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PREFACE

(Yélcome to the English subject for first-year students at the Faculty of Information and

Communication Sciences. This module aims to equip you with essential theoretical
knowledge and concepts in the areas of communication and information, while also providing
insight into their practical applications. Throughout the course, you will explore how
communication functions within society, the evolving role of mass media, and the influence of
technology on information exchange. The subject is designed to help you develop a deeper
understanding of the relationship between communication, information, and technology, and
how they shape both individual and collective experiences in modern society.

The first unit will introduce you to the fundamental concepts of communication,
focusing on its key elements and various models. You will analyze the importance of
communication in both organizational and personal contexts and identify potential barriers to
effective communication. By the end of this unit, you will be able to distinguish between
different types of communication—verbal, non-verbal, written, and visual—and understand
their applications in various settings. The second unit will build on this foundation by
focusing on information: what it is, how it differs from data, and its place within the Data-
Information-Knowledge-Wisdom (DIKW) Pyramid. You will explore the different types of
information—conceptual, empirical, procedural, and more—and examine the role of
technology in facilitating the exchange of information.

In the third unit, you will gain a clear understanding of the distinction between
communication and information, analyzing their purposes, processes, and interactivity. You
will also explore key theories related to communication and information, and investigate how
technology influences both fields. The fourth unit will delve into the world of mass media,
examining its societal role and the ethical issues that arise, such as journalistic integrity, bias,
and censorship. You will also explore the history and impact of TV broadcasting, radio,
advertising, and cinema, while considering the modern developments in each of these
communication channels. The final unit will examine the evolution of communication
channels, focusing on the societal roles and historical significance of TV, radio, advertising,
and cinema. You will also explore the shift to digital platforms, such as digital radio and
digital advertising, and the transition from traditional to digital cinema.

By the end of this course, you will have a comprehensive understanding of the
foundational concepts in communication and information. You will also be equipped to
analyze the ethical challenges in mass media and evaluate the societal impact of both
traditional and modern communication channels. The knowledge and skills you gain will
serve as a strong foundation for your future studies in media and communication sciences.
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OBJECTIVES

This program aims to provide first-year students with a comprehensive theoretical
foundation in the areas of communication and information. By studying core concepts,
students will gain a solid understanding of the roles communication and information play in
society, particularly within the context of media and technology. The subject will introduce
students to the foundational theories, definitions, and frameworks that underpin both
communication and information, while exploring their practical applications in various fields.

Through this first semester, students will:

o Explore the significance of mass media and its influence on shaping public opinion,
culture, and societal norms, examining its different forms such as TV broadcasting,
radio, advertising, and cinema.

e Analyze ethical issues in mass media, including topics like journalistic integrity,
bias, censorship, and the responsibilities of media professionals in creating accurate
and unbiased content.

o Investigate the evolution of key communication channels, gaining insight into the
historical development, societal impact, and modern advancements in TV
broadcasting, radio (including digital radio), advertising (with an emphasis on digital
advertising), and cinema (especially the transition to digital formats).

o Understand the role of technology in the communication and information exchange
process, with a particular focus on how information and communication technologies
(ICTs) enhance and transform both traditional and digital media.

o Differentiate between communication and information, analyzing their distinct
purposes, processes, and the degree of interactivity involved in each. Students will
explore how communication, whether verbal, non-verbal, written, or visual, intersects
with and differs from various types of information such as conceptual, empirical,
procedural, stimulatory, policy, and descriptive.

e Apply the theoretical concepts learned to real-world scenarios, enabling students to
recognize communication barriers in both organizational and personal contexts, and
offering solutions to overcome these challenges effectively.

By the end of the first semester, students will have developed critical thinking skills
and a deeper understanding of how communication and information impact society, preparing
them for future academic and professional endeavors in fields related to media,
communication, and technology.
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CHAPTER ONE

Communication & Information

Sciences

This chapter introduces students to the foundational concepts of communication and
information, exploring their definitions, key elements, and theoretical frameworks. It delves
into the importance of communication in both organizational and personal contexts,
addressing potential barriers and offering solutions. The chapter distinguishes between
communication and information by examining their purposes, processes, and interactivity. It
also explores the diverse types of communication (verbal, non-verbal, written, and visual) and
information (conceptual, empirical, procedural, stimulatory, policy, and descriptive).
Additionally, students will investigate the role of technology in enhancing communication and
information exchange, with a focus on information and communication technologies.




Umnit 1

Introduction to

Communication

@1 the end of this unit, students will be able to: \

1. Define communication by explaining its key elements and exploring various
communication models.

2. Analyze the importance of communication in organizations, individual interactions,
and its relevance to students and professionals.

3. Identify and differentiate between the types of communication, including verbal, non-
verbal, written, and visual communication.

4. Recognize and describe common barriers to communication, including personal and

\\ systematic barriers, and suggest strategies to overcome them. /




1. 1 Digfnition of Commanisation

STARTER

=  What comes to your mind when you hear the word communication?
= Think of a recent conversation you had. What made it successful or unsuccessful?

LESSON CONTENT
1. Definition of Communication

Communication is defined as a dynamic process of exchanging information, ideas, and
emotions through various channels, including verbal, nonverbal, visual, and gestural signals.
Rooted in the Latin word communis, meaning "common," communication requires a shared
understanding between the sender (source) and receiver (Lunenberg, 2010). It involves a
structured interaction in which signals are transmitted and interpreted within a social or
organizational context. As Giffin and Patten (1976) explain, communication is not merely the
act of transmitting messages but also the creation and ascription of meaning, making feedback
an integral component to complete the communication process. Beyond the encoding and
decoding of messages, participants collaboratively build and share meaning, fostering mutual
understanding (Daniel, 2016). Additionally, communication serves as a vital mechanism for
connecting individuals, places, and organizational functions, ensuring effective coordination
and management at various levels.

II. Elements of Communication

Elements of communication refer to the fundamental components that constitute any act
of communication. These components are often termed the "universals of communication"
because they are present in every communicative interaction.

Feeding back

Sender Message Medium Receiver

4 J

Feedback

Figure 1. Basic Communication Model (Deepler, 2024)




1. Sender/Encoder

The sender is the originator of ideas in the communication process. In human
communication, the sender is an individual or group responsible for creating or formulating
the message to be conveyed to the receiver. As the primary source of the message, the sender
is also referred to as the source. For instance, in mass media, a news reporter acts as the
sender by crafting and delivering the news story. Similarly, in a musical performance, the
singer serves as the sender, conveying their message to the audience.

The sender plays a fundamental role in communication, as their social background,
personality, education, and status significantly influence the quality and clarity of the
message. The process of generating and structuring the message, known as encoding, begins
with the sender's ideas.

The sender or source fulfills three key functions in the communication process:
a. Deciding the content: Determining what is to be communicated.

b. Encoding the message: Structuring the idea in a manner that the receiver can
understand.

c¢. Transmitting the message: Delivering the message to the receiver through a
chosen medium.

2. Message

The second element of the communication process is the message, which refers to the
information being communicated. It is the idea encoded by the sender and conveyed to the
receiver with the intent to inform, persuade, or entertain. To achieve this, the sender uses
symbols to transfer meaning effectively. The message can take verbal or non-verbal forms,
both of which play a key role in producing meaning in the receiver's mind.

e Verbal Messages: These include written or spoken communication composed of
words. Examples include a newspaper report or a teacher’s lecture.

o Non-Verbal Messages: These are conveyed through behavior, movements, actions,
appearance, tone of voice, pitch, or style of interaction.

Effective communication depends on mutual understanding of the codes used in the
message. If the receiver cannot recognize or interpret the language or symbols employed, the
communication process will break down, resulting in a defective exchange.

3. Medium/Channel

The channel refers to the medium through which the sender transmits the message to the
receiver. Human communication relies on five basic natural channels corresponding to our




senses: hearing, touch, smell, taste, and sight. These natural channels form the foundation of
all communication methods and can be classified as follows:

e Tactile Communication: Communicating through touch or taste.

e Olfactory Communication: Communicating through smell.

e Audio Communication: Transmitting messages through sound waves.

e Visual Communication: Sharing messages through visual elements or properties.

Modern communication often utilizes technology-enhanced mediums, such as
television, newspapers, books, or multimedia tools, which engage one or more of these
senses. Similarly, senders often combine multiple channels to enhance the effectiveness of
communication. For example, in a multimedia classroom, a teacher may use a projector,
blackboard, verbal lectures, and gestures simultaneously to reinforce the message.

4. Receiver/Decoder

The idea-receiving end of the communication process is called the receiver. The
receiver, which can be a person or entity, plays a role as crucial as that of the sender. The
receiver's primary responsibilities in communication are:

a. Receiving the message: Physically attending to the source’s message.
b. Decoding the message: Interpreting the meaning of the message.

c¢. Responding to the message: Providing feedback to complete the communication
loop.

Decoding involves interpreting the sender's message based on the receiver’s past
experiences, perceptions, thoughts, and emotions. While messages can be received through all
senses, decoding typically occurs through listening or seeing.

The decoding process begins with the physiological reception of stimuli, such as sound
waves hitting the eardrum or visual movements capturing attention. The receiver then focuses
on relevant verbal or nonverbal stimuli, filtering out extraneous information to concentrate on
manageable inputs. Subsequently, the receiver interprets these stimuli as meaningful messages
(e.g., recognizing a noise as a ringing telephone or a movement as a friend waving). Finally,
this information is stored for future reference, enabling quicker responses to similar stimuli in
the future.

5. Feedback

Feedback is a critical element in the communication process, as it allows for the
continuous exchange of messages between the sender and receiver. This return process,




known as feedback, provides the sender with insight into how the receiver has interpreted the
message.

It is categorized as positive or negative. Positive feedback indicates that the message
was understood as intended, while negative feedback signals a misunderstanding or
confusion. For instance, if you ask a departing friend at the airport about their itinerary and
they respond that they did not pack one, it is clear your message was misunderstood,
exemplifying negative feedback.

III. Communication Models

Communication models help us understand and visualize how communication works.
They simplify the process by showing the key parts of a communication exchange. There are
three main models: the linear model, the interaction model, and the transactional model.

1. The Linear Model of Communication

The linear model of communication views communication as a one-way process where
a sender transmits a message to a receiver (Ellis & McClintock, 1990). In this model, the
receiver is seen as a target or endpoint, with the focus primarily on the sender and the
message. Feedback is not considered, leaving the assumption that the receiver either
understands the message or does not.

Linear Model of Communication

Decoding

—

Message

Sender Receiver

Figure 2. Linear Model of Communication (UM Communications, 2021)

The linear model of communication is often seen as oversimplified today, but it was
shaped by technologies like telegraphy and radio (Shannon & Weaver, 1949). For example, a
radio announcer (sender) transmits a message through electromagnetic waves (channel) to the
listener’s car radio (receiver). The announcer doesn’t know if the message was received, but if
the equipment works and there’s no static, the message is likely successful. In this model, the
sender is responsible for ensuring the message is conveyed effectively.

2. The Interactive Model of Communication

The interactive model of communication views communication as a two-way process
where participants alternate between sender and receiver, creating meaning through messages




and feedback (Schramm, 1997). Unlike the linear model, it includes feedback, making
communication more dynamic and interactive. Participants quickly switch roles, often without
conscious thought, to maintain the flow of communication.

Interactive Model of Communication

Encoding
Feodback Decoding
Message
Sender/Receiver Sender/Receiver

Figure 3. Interactive Model of Communication (UM Communications, 2021)

The interactive model shifts focus from message transmission to interaction. Unlike the
linear model, which assesses whether a message is received, the interactive model recognizes
that multiple messages are sent at once, and some may go unnoticed or be unintentionally
sent. Effectiveness is not based solely on whether a single message is successfully
transmitted.

3. The Transactional Model of Communication

As the study of communication evolved, models expanded to reflect its complexity.
Scholars now view communication as more than just message transmission, recognizing that
we do not always neatly alternate roles or consciously stop communicating. Communication
is an ongoing process, not limited to sending and receiving messages (Barnlund, 1970).

Transactional Model of Communication

Social, Relational,
& Cultaral Contexts
Encoding
Decoding
Co-Creation
of Meaning
Communicator Communicator

Figure 4. Transactional Model of Communication (UM Communications, 2021)

The transactional model of communication views communication as a dynamic process
where communicators create social realities within relational, cultural, and social contexts.
Unlike other models, participants in this model are both senders and receivers, simultaneously




exchanging messages. For instance, during a conversation, both verbal and nonverbal
messages are exchanged without waiting for one side to finish. This model also emphasizes
the role of context, such as social context (the rules and norms learned through socialization),
relational context (the history and type of relationship), and cultural context (identities like
race, gender, and ethnicity) in shaping communication. These contexts influence how we
interact and adapt during communication, making it an ongoing, context-driven process.

VOCABULARY

This section introduces key terms related to the communication process. These terms
are essential for understanding how communication works, from message creation to
interpretation.

Table 1. Key Vocabulary Related to Communication Processing and Application

Vocabulary Matched Meaning Synonyms
Communication A dynarqlc process of exchar}glng Interaction, message
information, ideas, and emotions. exchange
Sender/Encoder The orlgl‘nat(‘)r of the message in the Source3 initiator,
communication process. transmitter
M. The information being conveyed from Content, communication,
essage ) .
sender to receiver. signal
Encoding The process of converting thoughts into a Message‘creatlon,
message. formulation
Decoding The process of 1nterpr§t1ng or Interpretatlop,
understanding the received message. comprehension
Receiver/Decoder The person or entity who receives and Recipient, listener
interprets the message.
Feedback The response, or reaction from the receiver ~Response, reaction, reply
to the sender’s message.
Channel/Medium The medl.um through which the message Medium, pathway, conduit
is transmitted from sender to receiver.
Verbal Communication through spoken or written = Oral communication,
Communication  words. written message
Non-Verbal Communication through gestures, tone, Body language, gestures,
Communication  actions, or appearance. expressions
Tactile Communication through touch or physical = Touch-based
Communication  interaction. communication
Olfactory Communication through smell. Scent-based
Communication communication
Audio Communication through sound or hearing. Acoustic communication,
Communication auditory messages
Visual Communication through sight or visual Sight-based
Communication  clements. communication, visual

Social Context

Relational Context

The environment or societal norms
influencing communication.

The history and nature of the relationship
affecting communication.

cues

Cultural context, social
setting

Relationship background,
interpersonal context




Cultural Context  The influence of cultural identities and Cultural framework,
norms on communication. identity context
Mutual A shared comprehension or agreement Shared meaning, common
Understanding  between participants. understanding
. A gesture, sound, or action that conveys a = Indication, cue, sign
Signal
message.
Message The process of sending a message from Message delivery,
Transmission the sender to the receiver. communication flow
Communication  The ongoing exchange of messages and Communication cycle,
Loop feedback between sender and receiver. feedback loop
Linear Model of A one-way communication process where = Unidirectional model,
Communication  a message is transmitted without sender-to-receiver model
feedback.
Interactive Model A two-way communication process where = Two-way communication,
of Communication participants alternate between sender and  feedback model
receiver.
Transactional A dynamic communication process where =~ Ongoing communication,
Model of senders and receivers simultaneously reciprocal communication
Communication  exchange messages.
PRACTICE

Activity 1: Match the words with their meanings

1. Sender A. The person who listens

2. Feedback B. The way you share ideas (e.g., speech, text)
3. Medium C. The person giving the message

4. Message D. A response to the message

5. Receiver E. The information being shared

Activity 2: Match the communication model to the correct scenario.

Models:
1. Linear Model
2. Interactive Model
3. Transactional Model

Scenarios:
A. A teacher gives a lecture, and students listen without speaking.
B. Two people are having a conversation, both talking and listening at the same time.
C. A radio host speaks to an audience, and no feedback is given.




STARTER

Why do you think communication is essential in daily life?
How would the absence of communication impact society?

LESSON CONTENT

Communication is the exchange of information, ideas, and emotions. It plays a

fundamental role in building relationships, sharing knowledge, and fostering collaboration.
Communication is not just about speaking or writing; it involves listening, understanding, and
responding.

I. Importance of Communication in Organizations

In any organization, communication is the backbone of success. It enables managers and

employees to work together effectively, achieve goals, and maintain a smooth workflow. Here
is why it is central:

Building Relationships: Effective communication helps establish trust and
understanding between colleagues, clients, and stakeholders.

Facilitating Collaboration: Teams depend on good communication to work together,
solve problems, and reach decisions.

Decision-Making: Communication ensures that all relevant information is shared,
allowing for informed decision-making.

Managing Teams: Managers rely on clear communication to delegate tasks, guide
employees, and ensure that organizational goals are met.

Innovation and Creativity: Communication allows individuals to share ideas, which
drives innovation and new solutions within the organization.

Employee Motivation: Effective communication boosts morale and helps employees
feel valued, which increases motivation and productivity.

II. Communication for Individuals

On a personal level, communication is just as essential. It influences how we interact

with others and how we express ourselves:
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o Expressing Emotions: Communication allows individuals to express feelings,
whether in personal relationships or professional settings.

e Career Advancement: Clear and confident communication skills are vital for
securing jobs, promotions, and building a professional network.

o Personal Relationships: Effective communication improves understanding, helps
resolve conflicts, and strengthens connections with others.

III. Why Communication Matters for Students and Professionals

For students, especially those about to enter the workforce, learning effective
communication skills is paramount. It enhances professionalism and ensures future success in
various fields:

e Developing Professionalism: Future university lecturers, doctors, entrepreneurs,
political leaders, and other professionals will rely on communication to interact with
colleagues, clients, and communities.

e Building Friendships: Communication skills help students form strong personal
connections that provide emotional support and enrich their lives.

In both personal and professional settings, communication is vivacious for growth,
success, and fulfillment. It shapes our relationships, influences our career paths, and helps
build better workplaces and communities. By mastering communication, individuals and
organizations can thrive in all aspects of life.

PRACTICE

Write a few lines explaining the importance of communication in personal, academic,
and professional contexts. Provide specific examples to support your answer.
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STARTER

= (Can you think of different ways people communicate with each other?
(Examples could include talking, texting, using hand gestures, etc.)

*  Which type of communication do you use the most, and why?
(Examples: Do you talk to your friends in person, send messages, or use social media?)

LESSON CONTENT

Communication is divided into four main types: verbal, non-verbal, written, and visual.
Each type serves a specific function in the exchange of information and contributes to
effective interaction in different settings.

‘ @!‘YPE‘S OF

Ch

=

VERBAL NONVERBAL VISUAL WRITTEN
* Use a strong, confident * Notice how your * Ask others before * Strive for simplicity
speaking voice emotions feel physically including visuals * Don't rely on tone
* Use active listening * Be intentional about * Consider your audience * Take time to review
* Avoid filler words your nonverbal * Only use visuals if they your written
* Avoid industry jargon communications add value communications
when oppropriate * Mimic nonverbal * Make them clear and * Keep a file of writing
communications you easy to understand you find effective or
find effective enjoyable

Figure 5. Types of Communication (Franklin Smith, 2024)

1. Verbal Communication

Verbal communication involves conveying messages through words, either spoken or
written. This form of communication is commonly used in conversations, presentations,
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meetings, phone calls, and video conferences. For effective verbal communication, it is
important to speak clearly and with confidence. Eliminating filler words such as "uh," "like,"
or "so" helps maintain the attention of the audience. Additionally, active listening is essential
to ensure that the message is received and understood correctly. Speaking with certainty
enhances the delivery of ideas and helps in building trust with the audience (Brownell, 2012).

II. Non-Verbal Communication

Non-verbal communication includes body language, facial expressions, gestures, and
other physical cues. Research suggests that non-verbal signals often convey more than words
themselves, revealing emotions, attitudes, and intentions (Mehrabian, 1972). For example,
open body language, such as standing with arms uncrossed and shoulders back, can signal
confidence, while closed body language, such as crossed arms, may indicate discomfort or
defensiveness. Mimicking positive non-verbal cues, like nodding in agreement, can also
improve communication effectiveness (Burgoon et al., 2016).

II1. Written Communication

Written communication involves sending messages through written symbols, including
letters, emails, reports, and memos. This form of communication is common in professional
environments, as it provides a documented record of information. To ensure written
communication is effective, the message should be clear and concise (Guffey & Loewy,
2016). Reviewing written materials before sending helps catch errors and refine the tone,
ensuring it remains appropriate and polite. Written communication also has the advantage of
being available for future reference, offering clarity and accountability.

IV. Visual Communication

Visual communication uses images, charts, graphs, and other visual elements to convey
information. It is particularly useful in presentations and meetings, where visuals can help
simplify complex data and enhance understanding. Properly designed visuals make abstract or
complicated ideas easier to grasp and retain (Mayer, 2009). When using visual
communication, it is important to ensure that the visuals are clear, relevant, and easily
understood by the intended audience. Seeking feedback on the visuals helps ensure that they
support the message without causing confusion.

In summary, understanding the different types of communication—verbal, non-verbal,
written, and visual—enhances message clarity and effectiveness. Mastering these forms
improves interactions, builds stronger relationships, and contributes to success in both
personal and professional settings.

PRACTICE
Discuss in pairs the following question:

Which type of communication do you think is most important in your daily life?
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STARTER

What do you think can hinder a message from being understood correctly between two
people?

Can you think of any reasons why communication sometimes fails in the workplace or
in your personal life?

LESSON CONTENT

Effective communication is essential for clear understanding between individuals, but

various barriers can hinder this process. These barriers can arise due to personal factors,
technological issues, or systemic problems within an organization. Understanding these

barriers is central for overcoming them and ensuring smooth, effective communication.

1. Personal Barriers

Personal barriers refer to individual factors that interfere with the effective exchange of

messages between the sender and receiver. These include:

@)

Emotional State: A person’s mood or emotional state can affect how they interpret or
convey a message. For instance, someone who is upset may misinterpret a neutral
message as negative, while a person in a positive mood may be more open to receiving
information.

Perceptions and Attitudes: A receiver's personal biases or preconceived notions can
distort the way they interpret the message. For example, if a manager has a negative
view of a particular employee, their feedback may not be perceived in the most
constructive light.

Language and Jargon: The use of complex language, jargon, or unfamiliar terms can
create confusion. If the sender uses terms that the receiver doesn’t understand, it leads
to miscommunication.

Distractions: Physical and mental distractions can prevent the message from being
received properly. This includes noise in the environment, multitasking, or being
distracted by personal thoughts or concerns.

To overcome personal barriers, it is important to foster clear, open communication and

be aware of any personal biases. Active listening and choosing simple, clear language help

ensure the message is effectively communicated.
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II. Systematic Barriers

Systematic barriers are related to the structures, processes, or tools used in

communication. These barriers occur when external systems or technical issues affect the
flow of information. Some examples include:

o

Technological Failures: In today’s digital age, communication is often reliant on
technology, such as phones, emails, or video calls. System failures, such as poor
internet connectivity, broken equipment, or software malfunctions, disrupt
communication and prevent the intended message from being delivered or received
effectively.

Overload of Information: Sometimes, an excess of information can overwhelm the
receiver, making it difficult for them to process the message properly. This usually
happen in work environments where employees are bombarded with too many emails,
messages, or instructions at once.

Lack of Proper Channels: If there is no clear communication structure or formal
channels in place, important messages can get lost, ignored, or misunderstood. In
organizations without clear communication hierarchies, employees may be uncertain
about whom to contact or where to find information.

To address systematic barriers, it is essential to invest in reliable communication tools

and technologies. Creating clear channels of communication, and reducing the volume of

unnecessary information also help maintain effective exchanges.

In conclusion, communication barriers—whether personal or systematic—disrupt the

effective exchange of messages and lead to misunderstandings. Identifying and addressing
these barriers is essential to improving communication. Personal barriers are overcome by
fostering an open and supportive environment, while systematic barriers are reduced through

clear

organizational structures and reliable technology. By addressing these challenges,

individuals and organizations improve the clarity and efficiency of their communication.

PRACTICE

Think of a time when you misunderstood a message because of emotions or distractions.

Write down the situation and how the misunderstanding could have been avoided.
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Umnit 2

Introduction to

Information

/By the end of this unit, students will be able to: \

1. Define information, differentiate it from data, and explain its role in the Data-
Information-Knowledge-Wisdom (DIKW) Pyramid.

2. Identify and categorize the various types of information, including conceptual,
empirical, procedural, stimulatory, policy,

N /
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2. £ Oefbnition of Jnformation

STARTER

= What is the difference between data and information?
= How do you use information in your daily life?

LESSON CONTENT

This course focuses on the definition of information, exploring how it is derived from
raw data through organization, processing, and contextualization to provide meaning and
relevance. The transformation from data to information is essential for effective decision-
making, communication, and problem-solving. The course will also introduce the Data-
Information-Knowledge-Wisdom (DIKW) pyramid, highlighting the progression from raw
data to actionable wisdom. By understanding these concepts, students will gain insights into
how information drives innovation, supports progress, and influences both personal and
professional outcomes.

1. What is Information?

Information is defined as the result of organizing, processing, and contextualizing raw
data to provide meaning, value, and relevance. It transforms data into a comprehensible
format that facilitates understanding, decision-making, and communication. Carolyn Watters
(1992) succinctly captures this by defining information as “meaning assigned to data within
This contextualization is what distinguishes

2

some context for the use of that data.
information from mere data, making it functional and actionable.

Ralph Prytherch (2016) elaborates further, describing information as “an assemblage of
data in a comprehensible form capable of communication. This may range from content in
any format — written or printed on paper, stored in electronic databases, collected on the
Internet, etc. — to the personal knowledge of the staff of an organization.” This perspective
highlights the multifaceted nature of information and its adaptability across mediums, from
traditional print to digital formats and even human expertise.

The value of information lies in its role as a critical resource for individuals,
organizations, and society. It aids in making informed decisions, solving problems, and
fostering effective communication. Information underpins progress and innovation, driving
advancements in diverse fields such as education, technology, and business. The ability to
derive actionable insights from information ensures its relevance in personal, academic, and
professional contexts.
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As technology evolves, the exponential growth of available information presents both
opportunities and challenges. While the abundance of data offers unprecedented access to
knowledge, it also necessitates effective strategies for filtering, processing, and utilizing
information. The ability to harness this resource with appropriate tools and methodologies
allows individuals and organizations to drive positive change and achieve their objectives.

In summary, information is an indispensable asset that bridges the gap between raw data
and actionable knowledge. Its impact extends beyond individual understanding to influence
organizational strategies and societal progress. By mastering the effective use of information,
we empower ourselves to navigate complexities, foster innovation, and achieve meaningful
outcomes.

II. What is the Difference Between Data and Information?

Data refers to raw facts and figures, such as numbers, text, or symbols, that lack context
or meaning. It is often collected from sources like sensors, computers, or IoT devices and
stored in structured systems such as databases. For example, a data set containing tree ages
across various regions remains meaningless without additional context.

Information is produced when data is processed, organized, and contextualized to
convey meaning and value. This transformation provides insights or understanding, such as
identifying patterns in tree life expectancy or environmental trends. While data supplies the
foundational details, information delivers clarity and relevance, facilitating decision-making
and problem-solving.

ITI. The Data-Information-Knowledge-Wisdom Pyramid

The data-information-knowledge-wisdom (DIKW) model outlines the progression from
raw data to actionable wisdom, guiding effective decision-making. Represented as a pyramid,
it comprises four levels:

F I b
s f .

Wisdorn ‘ Applied | + | better stop the car!

L 4

® The traffic light | am driving
towards has turned red

Knowledge Context

= South facing traffic light on

Info rm ation Meaning corner of Pitt and George

Streets has turned red

D t e Red, 192.234.235.245.678,
Raw

Figure 6. DIKW Example (GoCong, 2024)
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o Data: The discrete, raw facts about a given situation are collected, but no analysis or
interpretation is applied. This level sits at the bottom of the pyramid.

o Information: Structure and meaning are applied to the collected data to make it
useful. This layer sits above the data layer in the pyramid.

o Knowledge: Insight, context and a frame of reference are applied to the information
so it can be interpreted. This layer sits above the information layer in the pyramid.

e Wisdom: Knowledge is converted into wisdom by applying judgment and action to
the information. This level sits at the top of the pyramid.

In conclusion, the DIKW pyramid highlights the progression from raw data to informed
decision-making. As data transforms into information, knowledge, and wisdom, each layer
adds context, meaning, and practical application. This model underscores the importance of
properly processing and interpreting data to make sound judgments and drive effective
actions.

PRACTICE
1. Definition Matching: Match the following terms with their correct definitions:

i.  Data
ii.  Information
iii.  Knowledge
iv.  Wisdom

Definitions:

a. Processed data that is meaningful and useful.
b. Raw facts and figures that are not yet processed.
¢. Application of information for decision-making.

d. Accumulated knowledge and experience over time.

2. Class Discussion:

Discuss how information impacts the decisions you make in your personal and
professional lives. Give examples of how you use information in your daily activities.
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2.2 Gpes of Sinformation

STARTER

=  What do you think is the difference between facts and ideas?
= How do you think instructions or steps help us accomplish a task?

LESSON CONTENT

Information is essential to learning, communication, and decision-making. It takes many
forms, and understanding the different types of information can help you interpret and apply it
effectively. In this lesson, we will explore six primary types of information and additional
classifications that are commonly used in various fields, from academics to professional
environments.

Conceptual /‘

Descriptive /| | Empirical |

//;
Types of
Information

\
i

Policy \L ' Procedural |

\\‘ ~

Stimulatory

Figure 7. Types of Information

I. Conceptual information

Conceptual information refers to information that relates to abstract or theoretical ideas,
concepts, or principles. It is often used in academic or philosophical contexts to discuss
broader ideas or concepts unrelated to specific examples or instances. Examples of conceptual
information may include theories of psychology, philosophical concepts such as justice or
morality, or mathematical concepts such as calculus or probability theory. Conceptual
information is often used to build a framework or foundation for understanding more specific
or concrete information. It can also be used to explain complex ideas or to make connections
between seemingly unrelated topics.
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II. Empirical Information

Empirical information is derived from observation, experimentation, or direct
experience. It is based on data that can be measured or verified through objective and
systematic methods. Empirical information is often used in scientific research, collected
through experiments, surveys, or other forms of data collection. Examples of empirical
information may include the results of a clinical trial, data on the effects of climate change, or
observations of animal behavior. Empirical information is valued because it is based on
objective evidence and can be replicated and verified by others. It is often used to inform
decision-making and to support or refute theories or hypotheses.

II1. Procedural Information

Procedural information refers to information that provides instructions, directions, or
steps on how to perform a task or complete a process. It is often presented as a manual, guide,
or Standard Operating Procedure (SOP). Procedural information is commonly used in
manufacturing, healthcare, and transportation industries, where precise and consistent
procedures are critical to ensuring safety, quality, and efficiency. Examples of procedural
information may include instructions on operating a piece of machinery, guidelines for
administering medication, or a step-by-step guide for performing a medical procedure.
Procedural information is designed to be clear, concise, and easy to follow, and it may include
visual aids such as diagrams or illustrations to help clarify the steps involved.

IV. Stimulatory Information

Stimulatory information refers to information intended to provoke or stimulate a
reaction or response from the audience. This type of information is often used in advertising,
marketing, or public relations campaigns, where the goal is to capture the audience’s attention
and encourage them to take action. Stimulatory information may be designed to evoke a
particular emotion, such as excitement, fear, or curiosity, or it may be intended to challenge or
inspire the audience to think differently. Examples of stimulatory information may include
provocative advertisements, political campaigns that use emotionally charged slogans, or
motivational speeches that inspire people to take action. Stimulatory information can
influence behavior, but it can also be controversial or divisive, depending on the context and
the message being communicated.

V. Policy Information

Policy information refers to information that pertains to government policies, laws,
regulations, and guidelines that affect individuals, organizations, and society as a whole. It
includes information about policy objectives, processes, outcomes, policy implementation,
and evaluation data. Policy information is often used to inform decision-making and monitor
policies’ effectiveness over time. Examples of policy information may include reports on the
impact of environmental regulations, data on the effectiveness of public health interventions,
or analyses of the economic effects of tax policies. Policy information is essential for ensuring
transparency and accountability in government decision-making and facilitating public
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participation and input into policy development processes. It is often disseminated through
official government websites, public records, and media outlets.

VI. Descriptive information

Descriptive information refers to information that describes a particular object, person,
event, or situation in detail. It may include appearance, size, shape, color, texture, or behavior.
Descriptive information is often used to create a mental image or picture of something or to
provide a complete understanding of a particular topic or concept. Examples of descriptive
information may include product descriptions in e-commerce, eyewitness accounts of a crime
or accident, or detailed reports of historical events or cultural phenomena. Descriptive
information facilitates communication and understanding between individuals and groups and
provides context and background information in various fields such as literature, art, and
science.

Another way to further classify information is through these four attributes:

o Factual information: Verified, proven facts, such as the freezing point of water being
32°F.

o Analytical information: The interpretation of facts, like how ice cubes form when
water drops below 32°F.

o Subjective information: Based on individual perspectives, such as opinions.

o Objective information: Presented from multiple viewpoints, aiming to be unbiased,
like scientific publications.

VOCABULARY

This table introduces key terms related to the concept of information. These terms are
essential for understanding how information is processed, organized, and applied in various
contexts.

Table 2. Key Vocabulary Related to Information Processing and Application

Word/Phrase Definition Example/Explanation
Contextualizing Placing something within a Organizing raw data into a report for
particular setting or context to give = better understanding.
it meaning.
Comprehensible Easy to understand or grasp. A well-written manual makes
complex tasks comprehensible.
Assemblage A collection or gathering of things. =~ An assemblage of historical
documents provides insight into the
past.
Facilitates Makes an action or process easier.  Effective teamwork facilitates
project completion.
Mediums Means or channels of Information is shared through
communication or expression. various mediums like books,

websites, and emails.
Adaptability Ability to adjust or be modified to  The adaptability of smartphones
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Multifaceted

Exponential

Harness
Procedural
Empirical

Stimulatory

Transparency

Accountability

DIKW Pyramid

Descriptive

Conceptual
Factual
Subjective

Objective

PRACTICE

suit different conditions or
contexts.
Having many aspects or features.

Increasing rapidly by large
amounts.

To control and make use of
something effectively.

Relating to a specific series of
actions or steps.

Based on observation or experience
rather than theory.

Designed to provoke a reaction or
response.

The quality of being clear, open,
and easily understood.

The obligation to explain or justify
actions, often in a formal setting.

A framework describing the
transformation from data to
wisdom, emphasizing the addition
of context, meaning, and judgment.
Providing detailed information
about a subject.

Relating to abstract or theoretical
ideas.
Based on verifiable evidence.

Based on personal opinions or
feelings.

Unbiased and based on facts,
presenting multiple viewpoints.

makes them useful in many
situations.

The multifaceted nature of Al
includes its applications in
healthcare, education, and
entertainment.

The exponential growth of digital
data presents new challenges for
storage and processing.
Organizations harness technology to
improve efficiency.

A procedural manual outlines the
steps for assembling a machine.
The study used empirical data
collected through surveys.
Stimulatory advertisements aim to
capture attention and drive
consumer action.

Transparency in decision-making
builds public trust.

Government agencies must ensure
accountability in policy
implementation.

The DIKW pyramid explains how
raw data evolves into actionable
knowledge and wisdom.

A descriptive report includes the
appearance, size, and function of a
product.

Theoretical physics explores
conceptual ideas about the universe.
Factual information includes proven
scientific laws, such as gravity.
Movie reviews often contain
subjective impressions of the film.
Scientific research aims to provide
objective insights into phenomena.

Determine which type of information is being presented in each example
: Information that is based on verified facts.

: Information that involves ideas or concepts.

: Information based on data, observations, or research findings.
: Information that explains how something is done or a series of steps.

: Information that provides instructions or guidelines.
: Information that aims to inspire or provoke action.
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Unit 3
Communication

Vs.

Information

Gy the end of this unit, students will be able to: \

1. Distinguish between communication and information by analyzing their purpose,
process, nature, and interactivity.

2. Explore and explain key theories related to communication and information.

3. Examine the role of technology in communication and information, focusing on
K information technology and communication technology. /
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3. /Wmm

STARTER

*  What do you think is the difference between simply sharing information and engaging
in communication? Can you give an example of each?

LESSON CONTENT

In our daily lives, we encounter both communication and information constantly, but
often, we confuse the two terms. While they may seem similar, they serve different purposes
and function in distinct ways. This lesson will define the difference between communication
and information, exploring their unique characteristics, purposes, and processes.

I. Purpose

Information aims to deliver facts, data, or knowledge without necessarily prompting a
response or reaction. It is often used to educate, inform, or instruct. Information is meant to be
absorbed and processed.

Example: A weather forecast that tells you the expected temperature tomorrow is information.

Communication, however, is more concerned with the exchange of ideas and creating
understanding. The goal of communication is not only to share information but also to
facilitate a dialogue that allows the participants to interact and respond to one another.

Example: A conversation about the weather, where two people discuss their plans based on
the forecast, is communication.

II. Process

Information is often a one-way transmission. For example, when a person reads a book
or watches a news report, they are receiving information. The process is linear, with little or
no interaction from the receiver.

Communication, however, is typically a two-way interaction. It involves a sender
conveying a message, and the receiver responding or providing feedback. For instance, in a
meeting, an individual presents their ideas (sender), and the others provide feedback
(receivers), making it a dynamic, ongoing process.
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III. Nature

Information is often static. Once the information is conveyed, it remains the same. For
example, scientific facts or historical dates are fixed pieces of information that do not change
over time.

Communication, in contrast, is dynamic and fluid. It adapts and changes as people
engage with it. In communication, feedback, emotions, and context shape the interaction. The
message may evolve, and new ideas or perspectives may emerge as the exchange continues.

IV. Interactivity

Information does not require interaction from the receiver. For example, reading a
brochure about a new product is information, and the recipient is not necessarily expected to
respond.

Communication, however, is inherently interactive. The sender and receiver are both
active participants in the process. In communication, feedback is an essential part, and the
interaction continues as long as both parties remain engaged.

Key Differences
Aspect Information Communication
Purpose To convey facts, data, or To exchange ideas and foster interaction
knowledge
Process One-way transmission Two-way exchange involving feedback
Nature Static and fixed Dynamic and evolving
Interactivity No required interaction Involves active participation and feedback

In conclusion, while both information and communication are essential in various
contexts, they differ significantly in purpose and function. Information typically involves the
dissemination of static facts or data, often without requiring immediate feedback.
Communication, by contrast, is a dynamic, interactive process that involves the exchange of
ideas, emotions, and responses.

PRACTICE

Below are several scenarios. Read each and decide whether it is an example of
information or communication.

1. A news article reporting on a recent political event.

2. A group chat where colleagues discuss an upcoming work event.

3. An instructional video teaching how to use a software tool.

4. A live broadcast where viewers call in to share their opinions on a topic.
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3.2 Yeories of

STARTER

=  Why do you think people interpret the same message in different ways? What factors
might influence their understanding?

LESSON CONTENT

Communication and information theories serve as the backbone of understanding how
messages are transmitted, interpreted, and acted upon. Communication theories focus on the
process of transmitting messages, including the roles of senders, receivers, and channels,
while information theories emphasize how data is encoded, stored, and retrieved. Both
domains are central for fields such as journalism, public relations, digital media, and mass
communication. Their study enables professionals to design effective communication
strategies and improve the flow of information in various settings.

I. Key Theories of Communication
1. Shannon and Weaver’s Mathematical Theory of Communication (1949)

This foundational theory provides a technical framework for understanding
communication as a structured process. Shannon and Weaver’s model was originally designed
for telecommunications but has since been widely applied to various communication contexts.

Main Components

Sender: The originator of the message.

Message: The information being communicated.

Channel: The medium through which the message travels (e.g., phone, email).
Receiver: The person or system that interprets the message.

Noise: Any interference that distorts the message.

o a0 o

27




Reception Destinalion

e D>

)

information Transmitter
source

e

®

(
T.TT

Noise

<)FEEDBACK (<

SHanNNON-WEAVER'S MoDEL oF COMMUNICATION

Figure 8. Shannon-Weaver s Model of Communication (1949)

This model is instrumental in designing effective communication systems, ensuring
clarity in messaging, and minimizing interference. It remains relevant in fields like
telecommunications, digital media, and information technology.

2. Lasswell’s Model of Communication (1948)

Harold Lasswell’s model simplifies the communication process into a sequence of five
questions: Who says what, in which channel, to whom, with what effect? This linear model
emphasizes the impact of communication on the audience and is particularly significant in
mass media and propaganda studies.

Main Components

a. Who: The communicator or sender.

b. Says What: The content of the message.

c. In Which Channel: The medium used to convey the message (e.g., television, radio,
social media).
To Whom: The target audience.

e. With What Effect: The outcome or influence of the communication.

Message

Receiver

¢ To Whom

* With What
Effect

* Who

Figure 9. Laswell’s Model of Communication (1948)

* Says What

Channel Feedback

Lasswell’s model is widely used to analyze the effectiveness of political campaigns,
advertising, and public relations strategies. It helps in assessing how messages are tailored to
specific audiences and their resulting impact.
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3. Agenda-Setting Theory (McCombs and Shaw, 1972)

This theory posits that the media plays a crucial role in shaping public discourse by
influencing what topics people consider important. While media may not control Zow people
think, it significantly affects what they think about by prioritizing certain issues.

Main Components

a. Media Agenda: Issues emphasized by the media.

b. Public Agenda: Issues perceived as important by the public.

c. Salience Transfer: The process through which the media’s priorities become the
audience’s priorities.

A % OF Personal Experience and Interpersonal
AGENDA-SETTING Communication
Gatekeepers & Media
. [ ‘i:(;""‘
Real World Indicators of Issue Importance

Figure 10. Agenda-Setting Model (1972)

Agenda-setting theory is key to understanding media influence in shaping public
opinion, particularly in political campaigns, public debates, and social movements. It
highlights the power dynamics in news selection and framing.

4. Cultivation Theory (Gerbner and Gross, 1976)

Cultivation theory examines the long-term effects of media exposure on audiences,
particularly television. It suggests that repeated exposure to media content shapes individuals’
perceptions of reality, often reinforcing stereotypes and societal norms.

Main Components

a. Mainstreaming: Media homogenizes viewers’ perceptions of reality.

b. Resonance: Media effects are amplified when content aligns with personal
experiences.

c. Mean World Syndrome: A belief that the world is more dangerous than it actually is
due to frequent exposure to violent media content.
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This theory is instrumental in media literacy programs, enabling audiences to critically
evaluate the impact of long-term media consumption. It also helps in studying societal
attitudes and behaviors influenced by media portrayals.

5. Uses & Gratifications Theory (Katz et al., 1973)

Unlike earlier theories that viewed audiences as passive recipients of messages, this
theory focuses on the active role of individuals in selecting media to fulfill specific needs. It
explores why people use particular media and how these choices satisfy their personal and
social needs.

Main Components

Cognitive Needs: Seeking information and knowledge.

Affective Needs: Emotional satisfaction, such as entertainment.
Personal Identity: Reinforcing one’s self-concept and values.

Social Integration: Connecting with others and fostering relationships.
Diversion: Escaping from routine or stress.

°©po o

This theory is extensively used to understand user behavior on social media platforms
and in entertainment consumption. It also aids in designing targeted media campaigns that
cater to specific audience needs.

II. Key Theories of Information
1. Information Overload Theory (Toffler, 1970)

This theory addresses the challenges individuals face when exposed to excessive
information. It highlights how overwhelming data can lead to decision fatigue, reduced
productivity, and stress.

Main Components

Volume: The sheer quantity of information available.

Velocity: The speed at which information is generated.

Complexity: The difficulty in processing and understanding information.
Distraction: Reduced focus due to excessive data inputs.

a e oe

In the digital age, this theory underscores the importance of information management
strategies, such as prioritization and filtering, to improve decision-making and reduce stress.

2. Diffusion of Innovations Theory (Rogers, 1962)

This theory explains how new ideas, products, or technologies spread through a
population over time. It identifies factors influencing the adoption of innovations and the role
of communication channels in their dissemination.
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Main Components

a. Innovation: The new idea or product.

b. Adopters: Individuals or groups who adopt the innovation (e.g., innovators, early
adopters, late adopters).

c. Communication Channels: Means through which information is shared.
Social System: The community or environment influencing adoption.

e. Time: The rate at which adoption occurs.

This theory is widely applied in marketing, public health campaigns, and the study of
technological advancements, helping to predict adoption trends and design effective outreach
strategies.

Conclusively, theories of communication and information sciences provide essential
frameworks for understanding how humans interact, share knowledge, and manage data.
Communication theories like Shannon and Weaver’s model, Lasswell’s approach, and
Agenda-Setting Theory shed light on the processes and effects of message transmission.
Meanwhile, information theories like Diffusion of Innovations and Information Overload
Theory help analyze how data and ideas flow within societies and organizations. These
theories remain pivotal for studying media influence, audience behavior, and information
management in both traditional and modern contexts.

PRACTICE

How do you think the theories we discussed help us understand the way people
communicate online today?
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5.5 Deooliy f

STARTER

= (Can you think of a situation where you might use technology to store information, and
another where you use it to communicate? How are the two different?

LESSON CONTENT

In today's interconnected world, technology underpins nearly every aspect of our
personal and professional lives. While many of us often use the terms Information Technology
(IT) and Communication Technology (CT) interchangeably, these two areas of technology
serve distinct functions and processes.

I. Information Technology

Information Technology, as name suggests, refers to anything related to computing
technology that is used by businesses to ensure that their departments run smoothly. It helps
business and enable organizations to work more effectively and efficiently as well as increase
productivity. It simply involves development, maintenance and use of computer systems,
networks, etc.

Example: Telephone, radio equipment, switches, TV systems, etc.

II. Communication Technology

Communication Technology, as name suggests, refers to anything used to process and
communicate information that enables modern computing. It simply refers to transfer of
messages from one place to another among people or machines by use of technology. It
provides more opportunities to communicate and collaborate.

Examples: Blogs, tablet computers, social media platforms, live view stream, etc.
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Difference between Information Technology & Communication Technology

Information Technology
It generally designs and maintain
computer-based information systems.
It simply uses computer to store, retrieve,
transmit and process data or information.
It includes processes and systems of
learning and  instruction, computer
hardware and software, telephones, video
equipment’s, etc.
It helps people to stay in touch with family
and friends via e-mail, manage finances
using spreadsheets and online banking, etc.
Its main purpose is to carry out work and
achieve objective within an organization
that in turn will improve productivity and
efficiency.

It is all about how computers work and
what they can do.

Its component includes computer hardware,
computer  software, and
warehouses, human  resources and
procedures, telecommunications.

databases

It helps business in several ways such as
costs,
streamline

communication,
facilitate

cut improve
communication,

strategic thinking, eliminate wastes, etc.

Communication Technology
It generally designs and maintain technical
systems of communication.
It simply transfers messages among people or
machines using technology.
It includes computers, telephones, radios,
cellular phones, satellite systems, and other

devices.

It helps in making decision, solving problems,
and controlling machines.

Its main purpose is to make exchange of ideas
and information more efficient and easier so
that one can share information quickly, save
time and money by using technology to
communicate.

It is all about facilitating communication among
people.

Its component includes encoding, channel,
decoding, feedback.

It helps business in several ways such as make
it easy to communicate with remote workers,
fast method of during
emergencies, one can communicate from
anywhere in world, etc.

communication

In conclusion, while both Information Technology and Communication Technology are

integral to modern society, they address different needs. IT is essential for managing and
processing data, ensuring smooth organizational operations. CT, on the other hand, is vital for
transmitting messages and enabling communication. Understanding the differences between
these two types of technology allows businesses and individuals to use each effectively to

enhance their operations and interactions.

PRACTICE

Can you think of an example where Information Technology (IT) and Communication
Technology (CT) are used together in your daily life or work?
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CHAPTER TWO

Mass Media
&

Communication Channels

This chapter introduces students to the concept of mass media, exploring its role in
society and the various forms it encompasses. It delves into the ethical considerations
surrounding mass media, including issues of journalistic integrity, bias, censorship, and the
responsibilities of media professionals. The chapter covers the history and societal impact of
key communication channels: TV broadcasting, radio, advertising, and cinema. It also
examines their evolution over time, with a focus on modern developments such as digital
radio, digital advertising, and the transition to digital cinema. Students will gain an
understanding of the significance of these communication channels in shaping society and
culture.
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Umnit 1
Mass Media

/By the end of this unit, students will be able to: \

1. Define mass media, explain its role in society, and identify the different forms it
€Nncompasses.

2. Analyze the ethical considerations in mass media, including journalistic integrity, bias,
\ censorship, and the responsibility of media professionals. j
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£ 1 Digftnition of Mais Media

STARTER

= (Can you imagine a day without any media: no TV, no social media, no news, no
advertisements? How would that impact your life?

= List all the types of mass media you interacted with in the last 24 hours
(e.g., TV shows, news websites, Instagram posts).

LESSON CONTENT

Mass media is a term that encompasses the various platforms and technologies used to
disseminate information, entertainment, and messages to large audiences. From newspapers
and radio to digital platforms like social media, mass media has played a pivotal role in
shaping modern societies. This lesson explores the definition, characteristics, roles, and forms
of mass media to provide students with a foundational understanding of its impact.

1. What is Mass Media?

Mass media refers to channels of communication designed to reach a large and diverse
audience simultaneously. Unlike interpersonal communication, which involves direct
interaction between individuals, mass media operates on a broader scale, often delivering
standardized messages to people from different backgrounds.

Key characteristics of mass media include:

e Wide Reach: Mass media is designed to communicate with large audiences, transcending
geographical and cultural boundaries.

o Standardization: Information and messages are uniform, ensuring consistency across
various audience groups.

e Unidirectionality: In traditional mass media (e.g., TV or radio), communication is mostly
one-way, with limited direct feedback from the audience.

e Accessibility: Modern advancements have made mass media accessible to a majority of
people, especially through digital platforms like smartphones and the internet.
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II. The Evolution of Mass Media: From Stone Inscriptions to the Digital Age

The journey of mass media's evolution is a remarkable and ongoing process, driven by
humanity's enduring need to communicate, inform, and connect. From its earliest forms
carved on stones and pillars to today's dynamic digital platforms, mass media has continually
adapted to meet the changing demands of society. This transformation reflects both
technological innovation and the increasing integration of media into daily life.

-------------------- Pre-Industrial Age

1041 C.E. Movable Printing in China

1440 Johannes Gutenberg's Printing Press
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by William Caxton
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.................... @ 1876
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=- 1985 Microsoft Windows =
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— New Media

- 1990s to 2000s

Discovery of Internet, birth of Social
Networking sites, and emergence of
Social Media

C_]

World Wide Web
2995 @p-———-———-——-——— Sir Timothy John-Berners Lee

Microsoft Internet

Explorer: = I==— < | Rooooii oo @ 19597 DVDs replace
H
2001 Instant Message VHS tormat .
o Service B
------------------- ® 2002 Satellite Radio is P W
2004 Facebook . .................... launched :

2005 YouTube u
2006 Twitter@® -

-------------------- @ 2007 Tumbir t
'!‘.il 2010 Instagram

Figure 11. The History and Evolution of Mass Media
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1. Early Beginnings: Communication as a Necessity

The origins of mass media can be traced to ancient times when information was
inscribed on stones, caves, and pillars. These primitive methods were vital for preserving
knowledge across generations and sharing essential information with large groups of people.
As human societies expanded, so did the need for more sophisticated means of
communication.

2. The Birth of Modern Mass Media

The invention of the printing press by Johannes Gutenberg in 1440 marked a
revolutionary leap in mass communication. It allowed for the mass production of books,
spreading knowledge and literacy on an unprecedented scale. By 1477, print advertising had
emerged, laying the foundation for the modern advertising industry.

3. The Industrial Age: A Communication Boom

Between the 18th and early 20th centuries, inventions such as the telegraph, typewriter,
telephone, and radio transformed the media landscape. These innovations enabled faster and
broader dissemination of information. The introduction of cinema and television during the
early 1900s brought visual storytelling to the masses, shaping entertainment and cultural
norms.

4. The Electronic Age: The Rise of Broadcast and Computing

From the 1930s to the 1980s, mass media entered the electronic age with the advent of
cable television, FM radio, and personal computing. Color television, the VCR, and email
became mainstream, transforming home entertainment and communication. The development
of the IBM personal computer in 1981 and the launch of Microsoft Windows in 1985 made
computing accessible to households, further integrating media into everyday life.

5. The Digital Age: The Internet Revolution

The late 20th century and the early 21st century saw the rise of digital media, with the
invention of the World Wide Web by Tim Berners-Lee in 1991 revolutionizing how
information is shared. Social media platforms like Facebook (2004), YouTube (2005), and
Instagram (2010) emerged, enabling interactive, real-time communication. The introduction
of smartphones and apps like Snapchat, Telegram, and TikTok further democratized media
consumption and creation.

6. The Ongoing Transformation

The evolution of mass media demonstrates humanity’s relentless pursuit of improved
communication methods. Each milestone reflects society's changing needs and technological
progress. From the simplicity of stone inscriptions to the complexity of artificial intelligence
and streaming platforms, mass media continues to shape how we share, learn, and connect in
an increasingly interconnected world.
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As we stand on the threshold of new innovations, the journey of mass media is far from
over, promising even more profound transformations in the way we interact with information
and each other.

II1. The Role of Mass Media in Society

Mass media plays a multifaceted role in society, influencing individuals and
communities in significant ways. Its primary functions include:

e Inform: One of the core roles of mass media is to provide information. News outlets,
documentaries, and educational programs keep people informed about current events,
policies, and global trends. For instance, breaking news updates about natural disasters
or public health advisories demonstrate how mass media serves as an essential
information channel.

o Entertain: From movies and music to reality shows and online gaming platforms,
mass media offers countless forms of entertainment. This function helps individuals
relax, bond socially, and escape the stresses of daily life.

e Persuade: Through advertisements, public service announcements, and political
campaigns, mass media has the power to influence opinions and behaviors.
Companies, for example, use TV commercials and online ads to persuade consumers
to buy their products.

o Influence: Mass media shapes societal norms and values. Popular TV shows, for
instance, often reflect or challenge cultural traditions, thereby impacting public
attitudes and behaviors. Social media has amplified this influence, allowing content
creators to set trends on a global scale.

In conclusion, mass media serves as a cornerstone of modern society by informing,
entertaining, persuading, and influencing people on both individual and collective levels. Its
pervasive presence impacts nearly every aspect of daily life, shaping public discourse, cultural
norms, and even personal decisions. Understanding the diverse roles of mass media helps us
become more discerning consumers and participants in the ever-evolving media landscape.

PRACTICE

Discuss the following topic in class. Which form of mass media (print, broadcast, or digital)
do you think has the biggest influence on society today? Why?
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4.2 ‘Ctthics in WMais WMedlian

STARTER

= Have you ever seen or heard a news story, advertisement, or movie that you thought
was unfair, misleading, or harmful? What made it seem unethical to you?

LESSON CONTENT

Ethics in mass media is a central topic, as media professionals wield significant
influence over public opinion and societal norms. Ethical journalism and responsible media
practices are crucial for fostering trust, promoting democracy, and ensuring the free flow of
accurate information. This lesson delves into the ethical responsibilities of mass media
professionals, exploring principles such as journalistic integrity, challenges like bias and
censorship, and the broader societal responsibilities of the media.

I. Journalistic Integrity

Journalistic integrity forms the foundation of ethical media practices. It encompasses
three key principles:

e Accuracy: Journalists are expected to report facts accurately and avoid misleading
information. Accuracy requires thorough research, credible sourcing, and careful fact-
checking. Errors in reporting can misinform the public, erode trust, and lead to
significant consequences.

o Fairness: Media professionals should present balanced views, giving voice to all sides
of an issue. Fairness is essential for maintaining objectivity and avoiding favoritism or
bias. For instance, during political elections, fair reporting involves equal coverage of
all candidates without favoritism.

o Impartiality: Impartiality means avoiding personal or organizational bias in reporting.
Journalists should strive to remain neutral, presenting facts without promoting specific
ideologies, agendas, or interests.

Adherence to these principles ensures that the media maintains credibility and serves
as a reliable source of information.

I1. Bias and Censorship

Despite the ideal of impartiality, mass media often faces challenges related to bias and
censorship.
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o Bias in Media: Bias can emerge from various sources, including individual beliefs,
organizational priorities, or financial influences (e.g., advertisers). For example, a
news outlet owned by a corporation may favor stories that align with its economic
interests, sidelining topics that could harm its image. Recognizing and minimizing bias
is an ongoing challenge for media professionals.

e Censorship: Censorship involves the suppression or control of content by
governments, corporations, or other powerful entities. This can occur to protect
national security, suppress dissent, or maintain political control. For instance, state-
controlled media in some countries often restricts content that criticizes the
government. Such practices undermine press freedom and limit the public’s access to
diverse perspectives.

Understanding these issues is critical for media professionals and consumers to
advocate for transparency and accountability.

I11. The Responsibility of Media

Mass media plays a crucial role in protecting democracy and ensuring the public’s
right to information.

o Safeguarding Democracy: A free and independent press is essential for holding
governments accountable and exposing corruption. Investigative journalism, for
example, has been instrumental in uncovering scandals and injustices worldwide, such
as the Watergate scandal in the U.S.

o Empowering Citizens: Ethical media empowers citizens by providing reliable
information that helps them make informed decisions. Whether reporting on elections,
public health, or global conflicts, the media’s responsibility is to prioritize public
interest over profit or political agendas.

o Fostering Public Trust: By adhering to ethical standards, the media builds trust with
its audience. Trustworthy media is vital for maintaining societal cohesion and
preventing the spread of misinformation.

Conclusively, ethics in mass media is not merely a professional obligation but a
societal necessity. By upholding journalistic integrity, addressing bias and censorship, and
fulfilling their responsibility to protect democracy, media professionals contribute to a more
informed and equitable society.

PRACTICE

Choose a media example (news, ad, or TV) and write 1-2 sentences explaining if it is
ethical or biased.
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Umnit 5

Communication

Channels

ﬁy the end of this unit, students will be able to: \

1. Examine the history, societal impact, and modern developments in TV broadcasting.
2. Analyze the evolution of radio, its role in society, and advancements in digital radio.

3. Explore the history of advertising, key techniques used, and the emergence of digital
advertising.

4. Discuss the evolution of cinema, its cultural and societal influence, and the transition

\ to digital cinema.
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STARTER
= How has television influenced the way we understand the world around us?

= Can you think of any TV shows or broadcasts that had a significant impact on society?

LESSON CONTENT

Television broadcasting has been one of the most influential mass communication
channels, shaping culture, public opinion, and entertainment for decades. From its humble
beginnings with black-and-white broadcasts to the current era of on-demand streaming
services, television has evolved to meet changing audience needs and technological
advancements. This lesson examines the history of TV broadcasting, its societal impact, and
how modern developments have transformed viewing habits.

I. History of TV Broadcasting

Television broadcasting has undergone remarkable changes since its inception in the
early 20th century, reflecting technological advancements and shifting audience preferences.
This progression can be divided into key phases:

1. The Early Days (1920s-1930s)

The first public television broadcasts emerged in the 1920s and 1930s, following the
invention of mechanical television by pioneers like John Logie Baird. These broadcasts
featured black-and-white images with rudimentary resolution and limited programming,
focusing primarily on news, educational content, and basic entertainment. This era laid the
foundation for mass communication and marked the transition from radio to visual media.

2. The Rise of Mechanical Television (1925)

Mechanical television gained commercial traction in 1925 as a precursor to electronic
television. Using spinning discs and light reflection, it projected images that, though
simplistic, demonstrated the feasibility of broadcasting moving visuals. This period
highlighted the potential of television as an informational and cultural tool.

3. The Transition to Color Television (1950s—1960s)

The introduction of color television in the 1950s transformed the viewing experience,
offering vibrant and lifelike imagery. By the 1960s, major broadcasters had transitioned to
color programming, making it a standard feature for events such as sports and prime-time
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dramas. This innovation enhanced audience engagement and solidified television's role as a
primary entertainment medium.

4. Projection Televisions and Expanding Screen Sizes (1990s)

In the 1990s, projection televisions with Digital Light Processing (DLP) technology
gained popularity. These devices allowed for larger screens, making them ideal for home
theaters and communal viewing. This shift underscored consumer demand for cinematic
experiences within the comfort of their homes.

5. The Era of Flat-Screen TVs (2000s)

The early 2000s ushered in the age of flat-screen televisions, powered by LCD and
plasma technologies. These sleek, lightweight displays replaced bulky CRT models, offering
better picture quality, energy efficiency, and design flexibility. Flat-screen TVs became a
cultural and technological icon, reflecting modern aesthetics and advanced capabilities.

6. Digital Broadcasting and High Definition (1990s—2010s)

The late 20th century introduced digital broadcasting, a pivotal advancement that
eliminated analog signals in favor of enhanced clarity and efficiency. High-definition (HD)
television soon followed, delivering sharper visuals and superior sound quality. These
innovations made television more immersive and suited to an era of rapid digital
transformation.

7. The Smart TV Revolution (2010s)

By 2010, smart TVs revolutionized the medium by integrating internet connectivity and
interactive features. Companies like Samsung and LG pioneered these devices, enabling users
to access streaming platforms, social media, and apps directly from their TVs. This marked a
shift in how audiences consumed content, bridging traditional broadcasting and modern
digital ecosystems.
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From its early days of black-and-white images to today’s smart, internet-enabled TVs,
the evolution of television broadcasting reflects society's quest for enhanced communication
and entertainment. Each phase, from the Nipkow disc to HD and smart TVs, has redefined the
role of television, transforming it into a dynamic medium that continues to shape culture and
technology.

II. Impact on Society

Television has long played a pivotal role in shaping culture, public discourse, and
individual behavior, making it one of the most influential mass media outlets in history.

1. Cultural Influence

Television has introduced audiences to new ideas, lifestyles, and global cultures.
Through both scripted and unscripted content, TV programs have become windows to diverse
ways of life. Educational shows like Sesame Street have provided crucial learning
opportunities for generations of children, while sitcoms and dramas often reflect or challenge
societal norms. For example, shows like The Cosby Show and Will & Grace addressed issues
of race and LGBTQ+ representation in ways that influenced public perception and fostered
conversations around social issues.

2. Public Opinion

Television has also served as a powerful tool in shaping public opinion. News
broadcasts have brought significant historical events into homes, allowing millions of viewers
to experience moments like the moon landing and the fall of the Berlin Wall as they
happened. These shared experiences have often united people across political and cultural
divides. Furthermore, political campaigns, debates, and advertisements on TV have
profoundly influenced voter behavior and decision-making. Television has been pivotal in
shaping political discourse, from televised presidential debates to campaign ads that target key
demographics.

3. Social Behavior

In terms of social behavior, television has fostered shared moments of entertainment and
cultural connection. Family viewing in living rooms has been a common ritual for decades,
providing a space for collective experiences. More recently, viral reality shows and social
media trends have emerged, expanding the notion of shared TV moments beyond the
traditional home setting. However, television has also faced criticism for promoting
consumerism, as many programs are sponsored by advertisements that encourage materialistic
values. Additionally, the medium has been accused of promoting passive consumption habits,
where viewers engage with content without critical analysis.
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III. Modern Television

The television landscape has significantly transformed in recent years, driven by
technological innovations and the emergence of new viewing options.

e Cable and Satellite TV: Cable networks and satellite services emerged in the late
20th century, offering a wider range of channels and specialized programming. This
marked a shift from general to niche content, catering to diverse audience preferences.

e On-Demand Services: Platforms like Netflix, Hulu, and Amazon Prime
revolutionized TV by enabling viewers to watch content anytime, anywhere.
Streaming services have blurred the lines between traditional broadcasting and online
content, prioritizing user convenience and personalization.

o Interactive and Smart TVs: Modern televisions equipped with internet connectivity
offer interactive features, such as accessing apps, streaming content, and even
integrating with voice assistants like Alexa or Siri. These developments have further
enhanced the role of television in everyday life.

Television broadcasting has continuously evolved, adapting to both societal changes and
technological advancements. Its ability to inform, entertain, and influence has solidified its
position as a cornerstone of mass communication. The shift from traditional television to
modern streaming services has revolutionized the way audiences engage with content,
offering more personalized and interactive experiences. Understanding the history and
development of television, from its cultural impact to the innovations in modern technology,
allows students to appreciate its enduring relevance and the transformative role it plays in
shaping our media consumption habits.

PRACTICE

Compare traditional television viewing (scheduled broadcasts, limited channels) with
modern streaming services (on-demand content, subscription-based access). Consider factors
like convenience, accessibility, impact on social habits, and quality of content.
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5.2 Radio

STARTER
= Do you listen to radio regularly, or has it been replaced by other platforms?

* How do you think radio still influences society in the age of digital media and
podcasts?

LESSON CONTENT

Radio, one of the earliest forms of mass communication, has remained a resilient and
adaptable medium despite the rise of newer technologies. Its ability to reach diverse audiences
through news, music, and entertainment has cemented its role in society. This lesson examines
the history of radio, its societal contributions, and its evolution in the digital age.

I. History of Radio

Radio, a form of mass media that communicates via sound transmitted through radio
waves, emerged in the early 20th century as a groundbreaking platform for real-time news,
music, and entertainment. Its first experimental broadcasts in the 1920s marked the start of a
new era, providing immediate access to information and fostering a shared cultural
experience.

A Century of Radio Innovation
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1. Early Beginnings

Radio broadcasting formally began in the 1920s, though its experimental roots can be
traced back to earlier advancements. Pioneers such as Reginald Fessenden, who transmitted
the first voice and music broadcast in 1906, and Charles Herrold, who conducted scheduled
broadcasts in California, paved the way for this innovation (Sterling & Kittross, 2002). These
early broadcasts often featured unscheduled voice and music transmissions; captivating small
audiences equipped with rudimentary crystal receivers.

Despite technical limitations, the potential of radio as a mass communication tool
quickly became evident. In the United States, the first commercial station, KDKA in
Pittsburgh, began regular broadcasting in 1920, offering election results and music programs
(Hilmes, 1997). Similar initiatives emerged globally, with stations like XWA in Montreal and
PCGG in the Netherlands, showcasing the rapid adoption of the medium (Hendy, 2013).

2. Golden Age of Radio

By the 1930s and 1940s, radio had entered its golden age, becoming the dominant form
of mass communication. It offered diverse content, including news, serialized dramas, music
performances, and educational programming. During World War II, radio played a critical role
in unifying audiences by broadcasting morale-boosting programs, wartime news updates, and
speeches by world leaders like Franklin D. Roosevelt and Winston Churchill (Crook, 1999).
Families would gather around the radio, creating a communal listening culture that defined
the era.

In addition to entertainment, radio became the dominant medium for public service.
Governments and broadcasters recognized its potential for educating and informing the
masses, using it to disseminate agricultural tips, weather reports, and health campaigns. The
intimacy of the human voice made radio uniquely effective in building trust and fostering
emotional connections with listeners.

3. Transition to Specialized Content

The advent of television in the 1950s transformed the role of radio. As audiences shifted
to the new visual medium, radio adapted by focusing on specialized content. This period saw
the rise of music-focused programming and talk shows, which catered to niche audiences. The
introduction of FM radio in the 1960s further enhanced its appeal by offering superior sound
quality, particularly for music broadcasting (Douglas, 2004).

Despite the growing influence of television and, later, digital media, radio remained a
widely accessible medium. Innovations such as digital radio, satellite broadcasting, and
internet streaming have kept the medium relevant, allowing it to reach global audiences. For
example, platforms like Spotify and Pandora demonstrate radio's evolution into a hybrid of
traditional broadcasting and personalized audio services (Hendy, 2013).
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4. The Enduring Legacy of Radio

Radio's enduring appeal lies in its ability to adapt while retaining its core strengths;
immediacy, accessibility, and a personal connection with listeners. Unlike visual media, radio
uniquely engages the listener's imagination, creating mental images around the broadcast. It
remains a powerful tool for fostering a sense of community and shared experience,
particularly in times of crisis or celebration.

Today, while digital platforms dominate the media landscape, radio continues to serve
as a central medium in many parts of the world, especially where internet access is limited. Its
historical significance and ongoing relevance underscore its status as one of the most
transformative communication innovations of the 20th century.

I1. Radio’s Role in Society

Radio continues to serve as a versatile and accessible medium with far-reaching societal
impacts, offering a range of services that impact various aspects of modern life. Whether
providing news and information, offering entertainment, or influencing cultural trends, radio
remains an essential part of the global communication landscape.

1. News and Information

Radio is a key source of timely information, especially in remote or underserved areas
where access to other media may be limited. As a medium, radio has the unique advantage of
being widely available in areas where other technologies may not reach, including in rural
locations with limited internet access or where electricity is unreliable. For example, in many
parts of Africa, radio remains one of the most significant channels for delivering vital
information, including health campaigns and political updates (Lindsay, 2020).

During times of crisis, such as natural disasters or political unrest, radio often proves to
be the most reliable medium for disseminating urgent, real-time updates. Emergency
broadcasts, particularly in remote or hard-to-reach areas, can save lives by providing essential
instructions, safety tips, and government directives. In the aftermath of natural disasters like
hurricanes, floods, or earthquakes, radio stations often work around the clock to inform and
connect communities, providing immediate response and ongoing coverage. In countries like
Haiti, for example, radio was critical in coordinating rescue efforts and providing information
during the 2010 earthquake (Cohen, 2018). In these scenarios, radio’s immediacy,
accessibility, and lack of dependency on visual infrastructure make it a life-saving tool for
disseminating news in times of crisis.

2. Entertainment

Beyond its function as a news medium, radio has long been a key source of
entertainment for people worldwide. From music and storytelling to live sports commentary,
radio’s entertainment offerings cater to diverse tastes and interests. Popular radio shows often
become iconic, shaping the cultural and social conversations of their time. Over the years,
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radio personalities have gained celebrity status, influencing everything from fashion to public
opinion. In the United States, figures like Howard Stern, Rush Limbaugh, and Garrison
Keillor have not only entertained listeners but also shaped broader social debates through their
programs (Pérez, 2019).

Similarly, radio broadcasts in Latin America, like Argentina’s La Cdtedra del Rock,
have become staples of popular culture, reflecting the unique blend of music, politics, and
social change within those regions. The ability of radio to create widespread familiarity with
shows and personalities has made it a tool for both local and global influence. In an era of
digital media, radio continues to be a powerful platform that brings people together, whether
through live interviews, comedy shows, or talk radio.

3. Music Programming

One of radio’s most significant societal roles is its impact on the music industry. Since
its inception, radio has been instrumental in promoting new genres, discovering emerging
artists, and shaping musical tastes across generations. Early jazz and swing broadcasts,
followed by rock and roll, hip-hop, and pop music, all gained significant momentum through
radio’s widespread reach. Radio stations have played an essential part in introducing and
promoting music, often acting as a launchpad for artists who otherwise may not have gained
recognition. In the United States, stations like New York’s WBLS and Los Angeles’ KROQ
were pivotal in the development and dissemination of different music genres, helping to
launch the careers of artists such as Michael Jackson, Madonna, and Tupac Shakur (Peterson
& Simons, 2021).

Likewise, the British music scene owes much of its success to radio's influence,
particularly the BBC, which introduced listeners to bands like The Beatles and Queen.
Radio’s role in shaping musical trends also extends globally—reggae, salsa, and electronic
dance music (EDM) have all been popularized through radio broadcasts, influencing music
movements around the world. Moreover, radio stations curate music programming that
appeals to various demographics, ensuring that music remains a dynamic and essential part of
listeners’ everyday lives.

4. Cultural and Social Influence

Radio also serves as an important cultural connector, shaping public conversations and
creating shared experiences across regions and nations. By reflecting social values, norms,
and concerns, radio programming fosters a sense of community and belonging. National and
local radio stations often create space for public discourse, featuring talk shows that tackle
political, social, and economic issues. Through interactive formats like call-ins, audience
participation is facilitated, and radio listeners can voice their opinions and engage in
discussions on critical topics. This role in shaping public opinion is especially important in
countries where freedom of speech is limited, and alternative media may be suppressed.
Furthermore, radio’s ability to cross borders means that it is a crucial tool for promoting
cultural diversity and inclusion, providing a platform for minority languages and groups to
share their stories (Forde, 2019).
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I1I. Digital Radio

The digital revolution has transformed radio, ensuring its continued relevance in a
competitive media landscape.

e Online Radio: Traditional radio stations now offer live streaming through websites
and mobile apps, enabling listeners to access broadcasts from anywhere in the world.

o Podcasts: Podcasts have emerged as a popular extension of radio’s legacy. Covering
topics from true crime to educational content, podcasts allow creators to target niche
audiences with curated, on-demand programming.

e Streaming Platforms: Services like Spotify and Apple Music have redefined audio
consumption by offering personalized music recommendations, playlists, and
exclusive content. These platforms blur the line between traditional radio and digital
streaming.

Digital advancements have allowed radio to reach global audiences while offering more
interactive and customizable experiences.

In conclusion, radio remains a powerful and dynamic medium, offering diverse
functions from disseminating critical information to entertaining and influencing public
culture. Its unique combination of accessibility, immediacy, and entertainment ensures its
continued relevance, even in the age of digital technologies. As a source of news,
entertainment, and music, radio continues to play a vital role in shaping both local and global
societies.

PRACTICE

Listen to a short radio clip (provided by the lecturer or from any available source) and
answer the following questions in 1-2 sentences each:

1. What type of radio format is this (news, music, talk show, podcast, etc.)?

2. Do you think this radio format is still relevant today? Why or why not?

51




STARTER

= (Can you recall a recent advertisement that made you stop and think?

= How do you think advertising influences your purchasing decisions or opinions?

LESSON CONTENT

Advertising is one of the most dynamic and influential aspects of mass communication,
shaping consumer behavior and driving economic activity. From its early beginnings in print
media to the personalized campaigns of digital platforms, advertising has evolved alongside
technological advancements and societal changes. This lesson delves into the history of
advertising, its types, primary objectives, and its difference with marketing.

I. History of Advertising

Advertising is an effective technique for promoting goods and services, utilizing various
forms and platforms, from print media to television commercials. As a communication tool, it
has evolved throughout history, adapting to new media platforms to reach larger audiences
and leave an immediate impact on businesses. Surrounded by advertisements in everyday life,
their influence underscores their enduring role in shaping consumer behavior and market
dynamics.

1. Ancient and Pre-Industrial Foundations

Advertising's roots extend to ancient civilizations, where its primary function was to
inform the public about available goods and services. In ancient Egypt, papyrus scrolls were
used for sales messages and public notices, while in ancient Greece and Rome, town criers
and painted signs directed people to markets and services. These methods reflect the limited
reach and rudimentary formats characteristic of early advertising.

The invention of the printing press by Johannes Gutenberg in the 15th century
revolutionized advertising by facilitating mass communication. For the first time, advertisers
could distribute messages widely, setting the stage for the use of print media such as flyers,
pamphlets, and newspapers. By the 17th century, advertisements in newspapers became
common in Europe, with early examples appearing in The London Gazette.

2.Industrial Revolution and the Expansion of Markets

The Industrial Revolution marked a significant turning point, transforming advertising
into a tool for competitive differentiation. As mass production created an abundance of goods,
businesses sought ways to inform and persuade potential buyers. Advertising evolved to
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include creative storytelling and the consistent use of brand names and logos to create product
recognition. This period also saw the emergence of advertising agencies, which specialized in
crafting and distributing persuasive messages.

3.The Impact of Mass Media

The 20th century witnessed an explosion in advertising formats with the advent of radio,
cinema, and television. Radio advertisements in the 1920s reached audiences in their homes,
personalizing the message while maintaining broad appeal. Television further enhanced
advertising by combining visual storytelling with audio, enabling brands to create emotive
and memorable campaigns. For example, the introduction of jingles and celebrity
endorsements became common, leveraging cultural influence to drive consumer behavior.

4.Digital Revolution

The digital era has fundamentally transformed advertising strategies and formats. The
internet's emergence in the late 20th century introduced unprecedented opportunities for
global reach and audience segmentation. Digital platforms such as Google, Facebook, and
YouTube offer data-driven insights that enable advertisers to design campaigns tailored to
individual preferences and behaviors. This evolution has led to the growth of personalized
advertising, where messages are highly relevant to users' interests and browsing habits.

Digital advertising also brought measurable outcomes, with tools like Google Analytics
allowing advertisers to assess the performance of campaigns in real time. Social media has
become a primary advertising medium, providing a platform for interactive and visually
engaging advertisements that align with the behavior of digital-native consumers.

5.Current Trends and Ethical Considerations

Recent advancements include the integration of artificial intelligence (Al) and machine
learning in advertising. These technologies enable dynamic adaptation of messages based on
user feedback and interaction patterns. Additionally, augmented and virtual reality
experiences are reshaping how brands engage with consumers. However, the rise of targeted
advertising has sparked debates about privacy, data security, and ethical practices, requiring
regulatory oversight and consumer awareness.

I1. Types & Objectives of Advertising

Advertisement serves as a strategic marketing tool employed by businesses to promote
their products and services effectively. Broadly, advertising is categorized into two types:
commercial and non-commercial advertising.

1. Commercial Advertising

The main goal of commercial advertising is to drive sales and generate profit by
promoting goods or services. These advertisements aim to create a connection between the
consumer and the brand, often employing creative content to capture attention and influence
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buying decisions. Examples include advertisements for clothing brands, retail store
promotions, and seasonal sales campaigns. Commercial ads are typically distributed via mass
media channels such as television, radio, print, and digital platforms, allowing for widespread
audience engagement. The effectiveness of advertising lies in its ability to persuade and
connect with specific audiences.

2. Non-Commercial Advertising

Unlike commercial ads, non-commercial advertising focuses on raising awareness about
social, political, or environmental issues, promoting a cause, or garnering support for
fundraising initiatives. These advertisements are often associated with charitable
organizations, advocacy groups, or religious institutions. For example, campaigns
highlighting environmental sustainability, promoting health awareness, or encouraging civic
engagement fall under this category. Non-commercial ads may appear across various media,
emphasizing messages of public interest rather than profit generation.

Regarding the objectives of advertising, it fundamentally aims to engage audiences,
inform them, and drive specific actions, whether it be purchasing a product or supporting a
cause. The three primary objectives of advertising ensure that its outcomes align with
marketing goals:

3. Informative Advertising

This form of advertising seeks to introduce new products, brands, or services to the
market, educating audiences about their features, benefits, and uses. It is particularly effective
during the launch phase of a product or when entering a new market. For instance, a
smartphone brand might highlight advanced camera technology and durability to inform
potential customers. Informative advertising builds brand recognition and sets the stage for
subsequent campaigns.

4. Persuasive Advertising

Persuasive advertising focuses on convincing consumers that a company’s product or
service 1s superior to competitors. By leveraging emotional appeals, testimonials, or
comparative analysis, these advertisements influence buying decisions. For example, ads
promoting organic food brands often emphasize health benefits and ethical sourcing to
differentiate themselves from non-organic alternatives. Persuasive advertising is also
instrumental in fostering brand loyalty and encouraging repeat purchases.

5. Reminder Advertising

Designed to maintain brand awareness and reinforce product recall, reminder
advertising targets existing customers or markets saturated with competition. These ads ensure
that consumers keep the brand in mind when making purchase decisions. For instance, a
beverage company might run periodic campaigns emphasizing the product’s refreshing
qualities to remain relevant to its audience. This type of advertising is particularly common
for established brands with high market penetration.
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Figure 14. Types of Advertising (Niveditha P, 2023)

The classification and objectives of advertising highlight its dynamic nature as both a
commercial and non-commercial tool. By adopting the appropriate advertising strategies and
objectives, businesses and organizations ensure that their messages resonate with target
audiences, driving desired outcomes and reinforcing their market presence.

II1. Advertising vs. Marketing

The terms advertising and marketing are frequently used interchangeably; however,
they differ significantly in scope, purpose, and application. While both aim to inform
consumers about products or services and ultimately drive purchases, advertising is a subset
of marketing, with each discipline employing distinct strategies and tools to achieve its goals.

1. Scope and Objectives

Marketing is a broad discipline encompassing activities such as market research,
product development, strategy formulation, branding, and consumer engagement. Its focus
extends to understanding consumer behavior, analyzing market trends, and positioning
products or services to align with target demographics. Marketing strategies often include
brand development, data analysis, and designing campaigns aimed at building long-term
relationships with consumers.

In contrast, advertising is a narrower domain focused specifically on communicating the
value of a product or service to consumers. Advertising emphasizes creative execution
through media such as television, digital platforms, print, and outdoor ads. Its primary goal is
to elicit immediate actions, such as purchases, subscriptions, or inquiries, and it often revolves
around specific key performance indicators (KPIs).

2. Approaches and Methods

Marketing campaigns are typically long-term initiatives aimed at brand awareness and
market positioning. They use layered messaging strategies that evolve over time to target
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consumers at different stages of the decision-making process. For example, marketing efforts
might include storytelling in branded videos or ongoing promotions to reinforce a product's
core attributes.

Advertising campaigns, on the other hand, are designed to be time-sensitive and action-
oriented. These campaigns often utilize short-form content, such as 7-15 second ads, tailored
to specific demographics or platforms. The focus is on delivering impactful messages that
resonate immediately with the audience, driving swift responses.

3. Interdependence

Marketing and advertising are interdependent and complement each other in achieving
overarching business goals. Marketing provides the strategic foundation, including consumer
insights, target demographics, and product positioning, which advertising uses to create
compelling and targeted messages. Without marketing strategies, advertising lacks direction;
without advertising, marketing strategies may fail to reach the desired audience effectively.

In summary, marketing and advertising are interdependent disciplines that collectively
drive brand recognition, consumer loyalty, and sales. While marketing focuses on broader
strategies to understand and engage consumers, advertising hones in on direct communication
to inspire immediate action. Effective campaigns integrate these approaches to deliver
cohesive messages that resonate across various platforms and touchpoints.

Conclusively, advertising remains a cornerstone of mass media, shaping consumer
behavior and mirroring cultural trends. Its progression from print to digital reflects
technological advancements and shifting audience preferences. By exploring its history,
techniques, and contemporary practices, students gain the tools to critically evaluate
advertising's influence on society and the economy, fostering a deeper understanding of its
multifaceted role.

PRACTICE

1. Select a popular ad campaign (e.g., Coffee’s commercials, Hamoud’s “Share a Coke”
campaign, or Apple’s “Think Different” ads).

2. Analyze the campaign’s messaging, target audience, and use of advertising techniques
(e.g., emotional appeal, humor, or storytelling).

3. Discuss how the campaign influenced consumer behavior or brand perception.
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STARTER
=  What’s your favorite movie, is it popular?
= How do you think movies can influence the way we see the world?

= Have you ever watched a movie that changed your opinion on something? What was
it?

LESSON CONTENT

Cinema has long been a powerful medium of mass communication, blending visual
storytelling with artistic expression. As both an entertainment industry and a cultural force,
cinema reflects societal values, influences public opinion, and adapts to technological
advances. This lesson examines the evolution of cinema, its societal impact, and its
transformation in the digital era.

1. The Evolution of Cinema

Cinema, as a form of art and entertainment, has continually adapted and evolved,
reflecting technological advancements and cultural shifts. From its inception in the 19th
century to its modern digital manifestations, cinema has traversed numerous phases, each
leaving a profound impact on the medium's narrative and technical capabilities. This journey
highlights the key milestones in cinema's development.

1900's 1920's

The Lumiere Thefirstcinema  §  Lots of silent movies Film producers moved 'The Jazz Singer' No food was allowed
Brothers invented opened in Paris. Films were produced. There to Hollywood ' was the first 'talking until 1929 when
the cinematographe |} tolda.SImDIE storyand §§ were 10.000 cinemas in |\ (California) because of ' film" so sound was popcorn was
special effects were the US the better weather to introduced for the

(both a projector
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anda camera)c 4
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used for the first time.

film the movies.

first time

Figure 15. History of the Cinema
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1. Pre-Cinema Innovations

The evolution of cinema began with optical devices like the Phenakistoscope (1832),
Zoetrope (1834), and Praxinoscope (1870s). These tools demonstrated how a sequence of
images could create the illusion of motion. Technological breakthroughs by Eadweard
Muybridge, who captured moving images of a horse in motion, and George Eastman, who
introduced celluloid film, laid the groundwork for modern cinema. Edison and Dickson's
Kinetograph (1891) and Kinetoscope brought moving pictures to life, setting the stage for
large-scale cinematic storytelling.

2. The Silent Era (1895-1929)

The Silent Era marked the birth of public cinema. In 1895, the Lumiére Brothers
premiered their Cinématographe, which not only recorded film but also projected it for an
audience. Silent films thrived on expressive visuals, musical accompaniments, and creative
storytelling. Early Hollywood emerged during this time, leveraging Los Angeles' sunny
climate and diverse landscapes. Iconic films like The Birth of a Nation (1915) and the rise of
stars like Charlie Chaplin defined the era. The Silent Era ended with the introduction of
synchronized sound, which revolutionized cinematic experiences.

3. The Sound Era (1927 Onwards)

The introduction of sound in cinema transformed the industry. The Jazz Singer (1927)
was a groundbreaking moment, combining dialogue and music with visuals. This new
medium required filmmakers to adapt to synchronized sound, fundamentally changing acting
and storytelling styles. Studios like Warner Bros. embraced the change, paving the way for
“talkies” to dominate the industry. Sound films brought new opportunities for genres like
musicals and dialogue-heavy dramas, while also presenting challenges as actors and directors
adapted to the new technology.

4. The Color Revolution (1930s—1950s)

The arrival of Technicolor in the 1930s elevated visual storytelling. Early color films
like The Wizard of Oz (1939) and Gone with the Wind (1939) demonstrated how vibrant hues
could enhance narrative depth and audience engagement. Despite the heavy and cumbersome
cameras of early Technicolor, the innovation gained widespread popularity. This era set the
standard for rich, immersive visuals in cinema, leaving a lasting legacy in film aesthetics.

5. Global Movements and Modern Cinema

Post-World War 1I, the rise of international cinematic movements like Italian
Neorealism, French New Wave, and German Expressionism redefined film artistry. These
movements explored deeper narratives and innovative techniques, influencing global
filmmaking. Hollywood's Golden Age continued to dominate with polished productions and
iconic stars, while advancements in technology ushered cinema into the digital era. Today,
films reflect diverse voices, themes, and cutting-edge technology, keeping cinema as a
dynamic and evolving art form.
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I1. The Influence of Cinema on Society

Cinema, often referred to as the '"silver screen," extends its impact far beyond
entertainment, playing a profound role in shaping societal values, inspiring change, and
providing both reflection and escapism. Its influence on cultural norms, social advocacy, and
audience engagement underscores its transformative power.

1. Reflection of Society and Cultural Values

Cinema acts as a mirror, portraying the complexities of society and its evolving cultural
values. Films like 7o Kill a Mockingbird highlight issues such as racial injustice, providing
insight into historical and ongoing societal struggles. Similarly, The Social Network delves
into the digital age's complexities, reflecting the challenges of technological integration.
Through such portrayals, cinema fosters empathy and understanding, creating a shared space
for audiences to engage with diverse perspectives and shared experiences.

2. Cinema as a Tool for Advocacy and Change

Beyond entertainment, cinema has historically been a vehicle for advocacy and change.
Many films address pressing societal issues, from poverty and inequality to climate change
and public health crises. Documentaries like An Inconvenient Truth have raised awareness
about global warming, while fictional narratives spotlight marginalized communities and their
struggles. In wartime, cinema has also been used for propaganda, influencing public sentiment
through films like Triumph of the Will in Germany and Casablanca in the USA. These works
underscore cinema's dual role as a medium of persuasion and a catalyst for reform.

3. Entertainment, Escapism, and Cultural Influence

Cinema’s enduring appeal lies in its ability to entertain and provide escapism.
Audiences immerse themselves in imaginative worlds, from epic adventures to gripping
dramas. Iconic characters like Wonder Woman and Indiana Jones inspire audiences with their
resilience and moral values, often becoming symbols of hope and courage. At the same time,
films shape cultural norms by introducing new ideas and redefining societal expectations,
proving their power to entertain while subtly influencing collective consciousness.

I1I. Digital Cinema

Digital cinema has transformed the way films are created, exhibited, and distributed. By
shifting from traditional analog film reels to digital projection systems, the industry has not
only improved the quality of films but also made the process more efficient and cost-effective.
Digital cinema uses high-resolution projectors and storage systems to enhance the cinematic
experience, ensuring that films retain the quality of traditional 35mm films or even surpass
them in some cases (UNESCO Institute for Statistics, 2024). This technological advancement
has streamlined film distribution by eliminating the need for physical reels, allowing digital
files to be easily stored, shared, and projected globally.
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1. Empowering Independent Filmmakers

One of the most significant impacts of digital cinema is the democratization of
filmmaking. High-resolution digital cameras and affordable editing software have lowered the
barriers to entry, enabling independent creators to produce high-quality films without needing
expensive equipment (Dhanani & Parker, 2013). This shift has empowered filmmakers to
create and distribute their work independently through platforms like YouTube, Vimeo, and
Amazon Prime, expanding opportunities for diverse voices and stories to reach a global
audience. The affordability of digital tools has fostered a more inclusive and diverse
filmmaking ecosystem, making it easier for independent creators to bring their visions to life
and engage with global audiences

2. The Rise of Streaming Services and the Decline of Traditional Theaters

Streaming services like Netflix, Hulu, and Disney+ have further disrupted traditional
cinema by providing on-demand access to films and TV shows, challenging the dominance of
theaters. These platforms have made global cinema more accessible, allowing audiences to
explore various genres and cultures from the comfort of their homes. The rise of streaming
has led to a significant decline in theater attendance, especially during the COVID-19
pandemic, leading to a shift in consumption patterns. While movie theaters remain a vital part
of the cinema experience for blockbuster films, home viewing has become the preferred
method for many audiences. This shift has sparked ongoing discussions about the future of
cinema as a communal experience.

3. Education and Innovation in Digital Cinema

Educational institutions, such as Utah Valley University, play a key role in advancing
digital cinema. By offering specialized programs in digital media production, these
institutions equip students with the knowledge and skills necessary to thrive in the rapidly
evolving digital landscape. As filmmakers continue to embrace new technologies and
techniques, these programs ensure that the next generation of filmmakers is prepared to meet
the challenges of the digital era and contribute to the future of cinema.

In conclusion, digital cinema has reshaped the film industry, enhancing both technical
capabilities and artistic expression. Its introduction has revolutionized filmmaking, offering
more affordable, efficient, and high-quality production options. This transition from analog to
digital technologies has allowed greater creativity in filmmaking and distribution, broadening
access to cinema for both creators and audiences worldwide. As digital cinema continues to
evolve, its role in shaping cultural narratives and influencing society’s values remains
significant.

PRACTICE

1. Think of a movie you have watched recently that made you think differently about a
topic (e.g., culture, politics, or social issues).
2. Share with the class why you think that movies had such an impact on you.
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