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	LEARNING OBJECTIVES
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	· Describe what mass media is and the various forms it takes.

· Describe the functions of the mass media, according to the functionalist view.

· Explain narcotizing dysfunction, according to the functionalist view of the mass media.

· Summarize how conflict theorists view the mass media as reflecting and exacerbating divisions in our society and world.

· List and summarize the three problems that feminists believe arise from media coverage.

· Identify examples of ways in which the media shape our day-to-day social behavior, according to the interactionist theory.

· Compare and contrast the functional, conflict, interactionist, and feminist views of the mass media.

· Summarize the various aspects of an audience from both microlevel and macrolevel views.

· Describe the global nature of the media and their effects on society.

· Analyze the pros and cons of creating social policy that regulates the right to privacy.

	
	· Updated chapter-opening excerpt from new edition of Alone Together: Why We Expect More From Technology and Less From Each Other. 
· Social Policy and the Media section focuses on censorship and misinformation in social media.

· Pokémon discussion added to section on Dominant Ideology.

· Denial of cell phone ownership by women added to the Feminist Perspective section.

· Updated information to Apps for Global Refugees box.

· Updated table “Celebrity Status, as measured by number of global Google searches.”

· Updated figures “Branding the Globe” and “Who Uses Social Media?”

· Chapter-opening photo highlighting the international reach of U.S. media.
· Photo of Donald Trump tweet, with discussion of his use of Twitter for presidential communications.
· Discussion of dissemination of false reports by political parties and governments.
· Enhanced discussion of online stereotyping.
· Discussion of facial recognition software and its interactionist implications.
· Enhanced discussion of influencers, with Key Term treatment.
· Expanded discussion of audience targeting in election campaigns.

	
	
	


	
	CHAPTER SUMMARY


Media can be divided into mass media and social media. Mass media embrace print and electronic means of communication that carry messages to widespread audiences. Social media refer to the websites and online applications that enable people to create and share content or to participate in social networking. 

The functionalist view of the media emphasizes their role in reaffirming proper behavior by depicting what happens to people who act in ways that violate social expectations. The media are capable of conferring status on people, organizations, and public issues. In addition to their functions, the media can be dysfunctional. They promote consumption, even helping some societies reach the level of hyperconsumerism, in which a population buys more than it needs or even wants. The narcotizing dysfunction refers to the phenomenon whereby the media provide such massive amounts of information that the audience becomes numb and generally fails to act on the information. 

The conflict view is that the media reflect many of the divisions within society and the world, including those based on gender, race, ethnicity, and social class. The media serve to reinforce dominant views and to justify the position of the powerful. Gatekeeping refers to the idea that media material must travel through a series of checkpoints (or “gates”) before it reaches the public. The conflict view suggests that the gatekeeping process reflects a desire to maximize profits and that the content that makes it through the gates does not reflect the diversity of the audience.

With new technologies, media monitoring—the monitoring of media content by interest groups—now includes monitoring of individuals’ media usage and choices without their knowledge, raising concerns about the invasion of people’s privacy. 

Ironically, the spread of mass media and social media, both of which make the sharing of information easier and faster, has been accompanied by increased censorship. From a sociological point of view, the complex issues of censorship can be considered to be an illustration of culture lag, a period of maladjustment when the nonmaterial culture is still struggling to adapt to new material conditions. As usual, the material culture (technology) is changing faster than the nonmaterial culture (norms for controlling the use of technology). 

The term dominant ideology refers to the set of cultural beliefs and practices that helps to maintain powerful social, economic, and political interests. The media transmit images that essentially define what we regard as the real world. Mass media decision makers are overwhelmingly white, male, and wealthy. Media content may create false images or stereotypes of other groups, which become accepted as accurate portrayals of reality. Queer theorists have long studied the stigmatization of gays and lesbians in the media. U.S. media have a dominant reach into the rest of the world, though foreign media productions have also become more and more successful in the U.S. market. The development of hyper-local media is a recent counter trend, aided by the growth of online media. Advances in communications technology, however, are not evenly distributed. The digital divide is the relative lack of access to the latest technologies among the citizens of developing countries, as well as among low-income groups, racial and ethnic minorities, and rural residents in countries such as the United States.
Feminists continue the argument advanced by conflict theorists that the mass media stereotype and misrepresent social reality. The media provide a powerful influence on how we look at men and women. Feminists suggest that women are underrepresented and traditionally portrayed as oversexualized, shallow, and less skilled than men. Although feminists tend to be very supportive of freedom of expression, porn remains a troubling issue because it presents women as sex objects and seems to make viewing women that way acceptable. New technologies have the potential for giving women greater media representation. However, in rural areas of some countries, ownership or access to cell phones is discouraged or prohibited. 
Interactionists like to view mass media in the context of social capital, which is the collective benefit of social networks. The development of online social networks is of particular interest, as they offer us near constant connectivity with others. They have been shown to promote consumption, develop new friendship networks, and help in philanthropy. They also allow coordination among extremists and terrorists.
The media can target certain groups by identifying and segmenting the audience. An opinion leader is someone who, through day-to-day personal contacts and communication, influences the opinions and decisions of others. The online world has given rise to influencers. An influencer is a social media user who has established credibility in a specific industry, such as fashion or electronics or toys. Increasingly, the media are marketing themselves to a particular audience—segmenting populations through targeted advertising. The advent of false news stories or fictitious events by the mass media is manipulating the audience.
The global reach of the media has indeed begun to create a global village in terms of communication. Consumer goods are vigorously marketed worldwide, and national boundaries are crossed effortlessly with a mere keystroke. Even though media and technology saturation is powerful in much of the world, many developing countries still lack widespread access to the internet or even personal televisions.
	
	LECTURE OUTLINE


Introduction

•
Excerpt from Alone Together: Why We Expect More from Technology and Less from Each Other by Sherry Turkle.
I.    Sociological Perspectives on the Media
A.
Functionalist Perspective
•
The media entertain us, socialize us, enforce social norms, confer status, and promote consumption.
•
A dysfunction of the media is that, over time, too much information is disseminated, and viewers become desensitized. The media essentially act as a narcotic.
1.
Agent of Socialization
•
The media increase social cohesion by presenting a standardized view of culture. Example: Robert Park’s study of newspapers and immigrants
•
The broadcasting of media events can bring people together.
•
Many worry about the media’s socialization function, particularly their impact on adolescents; some simply blame the media for anything that goes wrong in society. But the media can also have positive effects on young people.
2.
Enforcer of Social Norms
•
Media reaffirm proper behavior by showing what happens to people who violate societal expectations. Example: Criminals are captured and thrown in jail on the popular program CSI. 

•
The media also play a critical role in human sexuality. 
•
Media confer status on people, organizations, and public issues (see Table 6-1).
3.
Promotion of Consumption
•
Postmodern societies are characterized by hyperconsumerism, which refers to the practice of buying more than we want or need.
•
Advertising has become more and more prominently embedded in the media. 
•
Media advertising has clear functions: supporting the economy, providing information about products, and underwriting media costs. In some cases, it also becomes part of the entertainment.
•
Media advertising contributes to a consumer culture that creates “needs” and raises unrealistic expectations of what is required to be happy, and advertisers can influence media content.
4.
Dysfunction: The Narcotizing Effect
•
Paul Lazarsfeld and Robert Merton created the term narcotizing dysfunction, which refers to the media providing such massive amounts of information that the audience becomes numb. Example: Coverage of natural disasters may create viewer fatigue and desensitize viewers to the actual suffering.

B.
Conflict Perspective
•
The conflict perspective emphasizes that the media reflect and may exacerbate the many divisions of society and the world including those based on gender, race, ethnicity, and social class. 

1.
Gatekeeping
•
Media constitute a form of big business in which profits are more important than the quality of the programming.
•
A small number of people control what eventually reaches the audience through gatekeeping.
•
In many countries, the government plays a gatekeeping role.
•
Gatekeeping is less powerful on the internet, as users are able to view and send almost any kind of web page or message they wish. Yet, many governments try to control political dissent by restricting access to certain aspects of online activity.
2.
Media Monitoring
•
In the past, media monitoring referred to the monitoring of media content by interest groups. With new technologies, it now includes monitoring of individuals’ media usage and choices without their knowledge. 
•
Critics are concerned about the invasion of people’s privacy. Example: The federal government has been criticized for authorizing wiretaps of U.S. citizens’ telephone conversations without judicial approval.
3.
Dominant Ideology: Constructing Reality
•
Conflict theorists argue that mass media serve to maintain the privileges of certain groups. 
•
Dominant ideology is a set of cultural beliefs and practices that helps maintain powerful social, economic, and political interests. 
•
Media transmit images that define what we regard as reality. 
•
Decision makers are overwhelmingly white, male, and wealthy.
•
Media tend to ignore the lives of some groups and help to create stereotypes through portrayal of false images. Example: underrepresentation of minorities
•
TV distorts the political process. Candidates with the most money are able to buy exposure and saturate airwaves with messages attacking their opponents.

4.
Dominant Ideology: Whose Culture? 
•
Globalization projects the U.S. media into the rest of the world. Todd Gitlin notes American popular culture is something that “people love, and love to hate.” 
•
Many popular U.S. television shows originated in other countries. Examples: Survivor; Who Wants to be a Millionaire?
•
Unlike motion pictures, television is moving away from U.S. domination and is more likely to be locally produced.
•
A related trend is the growth of hyper-local media, which refers to reporting that is highly local.

•
In 2005, UNESCO passed a measure to combat cultural homogenization and protect threatened cultures, especially in developing nations. The United States continues to oppose UNESCO plans.
5.
The Digital Divide
•
Advances in communications technology are unequally distributed, with low-income groups, racial and ethnic minorities, rural residents, and citizens of developing nations significantly trailing the privileged. Example: Pokémon GO smartphone game.
•
The digital divide is most evident in developing countries, though some countries, like Rwanda, are working hard to try to remedy the gap.
C.
Feminist Perspective
•
Media influence how we look at men and women, communicating unrealistic, stereotypical, and limiting images.
•
Feminists see several major problems with popular media: Women are often depicted as shallow or obsessed with beauty and are more likely than men to be presented unclothed, in danger, or even physically victimized. 
•
Pornography is a continuing issue of debate; feminists tend to support freedom of expression, but porn is particularly bad about portraying women as sex objects.
•
There are fundamental differences in the way the internet is used by men and women. 

•
Digital divide that exists between genders in some countries. 

D.
Interactionist Perspective

1.   Social Capital

•
From this perspective, the media are examined on the microlevel to see how media shape day-to-day social behavior. 
•
Researchers talk about mass media in the context of social capital—the collective benefit of social networks, which are built on reciprocal trust. The internet generally, and social media in particular, offers us almost constant connectivity with others.



2.   Social Networks
•
Online social networks have become a new way of promoting consumption.
•
The internet has facilitated new forms of communication and social interaction. 
•
One troubling issue is that the internet may be used as a platform for extremists and pornographers.
•
The internet has given people greater control over what they see and hear. Legal scholar Cass Sunstein refers to this as egocasting. The downside of this may be a less tolerant society, as people reduce their exposure to other people and different ideas.
•
There are disparities in usage of the internet in the United States (see Figure 6-2).



3.   Facial Recognition Software

•
Facial recognition software, which links a person’s image to their name, is often heralded as a great step forward. 

•
Facial recognition and other AI technologies learn their skills by analyzing vast amounts of digital image data, typically without people being aware and often without consent. 

•
Currently, there are no federal regulations on the use of facial recognition software for commercial or government use. The majority of Americans trust law enforcement to use facial recognition responsibly, but the public is less trusting of advertisers and technology companies.
II. The Audience

A.
Who Is in the Audience?
•
The audience can be a primary group or a secondary group and can be examined from the microlevel or macrolevel. 

B.
The Segmented Audience
•
Increasingly, the media are marketing themselves to particular audiences. To some degree, this is driven by advertisers who want to maximize appeal to specific market segments. Thus, content is geared toward special interests. 

•
Marketing research can be extremely precise. Specialized targeting of audiences has led some to question the “mass” in mass media.
C.
Audience Behavior
•
An opinion leader is someone who, through day-to-day personal contacts and communication, influences the opinions and decisions of others.
•
Lazarsfeld et al. pioneered a study of opinion leaders in research on voting behavior in the 1940s. They found opinion leaders encouraged relatives, friends, and coworkers to think positively about a particular candidate or situation. 
•
Audiences are not necessarily passive recipients of media messages.
III.
The Media’s Global Reach
•
The mass media have created a global village, as predicted by Canadian linguist Marshall McLuhan nearly 60 years ago, although not all countries are equally connected. 
•
Because of the way the media permeate all aspects of everyday life, sociologist Todd Gitlin considers it more a global torrent than a global village. Consumer goods are marketed worldwide, which contribute to brand loyalty. Examples: Nike, Coca-Cola.
•
Media use can take on added importance in combating infectious diseases. Example: During the coronavirus pandemic, several countries used telecom data and downloaded apps to track the spread of COVID-19 once people infected with the disease were identified. Information such as at this proved vital in concentrating malaria and COVID-19 control efforts.
•
The internet has facilitated all forms of communication. New concerns come to the fore, especially regarding the right to privacy.
IV.
(Box) Social Policy and the Media: Censorship
•
Should the internet be a free and open exchange of information as well as ideas?
•
Who determines what gets censored? Example: GoDaddy, Google, Cloudfare all canceled hosting services for a neo-Nazi and white supremacist sponsor.  
A.
Looking at the Issue
•
The spread of mass media and social media has been accompanied by an increase in censorship.
•
Chinese government employs about 2 million people to censor the internet and monitor online activities of its citizens.
•
As of 2016, two-thirds of all internet users lived in countries where criticism of the government, military, or ruling family were subject to censorship.
B.
Applying Sociology
•
Censorship is an illustration of cultural lag––a period of maladjustment when the nonmaterial culture is struggling to adapt to new material conditions.
•
Functionalists take a positive view of the internet because it facilitates communication.
•
Conflict theorists have concerns about those with power exercising control over what people can say and read.
•
Interactionists consider how mass media and social media serve to influence everyday behavior.
C.
Initiating Policy
•
One possible use of censorship relates to cyberbullying. A 2015 study found that about 16% of high school students were bullied electronically that year.
•
A Congressional bill, the Global Online Freedom Act, has been introduced almost every year since 2006. It focuses on preventing U.S. digital companies from going along with foreign governments’ efforts to restrict internet access. 
•
Another challenge is online terrorist threats or advocacy of harmful acts or ideas associated with terrorists.
•
Part of the reason so much attention is given to the digital divide is that most people believe everyone should have access to everything.
	
	KEY TERMS


Culture lag  A period of maladjustment when the nonmaterial culture is still struggling to adapt to new material conditions.

Digital divide  The relative lack of access to the latest technologies among low-income groups, racial and ethnic minorities, rural residents, and the citizens of developing countries.

Dominant ideology  A set of cultural beliefs and practices that helps to maintain powerful social, economic, and political interests.

Gatekeeping  The process by which a relatively small number of people in the media industry control what material eventually reaches the audience.

Hyperconsumerism  The practice of buying more than we need or want, and often more than we can afford; a preoccupation of postmodern consumers.

Hyper-local media  Reporting that is highly local and typically internet-based.

Influencer  A social media user who has established credibility in a specific industry, such as fashion or electronics or toys. 

Mass media  Print and electronic means of communication that carry messages to widespread audiences.

Narcotizing dysfunction  The phenomenon in which the media provide such massive amounts of coverage that the audience becomes numb and fails to act on the information, regardless of how compelling the issue.

Opinion leader  Someone who influences the opinions and decisions of others through day-to-day personal contact and communication.
Social capital  The collective benefit of social networks, which are built on reciprocal trust.

   Social media  Websites and online applications that enable people to create and share content or to participate in social networking. 

   Stereotype  An unreliable generalization about all members of a group that does not recognize individual differences within the group. 
	
	ESSAY QUESTIONS


1.    Discuss what you believe to be some of the implications of the pervasiveness of media in our lives. 

2.    Describe how the functionalist perspective considers the role of media in society. 

3.    Discuss the media as agents of socialization.

4.    Discuss the media as enforcers of social norms.

5.    Discuss how the media can help promote consumption of goods.

6.    Explain how the mass media confer status on people, organizations, and public issues.

7.    Based on your own experiences, explore the links between media advertising and consumerism. 

8.    Discuss the narcotizing effect of the mass media.

9.    What is gatekeeping, and what is its role in the media?

10. What are some examples of governments acting as gatekeepers to the internet?

11. What are some possible consequences of media monitoring?

12. Discuss the relationship between the dominant ideology and the construction of reality.

13. Give examples of how television content reinforces stereotypes.

14. How have websites and blogs influenced hyper-local media?

15. Describe the current state of U.S. media saturation worldwide and how that relationship may be changing.

16. Discuss the problems that feminists believe arise from media portrayal of women.
17. Discuss the approach to the mass media taken by interactionists.

18. In what ways has the internet facilitated new forms of social interaction?

19. Explain what is meant by a segmented audience. 

20. What is an opinion leader?

21. In what ways have the internet and social media allowed audiences to become active?

22. Discuss the main concerns surrounding online media growth and the right to privacy.
23. How has the growth of worldwide media differed in its effect on communication in developed and developing countries?
24. Explain the digital divide and the consequences of it for those with less access.

25. What are the two technological advances that will allow the media to have an even further global reach?

	
	CRITICAL THINKING QUESTIONS


1.    Discuss televising executions of convicted criminals from a functionalist perspective. Why would you, or why would you not, believe it to reaffirm proper behavior in a society?

2.    Discuss how media reporting in the aftermath of the 9/11 terrorist attacks helped to confer status on police officers and firefighters within the United States. Give examples to support your answer. 

3.    Describe how regulating pornography on the internet could be considered gatekeeping. Are there any positive effects of not regulating internet transmissions?

4.    Describe how politicians or celebrities have used symbols or staged photo-ops to convey self-serving definitions of social reality. Give examples to support your answer.

5.    Discuss how parents who regulate the quantity and quality of the television show their children watch could be viewed as both protecting and inhibiting their children.
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