
The Development and Evolution of Global 
Media & Communication



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• A World History of Communication (unpublished 1,200 pages long)

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 (1) ECOLOGY/MIX of media 
technologies, (2) the BIASES that they instill, and (3) intended and UN-
intended consequences. 



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 media consuming habits!  

b. People DO NOT tend to earnestly  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.” 

4. This tends to lead to conservative HABITS OF MIND and 
dogmatic media filters. 



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






Source: World Economic Forum 2017
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• Businesses in Taiwan tackles 
weight

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


• Chip Implants in 
Sweden

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


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


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



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


• Preliminary 
Bionic Eye

http://www.bbc.com/news/health-33571412
http://www.bbc.com/news/health-33571412
http://www.bbc.com/news/health-33571412


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 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 in a society.  (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.











• 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



Seven shows are the most popular in five countries or more.
Netflix has a lot of global heavy hitters in its show lineup, 
with seven programs topping the list of favorites in at least 
five countries.

3%Most Popular in 8 Countries

My Love from the StarMost Popular in 7 Countries

13 Reasons WhyMost Popular in 5 Countries

BonesMost Popular in 5 Countries

Boys Over FlowersMost Popular in 5 Countries

Breaking BadMost Popular in 5 Countries

Sense8Most Popular in 5 Countries

https://youtu.be/2EPsF92uteo
https://youtu.be/2EPsF92uteo


Global/INTERNATIONAL VIEWERS
The HUNT for New International Viewers!

MAJOR New GLOBAL Markets:
New Audiences
New languages
Cultural Stories
Actors
Locations
TECH REQUIREMENTS
COSTS
COMPETING PROVIDERS?





• Netflix = 15% of ALL global 
internet Traffic!

• YouTube = 11.4% of ALL global 
internet Traffic!

• All other web browsing = 7.8%



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




1. The Internet Corporation for Assigned Names and Numbers
(ICANN): A private nonprofit corporation in  Marina del Rey, 
California. It took over the management of the internet from 
the U.S. Government (DoD) in 1998. ICANN manages the 
Internet's Domain Name System (DNS) and correct IP 
addresses.

2. U.S. Dept of Commerce (DOC) gives ICANN the limited right to 
make policy for the internet.  

3. The Internet Engineering Task Force (IETF): An international 
organization with an open membership policy that has several 
working groups. Each working group concentrates on a specific 
topic, such as Internet security. Collectively, these working 
groups try to maintain the Internet's architecture and stability.

4. The Internet Architecture Board (IAB): An IETF committee, the 
IAB's mission is to oversee the design of Internet protocols and 
standards.

5. Upstream internet providers:  •UUNETLevel
3,Verizon,AT&T,qwest,Sprint,IBM

ICANN Board Members: 

http://www.icann.org/en/general/board.html

http://computer.howstuffworks.com/dns.htm
http://www.icann.org/en/general/board.html


Samsung –Korean

Apple- U.S.

Huawei- Chinese

Oppo-Chinese

Vivo-Chinese

Xiaomi-Chinese

LG-South Korea



• Only 7 Computer 
manufacturers make 95% of 
ALL the world’s computers. 

• FoxConn Electronics #1

• Quanta (Taiwan) 33% of all 
laptops Apple Inc., Compaq, Dell, Gateway, 

Hewlett-Packard,[2] Alienware, Amazon.com, 
Casper[disambiguation needed], Cisco, Fujitsu, 
Gericom, Lenovo, LG, Maxdata, MPC, Research In 
Motion, Sharp Corporation, Siemens AG, Sony, 
Sun Microsystems, Toshiba, and Vizio



http://www.bbc.com/capital/story/20171208-the-four-companies-that-shape-our-lives
http://www.bbc.com/capital/story/20171208-the-four-companies-that-shape-our-lives


• Every information technology has an 'inherent" bias in how or what it communicates. 
That is, the technology itself is PREDISPOSED to be used to communicate only certain 
kinds of information in certain ways.  

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

• How is it easily, habitually, and routinely used (and by WHOM)?

• This is based on...

• Sensory Focus: Whether it is Image, Audio, Text centered 

• REQUIREMENTS for ACCESS: $$, Location, Education, Other technologies/skills…

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

• Types of thoughts/ideas it will easily/efficiently communicate

• Speed, volume, efficiency of its communication

• Its economic, political, social, or technological REQUIREMENTS

• Examples– Texting, Twitter, iPad Education

• WORLD TEXTING CHAMPIONSHIPS



GROWING

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? In 
hopes of finding and/or creating meaning-joy-
comfort-convenience.?!

Map of international phone calls



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




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?)


