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M&C 9525: COMMUNICATION INSTITUTIONS 
Media and Cultural Production in the Digital Age 

Spring 2016 
 

 
 
 
Instructor:  Dr. Brooke Erin Duffy  
   Assistant Professor  
   bduffy@temple.edu 
   267.210.3886 (cell) 
  
Office Hours:  Tuesdays and Thursdays 
   11:00AM-12:30 PM, or by appointment  
 
Course Info:  Tuesdays, 5:00-7:30 PM 
   MIND Lab, Annenberg Hall  

 
 
COURSE DESCRIPTION  
 
The rapidly evolving technologies and political economies of the digital age are redefining 
the cultures and processes of media production across institutional contexts.  This course will 
draw upon writings from communication/media studies, sociology, and internet studies to 
explore the changing nature of the media and culture industries. We will begin by surveying 
key issues and debates across three intersecting subfields: critical media industry studies, 
cultural studies of creative work, and sociologies of media production. This broad overview 
will provide a useful backdrop for examining how workers in “traditional” media industries 
are adapting to the emergent platforms and logics of the digital economy. Particular attention 
will be devoted to the role of “audience labor” in contemporary media and marketing 
businesses.  We will also consider various forms of knowledge work that take place in the 
technology and innovation fields. This discussion will segue into an in-depth treatment of 
digitally enabled modes of creative production, which we will investigate through writings 
on fandom, peer-production, copyright/regulation, and digital labor, among others. The final 
section of the course will require us to think through the socio-political stakes of 
contemporary modes of labor through discussions of 1). enduring social hierarchies within 
(new) media industries; 2). the invisible workers of the online ecosystem; and 3). socially 
mediated self-branding and aesthetic labor.  
 
COURSE TEXTS 
Books: 
 

Duffy, B.E. (2013).  Remake, remodel: Women’s magazines in the digital age. Champaign, 
IL: University of Illinois Press.  
 
Gregg, M. (2013). Work’s intimacy. Hoboken, NJ: John Wiley & Sons. 
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Neff, G. (2012). Venture labor: Work and the burden of risk in innovative industries. 
Cambridge, MA: The MIT Press. 
 

  Postigo, H. (2012).  The digital rights movement: The role of technology in subverting 
 digital copyright. Cambridge, MA: The MIT Press (available online for free 
 download) 
 
Scholz, T. (Ed.). (2012). Digital labor: The internet as playground and factory. New York: 
Routledge. 

  
 Wissinger, E. (2015). This year’s model: Fashion, media, and the making of glamour. 
 New York: NYU Press. 
 
Articles as distributed on Blackboard 
 
GRADING 
 
The course grades will be based upon the following:  
 
1. Final Research Paper (60%) 
The paper should be at least 20 double-spaced pages and should be written with the goal that 
it will be suitable for submission as a conference paper or peer-reviewed journal article. In 
addition, you will be required to present your paper on the last day of class.  
 
2. Weekly Discussion Posts (25%) 
Using Blackboard’s “Discussion Board” feature, you will be responsible for submitting 
weekly reading responses. These reflections are designed to encourage engagement with the 
readings and prepare for in-class discussion. For each post, you should provide commentary 
on one or more of the assigned readings. I also encourage you to engage in dialogue with 
your peers. Posts should be written in a coherent, essay format, and should be approximately 
350-400 words in length.  Posts are due by 5 p.m. on the day before class (Monday). 

 
3.  Course participation/class discussion (15%) 
In a seminar, attendance is by nature mandatory. Each student is required not merely to 
attend, but also to participate in each class session. To participate, each student must have 
prepared by completing all of the assigned readings and assignments and by thinking 
critically about each of those readings and assignments.  
 
CLASS POLICIES 
 
Expectations 
1. Students are expected to attend all classes and participate in class discussions.  
2. Assigned papers, exercises and exams must be submitted on time; they will be marked 
down if late (5% per late day).  Papers must be typewritten with a readable font.  Papers 
should also include proper citations and bibliographies in any recognized academic format 
(APA, MLA, or Chicago tend to be the most used in our field).   
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3. Because a seminar of this nature can bring up controversial and politically charged 
issues, it is important that we interact courteously during class discussions and presentations. 
The classroom should be a safe space for the open exchange of ideas and the exploration of 
various ideological and epistemological issues.  
 
Proposed Schedule 
While we’ll make every effort to follow the schedule outlined in this syllabus, please 
recognize that modifications may be made as needed. 
 
GRADING SCALE AND STANDARDS 

 
A =  93-100%   B =  83-86  C =  73-76  
A- =  90-92   B- =  80-82  C- =  70-72   
B+ =  87-89   C+ =  77-79  F =  59% and below 
 
What these grades mean:  An A means your work is outstanding.  A work goes above and 
beyond expectations and shows an astute intellect.  B work is better than average and 
demonstrates excellent effort and satisfactory understanding of coursework.  B- work meets 
expectations and demonstrates a general understanding of material and an average 
effort.  Graduate school standards indicate that a C represents seriously flawed work.  This 
might mean a misunderstanding of fundamental concepts, presenting them unacceptably in 
writing, and/or a lack of constructive participation in class discussion. A D cannot be 
assigned in graduate course. An F illustrates a failure to adhere to policies of academic 
honesty. 
 
“Incompletes” are strongly discouraged and will only be given if the student makes specific 
arrangements with the instructor before the end of the semester. 

 
 
SPECIAL ACCOMMODATIONS 

 
Any student who has a need for accommodation based on the impact of a disability should contact 
me privately to discuss the specific situation as soon as possible. Contact Disability Resources and 
Services at 215-204-1280 in 100 Ritter Annex to coordinate reasonable accommodations for 
students with documented disabilities. 
 
 
ACADEMIC RIGHTS AND RESPONSIBILITIES  

 
Freedom to teach and freedom to learn are inseparable facets of academic freedom. This course 
addresses issues and considers ideas that may be controversial or unpopular. We will not hide 
from the hard questions and harsh language, but students and instructor alike are expected to 
remain sensitive to individual differences.  
The university has recently adopted a policy on students and faculty academic rights and 
responsibilities (policy #03.70.02) which can be accessed through the following link: 
http://policies.temple.edu/getdoc.asp?policy no=03.70.02 
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ACADEMIC HONESTY AND PLAGIARISM 
 
Adapted from the Temple University "Statement on Academic Honesty for Students in 
Undergraduate Courses." 
 
Academic cheating is, generally, the thwarting or breaking of the general rules of academic 
work or the specific rules of the individual courses. It includes falsifying data; submitting, 
without the instructor's approval, work in one course that was done for another; helping others 
to plagiarize or cheat from one's own or another's work; or actually doing the work of another 
person.  
 
Plagiarism is the unacknowledged use of another person's labor: another person's ideas, 
words, or assistance. 
 
There are many forms of plagiarism: repeating another person's sentence as your own, 
adopting a particularly apt phrase as your own, paraphrasing someone else's argument as 
your own, or even presenting someone else's line of thinking in the development of a thesis 
as though it were your own. . . . It is perfectly acceptable to [use the ideas and words of other 
people], but we must never submit someone else's work as if it were our own, without giving 
appropriate credit to the originator. In general, all sources must be identified as clearly, 
accurately, and thoroughly as possible. When in doubt about whether to identify a source, 
either cite the source or consult your instructor.  Here are some specific guidelines to follow: 
 
a. Quotations.  Whenever you use a phrase, sentence, or longer passage written (or spoken) 
by someone else, you must enclose the words in quotation marks and indicate the exact 
source of the material, including the page number of written sources. 

 
b.Paraphrasing.  Avoid closely paraphrasing another's words.  Substituting an occasional 
synonym, leaving out or adding an occasional modifier, rearranging the grammar slightly, or  

 
c. changing the tenses of verbs simply looks like sloppy copying.  Good paraphrasing 
indicates that you have absorbed the material and are restating it in a way that contributes to 
your overall argument.  It is best to either quote the material directly, using quotation marks, 
or put the ideas completely in your own words. In either case, acknowledgment is necessary. 
Remember: expressing someone else's ideas in your own way does not make them yours. 
 
d.Facts.  In a paper, you will often use facts that you have gotten from a lecture, a written 
work, or some other source. If the facts are well known, it is usually not necessary to provide 
a source. (In a paper on American history, for example, it would not ordinarily be necessary 
to give a source for the statement that the Civil War began in 1861 after the inauguration of 
Abraham Lincoln.) But if the facts are not widely known or if the facts were developed or 
presented by a specific source, then you should identify that source. 
 
e. Ideas.  If you use an idea or ideas that you learned from a lecture, written work, or some 
other source, then you should identify the source. You should identify the source for an idea 
whether or not you agree with the idea. It does not become your original idea just because 
you agree with it. 



 5 

Penalties for violation of Temple University’s academic honesty policies can range from a 
failing grade for the assignment or the entire course to expulsion from the University. 
 
 

CALENDAR  
 

JANUARY 12: Introductions  
 
 
JANUARY 19: Orienting Concepts in Cultural Production/Media Industry Studies 
 

Havens, T., Lotz, A.D., and Tinic, S. (2009). Critical media industry studies: A research 
approach. Communication, Culture and Critique, 2, 234-53. 
 
Hesmondhalgh, D. (2008). Cultural and creative industries. In T. Bennett (ed.), The Sage 
handbook of cultural analysis (pp. 552-569). London and Thousand Oaks, CA.  
 
Levine, E. (2001).  Toward a paradigm for media production research: Behind the scenes at 
General Hospital.  Critical Studies in Media Communication, 18(1), 66-82. 
 
Peterson, R. A., & Anand, N. (2004). The production of culture perspective. Annual review of 
Sociology, 30, 311-334. 
 
Recommended 
 
Holt, J., & Perren, A. (Eds.). (2011). Media industries: History, theory, and method. Hoboken, 
NJ: John Wiley & Sons. 

 
 
JANUARY 26: Cultural Work in a New Economy    

 
Gill, R. (2010). Life is a pitch: Managing the self in new media work. In Deuze, M. (Ed.), 
Managing media work (pp. 249-62). Sage: London.  

McRobbie, A. (2002). Clubs to companies: Notes on the decline of political culture in speeded 
up creative worlds. Cultural Studies, 16(4), 516-531. 

Neff, G., Wissinger, E., & Zukin, S. (2005). Entrepreneurial labor among cultural producers: 
“Cool” jobs in “hot” industries. Social Semiotics, 15(3), 307-334.  

Ross, A. (2013). In search of the lost paycheck. In T. Scholz (Ed.), Digital labor: The internet as 
playground and factory (pp. 13–32). New York, NY: Routledge. 

Recommended: 

 Gill, R., & Pratt, A. (2008). In the social factory? Immaterial labour, precariousness and 
 cultural work. Theory, Culture & Society, 25(7–8), 1–30. 
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Cohen, N. (2012). Cultural work as a site of struggle: Freelancers and exploitation.  Triple C, 
102(2), 141–155. 

 
FEBRUARY 2: Digital Technologies in the Contemporary Workplace  

 
Gregg, M. (2013). Work's intimacy [selections]. Hoboken, NJ: John Wiley & Sons. 
 
Humphreys, L. & Wilken, R. (2015). Social media, small businesses, and the control of 
information. Information, Communication & Society, 18(3): 295-309. 
 
Van Dijck, J., & Nieborg, D. (2009). Wikinomics and its discontents: A critical analysis of 
 Web 2.0 business manifestos. New Media & Society, 11(5), 855-874. 

 
Recommended: 
 
Spigel, L. (2005). Designing the smart house: Posthuman domesticity and conspicuous 
production. European Journal of Cultural Studies, 8(4), 403-426. 

 
 
FEBRUARY 9:  Working in the Technology Industries   
 

Neff, G. (2012). Venture labor: Work and the burden of risk in innovative industries. 
Cambridge, MA: MIT Press. 
 

 Recommended: 
  
 O'Donnell, C. (2014). Developer’s dilemma: The secret world of videogame creators. 
 Cambridge, MA: MIT Press. 
 
 
FEBRUARY 16: Emergent Technologies of Media Production and Distribution   
 

Braun, J. A. (2015). Introduction. This program is brought to you by… : Distributing television 
news online. New Haven: Yale University Press.  
 
Christian, A. J. (2014). Indie TV: Innovation in series development. In J. Bennett & N. Strange, 
(Eds.). Media Independence: working with freedom or working for free? (pp. 159-180). New 
York, NY: Routledge. 
 
Deuze, M. (2009). The media logic of media work. Journal of Media Sociology 1(1&2), 22-40. 
 
Duffy, B. E. (2013). Remake, remodel: Women's magazines in the digital age [Chapters 1, 2, 
and 5]. Champaign, IL: University of Illinois Press. 

 
 Recommended: 
  
 Banks, M., Conor, B., & Mayer, V. (Eds.). (2015). Production studies, the sequel!:  Cultural 

studies of global media industries. New York: Routledge. 
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 Deuze, M. (2007). Media work. Polity. 
 
 Hesmondhalgh, D., & Baker, S. (2013). Creative labour: Media work in three cultural 
 industries. London: Routledge. 
 
  
FEBRUARY 23: Constructing and Engaging with the Digital Audience 
 

Baym, N. K. (2015). Connect with your audience! The relational labor of connection. The 
Communication Review, 18(1), 14-22. 
 
Marwick, A. E., & boyd, D. (2010). I tweet honestly, I tweet passionately: Twitter users, context 
collapse, and the imagined audience. New Media & Society, 13, 114–133. 
 
Serazio, M. (2015). Selling (digital) millennials: The social construction and technological bias 
of a consumer generation. Television & New Media, 16(7), 599-615. 
 
Turow, J. (2005). Audience construction and culture production: Marketing surveillance in the 
digital age. The ANNALS of the American Academy of Political and Social Science, 597(1), 103-
121.  
 
Recommended 
 
Serazio, M. (2013). Your ad here: The cool sell of guerrilla marketing. New York: NYU Press. 
 
Turow, J. (2012). The daily you: How the new advertising industry is defining Your identity and 
your world. New Haven, CT: Yale University Press.  

 
 
MARCH 1: Spring Break-No Class 
 
 
MARCH 8: Collaborative Production and Fandom 

Benkler, Y. (2006) The wealth of networks: How social production transforms markets and 
freedom. [selections] New Haven, CT: Yale University Press.  

Brabham, D. C. (2012). The myth of amateur crowds: A critical discourse analysis of 
crowdsourcing coverage. Information, Communication & Society, 15(3), 394-410.  

De Kosnik, A. (2012). Fandom as free labor. In T. Scholz (Ed.), Digital labor: The internet as 
playground and factory (pp. 98-111). New York, NY: Routledge. 

Jenkins, H. (2004) The cultural logic of media convergence. International Journal of Cultural 
Studies 7(1), 33–43.  

 Recommended 
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 Leadbeater, C. & Miller, P. (2004). The Pro-Am revolution: How enthusiasts are changing 
 our economy and society. London: Demos. 
 
MARCH 15: Digital Labor 

 
Andrejevic, M. (2008). Watching television without pity: The productivity of online fans. 
Television & New Media, 9(1), 24-46. 
 
Chen, A. (2014). The laborers who keep dick pics and beheadings out of your Facebook feed. 
Wired, October 23. Retrieved from: http://www.wired.com/2014/10/content-moderation/ 
 
Kuehn, K., & Corrigan, T. F. (2013). Hope labor: The role of employment  prospects in 

 online social production. The Political Economy of Communication, 1(1): 1-11. 
 
Scholz, T. (Ed.). (2012). Introduction: Why does digital labor matter now?. In Digital labor: The 
internet as playground and factory (pp. 1-10). New York: Routledge. 
 
Terranova, T. (2000). Free labor: Producing culture for the digital economy. Social Text 18(2), 
33-58. 
 
Recommended 
 
Fish, A., & Srinivasan, R. (2012). Digital labor is the new killer app. New Media & Society, 
14(1), 137-152. 
 
Fuchs, C. (2012). Dallas Smythe today – the audience commodity, the digital labour 
debate, Marxist political economy and critical theory. Prolegomena to a digital labour theory of 
value. tripleC: Communication, Capitalism & Critique 10(2): 692–740. 
 
 

MARCH 22: Inequalities of Gender, Race, and Class 

 Conor, B., Gill, R., & Taylor, S. (2015). Gender and creative labour. The Sociological 
 Review, 63(1), 1-22. 

 Kerr, A., & Kelleher, J. D. (2015). The recruitment of passion and community in  the 
 service of capital: Community managers in the digital games industry. Critical Studies in 
 Media Communication, 32(3), 177-192. 

 Mears, A. (2015). Working for free in the VIP: Relational work and the production of 
 consent. American Sociological Review. (Online First) 0003122415609730. 

 Nakamura, L. (2009). Don't hate the player, hate the game: The racialization of labor in 
 World of Warcraft.  In T. Scholz (Ed.), Digital labor: The internet as playground and 
 factory (pp. 187-204). New York, NY: Routledge. 

 Recommended:  
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Harvey, A., & Fisher, S. (2014). “Everyone Can Make Games!”: The post-feminist context  of 
women in digital game production. Feminist Media Studies, (ahead-of-print), 1-17. 

 
 Jarrett, K. (2014). The relevance of “women’s work”: Social reproduction and immaterial 
 labour in digital media. Television & New Media, 15(1), 14-29.  
 
 
MARCH 29: Regulation and Politics of Cultural Production  
 
 Herman, A., Coombe, R. J., & Kaye, L. (2006). Your second life? Goodwill and the 
 performativity of intellectual property in online digital gaming. Cultural Studies, 20(2-3), 
 184-210. 
 
 Gillespie, T. L. (2010). The politics of ‘platforms.’ New Media Society, (12), 347-364. 

 
 Postigo, H. (2012). The digital rights movement: The role of technology in subverting 
 digital copyright. Cambridge, MA: The MIT Press.  
 
 Guest Speaker: Dr. Hector Postigo 
 

Recommended: Bajde, D., Kos Koklic, M., & Bajde, J. (2015). Back to consumption  and 
production? Prosumers negotiating the WMG lockdown on YouTube. Journal of  Consumer 
Behavior, 14(5), 297-306. 

 
 
APRIL 5: Industrial Practices of Individuals: Self-Branding and Entrepreneurship  
 

Dunn, G. (2015). Get rich or die vlogging: The sad economics of internet fame. Fusion, 
Retrieved from. http://fusion.net/story/244545/famous-and-broke-on-youtube-instagram-social-
media/ 
 
Hearn, A. (2008). Meat, mask, burden: Probing the contours of the branded self. Journal of 
 Consumer Culture, 8(2), 197-217. 
 
Marwick, A. (2013). Status update: Celebrity, publicity, and branding in the social media age. 
[selections].  New Haven: Yale University Press. 
 
Recommended 
 
Burgess J. & Green, J. (2009) The entrepreneurial vlogger: Participatory culture beyond the 
professional-amateur divide. In P. Snickars and P. Vonderau P. (Eds). The YouTube Reader. (pp. 
89–107). Polity Press.  
 

 Morris, J. W. (2014). Artists as entrepreneurs, fans as workers. Popular Music and Society, 
 37(3), 273-290. 

APRIL 12: Aesthetic Labor in the Social Media Age 

Duffy, B. E., & Hund, E. (2015). “Having it all” on social media: Entrepreneurial femininity and 
self-branding among fashion bloggers. Social Media+ Society, 1(2), 1-11. 
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 Wissinger, E. (2015). This year's model: Fashion, media, and the making of glamour. 
 New York: NYU Press. 

Recommended 

 Banet-Weiser, S., & Arzumanova, I. (2012). Creative authorship, self-actualizing women, 
 and the self-brand. In C. Chris & D. Gerstner (Eds.), Media authorship (pp. 163–179). New 
 York, NY: Routledge.  

  Carah, N., & Shaul, M. (2016). Brands and Instagram: Point, tap, swipe, glance. Mobile 
 Media & Communication, 4(1), 69-84. 

 

APRIL 19: Final Paper Presentations 


