), vou jumped online and visited the Web sites of
various institutions in which you had an interest and followed a series of
simple links to find the same information our guy found buried in his college
guides. By using nonlinear navigation—that is, reading through informa-
tion organized in terms of your specific topics and interests rather than
through a predetermined flow or structure—you were able to find the infor-
mation you needed quickly, instead of spending hours reading through the
complete profile of every school in which you were interested. You probably
did not even think of looking for a giant, print document containing this
information, and indeed you might even be a bit surprised to know that they
are still printed today (and they retail for as much as 825 each). Even if vou
wanted a large-format print document, you would likely be more inclined
to download it onto some kind of electronic device, such as your laptop or
e-reader.

The young man in the preceding story 13 one of the authors of this book
{we will not tell you which one). Although he likes to think that 1991 was not
all that long ago, he does recognmize that the ways that someone can research
colleges and institutions of higher learning has changed completely in the
last 20-plus years. Although the information necessary to make a good deci-
sion might be similar—that 1s, SAT scores and college living information
are still important to today's incoming freshman class—the ways in which
people acquire that information are radically different. This illustrates a few
of the fundamental tenets of information literacy and serves as a demon-
strabion of information literacy in the digital age. In a very brief peniod, the
ways that we acquire information have changed dramatically. This chapter
will discuss the concept of information hiteracy. It will then go on to discuss
the imphcations of information literacy in navigating our everyday hives, the
centrality of information hiteracy in the workplace, and the potential prob-
lems posed by a lack of information literacy.

Before we begin this chapter, think about these questions:

« What is information literacy, and why is it important?

* How do we become information literate?

* What skills are typically associated with information literacy?

= Why is information literacy so critical in the workplace?

+ What disadvantages would you face if you were less information literate?
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Information Literacy

Information literacy has been broadly defined as “the ability to recognize when
information is needed and to locate, evaluate, effectively use, and communicate
information in its various formats” (SUNY Council of Library Directors, 1997).
Information literacy advocate and education scholar Mike Eisenberg (2008) adds
that while many in academia and the workplace have become more computer liter-
ate over the past few decades, this does not necessarily translate into information
literacy, as there is a difference between knowing how the hardware operates and
knowing how to acquire the information necessary to make good decisions. As
the amount of information online continues to expand at an exponential rate, it
becomes more important to be information literate.

A number of conceptual models have been forwarded in terms of how we
ought to think about information literacy and how institutions of higher learn-
ing should train people in information literacy. The most widely used of these is
that forwarded by Eisenberg and Berkowitz (1990). The Eisenberg and Berkowitz
model, which they dub the “Big 6, offers us a means of understanding informa-
tion literacy as a process (see MC in Action: The Big Six). It begins with task
definition. In order to understand how to acquire information, you first must know
what it is that you are looking for and what the task you hope to accomplish looks
like. You also need to be able to identify the information that is necessary in
accomplishing this task. To return to our college search example, when you began
looking at schools vou probably determined that a number of key factors would be
important in your decision—such as cost, distance, academic reputation, campus
life, activities, and facilities. It may be the case that you figured this out from talk-
ing to friends, parents, or your guidance counselor, but in any case you needed to
know what you were looking for before you started looking for it. You would not
want to waste a lot of time looking at information that would not help you accom-
plish your goal, like reading all about economic policy in Moldova, if your goal
was to decide what college to attend.

The second stage in the “Big 6™ model involves the identification of sources.
Here is a place where the norms and expectations regarding information literacy
are in flux. At this stage, users identify all available sources of information and
make determinations regarding what information will work the best. Of course,
there are varying ways of defining what information 1s “best.” For relatively unim-
portant decisions, we may be happy with the information we can get the fastest.
For example, if we are trying to find a movie to watch tonight, a simple Google
search for “movies and show times” might reveal the options in your area, and the
first link might give you all vou need to know=—no need for further investigation.
On the other hand, if you were buying a car, running a search for “used cars” and
jumping on the first link would probably not be your best course of action. Inter-
estingly, with incredibly important decisions, like matters of life or death, speed
also plays a crucial role in the information we need. For example, if a bear is loose
on your college campus, you may want to know this, as well as other information
about it, as quickly as possible, and so you may not be able to take the time to
search through many sources.

This is consistent with what we know about information processing
from a persuasion standpoint too (see Chapter 11). With the exception of dire

Big & A six-stage

madel] of infarma-
tion literacy designed
by scholars o aid in
the problem-solving

process.
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MC IN ACTION

THe Bic Six
At www.bigb.com, Eisenberg and Berkowitz 5. Synthesis
define their approach to information Literacy 5.1 Organize information from
as “a six-stage model to help anyone solve multiple sources
problems or make decisions by using infor- 57 Present information
mation.” Their model is broken down as: 6. Evaluation
1. Task definition 6.1 Judge the result (effectiveness)
1.1 Define the problem 6.2 Judge the process (efficiency)

1.2 Identify the information needed
2. Information seeking strategies

Reviewing the arguments on thelr Web page,
what do vou think of their argumenis? Does

2.1 Determine all possible sources this seem like a usefil way of understanding

2.2 Select the best sources information literacy? What do vou think—if
3. Location and access anything—is missing or unclear from their
3.1 Locate sources approach? Please share your thoughts on
3.2 Find information within sources Facebook at  htips:fwww. facebook.com/
4. Use of Information groups/234255823447372 or on  Twilter,
4.1 Engage (e.g.. read, hear, view) using the #MediaAsTools hashtag.

4.2 Extract relevant information
Copyright & 1987 Bigt™ Michasl B. Eiserberg ord Rober E. Berkowilz.

Source credibility
Perceptbons of the
source of a bit aff
information as being
a believable one.

circumstances (like those mentioned above) we tend to devote more attention to
the things that are of higher consequence to us. When we care about the matter in
question we may turn to multiple sources and scrutinize the information. When
it is less important (a more common occurrence) speed may be of greater impor-
tance than detail or arguments.

This also raises the issue of source credibility, which is a central component
of this second stage. It is critical that information-literate individuals understand
the difference between statements of fact and statements of opinion and the per-
suasive intent of advertising and marketing (again see chapters 10 and 11). The
rise of the Internet has presented us with limitless sources of information, many
of which are completely unreliable and/or may have ulterior motives for provid-
ing information. We are bombarded with advertising, spam, blog posts, rants, and
attack pages every time we run a simple search. Learning how to sift through this
information and identify credible and useful information then becomes critical.
Always remember that it is YOU who are in control of the Internet, and so you
need to pay more attention and be more vigilant about understanding the veracity
of the information you utilize (consider again the verkeersbordvrij, Chapter 2).

Next come location and access. Information-literate users must be able to
find the sources that make the most sense to use and to locate the information they
need within those sources. Think back again to your college search. With a little
research, you probably found your way to your university’s home page. If you
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wished to find information on admissions standards, you probably knew (or could
figure out) that clicking on the link to “*Undergraduate Admissions™ {or words to
that effect) would lead you to this information. Likewise, “Financial Aid™ would
take yvou to information concerning finances, and “Sports and Recreation™ may
have taken you to information about on-campus activities. So you were able to find
a credible source and then extract the necessary information from that source for
YOUr pUEPOSES.

You may also have been able to locate sources of “non-official™ information
about your university. Take, for example, the social media feeds associated with
student organizations. The Twitter account associated with a student newspaper
may have given you an idea of campus life and the prevailing conversations and
debates on campus. Feeds from individual students with a significant number of
followers could give you an inside look into a day in the lite of a typical student. In
a multimedia world, location may include both official and unofficial sources, as
those with strong information literacy skills will understand that official sources
will present the best image possible of the organization. At the same time, oth-
ers outside might also have ulterior motives, such as intentionally presenting the
university or organization in the worst possible image—or some version of the
university that best fits their own personal goals.

This does, however, raise a sticky i1ssue that we will tackle: discrepancies in
access to information. It is impossible to extract the information you need from a
source if you cannot access it. It may even be the case that you know where to find
the information but cannot get to it. We will come back to this issue in a few pages.

Fourth, Berkowitz's model describes a skill set revolving around using the
information. This is subdivided into two components—first, people must know
how to physically engage in the material (read, listen, watch, search, etc). Think
about coming across a link to embedded video; vou would probably click on the
arrow in the middle of the page to begin video play, without giving it a second
thought. However, somebody from an area with limited Internet access might
stare at the screen wondering what it was that they were supposed to be reading
{this technology would then be opaque, rather than transparent, for that user; see
Chapter 3).

Second, information use includes extracting that which is relevant. At this
stage, we are working into a finer level of specificity than simply finding informa-
tion about our topic of interest—now we are looking for precisely the information
necessary to make the decisions at hand. For instance, universities have a habit
of burying the cost of twitwon at the bottom of the financials page; information
concerning financial aid can also be difficult to locate, as can the breakdown of
tuition, room and board, and fees. In determining the costs of vour university, you
likely had to sift through some important, but less central, information in order to
find it.

The Big 6 wentifies synthesis as the next step in the information literacy
process. At this stage, it is important to organize and present information from
multiple sources in order to arrive at a decision. It may be the case that you were
able to find and extract all of the information about your current university from
the university Web site—and that 1s great. But simply finding out about your
institution is not enough; you were comparing it to others in order to arrive at a
decision. You likely repeated this process numerous times in order to gather the
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information necessary to make comparisons. Furthermore, you likely did not rely
only on information from the official university Web pages, but also consulted
people you knew in college, especially at the colleges you were looking at, as well
as friends, teachers, parents, clergy, and whomever else you thought might be able
to weigh in on the decision. Verifying or reviewing information gleaned from a
mediated source through an interpersonal relationship is very commeon, as we tend
to believe that trusted others have our best interests at heart; decades of persuasion
research suggests that interpersonal connections are more trusted than those that
are purely mediated. Synthesis also involves the presentation of this information.
This presentation can be of a formal or informal nature. In the workplace, you may
be asked to research and present information about a certain product or organiza-
tion, and this would be done in a very formal manner, complete with you wearing
your nicest business attire. However, if vou are trying to make personal decisions,
you may need to make comparison lists in order to figure out what makes the most
sense as a course of action, and this would likely be much more informal, perhaps
written on the back of a napkin or envelope (like one of this book’s authors often
does). It could even constitute a mental checklist of pros and cons. In any case,
you are taking the information you uncover and distilling it down into a concise,
deliverable package, even if it is only meant for delivery to yourself.

Finally, the Big 6 model advocates an evaluation process during which indi-
viduals look back on what worked and what did not, both in terms of the process
and the result. This stage also hones and sharpens our information literacy skills.
By critically reflecting upon our own information seeking and acquisition, we can
figure out how to do things better the next time (similar to the uses and gratifica-
tions process discussed in Chapter 3). As we repeat similar information-related
tasks, they eventually become routinized. As bizarre as this probably seems to
you now, there was a time when you did not know how to navigate a Web page,
check your Facebook timeline, or post a tweet. Through trial, error, and self-
assessment, they became things you do so routinely that you do not actively think
about them (we might say they have become transparent; a term mentioned in an
earlier chapter). Notably, changes to our information-seeking routines are often
met with resistance, for exactly this reason. Everyone hates the new operating sys-
tem, micro blog layout, site design, feed algorithm, and so on until they get used to
finding what they need there. And then they do not.

Centrality of Information
Literacy in the Workplace

Without a doubt, information literacy plays a central role in the workplace. In
an increasingly media dependent, multinational economy, successtully navigating
large-scale information and communication resources across time and cultural
constrainis is an essential skill.

In recent years, scholars have turned their attention to the ways in which
information literacy can be conceptualized in the workplace. Bruce (1999) has
identified what she calls the “seven faces” of information literacy in the workplace.
The first of these—and perhaps most obvious—is the use of information technolo-

gies to stay informed and communicate with others in the workplace. For instance,
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in a corporate sefting people routinely use information systems to conduct busi-
ness and manage workflow, records systems to manage human resources and pay-
roll, and e-mail to communicate with both external and internal colleagues. The
successful navigation of these technologies therefore involves not just learning the
mechanical uses of the technology, but the placement of this technology within
a vocational and culitural context. There are certain norms on the job that dictate
how and when vou use these technologies and the specific tasks for which they
can be used.

Second, Bruce argues that knowing how to obtain information from appro-
priate sources constitutes another component of information literacy on the job,
not unlike the information strategies stage identified in the Big 6 model. Bruce
extends this model to go bevond information technologies and evaluate ideal
information sources in a broader, organizational sense. For example, although you
may be able to obtain necessary information about a project from online sources,
it is likely the case that there is necessary information that must be derived from
other sources as well. Someone in your organization likely has access to a budget,
and your boss may have very specific ideas from a strategic planning standpoint.
Understanding where (and sometimes who) to go for information, and that digital
resources may not be the ideal source, is key.

Next, is understanding information literacy as a process leading to a solu-
tion or “deliverable.” Bruce notes that given the variety of information resources
available within an organization, there may be different, equally effective solu-
tions derived from different sources. Depending on preferences, comfort with
colleagues, familiarity with different data sources, and position within the orga-
nization, different individuals may have different but equally effective ways of
accomplishing the same goals. Differences in these strategies sometimes cre-
ate inttial friction between colleagues, at least until results demonstrate their
effectiveness.

The fourth “face™ in this conceptualization is the control of information.
Since individuals within organizations may get data from a variety of sources, the
management of this information by individuals becomes critical. Keep in mind
that in an organizational context, much of the information that is to be exchanged
may be confidential, privileged, or at the very least managed by one individual.
Not everyone has access to all of the information, as one would have with an Inter-
net search for general information outside the workplace. Therefore, it is important
that those who are in charge of gatekeeping (controlling information flow, see
Chapter 5) information—electronically or otherwise—know how to release this
information and get it out to people. In a way, the gatekeeping of information in
a managerial context may actually be more important than the ability of others to
locate it.

Fifth, it is likely the case that information literacy in the workplace includes
the buildup of a personal knowledge repository that can be used to accomplish
tasks or to help others accomplish theirs. From a media standpoint, it may be
the case that one or more individuals within an organization become not only a
knowledge source on the matter at hand, but also an expert in where to look for
additional information. Think about your IT technician—the person in charge of
technology at your school or workplace. Even if he or she cannot solve a problem
off of the top of their head, they know exactly where to look, what searches and
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key terms to use, and myriad Web resources to explore, some of which you are
likely not aware. Likewise, there may be information sources germane to your
specific job functions that are largely unknown to the rest of the office. Knowing
how to utilize these resources, and when and how to share them with others, then
becomes a critical component of information literacy in the workplace.

Next, information literacy involves the merger of newly acquired information
with existing expertise, not unlike the synthesis stage in the Big 6 model. In this
experience, new information derived from electronic sources may be integrated
into existing expertise, leading to new solutions. We might consider here that no
one mode of learning is considered superior to another, but rather learning and
information are additive—reading an old edition of Victor Hugo's Les Miserables
with yellowed pages and handwritten notes in the margins can be combined with
streaming video of a Broadway production of the musical to give the user a deeper
and multimodal understanding of the experience.

Finally, Bruce offers an ethical experience associated with information lit-
eracy, that of knowing how to use the information wisely for the betterment of
others. It may also extend to an understanding of intellectual property, knowing
when to give due credit for obtained information, and the avoidance of plagiarism.

Clearly, the information literacy processes described in the Big 6 model have
some applicability here, and if we think about the definitional 1ssues surrounding
information literacy, it is not difficult to see how critical this is for success in the
workplace. In the context of media, the ability to identity, assess, and utilize elec-
tronic information is essential for success and advancement. There are a number
of specific contexts in which the judicious use of information that is found online
can be used to the advantage of organizations.

As stated earlier, information literacy in new media contexts is a learned
skill. After our information-seeking habits become routinized, we do not think
very hard about performing these tasks. As we will discuss later in this text, they
become a tool, a means of manipulating our environment and maximizing posi-
tive outcomes for ourselves and those around us. But suppose for a second it was
impossible for you to acquire these skills. Imagine that you found yvourself in a
position where you did not have access fo or training in knowledge acquisition
and information literacy. What if you turned on a computer for the first time and
had no idea of what to do next? Would this not put you at a distinct disadvantage,
academically and professionally?

Digital Divides and Knowledge Gaps

In 2006, Web usability expert Jakob Nielsen wrote about the digital divide, refer-
ring to “the fact that certain parts of the [world] population have substantially bet-
ter opportunities to benefit from the new economy than other parts of the [world]
population”™ (para. 1). In his essay, Nielsen expressed concern that so much of the
world tended to focus on the digital divide—this division between the technology
“haves” and “have nots”—purely in economic terms, that is, whether the average
person could afford or not afford access to technology. To address this oversight,
Nielsen proposed that we consider the digital divide at three distinct levels.
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1. The economic divide, as explained earlier, deals simply with the ability
for the average person to afford computing technology in order to access
the Internet. Many experts such as Nielsen argue that with computer costs
dropping to as low as $200 for a complete home computer system and with
discounted Internet rates in some areas dropping below £20 monthly, we
might consider the economic gap to be a smaller concern—in fact, a 2012
report by the Pew Internet & American Life Project (Zickuhr & Smith)
reported that although one in five U.S. adults do not use the Internet, the
primary reason for this lack of usage was not economic but rather a lack of
interest. However, even though the price has dropped for computing power
and Internet access and thus this divide may not be as big as it once was, it
is still an important concern. Even if these economic divides are narrowing
domestically, there is evidence that developing nations—as well as impov-
erished regions of developed nations—experience a tremendous disadvan-
tage in terms of their access to electronic resources. For instance, a 2015
study suggests that only about 30% of the population of Africa is online,
with some countries experiencing rates as low as 3% (see www.internet
worldstats.com)

2. The usability divide, as Nielsen explains, is one’s ability to functionally
use a computer in order to access network technologies. Some researchers
estimate that as much as 40 to 50 percent of the population might suffer
from low technology literacy skills and that rarely are computers, computer
programs, or Web pages designed with these users in mind. As discussed
in Chapter 3, for people with low technology literacy, the tool will likely
remain opaque and will thus not be as useful as it could be. Access to the
technology is meaningless if one does not know how to use it effectively.

3. The empowerment divide includes not only having physical access to
technology and the basic skills to operate technology, but also considers the
ability for an individual to use technology to satisfy their own goals and
desires. Nielsen reports that for all of the social media users online, nearly
90 percent of them rarely contribute content to the networks and another 9
percent contribute sporadically (what Clay Shirky describes as a power-law
function). If we consider our earlier
discussions concerning the quality
and value of a network, we can see
the potential threat to the Internet
that could happen it users are not
empowered to participate.

As summarized in a report by the Nielsen
Norman Group, “the economic divide is
a non-issue, but the usability and empow-
erment divides alienate huge population
groups who miss out on the Internet's
potential” (Nielsen, 2006, para. 1). Given
the centrality of information literacy in
an increasingly global and increasingly
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MC IN ACTION

In November 1999,  the  Mational
Communication Association (NCA)—the
largest organization of communication aca-
demics in the United States—drafted and
approved a Resolution on the Digital Divide.
As one of only three recognized Resolutions
in the organization’s history, this was seen as
an important step in the increasing importance
of the issue at hand: more and more Americans
were finding themselves divided by technol-
ogy access—ithose who could afford digi-
tal content were enpoying the benefits of the
emerging information economy far more than
those without digital access. The original reso-
lution called for greater awareness as to 135ues
of technology access—the “economic divide”
specified by Nielsen. However, and as MNielsen
specified in his own writings, members of
the NCA recognized that there was more to
closing the digital divide than merely giving
people computers and plugging them into the
Internet. After deliberating, in November 2013
(in Washington, DC) the NCA approved the
following amendments to the Resolution on
the Digital Divide:
“The  National Communication
Association (NCA) reaffirms its com-
mitment to urge the development of
free and low-cost ways of accessing
the means for processing and distrib-
uting information in electronic forms.
Moreover, NCA continues to urge the
development of communication tech-
nologies that require minimal training
but that still allow wide use of world-
wide electronic resources. Additionally,
as electronic resources continue to
become increasingly demanding in
terms of bandwidth, NCA asks that
service providers ensure connec-
tion speeds necessary to competently
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utilize said resources. Moreover, while
many argue that economic barriers to
technology have been greatly reduced,
technology and information literacy
barriers must be addressed with equal
attention so that those with access
to technology are able to use it effec-
tively. Given these commitments, NCA
resolves to take a leadership role in clos-
ing the Digital Divide through scholar-
ship highlighting access, usability, and
empowerment issues. NCA  officers
and staff will support legislation aimed
at providing universal access to elec-
tronic means of communication. NCA
will work with other organizations to
ensure that communities in the U.S,
and elsewhere have adequate electronic
communication resources available to
all. NCA members have a responsibil-
ity to increase awareness of the Digital
Divide as a comprehensive social issue
that considers sociv-economic as well
as literacy and empowerment dimen-
sions. NCA urges its members to take
an active role in increasing awareness
of the Digital Divide through research,
education, incorporating material on
this problem into courses, through
community consultation and educa-
tion, and by advocating for appropriate
policies at all levels of government, as
well as supporting the production and
distribution of open source software, as
well as continued education on uwsing
said software.”
Reviewing the new resolution, what ele-
ments of the digital divide do you see cov-
ered? Are there aspects of the resolution that
do not address the digital divide?
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information literacy are potentially severe. Indeed, the National Communication
Association office has taken up a resolution on the digital divide and how scholars
and practitioners should approach it moving forward (MC in Action: Resolving to
Close the Digital Divide).

The Power of Numbers

Assuming one actually has the ability to access the technology and become infor-
mation literate, one of the central challenges associated with information literacy
revolves around separating “good” information from “bad” information. When
we talk about the notion of user-created content, the central question we must ask
is “do all of us always know more than one of us?” In the 1700s, French political
scientist and mathematician Nicolas de Condorcet wrote of the power of group
decision-making. His jury theorem proposed that the probability of a group of
people making a correct decision is dependent on the individual probabilities of
each group member making the right call. Expressed in terms of pwhere “p" is
probability and “ ™ represents an individual within a group, de Condorcet’s theo-
rem states that when p is greater than .50, the probability of a group making a
correct decision increases with the addition of each new member—in other words,
the group is statistically smarter than any given individual. However, if p_is less
than .50, the probability of a group making a correct decision decreases as it gets
larger——that is, the group would be statistically dumber than any one of the indi-
viduals within it! In other words, we should not necessarily assume that groups
will arrive at a better decision because there are more minds involved.

The Lesson of Wikipedia

Given the implications of de Condorcet’s jury theorem, it might be natural to
assume that the open-source nature of social media would lend itself to a collec-
tion of misinformation. Particularly with programs such as Wikipedia in which
users are largely anonymous (at least, they are as anonymous as they choose to be),
it might be difficult to trust that any information added to a group encyclopedia
would be trustworthy. Yet, a 2003 article in the journal Nature found the average
Wikipedia article to be about as accurate and reliable as the average Encyelopedia
Britannica article—a study that Britannica publishers took great issue with (see
MC in Action: Wikipedia = Trustworthy?). Although fact checking for accuracy
15 a challenging enough task, even more difficult is checking for completeness.
For example, a 2011 study by Adam Brown discovered that while Wikipedia pages
concerning politicians and candidates tend to be accurate, they also tend to omit
significant amounts of information about the individual. We can check Wikipedia
for accuracy, but we do not know what we do not know.

It is not difficult to see the challenges posed by crowdsourcing and user-gen-
erated content when it comes to information literacy. The final stage of the “Big
6,” that concerning the evaluation of varying sources, is a complex and nuanced
skill that may take a substantial amount of time to learn. Even if we assume that
we have the access we need, the processes through which we discern the utility
and quality of information are complex and largely unexamined through research.
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In 2008, Harvard law professor
Jonathan Zittrain wrote about the
lessons learned from Wikipedia,
in particular what the program
taught us about the power of using
crowdsourcing for knowledge.
He contended that the gquality of
Wikipedia pages could be under-
stood in terms of how the users of
the site saw their roles. Coining the
term netizen, Zittrain argued that
early users of the site saw them-
selves as part of a larger collec-
tive of individuals with a common
goal—in this case, to provide accu-
rate information from a variety of
individual sources rather than one
master source. Accomplishing
this required each individual to
recognize their place as a content
co-creator and to recognize that
the accuracy of content was more
important than the individual writ-
ing the content, a focus on quality
via content accuracy rather than
quality via author credibility.

On first read, the concept of a neti-
zen seems more metaphorical than

practical.

However, Zittrain explained the
function of netizenship by bor-
rowing from a real-world example
in the Dutch town of Drachten.
In 2003, thizs mid-sized town of
43 000 residents tried a radical
new experiment in hopes of reduc-
ing traffic accidents: they removed
every traffic sign, light, and park-
ing meter from the town (see
Chapter 2). This line of “unsafe
15 safe” thinking sugpgests that
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by removing legal restrictions on
human behavior, we are forced to
analyze our surroundings in order
to accomplish our own goals. In
the case of driving a vehicle, driv-
ers are thought to pay more atten-
tion to their surroundings—the
other passenger vehicles, turns
and bends in the road, weather,
and other traffic conditions—so
that they can safely navigate from
one point to the next. Indeed, traf-
fic accidents in Drachten were
found to be substantially reduced
and other towns both in The
Metherlands and in other countries
have adopted similar models.

What can traffic deregulation
teach us about Wikipedia? Zittrain
expanded the general notion of
awareness to the notion of being
a netizen. If we consider the ini-
tial users of Wikipedia, it can be
said that these initial editors had a
common ethos, or core set of val-
ues, which they used to establish
the inner workings of the program
(see also Chapter 2). Including
discussion posts with each article
further helped these editors trust
each other (the trust your neigh-
bor principle), as each new edit
was accompanied by an expla-
nation of the reasoning behind
it. When working with the edit-
ing interface, early users invoked
the procrastination principle in
allowing the users of the program
to decide the most wseful ways
to format and structure articles
rather than forcing articles to use a
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The scientific community 1s only beginning to make sense of the ways in which
we arrive at these judgments.

One important consideration that an open forum for information suggests
is that users must be both willing and able to participate in order to maximize
the quality of the final product (be a netizen, see MC in Action: Wikipedia =
Trustworthy?). Hopefully, the realization that you can help create something bet-
ter provokes your willingness to participate. The next section of this chapter will
provide some short details into thinking about how to better assess (and thus add
to) information.

Critical Thinking Basics

Richard Paul and Linda Elder have suggested that there are some universal intel-
lectual standards to which we can hold arguments (2008). These standards of criti-
cal thinking might be even more crucial as today’s media users have access to
more information than at any other point in history—and not only more infor-
mation, but more information more guickly. Indeed, some are even wondering if
audience preferences for speedy information are beginning to trump their ability
or desire to critically evaluate things such as breaking news—one example of this
was a fake news story (or rather, Twitter headline) sent from a hacked Associated
Press account which resulted in a momentary stock market crash on April 23, 2013
{see MC in Action: One Tweet, One Terrible Tuesday). As we attempt to assess
information, these are good standards to think about. Ask vourself these things as
you read and contribute to information online. This will help to make you a more
critical contributor and put you on your way to being more able to do so.

The first universal standard 15 clarity. Clarity can be considered a gateway
standard; that is, if a statement is unclear, we cannot determine whether it is
accurate or relevant. In most cases, we simply stop evaluating the information
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One Tweer, ONE TerrieLE TUESDAY

Breaking: Two Explosions in the White House
and Barack Obama is injured

At 1:07 pm. Eastern Standard Time on
Tuesday, April 23, 2013 the Associated Press
sent the above message out through their
Twitter account. Although @AP almost
immediately clarified that the Tweet was
written by a hacker—somebody who broke
into the account and posted the fake tweet—
by then it had been retweeted (sent by other
users) nearly 3,000 times, resulting in a good
deal of public panic, and to the surprise of
many, a nearly one percent drop in the Dow
Jones Industrial Index. In other words, one
false tweet caused the largest financial sys-
tem in the world to momentarily crash.
Following the initial tweet, stock markets
recovered fairly quickly as news spread just
as fast that the messape was a fake.

How did this happen? How did so many
people read, believe, and share this informa-
tion and do it so quickly? And how were we
all duped enough to ripple through the stock
market? Mental Floss's Arika Okrent (httpo!
mentalfloss.com/article/50275/7-ways-we-

could-tell-ap-tweet-was-fake) went back the
next day and reanalyzed the message. She
found seven ways in which the discerning
news reader would have been able to spot the

frand immediately. For example, AP news
stories always write the word “Breaking” in
all capital letters (i.e., BREAKING). Also,
the AP would never refer to the president of
the United States as Barack Obama without
his formal title (i.e., President Barack Obama
or President Obama). Looking closer, she
also noticed that the tweet was not signed by
the reporter who crafted it (AP tweets usually
include the initials of the reporter), and also
the tweet was not sent from the Social Flow
media service to which the AP subscribes.

Although the markets quickly recovered—
indeed they closed the day up 152.29 points (a
1.05 percent gain from the opening mark)—
this “flash crash™ has many analysts revisit-
ing their computer algorithms and their own
people to build more critical thinking barri-
ers into the information processing equation.
Have you ever read something online that you
knew was fake, but was spreading quickly? If
so, how did you know that it was fake . .. and
did you do anything to stop it? Share your
thoughts with us on Facebook at htips:fawww.
Jacebook com/groups/234255823447372/  or
on Twitter, using the #MediaAsTools hashtag.

altogether (this is why your English instructors are so adamant about term papers
having thesis statements). However, be careful not to just assume “well, I do not
understand what that person is saying, so they must be smart.” There are many
people who try to pass themselves off as experts by purposely being unclear and
by trying to use that ambiguity to their advantage.

The next standard that can be assessed is the accuracy of the information
provided. Is what you are reading/writing/saying correct” You may attempt to fig-
ure that out by understanding who your sources are and considering what motiva-
tions they have for misrepresenting their information, checking multiple sources,
and building an understanding of how information is created.

Accuracy A dimen-
sion of critacal think-
ing conceried with
bow correct bfosimna-
L 15,
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You might assume that accuracy is the highest standard to hold information
up to, but Paul and Elder (2008) suggest six more standards that come after the
accuracy has been assessed. The first of these 15 precision. How specific is the
information or statement provided? Information may be accurate but it might be
so vague that it is not very useful. For example, somebody might tell us that ina
recent study one brand of diet pill cutperformed all other brands in terms of total
weight loss after a three-month trial. However, this information is a bit vague in
that it does not tell us (among other things) information such as how much weight
was actually lost, how many other diet pills were being evaluated, or how well all
of the diet pills did against a placebo condition. If we told you that the “outper-
forming™ diet pill resulted in only two pounds lost after 3 months, this would not
be nearly as appealing. Thus, we typically want information to be as precise as
possible.

Next up, information can be specific, but not relevant, which is the fourth
universal standard. In a political debate a piece of information may not actually
be relevant, and if it is not, how does it help us at that time? For example, when
politicians attack each other with name-calling—such as branding each other as
“bleeding-heart Liberal” or “war-mongering Conservative” during a debate over
the civil rights that should be granted to terrorists when they are in custody—these
names might be accurate and specific, but are they really relevant to the issues of
leadership? Sometimes they might be, but more often, they are not. In fact, many
folks refer to the use of irrelevant information when debating an issue of impor-
tance as throwing a red herring into the argument—as it is similar to how English
foxhunters would train their dogs to better follow a fox's scent by tossing other
objects such as pungent herring carcasses onto the hunting grounds.

The next standard to consider is depth. People often provide information that
15 superficial and not at a level consistent with the complexity of the argument. Put
another way, people often give overly simple solutions to more complex problems.
The classic “Just Say No™ anfidrug campaigns of the 1980s and early 1990s may
be an example of this. Drug use and abuse is probably a much more complicated
issue than simply just saying no, involving any number of socioeconomic issues
and substance dependency concerns. If you are a drug addict, then your ability to
“just say no” is likely greatly diminished. If you are a small child being pressured
into drugs at a school or playground—the main target for the campaign—saying
no might not be an option, or at least might not be
a persuasive enough argument to convince a drug
pusher to leave you alone. In general, the standard
of depth suggests that you should provide infor-
mation at a level of detail consistent with the issue
you are discussing.

Along similar lines comes the next uni-
versal standard: breadth of information. Does a
position cover all of the necessary information?
Information can be very deep, but not be broad
enough because it does not cover all of the impor-
tant angles. Again, politicians often have good
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associated bits of information. For example, we might hear a politician give an
impassioned speech about why the closing of coal mines in West Virginia would
help save workers' lives by getting them out of remarkably dangerous environ-
ments that they work in on a daily basis and give the audience accurate, precise,
and detailed information regarding mine safety. Yet, such a speech overlooks the
fact that closing mines might sharply raise unemployment in that state that has few
other developed industries that can retrain and hire the displaced miners.

Combining different points of view leads to the next universal standard:
logic. When we think and when information from various perspectives is brought
together, we bring this variety together in some order. Logic exists when the com-
bination of those thoughts is mutually supporting and makes sense in combination.

Logic can be a very difficult standard to achieve, but the final universal stan-
dard is often the hardest because it is often rooted in our own unconscious biases.
That is the standard of fairness. Fairness implies treating all relevant viewpoints
in a similar manner by holding all of them to similar standards of quality, without
reference to one’s own feelings or opinions. Basically, to be fair is to see all poten-
tial perspectives without bias until the information provided to you allows you to
discount other perspectives critically rather than subjectively. This is very difficult
because we tend to perceive things in a manner biased to our worldview—a notion
referred to as egocentrism. However, with work, this fairness standard can be
achieved.

Conclusion

In sum, a lot of information exists online. In fact, more information exists than
we can likely handle. However, as the duty for assessing and creating information
falls more to YOU, it becomes that much more important to be willing and able to
make sure the information you are consuming and contributing is of high quality.
After all, while the sheer volume of information readily available to today’s con-
sumer is at an all-time high, the standards of evaluating that information—just as
the goals of human communication itself—have not changed.
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CHAPTER

In 1948—by some estimates about 30 years into the mass media revolu-
tion—communication theorist Harold Lasswell wrote on the function of
media in modern society. For Lasswell, who was a normative theonst, the
mass media were an agent of surveillance (providing information about the
environment), correlation (providing different viewpoints and solutions to
address problems in the environment), and transmission (providing a social-
1zation to the environment). While later in our textbook we will address an
area that Lasswell might have overlooked (Chapters 12 and 13 discuss the
importance of entertainment), we can nonetheless see each of Lasswell’s
three stated media functions quite prominently 1n news media. From the
earliest newspapers of the Han dynasty in China, to today’s Reddit.com
customized news ranking feeds, individuals continue to turn to news media
to understand the complexities of their world. This chapter will explore all
of these points 1n greater detail.

Before we begin, let us ask ourselves the following:

* What are the criteria for newsworthiness?

* How might new media technologies change the criteria we emphasize
most?

« What is citizen journalism, and what does it say about the democratic
process’

« What is the inverted pyramid approach to news writing? Is it the same in
electronic news?”

* What are some of the central theories associated with how we use and
process news!

Mormative theory!
aormsative theoa-

rlat Theories that
alfier sug geations ar
explanatbons a3 how a
particular phehofenon

aughl ta be.
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What Is News?

On its face, the concept of news seems simple enough—news is anything that is
happening right now. When one thinks of news, one may think of late-breaking
broadcasts, bold newspaper headlines, or frantic Twitter updates about important
world events and unfolding stories. Yet, not all news is dramatic, worldly, or even
necessarily important in an objective sense. News is usually written to appeal to
the broad interests of the public, but understanding these interests can be a dif-
ficult process. In trying to define the essential qualites of a newsworthy event,

several media scholars and journalism professionals have offered numerous lists of
charactenstics. For our discussion, we will focus on five: imeliness, prominence,

proximity, consequence, and human interest.

Timeliness

As alluded to earlier in this section, one of the most apparent characteristics of
newsworthiness is the timing of an event. Events happening right now are often
the most interesting and novel to news audiences, and in general more recent
events are considered more newsworthy. For example, news of a college student
winning a prestigious scholarship last weekend is more newsworthy than news of
the same student and the same scholarship award last year.

Prominence

Another characteristic of newsworthiness is the relative prominence of the event
itself or individuals involved in the event. Prominence refers to the social import
of something, or how famous it is. Often in news coverage we read about the daily
lives of famous individuals because their prominence drives interest in the event
they are partaking in {even if that event would not be news if the authors of this
book did it). For example, it is not uncommon to read about a sports celebrity
shopping at the mall or politicians eating at a public restaurant. Conversely, sto-
ries about regular people gaining notoriety through prominent events also gain
newsworthiness—such as coverage of stadium food vendors preparing for a major
sporting event or interviews with citizens attending a U.S. presidential debate. In
each of these cases, the prominence of the people (in the former two cases) or the
circumstances (in the latter two cases) drives interest in the stories.

Proximity

The physical location of an event can also influence its newsworthiness. Proxim-
ity refers to the physical location of one thing in relation to another; in the case of
news, we might consider where an event happened in relation to where we live. A
story about freshman orientation at the University of Oregon might not have much
of an interest to students at West Virginia University because Eugene, Oregon, and
Morgantown, West Virginia are physically quite far away from each other (2,650
miles, according to Google Maps)—the story of Oregon’s orientation is too distant
from WVU for it to be important to the students in Morgantown. However, while



the two universities are separated geographically, it might be the case that the
students at both universities have quite a bit in common: both are major land grant
colleges with large student bodies, both have prominent athletic and academic
programs, and both admit thousands of freshman students each year. In fact, these
similarities might result in students from both schools having a semantic proxim-
ity to each other—ithat is, they might have similar thoughts and feelings about
college that would make a story on freshman orientation have a universal appeal
to both populations.

Consequence

Ewvents that hold great consequences for people tend to be considered more news-
worthy. Stories about war and suffering tend to dominate headlines because such
events have a dire impact on how large segments of the population go about their
daily lives regardless of where they are happening. Likewise, political events and
crime stories tend to take precedence in much news coverage, as these stories
inform us about changes to our legislative system or particularly dangerous events
happening in communities around us. In general, the more people who are affected
by a story, the greater the sense of newsworthiness associated with a given event.

Human Interest

One of the more abstract characteristics of newsworthiness is the notion of human
interest, or the extent to which a story talks about the human condition. Human
interest stories tend to place intense focus on one person or group of people, usu-
ally with an emotional appeal or angle. Common human interest stories include
reports about country or city life, exceptionally gifted or smart children, or the
“common folk on the street™ sort of interviews. Many refer to these as “soft news”
stories because they tend to place less emphasis on the other characteristics of
newsworthiness, but this is not always the case. For example, a story about U.S.
President Barack Obama quitting his smoking habit might speak about the dual
stresses that come from addiction withdrawal and living a public life, but the
singular and emotional focus on Mr. Obama would likely qualify this story as a
human interest one even though he is a prominent individual (the story might even
have a semantic proximity to smokers or individuals who have recently given up
smoking).

It is important to realize that not all five of these characteristics need to be
present for a story to be newsworthy, and under different conditions, some charac-
teristics will dominate a news story over others (see MC in Action: What Is NewsT).

Earliest Sources of News

Although many people tend to think of newspapers and mass media as a relatively
modern invention (indeed, most textbooks on the history of mass media connect
the development of the modern mass communication age with the Industrial Revo-
lution), it is important to note that elements of what we might consider “the news™
have been around since as far back as ancient China.
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While there is some general agreement as to
the different elements that can be found in a
news story, there are still debates as to what
makes a story I

{go ahead, find a copy . . . we will war). What
elements of news do you see in this story?
Are there more dimensions besides the five

WHaAT 15 News?

listed in our chapter that seem to be impor-
tant to you? In your opinion, is this a bona
fide news story?

Please share your thoughis using ouwr official
social mediaspaces: Facebook athttps:vwww.

Jacebook.com/groups/234255823447372/  or
Twitter using the #MediaAsTools hashtag.

68 Chopter 5: Mews

&

As social creatures, people have always had a thirst for knowledge about the
world around them. Spoken chronicles and fables are as old as speech itself, but
the first written gazettes find their roots during the Han dynasty of China=—one
of the first government-produced news bulletins (“tipao™ or “BBFE" ) in the second
century AD (Brook, 1998). Most of these were hand printed on ornate silk and
were designed for official eyves only, usually containing economic, military, and
political information (although as with any physical artifact, they often found their
way into common hands). According to Infelise (2002), other similar one-page
bulletins (“avvisi™) were printed in the city-state of Venice and sold to the general
public for one gazzefta (a small coin).

However, the invention and widespread distribution of the Johannes Guten-
berg’s moveable-type printing press made it economically viable for private orga-
nizations to enter the newspaper business. The printing press substantially drove
down the cost of creating a newspaper by reducing the time and talent required to
handwrite each individual gazette. Moreover, as the availability of native language
printed materials had sharply increased in the two centuries following Gutenberg's
invention {in Western Europe alone, nearly 200 million books were estimated
printed in the 16™ century and nearly 550 million in the 17" century), common
folks and nobility alike had a newfound appreciation for the written word.

While not the first newspaper (this honor is typically given to Relation aller
Furnemmen und gedenchwurdigen Historien/dccount of all distinguished and
commemorable news, a German-language newspaper started in Strasbourg in
1605), Sweden's Post-och Inrikes Tidningar (PolT, translated roughly to Post and
Domestic Times) has been published continually in Stockholm since at least 1645,
The earliest correspondents for PolT were postmasters who were asked to sub-
mit reports of what they and their employees had seen or heard. The publication
thrived as ordinary Swedish citizens were able to read about happenings from
around their country, and it still exists today (see MC in Action: The Oldest News-
paper?). It took only four decades later for American Colonialist Richard Pierce
of Boston to begin publishing Publick Occurrences Both Forrelgn and Domestick
on September 25, 1690. Pierce wrote critically of the British Crown and, although
it was very popular with other Colonials, the newspaper was shuttered after one
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The Swedish Post-och Inrikes Tidningar
{PolT) is the oldest known continually pub-
lished newspaper in the world, having started
publication in 1645. However, as of January 1,
2007, the paper has shifted to an online-only
publication format, which was regarded by
former Editor-in-Chief Hans Holm as “a cul-
tural disaster” (Associated Press, 2007). The
paper can be accessed at: hitps:/poit.bolags-
verket se/poit/PublikPoitln.do

In the United States, the only copy of Publick
Occurrences Both Forreign and Domestick
was published in 1690 before being shut down

THe Owoest NewsPAPER?

by order of the British Crown. The full text of
that edition has been transcribed and is avail-
able for reading at: http:/enwikisource.org/
wiki/Publick_Occurrences Both Forreign
and Domestick

What is the history of the printed newspaper
in your hometown? Is the printed newspaper
still a primary source of news for your family,
or do you get news from another source? Let's
falk about these questions with other students
and scholars, on Facebook at htips:www.

Jacebook.comgroups234255823447372  or
Twitter using the #MediadsTools hashtag.

edition for, among other things, “sundry doubtful and uncertain Reports.” Many
historians point to this newspaper as being historically important for two reasons:
(1) showing the power of the printed word to the early Colonials and (2) eventually
leading to the Stamp Act of 1765, which required Crown approval via an embossed
stamp to publish many works (Shaw, 1959).

Jacksonian Democracy and the
Birth of Objectivity

For many modern news media consumers, the notion of objectivity in news report-
ing is considered a benchmark of journalistic practice and is something that we
have come to expect from journalists and the news that they produce. Although
debates ensue over the perceived bias in news programming (notably, research
shows that the largest predictor of perceived bias is an individual's own political
view), we can generally agree that the concept of fair and balanced news cover-
age is both respected and expected from Western news audiences. In fact, many
journalism professionals suggest that just as human beings are rarely objective, it
might not be plausible to expect a journalist to take a neutral position on a given
story or event. However, as in their careers, reporters might be expected by news
audiences to treat stories and events—and perhaps most importantly, the people in
those stories and events—with a sense of fairness.

However, this was not always the case. As seen in the preceding examples,
the earliest tipae were published by the Han dynasty and featured content favor-
able to the Emperor, and the rebellious Publick Occurrences was closed by the
English Crown for being unfavorable to the King. Countless other newspapers and

Objectivity Related to
the news, presenting

a slory of evenl in an
impartial and unbdased
manner. Dbjective
news stories usually
focus mone an the fcls
and figures of a story
ar event, rather than
the opindans of the
person(s) delivering
the news.

Fairness Related ia
the news, discussing
the elements of & story
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The Fifteenth Amendment to the Constitution—
based on “race, color, or previous condition of
servitude™ was not ratified until 1870, and the
Nineteenth Amendment—giving women the
right to vole—was not ratified until 1920. How

MC IN ACTION

A PoumcaL Voice ror AuL?

mfluenced the manner of presenting content in
newspapers? Did these new political audiences
have unique goals related to seeking informa-
with the media? Engaging in persuasion with

do you think these developments might have
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pamphlets published in the British Colonies during the Revolutionary War were
unabashedly for or against British rule of the Colonies—Thomas Paine’s famous
Common Sense comes to mind—and there was no pause or pretense of non-bias.
Publishers were viewed (and ofien viewed themselves) as influential persons, and
they used their printing presses to lobby for their causes. After all, as newspapers
were largely aimed at the economic and political elite (that is, those with political
influence through their finances and their voting rights), mass media was less about
information and more about persuasion. In short, these early publications tended
to eschew objectivity and, instead, were written with a great deal of subjectivity.

It was not until a change in political philosophy that changes in journalism
practice began to occur. The early 1800s saw a gradual shifi from elite politics that
placed focus on winning the opinions of societal elite to a new era of Jacksonian
Democracy in which the political influence of the common man was recognized.
As suffrage rights expanded to incorporate larger parts of society—eventually
including all White male citizens (so there were still large parts of society not
included at this time, see MC in Action: A Political Voice for All?)—there was an
increased focus on the politics of the “common man.” This common audience was
far larger and diverse than the niche audiences (the political and economic elite)
for which the earliest political pamphlets were targeted. For example, the common
man was less concerned with commeodity pricing and political dogma and more
interested in what author George B. R. Martin might label “rain, healthy children,
and a summer that never ends™, that s, the common man was chiefly interested
in the weather (be it for planning the day or for nurturing crops), family, and a
comfortable life.

This new political interest suggested a new type of news medium—the penny
press—that, true to its name, sold more popular news and events for the cost of a
penny. Publishers in turn sought out advertisers eager to reach a growing middle
class consumer base to offset publication costs, and in this a fundamental shift in
the production of news had begun. For the first time, messages were created for
mass consumption, and mass consumption meant that they needed to appeal to
the widest possible audience—hence, stories were written in an inverted pyra-
mid style (see MC in Action: The Inverted Pyramid), and stories that focused on
facts over fantasy, information over imagination, and news over narrative became
increasingly normal.
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A hallmark of modern-day journalism is a
method of story writing called the inverted
pyramid. In this style, reporters are tasked
with placing the most important elements of
a story in the lead, or first paragraph, before
expanding on the story in subsequent para-
graphs. The lead usually contains the who,
what, when, and where of an event, while
the rest of the story tends to focus on and
develop the why and how elements.

Why put all of the important information
up front? Some media historians have sug-
gested that early news stories tended to
be sent over unreliable telegraph lines, so
journalists were instructed to make sure
that the most important elements of a story
were included n the first paragraph in case
the telegraph did not fully transmit. Others
merely suppested that early newspapers
were short on space, and as such, writing in
inverted pyramid style allowed newspaper
editors and producers to cut a story rather
easily by simply deleting paragraphs follow-
ing the lead.

THe INVERTED PYRAMID

Regardless of its origins, it is clear that this
style of writing has been influential in shap-
ing how the news is produced even today.
Yet, as we see a change in news coverage
from the printed newspaper to the online
edition, many wonder if the inverted pyra-
mid will become more or less popular as a
method of news writing. What have your
experiences been when you read online
news? Do you see stories written in inverted
pyramid style? Are there new styles you have
begun to notice? And how do these styles
influence how audiences read the news, in
your opinion?

With a classmate, read the fromt page of
your campus newspaper. How many stories
are written in an inverted pyramid style?
For stories that are nol, can vou identify
a particular reason why the writer andior
editor might have chosen a different style
af writing? Perhaps you're seeing a new
stvle of writing for the Internet—share
vour findings and yowr thoughts with wus,
via Facebook at hiips:/www. facebook.com/
groups/234255823447372/ or Twitter using
the #MediadsTools hashtag.

News and the Electronic Age

Following the growth of printed newspapers, developments in communication
technology helped grow the news industry. While a complete history of news and
the electronic age is somewhat beyond the scope of this book (indeed, there are
hundreds of volumes written on this specific subject), there are some important
key points relevant to the study of MC.

Some of the earliest electronic mass communication messapes can be
attributed to electrical engineer Frank Conrad, a Pittsburgh native who in 1919
established the first licensed radio station KDKA from his garage in western
Pennsylvania. For programming, Conrad and his family would play music, or he
would play records from his personal collection (a likely copyright violation, given
the “for private use only” commonly found on most music purchases from stores
or downloaded online). He would also read football and other sports scores from

Inverted pyramisd
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As early television was broadcast in black
and white, often the makeup used by actors
was not the familiar shades of red rouge and
silver eyeliner we might expect. The earli-
est makeup artists found that the best way to
accentuate facial features was to use shades
of increasingly dark blue and black makeup,

THe Sexiest BLues Anp BLacks

as darker colors retained their color depth on
black-and-white film. As well, many com-
mon special effects such as blood in vampire
movies were actually poured from bottles of
chocolate sauce (which likely made acting
out bloodsucking scenes quite tasty).

I:|I.1'Lr|.1||:|35:||l:1:||.' Spec-
trurm | belecomemani-
catons, the available
range of frequen-
cles—auch a5 radio
television waves—ithai
can be used to transmit
information.
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the daily newspapers of the time. Conrad even pioneered—albeit not intention-
ally—the first commercial sponsorship, by arranging to play records from a local
music shop in exchange for promising to mention the shop by name on the radio.
KDKA and iis pnmary financial backer (and Conrad’s employer) Westinghouse
continued to be major force in the early days of electronic mass media, from their
first live news bulletin (the results of the 1920 LS. presidential election), the first
live sporting event (an April 1921 prize fight between Johnny Dundee and Johnny
Ray broadcast live from Pittsburgh’s Motor Square Garden), and several other
firsts. Importantly in all of these “firsis,” radio audiences were able to experience
events without actually having to be present for them; that is, radio transcended
the limitations of space and (in some cases) time.

In a similar vein, the first television broadcasts in the 19305 and 19405 built
on the notion of an electronic broadcast media system by introducing images and
video to the system-—audiences could both hear and see events without witnessing
them firsthand. Experimental broadcasts in the 1920s led the way to the Federal
Communications Commission (FCC, the same entity responsibly for licensing
Conrad’s KDKA-AM radio station) granting commercial broadcast licenses to
WHNBC and WCBS (both in New York City) and WPTZ (Philadelphia) in the early
1940s. Color television saw its way into commercial broadcast in 1953, adding
a layer of familiar reality to the original black-and-white broadcasts (see MC in
Action: The Sexiest Blues and Blacks).

Broadcast versus Narrowcast
versus Tailoring

An important note about broadcast systems, however, is that they are regulated by
the FCC because they are sent through public airwaves—Ilegally, the U.S. govern-
ment owns the electromagnetic spectrum, on which radio and television signals,
as well as modern-day cellular phone signals, are reliant to transmit data (see MC
in Action: The Fellas at the Freakin® FCC!). Thus, we often discuss the introduc-
tion of cable television as a break from the broadcast system; after all, cable sig-
nals are transmitted through physical cables connecting each receiver to a ceniral
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A 2005 episode of the popular FOX ani-
mated series Family Guy centered around
Giriffin family patriarch Peter broadcasting
hiz own television channel, PTV, from his
garage (in a very similar fashion to Conrad
and the humble beginnings of KDKA-AM
Pittsburgh). Producing questionable content
such as “"Dogs Humping™ and “The Peter
Giriffin Sideboob Hour,” Peter was trying to
create content for folks with interests simi-
lar to his own. However, when he chose to
broadecast these programs over public air-
waves, the FCC intervened (assisted by a
call-in complaint by Griffin matriarch Lois)
and threatened to shut down PTV unless
Peter substantially altered his programming.
This episode perhaps highlights a few key
elements (and misconceptions) about how
the FCC operates. First, we must recognize

that Peter’s programming, while potentially

THe FeLLas At THE Freakin® FCC!

offensive to some, would have been accept-
able for distribution in a narrowcast form
such as a cable network. Second, we must
recognize that the FCC does not actively
monitor content; rather, it typically responds
only after a complaint is registered with their
office. In fact, the “complaint and respond™
operation is an element of the FCC often lost
on the average media audience—so long as a
particular community does not find material
offensive, then even broadcasters are free
to distribute potentially questionable con-
tent provided it meets community standards
of decency. Thus, while Peter and his pang
lamented the FCC's censorship of their pro-
gramming, one solution would have been to
create a cable network instead.

[Link to video for the Family Guy song,
from  Huln:  hitp/fwwwyoutube.com/
watch?v=2NDPTOPhSrA]

distribution system (the authors are reminded of ordering cable service and watch-
ing the line workers dig several trenches in front of their mountain home in order
to physically connect their television receiver to a larger trunk cable, which ran
under the highway to vet a larger cable).

Why is this important? Because cable signals do not use public airways nor
are they accessible to the public at large (one must pay a subscription fee to receive
cable signals), they are often considered to be narrowcast (sent to smaller and
intentional audiences; broadcasts are sent indiscriminately for anyone with a radio
or television receiver to use) and thus not subject to FCC regulation. Thus, as a nar-
rowcast system, cable provided content producers with the ability to produce more
nuanced (and perhaps controversial) content free from federal regulation, and it
also allowed producers to know their audiences in much greater detail, produc-
ing content for smaller audiences that might not have been as popular for a larger
one. In fact, from an early 1957 cable broadcast of a musical version of Cinder-
ella to the widespread introduction of original cable programming in 1972, cable
programs have almost always catered to smaller audiences, what media scholar
Herbert Gans (1975) might call “taste cultures” of individuals with rather narrow
information, relationship, persuasion, or entertainment goals.
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Narrowcasting and Editorializing

In some ways, narrowcasting has also led to a growth of Web sites and smaller
publications that are much more reminiscent of the older media landscape of the
Colonial times—publications that are more directed at being influential and often
targeted at specific audiences rather than distributing objective news reporis for
broad audiences. In part, this growth of more subjective news outlets closely mir-
rors the growth of digital media such as the Internet and the World Wide Web (see
Chapter 2) in that as the relative cost and skill required to create an online pres-
ence have dropped significantly, more groups and individuals who wish to influence
society are publishing their own editorial content. In the United States, two such
Web sites that exemplify the growth of more openly biased editorial news Web sites
are the Drudge Report (hitpe/iwww.drudgereport.com) and Huffington Post (http:/
www. huffingtonpost.com), the former often wdentified as a more conservative pub-
lication and the latter as more liberal. Drudge Report began in 1995 as a weekly
subscription-based e-mail newsletter, largely covering and distributing gossip that
founder Matt Drudge was able to access using connections both in Hollywood and
Washington, D. C. Readership of the Drudge Report, and perhaps the publication's
credibility, increased substantially when in January 1998 Drudge became the first
media outlet to report on former U.S. President Bill Clinton’s sex scandal with White
House intern Monika Lewinsky (archived at hitp./www.drudgereportarchives.
com/data/2002/01/17/20020117 175502 ml.htm). Huffington Post launched in May
2005 as a online news outlet that many saw as the “liberal” version of the Drudge
Report, and quickly grew into a 10-language, international media giant eventually
purchased in 2011 by AOL for over $315 million. In 2012, Huffingion Posi became
the first exclusively digital news orgamization to win the coveted Pulitzer Prize for
their coverage of wounded LS. soldiers called “Beyond the Battlefield™ (available
at: hitp:fwww huffingtonpost com/news/beyond-the-battlefield/). As of February
2016, both the Drudge Repori (130) and Huffingion Posi (128) are among the top 200
Web sites visited on the entire World Wide Web, according to Alexa Web Analytics.
The Drudge Report and Huffington Post are but two examples of a growing online
market of advocacy newspapers that have eschewed traditional values of broadcast
media such as objectivity in order to advance or oppose social issues. Notably, nei-
ther publication has been free of criticism. Some are concerned that such publications
might not be as transparent with their more non-objective editorial missions, which
might be seen as deceptive by media audiences not accustomed to reading subjec-
tive rather than objective news content (see also Chapter 4). Others have questioned
the willingness of such publications to quickly publish and then retract controversial
and questionably accurate content, such as incidents in which the Drudge Reporit has
printed about high profile politicians” domestic disputes using claimed anonymous
sources—in 1997, they reported on gossip regarding a Clinton White House aide’s
alleged domestic assault; in 1999, they claimed to have video evidence of Clinton's
“love child™ birthed with a prostitute. Both stories were quickly retracted. Some of
these publications have been criticized for taking advantage of unpaid contributors
to flesh out their products, with the Huffingron Post facing both a content strike and
a class-action lawsuit for engaging in the practice despite having been acquired that
same year for over 5300 million. Despite these concerns, such narrowcast publica-
tions continue to provide an emerging and compelling option for media andiences
seeking additional angles to the stories and events of the day.
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THe InTeErMET Lives!

The WorldWideWeb (W3] is a wide-area hypermedia
informafion refrieval initiative aiming fo give universal
access fo a large universe of documents.

~Tim Berners-Lee, written at the top of the first Web site

On April 6, 1991, any computer user
with the appropriate hardware and
software would have read the above
message upon logging on to hitped/
info.cern.ch. This was the world's
first Web site, written by the tech-
nology's creator, Tim Berners-Lee.
Berners-Lee had invented the tech-
nology for the modern-day Internet
as you and | know it as early as 1989
(see also Chapter 2 for more on the
basics of the Internef). The early
years of the Internet saw initially
sleww growth: 10 Web sites by the end
of 1992, 130 by 1993, and just over
by 2700 by 1994—perhaps one of
the most famous being the January
1994 release of Yahoo!.

Courtesy of Internet live stas
(http:www.internetlivestats.com),
the growth of the Internet can be
tracked by counting the number
of individual domain names, such
as “wyvuedu,” “kendallhunt.com,”
or “moveon.org” Plotting the total
number of Web sites for each year
since 1991 shows that initially slow
growth quickly spiked in 1993,
likely a function of Berners-Lee
releasing the World Wide Web
technology into the public domain.
Thizs rapid diffusion of Berners-
Lee’s technology saw continued

with 17 million Web pages
by the end of 2000, 206 million
by 2010, and right at one billion
pages in 2014—which Berners-Lee

recognized via his Twitter feed (@
timberners lee) “tpufwww.inter-
netlivestats.com/watch/websites/
recently passed a billion websites
by their count . . 7 (a message that
received 161 likes and 341 retweets:
https:/twitter.com/timberners lee/
status/511988109211627520).

Is the Internet still growing? 2015
saw a nearly 11 percent decline
in the total number of Web sites,
and some estimate that as many as
75 percent of these sites are inac-
tive. WIRED's Chris Anderson
and Michael Wolfe forecasted
the decline of Web sites in 2010,
explaining that the increased pop-
ularity of mobile communication
and app-based interfaces along
with social media applications
has users more engaged with each
other than with more traditional
(i.e., mass media-style) Web pages.
As of early 2016, two of the most
popular Web sites in the United
States were Facebook (#2) and
YouTube (#3), both the two most
popular smartphone apps as of
2015 (in order, #1 and #2). Much
of this interaction via social media
15 less about mass audience con-
tent (Web-based news stories, for
example) and more about user-
generated content.

Does this mean that news media
should abandon their Web pages?
Unlikely. Internet live stats explains

DifTuston {af innova-
Liod) A process by
which inventions

are m].-uplud fiar uge
thraughoul society.
These diffugion
procesded often follow
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pallern of glow initkal
growih, followed by
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follawed by another
slowir growih period.
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buth private and
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that similar Web site reductions were observed
i 2010 and 2013, often due to monthly fluc-
tuations in how Web domains are calculated.
They predict a return to the one billion mark
by the end of 2016, with this being a stable pre-
diction as of 2017 (a point at which the number
will not dip below one billion). Other reasons
to keep those e-publications online? The #1
Web site is Google (http:/www.google.com)
and the vast majority of all Web traffic comes
in the form of a Google search. Notably, news
aggregators such as Yahoo! (#5), Reddit (¥9),

]
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THe InTermer Lives! o

and Bing (#20) are immensely popular, as are
more traditional news outlets such as ESPN
(#21), CNN (#23), and the New York Times
{#24), which remain primary destinations
for news. Be it spoken, printed, digitized, or
some technological medium not yet imagined,
audiences will likely always have a curiosity
and need to be informed about the stories and
events around them. As one of our authors
(a former newspaper reporter, both print and
online) often tells his students, “newspapers
specialize in news, not paper.”

THe Eric GooGLEPLEX

At its best, EPIC is o summary of the world—deeper, broader and more
nuanced than anything ever available before . . . but at its worst, and for foo
many, EPIC is merely a collection of rivia, much of it unirve.

In 2004, new media commentators Robin
Sloan and Matt Thompson presented a
video presentation to the Poynter Institute (a
LJ.S.-based nonprofit news education orga-
nization) on the future of news audiences.
Inventing the hypothetical EPIC (Evolving
Personalized Information Construct), they
described a media system completely tai-
lored for each individual Web user wherein
the computer program EPIC searches and
scans the entirety of online news in a given
point in time, taking and rewriting existing
news stories so that they can be tailored to
meet the discrete personality, interests, and
tastes of individual audience members. As
the preceding quote demonstrates, such a
news distribution system would likely be
remarkably attractive for each user, but

~EPIC 2014

could have a devastating impact on society
as a whole as we might lose collective sight
of the important issues of the day.

Yet, as we have argued in this book (and
as Sloan and Thompson seem to suggest),
media tools are not inherently “good” or
“bad,” but rather the individuals who use
them can do 50 in a “good” or “bad™ man-
ner. What do you think? As you use more
tailored media sources to learn, relate, per-
suade, and entertain yourselves and your
friends, do you feel more or less informed
about the world? Why or why not?

Tulk to us about your experiences, either
on Facebook at htips:/www facebook.com/
groups/234255823447372 or Twitter using
the #MediaAsTools hashtag.

The ariginal EFIC videos are available for viewing al hitp:/fepic makingithappen co.uk,/
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This broadcasting/narrowcasting dichotomy perhaps sets the stage for today's
media landscape. First, this dichotomy is not restricted to electronic media
major daily newspapers are often considered analogous to broadcast information
{intended for large and indiscriminate audiences), whereas magazines and books
might be considered more narrowcast (intended for smaller and more intentional
audiences). Second, the introduction of Internet-based media programs gave rise
to a third type of tailored media content (see also Chapter 2). If we follow the logic
that cable television broke somewhat from the traditional definition of “mass™
communication by transmitting messages to a more intimate audience while also
increasing the number of channels available to the audience (see Chapter 12), then
we can see the shift to Internet media as continuing to break from this “mass” con-
cept. Internet audiences can be large (such as the audience for CNN.com or USA-
Today.com, largely the same as their cable or newspaper audiences, respectively),
but they can also be quite small (such as the audience for our research blog #ixlab
notes . . . —httpyfcommwvwedw/fa/research/notes—which is not much more than
a small handful of communication technology scholars). Given the estimated 1.01
billion registered Web pages as of September 2014 (which actually declined in
2015, but rebounded; see MC in Action: The Internet Lives!), we see a media
system that 1s increasingly customized, or customizable, to fit the unique goals of
each user (for better or worse, see MC in Action: The Epic Googleplex).

Social Media—Are We All Media?

It's about the many wrestling power from the few
.. and how that will not only change the world,
but also change the way the world changes.

~Lev Grossman, TIME Magazine (2005)

As discussed in Chapter 2, in 2006 Time Magazine named you—literally, every
Internet user—as their Person of the Year. While it can be debated if the Web 2.0
revolution happened before, during, or after 2006 (also see Chapter 2), it cannot be
debated that the widespread adoption of social media technologies have dramati-
cally shified how people use and are influenced by media. It has also created a rise
in what has been commonly called “citizen journalism.”

Citizen Journalism

In early 2012, popular technology magazine WIRED Magazine ran an editorial
on major U.S. events that were reported on not by traditional journalists or news
agencies but rather by Twitter users. Ordinary people armed with smartphones and
a need to talk about their surroundings told us of ULS. Airways 1549 landing safely
in the Hudson River (@highfours), an armed gunman on the loose at Discovery
Channel’s Maryland headquarters (@ jdivenere), damage from a rare earthquake
in Richmond, Virginia (@Jordnnkieluice), and even a forewarning about a New
York City SWAT patrol organizing blocks from Zuccotti Park—headquarters of
the infamous Occupy Wall Street protests (Roots drummer {@questlove). In fact,

Soclal media Com-
munication techoolo-
gies that allow users o
create public profiles
16 order 1o connect
and share content with
ather users, usually in
a public Fashion,
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even the death of (Osama bin Laden was witnessed and reported live on Twitter
long betore any news crew or world media could know of the event. These citizen
journalists served as the eyes, ears, and mouth for some of the most prominent and
newsworthy stories of the early 21* century (see MC in Action: “Uh oh, now I'm
the guy who liveblogged the Osama raid without knowing it™).

What does this mean for traditional journalism? Some media critics have
argued that stagnant and sliding subscriptions to major U.S. newspapers coupled
with the speed of citizen journalists might spell an end to news media as we know
it. That is, there are concerns that larger media organizations cannot compete with
the collective knowledpe and access of an entire social media network that is con-
stantly texting, tweeting, and sharing pictures of the world around them. At the
same time, many are wary to trust the word of untrained citizen journalists as
they might often violate what new media researcher Vincent Maher (2005) has
called the “three deadly E's™ ethics (not having an understanding of the ethical
principles of journalism), economics (not having the economic resources to pro-
duce guality and in-depth coverage of events), and epistemology (subscribing to
an activist rather than an objective motivation to produce the news). Indeed Shirky
{2008) talked cautiously about the “mass amateurization of information™ that the
Web 2.0 universe has ushered in wherein each Internet user has an equal stake
in the creation of new information, as well as collaborating on this information
to ensure its accuracy and utility for us all. In fact, the same Web 2.0 principles
so critical to encouraging and enabling citizen journalism also led to the creation
of many of the advocacy newspapers mentioned earlier in this chapter—indeed,
many would consider individuals such as Mait Drudge to be among the first suc-
cessful digital citizen journalists.

By the same token, it may be the case that this shift toward citizen journal-
ism has changed the ways in which audiences think about their content, and even
their expectations of that content. A number of scholars have proposed a model
of “hybrid journalism,” in which audiences relying on news delivered through
mobile technologies such as Twitter do not necessarily expect objective reporting,
but instead are seeking commentary, impression formation, and affective content
associated with the events at hand. For instance, in their examination of Twitter
news content associated with the 2011 Egyptian revolution, Papacharissi and de
Fatima Oliveira (2012) propose that on-the-ground reports of the revolution were
as important in terms of consensus building and galvanization as they were in pro-
viding factual information. It may be the case that part of the appeal of this kind
of reporting is the affective sense of being in the middle of the action, and that this
further serves to blur the lines between entertainment and news.

Theories of Information Effects

So, how might we be influenced by the information we receve from our media
systems? And how might newer communication technologies change the way we
previously considered information effects? The following sections will discuss
some of the major theories of information effects as well as the role of communica-
tion technology in altering (or not) some of their fundamental precepis.



MC IN ACTION

In the early morning hours of May 2, 2011,
Sohaib Athar, an IT consultant living in
Pakistan, was awoken by the sound of mili-
tary helicopters hovering near his apartment
window. Startled and a bit annoyed by the
event, Athar did what many of the 140 mil-
lion other Twitter users tend to do late at
night and took to the social media platform
to complain. One-hundred and forty charac-
ters at a time, (@ ReallyVirtual hopped online
and wrote about the strangeness of'a helicop-
ter hovering over the normally quiet town
of Abbottabad and at one point wrote that
the helicopter had better leave or he would
smack it with a huge flyswatter. Distracted
by the commotion, Athar watched the events
in front of him and tweeted his thoughts and
reactions. From helicopter noise came an
explosion, a crash, and reports from other

THe Furswar Hearp Arounp THE TWITTER

Twitter users that the helicopters were not
even Pakistani. Reports of a family that
perished in the crash and then the spotting
of a second helicopter continued to grab
Athar’s attention, and Twitter users began
to retweet his comments, transforming the
humble-and-humorous IT consultant into an
ad hoc correspondent for a growing global
audience. Athar confirmed reports of a heli-
copter crash and other details of the event
by reporting what he was seeing and hear-
ing before the big news came across: it was
revealed by international news services that
Ozama bin Laden was killed in a U.S. Navy
SEAL raid on a compound in Abbottabad,
Pakistan. The Mashable archive of his
tweets is at: http://mashable.com/2011/05/01/
live-tweet-bin-laden-raid/

Agenda Setting Theory

The press may not be successful much of the time in
feﬂ.-'ng people what to think, but it is stunningly suc-
cesstul in telling its readers what to think about.

~Bernard Cohen, The Press and Foreign Policy (1963)

The preceding quote is often considered one of the most clear and concise expla-
nations of the influence of news media’s coverage on individuals and society—
coverage of news stores tends to influence the type of stories we pay attention
to far more than it influences how we actually feel about the stories themselves.
Studied prominently in coverage of politics and elections, the landmark study on
agenda setting theory was conducted by Maxwell McCombs and Donald Shaw
in Chapel Hill, North Carolina (both were associate professors at the University
of North Carolina, Chapel Hill at the time of the study). McCombs and Shaw
{1972) were interested in how newspaper and television coverage of the 1968 LS.
presidential election was shaping the political opinions of people in the region,
the so-called “agenda™ of the election. Their study found a significant correlation
between those issues of importance to the average Chapel Hill resident in October
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1968 (shortly before the election) and coverage of the very same events in June
1968 {five months prior to the election); more importantly, the correlation between
voters” opinions in June and newspaper coverage in October was not significant.
This data demonstrated that prior and prominent newspaper coverage of a given
issue increased the salience of these issues in the minds of news media audiences.
Follow-up stories over the next 40 years have generally been consistent with the
agenda setting hypothesis.

What increases salience? One major component is the placement of a story
in a particular news medium. For newspapers, stories placed on the front page (the
headline stories) tend to command more attention from the audience than stories
placed inside the newspaper. Another component of salience is the amount of time
and space that news media devote to a particular issue. During the 2012 Summer
Olympics in London, many online news sources such as www.usatoday.com and
www.msnbc.com created special sections specifically for coverage of the Olympic
Games, athletes, and related stories. A third component of salience is the duration
of coverage of a given event. A prominent example would be the National Football
League's Super Bowl championship game, which tends to receive international
coverage for weeks leading up to the actual game (typically played in early Febru-
ary of each vear). Indeed, the intense media focus on the Super Bowl is likely one
reason why live broadcasts of the game regularly set audience records—the Febru-
ary 5, 2012 game between the New York Giants and the New England Patriots was
viewed by an estimated 166.8 million people in the United States, almost one-half
of the entire population.

Might the notion of agenda setting be changing in an increasingly Web 2.0
world? Traditionally within any news organization, the placement of news stories was
determined by a few gatekeepers who chose news coverage items based on any num-
ber of different variables—including the newsworthiness characteristics from earlier
in this chapter as well as different local and regional interests, as well as advertising
and corporate influences. Decisions to give priority coverage to some events over
others were driven by these variables as well as physical constraints, such as the lim-
ited number of professional reporters available to cover the events as well as physical
limitations on the space available in any given newspaper or news segment.

Fast forward to today’s social media landscape, and we see examples of citi-
zen journalists and other regular people creating and sharing their observations
about the world around them. As content is increasingly published by the masses
and shared with the masses, one might question the role of mass media organiza-
tions as agenda setters—afier all, some of the biggest events of the 21" century
have been covered by the masses first and the news media elite second (again, the
story of (@ReallyVirtual and the death of Osama bin Laden). At the same time,
emerging research has suggested that the majority of Twitter messages—as many
as 50 percent of all shared Web links, for example—are generated by fewer than
20,000 Twitter users (consider that in light of Twitter’s nearly 250 million users
as of December 2013), with traditional media sources creating the majority of
content {Wu, Hofman, Mason & Watts, 2011). Such a distribution of content is
indicative of what famed Italian economist Vilfredo Pareto called the 80-20 rule
(since renamed the Pareto principle) by which B0 percent of economic capital, spe-
cifically land n his studies, tends to be controlled by a smaller 20 percent of the
general population. Considering that the capital of our Information Age is content,



one might suggest that traditional sources of information still control a good bit of
influence in today s networked society. At the same time, as more citizen journal-
ists begin to create persistent presences in the media landscape—such as creating
and sustaining advocacy publications like those discussed earlier in this chapier
one might begin to see a shift in the major gatekeepers of the 21" century, just as
Revolutionaries such as Benjamin Franklin and Thomas Paine did in the 1700s!

Exemplification Theory

In 1968, scholar George Gerbner established his “mean world effect™ to explain
why heavy users of mass media believed that the world around them was a par-
ticularly dangerous place despite crime statistics suggesting violent crime to be on
a nationwide decline (Gerbner, Gross, Morgan, Signorielli, & Shanahan, 2002).
His cultivation theory suggested that media users’ perceptions of the real world
were heavily skewed in favor of the view of the world on television—specifically,
as more crime television and news broadcasts began to dominate, the media audi-
ences naturally assumed that there was more crime around them. Particularly as
stories including base-rate information about crimes were largely nonexistent in
the news, stories about crime lead to beliefs and fears about the same.

A look into the mechanics of the mass media through exemplification the-
ory explains this process in more detail. Consider the characteristics of a story
as being newsworthy. Stories of news value often attract the attention of media
producers specifically because of their uniqueness—a violent home invasion in a
quiet suburban community or a child from a lower-income family getting accepted
to a prestigious university to pursue his or her education. For different reasons,
both of these stories capture our attention because they are unexpected events;
they are exemplars of extraordinary events (Zillmann & Brosius, 2000).

Moreover, it might be argued that the repeated usage of exemplars in mass
media stories can resulf in a rather skewed view of reality. For example, if news-
papers only cover stories of crime in a given area, it might suggest to media audi-
ences that the given area is particularly dangerous—regardless of whether or not
the area really is any more or less dangerous than its surroundings. In other words,
as newspapers continue to focus on unique exemplars we begin as an audience to
believe that the exemplified stories represent daily occurrences. Back to our crime
example, we believe there is a mean world around us because we are constantly
reading about it and we are rarely provided with evidence suggesting the rarity of
these events.

And vet again, we might consider how the Web 2.0 media system is changing
our access to different exemplars. Considering again the Arab Spring revolutions
of 2010 (see Chapter 2), many social media audiences based in the United States
were able to get information about the student protests and military responses not
by following official statements from Arab officials or United Nations peacekeep-
ers and overseers, but rather they were able to get firsthand accounts of many of
the activities from the images, videos, and commentary provided by those people
on the front lines of the revolution. Granted, the question could be posed that these
youth might not have been representative of their entire nation-state’s political inter-
ests (for example, those youth who had access to technology, the Internet, and who
spoke English tended to be the ones most followed by and shared with international
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audiences), but it can be argued that social media has given us access to a wider
perspective on news events than ever before (if not by the sheer number of sampling
contacts alone) which has the potential for us to look past exemplars to get a more
holistic perspective on any given news event. As of 2016, nearly one in seven people
on Earth have created a Facebook profile, suggesting that while Facebook users have
more potential to contact a seemingly innumerable number of social connections
without ever leaving their homes, nearly 85 percent of the world is not actively using
this technology, allowing us to ask who is getting what news?

Framing Theory

When producing a news story for publication—be it in a newspaper, on a Web
page, or in a broadcast format—writers and editors must choose how to “package™
the story in order to satisfy any number of demands. What aspects of the story are
most important to the audience? What elements of the story are more newsworthy
than others? Which set of quotations or facts do we start with? How can we struc-
ture the story to make it most appealing to our readers? How can we highlight the
“most important element™ in a given news story?

Sociologist Erving Goffman attempted to explain this careful structuring of
stories in his framing theory (Goffman, 1974). He contended that (a) stories are
framed to highlight specific events and (b) these frames are influential in how
audiences decode and make meaning of the story. According to politics and media
scholar Robert Entman, a frame is the “[selection of | some aspects of a perceived
reality [that] make them more salient in a communicating text, in such a way as
to promote a particular problem definition, causal interpretation, moral evalua-
tion, andfor treatment recommendation” { Entman, 1993, p. 32). Simplified, we can
understand framing as the purposeful attempt to package a story to highlight some
story elements over others.

When we study framing, a central concern is the role that story framing plays
in making some story elements more salient than others and how this increased
salience influences our ability to accurately process story information. For exam-
ple, a story on a military conflict might label an antigovernment group as “free-
dom fighters”™ or “terrorists"—the former suggesting the group to be on the side of
right and the latter suggesting the group to be on the side of wrong. In 2008, sports
communication scholar Andy Billings wrote similarly about NBC’s presentation
of the Olympic Games for U.S. audiences, which often goes to great lengths to
frame coverage in terms of dramatic narratives often rooted in geopolitical or even
moral issues of the day in order to increase viewership of the Games. Such fram-
ing is often not so much rooted in terms of a political agenda as it is an economic
one (see MC in Action: The Economics of Morality)—an attempt to make the
Games as attractive as possible to the widest possible audience so as to recoup the
reported $4.38 billion paid to the International Olympic Committee to exclusively
broadcast the games in the United States from 2014 to 2020.

Once again, we can consider the potential impact of Web 2.0 technologies on
the framing process. If it is argued that news producers carefully frame stories so
that they can be presented to audiences with a certain meaning attached to them,
how might this process be different when today’s media audience does not always
get news from large media organizations? For example, (@ ReallyVirtual's original



Tweets about the bin Laden raid were rather frameless from a political standpoint
as he was merely reporting what he was witnessing (and he was not even really
sure what we was witnessing), while the Tweets from the many Arab Spring activ-
ists were decidedly pro revolution. Tweets during the National Football League's
short player lockout allowed sports fans to hear directly from their favorite athletes
about their “side™ of the labor dispute, allowing fans to circumvent coverage in
major news services that might have suggested players to be greedy or selfish in
their contract and labor demands. In general, we can see how the networked media
landscape of today lends itself to an increased marketplace of ideas, perhaps mak-
ing the influences of framing effects (as well as the agenda-setting function of the
media and the notion of exemplification) diminished.

Marketplace of

idaas A philosaphy
that sugpeats that
ideas should be treated
like free enterprise
econamic goods in that
individuals should be
ablde to read any num-
ber of ideas and decide
for themselves those
ideas that are useful
and those that are mod.

1
; -
-

MC IN ACTION

While much of the research surrounding the
form and function of media framing tends
to be situated around an assumption that
different content producers have different
personal and political interests, prominent
media scholar Ron Tamborini proposes a
slightly different approach: the economics
of morality.

In his model of moral intuition in media
entertainment, or MIME, Tamborini (2011)
sugpested that while the content in much of
our entertainment and informational media
is often rooted in moral issues—battles of
moral right and moral wrong—the reasons
behind these content productions are eco-
nomic. Tamborini argues that content pro-
ducers are aware that “drama sells,” but
they are also aware that different audiences
have very distinct moral orientations, what
he refers to as morality subcultures. For a
broadcaster, producing content that wvio-
lates the moral orientations of the intended
audiences will likely result in very unpopu-
lar, unsuccessful, and potentially troubling
broadcasts (for example, the program was
reported to the FCC for violating commu-
nity standards of decency—themselves
often rooted in moral rather than legal con-

siderations). Thus, producers are likely to

THe Economics oF MorauTY

create content that upholds and supports
rather than violates and challenges predomi-
nant moral orientations. In fact, research
applying MIME has suggested, for exam-
ple, newspaper headlines in more liberal
or conservative parts of the United States
generally present news in a more liberal or
conservative manner, respectively, and that

many popular sitcoms and soap opera pro-
grams tend to present a more conservative

view on such cultural taboos as alcoholism,
adultery, and spousal abuse. In addition,
there is emerging research to suggest that
differences in media content and preference
across cultures can often be attributed to
differences in the moral standards between,
for example, U.S. Latino and non-Latino
populations (soap opera content) and U.S.
and German television audiences (the for-
mer preferring more sitcoms and the latter
preferring more news programming).

Yet, as media becomes increasingly nar-
rowcasted or tailored, how important do you
think it is for producers to understand the
morality subcultures of their audiences? Do
you think there few or many morality sub-
cultures? Can you identify newer programs
that seem to tap into larger or smaller moral-
ity subcultures?

Chopter 5: Mews
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One challenge to education 1s gething learners to engage educational mate-
rial. As students, we often get distracted duning course lectures and discus-
sions, as we have other thoughts and emotions on our minds—distractions
from the course material that ultimately hinder our ability to process lessons
and knowledge. However, as an autotelic process, media 15 often seen as a
particularly useful channel for education. Most of us consume a fair amount
of media in our daily routines, and we can assume that by an early age we
have become adept at internalizing knowledge gleaned from media. Stud-
15 on children's media use suggest they spend nearly seven and one-half
hours 1n front of a computer or television screen daily, and another full
hour using cellular phones for texting or talking; these numbers do not drop
off substantially through early adulthood. While some might lament this
increased rehance on mediated communication over “good old-fashioned™
face-to-face communication, 1t 15 again important to consider that the goals
of these mediated activities (as we have continually highlighted throughout
the book) do not have to differ from one communication channel to the
next. In fact, one might argue that this increased communication activity via
technology 1s indicative that people today are actively seeking and attending
to new information every day (perhaps because we have more information
available to us than ever before). This chapter will discuss the numerous
ways that media 15 and can be used as an educational tool.

Autotelic process A
process of activity that
15 inirinsdcally moti-
vated, having no exter-
nal reward associated
with its completion.
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Questions to consider when reading this chapter:

* Why have some traditionally avoided thinking about media as a learning
mechanism?

= What are cognitive and affective learning? How are they different
concepts?

= Why is it important to consider social learning processes when we talk
about new media?

* Why might video games be different than other media in terms of the
learning processes associated with them?

* How can social media hurt and/or help the learning process?

Mr. Rogers and Big Bird:
Learning through Television

By the 1960s, most estimates suggested that as many as 97 percent of house-
holds in the United States owned at least one television set. In a mere 30 years,
television had replaced the radio as the “great storyteller of [the] age™ (to bor-
row from an often-quoted passage from media scholar George Gerbner) and had
quickly become a cultural force for information, relationships, persuasion, and
entertainment.

This growth in popularity was especially apparent among children, who by
the mid-1960s were estimated to spend upwards of 27 hours or more per week
watching television. In response to this, many local television stations began to
produce children-specific programming {or at least, programming aimed at chal-
dren and adult audiences), but these programs were criticized for focusing on basal
content, often highlighting slapstick violence (the authors can think of programs
such as The Three Stooges as prime examples of this) or in general presenting
simple storybook-style narratives with little educational value. Indeed in 1961,
FCC chairman Newton Minow famously proclaimed that television content at the
time was a “vast wasteland™ of low-brow, commercially driven content designed
to appeal to the base interests of its audience, and in particular not suitable for
children (see MC in Action: Minow's Vast Wasteland). As television rose to
prominence as a primary source of information and entertainment, many began
to wonder about potential negative effects of television content on children. In
the 1950s and 1960s, there were few television offerings designed specifically for
children—yet children made up a substantial part of the viewing audience. Even
comedies such as The Three Stooges were panned by some as focusing on violence
and bullying behaviors that might have encouraged children to do the same to
each other. Moreover, intense coverage of the Vietnam War—considered by many
media historians to be the most uncensored and violent war coverage to date—and
other political scandals and stories tended to dominate headlines in news media.

During this time, parents, producers, and scholars began to concern
themselves with the potential negative influence of television on children’s
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development—both from a cognitive and from an affective perspective. It was
clear that television was a popular form of media, so simply removing the televi-
sion from children was not an answer. Conversely, simply removing children from
television (or television from children) seemed shortsighted—after all, if televi-
sion was having a negative effect on children’s development, could it also have a
positive one’!

,?'1
MC IN ACTION

Minow’s Vast WasTeLAND

| admire your covrage—but that doesn’t mean that | would make life any easier
tor you. Your license lets you use the public’s airwaves as trustees for 180 mil-
lion Americans. The public is your beneficiary. If you want to stay on as irustees,
you must deliver a decenf refurn fo the public—not only to your sfockholders. 5o,
as a representative of the public, your health and your product are among
my chief concemns.

~Federal Communications Chairman MNewton Minow, addressing the
Mational Association of Broodcasters annual convention in May 1961,

In 1961, FCC chairman MNewton Minow
delivered perhaps one of the most memorable
speeches by any FCC official when comment-
ing on his vision for broadcast television—
his first speech as the newly appointed FCC
boss. Labeled by some as the “culture czar,”
Minow called upon content producers of the
time to offer more choices, more diversity
in programming, and more alternatives to
popular programming. He spoke in front of
the most powerful and important broadcast
leaders of the day and challenged them to
watch their own programming for an entire
day, ensuring them that the programs would
be full of what newspaper columnist Doris
Fleeson paraphrased as “violence and medi-
ocrity and—worst of all from their point
of view—they would end up being bored.”
While neither Minow nor his FCC directly
worked to censor broadcast television, many
media historians credit his FCC (for better

or worse) with driving network executives
to carefully reconsider the programs offered
on their stations or risk losing their broad-
casting license when it was up for renewal
(a process that worked in three-year cycles).

How big was Minow's impact on television?
Some feel that his New Frontier approach
to the FCC forced broadcasters to consider
more carefully the public interest and to
produce more socially responsible content,
or at least be more judicious in their cur-
rent offerings. Others feel that Minow only
scared broadcasters into consolidating their
operations, cancelling or refusing to develop
new content that might be considered risqué,
and as a result greatly reducing the choices,
diversity, and alternatives for programming
(precisely the opposite of what he set out
to do). Yet, one impact is certain: the 5. 5.
Minnow from Gilligan's fsland fame? That
too was named after Minow.

Mlireey's -:riginnl spesch can be geoessed ab: hilp:Semans americarchalkanic com Sspesches /nesdonminoe. bim.
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Cognitive Learning

What if you could create content that was both
entertaining and instructive? What if it went down
more like ice cream than spinach?

~television journalist Michael Davis

As television was growing in popularity, educational professionals and parents
alike noticed a parallel—although not necessarily related—troubling trend in the
cognitive development of schoolchildren. The achievement gap between children
from low and high sociceconomic status (SES) was widening—suggesting that
children from higher income families were also doing better in school than chil-
dren from less privileged families. Concern was growing that this achievement
gap would then widen SES differences, and education scholars began to explore
alternative methods for teaching scholastic material to children. Surveys of chil-
dren from lower SES families reported that across many demographic variables,
one common connection was that these children watched more television than
those children from higher SES families—one common reason reported was that
in the lower SES families, parents usually worked longer hours and were away
from their children in the early afternoon, as there was a time gap between school
ending and parents coming home from work.

Recognizing both the increased popularity of television among children,
particularly with lower SES children, and examining the educational achievement
gap, accomplished television producer Joan Ganz Cooney organized financiers and
researchers to form the Children’s Television Workshop (CTW) in 1968 (see Fisch
& Truglio, 2001 and Davis, 2008 for a complete history of Sesame Sireet’s devel-
opment). Securing nearly $8 million in grants (about $55 million in 2016 dollars),
CTW was able to produce high-quality children’s programming that was similar
in production standards to the most popular television shows of the time with an
educational platform rooted in academics (including an educational curriculum
designed by Harvard professors). From this,
Sesame Streef was born: a program focused
specifically on children’s cognitive develop-
ment. By 1979, nearly nine million young
children (under the age of six) were regular
daily viewers of the show, with especially high
viewership among children from low SES
families. As of the 21" century, the show has
enjoved success internationally and expanded
its educational views to reflect changes in cul-
tural and social issues along with cognitive
learning, including the 2010 introduction of
an African American puppet who sings about

—
Ih
k
i
k
»
m
-
[

Whike Sesome Sheel focused an the development of educalional
achievement, concens aboul childen's social developmenl wene

akio emenging.

how much she loves her hair (hitp://wwwyou-
tube.com/watch?v=enpFdeSrgmw, a response
to cultural stereotypes about ethnically Black
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hairstyles) and a 2002 puppet named Kami on South Africa’s Takalani Sireet who
is diagnosed with HIV.

Sesame Street has been on television for a long time, but has it been sue-
cessful? Did the program close the educational achievement gap? On one hand,
children who watched Sesame Street dd significantly better in school than chal-
dren who did not watch the program, and the length of viewing was a significant
positive predictor of achievement (i.e., the more Sesame Street a child watched,
the better they did in school). However, research also revealed that the achieve-
ment gap between lower- and higher-SES children actually increased—a phenom-
enon known as the “Matthew” effect. Children overall were able to learn a great
deal from entertainment television as compared to other types of programming,
but children from family backgrounds that were more involved in their learning
performed much better—showing the dual influence of media and one’s social
environment on child development. Of course, also worthy of note is that Sesame
Street and other shows of its era were groundbreaking in other ways, offering les-
sons that went beyond academic proficiency, such as social awareness and emo-
tional intelligence skills central to early childhood development.

blaithew effect In
education, a process
by which children who
have sarly advan-
tages—Irom grealer
reading and wril-

ing skills, 1o greater
acceds Lo resourees

al home—iend 1o
improve academically
al Faster rates than
children without thess
- advaniages.

MC IN ACTION

DeatH ofF A Per
On March 23, 1970, the beloved goldfish

-
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important for children to learn the value of

of Mr. Fred Rogers passed away. At least,

this was the premise of Mister Rogers'

Neighborhood, Episode 1101. In this epi-
sode, viewers watch as Mister Rogers dis-
covered his pet goldfish lying motionless at
the bottom of its fishbowl. After trying to
revive the fish by pouring salt in the bowl
(as Mister Rogers explained to the viewing
audience, if the fish had merely been sick,
adding salt to the water bowl might have
killed pathogens in the water while not
harming the fish itself), Mr. Rogers comes to
the realization that his pet goldfish i1s dead.
Sadly, Mr. Rogers removes the fish from the
water, wraps it in a paper towel and—while
discussing his feelings with the television
audience—buries the fish in his backyard.

Why would Mister Rogers choose to show
such a sad (and, for some, almost ghoulish)
story on public television? To him, it was

discussing their feelings openly with each
other and with their families. As well, Mister
Rogers reminded the audience that it is okay
to feel sad sometimes and even to cry—just
as he did when his pet dog died when he was
a child. Such lessons are core to learning
how to feel and effectively cope with one’s
emotions. In Chapter 12, we will talk more
about emotional reactions to television and
other entertainment programming, but we
would also like to hear from you.

Can you remember any felevision pro-
grams (or any other medium, such as
movies, music, and video games) that con-
fained similar messages? Consider shar-
ing examples of this content with our
Facebook group at hitps:www facebook.
comigroups/234255823447372, or with our
Twitter users, following the #MediadsTools
hashiag.

& vicdan |E::l||:|ir|g af the uriggiﬂnl broadens can be found, I:I:H..ﬂﬂ':r'cl'l the Fred Rq;&n Canler, al th;.f'_.f'w#ﬂ.FrEdmgnEn:Enlu.nlg.-"'
rascunces; loolkil /acilieschikrens-lelevsion-oge-appopricfe-conkent,”
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Affective Learning

While Sesame Street focused on the development of educational achievement,
concerns about children’s social development were also emerging. For example,
while Minow's “vast wasteland™ speech talked about declining test scores, he was
just as concerned with television content showing “blood and thunder, mayhem,
violence, sadism, murder,” as well as advertisements “screaming, cajoling, and
offending”™—to many, this was a general concern as to the well-being of those
watching so much television. If psychologist George Gerbner’s claims about tele-
vision as “the great storyteller of the age™ were true (see Chapter 5), then one
could only worry about the deleterious emotional impact of television content on
children.

One particularly concerned individual was Mr. Fred Rogers, a Presbyterian
minister in Pittsburgh, Pennsylvania, who expressed his concerns that children
were not being exposed to positive role models in the media. In many ways mir-
roring Minow, Rogers was quoted as saying "l went into television because | hated
it so, and [ thought there’s some way of using this fabulous instrument to nue-
ture those who would watch and listen.” Both men, among countless others, were
equally concerned but hopeful about the impact of this new technology on all
audiences, but particularly children.

Rogers hoped for a children’s program that focused on the social world of
children—one of imagination, inquisitiveness, and inspiration. From his first entry
into the world of television in 1951 as a composer for NBC, Rogers developed
much of his now-famous “Mister Rogers” persona in Toronto before February
1968 saw the first U.S. broadcasting of Mister Rogers' Neighborhood. Breaking
from Sesame Sireet, Mister Rogers' Neighborhood exposed children to many fac-
ets of society, ranging from tours of factories and construction sites {to show chil-
dren how the world works) to discussion about divorce, war, and—in a critically
acclaimed 1970 episode—a frank discussion about coping with death (see MC in
Action: Death of a Pet). Even noted media critic and scholar George Gerbner wrote
that Fred Rogers’ focus on real-world issues in a concrete and nmurturing way held
great promise for positively impacting children’s socioemotional growth (Yates,
1999). His show was immensely popular, with 895 individual episodes taped from
1968 to 2004, and a viewing audience of nearly nine million households during the
show’s peak in the 1980s (Long, 2015). In general, research has demonstrated that
children who regularly watched Mister Rogers reported fewer behavioral problems
in school and were more open and in control of their emotional states—and these
effects were particularly strong in children from lower SES families (likely due to
increased exposure to the programming). Although Fred Rogers died in February
2003, his legacy of fostering compassion and creativity and encouraging affec-
tive learning among his audience continue on through the Fred Rogers Company
{hitp:/'www.fredrogers.org) and a number of YouTube videos featuring original
footage, remixes, and tributes to everyvone’s neighbor. As highlighted by Long
(2015}, perhaps the most famous and fitting tribute to Mister Rogers was produced
by PBS Digital Studios’ John D. Boswell in the form of a YouTube remix video
“Garden of Your Mind™ with nearly 12 million views as of April 2016 (https://
www youtube com/watch?v=0FzXaFbxDcM)
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Social Learning Theory

learning would be exceedingly laborious, not to
mention hazardous, if people ﬁua’ to rely solely on
the effects of their own actions to inform them what
to do. Fortunately, most human behavior is learned
observationally through modeling: from observing
others one forms an idea of how new behaviors are
performed, and on later occasions this coded infor-
mation serves as a guide for action.

~Albert Bandura

When we discuss learning from media, we are assuming that people can learn by
watching something rather than actually doing it. Consider the preceding exam-
ples of Sesame Street and Mister Rogers' Neighborhood—in both cases, children
are thought to be learning cognitive or affective lessons (respectively) by watching
the actions of others on-screen rather than performing and practicing the actions
for themselves. This type of learning through vicarious experiences rather than
direct experiences forms the basis of sociologist Albert Bandura's social learning
theory.

At its core, social learning theory (SLT: Bandura, 1977) suggests that indi-
viduals learn by modeling the witnessed behaviors of others. In order to do this, an
individual must pay attention to the behavior and devote their attentional resources
to understanding the behavior script being watched. Second, an individual must be
able to retain the behavioral script so that they can remember it when it is no longer
in front of them. Third, an individual must learn how to and be able to physically
reproduce this seript on their own; at this stage, Bandura would likely argue that
the witnessed behavior has been learned. Of course, individuals do not blindly
reproduce every behavior they learn, but rather there must be a motivation (the
fourth stage of SLT) in order for a script to be enacted or performed. One determi-
nant of an individual's motivation is witnessing the consequences of the behavior
on the behavioral model. For example, if a character in a popular television show
consistently uses violence to solve his interpersonal problems (Le., fighting with
friends and loved ones) and is rewarded for this behavior (i.e., his friends and
loved ones come to like and respect him more), individuals who watch the show
might tend to believe that violence is an acceptable and useful method for solving
interpersonal conflict. However, consider the same character and actions resulting
in negative conseguences (e, his friends and loved ones leave him); this would
likely not encourage individuals to behave in the same manner. Bandura argued
that individuals are more strongly motivated to reproduce learned behaviors that
they see rewarded than reproduce behaviors they see as punished—and he also
suggested that a lack of punishment for a given behavior was interpreted by most
individuals as an implicit reward (see MC in Action: Bandura and Bobo). Another
related determinant driving one’s motivation to enact a learned behavior or not
is the attractiveness of the model. Rewarded models are generally seen as more

Vicarlous experi-

ence The notion that
humans can experi-
ence the world through
absarving others rather
than through direct
eXpETHGE,

Modeling The procesa
af learning a behavios
by observing others.
Seripl A cognitive
shortcut that we rely
an o understand how
a sequence af events
fakes place in a given
clreumstance.
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attractive than punished ones, but individuals might also perceive a model as more
or less attractive based on their own interpretations. For example, research has
shown that television audiences find characters of their own gender and race more
interpersonally similar. From an SLT perspective, these findings would suggest
that audiences are more likely to “copy™ the behaviors of demographically simi-
lar characters (and less likely to copy the behaviors of demographically different
characters).

SLT was later amended to the more encompassing social cognitive theory
{SCT) in order to place more focus on the cognitive learning processes underlying
the observed behavioral learning. In fact, some research has even applied SCT
to the acquisition of different attitudes and beliefs (which might be more affec-
tivefemotional than cognitive in nature), further highlighting the flexibility and
importance of Bandura's theories of observational learning. We should also point
out that SLT/SCT were never conceptualized as theories of media psychology or
mediated communication. That is, Bandura was not originally interested in under-
standing media’s impact and role in observational learning, at least in his earliest
“Bobo doll” research (see MC: Bandura and Bobo). However, it became obvious
to media researchers that any theory so centrally focused on observation would be

MC IN ACTION
Banoura anp Boeo

In 1961 and 1963, Bandura conducted a
series of experiments to test his social learn-
ing theory. Using a Bobo doll—an inflai-
able doll approximately five feet in height
with a painted clown face—Bandura was
able to show that children who watched an
adult model {model in the theoretical sense)
behave apggressively toward the doll (hitting
it with their fists, a toy hammer, and shouting
angrily while hitting it) were more likely to
mimic the behavior. His argument was that
children are taught that adult behaviors are
proper and accepied and thus they would rea-
son that if an adult was allowed to engage
in a behavior, then that behavior must be a
proper one. In this way, he demonsirated that
children learned through observation—par-
ticularly as the children who watch the adult
play quietly in the room instead of attacking
the Bobo doll also avoided attacking Bobo.

He followed up this initial study in 1963
by introducing two key elements to the
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experiment. First, he introduced a punish-
ment or reward condition wherein the model
{one of his laboratory assistants) was either
offered candy or reprimanded for attacking
Bobo. Second, he had children witness the
punished or rewarded behavior on film rather
than in person—thus changing the channel
of communication to a mediated one. Indeed,
Bandura found that only the children who
witnessed the model (a) attack Bobo and
(b} receive a reward for their attack were
motivated to also attack Bobo.

Bandura and his social learning theory
continue to be influential in the study of
observational learning as well as medi-
ated communication. And, finally, there is
Bobo—whose unfortunate physical sacri-
fices to the study of human communication
and behavior have resulted in one of the most
robust theories of observational learning and
media influence in the past 70 years.



applicable to the study of media—after all, mediated content is inherently obser-
vational {although we might challenge this later when we talk about video games
in Chapter 13). This point is made most clear in Bandura's foundational research,
in which he used videotaped interactions of adults being rewarded or punished for
their behavior as a way to allow children to “observe™ potential models of behav-
ior. Perhaps it is unsurprising then that Bandura’s writings on SLT/SCT are com-
monplace in the study of media, with Bandura himself even specifying aspects of
the theory for media researchers in several writings (cf. Bandura, 2002).

In later years, social learning theory was re-labeled by Bandura as social
cognitive theory in order to place more emphasis on the separation between cogni-
tive and behavioral learning. Importantly, the theory does not necessarily predict
that all learned behaviors are enacted—such as the case with watching a violent
television show and behaving in a violent manner. Bandura was careful to high-
light that, while behaviors can be learned through observation (likely at the repro-
duction stage of his model), there must be a motivation to enact the behaviors. In
other words, learned scripts do not necessarily translate to enacted ones. Chapter
9 will discuss social cognitive theory in more detail.

How might this process be different when we discuss computer-mediated
communication? One of the more obvious differences—discussed in part as fol-
lows—is the role of interactivity. All of Bandura's research is based on the notion
that we can learn through witnessing rather than enacting different thoughts,
actions, and feelings. Yet, when we think about a child using the Internet to look
up information for a book report, or plaving a video game that asks them to enact
a particularly violent act, or even watching a television program while following
an online conversation about the narrative on Twitter, are we still talking about
observational learning? Or rather, do today’s mediated communication technolo-
gies always require the user to do rather than simply witness actions? This i1s a
question currently facing researchers today as we continue to examine Bandura's
and other learning theories in the new media landscape. Of course, that doesn’t
mean that you don't have an answer for us now! Share your thoughts on some
of these questions using owr official social media spaces—Facebook ar hips
www jacebook. com/groups/234235823447372/ or Twilter using the #MediaAsTools
hashtag.

Video Games and Learning

If television was the dominant form of entertainment media for children in the
mid-20" century, video games have emerged as a dominant form of entertainment
media for the 217 century. As recently as 2010, nearly 70 percent of all U.5. house-
holds reported playing video games on a regular basis, with these gamers playing
an average of eight hours weekly. In fact, the popularity of video games as a leisure
activity among children has been considered such a large phenomenon that some
scholars, such as Pew Foundation research fellow Steven Jones (2003), argued that
a childhood without video games could actually have a negative impact on that
child’s ability to socialize with his or her peers.

According to technology and education researcher James Gee, video games
are inherently educational in that they require the player to become familiar with
a world not their own (see MC in Action: The Legend (Literally) of Zelda). Of
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MC IN ACTION

THe LecenD (LiterALLY) oF Zeba

It's dangerous to go alone! Take this.

The preceding gquote is perhaps one of
the most famous in video game history
as it marked the start of the Nintendo
Entertainment System’s The Legend of
Zelda, one of the most successful games (and
franchises) in video game history. Released
in February 1986, Zelda introduced video
game players to perhaps one of the first
open-world, nonlinear video games—ithat
is, a video game that progressed not by
moving left to right defeating monsters on-
screen, but by navigating a persistent game
world and finding one’s one way through the
puzzles, mazes, and directions of a world
not too ditferent from any child's neighbor-
hood (save the swarms of dragons, bugs, and
monsters).

While not at all designed as an educational
game per se, Zelda is perhaps a prime
example of Gee’s claims that video games
are by their nature educational. In the game,
players are placed in the middle of an unfa-
miliar game world called Hyrule and given
no direction as to where to go or—as they
encounter monsters in the world—how to
defend themselves. Players know only that
they are supposed to locate and collect eight
different pieces of a magical Triforce (again,
whose locations are unknown) to defeat a

~Old man in a cave, The legend of Zelda

monster called Ganon (and this informa-
tion is known only if players actually took
the time to read the game manual or watch
the game’s opening credits). Beyond learn-
ing how to physically play the game, such as
moving and attacking monsters, successful
completion of Zelda requires players to coor-
dinate memory and logic systems to con-
tinually navigate a large game map, making
mental notes of the location of different dun-
geons, item shops, and safe houses (to heal
themselves when damaged). As well, many
of the game’s challenges cannot be defeated
merely through attacking and running and
instead require the player to solve complex
logic puzzles or recognize different audio or
visual patterns on-screen.

The original Legend of Zelda, and count-
less games since it, represent perhaps the
best combination of a video game that pres-
ents both a play challenge in mastering the
game controls as well as narrative challenge
in deciphering the game’s riddles and land-
scape in order to restore peace to Hyrule.
The game’s lore continues to this day,
with the remastered The Legend of Zelda:
Twilight Princess HD release in March 2016
marking 30 years of Hyrulian gaming.

course, the question is what exactly is being learned. Just as the rise of enter-
tainment television in the 19505 and 1960s caused parents to concern them-
selves with the content being taught to their children, many have lambasted
video games for featuring decidedly antisocial content—fighting games and
first-person shooters are often highlighted as examples of video games that place
intense focus on violence and murder. Indeed, the 1995 release of Morral Kombar
in public arcades spurned the video game industry to begin rating video games
according to their content (similar to television ratings). However, in another
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parallel to concerns about television’s influence on
children, the question was raised: Can't the effects
be positive as well as negative?

The notion of video games as an educa-
tional tool is not a new one. As far back as 1971,
a movement was underway to use the interactive
nature of video games to teach scholastic lessons
(see MC in Action: The Oregon Trail). One reason
that video games have been expected to be power-
ful educational tools is because of their inherent
interactivity. Unlike television and other tradi-
tional media, video game play requires active and
near-constant engagement in the experience—in
many ways, video games force passive audiences to be active users, and active
engagement is thought to be key to reinforcing educational lessons. In addition,
video games appear to tap into the multimodal learning practices championed
by many educational psychologists and teaching professionals—games present
material textually, audibly, visually, and experientially all at once. Another area
in which video games might prove to be particularly useful as educational tools is
by serving as accurate simulations of real-world events and systems. Traditional
lesson plans on complex issues such as a biology lesson on the circulatory sys-
tem are quite adept at helping learners establish a basic understanding of system
components, but video game simulations allow learners to see the systems “in
action.” A recent movement in developing serious games perhaps showcases these
concepts quite well, with games such as the critically acclaimed Darfur Is Dying
{discussed in detail in Chapter 9) placing players in the role of a starving Sudanese
refugee struggling with the harsh reality of finding potable water to survive while
avoiding threats far outside the reality of your average American child. In many
of these games, a core learning objective is to encourage the player to develop a
sense of authentic empathy for others by putting them in the position of others
{such as the Sudanese refugee from Darfur is Dying). However, more recent theo-
rizing (Banks, 2015) has suggested that having game players take the perspective
of their on-screen character might not be the most effective way to foster empathy,
because the psychological differences between the player’s experiences and the
avatar’s digital world are often very distant from one another—it might be dif-
ficult for a college student in Fargo, North Dakota or Storrs, Connecticut to really
understand and immerse themselves in the cultural and geo-political climate of
the Sudan, to the point that empathy could suffer. Drawing from research in fam-
ily psychology, Banks argues that a better strategy for fostering empathy might
be to develop serious games in which the player acts as a caretaker or friends to
the main character (an “Avatar-as-Other™ orientation) rather than taking control of
the character and pretending to be in their shoes (an “Avatar-as-Me” orientation).

In fact, even games not designed to be educational have been found to have
real educational and developmental benefits. Emerging research on laparoscopic
surgeons (surgeons who perform surgery with the aid of smaller and robotic
tools) has shown that those surgeons with video game play experience had sig-
nificantly better eye-hand coordination and a general understanding of human-
computer interfaces. Indeed, several studies from the University of Wisconsin's
Learning and Transfer Lab (http:/psych.wisc.edu/CSGreen/publications.html)
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MC IN ACTION

Te Orecon Trai
You have died of dysentery.

Such was a common fate for American
frontier families in the early- to mid-
1800z and a common fate befalling
many elementary-aged students who first
attempted to navigate the Oregon Trail
in the video game of the same name.
Funded by the Minnesota Educational
Computing Consortium in 1971, educators
Don Rawitsch, Bill Heinemann, and Paul
Dillenberger wrote the first source code
for a video game designed to teach school-
children about the harsh realities faced by
the pioneer families who blazed and navi-
gated the Oregon Trail.

While there is no concrete data as to the
educational impact of The Oregon Trail

on those students who played it—when
asked, many of our students recall the
game teaching them about the hardship of
life on the Great Plains, but often discuss
in greater detail the “action-packed™ hunt-
ing segments and seem to have difficulty
actually recalling what the Oregon Trail
was or where it started (Independence,
Missouri) or ended (the Willamette Valley
in Oregon)—there is no doubt that the
game was a prime example of an educa-
tion-based video game that remains popu-
lar to this day (the most recent release of
the game was in 2011 for Windows 7, and
some mobile phone applications are free
for download for Android OS and Apple
iPhone users).

have archived the many developmental benefits of video games as tools for help-
ing improve cognitive abilities, memory, eye/hand coordination, and a number of
other different skills. Research on sex differences in cognitive skill sets—estab-
lished patterns suggesting that men tend to be better at mental rotation ability (the
ability to imagine objects from different angles) and women tend to be better at
pattern recognition and verbal ability, for example—has found that playing video
games emphasizing these skills can attenuate, or reduce, the gap between sexes.
Thus, video games have been established as robust tools for training a variety of
different mental abilities.

Massively multiplayer games such as World of Warcraft have been found to
foster organizational and leadership skills among engaged gamers. The skills that
are required to be competent and excel at these types of games such as coordinat-
ing other plavers in planned attacks, delegating game tasks to other players, and
communicating using technology across many different genders, ethnicities, and
age groups are exactly the kinds of skills that many employers are looking for,
and these skills seem to translate into that job world. Might we see the day when
you will be able to list that you are a level 90 Pandarian warrior with Zen master
fishing and blacksmithing skills as past work experience on your résumé? Prob-
ably not {although if this were true, at least one of the authors of this text would
be highly employable!). But, we might suggest that such a notion may not be as
far-fetched as it seems at first glance.
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Distributed Learning

One of the oldest, and most frequent, uses of mediated communication for educa-
tion involves distributed, or distance, learning (Kelly & Westerman, in press).
This type of education is designed to utilize technology to enable education across
geographical distance limitations. In other words, it brings the classroom out of
the actual physical classroom and suggests education can occur among people
who are distributed across various locations (and times, as well). These date back
at least to correspondence courses, where people would utilize snail mail as part
of their educational process—mailing sample artistic sketches to Art Instruction,
Incorporated (mailed to Minneapolis) or completing courses in everything from
“Better Business Writing”™ to “Motor Traffic Management™ through the Interna-
tional Correspondence Schools (mailed to Scranton, Pennsylvania; both of these
ads, and scores more, were found in the pages of comic books from one of your
author's extensive collections). More recent technologies—often called learning
management systems—have obviously increased the possibilities for distributed
learning, providing students with a secure and persistent space to engage class les-
sons from any environment with an Internet connection. Notably, these systems
work well for teachers also. Much to the chagrin of their students, rather than
cancel class sessions due to travel, the authors of this book have been known to
lead course discussions from such remote locations as Belgium, Germany, Japan,
and Tarwan.

Although distributed learning is rather popular for its flexibility of time and
location (Kelly & Fall, 2011) among other reasons, challenges exist for success
in an online class setting. Like most tools, these require the learner to be both
willing and able to uvtilize the technology for educational goals. Basically, dis-
tributed learning will not work if one does not possess the technical know-how
to use the technology that is being used for the class, and if one does not have the
self-discipline to work through and learn using the independence often provided
in online education (See MC in Action: Rules of Virtual Groups). Once more, in
many ways, YOU are in charge of your online learning.

One other very important concept for successful distributed learning is social
presence. This concept will be discussed in more detail in Chapter 7, but it gener-
ally is a feeling of being with others. This experience tends to increase a variety of
educational outcomes, such as satisfaction with a course and instructor, perceived
cognitive learning, affective learning, and retention (Richardson & Swan, 2003;
Russo & Benson, 2005; Swan & Shih, 2005), and can be achieved through the
use of technology. Recently, colleges and universities have been working with an
organization named Quality Matters that offers training to help ensure that online
courses are designed so that they can take advantape of the atfordances of online
learning (such as distance education for students who cannot otherwise attend
class) while working to overcome constraints (such as the lack of social presence
that some students report in online courses). Although the program details are
proprietary, a general focus of the evaluation process centers around three com-
ponents that seem relevant to social presence: student-to-teacher connections,
student-to-student connections, and student-to-content connections. Of course,
these principles are likely just as core to the in-person classroom as they are to the
online one, perhaps further highlighting the importance of communication in our
daily lives.
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MC IN ACTION

KHAN AcADEMY

MNotably, not all distance or distributed
learning involves the formation of learn-
ing communities or digital “replications™
of the classroom, as some of the above
examples suggest. Perhaps one of the more
well-known distributed learning programs
operates more as an online repository for
knowledge than a classroom—in fact,
even their founder openly suggests that
his platform is not intended to “some-
how constitute a complete education”
{as told to Westervelt, 2016). That man
is Massachusetts Institute of Technology
graduate Salman Khan, and his platform
is the immensely popular Khan Academy
{http:/f'www.khanacademy.org). Khan
originally experimented with online learn-
ing in 2004, using the drawing function
of an early messaging program (Yahoo!'s
Doodle Pad) to help tutor his younger
cousin in mathematics (Khan's degrees
are in engineering and computer science).
She and her friends enjoyed the simplis-
tic chalkboard-style animations that Khan
created, which inspired him to begin pro-
ducing similar segments on YouTube.
Following investments in the form of

educational development grants from both
the Bill & Melinda Gates Foundation and
Google (among others), Khan Academy
was born in 2006 as a nonprofit and open-
access educational resource. Although the
early content was mostly focused on math-
ematics, the content has since broadened
to focus on a variety of topics, including
physical and social sciences (e.g, biology
and economics) as well as fine arts and
humanities (e.g., art history and music).
The Web site’s content has been translated
into over two dozen languages, and their
official YouTube channel (httpffoww
youtube.com/user/khanacademy) has nearly
2.5 million subscribers, with videos in over
five dozen languages. As Khan explains in
his introductory video, “Nobody's born
smart. We all start at zero.” As of April
2016, Khan Academy is one of the 500 most
visited Web sites in the United States, and
one of the 1200 mosi-visited sites in the
world. For a platform completely focused
on education that has to compete with
Grumpy Cat videos and Kim Kardashian
gossip, that is a lot of traffic!

Social Media and Learning

As mentioned in Chapter 5, social media technologies have influenced the way
that many of us read and share news and current events. One of the more unique
aspects of this influence 15 the increased co-production of media content by today’s
media user. Consider a platform such as Facebook, which as of 2012 was estimated
to have nearly one billion individual users. Content posted to Facebook is not
created by a central organization (although certainly many organizations—in par-
ticular media organizations such as CNN-—maintain a strong Facebook presence)
but rather is created by the users of the program (see Web 2.0, Chapter 2). As well,
Facebook does not distribute content but rather provides a networked platform
for users to share content with one another based on how they are connected. In
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Group work is often one of the
biggest challenges and com-
plaints that students have. And
although it can be a challenge
in traditional FtF classes, it
becomes especially challenging
given the fact that students in an
online class may not be physi-
cally located in the same city,
state, or even country (which
also creates possible time issues).
However, working in groups is a
fact of life for most people post
schooling—as the famous say-
ing (sort of) goes, “no person is
an island, complete unio them-
selves.” Thus, if vou find yourself
struggling to work in a group,
especially a virtual one, Walther
and Bunz (2006) provide six
“rules” for more effective man-
agement of working in a virtual
group or team (pp. 833-835):

1. Get started right away.

2. Communicate frequently.

3. Multitask getting organized
and doing substantive work
simultaneously.

4. Overtly acknowledge that
you have read one another’s

MEsSAZES.
5. Be explicit about what you
are thinking and doing.

6. Set deadlines and stick to
them.

MC IN ACTION
RuLes or VirtuaL Grours

These are likely good sugges-
tions for non-virtual groups
as well, but become especially
important online, where things
often take longer and nonver-
bal cues are often lacking (see
also the discussion of Social
Information Processing Theory,
in Chapter 8). As teachers our-
selves, we often hear from stu-
dents that group work is one of
the most challenging and frus-
trating elements of college, with
many students upset that others
are often not available at mutual
times for face-to-face meet-
ings. To this end, perhaps the
asynchronous elements of medi-
ated communication technolo-
gies can offer students a solution?

Consider sharing vyour advice
and experiences using mediated
communication as part of group
projects. Do you use social media
such as Facebook and Twitter?
Learning management systems
such as Blackboard or Moodle?
Maybe your groups use online
work programs such as Google
Docs to share and edit documents
together?

Let's talk! Share your ideas to the
official course Facebook group
at  htips:iwww facebook.com/
groups/234255823447372/ or via
Twitter, using the #iMediadsTools
hashtag.

Chopter &: Media as Educators
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both ways, Facebook behaves less like a mass media organization and more like a
medium in the truest sense—a channel (or platform) for others to send messages
to others. The majority of social media programs—Twitter and Google Plus, for
example—operate using the same general principle as does Wikipedia: users cre-
ate and collaborate on content.

Facebook in the Classroom

Among students, Facebook is the “killer app™ for social networking—many studies
report that as many as 93 percent of college students and similarly high numbers
of high school students have an active Facebook page. Early research examin-
ing Facebook’s influence on class performance tended to focus on the displace-
ment hypothesis, arguing that time spent using the social network was negatively
associated with academic achievement and largely found support for this hypoth-
esis (Junco, 2011). Indeed, these findings mirrored earlier research on television's
mfluence on academic achievement in schoolchildren—increased television view-
ing was associated with decreased academic performance.

However, many of these studies did not consider the way in which media
was being used by students. For example, studies on television usage found that
students who watched more news and documentary-style programs significantly
outpertormed their peers, suggesting that a focus on the type of usage rather than
merely time spent using it is an important variable. Likewise with Facebook,
studies looking at types of usage have found the program to positively influence
student learning in several ways. Research has found that students engaging in
class-related Facebook groups have increased motivation to learn material and felt
closer to both their classmates and teachers—both aspects of affective learning
considered important to academic success. In terms of cognitive learning, Face-
book is thought to increase academic outcomes because it provides students with
a persistent space to engage in class materials (a “ready space” for learning as
described by Selwyn, 2009) that provides students an additional space to learn
and study in their own space and time. This latter point is of particular importance
when we consider students as digital natives—a term coined by educational psy-
chologist Marc Prensky (2001)—who seem adept at using technology to satisfy
any mumber of goals. Assuming that today’s learners are living in a digital world,
emerging evidence suggests that purposively connecting with students in these
“native” and persistent spaces may provide an additional avenue for learning.

Indeed, early research results from Bowman and Ackaoglu (2014) have
found that students who voluntarily sign up for a closed class-related Facebook
page (about 50 percent of a class of 323 volunteered to join the group) scored six
points higher on their course exams in an introductory mediated communication
class (sort of like the one you are likely taking) than students who chose not to join
the group. While these results are still preliminary, common themes discussed by
those students who joined the Facebook group were that they felt a greater sense
of accessibility and connectivity to the class material, their fellow classmates, and
their professors. More recent data from the same research team even found evi-
dence that students who use Facebook as part of their college courses thought that
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the content was more relevant to both their daily lives and their future careers!
However, other research has found that using Facebook tor nonacademic purposes
in the classroom can severely distract from academic performance. Again, we see
an example of technology as a tool—social media does not inherently increase or
decrease academic performance, but it can be used as a tool to do either {or both).

Of course, Facebook is not the only social media technology that can impact
the classroom. Noted instructional technology scholar Reynol Junco (also cited
above) has conducted a number of studies on costs and benefits of using social
media in the classroom, showing a number of benefits. He and his colleagues
{Junco, Heiberger, & Loken, 2010), found that the use of Twitter for extending
and supplementing class discussion led to higher levels of both student and faculty
engagement when compared to a control group (a similar class, not using Twit-
ter), as well as higher course grades. However, there are still active debates about
the role of social media technology in the classroom, as there are two important
caveats of both Bowman's and Junco’s work: (1) the social media discussions are
curriculum-focused, and (2) the technology usage often occurs outside of rather
than during class.

-
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MC IN ACTION

Be Sociawy Here, Not (DiGiTALLy) THERE!

“Your former lover tagged a photo you are in” vs. “The Crimean War
was the first conflict significantly affected by use of the telegraph.” Spot the
difference?

Speaking from our collective experience
as professors, rarely is it the case that a
news outlet such as The Washington Post
gets excited about a simple course format
change. However, entering the Fall 2014
semester, noted media studies professor
Clay Shirky made a seemingly paradoxi-
cal decision (at least, for a professor known
for his mostly positive and progressive
writings on technology and communica-
tion): he asked his students to stop using
laptops, tablets, and phones while in class.
He outlined his position in an early-semester
editorial for Medium (a popular online tech-
nology publication), whichwas quicklypicked
up by news outlets around the world, includ-
ing the Post. In his writing, Shirky observed
that his stodents seemed increasingly

~Mew York University professor Clay Shirky

disconnected from class (less social pres-
ence, perhaps?) and increasingly involved
elsewhere. The students’ bodies were physi-
cally in class, but their minds seemed at
best distracted from course lessons and at

worst unable to process even basic course
content. For Shirky, both were problematic.
Regarding distraction, Shirky explains that
at a fundamental level the majority of social
media content is likely more socially relevant
{and therefore more enticing) for students in
a classroom sefting, because this content
15 an organic part of their daily lives—as
Facebook founder Mark Zuckerberg once
famously quipped, “A squirrel dying in
front of your house may be more relevant to
your interesis right now than people dying
in Africa” Shirky saw this as inextricably
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MC IN ACTION
Be Sociaiy Here, Not (DiGivaLLy) THEere!

(DNTINED

linked to the larger concern of
information processing, arguing
that the attentional pull of this
extraneous information (at least,
to class content) was causing stu-
dents to engage in multitasking,
either intentionally or unintention-
ally trying to both follow along
in class and pay attention to their
social network feeds. As Shirky
summarized in his editorial, psy-
chological research has penerally
shown that multitasking is very
inefficient, often resulting in over-
all poor performance at all tasks
involved. One of the reasons for
the lack of effectiveness is that
when people attempt to multitask,
they often instead engage in code-
switching—continually diverting
their aitention between several
different pieces of information
without taking time to fully pro-
cess any of them on a deeper
level. Although such surface-level
processing might be effective for
understanding friends’ Facebook
status updates and admiring their
Instagram photos, it is likely not
nearly enough attention necessary
to fully understand more complex
class lessons. Shirky equates this
to the infamous “elephant and
rider” problem, in which the brain

(the elephant) is trying to process
all of the information that it thinks
it can (no pun intended), while the
student (the rider) is left to wran-
gle the powerful beast/brain into
attention. For this reason, Shirky—
along with many other teach-
ers—have begun to restrict (or
even outright bar) the use of com-
munication technologies in their
classrooms. Supporters argue that
such policies help students break
their almost compulsive reliance
on social media and communica-
tion technologies, while oppo-
nents argue that these “technology
abstinence™ policies do little to
teach students how to successfully
manage and use mediated com-
munication tools to their advan-
tage. As a student, we wonder
what you think about this debate.

Do you have classes that either
encourage or prohibit the use
of social media and other fech-
nology in the classroom? Share
your stories  and  experiences
on our official Facebook group
af hitps:www facebook.com/
groups/234255823447372 or via
Twitter using the #MediadsTools
hashtag. Of course, make sure
that if you're doing this during
class, that you're allowed to do so!

Shirky's complele #ledium edikrial can be reod al kilps: & mediuom.com,Beshiky
whyijushaskedmesudentsto-puttheirkaplops-awe, FISF 5003463 8 dhvShlen

Some companies, such as Ann Arbor-based Seelio (hitp://seelio.com), have
even attempted to create social media platforms specifically focused on student
homework and projects. The program is very similar to LinkedIn in that students
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are able to create searchable profiles that document their class projects, creating
a digital portfolio of their college coursework that can be shared with classmates,
teachers, and potential employers. Within Seelio, classmates and teachers can col-
laborate and comment on each other’s assignments, perhaps fostering a sense of
social presence discussed earlier in the chapter.

Massive Open Online Courses

The notion of extending the classroom beyond the “brick and mortar™ school
building is not a new one. Mail correspondence courses such as the LaSalle Exten-
sion University offered distance education courses and complete college degrees
from 1908 to 1982, and schools such as the University of Phoenix operate online
courses for several hundred thousand students every year. Even some high schools
have started this practice, with online charter schools such as Ohio Virtual Acad-
emy offering a virtual alternative to traditional primary and secondary education
systems. In each of these cases, educators have recognized that technologies can
allow potential students access to knowledge without being constrained to a physi-
cal classroom that might not be accessible to everyone for a number of reasons. In
2008, the University of Manitoba launched what might be considered the first mas-
sive open online course (MOOC) to an audience of over 2,300 non-tuition paying
students. Following in 2011, Stanford University launched three online courses to
an open audience of over 100,000 students—eventually leading to the development
of a MOOC -specific software called Coursera. In 2012, the University of Miami’s
online high school started MOOC courses to help prepare students for college
entrance exams such as the SAT. Perhaps one of the most prestigious science and
engineering schools in the world, the Massachusetts Institute of Technology, has
made the vast majority of their course content freely available online since 2001,
via the MIT Open Courseware platform (http:/focw.mit.edu/index htm).

So, what are MOOCs, and why would universities want to use them? First,
MOOCs are not generally designed with the intention of offering certified accredi-
tations or degrees, nor are they meant to replace the traditional education system.
Rather, they are designed to provide convenient and persistent access to informa-
tion on demand-—often as a supplement to an existing education system (such as
Miami’s SAT prep courses) or as an extended learning project (such as Stanford's
courses). MOOCs tend to take two forms. The ¢cMOOC, or collectivist MOOC,
is an approach that embraces the Web 2.0 notions of creation and collaboration
between students and instructors by approaching the MOOC as a shared space
for learning. cMOOCs tend to place less focus on the instructor as the locus of
expertise and rather reframe the instructor as a facilitator of a larger conversa-
tion between students, a sort of “guide on the side™ to help students with their
own engagement. The xMOOC, or traditionalist MOOC, is an approach that more
closely resembles a traditional on-campus learning environment, with students
logging in from locations to attend lecture sessions (either live or prerecorded)
before interacting with instructors with follow-up questions. In this vein—and
largely in line with the core principles of this textbook—the MOOC is meant to be
another tool for education, to function as a space for engagement (with each other,
with teachers, and with course content) by those students who desire more.

Extended learn-

ing Educational
endeavors (such as
classes or workshops)
that aftempt o provide
training o bodividoals
acrass physical and
temporal boundaries,
similar o the concept
afl digtributed learning.
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Sal 9000 knew she was the one for im. Nene was beautiful, she didn’t ight
with him, and she attended to him as he wished. In fact, Sal referred to Nene
as his dream woman. So he knew that he had to marry her. And when the
ceremony took place, 1t was broadcast live to thousands of people online
in Japan.

Anything seem strange yet? If not, keep reading.

The most interesting part of this story 1s not that two people got marred.
It 15 not even that the ceremony was broadeast live online (which 1s a grow-
ing phenomenon, as 1s broadcasting funerals, for reasons we will discuss
later in the book). No, what yvou will likely find to be the strangest part of
this story 1s that one of the “participants™ in this wedding 1s not a person at
all. Can you guess which one?

Sal 9000 15 a real person, a 27-year-old from Japan. But his beautiful
bride? She 15 a video game character from the Nintendo DS Love Plus.

Now does anything seem strange to you? If you are hike most of the
students we have discussed this with, you will hikely think it 1s incredibly
strange and maybe even a little (or a lot) creepy.

But 15 this creepy? Sal says he does not feel the need for a human girl-
friend, even suggesting that Nene 15 better than a human girlfriend, stating
“she doesn't get angry if I'm late in replying to her. Well, she gets angry,
but she forgives me quickly” CNN's Kyung Lah has a short interview with
Sal 9000—complete with photos and videos of his wedding—available at
http:/'www.cnn.com/2009 ' WOR LD/asiapcf/1 2/16/japan. virtual wedding/
index.htmltiref=allsearch
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Creepy or not, we believe this story highlights and 1lluminates a lot about
relabionships in the digital age and relationships in general, for that matter.
This chapter (and the next) will discuss this phenomenon and will give some
reasoning behind how and why we might use MC for relationships, both
close and acquaintance, and even with ourselves. After reading 1t, come
back and ask yourself again: 1s the story of Sal 9000 creepy? If you are say-
ing ves now, you will likely still be saying yes later. But hopefully, you wall
also maybe gain a hittle understanding into what might be going on in Sal's
relationship with Nene and maybe will think a hittle bit differently about
yvour own relationships as well.

When reading this chapter, consider the following:

« Think back to our earlier discussion of Maslow’s hierarchy of needs
{Chapter 3). Is there a connection between Maslow and our desire to use
new media to connect to others?

= Are online relationships “bad” or “good™?

* How have our assumptions regarding online dating changed in recent
vears!

= Why is presence important when thinking about the ways we
connect online?

+ What does the "media equation™ tell us about our interactions with
mediated individuals?

We Are a Social Species

So, why might Sal 9000 choose to “marry™ a video game character? First, it is
important to consider a general truth about people. We are social animals. On the
whole, we desire interaction with other people. In fact, this is something that is
necessary for our survival—so goes the old saying “no man is an island, complete
unto himself” Psychologists Edward Deci and Richard Ryan suggest that the need
for relatedness—that is, our desire to engage in meaningful relationships with
others—is one of the primary factors that motivate people to do things. Thus, it
should come as no surprise that people use a communication tool such as the Inter-
net in order to connect with other people. Whether it is an alphabet of symbols for
spoken language, books and telegraphs so that we can send written communica-
tions, a television show so that an organization can broadcast messages to large
audiences, or a message posted on a social media profile, technology allows people
to communicate in new ways and have a profound impact on the ways humans
communicate with each other. But regardless of the technology itself, a main pur-
pose is to communicate with each other—to engage in decidedly interpersonal
communication {see MC in Action: The Nicest Place on the Internet).
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MC IN ACTION

THe Nicest PLAce oN THE INTERNET

Having one of those days? Yeah, been there foo. And some-

times, a litfle pick-me-up is hard fo come by. S0 come on by

to turn the sad info happy and the happy into a celebration.
Cause this is a nice place fo visit on days like today:.

~The Micest Place on the Internet Web Site

No doubt, many students are famil-
iar with the darker side of the
Internet, with incidents such as
catfishing and cyberbullying often
populating headlines and leading to
a general concern about safety in an
increasingly online age. Although
such a discussion might seem a bit
outside the focus of a book chap-
ter on entertainment, so0 much of
our online activity blurs the lines
relationships, persuasion, and enter-
tainment that one person’s goof-
off fake Twitter account might be
another person's secret crush (iden-
tity scholar Jaime Banks might
talk about differences in how these
individuals relate to their on-screen
personae, as discussed in Chapter
6). Afterall, for many people brows-
ing the Internet is a common leisure
activity—a modern-day version of
channel-surfing.

For those fortunate enough to web-
surf over to the nicest place on the
Internet  (hitp:/thenicestplaceon-
theinter.net), trolls and trash-talk are
replaced by something decidedly
more positive: a simple digital hug,
from a seemingly infinite number
of stranpers in a video loop. While
very little is known about the moti-
vation for creating the Web site,
December 2011 saw the launch of
one of the more creative and com-

One way that we might understand
this page could be through the lens
of communication scholar Thomas
Socha, a recognized leader in the
study of positive communication.
While his research tends to focus
on what can be done interpersonally
between people to foster a greater
sense of closeness and support
(Socha & Pitts, 2012), one might
wonder if these sort of seemingly
frivolous videos might really help
media users feel a bit better after a
Indeed, there is some research to
support this concept—as far back as
the 1950s, Horton and Wohl (1956)
found that media audiences often
tormed imagined relationships with
on-screen personae such as famed
news anchor Walter Cronkite (ofien
considered “The Most Trusted Man
in America”) as well as countless
of the day; we call these para-social
relationships.

If you get a moment, visit the Web
site, and share the experience
on owr official Facebook group
al https=twww. facebook com’
groups/234255823447372, or with
our Twitter users, following the
#MediaAsTools  hashtag.  Maybe

even consider adding a hug your-
self so that somebody else can get a

good pick-me-up the next time they
visit!

PFara-social
relationship A rela-
tionship that media
viewers and uders
aften form with on-
screen characters that
mlfrord an authentic
friendship or in-person
relationship, bul exisis
by definitson) only in
the mind of the wiewer
aF WSer.
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ARPAnet The
Advanced Research
Projects Agency
Metwork, this system
of merworked compul-
ers wias slaried in
196% with funding
and aversight from
the LS. military, The
network was designed
L allow researchers to
share data quickly and
confidentially across
large spaces.

E-mail A form of
elecironic communica-
ton in which users can
send each oiher private
mesdages lo digial
mailboxes, ginllar

tir sending a letter
through a traditonal
mail service.

Perhaps surprisingly to some who assume all technology to be a form of
mass communication, research has shown that interpersonal communication is
a common use of the Internet. People use various Internet-based applications to
connect and interact with other people, and this social interaction cuts across types
of relationships: romantic partners, family members, friends, and acquaintances
among them. Indeed, this is a bit different from the initial functions of the Internet,
suggesting that the Internet is a tool capable of powerful re-inventions. When the
Internet was first created as ARPAnet in 1969, it was designed as an intercon-
nected computer mainframe network that would connect researchers who would
have a “place” to share research and information more quickly and easily than by
doing it face-to-face. Put another way, it was designed to overcome the space and
time li mitations of face-to-face communication.

Then a funny thing happened. Two vears later, in 1971, ARPAnet added
an early electronic “mail” system so that individual researchers could contact
each other with specific questions, similar to leaving memos in office mailboxes.
As has been pointed out by communication scholar John Sherry and one of this
book’s authors in 2008, this e-mail system became the killer application that led
to the early (and continued) expansion of what we today know of as the Internet.
It turns out those early ARPAnet researchers, like most other humans, wanted to
talk to people with whom they shared similarities. Messages about research would
include increasingly interpersonal information as the scientists got to know each
other over common work interests and shifted their conversations from being task-
oriented to being more social-oriented over time.

We have come a long way since that early ARPAnet, and we have opened
the Internet (and the many internets that comprise it) to a much greater number of
users than ever before. For example, as of 2016, Facebook boasts over one and a
half billion monthly active users, representing over one in every five people living
on Earth. This number is up from 2013, which saw 1 account for every 7 people on
Earth, suggesting that Facebook is not a dead technology. Although there is some
debate as to how many of these accounts belong to “real” people, we can see that
having such a large user base is staggering considering the platform was launched
in 2004. Even technologies such as video games, which are not primarily designed
for social interaction {or at least, were not designed for social interaction initially),
contain a great deal of social communication. In general, people like to interact
with other people, and they seem to do so even when the channel is not necessarily
designed for this. This goes back to the creation of the Internet from the very first
time it was turned on: scientists sharing data also wanted to share their thoughts
and opinions on their projects, which evolved into the formation of social bonds
across the barriers of one lab or one project. It is apparent when looking at com-
munication technology that, although the tools might change, the people do not:
people want to talk to people, and we do it even when the application or platform
has been created primarily for some other purpose.
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Online Interaction: Boon or Bane?

Although there seems to be some agreement that the Internet is indeed used to
interact with other people, not all agree on the effects that this large amount of
online communication has on users. There are scholars who have discussed how
a reliance on online interaction will have detrimental effects on society. In his
modern classic Bowling Alone, Harvard political scientist Robert Putnam argues
for the ways in which media serves to reduce social interactions. The title of the
book comes from his own observations in bowling alleys, in which he noticed that
although more people seemed to bowling overall (at least as of 2,000), member-
ship in bowling leagues was way down. In other words, people were coming to the
bowling alley but often were alone: they were coming alone, bowling alone, and
then leaving alone. Why is this important? Putnam argued that in the preceding
decades people had begun to rely more on solitary leisure activities—primarily
media such as watching television at home—to occupy their free time instead of
engaging other people in social activities such as bowling. Thus, when folks did
decide to go to a bowling alley now and then, they found that their lack of social
interactions with others resulted in having to bowl alone; in simplest terms, they
had no other friends to bowl with.

More recently, another criticism has been offered by scholar Sherry Turkle,
who suggests that we come to expect more from technology and less from peo-
ple. As we come to rely more and more on technology for our connections, we
lose the ability to be alone to reflect and also the ability to truly converse with
others, thus losing valuable intra and interpersonal abilities. For more about
Dr. Turkle's thoughts, please see her TED talk at http2/www.ted.com/talks/
sherry turkle alone together.

Although Putnam and Turkle ask important questions and get us thinking
as researchers, many criticisms have been laid against these positions. The most
common one can be summed up by Barry Wellman, (e.g., Wellman, Haase, Witte,
& Hampton, 2001) a sociologist at the University of Toronto, who has pointed out
that communication technologies such as the Internet can in fact be tools that not
only allow and encourage communication between people (we can think specifi-
cally of social media programs here), but they can also aid in the creation of new
communities that are not restricted to the boundaries of space-time (see MC in
Action: Be It Ever so Digital, There’s No Place Like HomeNet!) And overall, the
research evidence seems to suggest that people can reap positive benefits from
interacting with others online, including, but not limited to, increased face-to-face
interactions, suggesting that “People are not hooked on gadgets—they are hooked
on each other” (Rainie & Wellman, 2012, p. 6).

This is a classic argument in research—the debate between media usage
being a social or individual activity—and we wish to make three points about it.
First, nearly every new commurnication technology that comes along has similar
claims made against it. For example, when the telephone began to spread through
American society, there were critics who worried about the breakdown of social
order that would come about because people could now talk to their families and
friends without physically going to see them. The evidence for the phone, however,
seems to support the opposite overall. Second, oftentimes these types of claims
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MC IN ACTION

Be It Ever 50 DiGraL,

THere's No Prace Lixke HomeMNEer!

Our findings show the variety of ways people are domesiicating
the Internet—iuming a technology invented for scientists and elaborated
for electronic commerce into a household feature.

~The HomeMet Project, Camegie Mellon University

The impact of communication technology
on social interaction is a common area of
debate in the social sciences, with some argu-
ing that technology separates people while
others contending that it brings us closer
together. To address some of these concerns
from a scientific approach, scientists with
Carnegie Mellon University started The
HomeNet Project—a unique series of stud-
ies in which families were provided with
computer equipment and Internet access in
exchange for providing CMU researchers
with detailed records of how the equipment
was used.

Starting in 1995, HomeNet studied fami-
lies both in the Pittsburgh area (the home of
CMU) as well as a nationally representative
survey in 2000-2002, and the results from
their work have been surprising to many. As
varied as Internet usage is for families across
the United States, the “killer applications™—
those programs that are used the most—are
almost entirely based around interpersonal
communication and social interaction.
Although the first study seemed to suggest
that increased Internet usage was related to
increased depression and loneliness, later
studies seemed to suggest that this was a
matter of how the computer was being used.
In particular, it seemed to affect people new
to the technology, and so over time people
were better able to utilize the technology to
accomplish their interpersonal goals (recall
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the discussion of transparent technologies in
Chapter 3). Overall, the Internet seemed to
be used primarily for communicating with
friends and family as well as meeting new
people. In fact, the researchers found that one
of the best predictors of continued Internet
usage was people who use the technology to
communicate with each other, such as send-
ing e-mails back and forth. While the last of
thesze studies was done in 2002, research is
still ongoing as we enter a new age of social
media—programs seemingly custom-made
to encourage social interaction.

Recent research has started to look at some
of the ways in which using social media can
lead to positive or negative outcomes. For
example, communication scholar Catalina
Toma has found that viewing one’s own
Facebook profile tends to make one feel bet-
ter, whereas viewing someone else’s profile
tends to make one feel worse, perhaps due in
part to the positivity bias that tends to per-
meate Facebook profiles (e.g., Toma, 2013).
Another recent study from the Pitt Center
for Research on Technology found that the
depressive effects of time spent using social
media were almost entirely mediated by
social media addiction (Shensa, Bowman,
Sidani, Marshal, & Primack, 2016). Overall,
it seems that how social media are used,
rather than simply using these tools, is what
leads to outcomes, be they good or bad.

o con read moss about Carmegie Melon Universily's HomeMel Pioject ab: bilp: /4 homenst heiics.omuedu



seem to exist because people only think about how things have been done, rather
tharn how they can be done. For example, we would not deny that the telephone or
the Internet “changes™ society, or at least allows for changes in the way we inter-
act. However, this does not necessarily lead to a breakdown in the overall goals of
traditional communication (in fact, if you get nothing else from this book, we hope
you get that people seem to use technology to accomplish their already existing
goals) nor in their ability to accomplish those goals. Third, we would argue that
both of the preceding situations can be possible. 1t is possible that spending a lot
of time online can lead to feeling lonelier. It is also possible that it leads to feeling
less lonely and can build social capital. It is our contention that these outcomes are
not qualities inherent in the technology itself, but are more about how a person
uses that technology. The Internet and MC are not magic wands that will serve to
alleviate all the problems that exist in communication (and remember, there are
many issues with face-to-face communication as well). They are instead tools that
can be used socially, unsocially, and antisocially.

Social Network(ing) Sites

One of the very interesting recent developments for social interaction online are
sites like Facebook. Social media researchers danah boyd and Nicole Ellison
define social network sites (SNS) as “web-based services that allow individuals to
(1) construct a public or semi-public profile within a bounded system, (2) articulate
a list of other users with whom they share a connection, and (3) view and traverse
their list of connections and those made by others within the system.”

So, how do they differ from past technology? Social network scholars Nicho-
las Christakis and James Fowler (2009) suggest several ways. First, we might say
that these differ in scope. Social network sites are enormous, and they allow us to
stay in touch with far more people than we ever could face-to-face. This enormity
allows us to create a sense of communality, because social network sites increase
the scale at which we can share information and contribute to collective efforts
(think Wikipedia, Chapter 4). We can also find very specific connections with
people we normally would not come in contact with, as we can form communities
with those we share similarities with regardless of where they live. Finally, using
our virtual identities we can alter to some extent how we are perceived—which
can help us form more meaningful connections (for better or worse).

Second, and perhaps the biggest qualitative change, is the notion that these
types of sites allow for “public displays of connection™ (Donath & boyd, 2004).
The biggest new change is the ability to broadcast your social network to others
publicly and to see others” social networks. In the past, how could you get that
information? The effects of these public displays of connection are just starting to
be examined.

Online social networking is not just for kids, either. A Pew report in 2015
showed that as of July 2015, 76 percent of all online adults in the United States
were on at least one SNS, up from 67% in December 2012. Although earlier stud-
ies showed a higher usage of SNS overall by women compared to men, the most
recent numbers suggest there 15 no statistically significant differences between
women and men in overall social media usage. Not surprisingly, use of SNS is
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phenamenon that
explaing how having
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Context collapse

A siluation, commaon
iy &0cial network-

tmg stes, in which
iaformation created for
aspecific audience is
shared with multiple
andiences at ithe same
Lhme

skewed toward younger adults, with 92 percent of 18-29-yvear-old Internet users
saying they are on one. However, 56 percent of online adults 65 years and older
reported using at least one SNS as well, which might suggest that the social net-
working “craze™ seems to be one that cuts across different age categories. In fact
this is unsurprising, as the desire to socially engage others is not conceptually tied
to one age group over another.

But why are so many people turning to SNS7 Perhaps even more interesting
than sheer percentages of people who use them is how they are used. A group of
Pew studies have examined this phenomenon (for a rundown, visit: hitp:/pewin-
ternet.org/ Commentary/201 2'March/Pew-Internet-Social-Networking-full-detail.
aspx and hitp:/pewinternet.org/topics/Social-Networking.aspx?type Filter=35). It
seems that by and large people use SNS to maintain their social networks. Various
Pew studies have found that the average user of SNS has more close ties and is
about half as likely to be socially isolated as the average American. Furthermore,
SNS users get more social support from their ties, with Facebook users specifically
getting the most social support (this will be discussed more in Chapter 8). These
findings add more evidence to the idea that we use these tools to help accomplish
our social goals and that they are not necessarily a hindrance to positive social
relationships.

In short, SNSs such as Facebook have become a major channel of interper-
sonal communication. The average person has 338 friends on Facebook (as of
2014), and there are people with 500, 1,000, and even 1,500 friends. The notion of
what a “friend” is will be addressed somewhat in Chapter 8. However, can a person
have too many friends on Facebook? What do you think of a person who has 1,500
friends on Facebook? How about a person who has 50 friends? Researchers associ-
ated with Michigan State University (Tong, Van Der Heide, Langwell, & Walther,
2008) found curvilinear effects for the number of friends on Facebook and popu-
larity. This means having too few friends makes you appear more negative, but so
does having too many friends. This has been called this the “Goldilocks effect™ of
social media { Westerman, Spence, & Van Der Heide, 2012) and has been recently
found with Twitter and the number of followers a user has as well.

One of the most interesting parts of social networking sites is the public
nature of one's social networks. This brings up another question about what hap-
pens when all of that information is public and can be seen by others. Does what
your friends post on your Facebook change how others perceive you? In short,
yes. Research has found that your friends’ posts have a big impact on how oth-
ers perceive you. Posts about being “social” made a person seem more likable,
but also more credible, although posts about excessive drinking did the opposite.
{Walther, et al., 2008). And, if the pictures of your posters were physically attrac-
tive, you were seen as more physically attractive. Other studies (e.g. Vitak, 2012)
have proposed the notion of context collapse, or how information posted on social
media networks often intended for one group of people (for example, your room-
mates) can quickly find its way to other umintended groups (such as our parents or
professors). So, be careful of the company yvou keep, even on Facebook (see MC in
Action: JK I'm white!).
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MC IN ACTION

With the push of a button, Justine Sacco sent
a message out into the Twitterverse that said
she was hoping she wouldn't contract AIDS
on her trip before boarding a flight to Cape
Town, South Africa. Over the the 11-hour
flight, she had lost her job as a public rela-
tions professional for IAC, and her life would
change forever. By the time she landed, she
was the #1 worldwide trend on Twitter. How
is this possible given that she only had 170
followers?

It seems that when she tweeted out what she
saw as a joke (which many people ended up
seeing, and saw as an incredibly insensitive
comment), she was not considering how vast
of an audience is possible online. She may

JK I'm Whire!

have only been thinking about her 170 fol-
lowers, but things like retweets and shares
on social media make one’s potential audi-
ence online much larger than our consid-
ered andiences often are. Thus, our contexts
often collapse online, and our various worlds
come into contact with each other, including
friends, family members, co-workers and
bosses, and even complete strangers.

More about Justine Sacco's story can be
found here: httpe/fwww.adweek.com/adfreak/
Justine-sacco-fired-iac-hope-i-dont-get-aids-
tweet-154639 with some later follow-up
here:  httpyfwww.nytimes. com/2015/02/15/
magazine'how-one-stupid-tweet-ruined-
justine-saccos-lite. html? r=0

Deceiving Others Online

One issue that is commonly mentioned in popular press coverage of online inter-
action is deception. Typically, this portrayal suggests that online interactions are
full of lies and that lving 1s more frequent online than offline—particularly in the
realm of romance (see MC in Action: Manti and the Catfish Fry). Of course, the
first statement could be true without the second one also being true.

Can people lie online? Of course they can, and they have been since the early
days of the Internet. Indeed, in what is likely one of the earliest popular accounts
of MC, an article called “The Strange Case of the Electronic Lover™ in Ms. Maga-
zine detailed a story about a male psychologist who pretended to be a female in
an electronic chat group (The original article can be found here: http2/lindsyvan-
gelder. com/sites/default/files/Plinkers.org%20-%20Electronic%20Lover htm
pdf). And the affordances and the limitations make some lies possible that would
have been at least very difficult in the past. However, other parts of the channel
seem to restrict lying on the whole. So, although catfishing happens, it is probably
not as widespread as mediated coverape of it might make it seem to be. In fact,
some research suggests that lying is less common online than it is face-to-face.
Furthermeore, it seems that the kinds of lies that happen online, especially in dating
Web sites, are similar to the ones that occur face-to-face (Ellison, Heino, & Gibbs,
2006; Toma, Ellison, & Hancock, 2008). A few pounds here, a couple years there,
a few fewer gray hairs, a few dollars more, these lies seem to be things that we
might call impression management. We try our best to make ourselves look good.
So, we may shave a couple years off of our age, or we may post a picture that only
shows us from our good side.

Daning Web altes Wb
pages that are specifi-
cally destgned 1o help
users form amd susiain
romanlic connecions
with other users.

Impreasion
management The

act of disclosang and
concealing personal
information in arder o
cantial the impres-
stons that others form
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MC IN ACTION

During the 2012 NCAA FBS football sea-
son, traditional power Notre Dame returned
to their glory days, reaching (although ulti-
mately losing) the BCS national champion-
ship game. The team was propelled all season
by all-American linebacker Manti Te'o and
his inspirational story. During the season,
in the week leading up to a game against
rival Michigan State, Manti’s grandmother
and his gifdfriend Lennay Kekua—who had
been dying of complications with leuke-
mia—both passed away within 24 hours of
each other. Heartbroken, Manti decided to
play in the game against Michigan State and
recorded 12 tackles, one sack, and a fumble
recovery, leading his team to a 20-3 victory.
Part of the reason Manti played in the game
rather than refurning home to Hawaii were
the inspirational words of Kekua, who told
him that no matter what happened to her, he
should continue playing football.

After the season ended, details began
emerging about Manti's girlfriend. It seems
she may not have actually died of leuke-
mia as was reported during the season. It
also seemed that she may not have actually
existed in the first place. Instead, it came to
light that Te'o was part of an elaborate hoax
{most likely as the victim of the hoax), which
was designed to make him believe that
Lennay Kekua actually existed, created by
Ronaiah Tuiasopo. Pictures of his girlfriend
existed, but the actual person who those pic-
tures were of did not know they were being
used. And Manti had never met his girl-
friend face-to-face.

ManT anp THE CAtrisH Fry

Known as a “catfish,” this is defined on
Urban Dictionary as “someone who pretends
to be someone they're not using Facebook
or other social media to create false identi-
ties, particularly to pursue deceptive online
romances.” The phrase was coined by docu-
mentary filmmaker Arel Schulman, who
showed a similar story in the 2010 movie
Caifish and has worked on a MTV series of
the same name. As discussed in Chapter 5,
this is just the kind of media coverage that
could lead people to think that this is a com-
mon phenomnon. But is it?

Online, you can be anyone you want to be
because of the restriction of the visual infor-
mation that would tell you that a person is
not who they say they are, right? It is hard to
ignore the fact that what happened to Manti
Te'o would not have happened face-to-face
(or at least would have been incredibly dif-
ficult). The lack of nonverbal cues in many
online platforms does lead to possibilities for
deception that would be hard, if not impos-
gible, to pull off face-to-face. However, as
Cornell professor Jeff Hancock has pointed
out, social media actually seems to lead to
less deception overall, compared to face-to-
face interaction. In general, Hancock sug-
pests that the publicness and permanence of
online interaction allows people the ability
to go back and check on information that
would have been ephemeral in the past.
Realization of this makes people leery of
posting lies, knowing that someone is likely
to call you out on a lie, and that people can
later check to see what you have said as well.

Far videa of Or. Hancock di::u:.:ing this resficn, aa [[= hllp:.ﬂr.-"“w.cnn .q:-:m.-"!ﬂ]EfUL-"m.-"npini:nfhnnmck
dechnology-bing findex himl
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Presence: At the Heart of MC?

People use technologies to connect with others. It even seems that at least much
of the time, this connection and online interaction lead to very positive outcomes.
But how is this possible? We argue that one of the main concepts to understanding
this is called social presence, which is a specific form of a larger concept known
as telepresence.

Telepresence 1s a concept that derives from varous fields. Simply put, it is
an “illusion of non-mediation™ (Lombard & Ditton, 1997). In other words, it is
using media without realizing or acknowledging its use. In some ways, you can
think back to the idea of transparent technology from Chapter 3. The concept of
telepresence has some important characteristics. First, it is generally considered
as a contimuum. This means that the feeling of telepresence is not an all or noth-
ing game; you are not simply present or absent. Instead, you can feel more or less
present at different times. Second, it is a psyechological state. This means it is not
an inherent quality of any given channel, but instead it can be experienced through
any channel, given the right circumstances. For example, some people find books
to be the most highly presence-inducing channel. This has been characterized as
“the book problem™ by presence scholars, as it is a relatively low tech medium, and
yet can be incredibly engrossing to people who like reading. Third, it varfes across
fime. During an interaction (or any other mediated experience like watching a
movie) your level of presence will go up and down throughout the experience.

Generally speaking, we can think of telepresence as a combination of the
user expectations of three things: content, channel, and user (Pettey, Bracken,
Rubenking, Buncher, & Gress, 2010). Certain types of content are more likely to
increase the feeling of presence. Also, although stated previously that presence is
not inherent in a channel, there are certain characteristics that make telepresence
more likely, like interactivity. Finally, some users are more likely to experience
telepresence than others. Most of the time, telepresence occurs because of the right
combination of these three. The right user has the right content through the right
channel, and then telepresence increases.

So far, we have only mentioned telepresence as a general category, but schol-
ars suggest there are different types of it (e.g., Lee, 2002b). The one we will focus
on in this chapter is social presence, which can simply be thought of as the experi-
ence of feeling connected to another person, or feeling like an interaction is “real,”
while using some sort of communication technology.

Is this feeling of “realness” strange? We argue that not only is the feeling
not at all strange but it is in fact quite natural and, under the right circumstances,
a fairly common occurrence. In a book called The Media Eguation, Reeves and
Mass (1996) highlighted their research program that can help us understand why
this experience may be so natural and easy to feel. They suggest that the media
equation is that “media equals real life)” and as such, we tend to interact with
mediated objects and people {or both) in the same way as we do real ones (see
MC in Action: The Death of Clippy). This does not necessarily mean that the
content shown on television, for example, presents an accurate depiction of real
life. Instead, it means that we respond to media as we do real life. Reeves and Nass
present a program of research showing this. What they do is take an established
finding from interpersonal and social psychology research, and replace one of the

Sadal prasance When
uslig commnnicalion
technalogy, a feeling
that one bs engaging
another person in a
nonmediated way.

Telepresence Whet
uslig commnnicalion
technalogy, a feeling
that o b5 inleract-
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enviranment without
congeiously thinking
about this mediation.
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MC IN ACTION

Depending on how old you are, you may
remember the Office Assistant known as
“Clippy,” who would pop up at times while
yvou were working in Microsoft Word, for
example. Clippy would come on the screen
and ask “useful” questions like “It looks
like you are writing a letter. Would you like
help?” This assistant was pretty much uni-
versally panned by users and critics alike.
Even Microsoft has come to realize how bad
Clippy was, parodying the Death of Clippy in
arecent “trailer” for the release of Microsoft
2010, which can be seen here: htip/fwww.
youtube.com/watch?feature=player embed-
ded& v=VUawhjxLS2I#! (For a list of
various parodies of Clippy, please see the

THe Deatd oF Cuepy

Wikipedia page on Office Assistant at hitp./
enwikipedia.org/wiki/Clippy)

What was wrong with Clippy? Microsoft
attempted to provide more cues for this
Office Assistant, by offering it as a paper
clip agent. However, this story might sug-
pest that more cues are not always associ-
ated with increased social presence. We
might also suggest that the types of ques-
tions Clippy asked seemed unnatural and
unhelpful, which served as a reminder that
Clippy was not a good agent, and thus left
users without a connection to this charac-
ter. In short, Clippy did not act very human,
and so we may have been left feeling rather
inhumane toward it.

people with a computer, and consistently find similar results as the study using two
people. They find this despite also finding that people suggest that they know this
is a ridiculous thing to do.

If you think this is strange, consider watching movies. Have you ever cried
or seen a friend cry during a movie? Most likely. And vet, why would this happen?
You know that the people on the screen are actors, so it seems kind of ridiculous
to cry at movies (unless you are crying because you know how much the actor
was paid). And of course, if you stop to think about it, it is ridiculous, and people
will articulate it. However, much of our human responses occur without thinking
about them.

The human species evolved over a long period, and it evolved to rise to meet
a variety of specific challenges (Lee, 2002a). One of those challenges was not
communication media, which are incredibly new. For tens of thousands of vears, if
a person saw something that looked like another person and, maybe more impor-
tantly, behaved like another person, it was another person, not a representation of
one on a screen and not a robot or video game character. Thus, we likely evolved
to respond to these presentations as human, and if something walks, talks, and acts
human, we will respond to it as a human (see MC in Action: Virtual Morality).

This is because technological evolution outpaces biological evolution. For
most of human existence, responding humanly to something because it behaved
humanly served us well (you can even consider the way we respond to animals).
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MC IN ACTION

Ifit is the case that most individuals respond
to media portrayals as if they are real, then
how might this influence the way in which
we understand our virtual actions. This was
the central question of research by media
researchers Sven Joeckel and Leyla Dogruel
as well as one of the authors of this book
(Joeckel, Bowman, & Dogruel, 2012).

In a study on German and U.S. computer
users (both children and adults), participants
were asked to play a video game that pre-
sented them with a variety of different moral
dilemmas dealing with issues of harm, fair-
ness, and loyalty, among others. Each per-
son's in-game decisions were recorded, and
then the researchers examined the relation-
ship between each uwser's real-world moral
orientations and the decisions they made in
the game related to each moral dilemma.
The researchers found when individu-
als were confronted with a moral scenario
related to an issue of great importance to
their real lives (such as a person who does
not like violence) that they would avoid com-
mitting a moral violation when given the
opportunity. However, when individuals
were confronted with a moral scenario that

VirtuaL Morauty

was not so important to them, the chances of
them committing a moral violation were no
greater than a coin flip! In other words, gam-
ers seem to make gut decisions when faced
with issues of importance to their real lives,
but made game decisions when faced with
issues that are not particulardy important.
Put another way, it seems that a video game
player’s moral decisions in the virtual world
are very similar to their decisions in the real
world—that is, there does not seem to be a
separate virtual morality.

Yet, it is important to note that the video game
in this study was one that did not reward or
punish moral violations (see social learning
theory, Chapter 6). What do you think? Have
you ever been bothered by the content of a
video game? Have you ever done something
in a video game that you would not otherwise
do in real life? How might a video game that
seems to glorify moral violations change the
findings of the preceding study?

Share your thoughts with wus on
Facebook at  https:dwww facebook.com/
groups/234255823447372) or on  Twitter,
using the #MediadsTools hashtag.

Mara aboul Bhis :Iu:hr can be found ai: |1Irp:,.",-"'www.l\:rl|:||'|:|n|in=.|:|:|1'r1,."|:||:|i,.-"|:||:|:-,-""|'l}.'|ﬂﬂl:|,."'| 53260 2012 7272 E#pm-.-'ir.-.r

Owur brains have not adapted as fast as technology. Thus, it is our default to respond
humanly to something that seems human, and social presence (as well as other
kinds) is probably both easy and a natural state because of it. It takes something
weird (like a bad acting performance) to start you thinking and get you realizing
that this is not “real.”

Why So Much Interaction?

Based upon these concepts of telepresence, social presence, and the notions set
forth in The Media Equation, we might suggest two main reasons that so much
social interaction occurs online. First, as we have said before, humans are an inher-
ently social species, and as such the creation and maintenance of relationships is

Chapter 7: Relationships in a Digital Age

121



one of our main reasons for communicating in general. We strive to interact with
one another as social creatures, and we are rewarded for this interaction in the
form of meaningful relationships with others. Second, as has also been said at
other points in this book, the Internet (and internet technology in general) is a
communication tool that provides many affordances for social interaction, includ-
ing the ability for social presence. So, when we have a goal (relationships) and a
tool allows us to accomplish that goal (a vast network of social others wanting to
interact and form relationships), we are likely to use the tool for the goal.

Moreover, we suggest that the Internet specifically and communication tech-
nologies in general are neither inherently good nor bad for relationships. Instead,
it and they provide us a tool to use for interaction—and a particularly well-suited
tool for fostering interaction at that. In the end, it is the quality of the interaction
between two people rather than the manner in which that interaction takes place
that is the strongest predictor of the quality of a given relationship. Consider the
following passage from Christakis and Fowler (2009).

“Yet, new technologies—whether massively multiplayer online games such
as World of Warcraft or Second Life; social network websites such as Facebook or
MySpace; collective information sites like YouTube, Wikipedia, or eBay; or dating
sites like Match.com or eHarmony—just realize our ancient propensity to con-
nect to other humans, albeit with electrons flowing through cyberspace rather than
conversation drifting through the air. While the social networks formed online
may be abstract, large, complex and supermodern, they also reflect universal and
fundamental human tendencies that emerged in our prehistoric past when we told
stories to one another around campfires in the African savanna. Even astonishing
advances in communication technology like the printing press, the telephone,
and the Internet do not take us away from this past; they draw us closer to it.”
{p. 257, emphasis added)

Key Terms

Para-social relationship (pg 111)
ARPAnet (pg 112)

E-mail (pg 112)

Social interactions (pg 113)
Social network site (SNS) (pg 115)
Goldilocks effect (pg 116)
Context collapse (pg 116)

Dating Web sites (pg 117)
Impression management (pg 117)
Social presence (pg 119)
Telepresence (pg 119)
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Falling in Love (or Like)
Through Technology

When we are trying to form a relationship with somebody, which do you
think 1s better: talking to them onhine or talking with them off-line?

Maybe you think the answer seems obvious: off-line. If you are like many
people, vou might argue that online relationships are not as good as off-line,
face-to-face (FtF), “real” relationships. After all, online communication
usually lacks nonverbal cues—aespecially touch—which seem crucal for
delivering emotionally charged interpersonal messages that are so crucal to
a relationship. For example, there are times when you just want a hug from
yvour boyiriend or girlfniend, and one 1s hard-pressed to replicate such an
action online.

But perhaps you answered that using various communication technolo-
gies can be better. It maght be the case that you like being able to interact
more frequently with your partner—such as sending text messages duning
a quick break between classes or being able to visit your partner’s Facebook
page and share information with them when they are not available. Both
allow you to overcome space-time barriers. Maybe you have even found
yvourself in a relabionship that moved very quickly online, and vou felt 1t
would not have moved that quickly FtF.

We will answer the question In a way that might be very unsatisfying
to many of you reading this, but 1in a way that we believe more accurately
reflects what we know from research: it depends. It depends on the goals of
the communicators individually as well as their goals for the relationship.
The rest of this chapter will explain these dimensions and suggest that both
are desirable and functional.
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Hapiic commundcs-
tion Sending meaning
through the use of
noaverbal cues azsoc-
ated with touch.

Expectancy viola-

thon A situathon in
which our assumplions
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actioig, ar behavior
are Aol mel.

Questions to think about while reading this chapter:

* How important is physical touch to a relationship?
* What is meant by the concept of social capital?

* What is the distinction between weak and strong ties, and why is it impor-
tant when studying communication technology?

Do We Want to Touch Everyone
We See?

When we ask students about the lack of nonverbal cues that often exist online and
how that impacts relationships, there is often a suggestion that the lack of non-
verbal cues impedes relationships. Usually this discussion centers on touch and
how the lack of it is problematic. Indeed, touch is likely a very important part of
close relationships. A classic study by psychologist Harry Harlow demonstrated
the power of touch using rhesus monkeys (see MC in Action: Monkey Lovin®). He
found that when baby monkeys were presented with two monkey “mothers” the
babies would choose to spend most of their time with stuffed monkeys that were
soft and cuddly, only visiting the wire monkeys that delivered food to eat. This
study suggests that haptic communication is an important part of how we share
information with each other and how we accomplish our goals and that without
such haptics we are diminished in our ability to stimulate meaning.

Touch is a very useful and powerful nonverbal cue. But is the lack of touch a
death sentence for relationships? We might suggest that this depends on the kind
of relationship you are thinking about and what your goals are for that relationship.
For example, it is very likely that if your relationship with your professor does not
include touch that you are perfectly okay with this. We do not expect to touch or
be touched by our supervisors at work, campus administrators, or our favorite
barista, and vet we have perfectly good relationships with each of these people
{see MC in Action: Robot Touch). In fact, in some of these situations, touch might
be considered inappropriate and could even damage the relationship, as touch in
each case might be an expectancy violation {Burgoon, 1978). However, the kind of
relationship that comes to mind most quickly as one in which touch is integral is
probably a romantic relationship. Indeed, we largely agree that for most long-term
romantic relationships a lack of touch is something that likely will be problematic
over the long haul. This is because there are some things that cannot likely be
replicated in romantic relationships without actual physical touch . . . yet (see MC
in Action: Reach Out and Really(?) Touch Someone). But, going back to the func-
tional approach that this book is founded upon, are there some things that people
can do online that lead to similar outcomes as touch does FtF? Might we even be
able to do some of them better sometimes?

But again, there are many instances FiF when we do not want nonverbal cues,
as they may interfere with accomplishing our goals. For example, if you walk into
your local fast-food restaurant to get a quick meal, you probably do not want the
person behind the counter to touch you. Rather, you just want them to take your
order and give you your cheeseburger as fast as possible. Touch, and likely many
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other nonverbal cues, will likely just get
in the way of accomplishing those goals.
For example, the person behind the coun-
ter might be in a bad mood (anyone who
has ever worked in the food industry can
likely empathize and sympathize), and
you may be distracted by their negative
nonverbal cues. Such a situation is what
MC scholar Joe Walther refers to as an
impersonal interaction, one that is more
about the task at hand than the people
involved in the task. We will not focus
on this kind of interaction in this chap-
ter, but bring it up to make an important
point: there are different kinds of rela-
tionships one might have with another person—both FtF and using MC—and not
all of them require or even desire a full range of social cues. We will discuss two
such relationship tvpes in more depth: weak ties and strong ties.
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MC IN ACTION

Monker Lovin’
Before you start reading this section, please  noticed that many of the scared babies would
know that you may find it upsetting. At best,  seek refuge with the cloth monkey.

much of the research that Harry Harlow con-
ducted with monkeys was ethically ques-
tionable. At worst, there are no questions; it
is just wrong,

Harlow conducted many experiments using
monkeys. The goal was to study attachment
and love. In the classic study, Harlow would
put a baby monkey into a room with two sur-
rogate “monkeys” One surrogate was a wire
monkey that had a bottle attached to it to pro-
vide food. The other surrogate was a cloth
monkey with no food. What Harlow noticed

was that most monkeys would only spend
time with the wire monkey long enough to get
nourishment and then would dart over to the
comfort of the cloth monkey. Another study

would frighten baby monkeys, and Harlow

Another group of studies Harlow conducted
would isolate baby monkeys from other
monkeys. Some would be totally isolated
from any contact with other monkeys. Some
would be “partially” isolated; they could
see, smell, and hear other monkeys, but they
were caged so they could not touch other
monkeys. Not surprisingly, the totally iso-
lated monkeys, who were kept that way for
up to two years, were severely psychologi-
cally disturbed and were nearly impossible
to reintegrate back with normal monkeys.
However, the monkeys who were raised
without touch also were very disturbed, with
some even going as far as to engage in self-
mutilation. Thus, it seems that touch is very
powerful indeed.

I you weuld ke to reod e oiginal source, il was published in o 1958 izssue of Americon Prychologis |see releence section af the
end of this chapled. Thers are alio many sideos ovalable on YouTube bt these siudies. Cine showing Harry Harlow discussing
and showing examples of some of his expariments con be found here: hitps. /s poutube com Swalch P NEEh 3Bl
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MC IN ACTION

Roeor ToucH

Imagine you were asked to touch some-
one. That might be kind of weird for you,
depending on who that person is. Now imag-
ine you were asked to touch someone you
didn’t know in an intimate area. This would
almost assuredly weird you out, and with
good reason. Finally, imagine you are asked
to touch a robot in the robot’s intimate areas.
How would this make you feel?

Researchers at Stanford University recently
conducted a small-scale study to address this
question. These researchers found that we
respond to touching a robot in similar ways

as we would to touching a human. It seems
that we have longer reaction times and find
it emotionally distressing/arousing when
asked to touch a robot in its intimate areas
when compared to its more public areas
(like a hand). This is very much in line with
the computers as social actors perspective
mentioned in the last chapter, but applied to
robots as well. Indeed, human-robot interac-
tion is likely to dramatically increase in the
future, and so studies documenting how we
communicate with robots (and how robots
communicate with each other and with us)
become increasingly important.

To warich o viden and see piclures of the study, including peaple louching the robet, plans g0 lo: hitp: /s huffinglonpast
mfmllﬁlnhnﬁlimh—ﬁls-ﬂl@_m_f?ﬂ?dﬂ?&d%ﬁ:ﬁﬁﬂd&ﬁ:ﬁ

Homophily The extent
L which two peaple
(or two things) are
similar 1o one another.

Building Bridges and Creating Bonds

Have you ever heard of Lois Weisberg? Chances are that you have not. Lois lives
in Chicago, smokes, 1s a grandmother, and is not particularly charismatic. In all
of this she seems like a relatively normal and unremarkable person. But journal-
ist Malcolm Gladwell suggests that she might run the world (vou can read the
Gladwell article about Lois Weisherg from The New Yorker here: hitp/www.
gladwell.com/1999/1999 01 11 a weisberg htm).

Lois has a particular knack for doing something that many people do not seem
to do. Consider that most people follow the principle of homophily when creating
their social circles. That is, we tend to like and talk to people who are similar to us.
Thus, our social circles end up looking a lot like us. However, Lois does things a
little differently. Throughout her life, she has reached out and made connections
across a wide variety of people. In short, “She’s the type of person who seems to
know everybody, and this type can be found in every walk of life” (from the article).

So, why would someone like Lois be called out for potentially running the
world? To answer this question more fully, it will take some more detail about the
structure and power of social networks found throughout the rest of this chapter. Lois
is a type—a relatively uncommeon and extraordinary type, but a type nonetheless. In
short, it is because Lois is a connector. She seems to know everybody, or at least peo-
ple know people who know her. She acts as a bridge, connecting people across vari-
ous, differing groups. Thus, although you may not know Lois yourself, it would not
be terribly surprising if vou someday come to realize that someone you know knows
her. It seems that Lois is a master of social networking, whether she tries to be or not.
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MC IN ACTION

While it can be debated as to whether or
not haptics are a necessary part of the com-
munication process, there have been sev-
eral advances in the early 21* century (and
even before) to replicate touch when using
communication technologies. For example,
many video game controllers such as the
Nintendo Wii feature force-feedback sys-
tems that vibrate and shake the controller to
simulate pushing a button or switch or even
the resistance of a bow and arrow.

But can we actually touch another person?

Virtual reality researcher Jeremy Bailenson
and his colleagues at Stanford University's
Virtual Human Interaction Lab are among
a growing group of researchers who believe
we can and that it might help us better com-
municate in virtual environments. His labo-
ratory has conducted research suggesting

ReacH Our anp Reauy(?) ToucH Someone

that a computer joystick clamped to a labo-
ratory table could successfully “communi-
cate™ a variety of feelings such as disgust,
anger, sadness, joy, fear, interest, and sur-
prise with a reliability significantly different
than chance. While live handshakes were
still better overall, the joystick apparatus
was still successful at giving people a sense
of the emotions of the “person” with whom
they were shaking hands.

Of course, we might not always want to shake
hands with a joystick, but perhaps improve-
ments in the technology might make it pos-
sible for individuals separated for a variety
of reasons—such as romantic partners miss-
ing the touch of a partner or hiring managers
teleinterviewing a graduating college senior
and wanting to make a “handshake deal™—
to overcome perceived nonverbal barriers in
communication technology.

Far mere informalion aboul Jeramy Bailensan and the Yitual Human Inteacdion Lakb, inchuding ofher research aboul haplics in virlual

ervimanmearks (VHIL, wisil hiip:/vhil sterdod. sdu/

What Is Social Networking?

Like most of the things discussed in this book, social networking is not something
that was created by the Internet. But if you are similar to many of the students we
have worked with, you may equate the idea of social networking with the Internet,
especially social media—after all, the terms are often discussed synonymously.
However, we are guick to remind our students that the general concept of social
networking is a basic human idea and something we have been doing for a very
long time. Once again, the Internet has allowed us to step up our social network-
ing, with potentially very positive and negative outcomes.

So if not invented by the Internet, then what is social networking? Christakis
and Fowler {2009) suggested that networks are organized sets of people made up of
two things: individuals and their connections. The people part is easy; each individ-
ual is a node in some social network(s). But the connections among these nodes are
the truly interesting part of a social network. It is the way in which individuals are
intertwined and the ties that exist among people in a group that really make social
networks interesting and sometimes difficult to study. These connections are also
what give social networks, and people like Lois Weisberg, their power.
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Bucket brigades A
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i which one person
communbeates ar
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Social Network Structures

There are many ways that these types of social networks can be structured. Chris-
takis and Fowler (2009) pointed out some such as bucket brigades, where each
person in a line is connected to two other people except for the person at each end
of the line, who is only connected to one person. Imagine a line of people handing
sandbags to each other one at a time to build a wall. Each person hands off the
heavy bag of sand so that nobody has to carry the heavy bag for a long distance,
saving the group’s energy. Another type of organizing is the telephone tree, which
exhibits spreading linearity, where each person would be responsible for contact-
ing two or some other number of people except those at the end of the tree. Such
an example of this would be a chain letter in which one person is asked to send
the message to ten (or more, or fewer) people, who are in turn asked to send to ten
more. In this system, information is able to spread quickly across many different
groups. In both cases, the systems have neat and clean structures.

First, although both of these network structures have their usefulness, they
also have issues. For example, with a bucket brigade, if one person in the line drops
their bag or moves slowly, it slows the progress of the entire network. Telephone
trees have issues with information only flowing in one direction. Furthermore,
maost naturally occurring social networks are a lot messier. In networks that we see
out “in the wild,” there will be certain individuals who are more centrally located
with many connections. There will also be those individuals who have fewer con-
nections and thus are more fringe members of a particular network. There are also
some people who are densely interconnected within a specific group, but some
people who have ties into many groups, although they may only be fringe mem-
bers of each of those groups. Just as the Internet has no written rules for behavior,
neither do the social networks that form using the Internet.

Rules of Social Networks

Another very interesting way to think about our social networks—and we will
argue that each of us exists within at least one (if not multiple) social network—is
that they seem to follow five general rules of thumb (Chrnistakis & Fowler, 2004).

1. We shape our networks To a large extent, we choose what groups we
want to be part of, and we also choose how many connections to have
within and between these groups. In this way, we have a great deal of
influence over how our social networks end up being shaped. Much of our
choice is this matter is governed by the concept of homophily. The Internet
makes it even easier to find people with whom we share similarities, as we
no longer are as restricted by space constraints in determining whom we
talk to. We do not only have to interact with the people who are physically
located in the same place as us: in our neighborhood, school, etc. We can
seek out people whom we are similar to from around the world.

2. Our network shapes us Your position in a social network has a big impact
on your life. A person with no close contacts has a very different life from
those with many. This is likely one idea you have thought about before.
However, a person with few acquaintances also has a very different life
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from those with many. This is an idea that you may have never given much
thought to, as closeness is often considered an inherent good (Parks, 1982);
but, as will be discussed in more detail, acquaintances provide some inter-
esting and important benefits as well.

3. Our friends affect us This probably is not too surprising, but the people
vou associate with have a big impact on your life. If you ever heard your
parents say that they did not want you hanging out with another kid because
that kid was “trouble,” they understood this principle in ways that scientists
are really just starting to uncover. Your network has impacts on a whole
host of things, including your happiness, weight, drinking behaviors, and so
on. Things that spread through networks can be positive (social support) or
negative {gossip), but this spread impacts us.

4. Our friends’ friends’ friends affect us This one is more interesting
because it suggests that people you may not even know may have some
impact on your life. Again, it may not be much of a surprise that your
friends influence you. But who influences them? Their friends do, some of
whom you might know, but some of whom you might not. And who influ-
ences those people? Their friends. So that spread means you may be influ-
enced by people you do not know, which means there is some hidden power
lurking within social networks.

5. The network has a life of its own Finally—and as discussed earlier when
talking about network structures—it is important to realize that networks
have emergent properties; that is, networks tend to shrink, grow, and
change based on how they are being wsed, and not just by one person but by
every individual person in the network. This means you cannot understand
them simply by looking at each individual part, but also need to look at
each network as a whole. This is one of the toughest parts of studying social
networks.

Connection versus Influence

Some of you may be familiar with the game "Six Degrees of Kevin Bacon,” or the
idea that vou can link any actor or actress to Kevin Bacon in six steps or fewer. The
goal is to get to from someone to Bacon by thinking of movies that people have
been in together in as few steps as possible. For example, if you want to get from
Kevin Bacon to Samuel L. Jackson, you get there through one person: An actor
named Don Whatley. Bacon was in My One and Only in 2009 with Whatley, and
Whatley was in xXx: State of the Union in 2005 with Samuel L. Jackson. There are
few actors or actresses not connected to Bacon in six connections or fewer.

Many have heard this idea, but do you realize where it comes from? It was
popularized by a classic research study (Travers & Milgram, 1969). The research-
ers gave letters to a few hundred people in Nebraska that were addressed to some-
one in Boston whom they did not know. They asked each person to send it to
someone they knew who was more likely to know the person in Boston (or at least
more likely to know someone else who might). They tracked how many times it
took for the letter to get to the person in Boston, and on average, it took six steps.
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Now how does this happen? It turns out that about three people were the
main people who ended up getting the letter to its final destination in Boston. In
other words, almost all of the letters that got to the final person came through one
of three people (Gladwell, 1999). These people are interesting because it suggests
that they know a lot of other people and specifically they know a lot of different
kinds of people. It is the same with the six degrees of separation game with Kevin
Bacon. Bacon is an interesting actor for this game because he has been in many
different kinds of movies. And the aforementioned Lois Weisberg becomes such a
powerful person because she knows a lot of people from various walks of life and
can thus bridge across different groups of people.

However, just because we might be connected to people through six degrees,
does not mean we influence that far out. What Christakis and Fowler have found
in a variety of contexts is that we do have an impact on our friends, our friends’
friends, and our friends’ friends” friends. Of course, this influence gets smaller
at each step but still is a sizable enough one at that third degree to matter. After
this, influences tend to shrink as the people four degrees out and beyond often
have little in common with each other, or the message might have changed so
much from degree to degree that its core content is lost (think about playing the
telephone game in elementary school, where one student tells another student a
message—for instance, “mountaineers have big beards and no fears.” continuing
this process until the student at the end of the telephone line hears something like
“scary ears go with beards™).

What does all of this say for MC? First, it suggests a major reason why SNS
are so popular. We like to keep up with our acquaintances, which is why we are
told to network in the first place. Prior to SN, this could be difficult to do. Sites
like Facebook have made it much easier to maintain a larger number of these
types of relationships. Stephanie Tong and Joe Walther have referred to these as
“lightweight™ tools. Tong and Walther (2011) pointed out that maybe the biggest
potential benefit (and likely a big use) of SNS 15 for relational maintenance—or
helping us both form and sustain our relationships with others. After all, they are
social “networking” sites, and people likely use them to network and to manage a
number of relationships that in the past would have been difficult, if not outright
impossible. They seem to be a way to keep track of previously made acquaintances
and help make it so no one has “long lost™ friends anymore. Anecdotally, high
school reunions seem to be on the way out. You do not need to get together with
people ten years later to see what they have been up to. You never lose touch with
them in the first place.

It also suggests that the number, and possibly the power, of weak ties
(Granovetter, 1973) can be greatly magnified here. If people have impact on us
out to three degrees FtF and you have 100 friends and acquaintances, who each
have 100 more friends and acquaintances (who in turn have 100 more friends
and acquaintances), then we are talking about potentially one million people who
might have some impact on you. [f'we up that to 300 friends and acquaintances for
each “degree” on Facebook, that substantially increases the number of people who
can influence you (and in turn, whom you might influence) to 27 million people.
{See also, Using the long tail, Chapter 2). Some of the changes for MC involve
scope, as mentioned in Chapter 7.
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Do the technologies, such as Facebook and other social media, allow for
an increased ability to maintain acquaintances and act as a bridge? Work by MC
scholar Nicole Ellison and her colleagues has extensively examined bridging
social capital and social network sites like Facebook and suggested that it may be
a powerful use of these kinds of technologies. Repeatedly, they find that those who
use Facebook report more social capital—in particular, bridging capital.

Bridging social capital, like the kind that Lois Weisherg seems to display, is
incredibly important and is sometimes overlooked when we think about relation-
ships online. However, users of social network sites also report greater levels of
bonding social capital, which is probably what most people tend to think of when
they think of relationships. Again, we see that users of social network sites are able
to utilize the channels to accomplish their relational goals overall. One of the ways
in which they might do that is called networked individualism.

Networked Individualism

Rainie and Wellman present networked individualism as the “new social operating
system.” Instead of a decrease in social communication, what they suggest is that
people are largely changing how we socially communicate. As they say, “people
function more as connected individuals and less as embedded group members™
{p. 12). But we still communicate with others, and in fact, evidence suggests we
communicate with others even more than in the past.

These changes have been long in the making (and happening) and have
been brought about by what Rainie and Wellman refer to as the triple revolution.
Changes in how we network (such as an increased mobility brought about by the
automobile, among other things), changes in the technology available to us (the
Internet), and changes to how we can access the Internet (especially in regard to
mobility) have all led to an increased ability to network and communicate with
others at any time from any place, and with any one.

There are many positives to networked individualism. The biggest is that we
can get our goals accomplished more completely as we are not bound to commu-
nicate only with those in our embedded groups, who may not be able or willing to
help us meet our needs and goals. However, there are also negatives. Networked
individualism puts the onus on YOU to network and communicate, and so it
requires a lot of effort if you can no longer simply rely on embedded group mem-
berships for networking. There are also increased potential privacy issues from the
need to communicate more.

So, is this all good or bad for society? We will leave you with their answer
to this question: “both and more™ (p. 18). Technology is a tool, capable of good
and bad uses and effects, and as a powerful tool, these impacts can be “more” As
McEwan (2015) has also pointed out, “However, while communication technolo-
gies are sure to adapt, evolve, and change over time—barring some catastrophic
event—we will not be returning to the days before the internet. Thus, academics,
pundits, and the general public must move away from either'or, good/bad style
arguments in order to really delve into how people adapt technology to their inter-
personal communication purposes” (p. 160).
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Building Closeness Online

People use the Internet for communicating with other people. This is not a really
controversial statement, as most of you have likely used some technology to inter-
act with people in a very social way. You may even be doing it while reading this
section of the book. However, some early theories about online communication
suggested that online communication would not be social. Maybe it is because
originally computers were only in large organizations and were designed and used
primarily for business functions, such as storing and processing data—they were
not intended to foster or even facilitate human-to-human interaction. These theo-
ries suggest that people would not, or could not, use MC to form or manage rela-
tionships, as this was something seemingly outside the scope of the technology.
One such theory is known as media (or information) richness theory (MET).
This theory suggests a rather intuitive idea that some channels are better for some
messages. Specifically, MRT argues that an optimal match between the channel
used for a message and the equivocality of the message exists. When a message
has higher equivocality (it has more than one potential meaning or interpreta-
tion), using a richer channel leads to greater efficiency because a richer channel is
thought to provide more communication information. When equivocality is low,
a leaner channel is more efficient because the extra information provided in a rich
channel is unnecessary (see MC in Action: It's Not You, Ii's Me. <Send=).

MC IN ACTION

It’s Nort You, It's Me. <SenD>

Breaking off a romantic relationship can
be hard to do because of the often-intense
emotions involved in the process. Many of
us can remember the somber moment when
somebody says “it's not you, it's me”™ as eyes
swell with tears, emotions run hot and cold,
and couples (at least, some of them) find a
private area to break up so as not to have
an emotional outburst in front of family,
friends, or strangers.

So, why not just send a text?

Sending a text message communicates a lack
of desire to interact while allowing both par-
ties to read the same “it's not you, it's me”
message without having to read and respond
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to the other's nonverbal signals. After all, if
one has already made up their mind about
the dissolution of the relationship, then what
can be gained by further interaction?

Of course, many of you {ourselves included)
recognize that the preceding suggestion is
remarkably cold and impersonal. But we
might ask you to think: Is not a breakup in
fact cold and impersonal?

What is your reaction to this suggestion?
Using notions of relationships and technol-
ogy, share yvour feelings with vour class, as
well as on our Facebook at hitps://www face-
book. comigroups/234255823447372 or  on
Twitter, using the #MediaAsTools hashtag.



One issue with MRT is the distinction between lean and rich channels. In
general, a channel can be said to have four characteristics: bandwidth, immediacy
of feedback, message personalization, and natural language. Overall, a rich chan-
nel allows a lot of these (that is, it is “rich™ in the number of cues available for
communication), and a lean channel allows fewer (that is, it 1s “lean™ in the number
of cues available for communication). In some cases, this dichotomy can be rather
straightforward. If we compared a FtF meeting with one’s boss to a written letter
from the boss’s desk sent to the entire organization, we can likely understand the
former being far more “rich™ than the latter. The FtF conversation utilizes all of
our senses and so has high bandwidth, allows for immediate interaction between
myself and my boss, is likely a personalized discussion as we are the only two
people in the interaction, and uses our natural spoken language to interact with
each other. By contrast, the letter has low bandwidth because it lacks nonverbal
information, allows for no direct method of response, is written for all members of
an organization, and is likely typed out in a very formal language style expected
of company memos. However, these distinctions might be much less clear when
dealing with many of the technologies popular today (and likely to be popular
tomorrow). Although MC is often thought of as being rather lean—let us consider
e-mail as an example (Daft, Lengel, & Trevino, 1987), is it truly? E-mail might
only allow limited bandwidth and is not particularly immediate, but it does allow
for natural language and a great deal of message personalization. And when con-
sidering a technology such as Facebook, this becomes even murkier. How these
four characteristics interplay in terms of “richness™ has not been fully articulated.

The evidence for MRT seems to suggest that there may be something to
the approach. When people are asked what channels they would use, they tend to
answer in accordance with MRT: by suggesting they would use richer channels for
more equivocal messages. However, when actual channel choice is examined, the
picture is much less clear. People are often able to use very lean channels rather
effectively for incredibly interpersonal messages—such as the love e-mails that
helped spread the ILOVEYOU computer virus (see Chapter 2). How is this pos-
sible? Newer theories have since been proposed to help address this phenomenon.

Social Information Processing Theory

“As we continued to talk, going through the motions of getting to know each other,
I realized that we already did know each other, as well as any two people could.
We'd known each other for vears, in the most intimate way possible. We'd con-
nected on a purely mental level. I understood her, trusted her, and loved her as a
dear friend. None of that had changed, or could be changed by anything as incon-
sequential as her gender, or skin color, or sexual orientation.”

Could you know someone you've never met face-to-face? The above guote,
from page 321 of Ernest Cline’s novel Ready Player One, is a thought that occurs
to the main character, Wade Watts, as he interacts with someone he had only met
in the OASIS, (the novel’s version of a virtual reality world similar to Second Life)
prior to this face-to-face meeting. Wade also realizes that he has gotten to know
his friend very well, even if he has never seen her before.
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In addressing some of the concepiual issues with MRT, Walther (1992)
offered an alternate perspective to understanding some of the issues with MRT.
His social information processing theory seeks to explain interpersonal processes
online and suggests that people can form deep and meaningful relationships
online, even using the leanest of channels.

Social information processing theory (SIPT) begins with the assumption that
people have the same reasons for communicating with each other no matter the
channel they use. People seek to reduce and manage uncertainty, form impressions
of others, develop affinity, feel social presence, and so on. These are basic human
desires of relatedness (see Chapter 7) and ones we come to find ways to address,
even through lean channels that lack nonverbal cues. More recent evidence sug-
gests that more skilled communicators might be better able to accomplish their
goals online (Walther & Bazarova, 2008).

So, how are people able to overcome limitations such as a lack of nonverbals
online to do interpersonal things? First, it is important to note that time plays an
important part in this process. MC takes longer than FtF. Limits on bandwidth
mean that less information gets through at any one given time. Second, it takes
more time to type and read than to speak and listen (and look). A useful metaphor
is that MC is like sipping from a straw, and FtF is like gulping from a cup. If infor-
mation is like the water in the cup, a person can get all of that water (information)
using either the straw or gulping. It is just that sipping takes longer.

Another thing that people can use while interacting through MC is circum-
ventions. Although MC may offer reduced nonverbal cues, they still seem to be
able to utilize what is provided through the channel. For example, people utilize
chronemics online to send e-mails (Walther & Tidwell, 1995) or post a Facebook
message when a friend is away from their computer or engage in more or less
rapid Twitter conversations much in the same style they would FtF (more rapid
responses in a conversation could indicate more interest in the conversation, for
example). People may also use emoticons to show their emotions, such as smiley
faces “=)" or sad faces “=(" and any number of other keystroke combinations to
represent different emotional states (see MC in Action: [ <3 U). People have been
shown in research to ask more and deeper questions and self-disclose more and
with more depth when they interact with strangers online (Tidwell & Walther,
2002). In addition, online channels allow individuals to lurk online—that is, they
can seek out someone by Googling them (Ramirez, Walther, Burgoon, & Sun-
nafrank, 2002) or by looking at a social media user’s profile and read through
different conversations and posts without actually interacting and without anyone
knowing about it (something much more difficult in real-world interactions, when
lurking in on a stranger’s conversations is not widely accepted).

Taking the time to effectively interact through MC and navigating the cir-
cumventions necessary to do so takes a good deal of effort. People have to be both
willing and able to put forth this effort in order to have relationships online, but
it can be done. One motivating factor is the anticipation of future interaction. If
you think you will be interacting with a person again (or at the very least, if you
want to), you are more likely to put in this effort. In and of itself] it is possible
that this increased effort leads to more positive outcomes in relationships started/
maintained online.
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MC IN ACTION

How do you put emotion into the written/
typed word? Of course, one way to do this is
by choosing specific words. No doubt, poets
have been using emotional language likely
since there has been language to use.

More recently, people have begun to use
emoticons, short for emotional icons, to help
infuse their words with more emotion. How
recently? A 2009 New York Times article
sugpests an emoticon may have appeared
in the written copy of a speech given by
Abraham Lincoln in 1862 (although it may
just be a typo). See hitp:/cityroom blogs.
nytimes.com/2009/01/1%hfo-emoticon’

1<3U

Scott Fahlman is credited as being the first
person to send a digital emoticon <) when
he posted a message to the computer science
general electronic bulletin board at Carnegie
Mellon University in 1982. (A reproduction
of the thread can be found here: http./www.
cs.cmu.edu/~sef/Orig-Smiley. him).

Today, there exist a whole lot of emoticons,
way more than “Honest Abe™ or Scott Fahlman
likely ever dreamed. Some are pretty elabo-
rate, being way more than a simple ;) or ) from
the past. There are many (incomplete) lists of
emoticons that can be found online, including
Smiley. htm

One of the main notions of SIPT is that impressions and relationships can be

formed online, but they just take longer than they do FtF. But how many of you
know someone who felt like they had known someone forever even after interact-
ing online? This would go against the ideas of SIPT. To help account for these
experiences, Walther (1996) suggested the notion of hyperpersonal relationships:
ones that become more personal through MC than they would FiF. To account for
how this happens, he suggested that the limitations of the channel, rather than lead-
ing to less personal relationships, could actually sometimes lead to this “hyper”
personalness. To explain how this happens, Walther goes back to the classic com-
munication model and looks at each of the four parts.

1. First, hyperpersonal happens because of sender effects. Sources of mes-
sages online can sometimes use the lack of nonverbals in order to better
selectively self-present {put their best foot forward) {Walther, 2007).

1. Second, hyperpersonal happens because of receiver effects. When send-
ers are selectively self-presenting themselves and the cues about the sender
are limited, receivers may be better able to idealize the sender. This may
be especially likely to happen if the receiver is deliberately seeking new
relational partners or if they only have selected information on which to
judge them (ie., they both belong to the same Facebook group, so they have
something in common).

Hyperperaonal
relationships Rela-

tionships that develop
afline mare than they

would FitF.

Chapter 8: Falling in Love {or Like) Through Technology

137



3. Third, channel effects come into play for hyperpersonal. Channel allows for
greater control {in general) over message construction than FtF. For exam-
ple, you can pause to think and edit before sending a message (although
certainly not everybody takes advantage of this). You also do not have to
attend to as many distracting cues (one’s own physical back channeling,
etc.) This disentrainment (freedom from the rules of FtF interactions) frees
one up to pay even more attention to selective self-presentation, and so on.

4. Finally, and perhaps most interestingly, feedback effects come into play. As
idealizing receivers send selective messages back to the source, it can lead
to behavioral confirmation, where the original source staris to behave more
like the partner’s idealized expectation of them (a sort of other-fulfilling
prophecy). For example, if a person sends a message to a receiver and the
receiver really likes the source, the receiver may think the source is really
outgoing and fun and will respond positively to that person. As this contin-
ues to happen, the source gains confidence and actually starts behaving as
more outgoing and fun.

Now throw all four of these things together, and you have a recipe for relationships
that take off way faster than they might otherwise do. Are such hyperpersonal
relationships common? Maybe at some level, but even at their fullest level, prob-
ably not. As Joe Walther has said about people falling in love with others whom
they have only met online, “It probably doesn't happen to a large percentage of
people, but it happens occasionally, and it's very intense™ (http./'www.livescience.
com/26378-teo-scandal-real-online-love html).

Think back to Sal 9000 . . . is this what he is experiencing at some level?
A hyperpersonal “relationship™? And might this hyperpersonal notion also help
explain what happened to Manti Te'o as well?

Hyperpersonal relationships tend to carry a negative connotation, at least
from talking about them with our students. But can aspects of the process lead to
more “positive” outcomes? Going back to the notion of beyond being there (Hollan
& Stornetta, 1992), it is important to remember that FiF is not inherently the gold
standard. Thinking of things as such and building systems to try to replicate FiF
forgets that FtF has its own issues. MC offers affordances that can help overcome
the limitations of FtF in some situations (for example, the ability to overcome
space and time restrictions). However, do you sometimes even use the limitations
of a channel to your advantage in accomplishing your goals? In other words, is
the lack of nonverbals always a limitation? Can nonverbals actually get in the way
of effective interpersonal communication? Walther (2008) suggested at least one
way in which the lack of nonverbals provided online might be the only way for
interpersonal communication to take place. He suggests that sometimes seeing
the other person may remind you of negative prejudices you hold toward the other
person. Using the example of Arab-Israeli relations, he suggests that just maybe
MC is the only chance for many members across these groups to have true, inter-
personal communication. That is quite a thought . . . that MC may help bridge the
gap for peace in a war-torn area.

138 Chapter 8: Falling in Love (or Like) Through Technology

()



Key Terms

Haptic communication (pg 126)
Expectancy violation (pg 116)
Homophily (pg 128)

Node (pg 129)

Bucket brigades (pg 130)
Telephone tree (pg 130)
Networked individualism (pg 133)

Media richness theory (pg 134)

Equivocality (pg 134)

Social information processing theory (pg 136)
Chronemics (pg 136)

Emoticons (pg 136)

Hyperpersonal relationships (pg 137)

References

Burgoon, J. K. (1978). A communication model of personal space viola-
tion: Explication and an initial test. Human Communication Research, 4,
1259142,

Christakis, N. A, & Fowler, J. H. (2009). Connected: The surprising power of our
social networks and how they shape our lives. New York: Little, Brown & Co.

Dafi, B. L., Lengel, R. H, & Trevino, L. K. (1987). Message equivocality,
media selection, and manager performance: Implications for information
systems. MIS Quarterly, 11, 355-366.

Ellison, N. B, Steinfield, C., & Lampe, C. (2007). The benefits of Facebook
“friends:” Social capital and college students’ use of online social network

sites. Jowrnal of Computer-Mediated Communication, 12{4), article 1.
hitp:/fjeme.indiana edu/'voll2/issued/ellison.html

Granovetter, M. 5. (1973). The strength of weak ties. American Journal of
Soclology, 78, 1360-1380.

Harlow, H. (1958). The nature of love. American Psvchologisi, 13, 673685,

Hollan, J, & Stornetta, 8. (1992). Beyond being there. Proceedings of the ACM
CHI'92 Conference on Computer-Human Interaction, 119-125,

McEwan, B. (2015). Navigating new media networks: Understanding and
mandaging communication challenges in a networked society. New York:
Lexington Books.

Parks, M. R. (1982). Ideology in interpersonal communication: Off the couch
and into the world. In M. Burgoon (Ed.), Communication Yearbook 5 (pp.
79-107). New Brunswick, NJ: Transaction Books.

Chapter 8: Falling in Love (or Like) Through Technology 139

()



Rainie, L., & Wellman, B. (2012). Networked: The new social operating sys-
tem. Cambridge, MA: MIT Press.

Ramirez, Jr. A., Walther, ]. B, Burgoon, J. K., & Sunnafrank, M. (2002). Infor-
mation seeking strategies, uncertainty, and computer-mediated communi-
cation: Toward a conceptual model. Human Communication Research, 25,
213-228.

Tidwell, L. C., & Walther, J. B. (2002). Computer-mediated communication
effects on disclosure, impressions, and interpersonal evaluations: Getting

to know one another a bit at a time. Human Communication Research, 285,
317348,

Tong, 5. T, & Walther, J. B. (2011). Relational maintenance and com-
puter-mediated communication. In K. B. Wright & L. M. Webb (Eds.),
Computer-mediated communication in personal relationships (pp. 98-118).
New York: Peter Lang Publishing.

Travers, J., & Milgram, 8. (1969). An experimental study of the small world
problem. Sociometry, 32, 425-443.

Walther, J. B. (1992). Interpersonal effects in computer-mediated interaction:
A relational perspective. Communication Research, 19, 32-90.

Walther, J. B. (1996). Computer-mediated communication: Impersonal, inter-
personal, and hyperpersonal interaction. Communication Research, 23,
343,

Walther, J. B. (2007). Selective self-presentation in computer-mediated com-
munication: Hyperpersonal dimensions of technology, language, and cog-
nition, Computers in Human Behavior, 23, 2538-2557.

Walther, 1. B. (2009). Computer-mediated communication and virtual groups:
Applications to interethnic conflict. Jowrnal of Applied Communication
Research, 37, 225-238.

Walther, 1. B., & Bazarova, N. (2008). Validation and application of electronic
propinguity theory to computer-mediated communication in groups. Com-
munication Research, 35, 622-645,

Walther, J. B., & Parks, M. R. (2002). Cues filtered out, cues filtered in; Com-
puter-mediated communication and relationships. In M. L. Knapp & J. A
Daly (Eds.), Handbook of interpersonal communication (37 ed,, pp. 529
563). Thousand Oaks, CA: Sage.

Walther, J. B., & Tidwell, L. C. {1995). Nonverbal cues in computer-mediated
communication, and the effect of chronemics on relational communication.
Jowrnal of Organizational Computing, 3, 355-378.

140 Chapter 8: Falling in Love |or Like) Through Technology

()



By this stage you probably have a pretty good idea of how new media tech-
nologies are used. Back in Chapters 3 and 4, we examined the use of media
as a tool to negohiate everyday life, we explored the concept of digital hit-
eracy, and we addressed the problems that can anse when there are discrep-
ancies across populations in terms of their ability to access and use new
media technology.

Let us think about media from a business perspective. Media technolo-
gles are enormous economic engines, and thewr utility 1n advertising and
social marketing cannot be 1gnored. In 2015, worldwide spending on digital
advertising was estimated at $170 billion (U.S.). The continual proliferation
of media technologies, including the recent explosion in social media, has
not only provided users with new ways to create and publish their own con-
tent, but 1t has also presented advertisers and social marketers with a new
frontier of outlets for advocating for consumer products, health chowces, and
weologies.

The range of available outlets also poses great challenges. As we have
discussed earher, pnmitive conceptualizabions of mass media were based
on the assumption of one-way communication: from an orgamzation to a
mass audience. By now you should have figured out that the technologi-
cal advances of the last thirty years have led us to break from this mold.
Contemporary conceptualizations of media use and effects assume that we
actively seek the information we desire, and then use that information to
navigate everyday decisions. The assumptions relied upon by advertisers
since at least the time of Gutenberg and his printing press—merely plac-
ing persuasive messages in public places—have been thrown into disarray.

Social marketers
Advertising and

marketing profisaion-
als who use new medla
technologees, specifi-
cally social media, o
attempl 1o influence

audiences.
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Elaboration likeli-
biood meds] A madel
of hwman percepiion
Lhiat siates that we Lake
it infosmation i two
separabe ways: central,
of factual arguments,
and peripheral, ar
secondary stirmuli.

This has forced a steep learning curve in terms of how to 1dentify target
audiences for a product or concept, locate the information 1in appropnate
media and content, and craft an effective persuasive message. Furthermore,
as these advances in technology drive us toward becoming more media hit-
erate, our ability to discern useful and secondary information improves; this
makes capturing the attention of an otherwise disinterested individual very
dithcult.

In Chapters 9, 10, and 11, we will address some of the 1ssues revolving
around new media and persuasion, including the ways in which we under-
stand the psychology of persuasion and the ways in which this understand-
ng can be used across a variety of media platforms. Chapter 9 will provide
a broad overview of contemporary persuasion theories that have may be
apphed in different ways in different mediated contexts.

Think about the following as we begin this chapter:

* What theories explain how we are persuaded by media? How have new
media technologies altered our view of these technologies?

= Are we more easily persuaded by substance or by style? Does it matter?

= Do you have to believe that you can do something in order to be persuaded
to do it?

= Do emotional appeals affect us, and how can these appeals be made more
powerful by new media?

Dual Process Models

Think about a typical 30-second television commercial for a car, the kind you
might find between quarters as you watch your favorite football team on televi-
sion. What kind of information do you find in these ads? Specifics on gas mileage,
displacement, and torque? Estimated resale value in five years? Cubic feet and
CArgo capaciy?

Chances are, no. You are far more likely to see and hear loud music, see
quick cuts of the car performing, and maybe hear Matthew McConaughey say
something weird . . . but little to no actual information about the car. Yet, millions
of people buy cars every year. One possible explanation lies in a body of research
that can be categorized broadly as the dual process approach.

Dual process theorizing began with the work of Petty and Cacioppo and was
further advanced by Cialdini and colleagues. The Elaboration Likelihood Model
{ELM), in basic terms, says that we take in information in one of two ways. First
is the central route. This is where we weigh factual information and logical argu-
ments. On the other hand, we have the peripheral route. The peripheral route is
where we process everything else—lights, sound, setting, and even secondary
arguments. An example of this might be listening to a political debate in which
audience members might focus on the candidates’ answers or the candidates’
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appearance, such as was the case when Richard Nixon debated John F. Kennedy
in the first televised presidential debate in U.S. history (see MC in Action: Nixon
Won, Kennedy Won).

-
-
'il-i-i-

MC IN ACTION
Nixon Won, Kenneoy Won

On the evening of September 26, 1960—less
than a month away from the 1960 presiden-
tial election—over 70 million Americans
turned on their television sets to watch the
first televised presidential debate in U.S.
history. In that debate, incumbent Vice
President Richard Nixon, an elder states-
man with a known political pedigree, was
squared off against Democratic challenger
and relative political unknown Senator John
F. Kennedy, a young candidate with little in
the way of legislative or executive expertise.

For many viewing the debate, they saw more
than a Republican debating a Democrat on
the domestic issues of the day. Rather, they
saw a sweaty, clammy, and uncomfortable
Nixon debating a tanned, thin, and char
ismatic Kennedy on a national stage, and
this was enough to convince the television

High-Involvement Cognitive

audience that Kennedy was more fit to be
president than Nixon. After all, how could
a person be president of the United States if
they could not even feel confident on cam-
era? Later reporis suggested Nixon to have
been ill the day of the debates, and perhaps
even more interesting, the majority of radio
audiences reported that Nixon had indeed
won the debate—these audiences were
focusing only on the content of the debate
topics rather than the appearance of the
candidates. Nonetheless, Kennedy would
2o on to be elected as the 35* president . . .
although Nixon would eventually be elected
as the 37" president eight years later.

The first of four great debates, the night has

been showcased as an example of the power
of television and for communication schol-

ars a great example of peripheral processing.

Belief &

Behaviour

Processing Response

Attitude Change Change

COMMUNICATION

[:l:lurr.'u. Massages, r.hnnnu||

w

" Peripheral Route

Low-Involvement Belief Behaviour Aftitude
Processing Change Change Change

Yo con waich g vides of the famous debale an YouTuke ai: hifpc £ wanapouiube. com Swalchfv=gone REg LS R and Time's
Koyla Webley wiole o piece on the impact of this debate on moderm-day paliticking at: hitp/fconlent. lime.com/fime
resticr ke 0 BS00 F02107E OO himl. You con alio view the elabamlion kelhaosd at: hitge/ 34300 1 phrwerks,
mﬂf]ﬂ!ibEDdDBfEdegm.Ei[

Chapter 9: Persuasion 143



144

&

In his groundbreaking work on peripheral cues, Cialdini identifies what he
calls the “weapons of influence,” a number of elements that can be added to per-
suasive messages in order to gain compliance without actually focusing on the
message content itself—that is, Cialdini suggested that many times peripheral
processing could lead to rather strong persuasive effects. Called fixed-action pat-
terns, or click-whirr responses, these weapons rely on patterns that are strongly
ingrained into our culture and ourselves. They simply require some sort of trigger
feature to set the process in motion, and get people complying without critically
analyzing messages, and sometimes, without even being aware they are comply-
ing. These weapons of influence include reciprocity (the notion that someone i1s
doing you a favor, and so you feel like you should do something for that person),
social proof (a feeling that everyone is doing it, and so you should as well), lik-
ing (the spokesperson is attractive or admired), scarcity (the product will not be
around much longer, and so you had better act now), authority (someone with
expertise vouches for the product), and consistency (staying true to your com-
mitments) (see MC in Action: Keys to Persuasion). These are especially powerful
weapons because typically these are things we want people to do. For example,
we do not like people who do not repay what they owe. In fact, people tend to feel
very bad when they owe somebody something and thus try to quickly repay favors
when they can. However, a skilled persuader or “profiteer” can utilize this notion
of reciprocity to their advantage.

Think about late-night infomercials. How often do you hear words to the
effect of “act now while supplies last™ That is scarcity at work. Ever see an ad
for a bizarre, possibly unhealthy diet plan, followed by a testimonial from a guy
wearing a lab coat and a stethoscope? That is authority (since you presume he isa
doctor, as opposed to an actor wearing a lab coat). How about a statement telling
you that “5 million Americans can’t be wrong™ when describing how many people
have already tried the product? This is social proof in action. It makes sense that

MC IN ACTION

Keys 10 PersuasioN

Do you recognize Cialdini’s persuasion keys « Reciprocity
(listed below) from your own experiences? « Social proof
For more about each of the six processes, . Liki

take a look at: https:iwwwyoutube.com/ e
watch?v=cFdCzNTRYbw Then, spend an * Scarcity
hour or two watching infomercials or at the « Authority
mall, and provide examples of the following, « Consistency

including the name of the product/place:
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late-night advertising would rely heavily on peripheral cues, since not only are you
not heavily invested in these products, but you are likely sleepy and not doing a
whole lot of active processing.

Eagly and Chaiken offer a similar dual process approach, which they term
the Heuristic Systematic Model. They offer that whether someone processes per-
suasive information systematically (for example, centrally) or heuristically (for
example, peripherally) is dependent upon the cognitive resources they have avail-
able and their motivation to use these resources. In other words, thinking about
logical arguments requires effort, and if we either cannot or do not want to expend
that effort, we are more likely to respond to heuristics (notice again that it comes
back to being willing and able). They add that attitudes formed by heuristics are
less stable and easier to change with counter information.

In either approach, someone’s level of involvement is critical because it will
affect how they process the information. If we have a standing interest in a prod-
uct, for example, we probably want factual information and logical arguments
about it. On the other hand, if we have little or no interest or if we are completely
unaware of the product, we will respond better to heuristics or peripheral infor-
mation. Historically, advertisers have thought of mass audiences as being largely
uninvolved and thus have relied mosily on peripheral cues.

The 1ssue involvement argument makes sense if you think about it. Let us
return to our car ad example from above. Car ads often feature a whole host of
secondary, heuristic content, from flashing lights, to attractive women, to dancing
hamsters. These are likely effective at drawing your attention to a product you
may not have been aware of and are likely to at least get you to pay attention and
retain the name of the car.

But what happens when vou actually decide to buy the car? Chances are you
do not rely on the dancing hamsters (and if you do, we have some land in Florida
we would like to sell you). Now you want data, factual information concerning
miles-per-gallon, cost, performance, ratings, and so on. Now you will turn to a
variety of different sources because you are already involved in the message. You
are prepared to devote a certain amount of time and effort to a purchasing pro-
cess to which you are more or less committed, and to do so you need systematic
information that will help you make a good choice. In fact, if presented with poor
arguments or negative information at this point, you may decide not to purchase
the vehicle.

Our understanding of how we use issue relevant and issue irrelevant infor-
mation has been somewhat challenged by our motivations for using interactive
media technologies. If we are seeking information online—through social media,
blogs, the Web, and so on—then by definition we have already made a decision
to be involved. As we will see in Chapter 10, advertisers have had a very differ-
ent problem in new media circles. Since people are consuming media with very
specific goals, how do you make them aware of new products and services? If
people are already online with specific informational needs, they are engaging in
systematic processing (see MC in Action: Yelp!). Advertisers and marketers are
faced with a new challenge—distracting people from their intended goals to focus
on something else.

Heuristic systematic

made] & similar
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Opindon leaders Pea-
ple who influence
others through word
of maouth.

Gea-pagitioning
software Saftware
programs that wse
satellite relay bo detes-
nine the podition of a
person, place, or ohpect
on Earth.
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Advertisers have long known the
power of word-of-mouth promo-
tions. Indeed, much of the research
on persuasion—in particular, media
persuasion—ifbcuses on the impor-
tance of influencing opinion leaders
rather than influencing audiences
directly. People seek out the opin-
tons of their friends when making
purchasing decisions, from a cup of
coffee to a sports coupe, and under-
standing this influence 15 key to any
advertising campaign.
In here, we see social media plat-
ﬁlrms playing an increasingly
prominent role—perhaps, the most
pmminent example being Yelp
(NYSE: YELP; :
Launched in October 2004, the Web
site was designed to be a digital
platform where users could ask oth-
ers for product and service recom-
worked by asking users to complete
a Web form, answering “I'm looking
for a (blank)” and “near (blank city,
state, or zip code).” Users would enter
in a short description of what they
were looking for and a few of their
friends’ e-mail addresses and wait

for responses.

The service became wvery popu-
lar with smaller businesses such as
local restaurants, many of which
traditionally relied on word-of-
mouth advertising and had wvery
meager (if any) advertising budgets.
These businesses began throwing
Yelp parties to attract customers
and encourage them to share their
experiences with others, and the
program’s reputation as a powerful
electronic word-of-mouth platform

MC IN ACTION
YeLp!

exploded—generating nearly $138
milliondollars inadvertising revenues
as of 2012. Yelp's customer recom-
mendations are published for amyone
with Web access to read and share,
and mobile users are even able to fil-
ter recommendations based on their
physical location using their smart-
phone’s  geo-positioning  software,
And  Yelp reviews  matter.
Researchers from the University of
California at Berkeley (Anderson
& Magruder, 2012) have found that
increasing a restaurant’s rating by
only one-half of a star (out of a five-
star system) can help them sell out
nearly 33 percent more frequently.
In fact, their findings have led many
to question the honesty of many
Yelp reviews as businesses have
been known to post fake reviews
and in extreme cases harass cus-
tomers who post negative reviews.
Of course, as Yelp is a user-gener-
ated site, the quality of the reviews
is dependent on the people writing
them.

So, the next time you hear some-
body asking for Yelp, it is likely that

they are okay . . . they just want a
recommendation for a good brew or
burger.

Have you ever used Yelp! 1o find a
restaurant in your hometown, or
while on vacation? Perhaps you've
written a Yelp! review vourself Let's
talk abowt your experiences with
these programs, both on Facebook
al hitps=twww facebook.com’
groups/234255823447372/ and on
Twitter, using the #MediadsTools
hashtag.



Behavioral Intention Approaches

If people are committed and are making decisions based on factual arguments,
another approach that makes a lot of sense can be found in the communication
and psychology research: the theory of reasoned action (Ajzen & Fishbein, 1980).
Ajzen and Fishbein conducted a series of studies in the 1970s and 1980s in an
attempt to determine the individual decision processes that lead someone from
information to action. For years, persuasion research had proven good at predict-
ing attitude changes, but not necessarily actual behavior. For example, people may
report that they feel less positively about drinking and driving, but still don't do
anything to change their behavior when planning a night out. Ajzen and Fishbein
came to the conclusion that there are things other than just message design and
placement that are going to play a role in how likely someone is to comply. Most
importantly, they dentified behavioral intentions as an essential step in the per-
suasion process that had been overlooked. In simplest terms, the theory of rea-
soned action argues that attitudes do not directly change people’s behavior. Rather,
they change what people intend to do, which might or might not lead to a change
in behavior (although there is strong evidence that typically we do what we intend
to do, given the proper conditions). Think about health campaigns that try to get
people to guit smoking. They might be very effective in getting someone to change
their opinion on smoking, but they may not actually quit. You will probably also
notice that television ads for smoking cessation offer links to Web sites with more
information. Why?

This is where behavioral intentions come in. If someone has not only changed
their attitude, but has made a decision to quit smoking, they will likely seek out
information on how to quit. The persuasion process then becomes one in which the
audience member is actively involved, and their likelihood of complying becomes
even greater. Of course, there are still things that could go wrong. After seeking
out this information, the person might decide that quitting is too difficult, too
time-consuming, or will not provide any kind of positive benefit. They might think
that they are incapable of actually quitting or simply are not motivated to do so.

As Ajzen and Fishbein continued to tweak and refine their conceptual izaton
of how rational arguments impact persuasion, they determined that something
else was important: whether or not people think they can get it done. Ajzen and
Fishbein began referring to this as “behavioral control.™ A behavior such as smok-
ing might not actually be under a person's control (this is why it is an addiction).
When they put all the pieces together, they concluded that persuasive messages
drive attitude changes, attitudes drive intentions, and intentions drive behavior,
assuming people actually buy into the idea that they can perform the behavior in
question. That presents a number of steps where things can go wrong, but it also
helps explain why social marketing campaigns are so challenging. As we will see
in Chapter 10, unlike consumer products, people have very strong opinions when
it comes to their behaviors.

Connecting this to our smoking example, antismoking advertisements may
be very successful in getting a person to have a less positive attitude toward smok-
ing and may lead to the person even intending to stop smoking. However, these
changes will only lead to a behavioral change if the individual actually believes
that they can quit—that is, that they have the ability to guit. On the other hand,

Theary of reasomed
action A model of per-
suagion thal offers that
messages infl vence
atistudes and subjec-
tivee norms, which
influence behavioral
inbenitions, which then
eriany of sy ol lead 1o
behavios change.

Behaviaral inten-
tions Expressed deaire
o modify a behavior
in the future,
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Theory of planned
behavior A model
similar to the theary
of reasoned action, but
with the added argu-
men that seli-efficacy
maderates the process,

Fear appeals A
campaign sirategy that
allempls o gel people
L change their behay-
tors by instilling fear
regarding the behavior
i question,

Selfefficacy Onur
beliefs in our ability to
di somaething,

someone who has been smoking for decades may have given up on the idea of
quitting, and even if they develop a negative view of their habit, they probably will
not try to quit.

The addition of behavior control (sometimes called “self-efficacy™) led Ajzen
and Fishbein to rename this theory the theory of planned behavior (Ajzen, 1991). It
has been used to inform health campaign designs across a wide range of behaviors,
including smoking, drinking, signing up for treatment programs, using contracep-
tives, dieting, wearing seatbelts or safety helmets, exercising regularly, voting, and
even breast-feeding (Fishbein, Middlestadt, & Hitchcock, 1994). In fact, it is often
the case that self-efficacy is often forgotten in persuasion, as many campaigns tell
us about something we need to change, vet fail to teach us how to change it or how
their product or service will help us actually change it (see Chapter 11's discussion
of fear appeals; Witte, 1992).

Theory of planned behavior A model similar to the theory of reasoned
action, but with the added argument that self-efficacy moderates the process.

Fear appeals A campaign strategy that attempts to get people to change their
behaviors by instilling fear regarding the behavior in question.

Modeling Approaches

Self-efficacy 1s a key component in another way of thinking about how advertising
mfluences people: behavioral modeling. In his work on social cognitive theory (see
Chapter 6), Bandura provides us with a means of understanding the influence of
advertising through the observation of others and some of the features of behav-
wral models that make them more or less influential.

The concept of vicarious modeling revolves around the assumption that we
learn behaviors and when to perform these behaviors through the observation of
others. Before a behavior takes place, we observe it in others and determine the
steps that are necessary to do it, the conditions under which the behavior should
take place, and any rewards that might be associated with it. This allows us to
figure out how things work ahead of time, so that we can avoid errors and pitfalls
that may be associated with not knowing how to do something, doing it incor-
rectly, or doing it at an inappropriate time. Thus, learning is for the most part a
surrogate process as opposed to a direct experience. Bandura himself offers that
vicarious learning (see Chapter 6) is the observation of a model through which
“an individual forms an idea of how response components must be combined and
sequenced to produce the new behavior. In other words people guide their actions
by prior notions rather than by relying on outcomes to tell them what they must
do” (1977, p. 35).

Like reasoned action and planned behavior, modeling approaches are most
commonly used when considering health campaigning, as opposed to market-
ing consumer products or political candidates. This is because, like the theory of
reasoned action and the theory of planned behavior, social cognitive approaches
emphasize empowering audience members to believe that they can accomplish
some kind of goal or successfully perform some kind of behavior. Through the
observation of others, audience members may acquire what is known as self-
efficacy; this is the belief that one can perform the behavior in question. A number
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of moderating factors can influence this, such as percerved similarity; if you see
someone with whom you identify learning the behavior in question and enacting
that behavior to a positive outcome, you may believe that you can do it too. If
someone then believes they are capable of doing something, they will likely devote
greater effort to it. Further, one's ideas of the outcome associated with that behav-
wor might be more favorable if they experience a lot of self-efficacy.

In his work on behavioral modeling, Bandura outlined four components of
vicarious learning: attention, retention, motor reproduction, and motivation. First,
a persuasive message must grab the attention of the observer; this is not as simple
as it seems. There are many things taking place around us at all times that we
devote no attention to, since they are relatively unimportant to us. As you read
this, vou are likely unaware of the hum of the fluorescent light above your head,
or the footsteps of someone fifty feet from your window. We engage in similar
passive processing with media. Thinking back to our discussion of ELM, consider
how much media we consume passively, whether it is the radio in the car or the
television in the background as we work. Further, standing beliefs and worldview
may influence what we choose to devote our attention to, since we tend to filter
out information that is not consistent with these beliefs ( Nathan & Kovoor-Misra,
20002). This has an influence on our thinking regarding message placement (as we
will see in Chapter 11).

The second step in this process is retention, or the ways in which we place
the behavior in our memory and retain it for future use. These mental models then
act as heuristics that allow us to recall information about situations, objects, or
their environment (MNathan & Kovoor-Misra, 2002). In social marketing circles,
the accurate retention of information is the key, since vou are likely advocating
for a specific, highly detailed behavior (think smoking cessation, HIV testing, not
drinking and driving, and so on.). This is also part of the reason that social market-
ers provide information for additional resources, such as a link to a Web site with
further information. It may be impossible to explain complex health phenomena
in thirty seconds, but if the ad raises interest it may drive people toward seeking
information on their own that they can in fact retain and act upon.

The third step is motor reproduction, the ability of the observer to reproduce
the behavior { Bandura, 1977). Again, self-efficacy 1s the key here; one must not
only be capable of the behavior, but must know that he or she is capable. Think of
the appeals that are often used in social marketing. They typically include some
kind of message assuring the audience member that they do it and that there are
resopurces available to help.

The final step is motivation, or the perception of potential positive and nega-
tive outcomes that will follow the behavior (Bandura, 1977). If someone thinks
they will be subsequently rewarded, they will engage in the behavior. They will
also do so if they perceive some kind of negative outcome associated with not
performing it. Health campaigns encouraging women to get HPV vaccinations, for
example, discuss negative health outcomes that can be avoided if one gets immu-
nized. Likewise, anti-drunk driving interventions often discuss the loss of life and
legal liabilities that are associated with that unfortunate behavior. Behaviors that
are presented as leading to positive outcomes are likely to be adopted, while those
leading to negative outcomes will be avoided.

Aftention Focusing on
a elimmalus.

Retention Placing
infarmation in our
evenary for fufure wee,

blotor reproduc-

tion The ability af
somedne o reproduces
a behavior they have
abserved and retadmed.

blotivation The per-
ceplion of peailive or
negative oulcames that
will fullow a behavior.
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Bandura adds that there are a number of contextual features that might make
a behavioral model more effective. Of course, reward is important—if we see a
behavioral model receiving some kind of reward for his or her actions, we will
want to model our behavior off of that person. We are also more likely to model
behavior off of those whom we perceive (rightly or wrongly) to be similar to our-
selves. By creating messages assuring that people like vou can change their behav-
1wors, social marketers can engender a sense of self-efficacy while exemplifying the
behavior change in question.

Exemplification

Exemplification theory (Zillmann, 1999; Zillmann & Brosius, 2000) offers us a
particularly useful means of understanding the persuasive effects of interactive
media. As we saw back in Chapter 5, exemplification theory argues that mediated
portrayals of objects and individuals drive judgments and reactions to real-world
encounters. Based on a number of evolutionary assumptions, exemplification the-
ory argues that exemplars that are iconic and arousing will influence perceptions
more than those that are not (Zillmann, 2002). Those that are easy to remember
and recall are more likely to influence social perceptions, and this influence may
carry over into persuasive processes. Essentially, we are better at extrapolating
from individual exemplars to groups of people and behaviors than we are at draw-
ing inferences about individuals from group patterns and data; needless to say this
is found troubling by scientists and statisticians alike.

However, when used responsibly, exemplification approaches may be fruitful
in encouraging prosocial behavior. While most studies concerning exemplification
have revolved around news and information, this knowledge can be extended into
our consideration of persuasion, particularly when it comes to new media. Past
research has found that emotionally arousing and extremely detailed exemplars
are more effective at forming and driving people’s judgments than are base-rate
or passive messages (Aust & Zillmann, 1996; Gibson & Zillmann, 1994). This
research also suggests that level of involvement is likely to influence judgments. If
we are actively seeking information about some kind of health issue—for exam-
ple, using WebMD to find information about the flu—then it is likely that we
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are devoting a great deal of cognitive energy toward this information and that
emotionally arousing and highly detailed information should be effective in the
PErSUASION process.

Giiven the highly interactive nature of new media technologies, it makes
sense that emotionally arousing exemplars would be particularly effective, given
that we will allocate a lot of cognitive energy to them (as we would in our preced-
ing high involvement example) because we have to interact with them. Much like
the modeling and planned behavior approaches, exemplification may have par-
ticular utility for new media practitioners in terms of social marketing. In terms
of public health judgments, information concerning risk may be especially influ-
enced by exemplars. Some studies have found that the use of emotional exemplars
can persuade people to understand the threats posed by food contamination {Aust
& Zillmann, 1996) or mechanical accidents (Zillmann, Gibson, & Sargent, 1999).
Zillmann (2006) also argued that exemplars that are emotionally arousing can get
people to take action in response to perceived threats.

o
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MC IN ACTION

Since 2003, the Darfur region of Sudan has
been the site of nearly 500,000 deaths and over
2 S million displaced people fleeing civil unrest
stemming from conflicts between several war-
ring ethnic and tribal factions in Africa’s third-
largest nation.

From April 2006 to April 2007, over 1.2 mil-
lion individuals relived the conflict=—or at
least, a virtual version of it—nearly 2.4 mil-
lion times.

Referenced in Chapter 6, Darfur Is Dying is
a particular type of video game—a serious
game-—designed to expose players to some of
the details of the war in Darfur. In the game,
players assume the role of a displaced refugee
family that must fetch fresh water from a dis-
tant well and then bring the water back to help
keep a refugee camp watered for seven days.
In the meantime, players must avoid militia
and armed security forces, and if they do get

Darrur Is DyinG

caught, the player is given a narrative account
of how Janjaweed forces have been reported to
treat their captives.

While the game has been criticized for doing
little to actually impact the ongoing civil war,
many critics suggested that it brought aware-
ness to a conflict that had previously received
little attention in international media. While it
remains to be seen if Darfur fs Dying really
provided a meaningful exemplar of the refugee
experience in the Sudan, such games provide
promise that we can learn and hopefully act on
a number of social concerns not normally part
of our daily lives.

When you have a moment, play the game
yourself. Share your experiences with wus
on Facebook @t hitps:www facebook com/
groups/234255823447372/ or on Twitter, using
the #MediaAsTools hashiag

In 2008, MPEs Michelle Morris sal doen fer an iderview with Susana Ruiz, the Ecl'ne': craakar and, of the fme a Erﬂ.ﬂh

shudart al the Universily of Southem Califomia. The complete inlerview is avalable al: hifip: v rge.ong Slemplalkes fstongshary.

phosiondd= 5186745,
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Taken together, exemplification approaches would argue that people make
judgments (especially concerning risks) based on concrete, emotional, and atten-
tionally favored exemplars. While most of this research looks at message char-
acteristics that will impact their effectiveness, less research has considered how
exemplification will vary from medum to medium. Further, less research has
approached the impact that involvement with the medium will have on persuasion
and subsequent social judgments.

When we think about interactive media and the notions of telepresence
we discussed in Chapter 7, some have suggested that different types of telepres-
ence may make exemplars more or less effective in persuading people. Spatial
presence, or the feeling that one is physically located in a virtual environment,
may be especially important in inducing compliance. If people feel as if they are
immersed in a virtual environment and experience places and objects as though
they are real, they might be expected to have stronger memories associated with
these exemplars, experience more emotional arousal from them, and be better able
to recall information from these memories (see MC in Action: Darfur Is Dying).
This should lead to greater compliance with the messages in question, especially
if those messages are related to public health campaigns describing some kind of
health threat that should be avoided.

Conclusions

As you can see, there are numerous ways that we can think about persuasion in
mediated contexts. This 1s only a short overview of a vast range of persuasion
research that has attempted to determine the reasons why people comply with cer-
tain messages. In terms of delivery through new media technologies, our assump-
tions regarding the level of involvement on the part of the user likely changes. The
concept of the mass andience—a large, passive mass of individuals who can be
easily duped with little effort—is for the most part antiquated. By simply using
interactive media, we are indicating that we are both actively processing informa-
tion and that we have very specific interests to which advertisers must appeal.

To this point, we have examined the theoretical reasons and research explor-
ing how advertising might get us to buy something—be it a product, a behavior, an
ideology, or a political candidate. In Chapters 10 and 11 we will take things a step
further, exploring the ways in which advertisers and social marketers actually use
this knowledge. We will next look at the ways in which advertisers typically push
their products, using multimedia campaigns bridging traditional and innovative
approaches to marketing.
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Imagine it 15 March 2015 and you are 1in Austin, Texas for the annual con-
vention/party known as South by Southwest (Sx5W). While you have some
downtime, you check out Tinder, and you come across a beautiful 25-year-
old named Ava nearby. Eager to make more of a connection with her, you
quickly swipe right. Luckily for you, so does she, and you are off and chat-
ting. She requests to ask you some questions, you answer, and finally Ava
tells you that you have passed her test, and asks you to go to her Instagram
account to see if she passes your test. You think this might be your lucky
day, and so you happily check this out.

Does this story sound too good to be true? What do you think was at
Ava’s Instagram account? For the many people who swiped right on Ava's
Tinder account in Austin, they were brought to an Instagram account pro-
moting the movie Ex Machina, a film about a human-ish robot, which
debuted at SxSW. “Ava.” the name of the robot in the film, was a chatbot
that used a photo of Alicia Vikander, the actress who played Ava in the
film. So, in all, this was a clever, catfishing advertisement for the movie,
in that it played on some of the same themes of the iilm {For more detals
on this story, check out http:/mashable.com/2015/03/16/ex-machina-tinder-
marketing/#Y ZcKMWCzGPgg http/Yhellogiggles. com/tinder-profile-sxsw/

Advertising has changed considerably owver the course of the last few
years. While the use of persuasive messages to encourage consumers to
buy products has a long history in Amernican culture, norms and assump-
tions we hold concerning the ways in which advertising takes place are
being irreversibly shaped by the explosion 1n available media platforms that
has occurred in recent years. The current chapter will discuss conventions
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that have historically been associated with advertising, including some of
the basic economic principles on which the industry 1s built. It wall go on
to discuss the ways in which both the Internet and social media presented
challenges to adverhsing professionals and consumers alike. The chapter
concludes by discussing the ways in which modern advertising agencies
use multiplatform marketing in order to reach consumers with different atti-
tudes and levels of commitment toward their products.

Things to think about:

* Where do our norms come from in advertising? How did the industry
evolve to where it is now?

= What historical events have been critical in the development of advertising?
= What did advertisers not grasp during the early days of the Internet?
* Where does most online ad revenue now come from?

Traditional Advertising Conventions

While we often think of advertising as a phenomenon associated with electronic
media, this is an incomplete description that ignores a long history of non-elec-
tronic advertising and the norms that developed over that long period. There is evi-
dence of basic advertising in the form of handbills and placards as early as ancient
Greece, these often contained basic information concerning the availability of
products, from whom, and at what price. The ancient Romans were known to use
similar methods for publicizing not only the availability of goods and services, but
also the deliberations and decisions of the Roman Senate. Throughout the Middle
Apges, handbills were frequently utilized in order to promote basic goods and ser-
vices. Naturally, the development of the printing press in the 15" century led to
more handbills being printed and distributed, eventually precipitating early news-
paper advertising.

However, we really begin to see the rise of advertising as an economic force
during the middle part of the 19* century. Industrialization and steam-powered
presses allowed advertisers to produce large quantities of handbills, and later led
to the mass production of broadsheet newspapers. More importantly, however,
is the impact industrialization had on the creation of goods and services and on
media itself. First, we were able to produce consumer goods and products at a
rate never before been seen in human history. Shortly after the American Civil
War, our nation had for the first time a surplus of economic goods, that is, we
were mass-producing more consumer products than we actually use, and thus our
supply outweighed demand. At this time in our history, advertising became less
about informing and more about persuading. The focus in advertising shifted from
informing consumers about the availability and price of products, to convincing
consumers that they ought to buy one product instead of another.
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With this shift in mass production came a shift in the economic structure of
media. As is often documented, Benjamin Day’s New York Sun became the first of
what was known as the penny press newspapers (see Chapter 5). Day and his col-
leagues developed a brilliant economic model. Since newspapers could print tens
of thousands of copies of their product in a single day, it drove the price per copy
down to almost nothing. Recovering the cost of producing the physical paper itself
through its purchase price became irrelevant. Instead, the economic focus shifted
away from purchase of the media itself, and toward revenue generated by those
purchasing advertising space in the media. The more people who read the newspa-
per, the more money a publisher could charge advertisers to purchase space. Day
was the first to use the term “news hole,” in which the advertising is typeset first
and the news and information is edited accordingly to fit in the lefiover space. In
this way, the news content was actually just used as filler to legitimize the selling
of advertising space. Indeed, Day and his contemporaries knew they could gen-
erate more revenue by selling ad space to businesses than they could by selling
newspapers to the general public.

This economic model was co-opted by magazines, and eventually by radio
and television. Of course, it was expanded and perfected in electronic media dur-
ing the first part of the 20™ century. Radio became an enormously profitable means
of advertising consumer products. From the 1920s until the 1950s, entire radio
shows were typically underwritten by one sponsor. Thus, listeners of extremely
popular shows such as Texace Star Theater or The Lone Ranger would hear the
same product mentioned dozens of times (see MC in Action: Quiz Show Scandal).
This often took the form of a long form advertisement, where the stars or hosts
of the shows themselves would go off on ten to twelve-minute sidebars about the
products made by the company underwriting the show. Furthermore, the new-
found ability to provide an audio track allowed advertisers to develop sophisti-
cated means of differentiating their products from otherwise identical products.
Through the use of stories, vignettes, and jingles, advertisers were able to paint
a more complete picture of the benefits their products provided as well as pro-
vide more heuristic cues (see Chapter 9). They were also able to reach millions of
people simultaneously, and were able to repeat the same message over and over
again to a relatively captive audience. While this notion seems strange to us now,
radio advertising was largely embraced by the general public. In the early days
of commercial radio, there was some confusion and debate about the best way
to monetize the medium. Some proposed licensing fees for owning radio sets, or
charging extravagant taxes on their purchasze. Early radio listeners were aware of
this debate, and advertising was seen as a means of keeping radio free for anyone
who had purchased a set. Listeners would gladly endure a ten-minute commercial
considering the alternative.

Radio faced a major limitation in that it could not show pictures of the prod-
uct or brand logos in the way that magazine advertising could. Therefore, despite
the potential impact of radio on interested consumers, advertisers often relied on
campaigns that utilized both print display ads and radio audio ads to raise aware-
ness of the product to a large base of consumers. Almost one hundred years later,
we are returning to multiplatform marketing and working to identify what media
works best with which consumers.
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referring 1o cheap,
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MC IN ACTION

During the 1950s, quiz shows were phenom-
enally popular on American television. In
1956, the show Tweniy-One came under fire
for being rigged; sponsors had trained con-
testanis by giving them the answers ahead
of time. Sponsors wanted smart, attractive
people associated with their products. Given
that the shows had a single underwriter, any
given quiz show was largely associated with
that product.

The entire affair was found so unsavory by
the American public that it led to a congres-
sional hearing held by the House Committee
on Legislative Oversight. Contestants from
several game shows testified to having been
coached, and while no one went to jail over
the hoax, it was seen by many as an act of
betrayal toward the American public.

Out of this congressional hearing came even-
tual legislation changing the format of adver-
tising on network television. Advertisers were
no longer permitted to sponsor an entire pro-
gram, but rather advertising sponsorship had
to be shared across multiple products. The
intent here was to prevent any one company
or organization from having undue influence
on the nature of the content.

Sixty years later, we still find ourselves in
a situation where a very small number of
organizations have a great deal of influ-
ence over content—only this time on the
Internet. Google, for example, has become

Quiz SHow ScanpaL

the largest resource for advertisers who wish
to buy sponsored links; yet online advertis-
ers are almost entirely dependent on Google
NetRatings to evaluate their Web traffic
and their effectiveness in reaching large vet
highly specified audiences. An entire cot-
tage industry—search engine optimization
(SEQ}—has developed around the use of
Google metrics and maximizing the chances
that one’s Web site will appear in Google
searches. SEO professionals use a variety
of code writing, placement, and partnering
strategies to build sites that have a stronger
chances of appearing in Web searches that
are conducted in certain places along cer-
tain keywords. Google also offers sponsored
links, where companies can pay to have
links to their Web sites appear at the top of a
search, sometimes alongside large font con-
tact information and/or maps to their brick
and mortar locations.

What do vou think? Is the reliance on
Google and a small number of other Web
products for sponsored links problematic?
Are we entering an age when a small num-
ber of companies will have an alarming
influence over the industry? Or is the busi-
ness of new media so different that we can-
not even draw these comparizons? Give this
some thought. Share your thoughts with us
on Facebook at htips:www facebook. com/
groups/234255823447372' or on  Twitter,
using the #MediaAsTools hashiag.

Of course, between the 19505 and early 2000s—that period between radio’s
popularity and today’s Internet-dominated media scene—advertising in the United
States was almost completely dominated by television. After the establishment of
national television networks in the late 1940s, television diffused faster than any
medium in our history. In 1950, fewer than 10 percent of American households
owned a television; by the end of the decade, that number was well over 90 percent.
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Television combined the reach of radio with the visual representations that
were possible in print to reach an increasingly large audience with textual, audio,
and now visually appealing content. Following the quiz show scandal, the FCC
imposed a new format for advertising both in television and radio. Since the line
between advertisers and producers was becoming blurred, the regulatory agency
mandated that the media move away from having entire programs underwritten
by one sponsor to the model we still see in place today where multiple sponsors
purchase 30- to 60-second spots during designated ad breaks. While limiting
some of the direct influence of advertisers, this also allowed for greater advertis-
ing revenues, as now multiple sponsors could pay for ad time placed within wildly
popular shows.

This may sound bizarre to many of you reading this book, but between 1948
and the mid-1980s many television markets only had three network stations; Fox
showed up as the “fourth network™ in 1986. For most of that time period there was
no cable or Internet television, and as a result many argued that advertisers had
a stranglehold on the American public. After all, audiences had become depen-
dent on television as a primary source of news and entertainment (see Chapter
13), and with only three real channel options—American Broadcasting Company
{ABC), CBS Broadcasting Inc. (formerly the Columbia Broadcasting System, the
world’s second-largest broadcast company), and National Broadeasting Company
(NBC j=—the cost of advertising was at its highest in history, adjusted for inflation.
American advertisers went from spending nothing to spending over $120 million
in television advertising between 1940 and 1952,

This boom in television advertising also led to the development of many
conventions that we associate with modern advertising. For example, advertising
mogul Rosser Reeves and others developed what they called unigue selling propo-
sition or USP. With USPs, advertisers highlight one aspect of the product in the
attempt to separate it from other identical products that serve the exact same pur-
pose. For example, peanut butter is pretty much peanut butter; however, one peanut
butter manufacturer bills itself as the one that “choosy moms choose™” Since we can
presume that most parents like to think of themselves as somewhat discriminat-
ing when it comes to what they choose to
feed their child, this statement separates
this brand from others. Unique selling
propositions are often utilized in hard-
sell advertising, in which this simple
defining characteristic 1s repeated over
and over and over again in order to create
a quick heuristic for the consumer—afier
all, many of you reading this now likely
know what candy melts in your mouth
not in your hand. If the candy does melt
in vour hand, you probably know what
paper towel is the quicker picker upper

Quiz show scandal An
event that took place
during the 1950z,
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rigging popular quiz
alows so that altrac-
v conlestants wowld
be associated with

their products,

Televizion markets

A desipnated metro-
politan area in which
network tebevision may
broadeasl

Unique selling propoa-
sition A fechnigue
used by advertisers

in which one charac-
teristic af a product
15 promoted in order
o distinguish it from
ather essentially iden-
tical products.

0 patpitcheye Shet e ok com

(see MC in Action: ThE::," Don’t Melt, But Television opened up a new workd for adverfizers to showease their

How Do They Taste?) products.
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MC IN ACTION

Sold in nearly 100 different countries, Mars
Incorporated’s M&M candies have been manu-
factured for nearly 80 years, with the first run of
candies being produced in Newark, New Jersey,
mn 1941. While certainly not the first chocolate
candy to be mass-produced in the United States,
their patented candy shell preserved the milk
when being transported or carried around.

THey Don’t Mewr, Bur How Do THey Taste?

In 1954, following a post-World War 11 surge
in the candys popularity due to stories about
LLS. troops praising them as an easy candy to
carry around in the trenches of the European
and Pacific theatres, marketing executives with
Mars created the now-famous “melts in your
moth, not in your hand” slogan.

£ Romes S ek hisS huime mieck. coen

In this example, the USP is the candy shell.
But let us look closer and think about our
reasons for wanting candy. Portability is
likely important to us—nobody wants a
pocketful of melted chocolate—but what
about the taste of the candy, or the guality
and flavor of the chocolate or the shell? Also,
M&Ms usually cost a bit more than other

generic chocolate candy brands on your
average store shelf that also encase choco-
late inside of candy, cookie, or any number
of other edible shells. These candies also do
not melt in your hand, but the M&Ms heu-
ristic is so attached to the brand itself that
M&:Ms is one of the best-selling and most-
recognized brands in the world today.

This continued emphasis on advertising also drove the development and
expansion of the media research industry. Organizations like Nielsen, Arbitron,
and eventually Google NetRatings developed services for advertisers increas-
ingly concerned with the reach—or the number of people exposed to a particular
product. Nielsen ratings were developed for the purpose of negotiating the cost of
advertising space on network television. Other more specified research agencies,
such as AC Nielsen and Roper Starch, evolved to make specific determinations
regarding audience needs and responses. These agencies eventually concerned
themselves not so much with the number of people who are being reached, but
with determining target demographics, aspects of the product that were appreci-
ated, and the ideal means of promoting those products to those interested.

Bzach The number of
peaple exposed 1o an
advertisenent.
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Facebook and Social Media Advertising

While many of the conventions found in modern advertising trace their roots to
television and radio, the development and proliteration of the Internet in the 1990s
had a dramatic impact on how advertisers thought about doing business. First,
advertisers saw the Internet as yet another medium that could be exploited for
advertising purposes using the same technigues that are so successful in radio and
television. The problem was they had no idea what they were doing exactly. Many
were (and still are) thinking about the Internet as a mass medium only. While they
have been somewhat true in a Web 1.0 world, it almost assuredly is not as true in
a Web 2.0 world. Given the interactive nature of the medium, advertisers believed
they could simply place banner ads alongside popular Web sites or in pop-ups and
could reach viewers accordingly.

It did not exactly work. As advertisers began developing other metrics such as
click-through rate to evaluate the popularity of different sites and the actual num-
ber of times that consumers would click on an ad, media research agencies began
discovering that people clicked on less than 1 percent of all banner ads. In recent
years, they have developed more sophisticated means of reaching consumers.

Increasingly, Internet advertising has become dependent on sponsored links.
A sponsored link is, for example, a link that will appear among the first hits in
Google’s search engine results. Advertisers typically attempt to outbid each other
for sponsored links that will be associated with search terms they believe are per-
mane to their product. These terms could include the product name itself, attributes
of the product, locations associated with the product, or physical descriptions of
the product. In these instances, advertisers negotiate the cost of the ad space based
on the click-through rate associated with these links. In other words, in modern
Internet advertising, advertisers pay a fixed amount for every individual who
clicks on a sponsored link coming off of Google search. This has quickly made
Google one of the most powerful advertising outlets in the world, with annual
revenue in excess of $50 billion.

Furthermore, the rise in popularity of social networking sites has plaved a
significant role in how advertising has changed. Social networking sites such as
Facebook also allow advertisers to reach highly specified, narrowcast audiences.
When someone indicates that they "like™ a particular person, good, or service on
Facebook, this provides advertisers with a wealth of data concerning their product
preferences, lifestyle, age, location, demographics, and personal interests. It also
allows advertisers to utilize an electronic version of the classic word-of-mouth
advertising, as these likes and comments are then seen by a person’s social net-
work. With this highly specified information, advertisers can use Facebook to
expose users to ads for products that are likely suited to their wants and desires
and can utilize the power of social networking (as discussed in Chapter ).

Social Media and Big Data

The vast quantities of data that can now be exchanged through a variety of media
have also impacted direct marketing. Retailers and manufacturers often retain
our product purchase information, including our telephone numbers and e-mail

Click-through rate A
measure of the effec-
tiveness of an online
ad based on the num-
ber of hits it recelves.

Sponsored links A
type of adveriising in
which companies pay
search engines to st
their products of see-
vices first when certain
key words are used in
searches.
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MC IN ACTION

Surprise, You'rRe PrReGNANT!

“My daughter got this in the maill” he said. “She’s still in high school,
and you're sending her coupons for baby clothes and cribs? Are you
frying fo encourage her to get pregnant?”

Picture for a moment that you have a teen-
age daughter (or imagine your own father).
Moving through high school, you have con-
cerns about her as she begins dating, and
you are a bit slow on having the sex talk
with her. One day you check your mailbox,
and vou find the standard fare: bills, a com-
munity newspaper, and a stack of advertise-
ments and coupons.

As you go through the stack to filter the
important mail from the junk mail, you
notice a mailer from Target with your
daughter’s name on it—and the content of
the mailer is a bit peculiar: diaper coupons.
How would you feel about this?

Well, this is precisely what happened to
a father in Minnesota. The father was
enraged at the thought that Target was sell-
ing his daughter inappropriate products—
not breaking the law, but crossing decency
boundaries—and when he asked about the
campaign, he learned something about big
data. Target “targeted” his daughter with
baby ads because they had been tracking
her purchases over the prior several weeks.

~Concerned father, Minneapolis

Using an industry-secret “Guest ID™ method
(usually shoppers who use store credit
cards or loyalty cards are easiest to track),
Target followed as the young woman bought
products such as lotions and vitamins as
well as her other normal shopping routine.
Comparing her shopping habits with those
of other Target customers, statisticians were
able to suggest that she was buying many
of the same products as one might expect
a pregnant woman to purchase. Target had
a great volume of data on her purchasing
behaviors while in the store, they have the
tools in place to gather diverse data (shop-
ping, demographic profiles, and so on.) and
process it quickly, and they had the people in
place to give them trust in their calculations.

As for the daughter? It turns out she was
pregnant. Weeks after the father’s com-
plaints to the company, he found out that
his daughter was due in August of that year.
Time's Keith Wagstaff covered the story
of Target's targeted advertising at: httpu/
techland time.com/2012/02/17 how-target-
knew-a-high-school-girl-was-pregnant-
before-her-parents!.

addresses, and sell this data to advertisers and marketers who may believe that you
are someone they want to reach. Every time you apply for a credit card, give your
e-mail address for “updates and sales™ at the store, or buy something online, you
are giving away information that may be used to identify you as part of a target
demographic. Triangulating these data allows marketers to create a very specific
and sophisticated profile of your interests, product preferences, and spending hab-
its. All of these data can be used to determine which product you may be interested
in and to contact you directly concerning it.
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This focus on collecting and analyzing large quantities of data concerning
highly specific information about individuals 1s often referred to as a focus on big
data. According to IBM, each day people generate somewhere in the magnitude
of 2.3 million terabytes of data (the equivalent of nine million laptop hard drives
by 2013 standards). These data come from everything from weather balloons and
interspace telescopes to individual text messages and Facebook status updates.
IBM further breaks down the big data concept into four sub-dimensions: volume,
which refers to the sheer amount of data produced by network users; velocity,
which refers to the speed at which we are able to collect and analyze data; variety,
which refers to the many different types of data; and veracity, which refers to our
ability to trust the inferences we are able to make from the data we collect. Indeed,
advertisers have begun to employ statisticians and social scientists to help them
make sense of these big data and use them to reach out to new customers, even
when those customers do not know they need a product vet (see MC in Action:
Surprise, You're Pregnant!)

Big data The increas-
ing focus on the elec-
ironic amalgamation af
enirmous amounts of
consurmer data in order
o largel consumerns.

o

.
e
-

MC IN ACTION

Many social networking platforms allow
users to “check in” to physical locations,
using the GPS devices embedded in a phone
or tablet to tell their social media friends
and followers their whereabouts. While this
might be a neat way of keeping your public
informed of your daily routine (at least one
of this book’s authors is a particularly heavy
social media user), we might suggest that
notifying others of your entire timeline, for
example, that you are at an ATM at 2:00 am
or that you are coming home from the mall
with hundreds of dollars” worth of jewelry
after a shopping spree, might not be the best
idea in terms of your personal safety. In fact,
it may draw direct attention to those who
might want to do you harm.

Regardless of where you are when you
check in, if you are checking in there is
somewhere you are definitely not—at home.
Recognizing the problems that might be
tied to this, the Web site www.pleaserobme.
com was launched in the year 2010. The

PLease Roe Me

site aggregates check-in information from
Twitter and FourSquare and allows site visi-
tors to search by location and identify people
who are not at home. If the information is
posted on a public timeline, pleaserobme.
com can ping back users with a message
warning them that the entire world can tell
that they are not currently in their house.

According to the site developers, the goal

iz not to put people in danger, but “to raise
some awareness oh this issue and have

people think about how they use services
like Foursquare, Brightkite [now defunct],
Google Buzz, and so on.” You might want to
give pleaserobme.com a look and then think
about the information you choose to broad-
cast concerning your whereabouts.

Have you ever had concerns that your
social media feed might be a bit too public?
Share your thoughts with us (with caution,
of course) on Facebook at hitps:fwww face-
book com/igroups/234255823447372/ or on
Twitter, using the #MediaAsTools hashiag.
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Replacement by poth-
eais The aotion that as
mew media are iniro-
duced they replace the
Lime wae spenl with
older media.

Theory of media

nbche A theory of
edia thatl suggests
that media channels
rarely disappear bui
instead are repurposed
tan fin the evolving
needs ol sudience
members.

Integrated marketing
communbcation Using
as many media chan-
nels as possible 1o
promote a prodoct.

It does not just end with your Facebook page or your e-mail address either.
Increasingly, your smartphone is becoming a tool that is used by advertisers to
track your preferences. Think about it. Most smartphones now contain some kind
of Web browser, which can be enabled with the same data-harvesting software
that you might find on your laptop. The difference is that many smartphones also
feature GPS and navigation technology on board. Advertisers are not only able
to figure out what it is you like, and what your spending patterns typically entail,
but can figure out where you are {see MC in Action: Please Rob Me). At this time,
advertisers are still developing more efficient ways of utilizing this geographic
information {such as the Yelp program discussed in Chapter 9), for example, to
target consumers directly with advertisements based on their physical location.
In this way, we have seen communication technology alter the advertising model
from one in which the consumer brings themselves to an ad to one in which an
ad is delivered—in a highly customized and personalized way—directly to the
CONsUmer.

Multimedia Campaigning

The availability of Web advertising, sponsored links, social network advertising,
and database marketing has given advertisers a host of new means of grabbing
your attention. The academic study of media has, on several occasions throughout
history, erroneously assumed what was sometimes called the replacement hypoth-
esis. In the replacement hypothesis, one assumes that, as we only have so much
time and attention to devote to any given activity, we cannot adopt a new medium
without sacrificing time devoted to another.

Of course, as we have found out time and time again, this simply is not true.
We did not stop reading magazines and newspapers when the radio became avail-
able. We did not stop listening to the radio just as television became popular. We
have not turned off our radios or stopped watching television just because the
Internet and mobile telephony are available. Communication scholar John Dim-
mick coined the theory of media niche (Dimmick, 1984; 2002) to explain that,
historically, media channels rarely cease to exist but are rather repurposed to fit a
particular use for an individual. A common example is the evolution of radio from
a primary form of entertainment and information (it was not uncommon for folks
to gather around older radio sets in the 1930s) to a supplemental form of media
that we use while doing something else (such as listening to music or news while
we drive, exercise, or clean our rooms). We are better multitaskers—or at least,
multimedia users—than we are often given credit for in academic circles.

How many times do you watch television while you stream another video
feed on your laptop or tablet? How many times do you listen to the radio while
you are checking your e-mail? How many times do you have multiple screens up
on your computer, for example, your Facebook profile, vour Twitter feed, and a set
of Google search results? If you are like most adopters of new media chances are
quite often. Now more than ever, advertisers rely on what is known as integrated
marketing communication, or IMC. In principle IMC uses as many media chan-
nels as possible to market a specific product to interested individuals. Think back
to Chapter 9 when we discussed how important involvement is in the persuasion
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process. This should tell you something about the different techniques that adver-
tisers can use to reach audiences who may be more or less aware of a product and
its purpose. For instance, one can conduct a campaign in which television and
radio are used to raise awareness of a new product. Since we know that Internet
use is a relatively active process, we would want to first introduce some product
awareness before directing consumers toward the specified information on a Web
site. Of course with the use of aggregated data or information drawn from social
networking sites, we could figure out who would likely be interested in the prod-
uct based on their affiliation with other products and services. In erther case an
advertiser would have to raise awareness of the product first and provide a means
by which the consumer could obtain more information.

Another reason why IMC has become so critical is the sheer abundance of
information we receive. In order to cut through ad clutter and deliver a persuasive
message to audiences that will retain and act upon information, you simply have
to place your ad in many locations.

Conclusions

Clearly, new media technologies have changed the ways in which we think about
advertising and, to an extent, the economic model of the industry. It appears as
though finally, afier almost two decades, advertisers have found efficient and
highly profitable means of selling thewr products. Of course, not everyone in mar-
keting is in the business of selling products—some sell ideas, behaviors, or poli-
ticians. The persuasion process under these circumstances is quite different, as
is the way the business operates. Chapter 11 will go on to explore campaigning,
and health campaigning in particular, along with the ways in which new media is
changing the landscape of social marketing.
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CHAPTER

They forgot to add mold as the secret ingredient.

~"Ben,” a disgruntled r::gurt customer posting on the
company’s Facebook page in response fo a recent
scandal involving tainted yogurt sold in stores.

As you have read, technology has changed the ways 1 which we market
goods and services and has had a dramatic 1impact on the economic struc-
ture of the advertising industry. Of course, we know that persuasive media
15 not limited to goods and services. In a similar vein, the Internet and social
media have changed the ways in which we think about marketing behav-
wors and ideas. Although the notion of social marketing 15 a newer concept
than that of traditional advertising, 1ts norms and practices have been no
less influenced by the development of media technology. This chapter wall
discuss the practice of social marketing in general terms and then go on to
discuss the ways 1n which social marketers have utihized new media tech-
nologies to improve their effectiveness, and will offer some potential patfalls
as well (as evidenced by the Facebook post that begins this chapter).

Things to think about:

« What public health i1ssues are you concerned about”? How did vou find out
about them? How did you respond to this information’?

« Where did social marketing come from? Why did people decide that they
could sell behavior like they sell products?
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* What are some of the challenges that come along with social marketing?
Can you think of a time that you tuned out an ad asking you to change your
behavior? Why?

* What should social marketers do in terms of placing these messages?

Campaigns

There i1s a lengthy history of using media in attempts to influence social behav-
iors. Existing evidence suggests individual reformers were using pamphlets and
other channels before the founding of the United States as a sovereign nation.
For example, infamous Puritan minister Cotton Mather used pamphlets and pub-
lic addresses to promote inoculation against smallpox in Boston in 1721, Other
early American campaigns were designed to gain favor for the abolition of slavery,
women's suffrage, and the temperance movement (the abolition of alcohol}—each
of these campaigns was eventually successful in influencing public perception in
favor of their respective causes and (perhaps with the exception of the temperance
movement) these influences are felt even today. Indeed, there 1s a long history of
using media to promote social changes.

But what, by definition, i1s a campaign? Communication scholars Ronald
Rice and Charles Atkin define public communication campaigns as “purposive
attempts to inform or influence behaviors in large audiences within a specified
time period using an organized set of communication activities and featuring an

array of mediated messages in multiple channels generally to produce noncom-
mercial benefits to individuals and society™ (2013, p. 31 In thewr work, Rice and

Atkin suggested 10 principles for successful campaigns in 1994 that still hold true
over 20 vears later. They are:

1. Understand historical and conceptual dimensions, which suggests that
campaigners need to know the past and present situations surrounding
their campaign. For example (and we will carry this example throughout
the chapter), an anti-smoking campaign in a small town might need to
understand past campaigns in the area as well as general perceptions about
smoking.

2. Apply and extend relevant theory, such as understanding the role of fear
appeals in a campaign aimed at using scare tactics to prevent smoking (see
Chapter 9's discussion on fear appeals, also addressed later in this chapter).

3. Understand theoretical implications and interactions of campaign compo-
nents, such as knowing how audiences might attend to different aspects of
the same campaign. Using the anti-smoking campaign as an example, one
would want to understand how graphic images of smoking’s negative health
effects might contrast or complement detailed pamphlets that discuss ways
to counter those effects.

4. Plan the campaign: match objectives to individual cost-benefits. In order
to ensure that a campaign can be most effective, it is important to make
sure that the goals being sought are matched with an equal amount of
resources. While one might assume that campaigns most often suffer from
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10.

underfunding or understaffing, it is just as important that campaign manag-
ers are careful not to overfund or overstaff an issue—especially when using
public funds.

. Apply formative evaluation. In education, an important principle of the

teaching process is to measure student learning during a lesson and not
just at the end of the semester; this way, teachers can adjust their teaching
according to the progress being made by their students. The same prin-
ciple should be applied to good campaigns—successful campaigners have
a handle on the progress of a campaign so that they can make alterations
accordingly.

. Analyze and understand the audience. As will be explored in Chapters 12

and 13, different audiences select and attend to campaign information in
very different ways, and it is important for successful campaigners to know
the demographics and psychographics (beliefs) of the individuals they hope
to reach.

. Analyze and understand media choices. Assuming that we are talking

about media campaigns, one would be wise to know which channels target
audiences would use in a given campaign. For example, knowing that
college students tend to watch very little prime time television would be
useful for an anti-smoking campaign aimed at college students as it would
sugpest that purchasing expensive television commercials would be an
ineffective strategy.

. Mix multiple media and interpersonal channels when cost-effective. Asa

basic principle of communication, media persuasion is often not as strong
as interpersonal persuasion so it is a good idea when possible to include
grassroots conversations along with media messages. Returning to the
anti-smoking campaign as an example, many of these campaigns encour-
age one to speak with a family member or loved one about their smoking
addiction—this is an effort to engage interpersonal conversation around a
campaign topic.

. Understand uses and contradictions of mass media. Similar to their seventh

point, at this stage in a campaign one must consider how the campaign
messages fit with the media they are being shared through. For example,
describing a vivid illness resulting from smoking might not work as well
as showing images of the illness and, thus, a radio channel would not be
as effective as a television commercial for this message. Also, running an
anti-smoking commercial during a television program in which the main
character and protagonist is a smoker (who does not seem to suffer any
adverse effects as a result) would be a contradiction.

Identify reasonable criteria for campaign success, and use summative eval-
uation to assess both theory and program success. Any campaign must have
clearly defined goals from the onset, and steps should be taken to measure
these goals. An anti-smoking campaign should be influential in changing
public opinion about smoking as an unhealthy activity, but it should also
likely result in a decrease of cigarette sales in a given target region.
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Considering this text is primarily concerned with mediated communication,

we are going to focus primarily on the second, seventh, and ninth steps in their
Social marketing The — model—though we will touch on other areas throughout the writing.
cancepl that behaviors
can be promoted i the
safme wiays as products
and gervices.

Public Health and Social Marketing

Social marketing was born, in a sense, out of traditional advertising. During World
War II, a mumber of advertising executives formed what was known as the War
Advertising Council (WAC), later changed to just the Ad Council. At the time,
radio had exploded in popularity, and marketers recognized its effectiveness in
selling consumer products. Given how good radio marketing was at selling tooth-
paste, industry leaders convened to see if there was a way they could use their
talents to help the war effort. What emerged from that collaboration was a series
of advertising campaigns aimed at selling war bonds and at conserving materials

Ad Council A non-
profit group that essen-
tially founded social
markeling, encourag-
g LIS, cilizens to
purchase war bands
during Warld War 11
and do other activities
tis hatlp the war effort.

MC IN ACTION

Howp tHe Bacon Far!

Fats make glycerin, and glycerin makes explosives. Every year 2 billion
pounds of waste kifchen fais are thrown away, enough glycerin for 10 billion
rapid fire cannon shells. A belt 150 K miles long, six fimes around the Earth.

A skillet of bacon grease is a litle munitions factory.

~Marrator from Out of the Frying Pan and info the Firing Line (Disney, 1942

World War 11 saw perhaps the birth of wide-
spread use of campaigning to encourage
Americans at home to support the war efforts
of Allied soldiers in both the European and
Pacific Theatres. Although many of these
campaigns were controversial in that they
tended to show bigoted and racist images of
German and Japanese people, many others
were more educational in nature—show-
ing Americans wishing to support the war
abroad ways in which they could contribute.
The above quote is from Disney's Owr of
the Frying Pan and into the Firing Line,
and was designed to teach families (target-
ing housewives specifically) how to recy-
cle bacon grease and other kitchen fats. In
the video, Minnie Mouse is shown how to

pour her meat drippings into metal con-
tainers, chill them and deliver them to a

local butcher. The butcher purchases the
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drippings and sends them off to a process-
ing facility in order to be manufactured into
glycerin, which is used in the manufacture
of ammunition that is sent to the battlefront.
Indeed, a disappointed Pluto—who had
hoped to eat the meat drippings—eventually
comes around to understand the importance
of recycling for the war effort and offers to
deliver the fats himself,

Such videos were influential in persuading
Americans to aid the war effort by making
simple lifestyle changes to conserve goods—
other videos approached the recycling of
metal and rubber, both integral in manu-
facturing tanks and other war equipment.
You can view the entire video with Minnie
Mouse and Pluto courtesy of the Prelinger
Archives (www.prelingercom) at: http/
www.youtube com/watch™v=pS2TgkmoS-w.



that could aid the war effort (keep in mind that the notion of recyeling was, at the
time, largely unheard of (see MC in Action: Hold the Bacon Fat!).

The campaigns were remarkably effective, and the results may look surpris-
ing to you in the context of today’s polarized political climate. By the end of the
war, over 85 million Americans (well over half of the population) had purchased
war bonds, and the U.S. government had raised over $180 million to aid in the war
effort (about $2.3 billion in 2016 dollars). Though the end of the war brought an
end to this campaign, it became clear that marketing efforts could be used to sell
something other than soap. They could be used to sell ideas, behaviors, concepts,
and values. The stunning effectiveness of the war bonds campaign led the Ad
Council to consider the possibilities associated with social marketing.

The Ad Council began partnering with other government agencies and
nonprofit organizations to create campaigns aimed at encouraging responsible,
healthy, or otherwise pro-social behaviors. You may be familiar with their first
project, a 1947 partnership with the U.S. Forest Service that featured a bear named
Smokey reminding people to be careful and not start forest fires. You have prob-
ably seen at least a few of the many other campaigns they have developed over
the decades too, like those for the United Negro College Fund, National Crime
Prevention Council, and USAID.

During the late 1960s and 19705, other government agencies, nonprofits, and
nongovernmental agencies {NGOs) began to consider the power of social market-
ing. Soon organizations like the American Lung Association, UNICEF, and Moth-
ers Against Drug Driving (MADD) were flooding the airwaves, with some degree
of success. The ongoing MADD campaign against drunk driving, for example,
has been heralded as one of the more successful campaigns in history; since 1980,
DUI fatalities in the United States have been almost cut in half. Of equal note,
there is evidence that the campaign has been effective in creating a social stigma
against drunk driving that did not exist a generation ago. A similar campaign in
the early 2000s was the Truth campaign against smoking, which pushed individu-
als to learn more about the tobacco industry; this campaign rested on the notion
that people may be inclined to quit smoking if they believe they are helping to
fund corrupt businesses. While correlation does not imply causation, a number of
sources document a downturn in youth smoking after the implementation of the
Truth campaign

Relative Effectiveness

Of course, we also need to examine what we mean by “success” in the context of
a public health campaign. Social marketers face a number of obstacles in trying
to get people to change their behaviors. There are several factors that inhibit the
ability of these campaigns to change behavior, regardless of their appeal or the
strength of the message.

These barriers are especially problematic when it comes to health behaviors.
First, the results or improvements that come along with a behavior change may
take a long time to manifest. Consider a campaign aimed at getting people to stop
smoking. If you smoke, vou should quit because smoking causes cancer and will
eventually kill you. However, if you smoke and become short of breath when you
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climb a set of stairs, that will not stop the day after you quit. It may take several
weeks before you notice a difference in your cardiovascular health, and you may
even feel worse for a period of time (jittery, overeating, etc.). Since quitting is dif-
ficult to begin with and the benefits might not be immediately visible, it might be
difficult to retain this behavioral change.

Social marketers also need to deliver complex messages in a very short
amount of time, at least in traditional media. Radio and television spot ads are
usually 28 seconds in length, sometimes 58 seconds. How much information can
you deliver in 28 seconds, particularly if it is a health threat or issue with which
the listener is unfamiliar? If you need to offer resources for further information,
how do you squeeze that into the space while still effectively motivating the audi-
ence to action?

Social Marketing Works When
You Are (Kind of) Scared

A large body of research examining the effectiveness of social marketing has
looked at fear appeals. This literature suggests that for any given health mes-
sage, audiences must be adequately motivated to change their behavior, but not so
scared as to respond in an antisocial manner, block out important factual content,
or experience hopelessness and give up. High fear can be effective, but people
need to feel that they can do something that will work. Social marketing using fear
appeals is most effective when it also provides some sort of behavioral recommen-
dation. In other words, now that we have your attention, here is what you should
do next.

This also presents challenges for the social marketer. The right level of fear
is an elusive concept, and this level is likely to vary from health outcome to health
outcome. A great deal of research has explored the use of fear appeals in anti-
smoking, HI'V prevention, and anti-DUI campaigns, with a fair degree of success.
There is also likely to be variability from person to person in terms of the level of
fear they can handle. For instance, someone may be able to look at a picture of a
car wreck stemming from a drunk driving incident, internalize the message, and
consider their behaviors. But to the same person, a picture of a human lung, ridden
with cancer from smoking, may cause repulsion and they then block out the rest
of the message. MNevertheless, it seems as though every time a new health crisis
raises its head, a new evaloation of the ideal levels of both fear and factual knowl-
edge becomes necessary.

Social marketing is really effective at two outcomes, neither of which is
converting the stubborn. First, we have research evidence that health campaigns
and other social marketing campaigns are very effective at agenda setting (see
Chapter 5). For many of us, there are societal ills or health threats that we learn
about through social marketing. Had you heard of the HPVY virus before seeing
an ad advising women to get vaccinated? Were you aware of the synthetic drug
called “bath salts™ before seeing a campaign that mentioned it? Perhaps not. Social
marketing campaigns are remarkably effective at raising awareness of previously
unknown issues (see MC in Action: Bath Salts).
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MC IN ACTION

On May 26, 2012, Rudy Eugene of Miami,
Florida, committed a vicions assault on a
homeless man that was captured on film.
Eugene, who was naked at the time, held his
victim in various chokeholds and wrestling
positions, while biting off parts of the man’s
face. By the time all was said and done,
Eugene had been shot by a Miami police
officer, and his victim was left blind and
severely disfigured.

The harrowing footage of this assault quickly
went viral and became known as the “Miami
Cannibal Attack.” Shortly after the incident,
Miami Police speculated that the synthetic
drugs known as “bath salts” may have been
involved, since Eugene's behavior was con-
sistent with the violent, delusional behavior
associated with its abuse. The drugs were, at
the time, completely legal and available on
the Internet. Though the toxicology report
on Eugene actually failed to reveal evi-
dence of the use of bath salts, the incident
set off a nationwide interest in these drugs,

BarH Saurs

their addictiveness, and the consequences of
their use.

Almost overnight, social marketing cam-
paigns began appearing on billboards, tele-
vision ads, and Web sites regarding bath
salts and the risks associated with their use.
Bath salts became a central concern in health
programs and interventions conducted by
health centers in high schools and colleges.
As news agencies jumped on the story, it
became clear that bath salts were linked to
numerous unprovoked assaults across the
country and that the drug was highly addic-
tive and extremely dangerous. The event gen-
erated so much buzz that President Obama
eventually signed the Synthetic Drug Abuse
Prevention Act, which banned the legal sale
of mephedrone (the key ingredient in bath
salts) and numerous other synthetic drugs.
While the reporting was graphic and rather
disturbing, the viral nature of its distribution
set off a larger conversation that eventually
led to policy changes.

Once you know about a threat that vou were previously unaware of, you

might look for more information. Even if you are aware of the behavior in ques-
tion, if you are seriously considering modifying your behavior you may want to
look for more information on the first steps you should take. We also know that
social marketing campaigns can accomplish this: providing leads through which
those who are interested can find out more. Think about any PSA you have seen
in the last 10 years; chances are it includes a link to a Web site or a reference to a
Twitter handle. In modern social marketing, we are aware that we cannot convert
those who are completely unwilling to be converted, and we may face tremendous
obstacles in persuading people to change their behavior. But if a conversation can
germinate and resources can be provided for those who are already thinking about
adopting the behavior change, we can maybe make a difference.

This is where the Internet and social media come into play. For those already
considering a behavior change, new media technologies provide resources for both
information and support that can be actively consumed by the audience. Given the
importance of self-efficacy in the persuasion process, it 1s likely that this person
has already decided that they can quit smoking, get tested, or stop driving drunk.
Now they need to know how and to feel as though they are not alone.
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Narrowcasting for Those Interested

Although we know more about traditional media from an impact standpoint, there
is some preliminary evidence that interactive media technologies can be fairly
successful in shifting opinions toward health behaviors. As we saw with advertis-
ing in Chapter 10, social marketing in new media environments seems to work
best when it is used alongside other outlets in some kind of multimedia campaign.
Abrams, Schiavo, and Lefebvre (2008) reported that public health campaigns
using varying types of social media typically use a standard Web site, organiza-
tional profiles on multiple social networking sites, and a blog or vlog. These new
media elements are almost always combined with television and print advertising.

In some ways, this is not too different than integrated marketing and our
earlier lessons concerning level of involvement, in that we may respond better to
messages in different media depending on our interest in the matter at hand. If we
are largely unaware of or ambivalent toward a particular issue, we will need to be
informed or alerted to its existence. In this case, the agenda setting function dis-
cussed previously comes into play. We need to be reminded that this is something
we should concern ourselves with before receiving directions on where to go next.

Most social marketing experts and researchers would agree that for most, this
is where it ends. Cutting through the noise of our mediated world to draw attention
to a specific or perhaps unknown behavior or health 1ssue is very difficult, and
those who will attend to this information may have contradictory attitudes. For
example, a person with an unhealthy diet may recognize and devote attention to
messages concerning heart disease, but if they are fully committed to their current
diet, they will likely ignore the message. Worse, if their attitudes are polar enough,
they may experience reactance and emotional stress and as result eat an entire box
of donuts as part of an emotional control.

However, there is a small portion of the population that is both interested and
already considering the changes that are being advocated. In this case, successful
social marketing can use new media to inform and provide tangible, behavioral
recommendations. Keep in mind that as we discussed earlier, self-efficacy is an
important part of the persuasion process. It is unlikely that someone will follow
the leads provided by traditional media and seek out additional information if they
do not believe they can do it. If we can get people to use social media to obtain
more information, we are already halfway there.

Social media sites and profiles may be able to provide individuals with both
information concerning a health behavior and a sense of community. Take for
example the “Quit Smoking Today™ group on Facebook. This forum provides
medical information, tips for those who want to quit, and detailed accounts of indi-
viduals' stories from those who have quit in the past. It also provides the chance
for group members to post and to “like” the posts of others, thereby creating as
organic sense of community. At this writing, this group has over 90,000 “likes"” on
Facebook. Someone redirected to this Facebook page would likely sense that they
were part of a larger community of people who are facing the same challenges but
are equally (if not more so) committed to the change. In this way, social proof (see
Chapter 9) may also be a contributing factor, as the belief that many others are
taking on a difficult challenge may make 1t more appealing.
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Twitter feeds provide a similar opportunity for community building and
providing opportunities for social reinforcement. A simple search for related
hashtaps will bring back an even wider range of microblog accounts of individual
experiences, struggles, and hope. A search for the hashtags #quitsmokingnow or
fistopsmoking brings back dozens of tweets from people making the same choices
and, of course, the occasional spam tweet that hyperlinks to a Web page advertis-
ing a smoking cessation aid. Regardless, it provides another opportunity for those
who are somewhat committed to obtain information and commiserate with others.

Inducing Fear, But Controlling Danger

As referenced in Chapter 9, one particularly popular method of campaigning for
public health and safety issues is the use of fear appeals—messages intended to
frighten or scare viewers enough to pay attention to a message and motivate them
to take protective action against that fear. Specifically with health campaigns, fear
appeal ads often contain gruesome images of the consequences of engaging in
unhealthy behaviors, such as former smokers giving testimonials through syn-
thesized voice boxes as the result of tracheotomy procedures or teenagers speak-
ing about the dangers of texting while driving in reference to severely injured
or deceased friends. The thought behind these messages is that inducing fear is
a good way to get an individual’s attention so that they will pay more careful
attention to the message content (the central processing route reference in Chapter
9). However, evidence on fear appeal effectiveness had been mixed in research
for decades—it seemed that campaigners and researchers were having difficulty
finding the “sweet spot™ of sorts as to how much fear to induce before it became
counterproductive.

In the early 1990s, campaign researcher Kim Witte drafted an early version
of her extended parallel process model that synthesized many earlier perspectives
of fear-based campaigns to help identify the elements of an etffective one. Her
main contribution to the research was identifying the distinction between danger
controls and fear controls. The argument is that when an individual is scared, this
creates a high state of cognitive dissonance—a mismatch between one’s beliefs
and their actions—that requires attention. For example, a smoker who receives
an anti-smoking campaign might experience dissonance from the fact that he or
she is indeed a smoker (behavior), but is now scared about the long-term effects
of their smoking as a lifestyle choice (belief). To reduce this unpleasurable dis-
sonance, individuals have two choices: they can either stop the behavior (danger
control) or change the negative feelings they now have about it (fear control). Cam-
paign managers are often hoping for audiences to engage in danger controls, but
all too often they engage in fear controls. Thus, we know that fear appeals can be
a powerful method of getting audience attention and under some circumstances
can result in real behavior change, but they are complicated and require more
than mere fright. A good fear appeal also requires a call to action, and requires
the target to feel that they can both do the action and that the action will work to
help overcome the threat. Another theory related to fear appeals is the terror man-
agement theory (TMT; Greenberg, Pyszczynski, & Solomon, 1986). This theory

Extended paralle]
process model A
el el] aff persuasion
carmman i soclal
msarkeling that sug-
gests that fear can be
a motivaling factor
i behavior change,
eapecially when peapls
fiziel they can di the
behavior and it will
wirk.

Cognitive
dissonance A mis-
maich beiween one's
beliels and one's
acliong.

lerrar management
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gesting that the indwe-
tion of faar of death
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looks at a particular type of fear—the fear of death. TMT looks at how individuals
cope with an increased sense of mortality salience, which can be difficult to both
induce and control (MC in Action: The Only Thing to Fear Is Fear!).

Future of Campaigns

Some campaigns, such as the large-scale public health and safety campaigns men-
tioned in this chapter, may not be as overily manipulative as traditional public
relations or advertising efforts mentioned in Chapter 10. In fact, some research
has suggested that a growing number of people do not trust PR practitioners. For
example, in one public opinion study, not a single respondent gave PR practitio-
ners “high marks™ for honesty and ethical standards, and when asked about the
most credible source for information, only 5 percent listed a PR officer (compared
to 55 percent listing a company’s CEO (see Judd, 1989 & Pratt, 1991). Finally, in
a study of Public Relations Society of America (PRSA) members, top corporate
managers were rated as more ethical than PR practitioners; that is, PR practitio-
ners were indicating that they did not trust their own peers! Unfortunately, many
of the campaigns mentioned in this chapter use the same PR practitioners listed
above, and if public trust in PR is weakening, we might wonder if future public
health and safety campaigns will suffer as a result.

To help address this issue, PR scholars David M. Dozier, Larissa A. Grunig,
and James E. Grunig have introduced a new model called two-way symmetrical
public relations.

First, symmetrical campaigns are delineated from asymmetrical campaigns.
Two-way asymmetrical PR is what many people think of when they think about
PR, and this might be a major reason why PR practitioners are not trusted. This
maodel 15 the one introduced into the field largely by infamous PR innovator
Edward Bernays in the beginning of the 20™ century, and is often characterized by
persuasion tactics that are customized using audience analysis data such as demo-
graphics and opinion surveys and polls. Many political campaigns can be charac-
terized as two-way asymmeirical PR—candidates conduct public opinion polls to
get quick data about an audience’s beliefs and adapt their persuasive campaigns
to win votes by speaking to those beliefs. Some might simply call this “good old
fashioned™ manipulation. In contrast, two-way symmetrical models utilize prin-
ciples of negotiation and dispute resolution in order to come to solutions that are
mutually beneficial to multiple stakeholders—what some might call a “win-win
situation.” The two-way symmetrical model advocates for engaging in a dialogue
with an audience, rather than only talking a¢ them, and working to gain a better
understanding of the needs and concerns of each audience as an ongoing part of
the campaign. Returning to a political example, one might consider the classic
town hall meeting as an example of two-way symmetrical PR—from time to time,
politicians will meet in person with large groups of their constituents in an open-
question format, usually taking note of concerns expressed and working those
concerns into their own policy initiatives.
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MC IN ACTION

One of the most difficult aspects of the per-
suasion process is capturing an individual’s
attention. Many individuals are resistant to
persuasion when they recognize it, and as
has been discussed already, it can be diffi-
cult for individuals to overcome their own
heuristics in order to process a message care-
fully (of course, not all persuasion requires
careful processing).

To combat this and attract attention, many
advertisers and campaign managers have
turned to using fear appeals to grab individ-
uals’ attention. The logic behind fear appeals
sugpests that frightening people should get
them to pay attention to a message so that
they can better protect themselves, as fear
is a particularly strong motivator for human
response.

But is fear emough? Communication and

THe Onwy THING TO Fear Is Fear!

extended parallel processing model to sug-
gest that merely scaring aundiences is not in
itself enough to suggest behavioral change.
After all, fear might get us to pay attention
to a message, but if a message scares us too
much, we are just as likely to go into a state
of fear control where we work to manage
our emotions, for example, by discrediting
the message or being repulsed by and then
ignoring it. Such a campaign might be a
memorable one, but likely does little to per-
suade us toward any sort of action.

Have you ever waiched or listened 1o a fear
campalgn? If so, what was the campalgn
about, and where did you see or hear it?
Did you think it was effective? Share your
thoughts with us (with caution, of coursel
on Facebook at htips:www. facebook.com/
groups/234255823447372 or on  Twilter,

persuasion scholar Kim Witte developed the  3in8 the #MediadsTools hashtag.
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MC IN ACTION

In August and September of 2013, the
prominent yogurt brand Chobani was hav-
ing issues with their products. Reporis came
in from several places of vogurt containers
expanding while sitting on store shelves (or
in people’s cupboards), and people opening
containers of yogurt at home were finding
discolored substances with a faint odor to
them. On August 31, the company posted
on their Facebook wall that their main con-
cern is the quality of their products, and they
were voluntarily removing and replacing
some products that did not meet their quality
standards.

For more information, please read here:
hitp:dcho ba/I7vERMp

Almost immediately following the posting, a
customer showed his displeasure at the state-
ment’s lack of precision—many customers
were bothered that Chobani did not issue an
official recall (which would have included
manufacturing dates, serial numbers and
shipping areas with affected product).

THey Forcor To App Molb As THE Secrer INGREDIENT!

Following their statement, Chobani returned
to normal marketing-type posts, including a
September 1 post showing a picture of key
lime yogurt and another post a few days later
advertising a yogurt popsicle. Both of these
posts garnered less-than-positive reactions
from audience members.

Finally on September 5, a post was made
(with a picture of the CEQ and founder of
Chobani) stating that Chobani wanted to
apologize to its friends and customers, say-
ing that if they had any Chobani products
with the code 16-012, they should be dis-
carded and to contact the Chobani Customer
Loyalty Team for help at hitp-fchobani_com/

Care.

This final apology post recerved 1,930 com-
ments, of which most are positive.

What could Chobani have done differently
and better, i anything? Or, did they handle
this as well as could be expected? Share your
thoughts with us (with caution, of course)
on Facebook at https:iwww.facehook com/
groups/234255823447372 or on  Twitter,
using the #MediadsTools hashiag.

One benefit of using two-way symmetrical models is that they provide an
avenue for alternate approaches when an initial approach fails—as the campaign
is constantly evolving with audience feedback, practitioners are able to make
adjustments and develop new approaches based on the feedback from an initial
approach. Indeed, one of Bernays® greatest “successes” was convincing women
to start smoking (a success for the tobacco industry, but likely not one celebrated
by public health officials). At the time of this campaign (late 1920s), encouraging
women to smoke was considered a social good, as it was seen as giving women
the right to choose what they wanted to do {in general, women were discouraged
from smoking in public at the time). However, as we have come to find out more
about the negative health risks of smoking, most people would no longer consider
this a social good. In fact, one might wonder if practitioners and those running
campaigns always know what is best for a given public. Moreover, some even
wonder if symmetrical campaigns always result in achieving goals. As Dozier,
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Grunig, and Grunig (2001) pointed out, “The more righteous and noble sounding
the reform, the more asymmetrical such campaigns are likely to become™ (p. 242).
This might be because campaigns that see themselves as more righteous are less
likely to seek input from target audiences who are seen as in need of correction
the equivalent of a parent “knowing what’s best” for their children.

Yet, two-way symmetrical models have proven useful. It seems as if engaging
with an audience to hear what they have to say can be a very useful and important
part of a campaign, and this is where communication technologies such as social
media come into play. It is key that we keep in mind the fact that these are “social”
media. Utilizing them in the same manner as other traditional mass communica-
tion channels (similar to two-way asymmeitrical models) seems to go against what
the audience expects and wants from social media (See MC in Action: They Forgot
to Add Mold as the Secret Ingredient!). As has been mentioned before, Web 2.0 isa
social place, and so campaign planners should recognize this and utilize it to their
advantage. Thinking about two-way symmetrical models of campaigns can help
with this, and using social media as social tools rather than marketing tools can go
a long way in achieving this goal.

Conclusion

Of course, this all brings us back to integrated marketing, and to Abrams, Schiavo,
and Lefebvre’s (2008) observation that social media campaigns are universally
done in conjunction with traditional media campaigns. Given the extra impor-
tance of self-efficacy in social marketing, perhaps it is the case that social media
be reserved only for those who have already made up their mind to consider the
behavior that is being advocated. Campaigns aimed at modifying behavior would
be wise to use television and print to alert people to the issue and provide enough
information to pique interest and then redirect them toward new media resources
that can both inform and persuade. If and when the individuals they reach are
both motivated and have time to search through the information and the personal

accounts, social media is potentially a very useful and effective tool in advocating
for healthy behavioral changes.
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It 1s Friday might. It has been a long week at school, but now you finally have
a chance to relax. All you want to do 1s sit down on the couch and watch
a movie.

If this was 1995, you probably would have hopped in the car and driven
down to a local mowvie rental store. You would have walked in, checked out
what they still had left on the shelves (Friday mights usually left one with
very few options), picked up a VHS cassette, brought it home, popped it into
your VCR (assuming the last person who used the video rewound the cas-
sette properly and that your VCR heads had been cleaned recently to prop-
erly read the magnetic tape from the cassette), and sat back and watched the
movie you just rented.

How many of you would do this today? How many of you have ever done
this? Today, a quick visit an online streaming video service such as Ama-
zon Prime, Hulu, or Netflix has yvou sampling from thousands of films and
television shows, ready to be viewed within seconds and without the need
to rewind or clean—even viewing from your mobile phone (as the authors
of this book have done several times when traveling, and we promise never
during faculty meetings). The technology has allowed for entertainment that
15 truly on-demand: wherever and whenever you want 1t.

In the past, media audiences have been conceptualized as passive recerv-
ers of static content. Yet, as media technology has become increasingly inter-
active, our understanding of the audience has shifted from one of passivity
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to one of agency. As early as the 1960s, media eritic Marshall McLuhan
(1964) distinguished between hot media (those media that require our active
engagement and attention; also called “lean forward™ media) and cool media
(those media that allow us to relax and disengage; also called “lean back™
media). But as we have discussed throughout this text, media 15 no longer
viewed, but rather it 1s used and participated in. Media 15 a tool used by
individuals to accomplish goals, and in the following chapters, we will talk
about one of the most popular, economically successful, and controversial
areas of media use: entertainment. In particular, Chapter 12 will define the
notion of entertainment, and Chapter 13 will explore in more detail the uses
and effects of entertainment media.

Questions to consider when reading this chapter:

* What is entertainment? [s entertainment more than just enjoyment?

* How did entertainment come to be so important to society?

« What is digitization, and why is it important to understanding how media is
used?

» How did file sharing challenge our understanding of intellectual property?

* Has on-demand content altered our expectations about delivery? If so, how?

What Is Entertainment?

As a concept, media entertainment is surprisingly difficult to define. At the
most basic level, entertainment is a media effect that is characterized by positive
thoughts and feelings. To be entertained is to feel genuinely and generally good
about an experience, all things considered. Clapping at the conclusion of a Broad-
way musical, cheering at the end of an action-packed Hollywood blockbuster, or
even nodding your head to the beats of the latest Top 40 single streaming through
your laptop are all examples of common entertainment media experiences. Each
of these can best be classified as hedonic experiences—they are immediately posi-
tive and pleasant. Such experiences are typically undersiood as enjoyment reac-
tions to entertainment media, the sort of “man, that was fun” reaction we often
think about when we are being entertained: it is fun to laugh at a cartoon, or to
beat our favorite video game, or to listen to a good song.

Indeed, enjoyment from media entertainment is one of the most compelling
reasons that we engage it. Movies and video games allow us to escape reality fora
few hours at a time, letting us forget any troubles or stress and involve ourselves in
a fantasy story (compare Sherry, Lucas, Greenberg, & Lachlan, 2008, for a discus-
sion of this in respect to video games). Such activities can be important to relieve
stress and help us feel revitalized and energized toward work and other organized
activities. In fact, media psychologist Leonard Reinecke and his colleagues (e.g.,
Reinecke, 2009) have conducted several studies showing that video game play can
result in stress release and increased productivity at work—so not only do we feel
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better after playing games, but we also work harder! Fun and play have also been
suggested as important elements of human development, particularly for children
who often learn the very basics of decision-making and abstract thought when
engaging their peers on the playground or at the city park (covered in a recent New
York Times article: http:/'www.nytimes.com/2013/04/23/science/zeal-for-play-
may-have-propelled-human-evolution html?smid=tw-share& r=3&).

Of course, one might question whether or not all entertainment experiences
are enjovable. For example, movies such as Schindler’s List (Universal Pictures,
1993), The Boy in the Siriped Pajamas (Miramax Films, 2008), and Reguiem
for a Dream (Artisan Entertainment, 2000) are gripping tales of humanity that
often cause a wide range of emotional experiences within audiences members,
and the film noir (roughly, “dark film™ in French) movement of the 1940s was
specifically and critically noted for its reliance on creating intense negative emo-
tions in audience members—siress, fear, and suspense among them. Any fan of
Alfred Hitchcock can relate to the intense anxiety that films such as The Birds
{Universal Pictures, 1963), Psycho (Paramount Pictures, 1960), and Rear Window
{Paramount Pictures, 1954) brought about in the audience (see MC in Action: Ter-
rified Actors Make Terrified Audiences). Television docudramas, sad love songs,
and even newer forms of video games (such as the Final Fantasy series and the
critically acclaimed Heavy Rain) have all been especially noted for their ability
to cause a number of emotional reactions in audience members—many of which
seem conceptually opposite of enjoyment (Oliver, 2006). Indeed, the earliest forms
of Greek drama were classified simply as comedy or tragedy, with the genres dis-
tinguishable as much by an audience’s responses of laughter and sorrow as they
are by the content inherent to each.

Why would audiences want to have these more somber experiences? Com-
munication scholars Mary Beth Oliver and Art Raney (2011) argued that these
emotions cultivate a sense of self-reflection in audience members—a eudaimonic
experience by which we contemplate our humanity and ourselves. These effects
lead to more meaningful media experiences that allow us to cope with aspects
of our personal and social lives, beyond merely distracting us from boredom or
making us laugh. That is, they result in a greater appreciation for the social world
around us. For example, a spouse dealing with the death of his or her partner in
a war might find similar stories about coping with death and war to be useful in
making sense of his or her situation. It may also be the case that the experience of
tragedy makes audiences reflect upon their emotional responses, and under less
dire circumstances experience some degree of gratification from the knowledge
that they were able to have an emotional reaction (Oliver, Weaver, & Sargent,
2000). In fact, such logic might explain how media users can experience pro-social
results from decidedly antisocial media content—a phenomenon that will be dis-
cussed in Chapter 13.

Does this mean that video games can be considered on par with famous
Greek tragedy? Possibly. Although in Chapter 13 we will present a few specific
examples of video games that are far more serious than they are fun (such as
the critically acclaimed third-person shooter-cum-war commentary that was Spec
Ops: The Line), we can also highlight recent research by the aforementioned Oli-
ver and colleagues (2015) that was among the first to attempt to quantify the preva-
lence of appreciation among video game players. They found that while neary all

Eudaimonic!
eudaimonia
A “pleasure of the

minad™ usually charac-
terized by deliberation
anad insightfulness,

Appreciation At

enleraifment media
effect characterized by
cudaimonic reactions

Lo combant.
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Vapewristic voyeurism
Watching intimate
events between peaples
fromm a distance.

MC IN ACTION
TerriFiep Actors MaAKE

TerriFiED AUDIENCES

Mo doubt even the casual movie-
goer is familiar with the name Sir
Alfred Hitcheock. Perhaps the
most critically acclaimed direc-
tor of the film noir movement of
the 1940z, the British-born direc-
tor developed many modern film
editing techniques meant to cre-
ate anxiety in the audience mem-
bers and involve them in the space
of the film itself with firsi-person
camera perspectives that seemed
to mimic a person’s gaze. For many
Hitchcock fans, watching one of
his films feels almost voyeuristic
—one often feels as if one is spy-
ing on the trials and tribulations of
unassuming others (often facing
some sort of immediate danger). A
great example of his methods can
be found in the film Rear Window
(1954) in which a disabled Jefferies
(Jimmy Stewart) is forced to watch
through his high-powered camera
lens the potential assault on his
lover Lisa Fremont (Grace Kelly)
while she snoops around his neigh-
bor’s apartment to find evidence
of a potential murder. In one par-
ticular scene, the camera switches
between third-person close-ups
of Jefferies’ facial expressions of
fear and helplessness and first-
person angles of Fremont through
Jefferies” camera lens—or rather,
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Fremont in one frame of the shot
and a shadowy figure in the other.

However, in at least one instance it
was not only the audience that was
terrified by the film experience,
but the actors themselves. In a bit
of Hollywood lore, during the film-
ing of The Birds (1963) Hitchcock
was attempting to get more genu-
ine fright reactions from his lead-
ing actress Tippi Hedren. In a
pivotal scene, Hedren's character
Melanie Daniels is attacked by a
menacing flock of wild birds as an
ambiguous and ominous warning
(we do not wish to spoil the movie
for you, so go watch it). In filming
the scene, Hitchcock ordered his
staft of bird handlers to don heavy
protective gear . . . and hurl the
live birds directly at Hedren while
on set! It was widely reported that
afier several minutes of filming
Hedren appeared wvisibly shaken
and scared by the birds, one of
which had cut her eyelid so deeply
that there were fears that she had
suffered actual damage to her
eye; she was eventually removed
from the set in tears. Although she
was awarded a Golden Globe for
her performance in the film, one
might wonder if she was acting or
if she was genuinely frightened by
the birds.



gamers surveyed were able to report on their “most enjoyable video game experi-
ence” when prompted, a surprisingly 72 percent (nearly three-fourths) were also
able to report and recall a “most meaningful video game experience.” In fact,
follow-up analyses found that while many of the same games appear in both recol-
lections, it was the player's evaluation of more specific elements of those games
that mattered most: enjoyment was a feature of evaluations of gameplay mechan-
ics, while appreciation was a feature of evaluations of game narrative. Their
study was featured in Reddit.com’s Ask Me Anything series—an online forum
organized by the /r'science sub-reddit that invites Reddit users to directly ask
researchers questions about studies of particular interest—and a discussion with
the study authors (both Oliver and Nick Bowman, one of the authors of this text-
book) has been archived at hitps:/'www.reddit.com/r'science/comments/340qv)/
science ama series we are dr mary beth oliver!

It is important to understand entertainment as both enjoyable and meaning-
ful, because this speaks to the many goals that we all have for using media. Just
as we have argued for the strategic use of media to help us find information, form
relationships, and engage in persuasion (either as the persuader or the persuaded)
throughout this book, the experience of being entertained is also a purposive and
goal-driven pursuit that is part of our daily social lives.

History of (Mediated) Entertainment

The end of labor is to gain leisure.
~Aristotle

The relationship between entertainment and society is a compelling one. Although
it might be easy to assume that entertainment and leisure activities are frivolous
{especially if we only focus on enjoyment and fun), much research has suggested
entertainment—both fun and meaningful-—to be an important aspect of advances
in entertainment that can be linked to advances in social organization. Tracing
back the social evolution of humans, media psychologists Dolf Zillmann and Peter
Vorderer (2001) suggested that some of the earliest forms of leisure activity such
as ritual ceremonies and organized meals can be connected with advances in hunt-
ing technology (such as tracking animal herds, developing weapons to kill more
efficiently, and organizing hunting and gathering roles for different members of
a tribe) as well as the use of fire in preparing food (cooking meat), illumination
{allowing early humans to function after sunset), and safety (as a weapon or pro-
tective barrier). Their argument is that prior to these early innovations, life was
little more than a constant perilous pursuit of sustenance. That is, early humans
had little time to ponder life as they were far too busy surviving it.

However, as these earliest technologies made life comparatively easier to
live, humans found themselves with time on their hands that did not have to be
devoted to satisfying survival and security needs (see Maslow, Chapter 3). Some
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of the earliest forms of musical instruments—primarily animal-skin drums and
carved bone flutes—have been dated to the Neolithic Era (commonly referred to
as the New Stone Age, a time spanning from BCE 10,200 to BCE 2000). What is
so compelling about the world’s oldest drum set? These were the first tools dis-
covered by explorers and scientists that had no immediate and functional survival
purpose. That is, they were not tools for hunting or shelter, but rather tools for
creating sound. For a species to advance to the point in which it can devote both
time and scarce resources to something as seemingly frivolous as music suggests
it to have been a culturally significant experience. Harkening back to Arnstotle’s
guote as well as his thoughts on eudaimonia as those activities that are good for
the (human) spirit (covered extensively in his Nicomachean Ethics), we see here a
birth of what we might think of as modern humanity—a celebration of our social
lives rather than just our survival. To early humans, music was such an important
part of their society that they devoted time and resources away from hunting in
order to celebrate their accomplishments and, over time, study their futures. Such
activities were likely pleasurable and fun, but they also spoke to a newfound spiri-
tual meaningfulness. More evidence of this dedication of resources to leisure and
celebration can be found in the Altamira cave paintings in Cantabria, Spain (see
MC in Action: That's No Bull, It's Our Deity!). These paintings, having been dated
back to BC 40,000, are perhaps the most concrete representation of the culture of
our prehistoric ancestors.

From these early ritual practices and leisure activities, we can trace the devel-
opment of more modern-style entertainment practices. While art and music still
occupy prominent roles in our entertainment environment, we now have myriad
ways to express our culture and society. Hollywood movies highlight important
social lessons, but they also give us something to cheer and jeer. Video games are
an increasingly sophisticated form of entertainment with roots in chess and check-
ers (basically, games of challenge and skill) that are fast evolving into complex
narrative devices to tell stories in which the audience is placed inside the world
of the game itself (such as was found by Oliver et al., 2015). Even much of the
user-generated content of social media platforms seems to span both enjoyment
and appreciation-based content. In all of these, we see both enjoyment and appre-
ciation playing important roles in entertainment and advances in communication
technology allowing for both to happen.

Digitization and New Media

Perhaps, the most distinguishing feature that differentiates old from new media
is the role of digitization—hence the name Digital Age. Older, more traditional
forms of media were reliant on physical media in order to retain and transmit con-
tent. These analog media—such as vinyl records, movie reels, and printed news-
paper—are expensive to produce, and their quality degrades over time (see MC in
Action: The Production of a Vinyl Record). An analog medium usually required
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THar's No Buw, Ir's Our Deiry!

On an afternoon excursion in 1876 with
his daughter Maria, amateur archeologist
Marcelino Sanz de Sautuola was exploring
a series of caves on his land when the duo
discovered perhaps one of the most impor-
tant relics of ancient humans. In the cave,
named Altamira (“high view™), they saw by
the flickering of their lanterns what seemed
to be an outline of horned animals on the
cave ceiling. Looking closer, paintings of
deer, bison, and other game animals were
found covering the walls and ceiling, lead-
ing many to refer to the site as the “Sistine
Chapel of Prehistoric Art” In fact, the qual-
ity of the artwork and the preservation—the
latter likely the result of having been unmo-
lested in a semi-sealed cave for nearly 40
millennia—Iled some to claim the works as
a forgery, although the scientific community
eventually came to recognize the anthentic-
ity of the works. In September 1940, a simi-
lar discovery was made in the Lascaux Cave
of central France, when a group of teenagers
stumbled into a small cave that contained
vivid images of horses, stags, and cattle—
as well as a few humans. One of the largest
paintings in this cave can be found in The
Gireat Hall of Bulls, a 17-foot image of a bull
charging.

Besides being very neat paintings, these
findings can tell us a great deal about early
humans. Recall from Chapter 5 the norma-
tive functions of media according to Harold
Lasswell. Beyond the surveillance and cor-
relation roles of media, Lasswell also saw
media messages as a powerful method of
transmitting cultural heritage—literally,

teaching us about ourselves. While several
interpretations of these cave paintings exist,
leading theories suggest that the images rep-
resented rituals associated with hunting as
well as chronicles of past hunting successes.
Others have also acknowledged the strategic
placement of the images appear to line up
with major constellations (suggesting a form
of celestial worship and viewing the animals
as deities), and some have further argued
that the images might have been the result of
hallucinations brought on by ritual trance-
dancing (explained by the overlap of abstract
images on the animals themselves).

As a whole, it is clear that the images were a
substantial part of the prehistoric culture of
the region. Particularly in the French cave,
there is other evidence to bear out this con-
clusion: tiny rear end-shaped divots in the
hardened mud and rock suggest the presence
of students, who might have gazed upon
the fantastic paintings while a village elder
regaled them with tales of the hunt, the stars,
and the village ancestors. Here, the past and
current uses of the cave paintings would
have been the same—to preserve and share
cultural heritage.

Anciert artwerk feund in the dhamina cawe.
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dedicated equipment in order to be used, and storing the product is a cumbersome
and consuming process. In contrast, digital technologies (see Chapter 1) overcome
many of these limitations due to their lack of a physical medium. Their ephemer-
ality allows them to “exist™ in small spaces, to be translated across different for-
mats, and allows them to be accessed from anywhere a network connection can be
found. While these changes are not resiricted to entertainment media, we can turn
to entertainment to see several examples as to how digital technology has made it
possible for us to have fun and meaningful interactions in a variety of spaces and
ways. Specifically, we can look at a framework of the Three Cs borrowed from
media scholars Jennings Bryant and his colleagues (compare, Bryant, Thompson,
& Finklea, 2012).

Compression

The amount of information that one person can remember is astounding. It has
been estimated that the human brain can store between 300 and 1000 terabytes
of information. Consider that your average laptop computer can store around 250
gigabytes (as of 2013 . . . so we are positive that this size is grown by the time you
read this sentence), 8o the human brain can store about 400,000 times as much
information as your laptop—but this gap is closing at a faster and faster rate. Tra-
ditionally, libraries were the foci of information storage and retrieval for societies,
as these buildings served as cultural, relational, informational, and entertainment
warehouses for our analog medium. Indeed, the destruction of the Library of Alex-
andria in Egypt was thought to have destroyed nearly all the collected knowledge
of our world at the time. Even on the smaller scale, collectors of books and music
have often been restricted by the number of items they can physically store—in
terms of space, analog media are greedy.

Yet, Moore's law predicts that the capacity of the typical computer micro-
processor is expected to double approximately every 18 months. This law, really
more of a commentary on Moore’s views of the digital revolution than a scientific
theory, is compelling. Today, it is not uncommon for the typical college student to
carry the entire contents of a library collection on a standard USB data drive with
enough memory left over for videos, photos, and music. Digital technology has
allowed us to store more information in smaller places.

Conversion

Digital technology has allowed us to transfer information between and throughout
data networks with few encumbrances or barriers to access. The earliest forms of
media were stored on physical devices and required a special device in order to
use them. A good example of this would be music, which was traditionally stored
on wax cylinders, then vinyl records, then magnetic tape, and finally pitted laser
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In 2011, The Economist magazine reported
that vinyl record sales were up nearly 400
percent from the same point in 2001, with an
estimated four million “335” being pressed
and sold to market by contemporary artists.
In 2016, AdWeek reported that vimyl sales
had increased every year for 10 straight
years, with 12 million total units sold in
20135, accounting for 24% of all music reve-
nue. And these numbers did not include any
sales for vintage records, which can often be
found in garage sales, antique stores, and on
eBay for anywhere from a few cents to a few
thousand dollars for rare cuts. It seems that
reports on the death of vinyl (e.g., Rogers,
2003) have been greatly exaggerated.

The vinyl record is perhaps the best exam-
ple of analog technology we can think of. If
you run your fingers across these records,
yvou will feel a series of pits and grooves
on the record’s surface. These grooves are
near-exact replicas from a “master cut™—a
metal-coated lacquer disk that has physical
grooves and pits cut into it from a vibrating
stylus (needle). The stylus vibrates in reac-
tion to sound waves from the artist’s music
(usually prerecorded and transmitted elec-
tronically, although early recording devices
required artists to play music directly into a
device that would hold a vibrating stylus). In
short, the pits and grooves you are feeling
with your fingers are physical representa-
tions of sound waves—Ilook at them under
a microscope, and they almost look like
what you might imagine a wave of sound to
look like!

Of course, like any analog technology, vinyl
records have their limitations. First, they are
remarkably more expensive to produce than
digitally pressing CDs. Second, their sound

THe Probuction ofF A ViNTYL Recorp

quality can degrade with usage. To play a
record, you must place it on a turntable and
spin it (full albums generally spun at 33%
revolutions per minute, hence the nickname
“3357) under a needle that produces vibra-
tions as it traces the pits and grooves of the
record. Over time, this needle will wear out
the record . . . or worse, you can scratch a
vinyl record if you are not careful. Third,
vinyl records are larpe—usually 16 inches
in diameter—which makes them difficult to
store and transport.

So, why such a resurgence in old technol-
ogy? Besides the famous (or infamous) album
art and artist information printed on classic
vinyl “jackets™ (the cardboard holders for the
records themselves), many music aficionados
argue that the analog sound is much smoother
and warmer than digital sound because vinyl
records are physical reproductions of an art-
ist's sound waves. In contrast, digital repro-
ductions require sound engineers to digitally
compress sound waves into a series of “on”
and “off” commands for a computer—as
you cannot make a curve with straight lines,
digital sound can sometimes sound muffled
to trained musical ears. Thus, purisis argue
that analog sound quality is far superior. . . 30
long as you do not scratch the record!
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discs. In each case, a special device is needed to access the information stored on
the different media (in order, an Edison phonograph, a record player, a tape deck,
and a compact disc player). An infamous example of this can be found in a scene
from Austin Powers: Man of Mystery (New Line Cinema, 1997) which shows
Austin Powers (Mike Myers) attempting to play a compact disc on an old record
machine and cringing at the cacophony of sound resulting from the noncompat-
ibility between medium and device.

While not a problem limited to analog media—indeed different digital files
can contain lines of programming code that make them incompatible with certain
devices, such as the .mdp format used by Apple’s popular iTunes programs—the
use of digital files has allowed for greater conversion of data from one device to
the next. Regardless of manufacturer or components, computers speak a universal
binary language that facilitates the sharing of information across devices.

Convergence

Digital technology has allowed us to access several forms of media from the
same device in the same space and at the same time. Consider the many different
devices mentioned previously to listen to music, and couple this with a separate
device for making a telephone call, watching television, and finally reading a book
or newspaper (perhaps separate printed media for each). One can quickly see that
a proliferation of media content in the analog system leads to a proliferation of
devices to play this content—an impractical and inconvenient system for the mod-
ern consumer. In stark contrast is Apple’s iPad tablet computer. Weighing less than
1.5 pounds and with dimensions slightly smaller than a standard E0-page legal
notepad, the newest generation of 1Pad comes equipped with a high-definition
video display, onboard stereo speakers, an integrated video camera with micro-
phone, Bluetooth and high-speed Wi-Fi antennas, and a touch-sensitive display.
By having so many different options on one device, iPad users are able to access
text, audio, and video that is stored on the device’s onboard memory (as much as
64 GB) or accessed through a network connection. In a sense, the iPad can replace
one’s need for printed books and newspapers, a radio receiver, and a television
set—and with newer technologies focusing on VolP telephony, even the telephone
is no longer reguired of iPad users. Consumer demand for converged technology
such as the iPad has not slowed, with over 4.1 million units selling in the period
April 2010 to March 2012, despite price tags that consistently hover around the
USD %500 point (in contrast, an entry-level desktop computer could be bought in
most department stores for as little as USD 5200 during the same time period).
While Apple did not invent the so-called “tablet PC” {indeed, Microsoft revealed
a similar technology as far back as 2002), the company has been successful at
introducing this example of converged technology at a mass level in the form of
their popular iPad. Computing has become so inexpensive that the economic bar-
riers to ownership continue to shrink (see MC in Action: One Laptop per Child),
as discussed in Chapter 4.
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As a general principle of the economics
of innovation, the longer and more wide-
spread a product’s adoption time frame is,
the cheaper that technology becomes to
produce and market. For computer scientist
Nicholas Negroponte, the trajectory of lap-
top and tablet computing—as with many of
the innovations before it, marked by rapid
technological advancement and decreasing
pricing—inspired his vision for One Laptop
per Child, a nonprofit charity founded in
January 2005 with the expressed goal of
bringing computing technology to children
around the world. We've already covered
the notion of the digital divide earlier in
Chapter 4, so you might recognize the con-
cept here also.

Negroponte was specifically interested in
closing learning gaps between the world's
wealthiest and poorest nations, and felt
strongly that they could be closed by pro-
viding children with cheap access to a fun
and innovative computers such as the bright-
green and great OLPC XO. Dubbed the
“$100 laptop™ to match his vision for a cheap-
vet-powerful computer for remote regions,
the earliest machines used flash memory
and USB ports for external memory, and

One Lartopr per CHILD

included on-board microphones and cam-
era technologies. They even have a novel
wireless technology that allowed several
computers to broadcast and share a single
Internet connection, and newer models have
touchscreen capability and other tablet fea-
tures, similar to an iPad. The machines were
alzo programmed to run off of a fraction of
the energy of a standard laptop, and could
be charged and powered using both solar
energy and even a hand-operated crank.
When asked how the OLPC machines com-
pare to more expensive laptops, Negroponte
responded that although the processing
power and speed of his machines was much
slower, “the X0 screen can be viewed as
clearly as a newspaper in broad daylight, and
the wireless range of the X0 is several times
longer than your average laptop. It's also
more rugged, resiient and power efficient
than most other laptops on the market.”

According to OLPC, more than three mil-
lion of their laptops have been shipped
around the world. However, current pricing
of their laptops (a floating price, but hover-
ing around the $200 mark as of early 2016)
has yet to break below Negroponte's vision-
ary 5100 cost.

You con read more about the One lepiop per Child mevement of hifp:/fane laplop.ong /.

Digital Entertainment and Interactivity

These principles of compression, conversion, and convergence have had drastic
influences on the entertainment industry. Perhaps, one of the most significant is
that the digitization of media has allowed for a renewed focus on interactivity
being able to involve the user in the media content by allowing them to alter the
form and content of the information itself.

The role of interactivity in digital media cannot be overstated. As alluded to
in the introduction of this chapter, a primary distinction between older and newer
media is our ability to manipulate the form and content of the latter. Interactivity
allows us a level of control over the content we consume, which is thought to lead

Interactivity The
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to a more engaging experience. At the same time, increased interactivity can also
place a higher level of task demand on the user in order to interact successfully
with technology, which might turn some users off from trying new technologies
that require skills they do not possess. For example, many people have a hard time
enjoying the latest video game technologies for the same reason that many people
enjoy them: the technologies allow the player to do whatever they want, but this
freedom comes with the necessity of not just sitting back, relaxing, and being
entertained. You have to actively take part in the entertainment experience when
the medmm is highly interactive. Moreover, these task demands are more than just
skill challenges, as they can also place demands on the user’s emotional or even
social resources (see MC in Action: Video Games Demand Your Attention). This
being said, interactive technologies are remarkably popular because they allow
us to accomplish goals that we could not otherwise—at least one of your book’s
authors is particularly proud of his skateboarding ability in Tony Hawk Pro Skater
while also willing to admit a much lower competency on a physical skateboard
{with scars on his knees to corroborate this story).

Interactivity and Entertainment

In a similar vein, consider the manner in which we engage in entertainment nar-
ratives. Written narratives such as books, fables, and poems (even movie scripts
and song lyrics) are often presented in a linear fashion wherein the reader’s role
is relegated to that of a spectator—the narrator takes the reader from introduction
through climax to a narrative conclusion. In such settings, the audience member
can take a passive role in consuming the narrative and trust that the narrator will
guide them through the linear process.

However, imagine trying to passively use a video game. You boot up your
video game console or computer system and launch your favorite game: for
these authors, we will refer to the Konami classic side-scrolling platform shooter
Contra. You dust off the cartridge and load it into your console and the start screen
launches. A quick blurb about a war in the jungle leads to a start screen, and you
are thrust into the role of a soldier of fortune—placed in control of the soldier’s
feet and trigger finger as the screen begins to scroll right. Inaction from the human
player results in inaction on screen, as video games demand input from the user in
order to progress the game screen and, relatedly, the story.

Why is this distinction important? It suggests a shift in the role of the indi-
vidual from one of passivity to one of activity, of witnessing action to being the
reason action happens. Interactive entertainment allows for users to co-create
experiences with media producers, which is thought to result in a more engag-
ing and individualized (albeit more cognitively demanding) experience. In fact, in
newer video games it is the player rather than the producers who decide how each
story will unfold (see MC in Action: Choosing My Own Adventure).

Research has tried to better understand the role of interactivity and entertain-
ment. Although discussed in more detail in Chapter 13 in terms of media uses and
effects, the notion of telepresence (Bracken & Skalski, 2009; see also Chapter T)
can be applied here. Giving users control over on-screen action helps them feel
more involved in the actual environment by giving them a sense of nonmediation
{Lombard & Ditton, 1997); that is, they feel closer to the on-screen action because
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As an interactive technology, video pames
are among one of the most attentionally
demanding media available to entertainment
audiences. From solving puzzles to feeling

puzzled while navigating perplexing control
systems and ever more peculiar on-screen

personae, Bowman (2016) explained four
possible ways in which video games might
be particularly demanding on users:

« Cognitive demand, which refers to the
mental faculties that are required to
understand and solve a game’s chal-
lenges. Games such as Super Mario
Bros. might be considered less men-
tally complex at earier levels (and
older verszions).

* Emotional demand, which refers to
the affective faculties associated with
immersing oneself in and responding
to a game’s narrative. The emotional
attachment that one has to their falling
Tetris is rather low when compared to
the main character of a role-playing
game such as The Legend of Zelda or
Final Fantasy (any one of them!).

# Physical demand, which refers to
the physical faculties required to
play a video game by way of differ-
ent game controllers. While a com-
puter mouse might have low physical
demand, a Guitar Hero controller

Vioeo Games Demanp Your ATTENTION

would be considerably more physi-
cally demanding.

* Social demand, which refers to the
interpersonal and relational aspects of
gaming. Many games either encour-
age the player to form a relationship
with their on-screen avatar (again,
similar to Banks’ research from Chap-

ter 6) or encourage gamers to connect
with others.

Of course, not all games tax all four of these
demand categories equally—0Oliver and col-
leagues’ research (2015) suggests that more
enjoyable games might place greater focus on
cognitive and physical demand, while more
appreciated games might place greater focus
on emotional and social demand. However,
understanding the different types of demands
sternming from interactive media might help
both designers and researchers better under-
stand the experiences players have while
engaging them.

Can you think of any experiences playing
video games that might fit well into one or
more of these categories? Are there oth-
ers that are not included in the list above?
Share your thoughts and experiences with
our official Facebook group at hiips:#www.
Jacebook com/groups/23425582344737%, or
with our many Twitter users, following the
#MediaAsTools hashiag.

they forget that they are not actually in the virtual space. Of course, the user usu-
ally “knows™ that they are playing a video game, but during the experience they
are focused in the virtual environment presented on-screen rather than the physi-
cal environment in which they are sitting or standing. Although traditional media
can also instill a sense of presence—anyone who has even found themselves lost
in a book can attest to this—the interactivity afforded by digital technology is
maybe better able to help players immerse their perceptual senses in an (albeit
virtual) environment. Newer virtual reality technologies represent the pinnacle of

Viriual reality
Technologies that
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Early video games placed the video
game character on the left side of
the screen and presented him or her
with a series of challenges as they
moved from left to right—usually
avoiding enemy characters while
Jumping and ducking over differ-
ent hazards. Perhaps best epito-
mized in the original Super Mario
Bros. (Nintendo Entertainment
System, 1984), most of us (at least,
the three authors of this book) can
remember running across eight
different game worlds, stomping
on turtle shells, and eventually
finding Princess Toadstool was in
another castle. While the player
still had to navigate each world
successfully in order to complete
the game, there were few options:
“A" was for jump and “B” was for
run, and the only way to move was
“to the right side of the screen.™

Fast-forward to today’s games,

and players are given an enor-
mous number of options in

MC IN ACTION
CHoosiNG My Own ADVENTURE

accomplishing in-game objec-
tives or even creating their own
objectives. This sandbox style of
video game design was popular-
ized by the controversial release
of Grand Thefi Auto 3 (although
earlier versions of the game also
contained nonlinear storylines),
which placed players in the role
of Liberty City mobster Tommy
Vercetti, assigned with achieving
any number of tasks for the mob
(among other unsavory individu-
als). Not only could players choose
when and how to accomplish the
game’s numerous missions, but
they could also choose their own
in-game goals—such as finding
different hidden game tokens and
other hidden objects or just explor-
ing the game’s sprawling urban
environment in a parkour style. On
this latter point, some gamers even
took to posting their in-game par-
kour videos on YouTube and other
social media sites.

telepresence, as they wrap users in technologies such as headsets and hand con-
trollers and sensors that allow us to see first-person perspectives while simulating
the touch and feel of any mumber of virtual spaces. Imagine watching a Hitchcock
film such as The Birds and having savage animals streaking toward you as you
dive out of the way, perhaps “picking up” items such as a table to protect yourself
or a shovel or rake to defend yourself (if you are near a garden shed)—certainly
this represents very high levels of control over the form and content of on-screen
actions. Additionally, this notion of something having to be “on-screen™ might
also be challenged, as recent developments such as Google Glass (see Chapter 1)
have introduced the notion of augmented reality in which digital information and
objects are overlaid in physical spaces, essentially turning your real world into one
full of virtual objects.
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Copyright Law in the Digital Age

As interactivity blurs the lines between media consumers and producers and
makes you part of the creation of entertainment, there is an associated legal blur-
ring of the rules and norms of content sharing — that is, media users sharing con-
tent to which they are not legally entitled. Web platforms such as the video hosting
service YouTube find themselves conflicted. On the one hand, it encourages users
to “Broadcast [ Themselves]” by creating unique and personalized video footage
for public consumption, but on the other hand it also must limit the usage and
access to audio and video content owned by media companies. An example is: A
teenager in Boston who is a fan of the popular animated serial Family Guy wants
to put together a compilation video of his top 10 favorite jokes set to his favorite
Justin Bieber song. So, who owns the video? Legal experts might suggest that FOX
Broadcasting Company owns the Family Guy clips and Raymond Braun Media
Group owns Justin Bieber’s record catalog, and our Boston teenager is in danger
of committing several copyright violations by distributing content that he does not
own without acknowledging the original copyright holders. In fact, YouTube often
will remove such videos at the request of copyright holders who feel that their
content is being distributed without permission.

Perhaps, the most infamous example of issues of Internet copyright law
comes from the file-sharing service LimeWire. Launched in 2000, LimeWire was
a peer-to-peer file sharing service that allowed computer users around the globe to
swap several ty pes of computer files with one another through dedicated Web con-
nections. The technology allowed computer users to share large files that could not
be sent through e-mail, because any one user could download smaller bits of a file
from several different other users—in this way “sharing™ the file size and recon-
structing it on any one individual’s computer. Almost from its inception, many
users found the peer-to-peer system of sharing particularly useful for distribut-
ing copies of songs and movies recorded from primary sources, such as one user
burning the tracks from a CD or a DV D to their computer; as well, large and expen-
sive computer programs could also be shared through these networks. Users of the
network contended that they had already purchased the content from copyright
holders and were free to distribute it as they wished, while media producers coun-
tered that purchasing a media product (such as a CD) only allowed for personal
and private usage. Years of legal wrangling finally resulted in a court case pitting
LimeWire against the Recording Indus-
try Association of America, a group rep-
resenting music copyright holders, who
sought and eventually gained an injune-
tion against LimeWire to disable the
“searching, downloading, uploading,
file trading and/for file distribution func-
tionality™ in October 2010. Questions of
copyright and digital information have
become an important legal issue in the
information age, including the 2012
introduction of the heavily debated and
eventually rejected Stop Online Piracy
Act (see MC in Action: SOPA).

Burning In communi-
cabion techaology, cre-
ating data images on a
phyatcal storage device

for later playback.
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MC IN ACTION

Responding to entertainment industry com-
plaints about what was seen as widespread
copyright infringement by Internet users,
Lamar Smith (R-TX) introduced into the
U.S. House of Representatives a bill that
threatened to shut down access to Web pages
that contained any copyrighted informa-
tion without the permission of the copyright
holder. For example, if your private Web
page was streaming the complete fron Man 2
movie, access to your page would be blocked
until you either removed the movie or got the
permission of Marvel Entertainment (or the
current copyright holder) to show the film
for free.

Sounds fair, right?

An unforeseen problem with Rep. Smith's
proposal was that it would hold Web pages
such as YouTube, Wikipedia, and Facebook
{among others) legally responsible for the
content posted by their users, many of whom
are anonymous. Let us consider Wikipedia
for a moment. As discussed in Chapter 4, part
of Wikipedia's strength is that the individual
entries are written by multiple users—rely-
ing on crowdsourcing to get detailed and
accurate write-ups of any number of topics.

SOPA

Wikipedia as an organization does not edit
or check any of the information posted to its
more than 4.1 million articles (as of February
2013), and only a small handful of 1,400
administrative users actively monitor articles
to protect from spamming and intentionally
inflammatory edits that do not contribute to
knowledge on a given topic (such as call-
ing for the death of a president or celebrity).
Because of the anonymous, open-source
nature, Wikipedia (or rather, their parent
Wikimedia Foundation) and other online
companies argued that they would have to
severely censor their pages or shut down their
operations all together—after all, if only one
of the 18 million Wikipedia users uploaded
a single bit of information with a copyright
claim, the entire Web site could be blocked.
To demonstrate their point, on January 1%,
2012, Wikipedia (along with other Web sites)
staged a blackout of their site. SOPA was not
passed by the U.S. House of Representatives,
although a host of alternative bills have been
proposed to find a balance between copyright
protection and freedom of information—
a critical issue that will continue to shape
Internet law into the 21" century.

What about those comments, photos, and videos that you might share via
social media . . . who exactly owns that content? As with many Facebook relation-
ships, it’s complicated. In writing for The Telegraph, Oliver (2013) explained that
while many social media platforms such as Facebook, Instagram, and Twitter do
generally allow users to retain the copyright to any content that they upload, many
of these services retain the right to edit and use any user’s content without pay-
ing any royalties, or even notifying the user about their intent to use the content.
As explained to Oliver by intellectual property attorney Callum Sinclair, “With
these terms companies are saying 'you own your content, but we can just use it
however we want.”™ [n fact, some even argue that these usage rights might even
apply to other users! (see MC in Action: My Instagram Made Over 390K . . . For
Someone Else).

196 Chapier 12: Entertainment in the Digital Age



-
e

"Hn.-hg.-'.

MC IN ACTION

For many Instagram users, having others
recognize and “like” one of your photos is a
nice gesture, perhaps reminding us that we
do really have a good eye for photography, or
at least pood taste in food or clothes. Having
somebody offer you money for one of our
Instragram photos could also be interesting
(although that has vet to happen to any of
your book’s authors). Being offered $90,000
for a single print of an Instagram photo? That
would put one well on the way to a career as
a professional photographer.

Or, it would just be another payday for con-
Prince. In reporting for The Washington
Post, reporter Jessica Contrera reported on
a May 2015 exhibit of Prince’s at the Frieze
Art Fair in New York, that consisted entirely

Mobile Entertainment—

My Instacram Mape Over $90K ... For Someone ELse

of enlarged prints (not paintings) of a num-
ber of different Instagram photos, usually
with a non-sequitur comment from @@rich-
ardprincel234 contained in the comment
feed of the photo (and also, in the enlarged
print). The Frieze exhibition was an encore
of a 2014 gallery showing called “New
Portraits” which also contained a number
of Instagram images, always other people’s
images and photos. The affair led Contrera to
quip “Don’t post anything you wouldn't want
hanging in an art gallery.”

You can read Jessica Contrera’s article in The
Washington Post at https:'wwwwashing-
tonpost.com/news/arts-and-entertainment/

else-can-sell-them-for-90000/

Entertainment on Demand

As digital technology continues to converge our many media offerings into one
portable device, we see that individuals can have access to their entertainment on
demand. This is compelling, as entertainment in the basic sense has traditionally
been viewed as a means of escape and leisure to occupy or distract us from other

more taxing pursuits.

But can it be more than this? Oliver
and Raney (2011) argued that while the
hedonic motivations of media usage are
apparent, we can also use entertainment
media for reflection and meaning. As well,
as suggested in Chapter 6, we can learn
from our entertainment media—and it is
possible that this increased mobile access
to media is helping us expand the spaces in
which we can learn and grow.

One of these new spaces is our mobile
space, that is, that time when we are moving
from location to location. The widespread

»
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Bandwulth Fos a given
data signal, the capac-
ity amd rate al which

it can transmit digital
information.

Smariphone A cellular
phone with computer-
like functionaliny, sweh
as & Web browser,
iternal data proces-
gor, and hard drive for
dala storage.

adoption of the cellular phone in the 1990s expanded the space for human com-
munication beyond restrictions of a terrestrial, or landline, telephone and allowed
for us to be in connection anywhere a phone signal could be found. This freedom
of communication spawned an expectation of connectivity on demand, and this
expectation combined with technological advances in bandwidth allowed for us
to share data as well as voice signals through our mobile devices. Indeed, the
smartphone ushered in a modern era of interpersonal as well as mass information
{and masspersonal information) on demand, and newer portable technologies have
us entertaining ourselves on the go—giving us access to our music, movies, and
television, and even our video games in spaces away from our living rooms (see
MC in Action: Sony PlayStation Vita). Mobile technologies such as the PlaySta-
tion Vita perhaps best represent the notion of convergence on a functional level,
and represent the continued blurring and merging of mediated communication
channels.

.
-
-

MC IN ACTION

The authors of this book remember fondly
the Nintendo Game Boy. First released in
1989, the 3.5 inch by 5.8 inch by 1.3 inch
“grey brick™ gave video game fans an oppor-
tunity to carry their favorite video games
anywhere—allowing them to play as Mario
or Link (from Legend of Zelda) for as long
as the four AA batteries would hold out.
The graphics were in black and white, and
the sound quality was not great, but if one
of us could stretch our acid-washed jeans
pocket large enough to fit a Game Boy, we
could play video games almost anywhere.
The system was an immediate and long-last-
ing success, selling nearly 120 million units
worldwide and eventually introducing such
technologies as color graphics, the ability to
link Game Boys together to co-play video
games, a “rumble pack™ to simulate physi-
cal touch when playing some games (such as
driving off-road in a racing game), and even
a portable camera and printer to take photos
and share them with friends. Of course, car-
rying around all of these attachments was
cumbersome, yet remarkably popular. In
many ways, the Game Boy represented an
early converged entertainment technology:
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Sony PrayStanon Vita

a video game player, a communications
device, and a portable camera, all usable on
the go. Taking this further, rival Sega even
developed a television antenna for their
Came Gear portable system. Mobile enter-
tainment might not have been born with the
Ciame Boy, but its popularity was cemented.

Fast forward to 2012 and the release of Sony's
PlayStation Vita. Meaning “life” in both
Italian and Latin, Sony designed and mar-
keted the device to represent a move to a sin-
gular mobile device capable of playing video
games (the device has technical specifica-
tions on line with that of a PlayStation 3 con-
sole), high-definition television (it 1s capable
of displaying over 17 million colors in high-
definition resolution), smariphone browser
(it has an onboard wireless Internet card that
can receive and process enough data to run
streaming video services), and communi-
cation devices (it has two onboard cameras
and a buili-in microphone for video call-
ing). Certainly, the Vita represents an evolu-
tion from the original Sony Walkman—the
wildly popular portable casseite player first
released in the United States in 1979.
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In 2012, a pairr of mghly publicized mass murders brought into question
perhaps one of the most widely debated questions 1n mass communica-
tion research: does violent media content result in violent actions? In July
2012, a man 1n Aurora, Colorado, was arrested after attacking the crowd
at a midnight screening of The Dark Knight Rises (Warner Brothers Pic-
tures, 2012)—storming a packed theatre armed with tear gas and assault
weapons and murdering 12 members of the auwdience while injunng 58
others. Later that same year, a gunman attacked Sandy Hook Elementary
School in Newtown, Connecticut, armed with assault weapons and fatally
shot twenty children and six school statf members, betore killing himself as
first responders approached the scene. Speculation about the cause of both
events was varied, but a common discussion in both events was the extent
to which entertainment media might have played a role. In the Aurora shoot-
ing, the shooter was profiled by some as a major fan of the Batman character
and franchise, and authorities found movie paraphernalia in his apartment
when searching for clues about the murders. In the Sandy Hook shooting,
many claimed that the perpetrator had spent a signihicant amount of time
playing the first-person shooter video game Call of Duty.

Could violent entertainment media content have caused these tragedies?
In Chapter 12, for example, we talked about how interactivity and pres-
ence might draw video game players further into the virtual spaces. Might
this be resulting in players learning violence while playing video games? Is
it possible that more interactive media such as video games would have a
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stronger impact on audiences than less interactive media such as moviesT At
the same time, 1f media can have a negative impact on its users, could 1t also
have a positive impact? Programs such as Sexame Streef and Mister Rogers’
Neighborhood (see Chapter 6) have been used for decades to teach children
scholastic and pro-social lessons. Could video games using the same lessons
teach them better? If there 15 any effect, can the positive benefits outweigh
the negative consequences? Indeed, there 15 and has been much debate about
these questions, and this chapter will present the historical and current per-
spectives that help us consider answers to these questions.

Queshions to consider when reading this chapter:

* How has the study of media effects evolved over the past 100 years?
* What are some of the leading theories about media’s effect on users?
* How do we determine when material is obscene or not?

* How have newer media changed the way we study media effects?

History of Media Effects Research

The study of media’s influence on our thoughts, feelings, and behaviors has gone
through several different transformations since it was first taken up as an area of
scholarly interest at the beginning of the 20" century. Indeed, when we consider
the notion of how media affects individuals, we can often categorize the discus-
sion into the scope and magnitude of the assumed effect being studied. Chrono-
logically, we can understand these as an evolution from a universally powerful
media influence, to a dimimished influence, to a present-day perspective of power-
ful effects under limited conditions. Moreover, with newer forms of interactive
and on-demand digital media, we might consider how newer technologies might
change the ability of media to influence us—ifor better and for worse.

Of course, prior to the academic study of media uses and effects, history is
full of examples of the fear that media messages may cause for individuals and
society at large. For example, book burnings have been used as a way to prevent the
spread of countercultural messages almost since the invention of writing. Historical
accounts suggest that many early monarchs and religious authority figures ordered
the banning and destruction of books—as well as the prosecution of their authors
and printers—as far back as AD 300 and likely far preceding this. More recently, the
late 18005 anti-obscenity crusades of ULS. Postal Inspector Anthony Comstock—a
politician notorious for his conservative approach to morality—featured mass burn-
ings of any printed materials that Comstock and his New York Society for the Sup-
pression of Vice found lewd or of a sexual nature. Comstock and his group's political
clout (he was able to secure a position as a special vice agent to the U.S. Postal
Service, authorized to inspect mail for immoral content and authorized to carry
a deadly weapon in the performance of his duty) were so successful in stirring up
public concern about sexual deviancy and immorality that the Comstock Act was
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passed into law in 1873, which banned such materials being sent through the mail.
Considering that there were few channels for distributing media content in the late
1800s, Comstock’s crusade was considered a death knell to many content produc-
ers (including proponents of contraceptive education, labeled “lewd and lascivious
content” under the Comstock Act and therefore made illegal to distribute). Even
as recently as the 1990s and 2000s, parents groups have lobbied for schools to ban
works of fiction such as the Harry Potter novel series for promoting witcheraft and
even some versions of the Merriam-Webster Dictionary for containing definitions
for “obscene™ words such as “penis” and “vagina.” Thus, while there has always
been espoused public concern for media content (see MC in Action: "1 Know It
When [ See 1t!™), the scientific study of media effects is relatively new.

The “Magic Bullet” Paradigm:
1900s to 1940s

The earliest studies on media effects suggested
that medm’s influence on individuals was a
powerful, universal, and direct one. This per-
spective was cultivated from reporis of audi-
ences showing extreme adverse reactions
to the content of media at the time, includ-
ing fright reactions and delinquent behaviors
observed in children watching Hollywood
films (the Payne Fund Studies of the 1930s),
audience panic reactions to the infamous War
of the Worlds radio broadcast by Orson Welles
on October 30, 1938, and children’s attribu-
tions of comic book content as a cause for their
juvenile delinquency (Frederic Werthram's
Seduction of the Innocent studies of the 1950s). So, as entertaining and popular as
much of this content was for its intended audiences, it was also found to have a very
negative influence on them. For early scholars, evidence of children misbehaving and
adults panicking in irrational fear of a Martian invasion were proof enough that the
media acted as antisocial “symbolic bullets” (Lowery & DeFleur, 1995) striking the
eyes and ears of individuals and impacting them in a uniform manner.

Looking back today, few believe the media can have such a strong effect.
So then, how did the early scientists make this conclusion? A closer inspection
of the role of media in society at the time explains why the Magic Bullet theory
was a logical conclusion at the time. First, the concept of electronic mass media
was relatively new to modern society, with film and radio enjoying widespread
adoption in the first quarter of the 20™ century, and radio broadcasting only com-
ing into its infancy in the 1930s. Early society relied heavily on these devices
for information and as result tended to believe the content they were reading or
hearing without much criticism as there were few alternatives for information.
Second, we can look at the manner in which society was organized at the time. As
the United States progressed into the early 20" century, the country was squarely
in the throes of the Industrial Revolution. This saw a marked change in the way

& Everett Hhistonical Shatior=tock com
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[ncustrial Revolution
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While laws such as the Comstock
Act have attempted to outlaw the pro-
duction and distribution of obscene
content, the definition of what makes
something obscene or not has eluded
society for generations. Historically,
obscene material has been any mate-
rial not seen as valuable by the author-
iy figures or dominant polimical
philosophy of any given society—an
example of this being the persecu-
tion of ltalian scientist Galileo Galilei
at the hands of Catholic Pope Urban
VII as a heretic for the scholar’s
views on physics and astronomy. Yet,
as rulers and philosophies change,
s0 do standards of obscenity, which
makes the crafting of a legal defini-
tion quite difficult. Indeed, writing
his opinion for the obscenity case
Jacobellis v. Ohio in 1964, Supreme
Court Justice Potter Stevens included
one of the most well-known defini-
tions of pornography. He stated that

hard-core pornography was hard to
define, “But I know it when | see it.”

In the United States, the Supreme
Court set legal precedent in 1973 by
ing the so-called Miller test

during Miller v. California, a three-
test considered the first
comprehensive definition of obscen-
ity issued by the Court to date. In
the case, pornographic film producer
Marvin Miller was being prosecuted
for sending brochures advertising his
films to bookstores and restaurants in
MNewport Beach, California, that fea-
tured sexually explicit scenes from his
films. He was initially found guilty of
violating community standards of
decency in sending his brochures
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without prior consent from those who
received them, and he appealed his
case to the U.5. Supreme Court.

He lost his appeal, but during the case
the Court rendered perhaps one of the
most important decisions surround-
ing media entertainment and content
to date, as an official definihon of
obscenity that considered:

{a) Whether the average person,
applying contemporary commu-
nity standards, would find that
work, taken as a whole, appeals to
the prurient inferest.

(b) Whether the work depicts or
describes, in a patently offensive
way, sexual conduct specifically
defined by the applicable state
law.

{c) Whether the work, taken as a
whole, lacks serious literary, artis-
tic, political, or scientific value.

Some critics have argued that the
Miller test is still vague on what spe-
cific content i1s and 15 not obscene, but
many argue that this in fact a great
strength of the test as it allows for
changing community standards to be
reflected in changing thresholds of
what might be considered obscene or
not. For example, there is no known
evidence of states banning literature
on contraceptives in modern US.
society, even though such materi-
als were explicitly outlawed under
the Comstock Act. Indeed, the third
prong of the test is one of the hardest
for opponents of questionable media
content to successfully argue—as
was the intention of the judges who
heard Miller v. California.



people worked and lived—particularly in how they organized socially. As the eco-
nomic focus of the United States shifted from farming to manufacturing, many
families left smaller farming communities for the larger more urban areas where
factories were located. According to German sociologist Ferdinand Tonnies, this
population shift brought with it a change in how people organized—leaving the
tight-knit Gremeinschaften (smaller communities marked in part by lots of social
connections) and moving to more impersonal Gesellschaften (larger areas marked
in part by very few social connections). Keep in mind that Darwinism was now
widely applied to social reasoning too. Given this combination of factors—that
we were fairly isolated, were heavily reliant on single information sources, and
inclined to have instinctual responses to stimuli—it stood to reason to social sci-
entists that our responses should be immediate, powerful and fairly uniform.
Why is the study of social organization relevant to understanding media
effects? This social isolation led individuals to rely more on mass media as an infor-
mation source than the relative strangers around them. Moreover, this increased
reliance on mass sources of information likely further drove down conversations
between individuals, preventing us from “fact-checking™ our information with
those around us and getting new bits of information. Together, these attributes of
media along with early data suggesting large numbers of people showing aversive
reactions to media led scientists of the time to conclude that magic “media bullets™
were a force with which to be reckoned. An example often given of this Magic
Bullet effect is the role of propaganda in the Nazi German regime of the 1930s.
Here, Propaganda Minister Paul Joseph Goebbels was credited with harnessing
mass media to convince an entire nation of people of the righteousness of the Nazi
party platform, but this was found to only work in a media system such as Nazi
Germany's in which the government controlled most of the mass media and indi-
viduals were discouraged from talking with one another for fear of punishment.

The “Paper Tiger” Paradigm:
1940s to 1960s

Continuing in the mid-20" century, the Magic Bullet perspective on media effects
was a prominent way of thinking about media for the scientists of the time. How-
ever, problems began to arise with this perspective in reanalysis of data from
older studies and the failure of scientists to replicate the results of earlier work.
For instance, when scientists looked back at some of the data on fright reactions
reported from the War of the Worlds broadcast, they found that the panic reactions
reported by andience members were quite exaggerated—some audience members
did overreact, but many more people did not; those who were more likely to believe
in the supernatural, or those with lower emotional security seemed more likely to
panic. In addition, attempts to reconstruct the supposed powerful influence of pro-
paganda observed in Nazi Germany to other applications failed to produce similar
effects. One of the more infamous examples of a failure to find strong propaganda
effects was the US. Army’s Why We Fight videos, a seven-part series of films
commissioned by the military and directed by famed Hollywood film director
Frank Capra designed to persuade Allied soldiers as well as the general U.S. public
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to join the fight against Hitler’s Axis powers. The films—inspired by Leni Rief-
enstahl's Triumph des Willens (Triumph of the Will, a German propaganda film
commissioned by Goebbels)—were eagerly watched by both military and civil-
ian audiences (as many as 58 million Americans were estimated to have seen the
films), yet research on their effectiveness as propaganda tools proved inconclusive.

Moreover, looking at the content of entertainment and informational media
of the mid-20" century revealed an interesting development in the sort of con-
tent being produced for audiences. In coverage of the Korean War and the Viet-
nam War, embedded journalists reported from active battle zones, beaming home
images of war and conflict never before seen by modern media audiences. In con-
trast, coverage of World War 11 was often reliant on official military press releases
that carefully controlled the information and images that made their way to the
public eyes and ears. In addition, the 1950s saw increased political and social
tensions in the United States as the civil rights movement intensified. Similar to
coverage of Vietnam, newspapers and televisions stations intensely covered much
of these events, showing the brutality and discrimination faced by African Ameri-
cans and other minorities through a relatively unfiltered lens.

From this, scholars began not only to question the existence of the supposed
powerful effect of media on individuals, but they also began to propose that media
content was in fact affected by society and not the other way around. Perhaps,
media content was merely a mirror, reflecting back onto audiences the events of
the day rather than shaping their opinions. From this perspective, mass media was
seen as a paper tiger—a ferocious-looking beast that was ultimately harmless
and the research focus shifted to studying the media content itself rather than the
negative effects of content.

Powerful, But Limited: 1960s to Today

Claims that such paper tiger media had little or no effect on individuals’ thoughts,
feelings, and behaviors seem shortsighted. For example, reanalysis of reported
fright reactions from the War of the Worlds broadcast suggested that while the
entire viewing audience was not of the belief that Martians were invading Earth,
there were indeed pockets of individuals who did believe this to be the case. People
who were more fatalist or who did not have much education found themselves
duped by Welles® broadcast. As well, some people living in the town of Concrete,
Washington, experienced a massive power outage during the broadcast, which
for many residents was too much of a coincidence to be chance. And some people
simply never heard Welles' disclaimers that the entire broadcast was fiction. And
perhaps more telling, such fright reactions to media hoaxes continue to happen
on occasion (see MC in Action: "That’s Dihydrogen Monoxide in Your Faucet™).
These different situations—{fatalist personalities, education level, reinforc-
ing coincidental events, and missing key broadcast messages—are what would be
called by social scientist Wilbur Schramm as moderating variables. In statistics,
a moderating variable is one that influences the relationship between two other
variables. For example, we might see that sunlight 15 significantly related to the
growth of a patch of flowers, but that flowers that are watered regularly grow far
taller and more colorful than flowers that do not get watered regularly. In this case,
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sunlight seems to have a stronger impact on the growth of flowers when they are
watered than when they are not, which makes sense given that watered flowers
are able to more efficiently carry the food created by photosynthesis (transferring
sunlight into food energy) throughout their root and cellular system. So, when we
study media, we might think of moderating variables as conditions under which
we might expect media to have a stronger or weaker effect on an individual. In this
way, we understand media as a potentially powerful influence on our thoughts,
actions, and behaviors, but we also consider the roles of the individual person and
their social environment as being equally important. Indeed, some scholars wonder
if the media message or channel itself or the individual using the message or chan-
nel are more important to consider when attempting to understand media effects.

-
- I"'
-

MC IN ACTION

THAr's DiHyoroGEN Monoxipe IN Your Faucer

It is one thing when radio sfations change their format or other crazy things they
do. But you are messing with one of the big three, food, water, or shelter. They
just wenf foo far; [ just knew | didn't like that.

~MWWGR-FM General Manager Tony Renda

April 1 has become a bit of a bad day to
trust new information, whether you hear
it from a trusted friend or a mass media
source. After all, April Fools’ Day often
brings with it a litany of practical jokes and
hoaxes from unexpected (and often trusted)
sources, causing most of us to be on guard
throughout the day. Indeed, knowing that it
is April 1 causes some people to not believe
anything they hear, even if the informa-
tion is not meant to be a joke—indeed, we
might suggest “knowledge of the day as
April 17 as a moderating variable in the link
between novel information and trust in that
information.

Yet, for many it seems that April Fools' Day
is forgotten. Such must have been the case
on April 1, 2013, when two morning radio
DJs from a southwest Florida radio station
WWGR-FM 101.9—known locally as “Gator
Country 101.9"—went on air to announce
a deadly sitwation involving the drinking

water in the Lee County (Florida) water sup-
ply. Specifically, the DJs suggested that the
water contained high levels of dihydrogen
monoxide. Of course, a basic understand-
ing of chemistry and molecular nomencla-
ture reveals that “dihydrogen monoxide™ is
merely the molecular name for water when
expressed in the common “H20" format.
However, there was enough public panic
and concern over water safety that local
utility boards were forced to release several
statements ensuring residents that there was
no problem with the water supply. The DJs
were suspended, and some considered filing
criminal charges against them for threating
the safety of public water supplies—a felony
in the state of Florida—before it was deter-
mined that they had broken no appreciable
laws. After all, dihydrogen monoxide was
indeed flowing out of everybody’s faucets
that day, just as it is today.
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Antisocial Effects
Won't somebody please think of the children!

~Helen Lovejoy, of The Simpsons

The brunt of media effects research tends to focus on concerns over negative, or
antisocial, effect on audiences and society at large. Such concerns are long-rooted
in historical panic over media content such as the aforementioned book burnings
of ancient (and not-so-ancient) rulers and government officials as well as gen-
eral human concerns over obscene content. Many of us—the authors of this book
included-—can readily recall instances in which our parents would not allow us to
watch movies or play video games that were overtly violent or sexual, for example.
As well, many wonder as to the sort of judgments we might make about individu-
als whom we are exposed to in the media but with whom we never actually have
real-world contact. As referenced in Chapter 6, many in the earlier days of televi-
sion—including former FCC chairman Norman Minow-—considered the popular
form of entertainment to be a “vast wasteland” of “blood and thunder, mayhem,
violence, sadism” and a veritable laundry list of other negative nouns.

Violence

Without providing a specific count, studies on media violence dominate the major-
ity of publications in media psychology and mass communication research. As
alluded to in the Aurora and Sandy Hook tragedies of 2012, there is widespread
concern that the often violent content of popular entertainment media is cultivat-
ing an increased sense of aggression and violence in the people who view this con-
tent. In fact, so much research had been done on this topic that by 1972, then U.S.
Surgeon General Jesse Steinfeld issued a statement suggesting that “the causal
relationship between televised violence and antisocial behavior i1s sufficient to
warrant appropriate and immediate remedial action.” Many studies on the subject
are careful case-controlled studies that manipulate levels of violent content in an
experimental design before measuring individuals® levels of aggressive thoughts
and feeling after exposure. However, the results of such studies are challenged by
some and can be generally grouped into three areas of counterargument.

First, it is argued that increased aggression does not necessarily result in
increased violent behavior and that using aggression as a measure of violence
lacks face validity. For example, Bandura's social learning theory (see Chapter 6)
and the updated social cognitive theory (see Chapter 9) suggest that for a behav-
ioral effect to be realized, in this case a violent behavior, individuals would have
to be exposed to the behavior as well as motivated to enact the behavior, and in
many contemporary societies, individuals are routinely taught that violence is not
an appropriate reaction to provocation. However, here researchers such as media
psychologists Craig Anderson and Brad Bushman might counter-argue that anti-
violence interpersonal lessons are counterbalanced by media diets that are heavy
in violent content—claims backed by several content analyses of popular media
entertainment such as the National Television Violence Studies of the 1990s (e.g.,
NTVS, 1996).
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Second, some argue that the reported influ-
ence of violent media content on violent action is
invalidated to some extent by declining violent Inputs
{and even nonviolent) crime rates. For example,
the 1990s were marked in later research as one of
the least violent decades of the 20" century—with
murder rates down nearly 50 percent and violent
robberies down nearly 10 percent from the 19805, Routes
both numbers dipping to 1960s levels—in spite of
the fact that the 1990s also saw some of the great-
est expansions in the media entertainment indus-
try. Many in the industry pointed to these numbers
to suggest that it was not possible for their product Appraisal &
to be causing so many violent acts, because the vio- ~ Outcomes ﬁﬁ:ﬂ,
lent acts simply were not happening at a rate that
would be expected from theory. However, many
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scientists have cautioned about the potential for Republided with permission of Annual Reviews, frem “Human
the lﬂlﬂﬁﬂﬂﬁhip between decreased crime dESp:iIE Aggression” by Craig A, Andeson and Brad | Bushman, Vel 53,

increased media entertainment options to be a
spurious one, as fundamental changes in the crimi-
nal justice system might also be leading to a greater
rate of prosecution and incarceration of violent offenders among other variables.

Finally, there is an argument that violent people are simply more likely to attend
to violent media content and that nonviolent people simply do not desire or use such
content. Proponents of this approach suggest that research should focus more on the
motivations for one’s attraction to violent content rather than the content’s effect
on those people. However, recent laboratory research (compare Whitaker, Melzer,
Steffgen, & Bushman, 2013) has shown that inducing frustration can increase the
appeal of violent content, which might start a reinforcing spiral by which the appeal
of content results in the reinforcement of violence as an acceptable solution for one’s
frustration; indeed this logic is central to the general aggression model.

Copyiighl Cleamnce Cerber,

Violence and Interactivity

To this point, the discussion of violent media effects has not considered how inter-
acting with the on-screen action might moderate effects. Consider the differences
between watching a violent war movie and playing a violent first-person war simula-
tion. In the movie version, the individual audience members are passive witnesses to
the violent actions of their heroes—perhaps cheering as they shoot and kill their way
through enemy lines and progress through the rest of the film’s narrative. Contrast
that with the video game version of the same war in which the player must actively
commit each individual act of violence in order to progress the narrative from one
battle scene to the next. In here, we see some of the principles of presence discussed
in Chapter 12 playing a role. Violent video games require players to place themselves
in violent environments and commit violent acts, and this requirement for action
has been found in laboratory research to increase aggressive thoughts and feelings
{compare Polman, de Castro, & van Aken, 2008).

pe 27=51. Copyright @ 2002; pemission cormeyed theough

Spurious In statiziies,
a relationship betwesn
rwo variables that does
not aciually exist in
real life, but appears
i be because of an
unsdentified common
variable.
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This evidence suggests that video game players would be more likely to be
negatively affected by violence than movie audiences because they are essentially
closer to the action—the perpetrator rather than the witness. However, such an
approach seems to minimize the influence of the individual in the experience,
suggesting that they have no real control over their own decisions or the decisions
that they make for their video game character. Yet, many video games such as the
sandbox games discussed in Chapter 12 provide players with rather open virtual
worlds in which there are no predetermined narrative conclusions. Returning to
our war narrative example, watching the war film results in the same characters
shooting and killing the same enemies each time the film is played. However, in
the video game version, the player is placed in control of which enemies are killed,
how they are killed, or whether or not they are even killed. That is, it is conceiv-
able that an individual playing a war video game could choose a nonviolent path to
narrative conclusion (to the extent that in-game goals did not specifically require
players to kill other players). Research into video games and decision-making has
shown that when players perceive a particular video game scenario as a moral one,
they are significantly more likely to uphold rather than violate their own moral
code when given the choice. In situations where a scenario was not perceived as a
moral one, the decision to uphold or violate morality was almost completely ran-
dom (Joeckel, Bowman, & Dogruel, 2012). Evidence such as this suggests that in
virtual environments in which players place themselves in the gaming world, indi-
viduals use their real-world moral orientations to make virtual decisions—if they
see an act as immoral in real life and the game does not require them to engage
in it, they will not do it. Such a moral mechanic has in fact been incorporated into
creating more meaningful video game experiences such as the controversial yet
immensely popular 2012 war game Spec Ops: The Line (see MC in Action: Walker
and the White Phosphorous).

Sex, Offline and Online

As discussed with the Comstock Act, there seems to have always been great pub-
lic concern, at least in the United States, about sex in media. Similar to work on
violence, many content analyses of sex in the media show it as a prevalent theme.
Many children indicate that they learn a majority of their knowledge about sex
from media portrayals of sexual acts (rating this as more influential than parents in
a 1998 study conducted by CNN), and some children—particulardy boys—report
getting their information about sex from watching pornography. These are impor-
tant findings because, at least in an entertainment context, the information 15 not
meant to be necessarily accurate or educational, but rather, alluring and erotic and,
well, entertaining. Moreover, when we consider sexually explicit materials such
as pornography, these often contain portrayals of violent sexual media—often
showing males engaging in aggressive and dominant sexual acts with female part-
ners—as well as risky sexual behaviors, such as unprotected sexual intercourse
{see MC in Action: Condoms Required in LA Porn). This sort of research concerns
many media watchdogs because while many adults might be able to distinguish
between sexual fantasy and reality, children often do not have the knowledge or
experience to do the same.
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MC IN ACTION

Waiker anD THE WHITE PHOSPHOROUS

lugo: You're Frcking kidding, right? That's white phosphorous!
Walker: Yeah | know what it is . . .
lugo: You've seen what the shit does! You know we can't . . .
Adams: We might not have a choice lugo . . .
luge: There's always a choice!

The preceding dialog takes place immediately
before the infamous “White Phosphorous”
scene from 2K Games® Spec Ops: The Line.
The game is a third-person shooter in which
the player assumes the role of Walker, the
leader of a small but heavily armed reconnais-
sance team sent to Dubai to investigate a rogue
Army commander named Konrad and his
attempt to instill martial law in the Arab capi-
tal city following a natural disaster that forced
the city’s evacuation (all fictional accounts).

Shortly after their arrival in Dubai, the team
learns that they are heavily outnumbered and
outgunned by both insurgent forces (warring
against Konrad) as well as Konrad's own guard,
and they begin to explore the region covertly
in order to learn more about the situation.
Walker orders his trio to fire a white phospho-
rous mortar into a crowd of insurgent forces

g0 as to eliminate them as a threat. Firing the
mortar into the air neutralizes the insurgency
but comes at an unexpected price: the collat-
eral murder of dozens of women and children
refugees who were being covertly protected by
the insurgency. The player uncovers this chill-
through the freshly shelled city and stumbling
across an image of a mother shielding her child
from the phosphorous, both charred almost
and child are other fatally wounded children
as well as a few soldiers, stll clinging to life as
they crawl along the ground asking the player
“why?" Indeed, many players asked them-
selves the same question—which was pre-
cisely the goal of head writer Walt Williams:
to create a video in which the player is
torced to judge themselves for the actions they
have committed.

The complete gnrruzpl:r,l semne From This con be viewad al: Ripfecaeopoutube comfwaichTv= aljlE e

Beyond the possibility of learning unhealthy sexual behaviors, media psy-
chologist Richard Harris Jackson reviewed some of the more prevalent effects of
viewing sexual content, which included increased arousal in participants and atti-
tude shifts in support of the on-screen sexual activity (such as greater preference
for violent sexual behaviors after watching pornography) as well as a decreased
satisfaction with one’s own lover after watching sexual media content. Perhaps,
one of the more chilling studies was conducted by media researchers LeeAnn
Kahlor and Dan Morrison (2007), who found a positive correlation between gen-
eral television viewing and increased acceptance of rape myths—attributing this
link to an increase in sexually themed content on television. Such research was
argued to represent an extension from work done in the 1980s showing a similar
link between the watching of violent porn and rape myths (compare Malamuth &
Cheek, 1983).

Rape myth A belief
that most rape accuss-
tions are false and that
victimsg ane &1 leas
partly responsible

far thedr rape, often
sugpesting the viclim
i have been overy
sexual ar olberwise
invitiag the sexual ast
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MC IN ACTION

Conpoms Reauirep IN LA PorN

The use of condoms is required for all acts of anal or vaginal sex during the pro-
duction of adult films to protect performers from sexvally fransmifted infections.

In Januwary 2012, the Los Angeles Times
reported on a new health initiative in the city
of LA requiring all pornography actors to
wear condoms during film shoots. The mea-
sure passed with a 9-1 margin by the city
council and paved the way for the successful
adoption of The Safer Sex in the Adult Film
Industry Act, known colloguially as Measure
B, mandating all pornography filmed in LA
County to require condom usage. The initia-
tives were hailed as victories for health advo-

~teasure B

Besides the public health debate over the
transmission of disease, many wondered how
this ordinance might influence those watch-
ing the films. For example, if we consider that
many children and teenagers report using por-
nography to learn about sexual acts, we might
wonder if seeing porn actors wear condoms
during sex might encourage adolescents to do
the same. Of course, as pornography is usu-
ally restricted for sale to minors, this was not
likely a salient thought by those attempting
to pass these laws. Yet, it begs an interesting
(albeit highly controversial) question—can
we use arousing, engaging, and popular con-
tent to teach pro-social lessons?

Tha cnmpld'e bessel Tram 1his law can be feund ot hllp:.-"',-'rlmc.|nMW.gmMEME[ECﬂE‘NJELHTEW1]ﬂbﬁ:ﬂ 2
LACOLUNTY_WIDE_MEASURE_B poff

Federal Commanica-
tions Commission
(FCC) In the Unfied
Stafes, the federal
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regulating commii-
cations technolgy, in
partieular wireless and
broadeast systems, 1o
make sure thede chan-
mels are used in the
public inberesl.

Ape anthenticatar Pro-
grams, usnally used
by Web pages, that
atferpd o verily the
age of a user befare
allvwing access. Somsa
programs require the
uger 1o ereale an online
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Sex and New Media

In part because of the negative social stigmas associated with sexual content as
well as emerging scientific evidence that such content can have a rather strong
influence on audiences, sexual content is regulated. As we saw in the Miller test,
content that appeals only to prurient interests is restricted for viewing in many
public places such as movie theatres and broadcast television. At the same time,
it is not illegal to produce pornographic content, but rather it is the distribution of
said content that is subject to regulation. For example, the Comstock Act made it
illegal to mail such content, and the Federal Communications Commission (FCC)
has the authority to bar the broadcast of said content by television stations. How-
ever, when we look at newer communication technologies, one of the prime areas
of concern is the increased ease-of-access that media users today now have to this
content. In 2010, research published by Forbes Magazine suggested that as much
as 4 percent of the one million most trafficked Web sites on the Internet contained
pornography, and as many as 13 percent of all Web searches were for erotic con-
tent. In total, some estimate that there are as many as 250 million different porno-
graphic Web pages on the Internet—nearly one for every American based on 2000
U.S. Census population data. While many Web sites include age authenticators
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that are designed to restrict access by minors, these programs can be easily tricked
by determined minors and have been criticized for being overly expensive. In
1996, U.S. President Bill Clinton signed into law the Communications Decency
Act which made it a crime to knowingly transmit obscene material to minors, but
there has been little research on the impact of CDA on access to pornography. In
fact, the biggest impact of CDA in terms of legal precedent was the protection of
Internet service providers from being prosecuted if users of their networks trans-
mit legally obscene material.

Other Antisocial Media Effects

Another popular area of study in media effects is the manner in which society
and specifically, different individuals within society—are portrayed. George
Gerbner’s cultivation hypothesis suggested that (in a somewhat similar logic to
the underpinnings of the Magic Bullet paradigm) television portrayals serve as
a “great storyteller” for society, and as a result, television audiences are likely to
believe what they see on screen. According to Gerbner, this suggests that televi-
sion content is cultivating a view of the world that is more fantasy than reality.
After all, things such as crime and violence are shown far more frequently on
television than they are in the real world, and his research on the mean world
effect suggested that heavy television viewers believed the world was a far more
dangerous place than people who watched less television. Moreover, these crime
portrayals tend to over-represent minority populations, such as news reports show-
ing more African American criminals, which can impact how audiences view
minorities. For example, research by former television writer and current media
researcher Temple Northup finds that heavy news audiences tend to overestimate
the guilt of African American over non-Black suspects. However, with more and
more access to individuals and information than ever before through social and
digital media, how might we expect these cultivation effects to hold up in the
new media landscape? As far back as 1954, sociologist Gordon Allport found that
one of the most effective ways of combatting racism was to expose individuals to
people from other cultures and social groups. Allport’s theories have since been
evolved by media psychology and mass communication scholars into the paraso-
cial contact hypothesis, which suggests that exposure to outgroups via mediated
channels such as television content might work to combat potential cultivation
effects (Schiappa, Gregg, & Hewes, 2005). Notably, modern entertainment media
have become increasingly personalized and interactive. It is possible, for example,
for audiences to interact with their favorite actors and characters via Twitter, Face-
book, and other social media channels, providing more opportunities to interact
with and contact these different people.

A final prominent antisocial media effect discussed here 1s that of the dis-
placement hypothesis, which suggests that entertainment media usage is a socially
isolating activity. Based on Robert Putnam’s controversial text Bowling Alone (see
Chapter 7), the argument here is that many modern forms of entertainment such as
television, the Internet, and video games are inherently isolating—they require the
user’s complete attention and are often used alone—and that this was leading to a
decline in social capital. Simply put, people were spending more time with media
and as a result less time with each other. Yet, Putnam’s work was criticized by
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many scholars who in fact reported the opposite. Canadian sociologist Barry Well-
man and his colleagues reported in 2001 {Wellman, Hasse, Witte, & Hampton,
2001) that communication technologies, specifically the Internet, were supple-
menting rather than damaging social interaction, and in fact people with Internet
access reported being more involved in their surrounding communities—possibly
as they are able to form more relationships online while being placed in more con-
stant contact with their neighbors and the information and events relevant to their
neighborhoods. Research on video games has reported similar results, arguing
that many games encourage and even foster intricate social interactions between
players by effectively functioning as “third places™ of interaction {Steinkuehler &
Williams, 2006). Given our focus in this book on regarding technology as a tool
to foster human communication, these results should not be very surprising. In a
similar fashion, entertainment technologies such as television and video games are
often consumed in very social situations and tend to provide viewers (the former)
or players (the latter) with common points of interest and conversation known to
foster rather than hinder communication.

Pro-Social Effects

While many of the potential pro-social effects of media have been covered in
other parts in this book—including counterargument for many antisocial media
effects discussed in the preceding section—we might look at entertainment media
as having the ability to teach us “good”™ as well as “bad.” After all, it makes sense
to sugpest that if audiences could learn about violence, sex, and racist stereotypes
from popular entertainment content, they could just as likely learn lessons about
healthy living and bettering the human condition.

Health Influences

While there is no conclusive documented history of the concept, examples of using
entertaining media content to teach health messages, a form of edutainment in
which educational (in this case, health information) is embedded within enter-
tainment programs, can be found on a wide range of topics and channels. One
prominent example is Sox! Ciry, an immensely popular radio and television serial
broadcast in South Africa as a partnership with media producers, researchers,
and physicians. Although the program attempis to address a much wider set of
health and social issues, one of the more prominent ones is the portrayal of HIV/
AIDS-infected characters—relevant in a nation in which nearly 12 percent of the
population is estimated to have the disease according to a 2007 United Mations
AIDS project (the highest such concentration of HIV/AIDS cases in the world).
Specifically, the program was written to poriray the disease as a manageable and
preventable one rather than a social taboo and death knell, in spite of the fact
that nearly one in two deaths in South Africa are related to the disease. In a 2009
interview with a doctor and researcher involved with Sow! Ciry, the World Health
Organization estimated that the radio broadcast alone reached an estimated 80
percent of all South Africans. While research on the effectiveness of the program
in managing the HIV/AIDS pandemic in South Africa is ongoing, recent reports
suggest that prevalence of the disease in vounger children is in decline.
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For the Internet, there are numerous Web pages devoted to distributing health
information from a variety of amateur and professional sources, from folk cures
and personal blogs that champion the many different curative powers of petroleum
jelly to official public health announcements from the U.S. Centers for Disease
Control (www.cdc gov). Perhaps, the most popular source for health information is
WebMD (wwwwebmd.com, NYSE: WBMD), a Web site containing detailed and
multimedia health information on a variety of different health-related topics from
self-diagnostics to lifestyle news and information. Estimates in 2011 suggested
the site to receive nearly 90 million unique visitors monthly, and Alexa.com rank-
ings (a popular metric of Web site traffic) places WebMD as one of top 150 Web
pages visited in the United States and one of the top 300 pages visited worldwide.
While not an entertainment medium per se, WebMD has since branched out to
include more edutainment-type information on their home page, including more
lighthearted fare such as the “High School Reunion Diet” and interactive health-
themed quizzes, games, and videos.

Video games have also been used to successfully teach health lessons. Simi-
lar to our discussion of video games in learning back in Chapter 6, designers have
attempted to use the interactive nature of video games in the hope of communicat-
ing health information in a more engaging and entertaining way—particularly to
children. Game designers and health communication researchers Debra Lieber-
man and Stephen Brown explain that the interactive, role-playing, and inherent
learning elements of video games can be used to communicate not only basic and
complex knowledge about diseases and health threats, but they can also be used to
encourage and offer social support as well as improve self-concepits. These cogni-
tive and affective influences are then thought to promote more healthy behavior
outcomes (usually a focus on diets, exercise regimens, and self-care and mainte-
nance) resulting in desired health outcomes. Research has generally supported
the notion that video games can be used effectively to teach health information,
and as result, there has been a sharp increase in funding to create such games for
everything from promoting healthy eating habits to managing diabetes (see MC
in Action: “Never Fear, Captain Novolin Is Here!™). There are even video games
focused on teaching middle-school children about the harsh realities of teen preg-
nancy and sexually transmitted diseases.

Meaningful Media Experiences

While not an overt pro-social benefit of media, we can return to our discussion of
meaningfulness from Chapter 12 to understand how media content can bring about
a reflective state in its audiences. Recall from that discussion that movies such as
Schindler’s List and The Boy in the Striped Pajamas can be thought of as promi-
nent examples of entertainment media designed for audiences to ponder rather
than find pleasure. In both movies, audiences are introduced to vivid portrayals
of the experiences of those detained, tortured, and often murdered in Nazi con-
centration camps during World War ll—using dramatic narratives, dynamic film
editing and perspectives, and almost deranged violent portrayals to communicate

to audiences the extent of the atrocities committed by Hitler’s forces. Of course,
not all reflective content has to be negative, and there are numerous examples of
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media designed to cheer us up or make us feel better—one of this author’s favor-
ites being The Red Balloon (Janus Films, 1956), a French short film that follows a
little boy and his discovery of a red balloon floating in the schoolyard that takes

on a life of its own.

MC IN ACTION

“MNEever Fear, Captain Novoun Is Here!”

Twelve-year-old Sarah Michoel tells Wired magazine that Captain Novolin
helps her know what foods she can eat and what foods she should avoid so she

doesn’t become ill because of elevated blood sugar. The game makes if quick fo
understand, whereas doctors jusf go on and on about what she should do.

According to the American Diabetes  to rescue a diabetic major who was kidnapped

Association (www.diabetes.org), nearly one in
every 400 children will develop some form of
diabetes. One of the more devastating forms of
the disease is called Type 1 diabetes—marked
by the body’s inability to produce its own insu-
lin {insulin is the main vehicle by which the
human body is able to convert food into the
energy needed to sustain life). Type 1 diabe-
tes is a particularly complicated disease when
diagnosed in children because, while surviv-
able, it requires constant monitoring and care.
For example, children must learn how to read
their own blood sugar levels and self-admin-
ister appropriate dosages of insulin shots, as
well as adhere to strict dietary restrictions
. . . all while living the normal, curious, cha-
otic, and developing life of a “normal™ child.

To help communicate the complexities of
diabetes to children, synthetic insulin manu-
facturer Novo Nordisk teamed up with video
game developer Raya Systems to create a video
game in which the main character was a super-
hero with the disease. From this partnership
came the November 1992 launch of Caprain
Newvolin, named after the synthetic insulin of
the same name. In the game, players are asked

by evil aliens—engaging in otherwise normal
superhero activity such as fighting the Cereal
Killer and Larry Licorice in pursuit of the evil
Blubberman. During gameplay, players have
to carefully monitor Captain Novolin's insu-
lin levels by helping him eat healthy foods,
avoid junk food, and even maich blood sugar
readings to appropriate dosages of insulin
injections—players are also presented with
diabetes information quizzes during game
play. Although the game itself features highly
dramatized and fictionalized portrayals of dia-
betes, research on the game’s effectiveness
showed it to be successful in helping children
talk about their disease with peers as well as
remember the many different steps involved in
managing it.

have remained a particularly popular and suc-
cessful method of teaching children how to
manage the disease, with several published
studies showing them to be an effective means
of communicating knowledge about the dis-
ease, adhering to the often complex treatment
regimens, and presenting actual health ben-
efits (DeShazo, Harris, & Pratt, 2010).

Thaa cnmplrre Wil mngnzhe interdiew wilh Samahk Michelle is available at: hlrp:;'fwww.wired.n:rm"wirﬂd,-"mhiurf].U-Ifl;.-":nmd.
himiBpgl
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People have begun to use communication technologies to create meaningful
entertainment experiences as well. Since late 2012, Internet users from around the
world have been invited to upload quick “hug videos™ to 2 Web page named The
Nicest Place on the Internet (hitp:/thenicestplaceontheinter.net, also see Chapter 7),
and several social media campaigns on Facebook and Twitter feature users upload-
ing and sharing inspirational messages, photos, and videos. January 2011 saw the
release of the social media-based movie Life in @ Day (National Geographic Films,
2011), a film produced by famed Hollywood director Ridley Scott that was created
by splicing together over 80,000 different YouTube videos all shot by social media
users on July 24, 2010. The film was designed to reflect on a single day in the his-
tory of humanity by essentially allowing us as humans to tell our own story and
was met with largely critical acclaim for providing audiences with what film critic
Helen (FHara called a “moving and insightful™ cinematic experience.

In fact, meaningful media experiences have even been reported with video
game play—a medium not traditionally known for presenting somber or serious
tones. Game designers have begun to realize that the interactive and immersive
nature of video games might make them even more capable of bringing about
feelings of meaningfulness than more traditional media for the same reasons that
they are feared to have stronger antisocial effects: by their nature, video gam-
ing requires the user’s constant attention and active engagement in the on-screen
action. Consider the Spec Ops: The Line example from earlier in this chapter (see
MC in Action: Walker and the White Phosphorous), and we see a situation where
the player not only has to consider the deadly consequences of chemical war-
fare but also has to cope with the fact that, at least in the virtual environment,
they themselves were responsible for the destruction brought on by the white
phosphorus mortar attack. Such internal contemplation, suggests game designer
and scholar lan Bogost, might be required for many people to truly process such
abstract consequences by making them more concrete (MC in Action: Gaming
and Guilt). In fact, emerging research suggests that while game play mechanics are
more integral for understanding the more hedonically rooted enjoyment reactions
to video games (called “pleasures of control™), mechanics of the interactive narra-
tives are more strongly related to the eudaimonically rooted appreciation reactions
to games (or “pleasures of cognition™). Indeed, many video game industry insid-
ers predict emotional games to become increasingly commonplace, leading noted
designer Jesse Schell to ask the audience of the 2013 Game Developers Conference
in San Francisco (which included one of the authors of this text), “Are we going to
have a Shakespeare of games? A game that was told so perfectly, and so well, that
200 years later people will insist we play it exactly as it was?” Judging from the
audience’s responses, the answer was less a debate as to whether or not Schell’s
vision was possible, and more an acknowledgement of a not-too-distant future of
mediated entertainment. After all, just as Shakespeare used ink and quill—the
technologies of his time—today’s storytellers use pixels and computer processors
to do the very same.
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MC IN ACTION

Gaming anp Guir

“What's relevant is that the level managed to make the player feel anything at all”

~Call of Duty game developer Mohammad Alvai, in an interview with Kokatu

For tans of Call of Duty: Modern Warfare 2,
one of the most infamous levels in the game
involved the player assuming the role of an
undercover agent for a Russian terrorist cell.
On the surface, such a role-play is common-
place among action and warfare games. The
twist came in the form of the “No Russians”
mission in which the player-as-undercover-
terrorists burst into an airport full of inno-
centeivilians, before gunning them down as
part of the mission objective.

Almost immediately after the pame's
release, players took to the Internet to dis-
cuss the “No Russians™ mission—many as
upset about the game's portrayal of terror-
ism as they were about their own actions
during the level. After all, the player is not
required to shoot any civilians in order to
progress through the game . . . so why did so
many players (a) fire on seemingly innocent
civilians and (b) feel guilty afterwards?

Although not equipped to answer the first
question, University of Buffalo media psy-
chologist Matthew Grizzard and colleagues
from Michigan State University found that
committing violent atrocities in video games
can actually spark feelings of guilt rather

than enjoyment among video gamers. In a
2014 study in which his research team had
players engage a firsi-person shooter as
either United Mations soldiers {assumed to
be on the side of good) or terrorists (assumed
to be on the side of bad), his team found that
players randomly assigned to the role of a
terrorist experienced higher self-reported
teelings of guilt (measured in terms of regret
and being sorry for and disliking their in-
game actions). Perhaps most importantly,
however, is that those increased feelings of
guilt also led players to be more sensitive
towards moral issues related to care and fair-
ness. Grizzard interpreted this data to sug-
gest that not only do players feel guilty when
they commit digital violence, but that com-
mitting these violent acts can actually make
them more morally sensitive as a result. In a
nutshell, it is possible that being bad in video
games might actually be good for us!

Have yvou ever done something in a video
game that made you feel guilty afterwards?
Share your experiences with our Facebook
group  at  htips:www facebook com/
groups/234255823447372 or via Twilter,
using the #MediadsTools hashtag.

Abmi’s complele inferview wilh Eoksfu con be mod of b boloke.com 52312357
the-designer-ofcalkofdutynerussion-massacrewanted youlo-eelsomething
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The Future of Mediated Communication

Communication technologies continue to advance at an alarming pace. By that same notion, many tech-
nologies that are “can’t miss” end up missing. For example, if this book had been published seven or
eight years ago, discussion of the hot social network site would have likely focused on Myspace, with
a limited (if any) discussion of Facebook. When Rupert Murdoch and News Corp bought Myspace in
2005, the price tag was $580 million. When it was sold to a group led by Justin Timberlake in 2011, the
price tag had dropped to around $35 million. In less than six years, we saw a "hot new medium” sell
for about 6 percent of its peak value! This cautionary tale of investing in communication technology
also highlights one of the major points of this book: focusing on people and relevant characteristics of
technology, rather than focusing solely on the “hot™ new specific applications of a channel, will allow
you to think about not only what we have currently, but will position you to respond to newer technolo-
gies as they come along. Channels change, but people and their goals largely do not. Google Glass is one
technology that was mentioned as “coming” in the previous edition of this book. Since that time, it has
already pretty much came and went.

So what does the future of mediated communication hold? If we could accurately predict this on a
specific level, we would go out and invent the new Facebook and then retire on the revenues of that proj-
ect without even updating a second edition of this textbook. We joke of course, but generally speaking,
we have some ideas about what the future of MC will look like, and here we both summarize the major
points of this book as well as make those predictions about the future.

From a functional perspective, we may assume that any communication technology that allows
us to accomplish our goals “better” than previous technologies is more likely to take off. As we have
discussed throughout this book, people want information, they want to build and manage relationships,
they want to persuade others and sometimes be persuaded, and they want to be entertained. Thus, a
technology that allows people to do any of these more quickly or more efficiently seems to have a better
chance of becoming popular.

In terms of information, MC provides the possibility for a great increase in the amount of infor-
mation that people can create, share, and consume. This has chanped the gatekeeping role that media
used to provide and has shifted the focus away from professional gatekeepers vetting information before
publishing it and onto consumers of that information, in a sort of “buyer, beware™ aspect. This allows
the possibility for more and more complete information to exist about topics, but only if users are willing
and able to contribute to the general pool of information available online. Thus, as the sheer amount of
information continues to increase, it becomes essential for people to increase their media/information
literacy.

MC can also be a powerful tool for relationships. Although many popular perspectives seem to
suggest that relationships managed online are somehow weaker than or not as real as those managed
face-to-face, we believe that the evidence paints a different picture. People can and do utilize various
technologies to have very fulfilling and rewarding relationships, sometimes at a level higher than those
that can occur face-to-face. For example, the ability to overcome space and time constraints means
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that people can communicate with each other more frequently and in more places, allowing for
relationships to build more. In this way, relationships seem to be more about the effort put into
managing them and the experience that one has within them that predicts the quality, rather than
simply the channels used.

When thinking about the persuasive capabilities of MC, we can see how a classic under-
standing of persuasion in terms of message involvement might be even more important when we
consider the interactive nature of new media technologies, as well as the wealth of information
available to the average consumer (when considering advertising) or voter (when considering the
election process). Advertisers and campaign managers now need to compete with a wealth of
alternative information sources as well as other distractions in order to persuade today’s media-
savvy audience effectively. At the same time, social media users are sharing more and more
of their personal information with advertisers—knowingly and unknowingly—which provides
these organizations with enough detail to specifically target users with a nearly constant barrage
of highly personalized sales pitches.

Finally, MC has provided vast increases for the consumption of entertainment, both in terms
of content and mobility. Current technologies have given us the chance to consume almost any
entertainment we want to (whether legally or illegally) and to do so on demand. This break from
the characteristics of traditional mass communication has also provided users a greater possibil-
ity to become creators of content, rather than only being consumers. We can also look to enter-
tainment as more than just a fun experience but also as one that has true meaning for the audience
members—Iletting us feel both happy and sad and allowing us to better understand ourselves.

(Given the notion of convergence, we also wonder if technologies that allow us to do some
or all of these things might become even more popular—if we look at Facebook, for example,
the platform has evolved somewhat from being just a social network of relationships into a place
for reading the day’s headlines (information), being targeted by advertisements and special inter-
est groups {persuasion), and a space for listening to music, watching videos, and even playing
embedded video games (entertainment). Such convergence is likely a major reason for the plat-
form’s continued success, as the constant ability for re-invention allows it to maintain continued
usage and adoption. For health and campaign messages, this might be a good thing; for personal
privacy concerns, we now see a debate as to how much information should and should not be
available to those wishing to persuade us.

One final note for considering the future of MC: not all goals that people have are things
we would consider “good.” In fact, the same characteristics of MC can be used for both good
and bad purposes. For example, anonymity can be used as a great thing as it allows somebody
to search for health information about something they might feel embarrassed about. However,
anonymity is not so good when it is used by a group of people to cyber-bully someone, using their
computer to mask their identity while intentionally hurting another person without consequence.
In this way, it is important to understand that MC channels themselves are not inherently good
or bad, but they do facilitate in helping people to accomplish their goals, be they good or bad.
Technology allows people to be more human, yet it does not guarantee that people will be
more humane. We hope, after reading this book, you realize that because YOU are in charge of
the Internet and the use of MC technologies, you also realize that YOU are ultimately in charge
of how good or bad the Internet becomes. We hope that you accept that responsibility and use
that power wisely.

Perhaps President Barack Obama said it best at his keynote speech delivered at South by
Southwest 2016 {which one of the current authors was able to attend while another had to stay in
the hotel room like an unlucky loser):
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“We are at a moment in history where technology, globaliza-
tion, our economy, is changing so fast . . . Those changes offer
us enormous opportunities, but also are very disruptive and unset-
ting. They empower individuals to do things they could’ve never

dreamed of before, but they also empower folks who are very
dangerous to spread dangerous messages.”

The full keynote conversation can be watched here: https:/wwwyoutube com/watch?v=wisZiolpdl. We
would strongly encourage all readers to watch this video—perhaps in reflection of the lessons learned
in our book—and reflect on the powerful role that mediated communication has, does, and will continue

to play in society.
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80-20 rule/Pareto principle A principle borrowed from economics that suggesis that a major-
ity BO percent of capital tends to be controlled by a minority 20 percent of elite stakeholders.
Pareto principle distributions have been widely applied to understand how land and wealth are
distributed in several countries, as well as how Internet traffic can be understood.

Accuracy A dimension of critical thinking concerned with how correct information is.

Ad Council A nonprofit group that essentially founded social marketing, encouraging 1.5, citizens
to purchase war bonds during World War Il and do other activities to help the war effort.

Advocacy newspapers Publications, either online or offline, that intentionally and openly adopt a
subjective or editorial approach to journalism. Advocacy newspapers tend to actively align their
editorial coverage in support or opposition of social 1ssues.

Affective learning The feelings associated with the learning process.

Age authenticator Programs, usually used by Web pages, that attempt to verify the age of a user
before allowing access. Some programs require the user to create an online profile that they can
use from one Web page to the next to determine their identity.

Analog A storage medium that uses a physical device to store information for retrieval
Appreciation An entertainment media effect characterized by eudaimonic reactions to content.

ARPAnet The Advanced Research Projects Agency Network, this system of networked computers
was started in 1969 with funding and oversight from the U.S. military. The network was designed
to allow researchers to share data quickly and confidentially across large spaces.

Asynchronous (communication) Communication that does not happen in “real time"—that is,
communication that often takes place with some time delay. E-mail is a good example of an asyn-
chronous communication channel.

Attention Focusing on a stimulus.

Aundience-centered process Making sure to consider your receivers’ goals, attitudes, knowledge,
and so on when attempting to influence them through communication.

Aungmented sociality Using technologies to access information from digital and social media pro-
grams, and working that information into face-to-face conversations.

Autotelic process A process or activity that is intrinsically motivated, having no external reward
associated with its completion.

Avatar In video games, the on-screen character that represents the player’s space in the video
game. Mario and Sonic would be considered avatars, as well as any character that the player cre-
ated themselves.
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Bandwidth For a given data signal, the capacity and rate at which it can transmit digital informa-
tion. The amount of capacity a channel has to carry a signal/information.

Base-rate Information concerning the typical incidence with which an event takes place in the
social world.

Behavioral intentions Expressed desire to modify a behavior in the future.

Big 6 A six-stage model of information literacy designed by scholars to aid in the problem-
solving process.

Big data A term that refers to the large quantities of information organizations can retrieve from
Internet users regarding their usage patterns and preferences. The increasing focus on the elec-
tronic amalgamation of enormous amounts of consumer data in order to target consumers.

Binary code The language of computing technology; this is the storing of information in electrical
circuits using a series of "1” and “0” commands to represent “on™ or “off”

Breadth A dimension of critical thinking concerned with the overall coverage of the complexities
of a given topic of discussion.

Bucket brigades A type of social network in which one person communicates or interacts with
only one other person in a linear fashion, passing information from one to one.

Burning In communication technology, creating data images on a physical storage device for later
playback.

Channel What a source uses to send a message through.

Chronemics Using a sense of time, such as response latency or pausing during a conversation, to
communicate nonverbally.

Citizen journalism/citizen journalist An individual, usually an amateur, who reports on the
events and stories around them using some sort of communication technology.

Clarity A dimension of critical thinking concerned with the vagueness of information; less vague
information is usually considered more credible than more vague information.

Click-through rate A measure of the effectiveness of an online ad based on the number of hits
it receives.

Code-switching A process by which a person switches their attention quickly from one task
to another.

Cognitive dissonance A mismatch between one’s beliefs and one’s actions.
Cognitive learning The act of storing and understanding new information.

Communication Decency Act (CDA) Passed as part of the Telecommunications Act of 1996, CDA
was one of the first attempts by the U.S. Congress to regulate obscene content—in particular,
pornography—on the Internet.
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Communication There are many definitions of communication. McCroskey and Richmond (1996)
defined it as the process by which we stimulate meaning in the minds of others using both verbal
and nonverbal messages.

Comstock Act Passed on March 3, 1873, this Act made it illegal to send “obscene, lewd, and/or
lascivious™ content through the U.S. Postal Service. It was actually passed as an amendment to
the original Post Office Act.

Consequence(s) A component of news that refers to the impact of a particular event on individuals
or society.

Conservative In the context of politics and news, a conservative publication would be more
likely to feature editorials and stories that support traditional social attitudes and values; the
“status quo.”

Content analysis A research method that attempts to quantify, or count, the presence of a given
variable of interest.

Context collapse A situation, common to social networking sites, in which information created for
a specific audience is shared with multiple audiences at the same time.

Cool media Those media that can be used without active engagement and attention.

Crowdsourcing Using larger groups of people—usually through social media technologies—in
order to gather information on a given topic.

Cultivation hypothesis The notion that through continual exposure we begin to believe that the
social world has the same attributes and tendencies as that which we perceive in media.

Cyborgs Short for cybernetic organisms; refers to the fact that people utilize technology to “extend”
themselves.

Dating Web sites Web pages that are specifically designed to help users form and sustain romantic
connections with other users.

Decentralized organization A company or organization in which there is no one main leader,
president, or operating officer. Rather, the organization's leadership is broken up in several differ-
ent parts of the organization itself.

Decoding A sort of reverse process to encoding; turning symbaols back into meaning.

Depth A dimension of critical thinking concerned with the level of detail given to a current topic
of discussion.

Diffusion (of innovation) A process by which inventions are adopted for use throughout society.
These diffusion processes often follow a very predictable pattern of slow initial growth, followed
by rapid adoption, and followed by another slower growth period.

Digital A storage medium that encodes information in binary code to be decoded upon request by
a computer processor.

Digital Age An age of mass media characterized by using digital methods for message creation and
transmission.
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Digital divide An observation that there is a gap in technology access based on demographic and
socipeconomic variables, creating digital “haves™ and “have nots.”

Digital natives Individuals born into a technological age who are experts at using and adapting to
technology for a variety of end goals, including a preference for communicating through techno-
logical devices.

Digitization Converting information into binary code to be decoded upon request by a computer
Processor.

Displacement hypothesis A theory that suggests that time spent using entertainment media might
take away from our time spent with other people. The notion that time spent engaging in one
activity necessarily results in less time spent engaging in other activities.

E-mail A form of electronic communication in which users can send each other private messages
to digital mailboxes, similar to sending a letter through a traditional mail service.

Economic divide One dimension of the digital divide concerned with financial barriers to technol-
ogy access, such as the ability to purchase a computer.

Edutainment A combination of education and entertainment, this notion refers to using entertain-
ment content to teach different academic or social lessons.

Egocentrism A logical fallacy in which individuals tend to process information in terms of their
own viewpoints rather than reading the information on its own merits.

Elaboration likelihood model A model of human perception that states that we take in information
in two separate ways: central, or factual arguments, and peripheral, or secondary stimuli.

Electromagnetic spectrum In telecommunications, the available range of frequencies—such as
radio television waves—that can be used to transmit information.

Embedded journalist Reporters who report on events by placing themselves in the actual event,
such as a war correspondent traveling with a military division to report as part of the action.

Emoticons Using combinations of keyboard symbols to represent facial expressions.
Empathy The ability to understand and share the feelings of others.

Empowerment divide One dimension of the digital divide concerned with understanding how to
use technology to achieve specific goals.

Encoding A process of choosing the symbols to use to attempt to get a meaning across to another
person; turning meaning into symbols.

Enjoyment An entertainment media effect characterized by hedonic reactions to content.
Ephemerality (ephemera) The concept of objects being transitory, or existing only briefly.
Equivocality Information that has more than one potential meaning or interpretation.
Ethos A core set of values used to extrapolate the details of a program.

Eudaimonic/endaimonia A “pleasure of the mind” usually characterized by deliberation and
insightfulness.
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Exemplars Single observations that people make, and subsequently use to draw assumptions about
people, places, and things they observe later.

Expectancy violation A situation in which our assumptions about anticipations of another’s
thoughts, actions, or behavior are not met.

Experimental design A form of scientific research that attempts to isolate the effect of one variable
on another by manipulating one variable and measuring changes in the other variable as a result
of these manipulations.

Exponential carves A term describing a pattern of technology adoption where the number of peo-
ple using the technology suddenly spikes at a given historic moment.

Extended learning Educational endeavors (such as classes or workshops) that attempt to provide
training to individuals across physical and temporal boundaries, similar to the concept of distrib-
uted learning.

Extended parallel process model A model of persuasion common in social marketing that sug-
gests that fear can be a motivating factor to behavior change, especially when people feel they can
do the behavior and it will work.

Face validity In research, this is the degree to which a measured variable represents the concept it
is supposed to measure.

Fairness A dimension of critical thinking concerned with the objectivity given to different view-
points regarding a given topic of discussion. Related to the news, discussing the elements of a
story or events in such a way as that it is free from discrimination.

Fatalist/fatalism An individual who believes that they have little influence over their surroundings.

Fear appeals A campaign strategy that attempits to get people to change their behaviors by instill-
ing fear regarding the behavior in guestion.

Federal Communications Commission (FCC) In the United States, the federal office responsible
for regulating communications technology, in particular wireless and broadcast systems, to make
sure these channels are used in the public interest.

Feedback Messages sent back to a source about the original message sent.

Functional approach The basic approach that this book takes to technology. It suggests that technol-
ogy is best understood through the basic communication functions it helps people to accomplish.

Gatekeeper An individual such as a newspaper editor or television producer who is responsible for
the selection of ditferent stories over others.

Geo-positioning software Software programs that use satellite relay to determine the position of a
person, place, or object on Earth.

Goldilocks effect A phenomenon that explains how having too few or too many friends or contacts
can result in others making negative judgments about the social attractiveness of a SNS user.

Gossip Information related to ongoing events or stories, or the people involved in those stories, that
has been neither confirmed nor rejected as accurate.
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Handbills Short announcements or advertisements, typically printed on a single sheet, handed out
in public areas.

Haptic communication Sending meaning through the use of nonverbal cues associated with touch.
Hedonic/hedonism A “pleasure of the flesh™ usually characterized by immediate positive feelings.
Heuristics Cognitive shortcuts that we use to process information very quickly.

Heuristic systematic model A similar model to ELM, but one that argues we are more likely to use
peripheral information if we cannot or do not want to expend energy on processing a message.

Homophily The extent to which two people (or two things) are similar to one another.
Hot media Those media that require our active engagement and attention in order to be used.

Human interest A component of news that refers to how a story might speak to the greater human
experience.

Hyperpersonal relationships Relationships that develop online more than they would FtF.

Impression management The act of disclosing and concealing personal information in order to
control the impressions that others form of you.

Indusirial Revolution A period of time in the United States—generally the late 19* and early 20" cen-
tury—when the country’s economy shifted from a focus on agriculture to a focus on manufacturing,
As part of this shift, many people began leaving smaller farming communities and migrating to larger
urban spaces where factories were located.

Information literacy The ability of an individual to apply critical thinking skills to properly evalu-
ate information.

Integrated marketing communication Using as many media channels as possible to promote
a product.

Interactivity Having control of both the form and content of a media message. The degree to which
a user can influence the form and content of on-screen content.

Internet As a common noun, a network of networks; as a proper noun, the global network of net-
works. It is a communication tool that 15 used for a variety of purposes.

Internet service providers Companies that control and manage access to the Internet by selling
subscribers the necessary equipment and services.

Interpersonal communication Communication between a small number of people {usually, two
individuals) who share some sort of relationship.

Inverted pyramid sivle A style of newswriting that presents the most important elements of a
story in the first paragraph and adds more specific details in subsequent paragraphs.

Jacksonian Democracy A political belief that recognized the democratic authority of everyday
citizens; a contrast with aristocratic politics of the early 19" century that focused primarily on
issues dealing with the privileged class.
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Jury theorem A mathematical proof that suggests that the probability of any group of individuals
making a correct decision is based on the ability of the individuals within that group.

Learning management systems Computer programs that are often integrated with academic
courses that allow for basic communication and instruction features to be delivered via the Inter-
net. Systems often include online reading and lecture materials, as well as discussion boards and
message systems to encourage student and teacher communication.

Liberal In the context of politics and news, a liberal publication would be more likely to feature
editorials and stories that support emerging social attitudes and values.

Logic A dimension of critical thinking concerned with the internal consistency of the arguments
being made during a given topic of discussion.

Marketplace of ideas A philosophy that suggests that ideas should be treated like free enterprise
economic goods in that individuals should be able to read any number of ideas and decide for
themselves those ideas that are useful and those that are not.

Mass communication Communication from a singular and impersonal source to a large and anon-
ymous audience.

Masspersonal communication Patrick O'Sullivan’s idea that technology makes the division
between mass and interpersonal communication blurry, and thus we should look for more useful
distinctions in communication.

Matthew effect In education, a process by which children who have early advantages—from
greater reading and writing skills, to greater access to resources at home—tend to improve
academically at faster rates than children without these advantages.

Mean world effect A phenomenon by which individuals who watch a lot of crime and violence on
television feel as if the real world is a violent and dangerous place; part of Gerbner’s cultivation
hypothesis.

Media effect Something that happens as a result of using media. Effects can usually be understood
as being cognitive {influencing our thoughts), affective (influencing our feelings), or behavioral
{influencing our behaviors).

Media richness theory A theory in MC research that suggests that communication channels can
be understood in terms of the number of social cues they provide the user, and there is an optimal
matching of communication goal and communication channel based on which cues are desired.

Mediated communication Communication that relies on a technology channel in order to send a
message between two entities.

Media watchdogs People and organizations, usually volunteers or concerned individuals without
any legal authority, who tend to carefully monitor media content for the presence of antisocial
content and share their concerns through public channels.

Message The actual symbols used in an attempt to share meaning.

Miller test Also called the three-pronged test of obscenity, a LS. Supreme Court test to determine
whether or not content—usually sexual content—is considered pornography. The test is impor-
tant because pornographic content is subject to different laws than regular media content.
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Modeling The process of learning a behavior by observing others.

Moderating variables In stanistics, a moderating variable is one that influences the association
between a cause and an effect. For media effects, moderating variables change the nature of how
media content influences individuals who consume it

Moore's law From computer science, a prediction that advances in technology allow for more and
more digital information to be stored in smaller spaces.

Mortality salience The perception that one’s behaviors may lead to death.
Motivation The perception of positive or negative outcomes that will follow a behavior.

Motor reproduction The ability of someone to reproduce a behavior they have observed
and retained.

Multimodal learning Incorporating several different learning styles (i.e., visual learners, textual
learners, etc.) into a single lesson plan or activity.

Multitasking A process by which a person tries to complete several different tasks at one time,
usually resulting in poor overall performance from splitting one’s attention to sub-optimal levels
for each individual task.

MNarbs Short for narrative bits; a term coined by Wake Forest University communication professor
Ananda Mitra that refers to “an item of personal information posted online, particularly as it con-
tributes, often unwittingly, to a personal narrative that individual is creating online.”

Narrowcasting Transmitting information to smaller, less anonymous, and more well-defined
audiences.

Netizen A notion that suggests all Internet users should consider themselves as residents of the
Internet who are responsible for how the technology operates.

Networked Individualism A “social operating system™ that suppests people operate and
interact more as individuals connected to various groups rather than embedded members
of groups.

MNews hole The space that is left for content once the advertising has been placed.

Node In social networking, it is the basic unit of analysis—usually any given person in a larger
network of people.

MNoise Something that impedes successful transmission of a message. This can be literal noise, but
can be other things as well.

Normative theory/normative theorist Theories that offer suggestions or explanations as how a
particular phenomenon ought to be.

Objectivity Related to the news, presenting a story or event in an impartial and unbiased manner.
Objective news stories usually focus more on the facts and figures of a story or event, rather than
the opinions of the person(s) delivering the news.

Opaque technologies Technologies that are still noticed during their use.
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Opinion leaders People who influence others through word of mouth.

Para-social relationship A relationship that media viewers and users often form with on-screen
characters that mirrors an authentic friendship or in-person relationship, but exists ( by definition)
only in the mind of the viewer or user.

Parasocial contact hypothesis A theory that explains that we can have contact with individuals

from other cultures by seeing them portrayed in different media products, and this contact can
influence how we understand a different culture.

Parkour/parkour gaming A type of video game play common to sandbox video games in which
players walk around and travel in the virtual space of the video game without focusing on
in-game goals and challenges.

Patently offensive Something that would be considered as being obvious; in this case, obviously
offensive.

Penny press A term referring to cheap, mass-produced newspapers of the late 19" century that
made their profits from ad sales rather than sales of the paper itself. Early newspapers that were
printed during the late 19" and early 20 centuries that contained popular news and opinion
articles and often cost only one penny. The penny press is considered the earliest form of the
modern newspaper.

Plasticity The ability of the body, and the brain, to adapt and change.

Postel’s law In communication technology, it suggests that a computing system should take a
conservative approach in how it transmits data (being sure that it is standardized) but a liberal
approach in how data are received (allowing any form of data so long as their meaning can be
interpreted). This approach is often applied to management and organization, suggesting manag-
ers should be clear in their own instructions to others, but allow for a variety of different bits of
information from those they manage.

Precision A dimension of critical thinking concerned with how specific information is.

Procrastination principle In social media computing, the notion that one should allow users to
decide ways to correct broken aspects of a technology rather than imposing rules or regulations
for dealing with errors. Such an approach is thought to allow for more innovative solutions.

Prominence A component of news that refers to how well-known the individuals in an event are.
Proximity A component of news that refers to how close an event is to its audience.

Prurient Media content that has or encourages excessive interest in sexual matters, such as
pornography.

Quiz show scandal An event that took place during the 1950s, where advertisers were rigging
popular quiz shows so that attractive contestants would be associated with their products.

Rape myth A belief that most rape accusations are false and that victims are at least partly respon-
sible for their rape, often suggesting the victim to have been overly sexual or otherwise inviting
the sexual act.

Reach The number of people exposed to an advertisement.
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Receiver The target of a message; whose mind the source wants to stimulate meaning in.

Red herring A logical fallacy that employs extraneous or irrelevant information to an argument as
an attempt to distract from the central issue of discussion.

Reinvention The degree to which an innovation is changed or modified by a user in the process of
adoption and implementation.

Relevance A dimension of critical thinking concerned with information being related to the current
topic of discussion.

Replacement hypothesis The notion that as new media are introduced they replace the time we
spent with older media.

Retention Placing information in our memory for future use.
Salience Whether or not a particular thought or belief is on one’s mind.

Sandbox/sandbox video games A type of video game that allows players to progress through dif-
ferent points in the game environment in a nonlinear fashion and allows players to solve in-game
challenges in a number of different ways.

Scaffolding Tools that are used to bolster recall and manage relationships.

Seript A cognitive shorteut that we rely on to understand how a sequence of events takes place in
a given circumstance.

Self-efficacy Our beliefs in our ability to do something.

Serious games A specific category of video games that usually aims to teach a particular educa-
tional or social lesson.

Simulation A virtual environment that is meant to replicate an actual environment or situation.

Smartphone A cellular phone with computer-like functionality, such as a Web browser, internal
data processor, and hard drive for data storage.

Social capital Economic value that comes from the information that we get from the people
we know.

Social information processing theory A theory positing that humans use information to reduce
uncertainty in order to forge relationships, and that the medium they use can subsequently impact
how those relationships form. But they can and do form.

Social interactions Conversations between people central to the human communication process.

Social marketers Advertising and marketing professionals who use new media technologies, spe-
cifically social media, to attempt to influence audiences.

Social marketing The concept that behaviors can be promoted in the same ways as products
and services.

Social media Communication technologies that allow users to create public profiles in order to con-
nect and share content with other users, usually in a public fashion.
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Social network sites (SNS) Internet-based computer programs that allow users to create profiles
and share information with other users.

Social presence When using communication technology, a feeling that one is engaging another
person in a nonmediated way.

Social shaping of technology A perspective that suggests that technology and society shape
each other.

Source credibility Perceptions of the source of a bit of information as being a believable one.
Source The person/place/thing from which communication originates.

Sponsored links A type of advertising in which companies pay search engines to list their products
or services first when certain key words are used in searches.

Spurious In statistics, a relationship between two variables that does not actually exist in real life,
but appears to be because of an unidentified common variable.

Subjectivity Related to the news, presenting a story or event in a partial and biased manner. Sub-
jective news stories usually focus more on the opinions a person(s) has{have) of a story or event,
rather than facts and figures.

Task demand The amount of an individual’s attention required by a given media channel for it to
be used properly.

TCPF/IFP Transmission Control Protocol/Internet Protocol; this is a common method of format-
ting and sending data around the Internet. It is not a single protocol but rather represents a
series of common protocols that standardize the way data are handled from all computers on a
given internet.

Technological determinism A perspective that suggests that technology drives society and culture.

Telephone tree A type of social network in which one person is responsible for contacting a set
number of people who in turn contact a set number of people “below™ them.

Telepresence When using communication technology, a feeling that one is interacting in a medi-
ated environment without consciously thinking about this mediation.

Television markets A designated metropolitan area in which network television may broadcast.

Terror management theory A theory suggesting that the induction of fear of death can lead to
compliance with health messapes.

Theory of media niche A theory of media that suggests that media channels rarely disappear but
instead are repurposed to fit the evolving needs of audience members.

Theory of planned behavior A model similar to the theory of reasoned action, but with the added
argument that self-efficacy moderates the process.

Theory of reasoned action A model of persuasion that offers that messages influence attitudes
and subjective norms, which influence behavioral intentions, which then may or may not lead to
behavior change.
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Timing A component of news that refers to when a particular event happened.

Transparent technologies Technologies that have become so integrated, or seamless, into one’s
use that they are no longer noticed or recognized. An example of one for most people is the use
of verbal language.

Trust your neighbor principle In social media computing, this notion suggests that we must trust
the other users of the network to behave in the same ways as we do. Such a notion is key to the
concept of netizenship.

Two-way symmetrical public relations An emerging perspective in public relations proposed by
Dozier, Grunig, and Grunig that emphasizes the audience’s role in actively discussing rather
than passively receiving persuasive messages. In particular, this model requires organizations to
engage in dialogue with their publics rather than simply distributing information to them.

Unique selling proposition A technique used by advertisers in which one characteristic of a prod-
uct is promoted in order to distinguish it from other essentially identical products.

Usability divide One dimension of the digital divide concerned with educational barriers to tech-
nology access, such as the ability to operate a computer.

User-generated content Online content, both private and public, that is created by (usually) ama-
teur media users, often without commercial influence. Sharing personal photos to Facebook or
writing blog posts could both be considered forms of user-generated content.

Uses and gratifications theory An approach to the study of communication media that focuses on
what people do with media, rather than what media does to peaple.

Vicarious experience The notion that humans can experience the world through observing others
rather than through direct experience.

Virtual reality Technologies that simulate physical presence in virtual spaces.
Voveuristic/voyveurism Watching intimate events between people from a distance.

Web 1.0 A term that refers to the earliest functions of the Internet as being a space for posting
information, referred to colloquially as “read and retrieve.”

Web 2.0 A term that reflects changes to a more collaborative Internet, referred to colloguially as
“create and collaborate.”

Web 3.0 A term that refers to the manner in which networked technologies can be programmed to
analyze large trends in the massive amounts of data provided by their users, referred to collogui-
ally as “the semantic Web.”

You The most important thing for this book; used this way it refers to the idea that users are
in charge of open systems like the Internet and thus have the freedom and responsibility for
their success.
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