COMT 460: Global Media Paper Assignment

This paper requires you to analyze a media text or media organization of your choosing, using as your analytical tools key concepts from the “global media” unit of the course.

Media text/media organization
Because this unit is about media texts and organizations that cross national or cultural borders in any of a number of ways, you will select a text or organization that does precisely that. 

You may analyze any of the following:

- a media text that is imported or exported across national borders

- a media text that is created by/for/about members of a non-native co-culture (that is, a cultural group living in a place other than its own “homeland” or in a place where the official language is not that of the group); this may include “migrant media” texts or “ethnic media” texts
- a media text that is “glocalized”

- a transnational media corporation (in which case you will focus on the practices or products of the organization outside of its “home” country)

- a corporation that produces and/or distributes “migrant media” texts or “ethnic media” texts

You may not analyze Desperate Housewives, Who Wants to Be a Millionaire?, or the Olympics, as these texts/organizations were analyzed at length in our readings.
Content 
The key concepts covered in this unit were globalization (as a set of business practices) and media/cultural imperialism (as a set of theoretical claims). Therefore, in this paper, your primary focus must be on these areas.
I strongly suggest that the analysis of your chosen media text/organization rest primarily on the explanations of media imperialism offered by Herb Schiller (as discussed in the Morley, Barker, and/or Strelitz readings, and, to a lesser extent, in the Davis and/or Gitlin readings) and the various challenges to Schiller’s claims as discussed, in various ways, by these five authors and/or every other author whose readings were part of this unit. The Gershon reading will also prove helpful, as it looks in detail at the business (political economic) practices of TNMCs.
In other words, while you have a wide variety of specific issues you may choose to focus on—as evidenced by the many topics listed on the following pages—I expect that the “big picture” purpose of your paper will be some sort of exploration of the ways in which your chosen text or organization reflects aspects/evidence of media imperialism and the ways in which it does not. 

Please observe the following guidelines:

- target length: 6 pages

- do not put extra spaces between paragraphs

- limit margins to 1 inch on all sides

- cite sources from readings (not from my lectures)

- when introducing concepts, quote or paraphrase definitions from readings (and cite sources)
Key concepts covered in Unit III (“Global Media”)
David Morley: “Globalization and Cultural Imperialism Reconsidered” (in Media & Cultural Theory); Larry Strelitz: “Global Media/Local Meanings (in Race, Gender, Media); Chris Barker (pp. 330-346 of Cultural Studies: Theory & Practice)

- cultural imperialism/media imperialism: definitions, claims

- “modernization” as Westernization

- Americanization and American (cultural) empire

- political empire and media/cultural empire: similarities and differences

- the political economy of media/cultural imperialism

- Western media products as promoters of Western values/economics

- electronic invasion of local cultures and lifestyles

- challenges to Schiller’s MI claims: active-audience explains more than magic-bullet; flow and counter-flow; cultural protectionism; glocalization

- challenges to Schiller (ctd.): audiences draw on own cultural/ethnic identity when viewing non-local texts; encoding/decoding explanation

- challenges to Schiller (ctd.): negotiated readings: people re-imagine their own lives when confronted with new (liberatory) non-local texts (a negotiated reading rather than a straight dominant reading)

James Lull: “The Push and Pull of Global Culture” (in Media and Cultural Theory text)

- push and pull of culture

- US-style individualism

- hyper-commercialization

- link between media and individualism

Anne Cooper-Chen: “The World of Television” (in Global Entertainment Media)

- TV as most accessible, pervasive of a culture’s windows

- TV as centerpiece of entertainment lives

- entertainment as holding attention AND something sold to us

- entertainment as multi-national phenomenon (global export)

- entertainment products as vehicles for export of cultural values

Alice Hall, Todd Anten, and Idil Cakim: “Perceived Typicality…” (in Intercultural Communication: A Text with Readings)

- perceived typicality (as conveyed by exported/imported cultural texts)

- media-dependency theory: media shape expectations about a culture

Making media global, glocal, and/or transnational

(French, Rohter, Georgiou, Robins/Aksoy, Cooper-Chen, Moretti, Wilk)
- ways media texts can be global/transnational: exports, glocalizations, migrant media (all of the above, although with varying emphases)
- glocalization of Housewives (Larry Rohter: “How Do You Say ‘Desperate’ in Spanish?” in New York Times)

- glocalization of Millionaire (Anne Cooper-Chen: “A World of Millionaires” in Global Entertainment Media)
- U&G theory as explanation for worldwide success of Millionaire export (Cooper-Chen)

- “cultural continents”: cultural and media-content similarities and differences across continents; reasons why (Cooper-Chen)

- downloading/translating in China of US TV shows ( texts as (perceived) models for history, culture, relationships, attitudes (Howard French: “Chinese Tech Buffs…” in New York Times)
- media as business forces that transform sport and/or other events (Anthony Moretti: “The Olympics” in Global Entertainment Media)
- Olympic media coverage as site of clashes of ideologies (profit vs. culture; planning vs. spontaneity; internationalism vs. nationalism) (Moretti)
- power of media to change cultural perceptions of time (Richard Wilk: “Television, Time, and the National Imaginary)

- migrant media as connections to ethnic identity; links for members of diaspora (Georgiou: “Consuming Ethnic Media…” in Race, Gender, Media)

- migrant media as conduits of consumer culture from homeland to exile; migrant media as liberatory (Kevin Robins & Asu Aksoy: “Thinking Experiences” in Media & Cultural Theory)

Richard Gershon: “The Transnationals” (in Global Entertainment Media)
- transnational corporations, transnational media corporations

- rise of media giants in US and worldwide

- political economy of media

- horizontal and vertical integration; synergy, cross-promotion

- economies of scale; minimal expense of translation

- criticisms of TNMCs and their rebuttals (monolithic, ubiquitous)
- role of foreign direct investment

- power of brands

- principle of cultural proximity

Keith Negus: “Rethinking Creative Production…” (in Media & Cultural Theory)

- culture industry vs. creative industries

- artists vs. symbol creators

- art as product of editing (choices)
Aeron Davis: “Placing Promotional Culture” (in Media & Cultural Theory)

- promotional culture: definition, costs, criticisms

- media texts as consumer products

- media texts as creators of brands and brand images

- promotional professions and their influences on fashion, politics, values, ideas

Ted Madger: “International Agreements” (in Media & Cultural Theory)

- interplay of (and tensions between) cultural imperialism, cultural protectionism, and regulation

Todd Gitlin: “Under the Sign of Mickey Mouse & Co.” (in Media Unlimited)
- US media texts: is “imperialism” (supply-side argument) enough of an explanation

- the demand side

- US popular culture as global lingua franca

- the co-existence of a “global semi-culture”: a “limited-liability connection”

- explanations for global appeal of US texts


- US as multi-cultural to begin with


- US culture as unabashedly populist


- US culture as drawing on other cultural traditions/texts (and producers)

- Westerns: individualist hero challenging the system

- Action movies: the quest for feeling in desensitized world

- Cartoons: the universal appeal of being a child

- US texts’ transgeneric appeal: celebration of excess, transgression, happy endings, comfort, convenience
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