Week 1, Lecture 2.  April 4, 2002

Media effects

For more information about this topic , see two videos at the Odegaard Library Media Center:  “Slim Hopes: Advertising and the Obsession with Thinness” (Videorecord MEF 001) and “Does TV Kill: What Should We Do About TV? (Videorecord PBS 217).

Key points 

Purpose of this lecture:  What is impact of media?   What effect do they have on us?

I. Media

1. Agents of democracy       2. Window on the world (Participation,  Common Knowledge)

II. “Media Reality”              Being There.    TV not real but it is realistic”

III. Media as Teachers

1.Media teach us about beauty = Thin, Young,

Media: Be Attractive!        Impact?

2. Media teach us about violence

(a)  National Television Violence Study.

(b) Popular Concern                       (c) Congress

(d) George Gerbner: Why is there so much violence?

· Violence livens up a show,  “travels well” – easy to export media products

· Accelerating violence (increase of violence in movie sequels)

· Lessons about violence: Some can get away with violence (men aggressors, women victims; minority women more likely than white women to be victims)

· Lessons about violence: Violence solution to many probelms

IV.Media Effects

1. All Powerful Media:   Simple, Direct, Clear

Hypodermic Needle Model/Magic Bullet

2. Limited Effects

3. Effects limited by:  Attention levels, Exposure amount,  Receptivity: age, education, sophistication, relationships, fatigue, psychological state (Aggressive cues theory, Reinforcement theory)

V. Media and Children

1.Media Use                    

2. Marketing of Violent Media to Children/FTC Study, 2000

Media target Under 17 for violent material;  Under 17 have easy access to violent media content; Potential for change limited. First Amendment protection, lack of economic incentives

VI. Types of Media Effects

1. Information-Imitation   (Observational theory, Positive Effects Research)

2. Cultivation Analysis  (Dr.George Gerbner   “Mean World Syndrome”)

VII. Media Effects 

Some people, some times, some effects

What we focus on, How we define

VIII. What can we do to control, limit media effects?

1. Encourage selective media use 

2. Teach smart use of TV 

3. Parents should participate in children’s viewing 

4. Challenge TV’s power with alternatives 

5. Schools should teach “media literacy”

6. Make your voice heard

More extended Lecture Notes for April , 2002

Overhead.

Purpose of this lecture:  What is impact of media?  What effect do they have on us?

I. What do media do?

1. Agents of Democracy

2. Window on the world.


Last class: surveillance function.


The way we experience much of reality.

a. participation.

Media allow us to “participate” in events quite distant from ourselves; we feel as if our “participation” is quite real.

Think of at least 2 “events” you’ve participated in via media.

b. community, joining with others.

common focus, common experience, common knowledge.

Margaret Thorpe, writing in 1939 about the movies:

“The movies are furnishing the nation with a common body of knowledge.  What the classics once were in that respect, what the Bible once was, the cinema has become for the average person.  Here are stories, names, phrases, points of view which are common national property.  The man from Cedar Creek, Maine, and the man in Cedar Creek, Oregon, see the same movie in the same week.  The movies span geographic frontiers; they give the old something to talk about with the young; they crumble barriers between people of different educations and different economic backgrounds.”

common knowledge, common experiences:  show me the money, Is that your final answer?


II.  Media Reality

Being There.

Story of Chance, the gardener.  Left at the doorstep of a wealthy man.  Chance: “simple-minded,”  works in the man’s garden for years.  Chance never leaves the house; watches TV.

Only experience outside of house are through TV.  Old man dies, Chance must leave the house; he gets hit by a car.  The owner helps him -- misunderstands his name.  He is coughing; “Chance the Gardener” comes out, at least to her, as Chauncey Gardiner.

People project their own views on to him.

What’s interesting about this movie is that Chance doesn’t know the difference between Media Reality and Reality.

TV remote.  He thinks he can turn things off.   Video store. He’s been on TV!

In the car: This is just like TV, only larger.  Copies what he sees on TV: mimics.

Appears on TV without fear. He’s been on TV before.  Tells the president: You look much smaller on TV.  Spins on and by the end of the movie, he’s on his way to being president.

Virtually no one is as naive as Chance the Gardener. Still, there’s a challenge to differentiate between Media Reality and Reality.   Erik Barnouw: TV isn’t real, but it is realistic.

III. Media as teachers: what’s normal, right, good.

They not only show us the world, but they show us things in a way that we learn about the world.  Who’s good, who’s bad, what’s normal....

Wide range of topics that the media teach us about.

Focus on two that, over time, give us cues as to what is the way we should behave.

1. Media: teaching about beauty

Thin

Women in fashion ads tend to be very thin.  The average fashion model today weighs 23 per cent less than the average American female.


One study of prime time television found that 70% percent of female TV stars were thin compared to just 18% of men.  Over 25% of men were heavy, while just 5% of women were heavy.

Beauty means youth.


Almost all of the women appearing on TV are young.  One study found that 71% of women appearing in network TV ads were between 20 and 35 years of age -- twice the pattern for men. (Men can be older).


Wrinkles, lines and gray hair are unacceptable.  Products: anti aging creams, hair dyes, cosmetic surgery are e method widely used for denying the aging process -- or rather, the appearance of the aging process.

Slides shown here.

What are the notions of beauty?  These are quite typical ads from mainstream women’s magazines.  Thin. Young. What other attributes make up beauty?   How do we see women?

Baywatch Excerpt here.

Media urge:  be attractive!

Even commercials  which do not directly sell beauty products often emphasize appearance as important.  TV viewers are exposed to more than 5,000 attractiveness messages in advertisements each year. That does not include attractiveness messages in general programming.

Naomi Wolf writes:  “The harm of these messages (of beauty in mass culture) is not that they exist, but that they proliferate at the expense of most other images and stories of female heroines, role models, villains, eccentrics, buffoons, visionaries, sex goddesses and pranksters. If the icon of the anorexic fashion model were on a flat image out of a full spectrum in which young girls could find a thousand wild and tantalizing visions of possible futures, that icon would not have the power to hurt them.

Impact?

Is there any evidence that these sort of images have any real impact?

· One recent study found that 40% of third grade girls were dieting.  By 8th grade, about 90% of girls have been on diets.

· Another study showed that 1 out of 5 college  women engaged at least once in bulimic behavior -- bingeing on food and then purging themselves.

· One study asked women to name one thing they would like to change about themselves.  Among women 20 to 50: 65% said they would like to weigh about 10 pounds less.

There are scores and scores of other studies that reiterate these sorts of themes.  Many women do absorb these beauty messages.

2. Media: Teaching about violence

National Television Violence Study.

1995 study, Sponsored by National Cable TV Assn., and conducted by Mediascope, Inc., in association with several universities.   Videotaped over a 20 week period the equivalent of one week of TV from 23 channels from 6 a.m. to 11 p.m.  2500 hours of programming.  2693 programs, of which 384 were reality based shows.  Violence defined as: overt depiction of the use of physical force (or the credible threat of such force) intended to physically harm an animate being or group of beings. Violence also includes certain depictions of physically harmful consequences against an animate being or group that occur as a result of unseen violent means.

The study did not simply just count the number of acts of violence, but looked at larger contextual factors, such as whether the violent act was condoned or condemned, whether the perpetrator was punished, etc.

Key findings:

1. 57% of shows contained violence.

2. 33% of violent shows contained 9 or more violent interactions.

3. Perpetrators of acts of violence go unpunished 73% of the time.

4. Negative, realistic consequences of violence seldom portrayed.  Less than half of violent interactions showed victims experiencing signs of pain.  One in six showed any long term consequences of violence (e.g., limping, psychological results, etc.)

5. Kids’ shows least likely to show long term negative consequences of violence (only 5% of the time)

6. 33% violence presented as humorous (and 67% of the time on kids’ shows)

Popular concern

A great deal of concern about this in US society.  81% of American adults believe that violent entertainment is a cause of increased violence in society; 73% say the government should do something to restrict access of minors to such materials.

Congress.

U.S. Rep. Henry Hyde:   “Anybody that thinks rotten movies, rotten TV, rotten video games are not poisoning, toxically poisoning our kids’ minds and making some kids think that conduct is acceptable just is not paying attention.”


Congress planning to set up a special task force to look into issues of violence in media.

George Gerbner: Why is there so much violence?

Gerbner: former dean of the Annenberg School of Communications, University of Pennsylvania. Gerbner says: the more TV we watch, the more we think it is realistic.  TV has a key role in educating us, but it gives us a distorted view of reality – and in particular, it makes the world seem to be far more violent than it really is. Why is there so much violence in media (and especially on TV)?  According to Gerbner, violence is not the most popular kind of content but:

· Violence livens up a show,  “travels well” – easy to export media products (whereas humor is more culture bound, and so does not export well.  We’ll return to this issue when we explore the popularity of “action” movies (such as Lethal Weapon 1-4).

· Accelerating violence (increase of violence in movie sequels).  The formula, says Gerbner, seems to demand an ever increasing volume of violence. Die Hard 2 had substantially more violent acts (and deaths) than the first Die Hard movie.

· Lessons about violence: Some can get away with violence; some have power in society and others do not. (men  and much more likely than women to be the aggressors, women are much more likely to be victims; minority women much more likely than white women to be victims)

· Lessons about violence: Violence solution to many problems

IV. Media Effects

Cases to Note

1. Touchstone Films’ The Program. A group of football players prove they are tough by lying in the middle of a highway at night.  Several young men copied this scene and died. (Touchstone Films removed the scene).

2. NBC TV movie Born Innocent contains a prison scene in which a female inmate, played by Linda Blair, is raped with the handle of a plumber’s helper.  Shortly thereafter, a San Francisco girl was raped with a Coke bottle by several ther girls who said they got the idea while watching the TV movie.

3. In the movie Natural Born Killers, the robbers shoot a woman point blank during a robbery.  A Louisiana man and woman watched the movie 20 times and then copied it – shooting a woman up close. She nearly died from her injuries.

4. April 20,1999. Columbine High School shootings.

1. All Powerful Media

From c. 1900 to 1930, theory: media have a clear, direct and powerful effect on people.

Hypodermic Needle Model/Magic Bullet Theory


This model assumes that media had powerful and direct impact on society and on  the beliefs and behaviors of individuals.  


One criticism of this model: it implies a passive and vulnerable audience.  Media messages were also assumed to have uniform and nearly immediate effect on people.


Scholars no longer ascribe to the notion of simple, direct and powerful effects.  This viewpoint, however, is still popular with many critics of the media, especially those of TV.

2. Limited Effects.

Since the 1940s, there have been various developments in research in terms of effects. Virtually all have moved away from the notion of simple, direct and powerful effects. Researchers have found that media do not influence all people all the time in the same way.

3. Effects limited by:

Media effects depend upon a variety of things, including:

· Attention levels (how much attention does the viewer pay to the image?  Is s/he watching quite closely?  Or perhaps doing something else at the same time?)

· Amount of exposure.  How much does the viewer see?  There seems to be differences between heavy and light viewers of TV, for example.

· Receptivity. How receptive is the viewer/reader to the media message or image?  Receptivity can vary based on age, education, sophistication, interpersonal relationships as well as on transitory states, such as fatigue, psychological state.  There are two theories about receptivity in relation to violence:  aggressive cues theory and reinforcement theory.   Aggressive Cues Theory  contends that TV violence triggers already learned behavior (resulting in the repetition of violent acts in real-life situations). Reinforcement Theory suggests that TV violence reinforces behavior already existing in behaviors.

V. Media Effects and Children

Receptivity an interesting issue.  Idea here is that receptivity may vary a lot.  But there are some people who are probably more vulnerable to media messages that any one else:  Younger, less educated, less knowledgeable, fewer real world experiences.  Children.

Who are some of the key heavy viewers? Children.


Between the ages of 5 and 13, U.S. children spend more time watching TV than in any other WAKING activity.


By the time children reach high school graduation, they will  have spent more time in front of the TV than in the  classroom.

Children and media

media use in hours/minutes

	All Children
	5:29

	2-7 
	3:34

	8-18
	6:43

	Girls
	5:19

	Boys
	5:37

	Whites
	5:08

	Minorities
	6:03


Average amount of time, daily, with each activity:

	TV
	2:46

	CDs, tapes
	0:48

	Reading
	0:44

	Radio
	0:39

	Computer
	0:21

	Video games
	0:20

	Internet
	0:08


Watching TV:

Children 2-7, average of 1:59 hours/minutes a day.

Children 8-18: 3:16.

Media in children’s bedrooms

	Radio
	70%

	Tape player
	64%

	TV
	53%

	CD player
	51%

	Video game player
	33%

	VCR
	29%

	Cable/Satellite TV
	24%

	Computer
	16%

	Internet
	7%


Percentage of children who watch TV without parents

Ages 8-18: 95%                         Ages 2-7:  81%

Percentage of children who live in homes where:

TV on during meals:  58%              No rules about watching TV:  49%

TV is on most of the time:  42%.

Marketing Violent Entertainment to Children

Federal Trade Commission Report, September 2000

Sources:  http://www.ftc.gov/opa/2000/09/youthviol.htm

New York Times, 2 October 2000, C1,6

Criticism of media industries

FTC:  Sharply criticized entertainment industries for peddling inappropriate movies, music, and video games to children.

Two questions addressed by FTC:

1. Do media industries promote products that they themselves acknowledge warrant parental caution in venues where children make up a substantial percentage of the audience?

2. Are these ads intended to attract children and teens?

FTC:  “For all three segments of the entertainment industry (movie, music recording and computer and video game industries), the answers are plainly yes.

FTC findings:

· These industries routinely target people under 17 as the audience for movies, music and games that they themselves see as violent/needing parental guidance.

· Under 17 year olds able to buy tickets to R rated movies (without adult); easily can buy both music and games that carry parent advisory labels.

· Heavy marketing of these media products to under 17 year olds; severely undermines ratings and labels. 

· Rating and labels: self regulation important due to First Amendment

· Heavy marketing also makes parents’ job more difficult (re: monitoring children, making informed choices).

The Rating systems are:

Movies: 

· G (Suitable for general audiences and all ages).  

· PG: Parental guidance suggested (some content unsuitable for pre teens)  

· PG-13: Parental Guidance especially suggested for pre-teens due to partial nudity, swearing or violence. 

· R:  No one under 17 admitted unless accompanied by an adult.  

· NC-17. No one under 17 admitted.

Music: “Explicit Lyrics – Parental Advisory”  

Video games:   

· EC: Early Childhood

· E : Everyone

· T: Teenagers   

· M: Mature

· AO: Adults Only. (but many retailers decline to carry those titles, which are usually sexually explicit).

FTC on Movies

· Marketing of R rated films purposely targets under 17 audience in 80 percent of movies FTC studied (35 out of 44).

· Movie theaters do little to reinforce ratings.  About 50 percent compliance rate with R rating system (accompanied by adult) for 13-16 year olds.

· FTC found that  movie studios had used programs popular with children to promote R-rated movies.

· Studios test marketed R-rated movies to children as young as nine.

· Disney’s Miramax unit, in its promotion of the R rated sci fi film MIMIC, gave away promotional posters in the Kansas City area to the Camp Fire Boys and Girls, the 4-H Heart of America Youth Center, the Boys & Girls Clubs of Eatern Jackson County and the Boy Scouts of America.  Disney says the posters were meant for teenage members of those groups, not younger kids.

· Ads for Metro-Goldwyn-Mayer’s R-rated Disturbing Behavior were pitched to 12-14 year olds, who gave high marks to a scene featuring “the blonde hitting her head into the mirror.”  In that case, 62 percent of the males in that age group said the ad, called FEAR, created a “definite” interest in the film for them.

· Sony Corp.’s Columbia Pictures tried to buy advertising on the Nickelodeon cable channel for the R-rated film “The Fifth Element.” Execs at the children’s cable network refused them.

· Sony used an under age focus group to plan a sequel to Sony’s big hit of 1999, “I Know What You Did Last Summer.”

FTC on Music

· Marketing of  music recordings with advisory labels targeted under 17 group 27 percent of the time.

· Access. Retailers enforce labels only 15 percent of the time for 13-16 year olds.

FTC on Video Games

· Marketing of Mature-rated video games targeted  Under 17 in 83 percent of games. 

· Magazines for games enthusiasts, such as GamePro, Playstation Magazine and Computer Gaming Monthly ---  have substantial teenage readership.  They feature numerous ads for M rated games.  

· 62 percent of GamePro’s readers are 17 and under.  Of its ads, 18 percent are for M rated games.  The October, 2000,  issue had ads for at least 6 M rated games (including Tenchu 2: Birth of the Strealth Assassins, Duke Nukem, Land of the Babes and Heavy Metal F.A.K.K.2, in which a G-string and bra clad heroine pumps bullets into mutant aliens).  

· Retailers of games make little effort to enforce ratings; 13-16 year olds buy Mature-rated games 85 percent of the time.  

Will media respond?

Movies

Studios promise to do better, although only 3 studios detailed specific plans to cease such practices.  Only two of the 6 major networks (ABC and Fox) – both owned by media companies with movie studios – announced plans to help block this kind of marketing.

· But the new standards announced by ABC and FOX don’t seem to do much at all.  

· Fox said it would no longer show ads for R-rated movies during any programs for which at least 35 percent of the audience is under 17 years old.  However, Fox already blocks ads for R-rated movies on many shows it deems family-friendly (such as Futurama) and so it does not have any programs that would fit the 35 percent criteria.

· ABC said it would not show ads for R rated movies between 8 and 9 p.m., which is widely considered prime hour for family viewing. But ABC has usually barred R rated ads during that time (although there have been some exceptions).  

· Although ABC pledged to follow the 35 percent formula, it may be very useful.  In 1999-2000 season, only 13 percent of the audience for ABC’s Dharma and Greg included people 2 through 17.  But that was still 2 million people.

Music

1. Some argue that the warning labels make some music more attractive to young consumers.  

2. Without real retail enforcement of labels, labeling not effective.

Video

1.Proposals:  (a) Curb advertising of M-rated games in magazines and on TV programs with large teenage audiences (b) Retailers might have to require ID from those buying such games.

2.Difficulty in getting substantive changes in video games:

(a) Large economic stakes involved.

· Sales of games for personal computers and video game consoles (such as Sony’s Play station and the Nintendo 64) amounted to $5.5 billion in the US last year, an increase from $4.7b in 1998.  

· 1999 sales: 10 percent were rated Mature or Adults Only.

· Mainstream retailers have shared in the profits along with the game industry (as it has gained a mass audience).  Wal-Mart and Best Buy together control more than a third of the market for Playstation games, according to one industry group.

· Many young consumers will spend $150 to $300 a month on video games.

· Some retailers will check ID (e.g., Target, WalMart and Kmart) but others – such as Electonics Boutique (which operates 520 EBX and Electronic Boutique stores nationwide) say they will not demand ID. They don[‘t want to irritate young consumers, many of whom are older than 17 but who would find the ID check policy irritating or insulting.

(b)  Definitions of violence.

Violence is at the core of one Star Trek game, but the game is rated T, for teenagers. One reason is because the enemies are aliens, not humans. When they die, they fall to the ground, rather than spout blood or blow apart. But it is possible for a  player to kill his own allies, who are human and who writhe and moan when they are shot.

Kathryn C. Montgomery, president of Center for Media Education (a  Washington group that monitors how media influences children---www.cme.org):  “As usual, these companies try to get by with doing as little as they can in the heat of the pressure and hope the pressure goes away.”

VI. Types of Media Effects.

Various theories, types of effects.

1. Information-Imitation

People, especially children, learn through imitating behavior. If we see behaviors we like and respect, we imitate them, or try to imitate them.  Kids do this a lot, and in some instances this has led to problems.

In violence studies, this is also known as OBSERVATIONAL THEORY.  Observational Theory contends that we can learn violent behavior from watching violent programs.

· Child sets fire to a house after seeing Beevis and Butthead

· After Joe Camel was created to advertise Camel, a 400% (or higher) increase of smoking by kids under 13 documented.

· When the TV Friends debuted, thousands of young girls had to have hair cuts just like that of Jennifer Aniston.

Not all of this need be bad.

Positive Effects research contends that children learn good behaviors from good shows.  Researchers have looked at the effects of pro social programs developed for children, including Sesame Street, The Electric Company, Mister Rogers’ Neighborhood, Fat Albert and the Cosby Kids and others.

Patricia Greenfield:  “TV can be a very positive force in the lives of children if it is used constructively and if parents actively see to it that their children interact with the programs’ content through discussions and parental explanations.”

2. Cultivation Hypothesis

Media cultivate beliefs and behaviors in us that are powerful but that build up, gradually, over time and often go unnoticed by the viewer/reader.

Research has focused on the difference between light and heavy TV viewers.

Heavy viewers tend to adopt the TV world view.

Light viewers far less likely to do so.

Research in this area has been primarily in terms of violence and media.

Heavy Viewers:“Mean World View.”   Compared to light viewers, they have greater feelings of fear, are less trusting, and have more favorable attitudes toward the use of violence.

 Killing Screens.

Other studies of heavy viewers of soap operas show that:

1. They over estimate the number of doctors and lawyers in the US

2. They over estimate how many of them are men.

3. Over estimate how many abortions there are each year

4. Over estimate the occurrence of sexually transmitted diseases.

VII. Overall: What effects do media have?

· Some people, some times, some effect.

· What we focus on.

How we define things.

VIII. What can we do to control, limit media effects?

1. Encourage selective media use (purposeful,  have a reason. Don’t watch just to watch; don’t use TV as a babysitter).  

2. Teach smart use of TV, media (not for rewards or punishment).  

3. Parents should participate in children’s viewing (Talk to children about what they are watching, about the stories they see and hear).  

4. Challenge TV’s power with alternatives (alternative solutions; alternative media, alternative activities).  

5. Schools should teach critical analytical viewing -- “media literacy”

6. Make your voice heard; write/call about content that reflects too much conflict, violence.

Additional material on Media Effects, Media and Violence

1. Legislative Proposals on Televised Violence (family viewing hours, ratings and report cards, blocking devices)

2. Problems defining violence.

3. Other questions about violence:  is it rewarded or punished? Is it justified? Are consequences shown? Was it thoughtless or malicious?

I. Legislative Proposals on Televised Violence.

Violence on TV has been a topic of considerable debate since even before the first congressional hearings on this issue in 1952.  Resurgence in these debates in the 1990s/2000..  

3 groups of proposals  on how to deal with televised violence:

· Family Viewing hours
· Ratings and Report Cards
· Blocking Devices
Family Viewing Hours

One of the ideas put forth in most debates since the 1950s is the idea of a SAFE HARBOR.  This would prohibit the airing of violent content -- as defined by the FCC -- during hours when kids are reasonably likely to comprise a substantial portion of the audience (again defined by the FCC).  Constitutionally, this proposal raises the most serious objections among broadcasters and program producers, who feel that such restrictions constitute prior restraint on free expression.    But some court decisions seem to point to rulings that would OK such censorship (as time, place and manner regulations: that restrict only the hour of the broadcast rather than the content of the speech). 


Other problems with this solution:  The reasoning here is that children are viewing in large numbers early in the evening but by 9 p.m. most children disappear form the audience, so adult programming can be safely aired at that time.  
It is true that the number of children and the number of teens peaks at about 8:30 p.m. each night, then declines.  However, there are still large numbers o f children watching TV throughout the later hours.  For example, at 9:30, there are still 25 million kids (2 to 11 years old) viewing; this is more than the number of children viewing at 6:30 p.m. At 10:30, one out of every 7 children is still watching. As for teens (12 to 17), about one in four is still viewing at 10:30 p.m. and one in 7 at 11:30 p.m. Clearly, there is no natural safe harbor where there are NO children viewing. Violence right now is pretty much spread evenly over all times.

Ratings and report cards

Proposals to rate the shows by the amount of violence. General ratings have been adopted by the networks -- voluntary.  Some legislators applaud the industry's move toward voluntary labeling of violent shows at the beginning of each broadcast, some critics see a danger in this.  Some argued that systems such as the MPAA ratings for film are often used to generate marketing publicity for films with questionable content.

Blocking Devices.  Popular proposal. Call for mandatory installation on all sets of  a so-called V Chip that would use the vertical blanking interval portion of a TV signal to transmit program info to viewers' home.  With this technology, viewers could block out violent or other offensive programming.  The constitutional arguments for and against this measure are much like those of ratings proposals -- as the V chip would require someone to rate programs for violence, sex and strong language in order to determine which shows would be forced to broadcast such a signal.  Industry officials and many observers have argued that such restrictions are a prior restraint that creates a chilling effect on free expression.  According to press reports on the industry and legal analyses, such a measure would dictate the kinds of shows that may be sold to advertisers and infringes upon the viewing rights of other adults and parents who wish to expose their children to such material.

There are practical problems that make the implementation of any of these proposals a daunting task. 

· First, who will undertake the HUGE task of rating every show broadcast on every station for violent, sexual or adult content?
· 2nd. How will advertisers react to shows rated as violent? Ad industry execs point out that it is standard practice in most agencies and media buying firms to screen shows for advertisers who do not want to sponsor violent programming.
· 3rd. How will parents react to the ratings? If parents are given a report card for every show, will they have the time, interest and ability to consider al that info on their own?  If the info were programmed into the program's signal, would parents be able to do their part in the home by programming their TV sets?    At one Senate committee hearing, one manufacturing exec was unable to successfully demonstrate the technology.
· What are the political implications of defining violence?  The implementation of any of these proposals requires a standard definition of violence for proper enforcement, but there is little agreement on an explicit definition.  Most bills leave the definition to the FCC or some other government or industry body.  This is difficult because the courts will require a very specific and narrow definition of violence to  meet the constitutional standards involved.  Many doubt that this can be done to the satisfaction of all groups involved in the debate.
II. Problems Defining Violence

What should be defined as an act of violence?

· The most prevalent definition of violence focuses on the ACT or THREAT of physical violence.  This definition is limited to only physical acts and overt acts.   Even with this relatively narrow definition, Gerbner and his colleagues have found an average of from 4.5 to 6.1 acts of violence per hour of TV programming for over 2 decades starting in 1967.  A slightly broader version of this definition was used by the Natl Coalition of TV violence in 1983, which found 9.7 violent acts per hour of US programming.
· Other researchers have used a wide concept of aggression, defined as "behavior that inflicts harm, either physically or psychologically, including explicit or implicit threats and nonverbal behavior."  They found 18.5 aggressive acts per hour of US and Canadian programming -- 9 of which were physical violence.
· Other researchers, with even wider definition of antisocial behavior, including verbal acts of aggression (such as deceit). Their study noted 12 acts  of physical forms and 26 acts of verbal forms of antisocial behavior per hour of programming. this definition allows for the inclusion of intentional acts of aggression that do psychological rather than physical harm to the victim.  
Potter and Warren:   “Our definition of aggression is this: any action that serves to diminish something in a physical, psychological, social or emotional manner.” (The victim of aggression can be another person, the perpetrator, or a nonhuman entity --animal, object or society. Likewise, the perpetrator can also fall within any one of these types).

Included a broad definition of acts, including:  Physical assault, Indirect aggression (Malicious gossip, slamming doors, temper tantrums), irritability(grouchiness, rudeness), negativism (opposition or resistant behavior), resentment (jealousy or hatred of others), suspicion (projection of hostility or distrustfulness), verbal aggression (arguing, threats, yelling).
III. Other questions about violence.

Most studies seem to focus a lot on frequency.  The assumption is that the greater the number of violent acts a child is exposed to, the more risk.   The way to reduce the risk, therefore, is to reduce the amount of exposure.  But some argue: not the frequency but the TYPE of portrayal that  generates the effect.

Not so much the frequency, the argument goes, but whether

1. the violence is rewarded or punished.  If no pain or suffering: more likely to e copied.  If observable harm shown: then less likely to be imitated.  Is there any remorse?  A perpetrator of an aggressive act, such as theft, may achieve his or her goal and be rewarded (getting possession of an object) but might still feel sorry for having hurt someone else to get it.  Thus, remorse, although not being a punishment to the character, would signal to the viewer that the character experiences an unpleasant feeling as a result of committing the aggressive act.   Violence on TV is often shown as unpunished.  About 20 per cent of all acts of violence are actually punished; only 21 per cent are shown as having any  negative consequences beyond a minor degree. Remorse: only in about 4 per cent of all cases.
2.  if it is justified or if consequences are shown.

3. If the violence was intended or not (differing between thoughtless versus malicious aggressor)

PAGE  
15
media effects


