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SP2024 Electives in DMC

Intro to Digital Marketing 1:30 MWF
Gender in Marketing 11:00 MWF
Social Media Marketing 9:45 MWF
Podcasting: Topics in Audio T/TH 5:15
PhotoJournalism



Harold Innis (1894-1950) Background
Global Communication Scholar

• Canadian Social Historian--really a sociologist/economist
 A non-conformist scholar— interdisciplinary

 The University of Chicago, School of Sociology (under Lewis Mumford, Robert Park, George Herbert Meade –
economics combined with symbolic interactionalism)

 Completed his PhD. at the University of Chicago in 2 years. Innis’ dissertation focused on the history of 
TECHNOLOGY. Specifically, the impact of the railway (as a technology) in creating Canadian Society 
(economics, culture, communication).

 A structuralist.  He looked at the underlying structures (foundational pillars) that shaped culture.

 One of the original "founders" of GLOBAL Media and Communication as an academic discipline.  
InnisMarshall McLuhan American/European Media, Comm, Cultural Studies, etc

• Books by Innis:
• Minerva’s Owl (1938) Looks at how the mass print media  made “culture” a sellable commodity. 

• The Bias of Communication (1950) 

• Empire and Communications (1952)

• A World History of Communication (unpublished 1,200 pages long)



Harold Innis
MAJOR ARGUMENTS

FOUNDATIONAL ARGUMENT#1:  Media 
& Communication Techniques and 
Technologies serve as one of the most 
culturally TRANSFORMATIVE (and under-
examined) forces of historical change for 
ALL cultures. 

FOUNDATIONAL ARGUMENT #2: If you 
want to truly understand the 
transformation of human society and 
civilizations ON A GLOBAL SCALE, then 
you must examine the FOLLOWING: 

1. ECOLOGY/MIX of media technologies, 
2. The INHERENT  BIASES that they HAVE
3. Dominant MEDIA & POWER (Knowledge 

Monopolies…)
4. MEDIA AS FILTERS



Key Idea: GROWING Symbolic Environments/Ecologies

Humans are “hard-wired” for symbol/meaning 
making.  CONNECTEDNESSSymbols & Story 
production and consumption. 

The Ecology of Symbols, Techniques (of 
communication), and Technologies. We live in a 
Petri Dish of evolving symbols/systems. 
DYNAMIC/FLUX (fads, trends, fusions, 
evolutions)

We are engaged/engulfed in SYMBOLIZING
more and MORE aspects of our lives… 
Why? 

YOU can’t completely predict HOW a person 
will INTERPRET, INTERNALIZE, or UTILIZE
the media (and symbols) which they consume.

Map of international phone calls



Key Idea: The inherent "BIAS" of an information 
technology (Its MEDIA BIAS)

• TECHNOLOGIES ARE NEVER NEUTRAL!  Every technology was created by  
humans (with biases) who built them with specific intents and intended 
uses. 

• Every information technology has an 'inherent" bias in HOW or WHAT (content) it 
communicates. That is, the technology itself is PREDISPOSED to be used  in only certain 
ways and communicate only certain kinds of information in certain ways.  Tech 
censorship or framing.  

• Important Question:  What is it BEST at doing or  communicating?  And HOW? (Specific 
types of content? Ideas? Personalities? Types of stories?, etc.)

• AUDIENCE USE??? How is it easily, habitually, and routinely USED (and by WHOM)?

This is based on...

1. Sensory Focus: Eyes? Touch? Ears? Smell?  MIND???

2. REQUIREMENTS for ACCESS: $$-income/economics, Location-Geography, 
Education, Other technologies

3. The range of SKILLS (intellectual, physical, perceptual, technical) it requires to use 
it and create and comprehend (understand) information carried by it

4. Types of thoughts/ideas it will easily/efficiently communicate

5. Speed, volume, efficiency of its communication



MEDIA work as FILTERS
HAROLD INNIS - Key Idea/Argument:

Our media techniques & technologies constantly 
FILTER & SHAPE both our INFORMATIONAL DIETS
and our BEHAVIORAL LIVES in largely “invisible” 
ways.

1. “Normalization”  most mainstream media devices become quickly “normalized.”  That is 
the more they are used or promoted, the more they appear “normal,” “common-place, ” and largely 
UNQUESTIONED.

2. HABITUAL-Ritualistic MEDIA USE ”Invisibility” 
a. We are largely UNCONSCIOUS of our DAILY/YEARLY media consuming habits!  

b. People DO NOT tend to question their communication devices, habits, or the people who 
control such devices or media technologies. 

c. MEDIA INFLUENCE often goes unnoticed by the general populace at both an individual level and 
a mass level.

3. HABITS OF MINDINFORMATION CONFIRMATION BIAS:
• People tend to rely on sources of information which simply confirm what they already believe.  

We tend to create information “bubbles.” 

SUMMATION: NEW COM TECH DEVELOPED  EARLY 
ADOPTION = NORMALIZED  INVISIBLE RITUALIZED USE 
HABITS OF MIND/PERCEPTION



Filter Bubbles
• Eli Pariser Filter Bubbles

Key Questions:

1. What is a “Filter Bubble”?

2. How do they operate?

3. What is an “algorithm”?

4. What’s the difference between filter 
bubbles and corporate
CENSORSHIP?

http://www.ted.com/playlists/26/our_digital_lives.html
http://www.ted.com/playlists/26/our_digital_lives.html


U.S. News Habits



U.S. News Habits
Pew Research Center 

http://www.pewresearch.org/


U.S. News Habits
Pew Research Center 

http://www.pewresearch.org/


Invisible Norms/Habits and Cultural FILTERS

• Facts:
ONLY~25-30% of Americans have a 4-YEAR 

college degree.

Less than 20% of Americans have a passport.

LESS than 10% of Americans have travelled to 
places other than Europe, Canada,  and the 
Caribbean.

Top 3 Travel Destinations for Americans
• Disneyland/World
• Las Vegas
• NYC (Times Square)



Microsoft and Google Replace Journalists with Bots

• Microsoft and 
Google Replace 
Journalists with 
Bots

https://www.bbc.com/news/world-us-canada-52860247


China: Xinhua News Agency Unveils AI News Anchor

• China: Xinhua 
News unveils AI 
news anchor

https://www.bbc.com/news/technology-46136504
https://www.bbc.com/news/technology-46136504


South Korea: LG and Samsung Reveal AI announcers

• South Korea: Korean TV AI News Anchors

• LG and Samsung AI influencers

https://www.youtube.com/watch?v=PaE9EAuXa0g
https://www.youtube.com/watch?v=DoBbeUT7yXo


MEDIA NORMING + FILTERS + HABITS + SHAPING BEHAVIORS GLOBALLY
“Interactive” Toys



Global Repercussions!
MAJOR Take Home Points: Innis

1. Lack of "organic"  face-to-face interaction which is 
more biologically and psychologically meaningful for 
humans AND Increasing disparity between Techno-
haves and Techno-have NOTS.

2. Lack of QUALITY communication  The MYTH of 
the Information Revolution

a. Quality = Information which stimulates new wisdom and can 
help a person/community and stimulate UNDERSTANDING 
and EMPOWERMENT

b. MORE INFO INFO OVERLOADINFORMATION GARBAGE!
c. SPEED-EFFICIENCY-CONVENIENCE is NOT QUALITY 

INFORMATION

3. Lack of a communication "Common ground" 
and binding narratives Cultural Backlash (violent?)



MEDIA NORMING + FILTERS + HABITS + SHAPING BEHAVIORS GLOBALLY

https://www.youtube.com/watch?v=B9dS7Kd-tTU&t=93s


MEDIA NORMING + FILTERS + HABITS + SHAPING BEHAVIORS GLOBALLY

Sudden-Death Mosquito



MEDIA NORMING + FILTERS + HABITS + SHAPING BEHAVIORS GLOBALLY

Elon Musk’s Neuralink Company 

https://www.youtube.com/watch?v=y4GSDHmJARo


The Internet of Things: FILTER BUBBLES EXTENDED
iOTthe Internet of Things

• Chip/Wifi enabled “smart objects”
 Car
 Tattoo
 Eye
 Phone
 House
 Refrigerator
 Thermostat
Washer/Dryer
 Bed

Beta- Cyborgs “BetaBorgs”: 
Technological Addiction & Dependence

Full Cyborgs  Tech inside and 
connected to human tissue



Technological Norming and Ecological Change
Getting “Chipped”

• Chip Implants in 
Sweden

http://www.bbc.com/news/technology-31042477
http://www.bbc.com/news/technology-31042477


Under your skin?
• https://www.npr.org/2023/04/03/11678

18891/first-cell-phone-call-martin-
cooper-inventor-50-years-bell-motorola-
history-ai

https://www.npr.org/2023/04/03/1167818891/first-cell-phone-call-martin-cooper-inventor-50-years-bell-motorola-history-ai
https://www.npr.org/2023/04/03/1167818891/first-cell-phone-call-martin-cooper-inventor-50-years-bell-motorola-history-ai


“Smart” Doorbells?



MEDIA NORMING + FILTERS + HABITS + SHAPING BEHAVIORS GLOBALLY
Corporate Fitness Trackers

• Businesses in Taiwan tackles 
weight

http://www.bbc.co.uk/news/world-asia-21468630
http://www.bbc.com/news/technology-39263273


“Smart” watches?



MEDIA NORMING + FILTERS + HABITS + SHAPING BEHAVIORS GLOBALLY



Growing & Norming New Media/Symbol Technologies
Graphene Tattoo and YOUR Health?

http://www.bbc.com/news/av/technology-41669803/how-a-graphene-tattoo-could-monitor-your-health


Fashion that lets you feel music

https://www.bbc.com/news/av/technology-49840370/the-fashion-that-lets-you-feel-music


Growing & Norming New Media/Symbol Technologies
BodyHack Conference– Austin Texas

http://www.bbc.com/news/av/technology-42992393/the-bodyhackers-enhancing-the-human-form


STAGES OF NEW MEDIA/COMMUNICATION 
TECHNOLOGY as “NORMED FILTERS”

1. NEW COM TECH DEVELOPED 
2. EARLY ADOPTION 
3. MASS USE 
4. NORMALIZED
5. RITUALIZED USE ACROSS ASPECTS OF LIFE (INVISIBLE & LARGELY 

UNQUESTIONED) 
6. HABITS OF MIND/PERCEPTUAL DOGMA (“IT JUST IS HOW I/WE 

LIVE OUR LIVES.”  (FILITER BUBBLES)
7. IMMOBILITY and INABILITY TO SEE ANYTHING DIFFERENT



Google’s NOTO

https://www.youtube.com/watch?v=16_NYHUZ1kM

https://www.youtube.com/watch?v=16_NYHUZ1kM
https://www.youtube.com/watch?v=16_NYHUZ1kM


Key Idea: Dominant Media TECHNOLOGIES
(DMTs) within a Society

Every culture, nation, or empire relies upon a small set of  DOMINANT MEDIA Techniques
and/or INFORMATION TECHNOLOGIES (DMTS) through which essential elements of 
information are communicated to that culture.  

The Dominant Media/Information TECHNOLOGY (DMT) = Is one that the MAJORITY of 
mainstream people in a society uses and/or relies upon regularly to stay “CONNECTED” to their 
dominant culture.  

The DMT is the media source that the MAJOR messages (political, economic, social) must conform 
to in order to reach a critical portion of a society's mass audience.  

The DMTs are the MAJOR culture PRODUCERS or PROVIDERS in a society.  (Trends, Info, Identity, 
Knowledge, Fashion, Politics, etc.)

Cultural/Political/Economic POWER.  Those who control and/or best manipulate a DMT are the 
groups which control informational power in a society.  

The DMT can vary widely between cultures (Japan vs. Mali) and within cultures (Urban vs. 
Rural).

Competition vs. Change-There is a constant competition between media forms going on all 
of the time in every society over which will deliver important information to the masses.  
However. the DMT in a culture does NOT shift very quickly.



Emerging Markets 2020+
GDP Economic growth rates



Global Media Technology Growth



THE NEW DRONES… AND THE NEW PARADIGM (ZIPLINE – MARK ROBER)

• Amazing 
Invention-
This Drone 
Will 
Change 
Everything 
– YouTube

https://www.youtube.com/watch?v=DOWDNBu9DkU
https://www.youtube.com/watch?v=DOWDNBu9DkU




Netflix & YouTube
Global Bandwidth Use

• Netflix = 15% of ALL global 
internet Traffic!

• YouTube = 11.4% of ALL global 
internet Traffic!

• TOTAL  = 26%

• All other web browsing = 7.8%



Netflix Goes Global
• 2015/16/17 NETFLIX becomes 

“available” WORLDWIDE!
 The FIRST LEGITIMATE GLOBAL TV 

PROVIDER
 “Available” in 190 countries (not 

China, Syria)
 Streaming BANDWIDTH
 Mostly Cities and wealthy urban 

areas
 Tourist Centers  and Hotel Districts



Innis - Key Idea: Knowledge MONOPOLIES
• Every culture or nation develops an elite set of 

KNOWLEDGE MONOPOLIES which have TREMENDOUS 
POWER over ALL information flows, technology 
development/adoption, and  CULTURE EVOLUTION.

• Knowledge Monopolies = Usually a small group of people who 
have harnessed the SKILLS and have the ECONOMIC clout
necessary to use and gain EXCLUSIVE CONTROL over the 
development and evolution of a society's dominant 
communication or information technologies/systems.

• Agenda Setting: Those knowledge monopolies continually try 
to shape at least three areas in your life:

• What you do with your time!  How you think about time.

• Your prioritization of self, society, and others. 

• What kinds of information you do or don’t receive 
(filters), and 

• EPISTEMOLOGICAL.  HOW you think about events, 
people, places, LIFE itself.

• Culture Creators/Shapers: Knowledge Monopolies are the 
primary creators and communicators of culture as a “product.”  
They tell us about what our culture is and then sell us the 
products/ideas associated with that cultural notion. 

• CURRENT KNOWLEDGE MONOPOLIES?  

http://fortune.com/global500/visualizations/?iid=recirc_g500landing-zone1


Worlds Largest Media Corporations



Global Smartphone Market

Samsung –Korean
Apple- U.S.
Huawei- Chinese
Oppo-Chinese
Vivo-Chinese
Xiaomi-Chinese
LG-South Korea



MEDIA NORMING + FILTERS + HABITS + SHAPING BEHAVIORS GLOBALLY

BROWSER DOMINANCE ~2009



Browser Dominance July 2018



Browser Dominance SEPT 2020



Innis' Fears -- Generalizing his historical ideas to 
"modern" society.

Major Historical Trend #1: Modern society has become 
technologically obsessed and reliant upon technologies to 
communicate to such a degree that we are becoming increasingly 
TECHNOLOGICALLY DETERMINED.  We equate human progress 
with Technological Progress.  (chat bots article) 

Major Historical Trend #2: Modern civilizations have increasingly 
developed and have become addicted to more and more SPACE-BIASED 
MEDIA. 

• With these space biased media, nearly all of our CULTURAL VALUES have changed 
accordingly--with SPEED of communication over QUALITY of communication, 
and EFFICIENCY over depth or meaning.

Major Historical Trend #3: Myth of the Information 
Revolution (Speed, Efficiency, and Volume over Quality of communication) --We tend 
to concentrate on how much information (Volume) we get RATHER than whether it is 
meaningful, useful, or QUALITY information which will help us make a difference in how we 
can act/interact with others.

http://www.bbc.com/news/technology-37154519
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