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These notes only help to clarify where I did not put detailed information in the PPT slides. You should still additionally refer to the PPT! 

Convergence 

1. Technological Convergence 
· the rise of digital media and online communication networks 
· specific types of media, such as print, audio, video, all converging into a digital media form 
· today’s journalists often need to be able to tell stories in text, audio, video, and even interactive media 
· example: Kindle book because it changes the reading experience. 
· you can change the text size, look up words, annotate and index sections, and even purchase new books with a Wifi connection 
· affects business models and established industries because of upstarts (startups such as Google) 
· a company should not only control media content but the means of distributing that content through networks (this transitions into economic convergence)
2. Economic Convergence 
· the merging of Internet or telecommunications companies with traditional media companies 
· happens through consolidation (definition on page 9), which IS NOT convergence 
· creates conflicts of interest and thus our choices may not always be as broad as we may think 
3. Cultural Convergence 
· Culture is the values, beliefs, and practices shared by a group of people
· can be a large population, such as American culture, or it can be subgroups within a larger group, such as Chinese-American culture 
· comes from the process of globalization of media content 
· there may be more in common amongst different cultures that foreign audiences identify with or aspire to 
· also looks at how we consume, create, and distribute media content 
· this book’s theme is that we have an equal ability to produce and distribute our own content 
· audiences will more frequently receive personalized messages designed for our individual needs 
· this blurs the line between interpersonal and mass communication even more 
Implications of Convergence 

1. Media Organization Changes  
· internet-based media is less centralized 
· sometimes fuels media consolidation 
· effect: oligopoly (page 13) 
· far-reaching effects for media organizations, advertising, and audiences 
2. Media Type Changes 
· defining media types is no longer straightforward or easy 
3. Media Content Changes 
· hyperlinks 
· on-demand content is more popular 
· digitization (page 14)
· Examples: Movies are shot using digital cameras and edited on computers. Reporters working for old media capture their raw material with digital devices as well as editing their stories digitally. Book authors write on a computer with many words staying digital by being on e-readers. 
· wiki (page 15) 
· the idea of mash-ups of existing media has become common, because of digital editing tools for music and video 
· shows increased audience participation 
4. Media Use Changes 
· access 
· media companies need to find content to fill the time 
· better access to entertainment, information, and news 
· super-consumers 
· still far from a universality
5. Media Distribution Changes 
· content is more fluid, dynamic, and rapidly transmitted throughout the globe in an online environment 
· Example: 2008 Steve Jobs’ death rumors shows the power and danger of rapid global communication 
· viral marketing, peer-to-peer, user-generated content (all on page 17) are the three distribution changes 
· changed the relationship between media companies and their audiences as well as how audiences view and use content 
6. Media Audience Changes 
· mass communication is largely one-way 
· now, via email, online forums, and other interactive media audiences can more easily and quickly communicate with each other 
· do not cause people to become produsers (page 18)
· they do give us the tools to produce media 
· thus, media companies must compete for the audiences’ attention and it makes audiences more critical media consumers 
7. Media Profession Changes 
· divisions between print and digital journalists are disappearing 
· newsrooms expect reporters to know how to use video and audio to tell stories as well as to write effectively 
· rise of citizen journalism (page 19) 
8. Attitude and Value Changes 
· more transparency 
· establishing a sense of trust has become more crucial 
· building relationships based on trust and respect 
Interpersonal Communication 

· interactive, or flowing at least two ways, one-to-one, and tend to not be anonymous 
· can also take place through a medium (page 22) 
· such as talking on the telephone, instant messaging, or writing back and forth in a chat room 
Mass Communication 

· any technologically based means of communicating between large numbers of people distributed widely over space or time 
· four characteristics: one-way, one or few to many, anonymous, passive recipients (audience cannot provide feedback or interact with each other)
· represents and defines reality or by creating fictional narratives to explain, interpret, or entertain 
· different kinds of models: synchronous media, asynchronous media, and time shift (page 23)
Mass Communication & Convergence 

· digital media and online networks (new media) have blurred the line between interpersonal and mass communication 
· interplay is changing 
· interpersonal can adopt some characteristics of mass, and mass tries to adopt some characteristics of interpersonal in order to remain relevant to the audience 
· examples: email, blogs, twitter 
Functions of Mass Communication 

1. Surveillance (page 24)
2. Correlation (page 24)
3. Cultural Transmission
· helps people learn society’s rules or how to fit into society 
4. Entertainment 
· performed in part by all three of the previous activities, but also to entertain 
Theories of Communication 

· Aristotle, 300 BCE, called communication “rhetoric”, three parts: the speaker, the subject, and the person addressed 
1. Transmission Models 
· Shannon & Weaver model 
· linear; one-way communication 
· five parts: Information source, Transmitter, Channel, Receiver, Destination (page 26 for more details)
· Schramm, or simplified communications model 
· three parts: source, a message or signal, and destination 
· communication is not a one-way process; it is endless
2. Critical Theory & Cultural Studies 
· Critical theory (page 28)
· Cultural studies (page 28)
· reject social science 
· try to examine the symbolic environment 
· example: reading a newspaper has less to do with receiving an information than with participating in a shared cultural experience 
· it shows or helps to confirm our world in a certain way 
· another example: posting photos on QQ or Renren is more than just transmitting information but are a way of sharing ways of doing things and ways of thinking that actually create the society we live in through our repeated actions  
Television: The Future of Convergence 

· product placement - a form of advertising in which brand name goods or services are placed prominently within programming content that is otherwise lacking advertising.
· This shows convergence of programming with advertising content
·  superstation - a local TV station that reaches a national audience by beaming its programming nationwide via satellite to local cable systems. 

