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Media Audiences
Effects, Users, Institutions, and Power

Whether we are watching TV, surfing the Internet, listening to our iPods, or reading a
novel, we are all engaged with media as a member of an audience. Despite the
widespread use of this term in our popular culture, the meaning of the "audience" is
complex, and it has undergone significant historical shifts as new forms of mediated
communication have developed from print, telegraphy, and radio to film, television, and
the Internet. Media Audiences explores the concept of media audiences from four broad
perspectives: as "victims" of mass media, as market constructions & commodities, as
users of media, and as producers & subcultures of mass media. The goal of the text is for
students to be able to think critically about the role and status of media audiences in
contemporary society, reflecting on their relative power in relation to institutional media
producers.

83,50 €
78,04 € (zzgl. MwSt.)

Lieferfrist: bis zu 10 Tage

Artikelnummer: 9781412970426
Medium: Buch
ISBN: 978-1-4129-7042-6
Verlag: SAGE Publications Inc
Erscheinungstermin: 11.12.2012
Sprache(n): Englisch
Auflage: 1. Auflage 2012
Produktform: Kartoniert
Gewicht: 482 g
Seiten: 280
Format (B x H): 187 x 231 mm

Kundenservice Fachmedien Otto Schmidt
Neumannstraße 10, 40235 Düsseldorf | kundenservice@fachmedien.de | 0800 000-1637 (Inland)

08.08.2024 | 14:14 Uhr

mailto:kundenservice@fachmedien.de

