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As Comel West (1990) points out, myths are (1)preexisting, value-laden sets of ideas
derived from a culture and transmitted through various forms of communication.

(2)Demystification is to seek (3)the connotative meaning embedded in such myths

and to'expose them.

One way to look at the cultural messages in advertising is to look for (4)the power
relationships. O’Barr (1994) says that ads are seldom (5)egalitarian and that the social
relationships most frequently depicted in advertising are: (6)hierarchy, (7)dominance,
and (8)subordination.

The Media Action Network for Asian Americans is a (9)media_monitoring and
advocacy organization whose mission is “to create an environment free of (10)racism
through accurate, balanced, and sensitive Asian American images.” Below is a list of
restrictive Asian portrayals that are constantly repeated in (11)the mainstream media.

®  Asian Americans as foreigners who cannot be (12)assimilated.

®  Asian Americans restricted to (13) lichéd occupations (e.g., grocers, martial
artists, prostitutes).

®  Asian racial features, accents, or (14)mannerisms as inherently (15)comic or
(16)sinister.”

(17)A liberal-pluralist model is based on (18)}the free press theory, which identifies
press freedom with the freedom to own and operate the means of publication without
(19)interference from the state. It emphasizes that the public sphere will be served by
the operation of a *(20) free marketplace of ideas.’
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10 Ideas That are Changing the World
More than money, more than politics, ideas are the secret power that this planet runs on. Here are a few
you need to know about
#1 Common Wealth
National interests aren't what they used to be. Our survival requires global solutmns
#2 The End of Customer Service
With self-serve technology, you'll never have to see a clerk again
#3 The Post-Movie-Star Era
Get ready for more films in which the leading man is not *he" but "who?"
#4 Reverse Radicalism
Want to stop terrorism? Start talking to terrorists who stop themselves
#5 Kitchen Chemistry
Why the squishy art of cooking is giving way to cold, hard science
#6 Geoengineering
Messing with nature caused global warming, Messing with it more might fix it
#7 Synthetic Authenticity
Jaded buyers love teal’ products--or at least ones that fake it well
#8 The New Austerity
Get ready for something truly unheard of: an era of living within our means -
#9 Mandatory Health
Bosses are trying to foree their employees to live hetter. Yep, it's legal
#10 Re-Judaizing Jesus
Scholars are now rereading the Gospels through the eyes of a Jew: Jesus
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(1) Which of the following is characteristic of media commercialism?
1. Propaganda for commercialism
2. Over-reliance on advertising
3. Tabloidization trends
4. all of the above
5. both 1 and 2
(2) Which of the following is NOT true of the studies of gender and media?
1. Media have not marginalized women in the public sphere.
2. Production and content of media are gendered.
3. The personal is political.
4. all of the above
5. both 1 and 2
(3) Which of the following does NOT belong to the critical paradigm?
Hegemony theory
Cultivation Theory
Frankfurt school
all of the above
both 1 and 2

(4) Which of the following is the primary news value in media?

A

1. Negativity
2. Personification
3. Long time scale
4. all of the above
5. both 1 and 2
(5) Source access to news depends on which of the following?
1. Efficient supply of suitable material
2. Good public relations
3. Dependency of media on limited source
4. all of the above
5. both 1 and 2
(6) Which of the following is the main motive that has guided the study of media
content?
1. Charting audience motives for choice and use
2. Exploring the context of media use
3. Hypothesizing functions and effects of media
4. all of the above
5. both1and2
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(7) Which of the following is the main goal of audience research?

1. Describing and comparing media output
2. Uncovering audience interpretations of meaning
3. Comparing media with social reality
4. all of the above
5. both1and?2
(8) Which of the following is characteristic of the structural tradition of audience
research?
1. It attempts to describe composition of audience.

RS

It aims to understand meaning of content received.
Its main method is ethnography.

all of the above

both 1 and 2

(9) Which of the following is NOT true of media owner influence?

ol b

5.

Owners have ultimate control over media content.
Chain ownership promotes diversity.

Its effect on content tends towards selective omission.
éﬂl of the above

both 1 and 2

(10) Which of the following is the general criteria of professionalism?

1

o W

. No control of entry to the occupation

Having no autonomy in the exercise of skill
Having a significant social role to play

all of the above

both 1 and 2

(11) Which of the following is the capability of the internet?

1.

2
3.
4,
5.

It intensifies the distinction between public and private communication.

. Tt provides more control for individual users.

It allows for less channels of information flow.
all of the above
both 1 and 2

(12) Which of the following is the typical element of a public campaign?

1.

B

Socially approved goals
Variable reach of target group
Evaluation

all of the above

both 1 and 2

(13) “Which of the following refers to the Stlmulus-Response model?
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Bullet theory

Innovation diffusion

Agenda-setting

all of the above

both 1 and 2

(14) Which of the following assumes cognitive effect of media?

S

Agenda-setting
Institutional Change
Hypodermic theory
all of the above
both 1 and 2
(15) Which of the following assumes unplanned media effect?

Reality defining

Media violence

Propaganda

all of the above

both 1 and 2
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The benefits from each additional adoption of an interactive innovation
increase not only for all future adopters, but also for each previous adopter.
The distinctive aspect of interactive communication technologies, in a diffusion
sense, 18 reciprocal interdependence,” in which later adopteré influence
earhier adopters as well as the other way around.

Al ] 20 FLAPI AR UG B M @R RS & 4 critical mass HYFRIAL < (10
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HEjEERNY ) &R reciprocal interdependence #5EFE - (10 43)
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. Resource-based theory

2. Social Accountability 8000 ( SA8000)

3. Value Chain management

4. Corporate social responsibilities ( CSRS)
5. Standard operating procedure ( SOP)

6. Organic organization

7. Return on Investment ( ROI)

8. Five-force analysis

9. Corporate identification systems ( CIS )
10. Contingency theory
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