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Introduction

Perhaps more than ever before, media and communication are at the centre 
of our everyday lives. At work, at home, in public spaces or while travelling 
from one location to another, we are rarely far away from mediated 
sounds, images or words, whether in the form of television, radio, newspa-
pers, magazines, mobile phones, personal music players, games machines 
or the Internet. Sometimes on our own and sometimes in the company of 
others, media entertain us, enable connections with friends and communi-
ties, provide interpretations of the world around us and offer resources for 
the forging of identities and imaginations. Their importance to everyday 
lives and routines suggests that media also must have the most significant 
implications for the nature and character of the broader culture and society 
that surround us. We live, it may be argued, in a media culture, a media 
society. This book provides an introduction to the relationships between 
media and the broader social and cultural world in which they operate. 

Media, culture, society

It should always be remembered that media is the plural of the term medium, 
which refers, essentially, to the means by which content is communicated 
between an origin and a destination. 

Introduction
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It could be argued that the human body acts as the first and most funda-
mental medium in this respect, transferring thoughts, ideas and emotions into 
speech or gestures audible or visible to others. Yet our concern here is with 
the use of artificial forms of media that enhance and extend our communica-
tive capacity beyond the capabilities of our own bodies, transforming the 
range of expression open to us and mediating what we say over longer dis-
tances or to greater numbers of people, for example.

At one extreme, such media may enable each of us to interact with friends 
without the need to be in the same room, the same city or even the same 
country, while at the other, they may enable a relatively small number of 
professional media producers to transmit large volumes of content simul-
taneously to audiences of millions. Such producers, along with the tech-
nologies they utilize and the content they distribute, are often collectively 
referred to as ‘the media’ and this certainly has become an acceptable use 
of the term. It remains important, however, to understand media as plural 
and diverse. Although large-scale ‘mass media’ will figure heavily in our 
discussions, we’ll focus on a broad range of different types and scales of 
communication involving a plethora of organizations, communities and 
individuals. 

Two connected senses of the word culture are of importance to our dis-
cussions in this book, both of which are identified in the influential writings 
of Raymond Williams (1988; 1989) on the subject.

First, culture is sometimes used in a specific sense to refer to the worlds of 
creative expression or, as Williams puts it, ‘the works and practices of intel-
lectual and especially artistic activity’ (1988: 90). Traditionally, this sense of 
the term was reserved for elite or ‘high’ forms of literature, music, art and 
theatre, but increasingly its use also encapsulates the larger realm of so-called 
popular culture, including pop music and popular fiction or drama, for 
example. As Williams puts it, ‘culture is ordinary’ (1989: 3). At certain 
points, we’ll use the term culture in this more restricted sense, including as a 
means to refer to mediated forms and practices of expression. 

Importantly, however, such creative forms and activities form just part of 
a crucial second sense of the word culture, as a means of referring to the 
whole way of life of a society or group, including values, meanings, identi-
ties, traditions, norms of behaviour and ways of understanding the world. 

As Williams argues, although they are different, these two senses of 
culture are closely related. After all, the practices of creative, artistic and 
intellectual expression in a given society encapsulate anything from the 
production and consumption of famous art, literature, music or television 
programmes to grass roots dancing, music-making, dress and acts of wor-
ship, all of which form an integral part of the overall ways of life of that 
society. The word culture, then, often refers simultaneously to creative 
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practices and broader ways of life, whether in reference to the distinctive 
identities, rituals, practices and forms of expression associated with a par-
ticular group (as in ‘punk culture’) or a certain activity (as in ‘television 
culture’) or as a more general way to invoke the range of cultural features 
and practices across a broader range of people.

Society, meanwhile, is a closely related but somewhat broader term that 
refers to the whole social world in which we exist, or, ‘the body of institu-
tions and relationships within which a relatively large group of people live’ 
(Williams, 1988: 291). Society particularly invokes an emphasis on social 
relations, including the detail of everyday interactions and the operation of 
broader social groupings and categories of social differentiation, such as 
those based on class, ethnicity and gender. 

Patterns of wealth, power and inequality are a further core element of 
societies, as are social institutions, including the apparatus of government 
and law, education systems, religious organizations, commercial enterprises 
and smaller-scale organizational units, such as the family. Together with 
established hierarchies of wealth, power and control, such institutions form 
a complex set of structures through which social relations are lived out. 

Among those who study societies, a key question concerns the relation-
ship between these established structures and human agency, which means 
people’s ability to be self-determining. Are we shaped by the gender, social 
class or ethnic category into which we were born – or, indeed, the family 
structure, education system or religious institutions that play a role in our 
lives? Or do we have the power to determine our own futures? The impor-
tance of media at so many levels of contemporary social life renders it a 
crucial consideration in such questions of structure and agency.

Crucially, it is difficult to envisage a study of such questions about the 
make-up of society, the arrangement of social relations or the balance of 
structure and agency that omits the cultural ways of life and expression, 
which, after all, lie at the heart of all societies. It is equally difficult to 
imagine how one might examine questions about cultural rituals, under-
standings, identities or creative practices without reference to the society in 
which they take place. 

The emphasis associated with the term ‘culture’ and with the term ‘soci-
ety’ differs in some respects, then, but there are extensive overlaps and 
ambiguities – something that particularly applies to the connection between 
society and the broader sense of culture as way of life. I would urge readers 
to feel comfortable with this fuzziness. The particular emphasis of one term 
or the other will be invoked at different stages of the discussions ahead, but 
our ultimate concern is with the relationship communications media have 
with the range of phenomena covered by the two terms. We will explore the 
possibility, then, that media have, in one way or another, become integral 
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to what we might term the broader social and cultural environment – 
something that includes the distribution of wealth, power and influence, 
the operation of social structures and institutions, class, gender and ethnic 
relations, patterns of identity and community, ideas and understandings, 
practices of intellectual, artistic and creative expression and broader ways 
of life. 

Starting points: shaping, mirroring and representing

Needless to say, the development of a detailed understanding of the role of 
media in relation to these various features of the broader social and cul-
tural environment in which we live is a far from simple task. So let’s take 
things one step at a time and consider, by way of a starting point, two 
simple and contrasting approaches to the relationship between mass media 
content and society. For the purpose of the discussion, let’s assume that 
‘society’ here can be taken to include, among other things, culture in its 
broad sense as a reference to overall ways of life.

Some approaches regard media as constructors or shapers, arguing that 
the content they distribute has the power to influence people and affect the 
future of society (Figure 1.1). 

Media Society

Figure 1.1  Media as shaper

There are all sorts of arguments that fit with this approach. Some suggest, 
for example, that media depictions of sex and violence are liable to influ-
ence viewers to the extent that people’s real lives may become more domi-
nated by promiscuity or danger, while others warn that stereotypical 
portrayals of ethnic or sexual minority groups might increase the margin-
alization of such groups within society. Arguments that political or moral 
bias in the media may lead to a predominance of certain opinions among 
audiences also come into this category, as do assertions that the general 
quality of media content in a given society may affect how informed, 
engaged or creative its population is. Such perspectives all focus on the 
ways in which media may be affecting or influencing us. 

Others focus not on how media content shapes us but on the way it reflects 
or mirrors society (Figure 1.2). The predominant role of media, according to 
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this view, is to reflect back to us events, behaviours, identities, social relations 
or values that already are important. Media, then, are deemed more signifi-
cant for the way they follow rather than the way they lead.  

From this perspective, if media are dominated by sex and violence, that 
is because we already live in a society in which these are important, and if 
particular opinions or values are given prominence in media content, this 
reflects their existing currency. Thus, when accused of manipulating public 
opinion through bias, news media professionals often defend themselves by 
reciting the cliché ‘don’t shoot the messenger’. The implication is that news 
is neutrally reflecting the world and that, if we don’t like it, we should seek 
to improve the world rather than blame media. 

As Victoria Alexander (2003) shows, the belief that media reflect society has 
prompted some analysts to try and learn about changing structures, cultural 
norms or politics within real society by studying media content. Such analysis 
can be instructive up to a point. For example, during the 1980s, the baddies in 
Hollywood action or war films (Rocky, Top Gun, From Russia with Love) 
often were from the former Soviet Union, reflecting real-world Cold War ten-
sions at the time between that country and the USA. By the 1990s, the Cold 
War was largely over and a switch of US foreign policy towards the Middle 
East was apparently mirrored by a greater emphasis on Arab or African 
Hollywood enemies (Patriot Games, Black Hawk Down, The Siege).

In their extreme form, however, suggestions that media content either 
shapes or mirrors society are both simplistic. An improvement would be to 
understand the relationship as being a circular one, involving elements of 
both processes. The media-as-mirror approach is useful in reminding us 
that, rather than being invented out of thin air, media content often relates 
closely to real events and prevailing social trends and cultural values. 
Media content does not reflect these perfectly or neutrally, however. Media 
producers are highly selective with respect to what they include and they 
present the elements they do include in very particular ways. They do not, 
then, offer us a mirror but a selective, manufactured set of representations 
(or re-presentations) of the world. As Stuart Hall (1982: 64) explains: ‘rep-
resentation is a very different notion from reflection. It implies the active 
work of selecting and presenting, of structuring and shaping.’

The content of television soap operas, for example, relates closely to 
scenarios and dilemmas that are already of significance within broader 

Figure 1.2  Media as mirror

MediaSociety
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society. Such programmes do not simply mirror society, however, because 
only certain characters, issues and incidents are included and these are 
represented to audiences in particular, dramatically appealing ways. 
Likewise, there may indeed be a relationship between the race or national-
ity of Hollywood villains and real US foreign policy, as discussed above, 
but, rather than comprising a neutral reflection of the world, this demon-
strates a selective emphasis on particular US-orientated perspectives. 

Because media representations are selective and manufactured, this 
makes them distinct from the world they sometimes claim to reflect. It is 
this that creates the possibility that media may also have the potential to 
influence us. The repeated emphasis on certain opinions, themes, events or 
practices across media and the consistent exclusion of others may have a 
bearing on future attitudes, identities, behaviour and social patterns. 
Rather than deciding between the shaping and mirroring approaches, then, 
a more useful starting point is to conceive of an ongoing process whereby 
selective media representations constantly feed into and are themselves fed 
by the make-up and character of society (Figure 1.3).

Figure 1.3  Circular model of representation and influence

Society
Media

representation

The communication process

The circular representations model outlined above provides a helpful start-
ing point for an understanding of the socio-cultural significance of media, 
and it can be usefully applied to many of the specific topics covered 
throughout this book. Nevertheless, as well as rather oversimplifying the 
complex range of phenomena included within our earlier discussion of 
culture and society, this model remains too general to facilitate a detailed 
analysis of the way media work. In order to take us a step further in the 
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latter respect, we need to break the process of media communication into 
its different components and consider the significance of each one. This 
involves thinking not just about the content of media, as we did in the 
discussion above, but also about where such content comes from, how it is 
transmitted and what happens when people engage with it. 

Transmitters, receivers and noise

One of the first attempts to develop a systematic understanding of the rela-
tionship between different components in the communication process was 
developed by Claude Shannon and Warren Weaver 1949, (Figure 1.4). The 
model was developed for the Bell telephone company, which wanted to 
improve the efficiency of communication using technology. It was not 
intended to represent broader processes of mass communication, but it 
became highly influential in this respect. 

Figure 1.4  Shannon and Weaver’s model of communication

Information
source

Transmitter Receiver Destination

Noise
source

SignalMessage
Received

signal Message

The model comprises a one-directional process whereby a message goes 
through a number of stages. It is created by an information source (such as 
somebody’s voice), encoded into an electronic signal by a transmitter (such 
as his or her telephone), decoded back into its original form by a receiver 
(such as another person’s telephone) and received by a recipient at its des-
tination.

The model also incorporates noise, which refers to interference that might 
distort the message en route so that what is received is different from what 
was sent. Shannon and Weaver’s primary concern here is with technical 
problems relating to faults or technological limitations – a crackly or crossed 
line can make it hard to understand what people are saying and, even if the 
medium is working perfectly, we don’t hear people on the telephone in quite 

01-Hodkinson 4046-CH-01.indd   7 08/07/2010   7:11:39 PM



M e d i a ,  C u l t u r e  a n d  S o C i e t y8

the same way that we would if we were in the same room. However, they 
also consider the notion of semantic problems, which refers to the possibility 
that the recipient might misunderstand the message itself as a result of ambi-
guities in its content, and effectiveness problems relating to the failure of the 
message to have the desired impact on the recipient. 

Shannon and Weaver’s interest in semantic and effectiveness problems is 
largely focused on the ways in which such complications might be avoided 
by improving the technical efficiency with which messages are encoded and 
decoded (Fiske, 1990). Nevertheless, their focus on such matters opened 
the doorway to important issues about the human interpretation or ‘decod-
ing’ of media content by audiences and the ways in which media might 
influence people. 

‘Who says what…?’ and other questions

Emphasis on communication as a human as well as a technical process was 
taken a stage further by Harold Lasswell (1948), who produced a model 
orientated towards the development of a broader  understanding of the role 
of mass media in society. The model is phrased as a question: ‘Who says 
what in which channel to whom with what effect?’ 

Memorable and deceptively concise, this question sets out an agenda for 
the understanding of media by breaking up the communication process 
into its key components and formulating an interpretation of the relation-
ships between them. If we separate out the components of the question and 
present them as a diagrammatic model, we can see clear similarities with 
the transmission model (Figure 1.5).

Figure 1.5  Diagrammatic representation of Lasswell's model

Who?
(Sender) 

Says what?
(Message) 

To whom?
(Recipient) 

In which
channel?
(Medium)

With what
effect?
(Effect) 

Whereas Shannon and Weaver had focused on the efficiency of the tech-
nical apparatus of communication, Lasswell’s approach suggests that each 
of the components he identifies have equally important implications for the 
outcome of the communication process. I might conduct a detailed analysis 
of the content of a television programme, then, but unless I also investigate 
the status and motivations of those who created and distributed it, the 
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capacities and limitations of television itself as a medium for transmitting 
it and the make-up and orientation of the audience, then my understanding 
will be partial and limited. Lasswell’s model could also be applied to all 
manner of other forms of communication, from telephone calls to social 
networking site conversations and from magazine reading to university 
lectures. 

Linear and one-dimensional

Although valuable in breaking the communication process down into com-
ponents and considering the relationships between them, Shannon and 
Weaver’s and Lasswell’s models have been criticized for oversimplifying 
things. According to Daniel Chandler (1994a), Shannon and Weaver’s 
model relies on a ‘postal metaphor’ of communication. That is, it treats 
communication as something centred on the effective (or ineffective) trans-
port and delivery of a pre-existing message, complete with any meanings it 
contains, to a destination. Its overriding concern with the efficiency of the 
delivery system may make sense as a means for Bell to enhance its technical 
services, but provides a highly limited understanding of the broader opera-
tion of media in society.  

As Chandler points out, Shannon and Weaver’s model encourages us to 
view communication as an essentially one-way, linear process in which the 
sender of the message is active and the role of the receiver is limited to pas-
sively receiving and absorbing it. It implies what some have termed a hypo-
dermic syringe approach to media, whereby messages are automatically 
injected into the minds of recipients, whether in their living room, at the 
cinema or in a lecture theatre.

What is not allowed for is the possibility that ‘recipients’ might do more 
than just receive, that they might engage with content actively, drawing on 
their existing identity and surroundings to produce their own interpreta-
tions of what senders present to them. The construction of meaning, then, 
might be seen as a joint project between senders and receivers.

Neither does the model refer to the possibility that receivers might 
directly influence the messages sent to them by virtue of their provision of 
different sorts of feedback to senders (Fiske, 1990). In the case of interper-
sonal communication, constant adjustment to the cues and responses of the 
other person is a critical part of effective communication. Likewise, mass 
media are intensely sensitive to audience responses, whether in the form of 
ratings, market research or direct communication. 

Developed specifically as a means of understanding the role of commu-
nication in society, Lasswell’s model has a little more going for it in this 
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respect than Shannon and Weaver’s approach. In specifically inviting us to 
ask questions about the status of senders and receivers, as well as about 
content and medium, the model goes further towards the development of 
a detailed understanding of media processes – something for which it is not 
always given appropriate credit. Yet the wording and ordering of the model 
tends to reproduce the linear approach of the Shannon and Weaver model. 
Although it encourages us to consider the status of the recipient, it is clear 
that the primary role of the latter is deemed a passive one: to be affected in 
one way or another by what is said to them. Later communications models 
that drew on the work of Lasswell and of Shannon and Weaver responded 
to this deficiency by building in feedback loops from recipients back to 
senders (Westley and Maclean, 1957) and/or the potential for audiences to 
interpret media in different ways (Gerbner, 1956), among other things. 
However, many of these adaptations tended still to present communication 
as a largely one-way process.

Perhaps the most important element of the communication process that 
is not accounted for in Shannon and Weaver’s model is the broader social 
and cultural environment within which media communication takes place. 
The model encourages us to think about communication as a process cen-
tred on isolated individuals (Chandler, 1994a). Lasswell’s approach repre-
sents an improvement in this respect because, through encouraging us to 
think in detail about the identity of the sender and receiver of the message, 
it allows for some consideration of the context of each. Yet, the lack of any 
explicit emphasis on the role of broader culture and society in the model 
seems to underestimate their importance.  

Elements of media in socio-cultural context

In this book, we’ll draw on the first four parts of Lasswell’s question – ‘Who 
says what in which channel to whom?’ – as valuable contributions towards 
the identification of the key elements of the media and communications 
process. Consistent with the approach of many other contemporary schol-
ars, however, the model I would advocate (Figure 1.6) focuses on ‘media 
industry’ and ‘media users’ rather than ‘senders’ and ‘recipients’. By using 
these categories, we can specifically emphasize the power and significance 
of media organizations for the communications process while, at the same 
time, avoiding the automatic portrayal of those who engage with media as 
passive individuals whose only role is to absorb or be affected. The avoid-
ance of a one-way, linear understanding of communication also can be 
achieved by the representation of a series of multidirectional flows between 
the different components of the model. And crucially, our understanding of 

01-Hodkinson 4046-CH-01.indd   10 08/07/2010   7:11:40 PM



i n t r o d u C t i o n 11

media processes has to incorporate the extensive and constant flows of 
influence both to and from a complex broader social and cultural environ-
ment, which consists of an established but developing overall world of 
social relations, ways of life and modes of expression. This broader environ-
ment, or world, forms an everchanging context within which industry and 
users – alongside the technologies and content they use, create and distribute – 
operate. It should therefore be regarded as integral to the operation of all 
four of the elements of the media process. 

The four elements of media that are represented in the context of broader 
culture and society in the model above form the basis for the chapters in Part 
1 of this book, Elements of media, but I’ll briefly introduce them here.

Equating with the ‘in which channel?’ part of Lasswell’s model, media 
technologies refers to the hardware by means of which media content is 
created, distributed and used. Crucially, rather than being neutral, tech-
nologies such as television, newspapers, mobile phones and Internet serv-
ices each offer their own particular sets of possibilities and limitations. For 
example, books require all of my individual attention and have the capacity 
to provide extensive depth and detail via the written word, whereas televi-
sion has greater potential to be enjoyed alongside other activities or with 
other people and, in comparison to books, it tends to facilitate a greater 
emphasis on what things look and sound like on the surface. Rather than 
simply shaping us, however, technologies are developed and used in ways 
that relate closely to the social and cultural context of industry and users.

Media industry can be seen as a more specific and contextualized formu-
lation of the ‘Who?’ at the beginning of Lasswell’s model. Media and related 
organizations are not the only creators of content but they also dominate its 
production and distribution and control the development and availability of 
technologies. An understanding of media processes, then, requires an appre-
ciation of the motivations of these organizations, the ways in which they 

Figure 1.6  Simplified model of the elements of media in socio-cultural contexts

Media
industry

Media
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Media
content

Media
technologies

Broader social and cultural
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work and their relationships with other organizations, media users and 
broader social and cultural relations. At the centre of an examination of the 
industry are questions about the large-scale, commercial nature of the most 
influential media organizations, the implications of their need to generate 
revenue by attracting advertisers and the ways in which governments and 
regulators have sometimes sought to control their activities.   

Media content comprises the ‘What?’ in Lasswell’s model and is probably 
the most talked about element of the media process. We can’t hope to 
understand the role and significance of media by focusing on content alone, 
but neither should we ignore it. Television programmes, advertisements, 
news articles, music videos, social networking site profiles and a plethora 
of other forms of media content all represent the world in partial and par-
ticular ways and this places limits on the range of likely interpretations or 
uses of them. This implies that content may have the capacity to influence 
the thoughts and lives of users and the broader ways of life and social rela-
tions of which they are a part. Careful analysis of what is included and 
excluded and the complex ways in which particular meanings are con-
structed remains a key element of the study of media, culture and society.

The notion of media users is a little broader than the ‘To whom?’ in 
Lasswell’s model in that, rather than restricting their role to that of receivers 
who are affected by media messages, it recognizes that, although they still 
may be open to influence, those who engage with media play an active role 
in the communication processes. It is crucial, then, to learn about the circum-
stances in which users engage with media and the ways in which they con-
tribute to the generation of meaning by bringing their existing identities, 
opinions and social position to their encounters with content and technolo-
gies. Users should also be understood as small-scale creators of content, 
whether through the provision of feedback to industrial media organizations, 
participation in phone-ins, talk shows or letters pages or the production and 
distribution of more substantive forms of amateur content. 

The broader social and cultural environment is represented here as feed-
ing, via users and industry, into each of the different elements of the ongoing 
media process, while at the same time developing and changing as a result 
of that process. It is impossible to understand the operation and significance 
of any one of the elements of media without placing it within this socio-
cultural context. Because of this, rather than having a separate chapter on 
the theme, different elements of culture and society are discussed throughout 
the chapters on technologies, industry, content and users that make up Part 
1 of the book. The relationship between media processes and the various 
elements of broader culture and society also dominates Parts 2 and 3 of the 
book, which address a range of substantive issues and debates under the 
themes of media, power and control and media, identity and culture.
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Media, power and control

Part 2 of this book focuses on a series of themes connected with the relation-
ship between media and questions of power, influence, regulation and 
control. We start, in Chapter 6, by examining highly influential Marxist 
approaches, which regard media as a form of ideology or, more specifically, 
a means by which powerful groups manipulate people by reinforcing under-
standings of the world that serve to legitimate an unequal and exploitative 
capitalist system. 

Concerns about ideology also figure, among other perspectives, in 
Chapter 7, which addresses the specific role of news media as a way of 
distributing particular representations of the contemporary world to 
media users. 

In Chapter 8, our focus shifts to broader questions about what media are 
for and, specifically, whether their role in society might be improved if 
governments were to intervene in the way that they are run. Should we 
attempt to control media by having subsidized public service broadcasters 
or restrictions on content or would we be better served by an unfettered 
commercial media system?

Finally, Chapter 9 addresses the relationship between media, national 
identity and democracy, focusing in particular on the possibility that the 
increasing commercialization, globalization and diversification of media 
may be contributing to declines in cultural cohesion and socio-political 
engagement.  

Media, identity and culture

Part 3 is the final section of the book and moves us towards a set of ques-
tions about the relationship between media and patterns of identity, culture 
and community.

Chapters 10 and 11 deal with two of the most discussed subjects within 
the study of media: race and gender. 

In Chapter 10, we will consider debates about the exclusion and stereotyp-
ical representation of subordinated ethnic groupings within mainstream 
media before examining the implications of the increasing use by such ethnic 
minorities of specialist and sometimes transnational forms of media.

Chapter 11 centres partly on questions about the representation of 
femininities and masculinities, while also examining debates about how to 
make sense of audience interpretations of gender in media.

In Chapter 12 our focus will shift to the implications of media processes 
for patterns of collective identity in society. In contrast to theories that 
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suggest media tend to erode collective forms of identity, the chapter 
examines a range of ways in which different forms of media – from local 
newspapers to online discussion groups and social networking sites – 
appear to facilitate communities, including youth subcultures, fan groups 
and sexual minorities.

The final chapter of the book, Chapter 13, addresses the possibility that, 
as a result of the rapid and ongoing expansion of media, everyday culture 
has become so saturated by communication, images and representations 
that we no longer know what, if anything, any of it means. Truth, reality 
and stability are all deemed to be under threat in a world dominated by 
fluidity, uncertainty and the loss of meaning.

Making connections

These thematic sections of the book offer a useful means of organizing and 
making sense of so large a range of material, but readers, hopefully, will 
identify a range of connections between the issues covered in each section. 
They may note, for example, that questions of national community clearly 
relate to identity as well as power, while discussions of gender and race 
connect to issues of domination and subordination as well as those of cul-
tural differentiation. Also, as one would expect, the issues covered in the 
chapters of Part 1 – on technologies, industry, content and users – resurface 
at various points during the discussions of substantive topics that follow. 
Equally, a number of particular issues make themselves known at a number 
of different points in the book. Questions about commercialization and the 
quality and depth of media content, for example, appear in all three parts 
of the book, as do considerations of the relationship between media and 
advertisers and questions about the increasing specialization of media. Such 
interconnections are important and readers are encouraged to draw their 
own links between the various topics covered in the chapters that follow. It 
is only by making such connections that we can gradually develop a more 
rounded understanding of the themes and approaches that dominate the 
study of media, culture and society.

Questions and exercises

1 Select a piece of media content of your choice and answer the following 
questions.

 a) In what ways does the content draw on elements of existing social  
 relations or ways of life?
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 b) In what ways is it selective in doing so?

 c) In what ways might these selective representations influence the future  
 of society?

2 Taking the models presented in the chapter as a starting point, design your 
own diagrammatic model of the process of media communication and its 
relationship with the broader social and cultural environment. Think care-
fully about how you will represent the key elements of the communication 
process and the nature of the relationships between them.
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