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Unit 1: Media institutions (pages 75–78)

Production of messages

Content of media messages

Reception of messages  
by audiences

Media institutions

Communication 
with mass audience

Key aspects

Newspapers

Television

Radio

Internet

Technological 
developments

Types

Public/State owned

Privately owned

Community-based



 67Mass media: Revision maps

Revision maps

Bagdikian 
(2004)

Proprietors

Pluralism  
(Evaluation)

Pluralism

Sociology in Focus Teaching and Assessment CD-ROM  © Pearson Education, 2009

Ownership  
and control  

of the media (1)

Unit 2: Ownership and control of the media (1) (pages 78–86)
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Unit 2: Ownership and control of the media (2) (pages 78–86)
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Unit 3: Globalisation, the media and culture (pages 87–91)
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Unit 4: Selection and presentation of news (1) (pages 92–98)
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Unit 4: Selection and presentation of news (2) (pages 92–98)
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Unit 5: Media representations (1) (pages 99–110)

Comfort

Support

More equal

Less stereotyped

Aggressors

Not objects

Servant

Consumer

Biased  
representation

Emphasises

Proportion

Shift towards 
 equality

Ferguson  
(1983)

1980s+

Women  
portrayed

Ideology

Domestic  
servants

Sex objects

Negative terms

Paid workers

Relationships

Male

Beliefs

Films

Strong female  
characters

Unruly women

Traditional  
femininity1949 to 1980  

promoted

Male

Sexual needs

Males and  
females

Black British cinema

Popular

Minorities

Positive images

Positive

Negative

Favourable

Unfavourable

Anti-racist messages

Coverage of racist incidents

Minority voices heard

Tabloids (Law, 1997)

Black sit-coms

Asian comedies

Highlighted

Neglected

Characteristics

Widely-held  
beliefs

Negative images

Complex differences

Overt

Inferential

Attitudes

Behaviour

‘Problem’

Cause of
Social disorder

Crime

Seems balanced

Racist assumptions

Colonial images

Crude nationalistic emblems

Acknowledged

Celebrated

Benetton adverts

‘Black Queen’

Racist arguments

Presented favourably

Indirect

Some aspects

Impressions

Language

Pictures

Shorthand

Social groups

Generalisations

Media representations

Stereotypes

Busy housewives

Contented mothers

Eager consumers

Sex objects

Ignores male roles

Domestic

Consumer

Marital

Sexual

Intelligent

Talented

Resourceful

Stupid

Positive presentation

Negative presentation

Black and Asians

Toscani

Ignored

‘Ordinary’ characters

Black  
middle class

Coverage

Women

More sexuality

Less romance

Gauntlett  
(2002)

British soap operas

Sit-coms

Distort reality

Supports male dominance

Female roles

Housewife and mother

Domestic

Sex object

Women

Advertising

Women outside  
the stereotype

Tunstall (1983)

Stereotypes  
(1950s - 1970s) 

Patriarchy

Changes

Roles

Prime time TV  - 
Gauntlett (2002)

Films, soaps and 
sit-coms

Women’s  
magazines

White British

Non-White British

Mainly White ‘voices’

Rare

Difference

Subordinate

Subservient

Natural

Normal

Increase

Decrease

Housewife  
occupation

Female  
characters

Independent

Assertive

Confident

Supportive



 73Mass media: Revision maps  73

Revision maps

Framing class

Social class

Sour grapes

Bad apple

Sociology in Focus Teaching and Assessment CD-ROM  © Pearson Education, 2009

Media 
representations (2)

Negative frames

Positive frames

Selective framing

Rich and upper class

The poor

Working class

Middle class

Unit 5: Media representations (2) (pages 99–110)
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Unit 5: Media representations (3) (pages 99–110)
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Unit 5: Media representations (4) (pages 99–110)
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Unit 6: Media effects (pages 111–115)

Hypodermic 
syringe

Two-step 
flow

Direct

Immediate
Moods

Actions

Control

Manipulation

Laboratory experiments

Natural behaviour?

Media effect

Powerful 
media

Audience

Evaluation

Evidence

Attitudes

Ideas

Attitudes

Ideas

Katz and Lazarsfeld (1959)

 1 Media 
exposure

2 Opinion 
leaders

Social relationships

Opinion leaders

Attitudes

Opinions

Short-term 
changes

Media
Little effect

Shape views  
of others

Evaluation

Importance 

Steps

Identifying

Interpreting

Escapism

Companionship

Personal identity

Information

Uses and 
gratifications

Audience

Use media

Central

Gratify needs

Choice

Needs

Audience
Evaluation

McQuail et al. 
(1972)

Needs

Active?

Not selective?Cultural  
effects

Effects

Age

Class

Gender

Ethnicity

Not

Slow

Steady

Long-term

Depend on

Build-up
Ideas

Attitudes

Social  
position

Immediate

Dramatic

Filtering

Public  
consciousness

Social relationships

Media  
as texts

Determines

Audience  
understanding

Texts

Male  
characters

Objects
Male gaze

Single 
reading

Audience

Media 
output

Evaluation

Mulvey 
(1975)

Identify 
with

Women

Passive

Active?

Multiple 
readings

Interpret 
media

Personal 
experience

Group  
membership

How  
written

Case  
studies

1984/5 
miners’ 

strike

Tyneside 
rappers

Adapted

Neighbours – a  
Punjabi perspective

Bennett 
(2001)

Hip-hop

Not

Glasgow Media Group 
(Philo, 1993)

Effects

Simple

Direct

Contrast

Evaluate

Criticise

Experiences

Concerns

Values

Youth 
family life

Different 

Personal interpretation

Audiences

Interpretations

Meanings

Experiences



 77Mass media: Revision maps

Revision maps

Sociology in Focus Teaching and Assessment CD-ROM  © Pearson Education, 2009

New  
media (1)

Unit 7: New media (1) (pages 116–123)
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New  
media (2)

Unit 7: New media (2) (pages 116–123)
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Unit 8: Postmodernism  (pages 123–125)
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