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Holt English 12 CP…Media Lit day 2

I. Discuss our “snapshot of America”.  Answer question 1.

II. How does the Media work?

a. Define media =

b. Who pays for “friends”?
III. “The Merchants of Cool” 

a. Who is selling?
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	It is the second largest global media conglomerate, after AOL Time Warner.
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	Rupert Murdoch's News Corporation Ltd. has media holdings in the U.S., Canada, Europe, Australia, Latin America and Asia.
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This privately-owned German media conglomerate has interests in 600 companies in 53 countries. 
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	It's the third largest global
media conglomerate. FY 2000 revenues topped $25 billion. 
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	This giant's subsidiary Universal Music Group is
the number one music company in the world, with roughly 22% of the 1999 global market. 
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The $165 billion mega-merger between AOL and Time Warner, approved by the FCC in January 2001, is the largest media merger in history. The new company promises to offer a powerhouse of integrated communication, media and entertainment across all platforms -- computer, phone, television and handheld wireless devices. 
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Sony made its name with electronics, but it now has more than 1,000 subsidaries worldwide, many of them key media partners. 
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b. Who is buying?

i. Teenagers are the hottest consumer demographic in America. 

ii. Last year, America's teens spent $100 billion, while influencing their parents' spending to the tune of another $50 billion.
iii. There are 31.6 million 12-19 year-olds in the U.S. - the largest generation ever. (U.S. Census Bureau, 2000) 

iv. Teens are exposed to an estimated 3,000 ads a day. (Adbusters) 

v. 65% of U.S. teens have TV sets in their own rooms. (Kaiser Family Foundation) 

vi. 83% of U.S. teens reported going online last year. (Teen Research Unlimited) 

vii. Last year, U.S. teens spent an estimated $105 billion and influenced their parents to spend an additional $48 billion. (Teen Research Unlimited) 

viii. In 1998, U.S. companies spent nearly $200 billion on advertising. Worldwide ad spending is estimated at $435 billion. (Advertising Age and the United Nations Human Development Report, cited in Klein) 

c. what will they do to sell “you”?

i. Marketers have to find a way to seem real: true to the lives and attitudes of teenagers; in short, to become cool themselves. 

ii. To that end, they search out the next cool thing and have adopted an almost anthropological approach to studying teens and analyzing their every move as if they were animals in the wild.

iii. Take MTV.

1.  Long considered to be the arbiter of teen cool, the late 1990s saw MTV's ratings on the wane. 

2. To counter the slide, MTV embarked on a major teen research campaign, the hallmark of which was its "ethnography study"-- visiting teens' homes to view first hand their lives, interests and ask some quite personal questions. 

3. “Cool Hunting” evolves as “cool hunters” journey to teen events to find “the next cool thing.”

d. Who do they think “you” are?

i. The Midriff    

1. def: the character pitched at teenage girls, is the highly-sexualized, world-weary sophisticate that increasingly populates television shows such as Dawson's Creek and films such as Cruel Intentions.
a. Examples:
ii. The Mook

1. the "midriff's" male counterpart, the "mook." Characterized mainly by his infantile, boorish behavior, the "mook" is a perpetual adolescent: crude, misogynistic--and very, very, angry.
a. Examples:
e. How do they reach you?
i. Advertising

ii. Discreet Advertising

1. def:  Advertising that is not clearly noted as an advertisement:  Example logos or brand names on shoes, Posters, Textbooks, etc.
2. Count discreet ads in this room.
3. NO-LOGO DAY tomorrow.
iii. "What this system does is it closely studies the young, keeps them under constant surveillance to figure out what will push their buttons," says media critic Mark Crispin Miller. "And it blares it back at them relentlessly and everywhere."

iv. Kids feel frustrated and lonely today because they are encouraged to feel that way," Miller tells FRONTLINE. "You know, advertising has always sold anxiety and it certainly sells anxiety to the young. It's always telling them that they are not thin enough, they're not pretty enough, they don't have the right friends, or they have no friends...they're losers unless they're cool. But I don't think anybody, deep down, really feels cool enough, ever."
f. It has been said that 90% of advertisements fail to be remembered or, basically work.  

i. What is being sold?????
IV. Homework:  Watch 20 minutes of TV:  Fill in half-sheet handout for the show, looking at the advertisers and trying to find “INTENDED AUDIENCE”

V. In case you’re interested go to:

a. http://www.pbs.org/wgbh/pages/frontline/shows/cool/tour/
b. Choose one website and analyze it instead of TV
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