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UNIT 1: EARLY AUDIENCE THEORIES; USES AND
GRATIFICATION APPROACH
Unit Structure
1.1 Learning Objectives
1.2 Introduction
1.3 Hypodermic Needle Theory
1.4 Cultivation Theory
1.5 Two-step flow theory
1.6 Uses and Gratification Model
1.7 Check your Progress

1.1 LEARNING OBJECTIVES
After completion of this unit you would able to understand;
 Different audience theory
 Hypodermic needle theory
 Cultivation theory
 Two step flow of theory
 Use of gratification model

1.2 INTRODUCTION
The audience is one of the most important components of mass communication or
several kind of media communication. They are the receiver of the messages created
by the media. The audience of the mass media like newspaper, radio, television, and
websites are generally heterogeneous in nature. There are differences in age, gender,
location, educational level among the members of the mass audience which is
naturally a large group of people. However, the media content is produced keeping in
mind the interest, nature and behaviour of the audience as they are the direct or
indirect sources of revenue for the media organisation. Though there are elite and
specialised audience and also the audience that loves to interact, the dominant
majority in a society is the mass audience. Herbert Blummer (1939) was first to
define ‘mass’ which was distinct from other social formation like group, crowd or
public. In the early days of mass media, the ‘mass audience’ captured mostly the
characteristics of the viewers of cinema or the listeners of radio. They are considered
to be average people and represents various segments of the society. The relation
between the sender or media persons generating the messages to send through various
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media and the receiver or the audience who are consuming the media message has,
until recently, been considered as impersonal. The audience was considered to be
mostly passive. According to McQuail, they “lacked self-awareness and self-identity
and was incapable of acting together in an organised way to secure objectives.” So it
was easier for the sender of the messages, mostly professional communicators, to
manipulate the media content. The early theories of the audience were based mainly
on these characteristics of passivity and inactiveness of the mass audience. They
concentrated on what effects media have on the audiences. It was considered that the
audience did not use their brain and consumed the media content sitting in the couch
munching potato chips. The audience believed in whatever messages they received.

1.3 HYPODERMIC NEEDLE THEORY
The view that the media has the ability to mesmerize, influence and even control its
audiences has its roots firmly in the early 20th century. Then new communication
technology in the form of moving pictures, the gramophone and radio expanded the
mass media previously occupied by newspapers.
It might be argued that the First World War was also the first war fought using the
media. During a period when public opinion became crucial, the media was used to
drum up morale and support, and Britain even established a Ministry of Information
to produce the necessary propaganda. The Russians, Germans, Italians and Spaniards
deployed similar methods of mass persuasion.
In the intervening years between the two World Wars (1918-1939) this ability of their
leaders to seemingly “brainwash” citizens using the media was explained using the
“hypodermic needle” (sometimes known as the “magic bullet”) model. This model
was very much rooted in the dominant notion of behaviourism, most famously
represented by Pavlov’s experiment where a dog was trained to salivate at the ring of
a bell.
In the hypodermic needle model, the concept of conditioning was applied to the mass
audience who were seen as passive recipients of whatever message that was injected
(or shot) by the media, and who can be manipulated to react in a predictable,
unthinking and conditioned manner. In this model, the media is seen as powerful and
able to inject ideas into an audience who are seen as weak and passive.
The hypodermic needle was proposed by Harold Lasswell in the 1920s. Also known
as the ‘Magic bullet theory’, it explains how the audience is directly affected by what
they view and hear. It is said to affect the audience/viewer immediately or in the near
future.
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It suggests that a media text can ‘inject’ or 'fire' ideas, values and attitudes into a
passive audience, who might then act upon them. This theory also suggests that a
media text has only one message which the audience must pick up. This theory
suggests that the audience is powerless towards resisting the impact of the message
which, in some cases, could be dangerous.
This appeared to be the case in Nazi Germany in the 1930s, leading up to the second
World War. Powerful German films, such as Triumph of the Will (Riefenstahl,
Germany, 1935), seemed to use propaganda methods to ‘inject’ ideas promoting the
Nazi cause into the German audience.
In 1957, an American theorist, Vane Packard, who was working in advertising, wrote
an influential book called The Hidden Persuaders. This book suggested that
advertisers were able to manipulate audiences and persuade them to buy things they
may not want to buy. This suggested advertisers had power over audiences. In fact,
this has since proved to be an unreliable model, as modern audiences are too
sophisticated.
This theory stems from a fear of the mass media, and gives the media much more
power than it can ever have in a democracy. Also, it ignores the obvious fact that not
everyone in an audience behaves in the same way.
The classic case study cited to support this view is the famous radio broadcast of The
War of the Worlds by Orson Welles on Halloween of 1938. In this episode of a radio
drama series aired by Columbia Broadcasting System (CBS), the programme was
“interrupted” by an urgent announcement of a Martian invasion in progress. The
realistic portrayal of the story had purportedly sparked widespread panic throughout
the country and was taken as further proof that the media had the power to control
audiences. However, the lack of empirical studies led some scholars to question this
model, which was based on many assumptions unsupported by research. Using the
example of The War of the Worlds critics pointed out that there was no actual
empirical data on how widespread the panic was and suggested that the newspapers
that reported it could be exaggerating.

1.4 CULTIVATION THEORY
This theory also treats the audience as passive. It suggests that repeated exposure to
the same message – such as an advertisement – will have an effect on the audience’s
attitudes and values. A similar idea is known as desensitisation, which suggests that
long-term exposure to violent media makes the audience less likely to be shocked by
the violence. Being less shocked by the violence, the audience may then be more
likely to behave violently.
Odisha State Open University, Sambalpur
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Cultivation theory (aka cultivation hypothesis, cultivation analysis) was a theory
composed originally by G. Gerbner and later expanded upon by Gerbner & Gross
(1976 – Living with television: The violence profile. Journal of Communication, 26,
76.), they began research in the mid-1960s endeavouring to study media effects,
specifically whether watching television influences the audiences idea and perception
of everyday life and if so, how. Cultivation theory states that high-frequency viewers
of television are more susceptible to media messages and the belief that they are real
and valid. Heavy viewers are exposed to more violence and therefore are affected by
the Mean World Syndrome, the belief that the world is a far worse and dangerous
place then it actually is.
Cultivation research is one that studies media effects (in my opinion one of the most
controversial areas of media research). Cultivation theorists speculate that television
viewing can have long-term effects that gradually affect the audience. Their primary
focus falls on the effects of viewing in the attitudes of the viewer as opposed to
created behaviour.
Heavy viewers of TV are thought to be ‘cultivating’ attitudes that seem to believe that
the world created by television is an accurate depiction of the real world. The theory
suggests that prolonged watching of television can tend to induce a certain paradigm
about violence in the world. Theorists break down the effects of cultivation into two
distinct levels: first order – is a general belief about our world and second-order –
which are specific attitudes, such as hatred or reverence for law and order,
paedophiles, etc.
The theory suggests that this cultivation of attitudes is based on attitudes already
present in our society and that the media take those attitudes which are already
present and represent them bundled in different packaging to their audiences. One of
the main tenets of the theory is that television and media cultivate the status quo, they
do not challenge it. Many times the viewer is unaware of the extent to which they
absorb media, many times viewing themselves as moderate viewers when, in fact,
they are heavy viewers.
The theory suggests that television and media possess a small but significant
influence on the attitudes and beliefs of society about society. Those who absorb
more media are those we are more influenced.
Theorists of this persuasion are best known for their study of television violence, a
hotly debated, and beaten to death topic. However, there are many studies that expand
beyond the study of violence to cover gender, demographics, cultural representations,
and political attitudes among many others.
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The delta between those considered to be light viewers and heavy viewers is called
the cultivation differential. This describes the extent to which an attitude on a
particular topic is shaped by exposure to television.
On a notable and oft-discussed piece of the theory is known as the “mean and scary
world syndrome” (or “mean world syndrome”). In a nutshell, heavy viewing of
television and the associated violence (think: ID Network, Law and Order, CSI,
NCIS, Bones, etc.) leads the viewer to believe that the world is a much more
dangerous place than it actually is, with a serial killer, rapist, or paedophile lurking
around every corner.
The criticism of this theory is that screen violence is not the same as real violence.
Many people have been exposed to screen murder and violence, but there is no
evidence at all that this has led audiences to be less shocked by real killings and
violence. Also, this theory treats the audience as passive, which is an outdated
concept.

1.5 TWO-STEP FLOW THEORY
Katz and Lazarsfeld assume a slightly more active audience. It suggests messages
from the media move in two distinct ways.
First, individuals who are opinion leaders, receive messages from the media and pass
on their own interpretations, in addition to the actual media content. The information
does not flow directly from the text into the minds of its audience but is filtered
through the opinion leaders, who then pass it on to a more passive audience.
The audience then mediates the information received directly from the media, with
the ideas and thoughts expressed by the opinion leaders. They are not being
influenced by a direct process, but by a two-step flow.
This theory appeared to reduce the power of the media, and some researchers
concluded that social factors were also important in the way in which audiences
interpret texts. This led to the idea of active audiences.
Towards the end of the Second World War, sociologist Paul Lazarfeld added to the
media effects research frame the social aspect of human agency. Rejecting the direct
influence of the hypodermic needle or magic bullet theory, he introduced an
intermediary between the sender of a message and the audience. This intermediary,
dubbed an “opinion leader”, was usually a person of influence with greater access to
information. They would be seen as an authority able to filter, interpret and explain
media messages. It is the credibility of the weatherman that persuades the individual
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to bring along an umbrella, rather than the factual data from the meteorological
department themselves. And it would be the community or religious leader
expounding on the messages released by politicians that actually hold sway over the
masses. The two-step flow of information paved the way for research into multi-step
models.
Another great example to explain the influence of opinion leaders is the world of
fashion. Magazines play an important role in showing the trends of the coming season
by passing on information from big fashion brands to a wider audience. The reader’s
knowledge of next season fashions and trends is filtered by the magazines. While this
describes a classic two-step flow of communication new technologies have changed
the role of the media.
Again in the example of fashion, the magazines provide the audience with a chance to
describe their likes and needs through participation in the discussion. Information is
flowing in many directions through different media channels and filtering through
new opinion leaders, such as fashion bloggers. Clicking through the Australian
fashion blog breakfast with Audrey and its links to other influential bloggers
demonstrates how connected they are. Such referencing of each other builds a strong
network of opinion leaders for the reader audience to follow.
Interlinking might also occur between different brands, magazines and other bloggers
which makes the process more complex and the flow of information more challenging
to follow, especially to understand in terms of influence and power. A single user can
be influenced by different sources or opinion leaders when following the trends of the
season. The shaping of the user’s opinion follows a more complex pattern and flow.

1.6 USES AND GRATIFICATION MODEL
This model stems from the idea that audiences are a complex mixture of individuals
who select media texts that best suits their needs – this goes back to Maslow’s
Hierarchy of Needs.
The users and gratifications model suggests that media audiences are active and make
active decisions about what they consume in relation to their social and cultural
setting and their needs.
This means that audiences choose to watch programmes that make them feel good
(gratifications), e.g. dramas and sitcoms, or that give them information that they can
use (uses), e.g. news or information about new products or the world about them.
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According to Blumler and Katz in 1974, ‘Media usage can be explained in that it
provides gratifications (meaning it satisfies needs) related to the satisfaction of social
and psychological needs’.
Blumler and Katz (1975) identified four main uses:
Surveillance – our need to know what is going on in the world. This relates to
Maslow’s need for security. By keeping up to date with news about local and
international events, we feel we have the knowledge to avoid or deal with dangers.
Personal relationships – our need for to interact with other people. This is provided
by forming virtual relationships with characters in soaps, films and all kinds of
drama, and other programmes and other media texts.
Personal identity – our need to define our identity and sense of self. Part of our sense
of self is informed by making judgements about all sorts of people and things. This is
also true of judgements we make about TV and film characters, and celebrities. Our
choice of music, the shows we watch, the stars we like can be an expression of our
identities. One aspect of this type of gratification is known as value reinforcement.
This is where we choose television programmes or newspapers that have similar
beliefs to those we hold.
Diversion – the need for escape, entertainment and relaxation. All types of television
programmes can be ‘used’ to wind down and offer diversion, as well as satisfying
some of the other needs at the same time.
A more radical shift in focus was to move away from what impact the media has on
audiences, towards investigating why or how audiences react to the media. Based on
the assumption that audiences are not passive or powerless but instead exercise
choice, researchers developed the uses and gratifications model. This explains the
process audiences employ when deciding their response to advertisements – do they
respond by shopping more, or do they ignore it? The uses and gratifications paradigm
views audiences as active seekers of media that best fulfills their needs, or that
reinforces their existing beliefs and interests. Using the earlier example, a person
looking for a new dress will actively look out for advertisements for sales on dresses,
and respond positively to them. A person with no desire for a new outfit will simply
ignore the same advertisements.
The earliest researcher in this area was Herta Herzog who, in 1944, identified
emotional needs, wishful thinking, and the desire to learn new things as some of the
reasons people turn to the media. Later researchers built on Herzog’s work by re-
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categorising and expanding this set of motivators. Branston & Stafford’s research
(2010, p.388) identified and summarised them into five groups:
Cognitive: audiences make use of the media to learn.
Affective: audiences seek out media content that satisfies their emotional needs.
Tension release: media provides a source of relaxation to audiences.
Personal integrative: audiences tune in to media content that helps them explore
issues related to the construction of their personal identity.
Social integrative: audiences seek out media content that explores issues of relevance
to their social identity.
Largely, the importance of this model is that it dismisses the idea of media acts as an
agent to change people’s opinions. What it does is reinforce the status quo, where the
media is satisfying the audience need and desires.

1.7 CHECK YOUR PROGRESS
1. What is hypodermic needle theory and its effect on audience?
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
2. Define cultivation theory?
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
3. Which theory represents the interpretations of opinion leaders?
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
4. Define Uses and gratification model?
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
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UNIT 2: RECEPTION STUDIES; THE CONCEPT OF ACTIVE
AUDIENCE
Unit Structure
2.1 Learning Objectives
2.2Introduction
2.3 Reception Theory
2.4 Encoding and Decoding Model
2.4.1 Application of the Model
2.4.2 The Critic of the Model
2.5 Audience Analysis
2.5.1 Depth of analysis
2.5.2 Specific application of audience analysis
2.6 Critic of Reception Studies
2.7 Active Audience
2.8 Check your Progress

2.1 LEARNING OBJECTIVES
After completion of this unit you will able to understand;


Reception Theory



Encoding and Decoding Model



Audience Analysis



Critique of Reception Studies

2.2 INTRODUCTION
During the 1980s and 1990s, there were efforts to research the audience and theories
around it came into existence. These theories were known as audience reception
theory or reception analysis. This practice was in vogue among the communication
and cultural studies experts. They had taken a ‘culturalist perspective’ and used
mainly qualitative or ethnographic methods to carry out their research. They explored
the active choices, uses and interpretations made of the media content by the media
consumers. It is known as a reception theory as the theorists tried to understand the
message the producers ‘encode’ and how the consumers receive them to ‘decode’ the
message.
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British sociologist Stuart Hall had first propagated this new model of mass
communication in an essay, “Encoding/Decoding”. Hall’s model highlighted the
importance of active interpretation within relevant codes. He argued that researchers
should focus on the analysis on the socio-political context in which a message is
being created or ‘encoded’ and consumed or ‘decoded’. The social context and the
every-day life should be considered to assess the media content’s production and
consumption. This was a departure from the earlier models of communication which
proposed that media had the ability to directly impact certain behaviour in a media
consumer or media had an agenda-setting role. Hall’s model was a challenge to the
earlier American-style effects research that was being conducted in some British
universities. He rejected the linear model of effects.

2.3 RECEPTION THEORY
Reception theory emphasizes the reader's reception of a literary text or media. This
approach to textual analysis focuses on the scope for negotiation and opposition on
the part of the audience. This means that a "text"—be it a book, movie, or other
creative work—is not simply passively accepted by the audience, but that the reader /
viewer interprets the meanings of the text based on their individual cultural
background and life experiences. In essence, the meaning of a text is not inherent
within the text itself, but is created within the relationship between the text and the
reader. A basic acceptance of the meaning of a specific text tends to occur when a
group of readers have a shared cultural background and interpret the text in similar
ways. It is likely that the less shared heritage a reader has with the artist, the less
he/she will be able to recognize the artist's intended meaning, and it follows that if
two readers have vastly different cultural and personal experiences, their reading of a
text will vary greatly.
Reception theory is a version of reader response literary theory that emphasizes each
particular reader's reception or interpretation in making meaning from a literary text.
Reception theory is generally referred to as audience reception in the analysis
of communications models. In literary studies, reception theory originated from the
work of Hans-Robert Jauss in the late 1960s, and the most influential work was
produced during the 1970s and early 1980s in Germany and the US (Fortier 132),
Odisha State Open University, Sambalpur
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with some notable work done in other Western European countries. A form of
reception theory has also been applied to the study of historiography.
Reception theory actually allows a tool to understand media texts by identifying how
these texts are read by audiences. Theorists who attempt to analyse media through
reception studies deal with the experience of the viewers or readers and how a
meaning is created through that experience. Many of them believe that media texts
has no inherent meaning in and of itself. Instead, meaning is attributed to the texts by
the spectators or the readers. The scholars argue that more than the textual, the
contextual factors are responsible for influencing the way a viewer would consume
the text.

2.4 ENCODING AND DECODING MODEL
The Encoding and Decoding model of communication was first floated by cultural
studies scholar Stuart Hall in 1973. His essay titled 'Encoding and Decoding in the
Television Discourse' provides a theoretical approach of how media messages are
produced, disseminated, and interpreted. Hall argued that the members of the
audience can take an active role in decoding messages as they would mostly depend
on their own social constructs, and might be capable of completely changing the
meaning of the messages themselves by collective actions.
In other words, encoding/decoding is the translation of a message that is easily
understood by the consumers. When one decodes the message, he tends to put a
meaning to the message in whatever way he desires. Decoding apparently can take
both verbal and non-verbal forms of communication. Body language, emotions or just
facial expressions can be considered to be decoding behavior and it can be done
without using any words. For instance, after watching the same programme on TV,
someone may smile and someone can get so angry that his face may become red. It
would depend on what meaning is being constructed of the TV programme. Here, the
same message is being communicated to different persons in different ways according
to the receiver’s understanding or interpretations.
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The audience can be large or just an individual, decoding a message is same. It is
basically the process of obtaining, absorbing, understanding and sometimes taking
help of the information that was provided throughout a verbal or non-verbal message.
For instance, an advertisement can have multiple levels of meaning and can be
decoded by different individuals in different ways. An image of a woman using a face
cream in an advertisement may entice someone to buy the product without thinking
much of the woman’s photograph being used in the advertisement. Someone may not
like the face of the woman and hence may not be interested in buying the product.
Someone may get irritated with the women are portrayed in the advertisement and be
critical of the product or its selling propositions.
The level of connotation of the visual sign, of its contextual reference and positioning
in different discursive fields of meaning and association, is the point where already
coded signs intersect with the deep semantic codes of a culture and take on additional
more active ideological dimensions (Hall, 1980).
Encoding:
The encoding of a message is nothing but the production of the message or the media
content. It is a system of coded meanings, and in order to create the meaning, the
sender of the message needs to understand how the world is seen by the audience.
In the process of encoding, the sender (i.e. encoder) may use verbal (e.g. words,
signs, images, and video) and non-verbal (e.g. body language, hand gestures, face
expressions of the actors in case of film or television programmes) symbols for which
he or she believes the receiver (that is, the decoder) will understand. The symbols can
be words and numbers, images, face expressions, signals and/or actions. It is very
important how a message will be encoded; it partially depends on the purpose of the
message.
Decoding:
The decoding of a message is the process how the audience is able to understand, and
interpret the message. It is a process of interpretation and translation of coded
information into a comprehensible form. The audience is trying to reconstruct the
idea by giving meanings to symbols and by interpreting the message as a whole.
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Effective communication is accomplished only when the message is received and
understood in the intended way. However, it is still possible for the message recipient
to understand a message in a completely different way from what the encoder was
trying to convey. This is when "distortions" or "misunderstanding" arise from "lack of
equivalence" between the two sides in communicative exchange.
In his essay, Hall compares two models of communication. The first, the traditional
model is criticized for its linearity – sender/message/receiver – and for its lack of
structured conception of various moments as a complex structure of relations. The
author proposes the idea that there is more to the process of communication and, thus,
advances a four-stage model of communication that takes into account the production,
circulation, use and reproduction of media messages.
In contrast to the traditional linear approach of the sender and receiver, he perceives
each of these steps as both autonomous and interdependent. Hall further explains that
the meanings and messages in the discursive "production" are organized through the
operation of codes within the rules of "language." "Each stage will affect the message
(or "product") being conveyed as a result of its 'discursive form' (e.g. practices,
instruments, relations)." Therefore, once the discourse is accomplished, it must be
translated into social practices in order to be completed and effective – "If no
'meaning' is taken, there can be no 'consumption'." Each of these steps helps defines
the one that follows, while remaining clearly distinct. Thus, even though each of these
moments (stages) are equally important to the process as a whole, they do not
completely ensure that the following moment will necessary happen. "Each can
constitute its own break or interruption of the 'passage of forms' on whose continuity
the flow of effective production (i.e. reproduction) depends."
Four stages are:
1. Production – This is where the encoding, the construction of a message
begins. Production process has its own "discursive" aspect, as it is also
framed by meanings and ideas; by drawing upon society's dominant
ideologies, the creator of the message is feeding off of society's beliefs, and
values. Numerous factors are involved in the production process. On one
hand "knowledge-in-use concerning the routines of production, technical
Odisha State Open University, Sambalpur
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skills, professional ideologies, institutional knowledge, definitions and
assumptions, assumptions about the audience" form the "production
structures of the television." On the other hand, "topics, treatments, agendas,
events, personnel, images of the audience, ‘definitions of the situation' from
other sources and other discursive formations" form the other part of wider
socio-cultural and political structure.
2. Circulation – How individuals perceive things: visual vs. written. How things
are circulated influences how audience members will receive the message and
put it to use. According to Philip Elliott the audience is both the "source" and
the "receiver" of the television message. For example, circulation and
reception of a media message are incorporated in the production process
through numerous "feedbacks." So circulation and perception, although not
identical, are certainly related to and involved into the production process.
3. Use (distribution or consumption) – For a message to be successfully
"realized", "the broadcasting structures must yield encoded messages in the
form of a meaningful discourse." This means that the message has to be
adopted as a meaningful discourse and it has to be meaningfully decoded.
However, the decoding/interpreting of a message requires active recipients.
4. Reproduction – This stage is directly after audience members have interpreted
a message in their own way based on their experiences and beliefs. The
decoded meanings are the ones with "an effect" (e.g. influence, instruct,
entertain) with "very complex perceptual, cognitive, emotional, ideological or
behavioral consequences." What is done with the message after it has been
interpreted is where this stage comes in. At this point, you will see whether
individuals take action after they have been exposed to a specific message.

Different Positions:
Hall argues that there are three positions that people may take upon decoding a
television message. He argues that it is not necessary that decoding must follow
encodings. A message may be encoded on television in a particular way. It does not
necessarily mean that it will be decoded in its intended format. According to Hall,
there can be multiple hypothetical positions for multiple interpretations of the same
Odisha State Open University, Sambalpur
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message. These positions are known as the dominant-hegemonic position, the
negotiated position, and the oppositional position.
i)

Dominant/hegemonic position
This code or position is one where the consumer takes the actual meaning
directly, and decodes it exactly the way it was encoded or intended to be
decoded. For instance, political and military elites primarily generated the
politics of Northern Ireland and the Chilean Coup. These elites created the
"hegemonic interpretations”. Because these ideas were hegemonic
interpretations, they became dominant. Hall demonstrates that if a viewer
of a newscast on such topics decoded the message "in terms of the
reference code in which it has been encoded" that the viewer would be
"operating inside the dominant code" Thus, the dominant code involves
taking the connotative meaning of a message in the exact way a sender
intended a message to be interpreted (decoded). Under this framework, the
consumer is located within the dominant point of view, and is fully
sharing the texts codes and accepts and reproduces the intended meaning.
Here, there is barely any misunderstanding because both the sender and
receiver have the same cultural biases. This means that the intended
message was created by the dominant class and that the recipient was also
a part of the dominant point of view.
A modern-day example of the dominant-hegemonic code is described by
communication scholar Garrett Castleberry in his article "Understanding
Stuart Hall's 'Encoding/Decoding' Through AMC's Breaking Bad".
Castleberry argues that there is a dominant-hegemonic "position held by
the entertainment industry that illegal drug side-effects cause less damage
than perceived". If this is the dominant code and television shows
like Breaking Bad support such perceptions, then they are operating within
the dominant code. Likewise, a viewer believing such perceptions will
also be operating within the dominant-hegemonic code since they are
encoding the message in the way it is intended.
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ii)

Negotiated position
Another hypothetical position is the negotiated position. This position is a
mixture of accepting and rejecting elements. Readers may acknowledge
the dominant message, but may not be willing to completely accept the
message the way the encoder intended. The reader of a certain extent,
shares the text's code and generally accepts the preferred meaning, but is
simultaneously resisting and modifying it in a way which reflects their
own experiences and interests.
Hall explains this when he states "decoding within the negotiated version
contains a mixture of adaptive and oppositional elements: it acknowledges
the legitimacy of the hegemonic definitions to make the grand
significations (abstract), while, at a more restricted, situational (situated)
level, it makes its own ground rules- it operates with exceptions to the
rule" (Hall 1980). Basically, this means that people understand the
dominant position, they generally believe the position, but they are in a
situation where they must make up their own separate rules to coexist with
the dominant position.
Hall provides an example involving an Industrial Relations Bill. In his
example, he shows how a factory worker may recognize and agree with
the dominant position that a wage freeze is beneficial. However, while the
worker may recognize that the wage freeze is needed, they may not be
willing to partake in a wage freeze since it will directly affect them rather
than others. His example demonstrates that people may negotiate a code to
work around their own beliefs and self-interests. This code is very much
based on context.

iii)

Oppositional Positions
Lastly, there is the oppositional position or code. Hall summarizes that a
viewer can understand the literal (denotative) and connotative meanings of
a message while decoding a message in a globally contrary way. This
means that a person recognizes that their meaning is not the dominant
meaning, or what was intended, but alters the message in their mind to fit
an "alternative framework of reference". Thus, readers' or viewer’s social

Odisha State Open University, Sambalpur

Page 16

situation has placed them in a directly oppositional relationship to the
dominant code, and although they understand the intended meaning they
do not share the text's code and end up rejecting it. Again, this code is
based very much on experiences. One's personal experiences will likely
influence them to take on the oppositional position when they encode
hegemonic positions. Highly political discourse emerges from these
oppositional codes as "events which are normally signified and decoded in
a negotiated way begin to be given an oppositional reading."

2.4.1 Application of the Model
This model has been adopted and applied by many media theorists since Hall
developed it. Hall's work has been central to the development of cultural studies
which challenged the mainstream media effects models, and continues today because
of the importance of decoding. It is important to look at cultural research because its
focus on daily experiences, looking at race, gender, class and sexuality and other
parameters help bring meaning to the world we live in today. Theorists such as Dick
Hebdige, David Morley, and Janice Radway have been heavily influenced by Hall,
and applied his theory to help develop their own:
Hebdige was a British cultural and critic scholar who studied under Hall at the
Birmingham School of Cultural Studies. His model builds from Hall's idea of
Subculture. He is most known for his influential book Subculture: The Meaning of
Style, where he argues that younger generations are challenging dominant ideologies
by developing distinct styles and practices that manifest their separate identity, and
subversions. His exploration of the punk subculture outlines the potential causes and
influences of the punk movement, especially for the youth. His extensive study on
subcultures and its resistance against mainstream society showed that the punk
subculture used commodification to differentiate them from, or become accepted by,
the mainstream.
David Morley is a sociologist who studies the sociology of the television audience.
Known for being a key researcher in conducting The Nationwide Project in the late
1970s, Morley took this popular news program that aired daily on BBC. It reported on
national news from London and the major events of the day, and was broadcast
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throughout
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encoding/decoding model of this news program. This study focused on the ways this
program addressed the audience and the ideological themes it presented. Morley then
took it a step further and conducted a qualitative research that included individuals
with varying social backgrounds. This was where Hall's research came into play. He
wanted to see how they would react to certain clips of the program based on Hall's
three decoding methods: dominant/hegemonic, negotiated, or oppositional.
Janice Radway, an American literary and cultural studies scholar, conducted a study
on women in terms of romance reading. In her book Reading the Romance: Women,
Patriarcy and Popular Literature, Radway studied a group of Midwestern women that
were fans of romance novels. She argued that this cultural activity functioned as
personal time for women that didn't typically have any personal time to
themselves. Although her work was not seen as scientific, and her study applied only
to a small group of women, she was interested in interpreting how women could
relate their everyday life to a fiction book. As a result, her study demonstrated that
these studies define culture in very broad terms, because in the end culture is made up
of the symbols of expression that society uses to make sense of everyday life.

2.4.2 The Critique of the Model
Hall's encoding/decoding model has left its proponents with three main problems to
solve. The first problem concerns polysemy. The three positions of decoding
proposed by Hall are based on the audience’s conscious awareness of the intended
meanings encoded into the text. In other words, these positions – agreement,
negotiation, opposition – are in relation to the intended meaning. However, polysemy
means some texts are fundamentally ambiguous and can be legitimately interpreted in
several ways which are different from each other. The audience’s perceived meanings
may not be intended by the producers. Therefore, ‘polysemy’ and ‘opposition’ should
be seen as two analytically distinct processes, although they do interconnect in the
overall reading process. The second problem relates to aesthetics. TV viewers may
take an aesthetically critical stance towards the text, commenting on the paradigmatic
and syntagmatic aspects of textual production. Underlying this is the viewers’
awareness of the ‘constructedness’ of the text, which is a different dimension from
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meaning making in the decoding process. The third problem addresses the positions
of encoding. Hall’s model does not differentiate the various positions media
producers may take in relation to the dominant ideology. Instead, it assumes that
encoding always takes place within a dominant-hegemonic position.
Ross (2011) suggests two ways to modify Hall's typology of the Encoding/Decoding
Model by expanding the original version. While presenting the modified typology,
Ross stresses that his suggested version doesn't imply to replace the original model
but rather to expand it and to let the model work in a new way. Further is the
explanation of one of the alternative models suggested by Ross (2011) which is a
more complex typology consisting of nine combinations of encoding and decoding
positions. The reasons why the original model needs to be revisited and the
alternative model description to follow.
In line with previous scholarship criticizing Hall's model, Ross (2011) and Morley
(2006) argue that the model has some unsolved problems. First, Morley mentions that
in the decoding stage there is a need to distinguish comprehension of the text and its
evaluation. Comprehension here refers to the reader's understanding of the text in the
basic sense and the sender's intention, and to possible reader’s interpretations of the
text (borrowed from Schroder (2000). Evaluation is how readers relate the text to the
ideological position (also borrowed from Schroder).
Second, Morley (2006) discusses the problem of understanding the concept of
‘oppositional reading'. There might be confusion between referring ‘oppositional
reading' to rejecting the preferred meaning (dominant ideology) and to disagreement
with the text. For example, imagine that an oppositional TV channel produced a news
story about some flaws in the ObamaCare. According to the original model, a reader
can fully share the text's code and accept its meaning, or reject it and bring an
alternative frame of it. In the first case nevertheless a reader fully agrees with the text,
s/he would be in opposition to the dominant ideology (we understand dominant
ideology here as promoting government initiatives), while in the second case by
disagreeing with the news story a reader would actually favor dominant ideology.
That leads to the final problem of the original model -- assuming that all the media
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encode texts within the dominant ideology and thus suggesting that media is
homogeneous in nature.
In order to address these problems, Ross (2011) suggests two steps in modifying the
original model. The first step is to distinguish between the graphical model and the
typology, which is different decoding positions (dominant-hegemonic, negotiated,
and oppositional). The second step is to divide the model into two versions, an
ideology version and a text-related version.
The main addition to both new typologies of Hall's model is adding two types of
encoding meanings, which are a Negotiated position and an Oppositional position. As
the original model makes all media institutions encode messages in the dominanthegemonic manner, Ross takes a step further and ‘allow' media institutions to encode
texts according to the oppositional or negotiated framework. Thus, media texts in
both Hall's versions can be dominant-hegemonic (Hall's assumed mode), partly
critical or radical.
Another addition to the original model is the appearance of a Neutralization category
meaning that media texts encoded within an oppositional or negotiated framework are
decoded according to the dominant ideology. Let's look at the upper right corner of
the Ross ideology version at the cell when a radical text intersects with a dominanthegemonic decoding position. For example, neutralization will happen if a TV news
report conveying a message about an oppositional political party in Russia may be
interpreted by a conservative viewer as an evidence of the US sponsorship of antigovernment organizations underlying Russian independency. Let's now look at the
lower right corner of the same version at the cell when a radical text is decoded by
viewers within an oppositional position. In this case ‘oppositional reading of
oppositional text' needs explanation that it equals to the "agreement with oppositional
text" as readers text evaluation might cause misunderstanding.
In order to avoid misinterpretations and to make an alternative typology more readerfriendly, Ross suggests a text-relative version that stresses not the ideological
tendency of the text, but rather if receivers are in agreement or opposition with any
kind of text. In this version Ross changed the term 'dominant-hegemonic' to ‘textacceptance'; and the term 'oppositional' to ‘text-oppositional' in order to remind
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readers the difference between opposition to the dominant ideology and opposition to
the text.
In the text-relative version a Neutralization category moved to the lower right cell
while saving its meaning. Neutralization means applying dominant ideology to the
radical text or rejecting oppositional texts.
Wu and Bergman propose a revision to Hall's encoding/decoding model in a different
way. They conceptualize the adoption of certain codes by producers and viewers
respectively as encoding strategies and decoding strategies. For producers, encoding
strategies are partly influenced by their imagination of how the audience will decide
their products, which they conceptualize as the imagined decoding strategies. For
viewers, their awareness of the ‘constructedness’ of the text means that from the text
they also perceive, apart from its meaning, the encoding strategies, which are not
necessarily the same strategies adopted by producers. These perceived encoding
strategies constitute an important dimension of the decoding process. Based on their
intended meanings and imagined decoding strategies, media producers execute
certain encoding strategies and give a certain shape to the text. In the decoding
process, viewers derive both perceived meanings and perceived encoding strategies
from the text. From these two dimensions, viewers arrive at their evaluation of the
text. This revised model admits the diversity of producers’ ideological positions in the
encoding process. Clearly separating perceived meanings from intended meanings, it
anticipates the situation of polysemy. By distinguishing between perceived meanings
and perceived encoding strategies, it also gives space to audience’s awareness of the
‘constructedness’ of the text.
To conclude, while Hall's Encoding/Decoding model of communication is highly
evaluated and widely used in research, it has been criticized as it contains some
unsolved problems. This section discussed some flaws in the original model and
introduced proposed revisions to Hall's typology.
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2.5 AUDIENCE ANALYSIS
Audiences can be groups or individuals targeted by and often built by media
industries. Audience can be active (constantly filtering or resisting content) or passive
(complying and vulnerable).
Audience analysis emphasizes the diversity of responses to a given popular culture
artifact by examining as directly as possible how given audiences actually understand
and use popular culture texts. Three kinds of research make up most audience
research:
1) broad surveys and opinion polls (like the famous Nielsen ratings, but also those
done by advertisers and by academic researchers) that cover a representative sample
of many consumers.
2) small, representative focus groups brought in to react to and discuss a pop culture
text.
3) in-depth ethnographic participant observation of a given audience, in which, for
example, a researcher actually lives with and observes the TV viewing habits of a
household over a substantial period of time, or travels on the road with a rock band.
Each approach has strengths and weaknesses, and sometimes more than one approach
is used as a check on the others.
Audience analysis tries to isolate variables like region, race, ethnicity, age, gender,
and income in an effort to see how different social groups tend to construct different
meanings for the same text.
In media studies, there are two models used to construct audience reception. These
models are defined as (1) The effects model (Hypodermic Model) and (2) The uses
and gratification model. The effects model focuses on what the media does to
audiences, influences is based on the message conveyed within the media. The uses
and gratification model emphasizes what the audience does with the media presented
to them, here influence lies with the consumer.
The ‘ethnographic turn’ contributed to the maturing of the field as contexts of
consumption are now recognized as having significant impact upon the processes of
the interpretation of media. Sometimes characterized as the ‘active audience’
approach, this paradigm has attracted criticism for the apparent jettisoning of the
influence of cultural power, diminishing the authority of the text while elevating the
influence of context. Nevertheless, developments in this vein have deepened our
understanding of the significant relationship between media texts and the production
of identity. Repeatedly, audience studies and fan studies have recorded the ways in
which media texts are utilized and often re-made in the creative production and
reproduction of self-identity.
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Audience Analysis is a task that is often performed by technical writers in a project's
early stages. It consists of assessing the audience to make sure the information
provided to them is at the appropriate level. The audience is often referred to as the
end-user, and all communications need to be targeted towards the defined audience.
Defining an audience requires the consideration of many factors, such as age, culture
and knowledge of the subject. After considering all the known factors, a profile of the
intended audience can be created, allowing writers to write in a manner that is
understood by the intended audience.
Audience analysis involves gathering and interpreting information about the
recipients of oral, written or visual communication.
There are numerous methods that a technical communicator can use to conduct the
analysis. Because the task of completing an audience analysis can be overwhelming,
using a multi-pronged approach to conduct the analysis is recommended by most
professors, often yielding improved accuracy and efficiency. Michael Albers suggests
that an analysis uses several independent factors that work together, such as reader
knowledge of the topic and reader cognitive comprehension.
Writers can also use conversation, in-depth interviews or focus groups to help them to
complete an audience analysis. Conversation as well as other qualitative research
techniques will allow the communicator to consider the multiple cultural,
disciplinary, and institutional contexts of their target audience, producing a valuable
audience analysis.
David L. Carson of the Rensselaer Polytechnic Institute asserted that technical
communicators most often perform their jobs with little or no knowledge about their
audience. Carson states that the analysis should include a reader's level of
comprehension of the technical vocabulary and motivation, as well as reading level.
Indicators of a reader's high level of motivation include high interest in the subject
matter, relatively high knowledge of the content, and high personal stakes in
mastering the information.
Another technique used to conduct an audience analysis is the "bottom-up" approach.
Leon de Stadler and Sarah van der Land explore this type of approach in reference to
a document produced by an organization that develops different kinds of
interventions in the field of HIV/AIDS education. This particular document focused
on the use of contraception and targeted the black youth of South Africa. The initial
document was created by document designers in the USA who did not base their
design on an extensive audience analysis.
As a result, the document, which used the informal slang of black South African
youth, did not effectively communicate with its target audience. After the
dissemination of the document, Van der Land used focus groups and
interviews and of a sample of the target audience to discover what improvements
should be made. Upon considering the audience's perspective, she found that the
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initial document's use of the hip-style language backfired. The interviewees indicated
that the use of the popular language was not effective because it was not used
correctly or consistently throughout the document. Additionally, to the target
audience, the informal language did not fit the seriousness of the topic being
discussed. The suggested "bottom-up" approach should have incorporated the target
audience during the design process instead of as an afterthought.
Marjorie Rush Hovde provides even more tactics that can be implemented in the
process of an audience analysis in relation to one's organization. She suggests talking
with users during phone support calls, interacting with users face-to-face, drawing on
the writer's own experiences with the software and documentation, interacting with
use-contact people within the organization, studying responses sent from users after
the documentation is released, and conducting internal user-testing. Like Michael
Albers, Hovde asserts that the use of a combination of tactics proves to produce a
more accurate audience analysis than using one tactic alone.
Karen D. Holl discusses what writers should consider when writing papers that
address an international audience. She focuses on those writers who attempt to
publish studies in publications that are circulated abroad. She suggests that these
writers consider the following questions when framing their papers: What conclusions
from my study would be relevant and novel to land managers and scientists working
in other ecosystems and socio-economic contexts?, What is the geographic scope of
the literature I am citing?, To which ecological and socio-economic systems do my
world view and results apply?, Is my study sufficiently well replicated to generalize
my results?, and Are my conclusions supported by my data and, conversely, are all
my data necessary to support my conclusions?. Although she focuses her suggestions
on scientific studies, she acknowledges that "what is critical to effectively
communicate the results of any study is to consider what conclusions will be of most
interest to the target audience." Holl concludes that knowing how to address an
international audience is a vital skill that successful scientists, as well as technical
communicators, must possess.

2.5.1 Depth of Analysis
There are often a large number of factors to consider, thus making it hard for the
writer to completely assess the target audience within a reasonable amount of time.
Therefore, an attempt to reach the most accurate and effective audience analysis, in a
timely manner, is vital to the technical communication process. The depth of the
audience analysis also depends of the size of the intended audience.
Because people constantly change in terms of technological exposure, the audience to
be analyzed constantly changes. As a result, the technical communicator must
consider the possibility that their audience changes over time. An article in the
European Journal of Communication examined the change audience research has
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experienced due to the growing range of information and communication
technologies. The article pointed out that there are three main challenges that drive
the search for methodological rigor: the difference between what people say they do
and what they do in practice, the interpretation of the text by the reader, and why the
received meanings of television matter in everyday life. An absolutely perfect
audience analysis is generally impossible to create, and it is similarly difficult to
create an analysis that is relevant for a long period of time. Revising and rewriting an
audience analysis is often required in order to maintain the relevance of the analysis.

2.5.2 Specific Applications of Audience Analysis
R. C. Goldworthy, C. B. Mayhorn and A. W. Meade, dealt with the hazard mitigation,
including warning development, validation, and dissemination as an important aspect
of product safety and workplace and consumer protection in their article "Warnings in
Manufacturing: Improving Hazard-Mitigation Messaging through Audience
Analysis". In this study, they focused on the potential role of latent class analysis in
regards to the audience analysis performed in hazard communication and warning
messages. Their qualitative study involved 700 adult and adolescent participants who
answered
a
structured
questionnaire
about
prescription
medication
history, prescription medication loaning/borrowing history, and likelihood of
sharing/borrowing medication. With this information, four latent classes were
identified: Abstainers, Pragmatic frequent sharers, At-risk sharers, and Emergency
sharers. The identification of latent classes based on behaviors of interest facilitated
tailoring hazard-mitigation efforts to specific groups. Although their study is limited,
in that all participants were between the ages of twelve and forty-four and were from
heavily populated urban area (so the generalizability of the data to rural settings has
not been generated), this study establishes that latent class analysis can play a vital
role. They conclude that latent analysis is a worthwhile addition to the analytical
toolbox because it allows, in this case, risk reduction and hazard-mitigation efforts to
tailor interventions to a diverse target audience. For the technical writer, analyzing
latent classes would enable them to better identify homogenous groups within the
broader population of readers and across many variables to tailor messages to these
better-specified groups.
The population of older adults is growing, and Gail Lippincott asserts that technical
communicators have not accounted for the needs of these audiences, nor drawn from
the wide range of research on aging. In her article "Gray Matters: Where are the
Technical Communicator in Research and Design for Aging Audiences?", Lippincott
suggests four challenges that practitioners, educators, and researchers must undertake
to accommodate older adults' physical, cognitive, and emotional needs: They must
refine the demographic variable of age, operationalize age to enrich current methods
of audience analysis, investigate multidisciplinary sources of aging research, and
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participate in research on aging by offering our expertise in document design and
communication strategies. Lippincott acknowledges that there is so much more
research that must be done in this area, for "the body of literature on older adults and
computer use is relatively small." Lippincott provides insight into an often
overlooked audience that technical communicators must learn to address.
Teresa Lipus argues that devoting company resources to produce adequate
instructions for international users is both practical and ethical. She also provides a
brief overview of the consumer protection measures that leading U.S. trade partners
have implemented. She also presents the following guidelines for developing
adequate instructions for international audiences:
1) define the scope of the instructions,
2) identify the audience,
3) describe the product's functions and limitations,
4) identify the constraints, and
5) use durable materials. She offers tips for getting and keeping the attention of the
audience.
These tips are: i) organize the information, ii) structure the information, and iii)
design the page layout. For aiding the comprehension of the readers, Lipus suggests
that technical communicators write readable texts and design effective graphics. In an
effort to motivate compliance, she says to make the instructions relevant and credible
and to improve user recall of the information by organizing the information into small
meaningful groups and providing concise summaries and on-product reminders.
When presenting safety information, Lipus says to not only include the necessary
safety messages but to also design effective safety messages. Before distributing
instructions, they must be evaluated. She recommends testing the product and the
accuracy of the instructions, communicating using means that reach users, and
continuing to test and to inform users even after marketing. She explains that because
the potential for making subtle but offensive errors is so high in international
dealings, a language-sensitive native speaker from the target culture should always
review the instructions before they are distributed to consumers. Although Lipus
provides information in analyzing and writing for an international audience regarding
consumer protection, the strategies offered can be applied to document preparation in
general.
Jenni Swenson, Helen Constantinides, and Laura Gurak, in their case study, address
the problem of defining medical web site credibility and identifying the gap in web
design research that fails to recognize or address specific audience needs in web site
design. The information they gathered assisted the researchers in identifying and
fulfilling specific audience needs, describing a framework, and presenting a case
study in audience-driven Web design. The researchers used the qualitative method of
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conducting a survey to find the audience of the Algenix, Inc. Web site. Algenix is a
biomedical liver disease management company. The study showed that an audiencedriven design would do more to reassure the audience that personal information
would not be collected without consent as well as provide clear policies of security,
privacy, and data collection. The survey informed the researchers that the audience
would also like to experience a site with minimal graphics and short download times
and one that is intuitive and easy to navigate. This study illustrates how an audience
analysis should not only address what the users are able to do but also what they, as
the users, would prefer.
In the article "Real Readers, Implied Readers, and Professional Writers: Suggested
Research", Charlotte Thralls, Nancy Ror, and Helen Rothschild Ewald of Iowa State
University define "real readers" versus "implied readers". The real reader is a
concrete reality and determines the writer's purpose and persona. A writer who
perceives an audience as real tends to conceive of readers as living persons with
specific attitudes and demographic characteristics. Therefore, the writer's task is to
accommodate the real reader by analyzing this reader's needs and deferring to them.
The implied reader, on the other hand, is a mental construct or role which the actual
reader is invited to enter, even though the characteristics embodied in that role may
not perfectly fit his or her attitudes or reactions. When the reader is implied, the
writer invents and determines the audience within the text. The researchers assert that
writers must appreciate the complex interplay that may take place between the real
and implied representations of the reader in every document. The researchers discuss
how their study was conducted for the sole purpose of developing a hypothesis for
further study: Are professional writers aware of real and implied readers; does a
writer's way of perceiving a reader affect contextual development; do shifts occur in
writers' conceptions of readers; are writers' perceptions of readers linked to a sense of
genre and explained by principles of cognitive processing?

2.6 CRITIQUE OF RECEPTION STUDIES
The strength of the reception studies is that the theorists focusses attention on
individuals in the mass communication process and respects the intellectual ability of
the media consumers. They also acknowledges a range of meanings in the media
messages or texts and accepts that there can be multiple interpretations of those
messages. Reception theory also seeks an in-depth understanding of how the
consumers interpret media content in their present social and everyday contexts.
However, the critics argue that reception studies’ weaknesses lie in its subjective
interpretation of audience analysis or reports. It does not give much attention to the
effects of the media messages. The critique also points out that the reception theorists
use qualitative research method and it precludes causal explanations. Though
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reception studies portray itself to be more macroscopic, it actually oriented towards
micro level.

2.7 ACTIVE AUDIENCE
Active audience theory argues that media audiences do not just receive information
passively but are actively involved, often unconsciously, in making sense of the
message within their personal and social contexts. Decoding of a media message may
therefore be influenced by such things as family background, beliefs, values, culture,
interests, education and experiences.
Other theories and models are compatible with active audience theory, including
the Encoding/Decoding model and the Uses and gratifications theory, which states
that audiences are actively involved in determining what media they engage with and
how, in order to gratify specific needs or desires. The Mass media article refers to a
Culturalist theory, however there is little evidence of its use in relation to (mass)
media.
Active audience theory is seen as a direct contrast to the Effects traditions, however
Jenny Kitzinger argues against discounting the effect or influence media can have on
an audience, acknowledging that an active audience does not mean that media effect
or influence is not possible. Supporting this view, other theories combine the concepts
of active audience theory and the effects model, such as the two step flow theory
where Katz and Lazarsfeld argue that persuasive media texts are filtered
through opinion leaders who are in a position to 'influence' the targeted audience
through social networks and peer groups.
According to Jay G Blumler (1979) classified ‘audience activity’ in the following
manner and it summarizes the forms of activities that can be taken up by the
audience:
Utility: Media can be of many uses for the people and people do use media for those
purposes
Intentionality: People’s pre-existing motivations can govern the consumption of the
media content.
Selectivity: People’s existing interests and preferences can be reflected in their
selective use of media.
Imperviousness to influence: Members of the audience are often obstinate; they
might not want to be controlled by anything, let alone mass media. They can
consciously avoid certain types of media influence.
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However, it is to be remembered that audience ‘activity’ and ‘activeness’ are two
different concepts, but they are related to each other. While activity would mean
what the audience does with the media, like choosing to read news online or on
television, activeness would mean what uses and gratifications people had in mind or
their freedom and autonomy to do anything they want to with the media message in a
mass communication situation. This activeness may vary among the members of the
audience. Some may be more active and some may remain passive.
2.8 CHECK YOUR PROGRESS

1. What is reception theory? Explain with examples.
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
2. Describe encoding and decoding model?
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
3. What do you mean by audience analysis?
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
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UNIT 3: WOMEN AS AUDIENCES; FANDOM
Unit Structure
3.1 Learning Objectives
3.2 Introduction
3.3 Participation of Women Audience
3.3.1 Feminist Media Theory
3.3.2 Feminist Reception Studies
3.3.3 Post-Feminist Discourse
3.4 Fandom
3.4.1 Media fandom
3.4.2 Fandom Activity
3.4.3 Fandom as Faith
3.4.4 Fandom in Films and Books
3.4.5 Fandom and Women
3.6 check Your Progress

3.1 LEARNING OBJECTIVE
After going through this unit you will able to understand:




Participation of women audience in media
Fandom
Fandom and women

3.2 INTRODUCTION
Newspaper publishers and advertisers had realised in the nineteenth century the
purchasing power of women. Their roles as homemakers and mothers were explored
by the newspapers which added special sections for women. In America, Eliza Jane
Poitevent Holbrook Nicholson (1849-1896) added women’s and children’s features to
the New Orleans Daily Picayune after becoming the publisher in 1876 and increased
the readership of the newspaper.
The women's pages that originated in the late nineteenth century, both in ethnic and
small town newspapers as well as in metropolitan areas, targeted the women's market
and it quickly became a common feature. To attract women readers, publishers hired
women reporters to report on society news, community projects, homemaking tips,
fashion, and recipes.
Many prominent women reporters had started with their contributions to the women's
page and then moved on to investigative journalism, but some found their niche in
covering women's issues. Inez Callaway Robb (1901-1979) was a society editor for
the New York Daily News in the 1920s, but earned a 1957 Newspaper Women's Club
award with her syndicated news column “Assignment America.” In the 1920s, Helen
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Rowland (1875-1950) attained great popularity with her column, variously titled
“Widow Wordalogues,” “Meditations of a Married Woman,” and “Marry-GoRound.” Helen Worden also found great success in the women's pages of the New
York World and World-Telegram with her “Sally Lunn” cooking column and “What
Society Is Wearing.” Although often dismissed as fluff, the women's pages provide a
picture of what family and household life was like over time. Beginning in the midtwentieth century, women's pages began to disappear, replaced by lifestyle and
entertainment sections of more general interest. More recently, women's pages are
being reinvented again to target an important audience.
Advertisers deliberately appeal to women. Although little quantitative research has
been done on this subject, it is clear that nineteenth- and twentieth-century newspaper
ads targeted women as customers. In contrast, seventeenth- and eighteenth-century
newspapers lacked illustrated advertisements or were limited to announcements. Even
though advertisements are not indexed, they, like the women's pages themselves,
illustrate the varied interests of women over time and assist researchers who are
reconstructing the daily life of women in the past. Nineteenth-century advertisements
for corsets, sewing machines, and medicinal cures can be found next to those for
plows and wagons.

3.3 PARTICIPATION OF WOMEN AS AUDIENCE
Mere introduction of a technology like Television or Radio does not ensure its access
to the intended audience. Media access is dependent upon a variety of factors like
social, cultural, economic and political. This is especially true for disadvantaged
groups like women, especially in Indian context. Cultural barriers, domestic duties
and other taboos come in the way of women being able to view television or have
access to television viewing. Studies specifically dealing with television reveal the
conflicts that can arise within the family on the choice of programmes and the
difficulty women have in perceiving the home as a place of entertainment. These
studies reveal women’s resistance to the media in two forms. The first is the
establishment of alternative media that correspond more fully to women’s aspirations.
The second is the unorthodox use some women manage to make of stereo typed
products. Studies on women & technology note that the effects of technology on
women are mainly undesirable. The quality of access to technology for men and
women caused by the value system and underlying decisions affecting the
introduction of most technology, the use of technology as an instrument of increased
oppression, the meager impact of the different technologies on the division of
household duties etc. are some of the findings of such studies. The day to day life of
women differ in all aspects-social, cultural, economic and political. Even when it
comes to leisure activities, interests and tastes we find difference between women and
men. Television viewing preferences are no exception.
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3.3.1 Feminist Media Theory
Feminism is a movement which focusses on emancipation and transformation and
undoing domination and oppression. Feminist media history deals with the
development of media founded by feminists for feminist audience. However, the
feminist media studies takes the help of feminist principles and politics in researching
media processes and organisation irrespective of the fact if the media content
expresses a feminist ethos. The feminist media theory takes gender as an important
factor to structure indenity and experiences without assuming that the gender
differences are absolute.
In 1963 Betty Friedan, an American author and activist, launched an attak on popular
women's magazines. These magazines, mostly run by men, were based on the
premises the women were not happy and they can find fulfillment only as dedicated
housewives and mothers through the products sold by the advertisers of the
magazines.
The legacy of feminist media theorists can be tracked back to Donna Allen, founder
of Women's Institute for Freedom of the Press. She and her daughter in 1977 called
for the application of radical and feminist philosophy of communication, "one that is
gentle and peaceful, respectful of all people, and politically equal."
Feminist communication theory has evolved over time and has gone into many
directions. Early theories focused on the way that gender influenced communication
and many argued that language was "man-made". This view of communication
promoted a "deficiency model" asserting that characteristics of speech associated with
women were negative and that men "set the standard for competent interpersonal
communication", which influences the type of language used by men and women.
These early theories also suggested that ethnicity, cultural and economic backgrounds
also needed to be addressed. They looked at how gender intersects with other identity
constructs, such as class, race, and sexuality. Feminist theorists, especially those
considered to be liberal feminists, began looking at issues of equality in education and
employment. Other theorists addressed political oratory and public discourse. The
recovery project brought to light many women orators who had been "erased or
ignored as significant contributors". Feminist communication theorists also addressed
how women were represented in the media and how the media "communicated
ideology about women, gender, and feminism" (Dow 2009).
Feminist communication theory also encompasses access to the public sphere, whose
voices are heard in that sphere, and the ways in which the field of communication
studies has limited what is regarded as essential to public discourse. The recognition
of a full history of women orators overlooked and disregarded by the field has
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effectively become an undertaking of recovery, as it establishes and honors the
existence of women in history and lauds the communication by these historically
significant contributors. This recovery effort, begun by Andrea Lunsford, Professor of
English and Director of the Program in Writing and Rhetoric at Stanford University
and followed by other feminist communication theorists also names women such as
Aspasia, Diotima, and Christine de Pisan, who were likely influential in rhetorical
and communication traditions in classical and medieval times, but who have been
negated as serious contributors to the traditions (Griffin 2009).
Feminist communication theorists are also concerned with a recovery effort in
attempting to explain the methods used by those with power to prohibit women like
Maria W. Stewart, Sarah Moore Grimké, and Angelina Grimké, and more recently,
Ella Baker and Anita Hill, from achieving a voice in political discourse and
consequently being driven from the public sphere. Theorists in this vein are also
interested in the unique and significant techniques of communication employed by
these women and others like them to surmount some of the oppression they
experienced.

3.3.2 Feminist Reception Studies
Janice Radway was one the first American cultural studies researchers who shifted
the focus of studying the audience through just textual analysis to reception studies.
She initially studied the content of romance novels and argued that the romance
characters and plots were the byproducts of patriarchal myths based on maledominant society. According to her, the romantic books portrayed men as strong,
aggressive and heroic and women as soft, weak, passive and dependent on men.
Women characters generally gained identity through their association to the male
characters.
Radway did not stop at content analysis of the novels. She also interviewed women
who read them and discussed the novels with women’s groups regularly. To her utter
surprise she had found that many female readers took these books as a tool for
rebellion in their household. They used to read these books escaping the household
chores and child rearing. They were mostly fascinated by characters that showed
features of masculinity with gentleness. At the same time, they also liked the women
characters who could control their own lives, but retained traditional female
attributes. Thus reading romantic novels could be seen as a form of passive resistance
by the women against the male-dominated culture. Here the readers did not accept the
coded messages of the text, but dealt with negotiated or oppositional decoding (as
discussed in earlier block).
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Not only the books but also the researches on female viewers of soap operas also
offered almost same interpretation of their decoding of content. Dorothy Hobson
(1982) argues that in media texts “there is no overall intrinsic message or meaning in
the work [I]t comes alive and communicates when the viewer’s add their own
interpretation and understanding to the programmes.
Another example of feminist cultural studies researcher is Linda Steiner (1988) who
showed how women regularly engage in oppositional decoding of popular media
content. She probed into one decade of “No Comment” feature of Ms magazine in
which readers submitted examples of subtle or explicit male domination. Linda’s
argument was that the readers of Ms often engaged in oppositional decoding and
formed a community which acted together to construct the meaning to the texts they
read.
Ien Ang’s ‘Watching Dallas’ is another milestone in feminist reception studies. Like
Janice Radway, Ang watched the popular American soap-opera, Dallas, and studied
why the soap had a huge popularity in the Netherlands despite the fact that the show
was considered to be a prime example of ‘American cultural imperialism in Europe’.
She asked its fans to write her letters describing why they liked or disliked the show
and she tried to combine their reading of the show with hers. She had received 42
responses and 39 of them were women. The women’s feedback were completely
different from the men. They did not completely deny the reality of their lives, but
somehow connected to the fictional plot. According to Ang (1985), the female fans
felt the show had provided them with ‘tragic structure of feeling’ that “the life is
characterized by an endless fluctuation between happiness and unhappiness/ Life is a
question of falling down and getting up again.”
Ang’s work was considered to be an exemplary work as she emerged as one of the
founders of a new empirical and critical active audience research movement that
changed the way the audience were perceived in the media studies. Most feminist
cultural studies research at that point was based on tnterpretivist readings of the texts.
Both Ang and Radways’ works helped move the feminist interest into popular culture
and interpretative communities in which people share similar life situation and
develop specific interpretation.

3.3.3 Post-Feminist Discourse
The dramatic and mutually interacting changes in media operations, in gender roles,
and in feminism itself must be taken into consideration when it is claimed that the
advertisers include feminist ideas, repackage feminism to neutralise or domesticate it
in the media content. New signs of feminism are used in different ways. The 'thirdwave feminists' who came in vogue in the 1980s and 1990s, puts emphasis on the
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intersections of gender with multiple dimensions of identity, sexuality and queerness.
Post-feminists claim that the women are now empowered in terms of their choices
about sex, marriage, family life, work and life style and, most importantly, as
audiences. They consider feminity as bodily property which is a shift from
objectification to subjectification. This is connected to the neoliberal ideas and
values.
Highlighting how feminist and gender theories were at stake, some activists rejected
the claim that pornography causes misogynistic violence. Rather they believe that
'softer' mainstream pornography socialises both sexes to internalize harmful
stereotypes. Second-wave feminists blame media producers and content for exploiting
post-feminism to co-opt the feminist language of choice and empowerment. Thereby
the advertisers are commodifying new generation and selling an oppressive
illusionary form of women's progress.

3.4 FANDOM
A fandom is
a subculture composed
of fans characterized
by
a
feeling
of empathy and camaraderie with others who share a common interest. Fans typically
are interested in even minor details of the object(s) of their fandom and spend a
significant portion of their time and energy involved with their interest, often as a part
of a social network with particular practices (a fandom); this is what differentiates
"fannish" (fandom-affiliated) fans from those with only a casual interest.
A fandom can grow around any area of human interest or activity. The subject of fan
interest can be narrowly defined, focused on something like an individual celebrity, or
more widely defined, encompassing entire hobbies, genres or fashions. While it is
now used to apply to groups of people fascinated with any subject, the term has its
roots in those with an enthusiastic appreciation for sports. Merriam-Webster's
dictionary traces the usage of the term back as far as 1903.
Fandom as a term can also be used in a broad sense to refer to
the interconnected social networks of individual fandoms, many of which overlap.
There are a number of large conventions that cater to fandom in this broad sense,
catering to interests in film, comics, anime, television shows, play, and the
opportunity to buy and sell related merchandise. Annual conventions such as Comic
Con International, Wonder on, Dragon Con and New York Comic Con are some of
the more well-known and highly attended events that cater to overlapping fandoms.
Fans of the literary detective Sherlock Holmes are widely considered to have
comprised the first modern fandom, holding public demonstrations of mourning after
Holmes was "killed off" in 1893, and creating some of the first fan fiction as early as
about 1897 to 1902.
A wide variety of Western modern organized fannish subcultures originated
with science fiction fandom, the community of fans of the science
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fiction and fantasy genres. Science fiction fandom dates back to the 1930s and
maintains organized clubs and associations in many cities around the world.

3.4.1 Media Fandom
Media fandom split from science fiction fandom in the early 1970s with a focus on
relationships between characters within TV and movie media franchises, such as Star
Trek and The Man from U.N.C.L.E. Fans of these franchises generated creative
products like fan art and fan fiction at a time when typical science fiction fandom was
focused on critical discussions. The Media West convention provided a video room
and was instrumental in the emergence of fan vids, or analytic music videos based on
a source, in the late 1970s. By the mid-1970s, it was possible to meet fans at science
fiction conventions who did not read science fiction, but only viewed it on film or
TV.
Anime and manga fandom began in the 1970s in Japan. In America, the fandom also
began as an offshoot of science fiction fandom, with fans bringing imported copies of
Japanese manga to conventions. Before anime began to be licensed in the U.S., fans
who wanted to get a hold of anime would leak copies of anime movies and subtitle
them to exchange with friends in the community, thus marking the start of fan subs.
Additional subjects with significant fandoms include comics, sports, music, pulp
magazines, soap operas, celebrities and videogames.

3.4.2 Fandom Activity
Members of a fandom associate with one another, often attending fan conventions,
publishing and exchanging fanzines and newsletters. Amateur press associations are
another form of fan publication and networking. Originally using print-based media,
these sub-cultures have migrated much of their communications and interaction onto
the Internet, which they also use for the purpose of archiving detailed information
pertinent to their given fanbase. Often, fans congregate on forums and discussion
boards to share their love for and criticism of a specific work. This congregation can
lead to a high level of organization and community within the fandom, as well as
infighting. Although there is some level of hierarchy among most of the discussion
boards in which certain contributors are valued more highly than others, newcomers
are most often welcomed into the fold. Most importantly, these sorts of discussion
boards can have an effect on the media itself as was the case in the television
show Glee. Trends on the discussion boards have been known to influence the writers
and producers of the show. The media fandom for the TV series Firefly was able to
generate enough corporate interest to create a movie after the series was canceled.
Some fans write fan fiction ("fanfic"), stories based on the universe and characters of
their chosen fandom. This fiction can take the form of video-making as well as
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writing. Fan fiction may or may not tie in with the story's canon; sometimes the fans
use the story's characters in different situations that do not relate to the plot line at all.
Especially at events, fans may also partake in cosplay (a portmanteau
between costume and play) – the creation and wearing of costumes designed in the
likeness of characters from a source work – which can also be combined with roleplaying, reenacting scenes or inventing likely behavior inspired by their chosen
sources.
Others create fan vids, or analytical music videos focusing on the source fandom, and
yet others create fan art. Such activities are sometimes known as "fan labor" or
"fanac", an abbreviated form of the phrase "fan activity". The advent of the Internet
has significantly facilitated fan association and activities. Activities that have been
aided by the Internet includes the creation of fan "shrines" dedicated to favorite
characters, computer screen wallpapers, avatars. Furthermore, the advent of the
Internet has resulted in the creation of online fan networks who help facilitate the
exchange of fanworks.
Some fans create pictures known as edits, which consist of pictures or photos with
their chosen fandom characters in different scenarios. These edits are often shared on
social media networks such as Instagram, Tumblr, or Pinterest. In some edits, one
may see content relating to several different fandoms. Fans in communities online
often make gifs or gif sets about their fandoms. Gifs or gif sets can be used to create
non-canon scenarios mixing actual content or adding in related content. Gif sets can
also capture minute expressions or moments. Fans use gifs to show how they feel
about characters or events in their fandom; these are called reaction gifs.

3.4.3 Fandom as Faith
Fandom is sometimes caricatured as religious faith, as the interest of fans sometimes
grows to dominate their lifestyle, and fans are often very obstinate in professing (and
refusing to change) their beliefs about their fandom. However, society at large does
not treat fandom with the same weight as organized religion.
The Temple of the Jedi Order, a self-proclaimed "real living, breathing religion"
views itself as separate from the Jedi as portrayed in the Star Wars franchise. Despite
this, sociologists view religion's conflation to fandom as legitimate in some sense,
classifying both as a participatory phenomenon.
There are also active fan organizations that participate in philanthropy and create a
positive social impact. For example, the Harry Potter Alliance is a civic organization
with a strong online component which runs campaigns around human rights issues,
often in partnership with other advocacy and nonprofit groups; its membership skews
college age and above.
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3.4.4 Fandom in Films and Books
Feature-length documentaries about fandom (some more respectful of the subjects
than others) include Trekkies, Ringers: Lord of the Fans, Finding the Future: A
Science Fiction Conversation, and done the Impossible. Fandom is also the title of a
2004 documentary about a fan obsessed with Natalie Portman.[citation needed] Slash
is a movie released in 2016 about a young boy who writes slash fanfiction.
Fangirl is a novel written by Rainbow Rowell about a college student who is a fan of
a book series called Simon Snow, which is written by a fictional author named
Gemma T. Leslie. On October 6, 2015 Rainbow Rowell published a follow-up novel
to Fangirl. Carry On is stand-alone novel set in the fictional world that Cath, the
main character of Fangirl writes fanfiction in.
The film and television entertainment industry refers to the totality of fans devoted to
a particular area of interest, whether organized or not, as the "fanbase".
Media fans, have, on occasion, organized on behalf of canceled television series, with
notable success in cases such as Star Trek in 1968, Cagney & Lacey in 1983, Xena:
Warrior Princess, in 1995, Roswell in 2000 and 2001 (it was canceled with finality at
the end of the 2002 season), Farscape in 2002, Firefly in 2002, and Jericho in 2007.
It was likewise the fans who facilitated the push to create a Veronica Mars film
through a Kickstarter campaign. Fans of the show Chuck launched a campaigned to
save the show from being canceled using a Twitter hashtag and buying products from
sponsors of the show. Fans of Arrested Development fought for the character Steve
Holt to be included in the fourth season. The Save Steve Holt! Campaign included a
Twitter and Facebook account, a hashtag, and a website.
Such outcries, even when unsuccessful, suggests a growing self-awareness on the part
of entertainment consumers, who appear increasingly likely to attempt to assert their
power as a bloc.
Gaming fans have sometimes influenced content developers. In March 2012, when
the new installment of Bio Ware's Mass Effect series was released, the fandom was so
displeased with the game's available endings that they demanded there be some kind
of change. Buckling under the pressure of this heated demand, Bio Ware released a
DLC (downloadable content) packet on June 26, 2012 in hopes of reconciling the
game's endings and soothing the fandom's aggression. This simple change to the
game's ending was a huge step for fandoms because the entertainment industry has
never before taken such large steps to comply with a fanbase's desires.
The relationship between fans and professionals has changed because of access to
social media platforms like Twitter and Facebook. These give fans greater access to
public figures such as creators, authors, and actors. Online platforms also give fans
more ways to connect and participate in fandoms.
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The entertainment industry has promoted its work directly to members of the fandom
community by sponsoring and presenting at events and conventions dedicated to
fandom. Studios frequently create elaborate exhibits, organize panels that feature
celebrities and writers of film and television (to promote both existing work and
works yet to be released), and engage fans directly by with Q&A sessions, screening
sneak previews, and supplying branded giveaway merchandise. The interest,
reception and reaction of the fandom community to the works being promoted has a
marked influence on how film studios and others proceed with the projects and
products they exhibit and promote.

3.4.5 Fandom and Women
The word 'fan' is now loaded with some kind of imagery, generally of a man in his
mid-20s wearing a t-shirt and jeans and showcasing his love for Star Wars. 'Fanboy' is
the term which is often associated with the fandom. However, a majority of fans is
not boys at all. Women form a huge fan base of different types of media.
Some, however, argue that women are not new to the fandom. The concept of
‘fangirl’ is as old as the movies. As described by Diana Anselmo-Sequeira in her
article “Screen-Struck: The Invention of the Movie Girl Fan,” “when the ‘movie fan’
construct entered the popular imagination in the 1910s, American journalists and
press agents depicted it as a young female figure.”
Back in 1917, Edison Studios casting director Alan Crosland claimed that the screenstruck girl’s chief interest in getting into the movie business was to “become
acquainted with some of our noble and handsome actors.” Or, as Yodovich summed
up in that study I mentioned before, “women fans are seen as hormonal, sexual, and
unleashed entities.” Of course, one interesting element is that female fans of the
1910s, as seen in reader-submitted letters that can be found among the several movie
fan magazines that circulated quite widely at the time, often self-identified by
dismissive terms – “an enthusiastic Bushmanite” (referring to actor Francis X.
Bushman) or “Wilburitis of the Cranium” (referring to actor Crane Wilbur) – much
the way many Cumberbatch fans happily claimed the title often used to dismiss them,
as can be seen in this phenomenal segment from The Graham Norton Show.
Interestingly female takeover of the fan culture faces hostility both at the mental level
as well as in real life situations. The truth is the women are taking over the fan bases
in large numbers. The producers of the media are also targeting the women while
producing content. Writer and Editor Rachel Edidin (2012) says, “Modern fan culture
has always been female-driven. The ferocity with which people engage and identify
with fictional media and build subcultures around it seems to develop in inverse
proportion to their social power. There’s a case to be made for the intensity of women
and girls’ engagement in fandom — especially narrative and/or direct-engagement
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fandom like fan fiction or cosplay — as a cultural underclass co-opting a dominant
narrative in which they’re overwhelmingly underrepresented as both creators and
characters.”
Many believe that the emergence of internet and World Wide Web has helped the
women to connect to the fandom. Earlier they could not realise that there were other
women who liked the same content as they did. Enabled by technology, now they
know they are part of a bigger fan base.
There is still suspicion over the genuineness of the female fans compared to their
male counterparts. They are still not accepted in the geek culture as they should have
been welcomed. As a study by sociologist Neta Yodovich argues, the legitimacy
claimed by fandom in the past decade or so has mostly benefited male fans: “fans – or
more specifically, women fans – still experience stigma and suffer from common
stereotypes that fandom scholars have described in the past.”
3.5 CHECK YOUR PROGRESS
1. How do women audience participate in media?
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
2. Describe feminist media theory?
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
3. What is fandom? Describe with examples.
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
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UNIT 4: MEDIA SUBCULTURE; DIGITAL MEDIA
SUBCULTURES
Unit Structure
4.1 Learning Objectives
4.2 Introduction
4.3 Sub-Culture of Media
4.4 Relation with mainstream culture
4.5 Digital Media Subculture
4.6 Social Media subculture
4.7 Check Your Progress
Reference

4.1 LEARNING OBJECTIVES
After going through this unit you will able to understand:


Subcultures of Media



Relation with mainstream culture



Digital media Sub-culture



Social Media Sub-culture

4.2 INTRODUCTION
A subculture is a group of people within a culture that differentiates itself from the
parent culture to which it belongs, often maintaining some of its founding principles.
Subcultures develop their own norms and values regarding cultural, political and
sexual matters. Subcultures are part of society while keeping their specific
characteristics intact. Examples of subcultures include hippies, goths and bikers.
The concept of

subcultures

was

developed

in sociology and cultural

studies.

Subcultures differ from countercultures.
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4.2 SUB-CULTURE OF MEDIA
While exact definitions vary, the Oxford English Dictionary defines a subculture as "a
cultural group within a larger culture, often having beliefs or interests at variance with
those of the larger culture." As early as 1950, David Riesman distinguished between
a majorities, "which passively accepted commercially provided styles and meanings,
and a 'subculture' which actively sought a minority style ... and interpreted it in
accordance with subversive values". In his 1979 book Subculture: The Meaning of
Style, Dick Hebdige argued that a subculture is a subversion to normalcy. He wrote
that subcultures can be perceived as negative due to their nature of criticism to the
dominant societal standard. Hebdige argued that subcultures bring together likeminded individuals who feel neglected by societal standards and allow them to
develop a sense of identity.
In 1995, Sarah Thornton, drawing on Pierre Bourdieu, described "subcultural capital"
as the cultural knowledge and commodities acquired by members of a subculture,
raising their status and helping differentiate themselves from members of other
groups. In 2007, Ken Gelder proposed to distinguish subcultures from countercultures
based on the level of immersion in society. Gelder further proposed six key ways in
which subcultures can be identified through their:
1. often negative relations to work (as 'idle', 'parasitic', at play or at leisure, etc.);
2. negative or ambivalent relation to class (since subcultures are not 'classconscious' and don't conform to traditional class definitions);
3. association with territory (the 'street', the 'hood', the club, etc.), rather than
property;
4. movement out of the home and into non-domestic forms of belonging (i.e.
social groups other than the family);
5. stylistic ties to excess and exaggeration (with some exceptions);
6. refusal of the banalities of ordinary life and massification.
Sociologists Gary Alan Fine and Sherryl Kleinman argued that their 1979 research
showed that a subculture is a group that serves to motivate a potential member to
adopt the artifacts, behaviors, norms, and values characteristic of the group.
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History
Coined in the 1940s the term subculture has evolved and faced contestations but
remained to be a popular conceptual tool to understand different social groupings,
generally made of the youths. Subcultures initially referred to the concept of culture
within a geographical boundary. Subcultures were considered to be subdivision in a
nation. Later it meant minority versus majority paradigm and thereby the concept
went through subversion and adjustment. However it got popularized when a team of
researchers from Birmingham Centre for Contemporary Cultural Studies worked with
the youth practices.
The evolution of subcultural studies has three main steps:
i) Subcultures and deviance
The earliest subcultures studies came from the so-called Chicago School, who
interpreted them as forms of deviance and delinquency. Starting with what they called
Social Disorganization Theory, they claimed that subcultures emerged on one hand
because of some population sectors’ lack of socialisation with the mainstream culture
and, on the other, because of their adoption of alternative axiological and normative
models. As Robert E. Park, Ernest Burgess and Louis Wirth suggested, by means of
selection and segregation processes, there thus appear in society natural areas or
moral regions where deviant models concentrate and are re-inforced; they do not
accept objectives or means of action offered by the mainstream culture, proposing
different ones in their place – thereby becoming, depending on circumstances,
innovators, rebels or retreatists (Richard Cloward and Lloyd Ohlin). Subcultures,
however, are not only the result of alternative action strategies but also of labeling
processes on the basis of which, as Howard S. Becker explains, society defines them
as outsiders. As Cohen clarifies, every subculture’s style, consisting of image,
demeanor and language becomes its recognition trait. And an individual’s progressive
adoption of a subcultural model will furnish him/her with growing status within this
context but it will often, in tandem, deprive him/her of status in the broader social
context outside where a different model prevails.
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ii) Subcultures and resistance
In the work of John Clarke, Stuart Hall, Tony Jefferson and Brian Roberts of the
Birmingham CCCS (Centre for Contemporary Cultural Studies), subcultures are
interpreted as forms of resistance. Society is seen as being divided into two
fundamental classes, the working class and the middle class, each with its own class
culture, and middle-class culture being dominant. Particularly in the working class,
subcultures grow out of the presence of specific interests and affiliations around
which cultural models spring up, in conflict with both their parent culture and
mainstream culture. Facing a weakening of class identity, subcultures are then new
forms of collective identification expressing what Cohen called symbolic resistance
against the mainstream culture and developing imaginary solutions for structural
problems. As Paul Willis and Dick Hebdige underline, identity and resistance are
expressed through the development of a distinctive style which, by a re-signification
and ‘bricolage’ operation, use cultural industry goods to communicate and express
one’s own conflict. Yet the cultural industry is often capable of re-absorbing the
components of such a style and once again transforming them into goods. At the same
time the mass media, while they participate in building subcultures by broadcasting
their images, also weaken them by depriving them of their subversive content or by
spreading a stigmatized image of them.
iii) Subcultures and distinction
The most recent interpretations see subcultures as forms of distinction. In an attempt
to overcome the idea of subcultures as forms of deviance or resistance, they describe
subcultures as collectivities which, on a cultural level, are sufficiently homogeneous
internally and heterogeneous with respect to the outside world to be capable of
developing, as Paul Hodkinson points out, consistent distinctiveness, identity,
commitment and autonomy. Defined by Sarah Thornton as taste cultures, subcultures
are endowed with elastic, porous borders, and are inserted into relationships of
interaction and mingling, rather than independence and conflict, with the cultural
industry and mass media, as Steve Redhead and David Muggleton emphasize. The
very idea of a unique, internally homogeneous, dominant culture is explicitly
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criticized. Thus forms of individual involvement in subcultures are fluid and gradual,
differentiated according to each actor’s investment, outside clear dichotomies. The
ideas of different levels of subcultural capital (Sarah Thornton) possessed by each
individual, of the supermarket of style (Ted Polhemus) and of style surfing (Martina
Böse) replace that of the subculture’s insiders and outsiders – with the perspective of
subcultures supplying resources for the construction of new identities going beyond
strong, lasting identifications.
The study of subcultures often consists of the study of symbolism attached
to clothing, music and other visible affectations by members of subcultures, and also
of the ways in which these same symbols are interpreted by members of the dominant
culture. Dick Hebdige writes that members of a subculture often signal their
membership through a distinctive and symbolic use of style, which includes fashions,
mannerisms and argot.
Subcultures can exist at all levels of organizations, highlighting the fact that there are
multiple cultures or value combinations usually evident in any one organization that
can complement but also compete with the overall organisational culture. In some
instances, subcultures have been legislated against, and their activities regulated or
curtailed. British youth subcultures had been described as a moral problem that ought
to be handled by the guardians of the dominant culture within the post-war consensus.

4.4 RELATION WITH MAINSTREAM CULTURE
It may be difficult to identify certain subcultures because their style (particularly
clothing and music) may be adopted by mass culture for commercial purposes.
Businesses often seek to capitalize on the subversive allure of subcultures in search
of Cool, which remains valuable in the selling of any product. This process of cultural
appropriation may often result in the death or evolution of the subculture, as its
members adopt new styles that appear alien to mainstream society.
Music-based subcultures are particularly vulnerable to this process; what may be
considered subcultures at one stage in their histories – such as jazz, goth, punk, hip
hop and rave cultures – may represent mainstream taste within a short period. Some
subcultures reject or modify the importance of style, stressing membership through
the adoption of an ideology which may be much more resistant to commercial
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exploitation. The punk subculture's distinctive (and initially shocking) style of
clothing was adopted by mass-market fashion companies once the subculture became
a media interest. Dick Hebdige argues that the punk subculture shares the same
"radical aesthetic practices" as Dada and surrealism:
Like Duchamp's 'ready mades' - manufactured objects which qualified as art because
he chose to call them such, the most unremarkable and inappropriate items - a pin, a
plastic clothes peg, a television component, a razor blade, a tampon - could be
brought within the province of punk (un)fashion ... Objects borrowed from the most
sordid of contexts found a place in punks' ensembles; lavatory chains were draped in
graceful arcs across chests in plastic bin liners. Safety pins were taken out of their
domestic 'utility' context and worn as gruesome ornaments through the cheek, ear or
lip ... fragments of school uniform (white bri-nylon shirts, school ties) were
symbolically defiled (the shirts covered in graffiti, or fake blood; the ties left undone)
and juxtaposed against leather drains or shocking pink mohair tops.

4.5 DIGITAL MEDIA SUBCULTURE
With the evolution of technology and the internet, the world is going digital faster
than ever before. New forms of communication are emerging and connecting
different cultures.
Interpersonal interactions on internet-based platforms show the collective identities of
various groups which come together. They find like-minded people through these
platforms. The values and beliefs of these groups are formed by the members of the
groups who do not come into face-to-face contact. However, internet is just not a
medium. It provides a virtual social space and using computer-mediated interactions,
various groups emerge.
These groups are generally part of different subcultures depending on their interests.
This is not a small-group interaction. Rather the people joining the groups form a
huge virtual community.
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The term digital culture includes three main aspects - digital culture in video games,
music and in the internet. There are other sub-cultures that have grown around these
three areas. Marcelo Dascal argues there has been a huge transformation in the
international communication and no one can control the way technological
development is taking us along. Digital culture is all encompassing. This is a socioeconomic phenomenon.
Video gamers are no more defined by the age, it is defined more by the technological
proficiency and 'geek' culture. The practice of listening and sharing music using
different digital platforms gives birth to a new subculture. Digitization of music gives
a listener, most of the time, an uncontrolled access to music and it has got mobile.
However internet forms the base of the digital culture. Silver (2004) claims, "The
Internet today is not only huge quantity of computers, but also the improbable
quantity of the people, for which network is an essentially new way of dialogue
almost not having of analogues in the material world” Internet is considered to be a
new resource for affiliation and expression of subculture identity.It helps in building
different subcultures.

4.6 SOCIAL MEDIA SUBCULTURE
In a 2011 study, Brady Robards and Andy Bennett said that online identity expression
has been interpreted as exhibiting subcultural qualities. However, they argue it is
more in line with neotribalism than with what is often classified as subculture. Social
networking websites are quickly becoming the most used form of communication and
means to distribute information and news. They offer a way for people with similar
backgrounds, lifestyles, professions or hobbies to connect. According to a co-founder
and executive creative strategist for RE-UP, as technology becomes a "life force,"
subcultures become the main bone of contention for brands as networks rise through
cultural mash-ups and phenomenons. Where social media is concerned, there seems
to be a growing interest among media producers to use subcultures for branding. This
is seen most actively on social network sites with user-generated content, such
as YouTube.
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Social media expert Scott Huntington cites one of the ways in which subcultures have
been and can be successfully targeted to generate revenue: "It’s common to assume
that subcultures aren’t a major market for most companies. Online apps for shopping,
however, have made significant strides. For example. It only allow vendors to sell
handmade or vintage items, both of which can be considered a rather "hipster"
subculture. However, retailers on the site made almost $900 million in sales."

4.7 CHECK YOUR PROGRESS
1. What is sub-culture of media?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________

2. Define digital media Sub-culture?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________

3. What is social media sub-culture?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
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