
 

Definition

Pluralism

Media
and

Ideology

19th century

Science of ideas

Truth

Falsity

20th century

Untested

Partial

Biased

Postmodernists

Narrative

Metanarrative

Discourse

Interrelated beliefs

Norms and values

True or False

Collective

Personal

Joseph

Set of beliefs

Explanations

Justifications

Social groups

Mapping Chibnall
Wider contexts

Similar events

Competition

Between
Owners

 Media

Market share

Choice 
Wide range

Consumers

Diversity
Different media

Old and New media

Audiences
Active

Discerning consumers

Ideological role

Information 

Policing

Social control

Thomas

Public debate Freedom
of speech

State control
Indirect

Regulatory

Political Opinions Range

Attitude formation Reflect audience



Marxism

New Right

Postmodern

Media
and

Ideology

Traditional
(Instrumental)

Power

Owners

Controllers

Economic

Political

IdeologyManipulation

Social control

Access

Dominant Ideology

Marginalisation

Entertainment

Diversions

Scapegoating

Mass Society

Widely dispersed

Social Isolation

Anonymity

Mass Culture

Manufactured

Mass Production

Lowest Common Denominator

Neo (Hegemonic)

Society as a Supermarket
Core values

Conflict values

Manufacture
of consensus

Hierarchy of access

Hierarchies of trust

Voices

Audience

Gatekeeping

Editors

Journalists

Owners

Advertisers

Agenda-setting

Preferred readings

Headlines

Pictures

Captions

Viewpoint

Semiology
Denotations 

Connotations 

Private ownership

Self-regulation

Marketplace

Plurality 

Competition

Diversity
Different media

Old and New media

Choice 
Wide range

Consumers

Convergence 
Different media

Deregulation

Audiences
Active

Discerning consumers

Narratives

Metanarratives

Globalisation Free flow
Ideas

Information

Information structures
Non-hierarchical

Networks

Power
Institutions

Social networks 

Features

User as producer

Backstage is Frontstage

Content reflects
interpretation

 


