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Abstract: Ongoing changes in the media landscape have led to ever-increasing levels of 

competition for viewers' attention and awareness. The profit to be gained by capturing the 

viewer's attention is automatically balanced by other players’ failure to do so. Thus, nowadays 

consumer culture is engaged in consumption of a time interval rather than in consumption of a 

product per se. The following article portrays three features of on-air promotion time:  zero-

sum time, timeless time and the pro-future track. Zero-sum time refers to the sense of 

dichotomous time perception distinguishing ‘In’ (i.e., a viewer watching  the program) vs. ‘Out’ 
(i.e., a viewer who prefers to watch something else); Timeless time relates to time as a flow 

being temporarily interrupted by on-air promos designed to generate anticipation; The pro-

future track is a deterministic path (even though sometimes masquerading as free choice) by 

which on-air promo culture tends to denote the future as the preferred time choice. These time 

motives symbolize the intensifying struggle for power taking place within and between "old" 

vs. "new" media industries especially in the current era which the "here and now" declines "the 

future".   
 

Keywords: Media Culture; The Zero-Sum Game; Media Competition; Media Attention; On-

Air Promotion; Temporality 

 

 

Introduction 

 

Contemporary media culture encourages the production of programs whose sole purpose is to 

promote a forthcoming TV schedule. It seems as if some invisible hand is busily creating 

sequential content-related programs aimed at taking viewers to the next program − that is to 

say, the next product. Obviously, the formation and spreading of information and commercial 

features are related to changes in society, culture and economy as well as in media organizations 

(Williams, 2000). Still, this phenomenon of a planned flow of programs defines "characteristic 

of broadcasting, simultaneously as a technology and as a cultural form" (Williams, 2004/1974, 

p.86). One media  configuration that simultaneously serves, both as a technological and a 

cultural form and which offer a sequence or set of alternative sequences of events, "which are 

then available in a single dimension and in a single operation" (ibid) is on-air promotions.   

A promo's attentiveness is specifically relevant in a multichannel era in which each TV 

channel must sell not only its programs but also the entire channel (Gray, 2010a). As a result, 
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since the 1980s the line between entertainment, commercial promotion and self-promotion is 

constantly getting blurred (Gillan, 2014). Meaning, commercial television tends to treat 

advertisements and programs as part of the same kind of naturally continuous field (Fiske, 

2004). However, promotion does not only involve a commercial act of selling but also involves 

advancing and developing a text (Gray, 2010b). Therefore, the purpose of this manuscript is to 

examine the characteristics of on-air promo time by decoding promo's frames.  

 

 

Media Culture in Times of Neo-Liberalism  

 

A promo serves to promote a medium while simultaneously constructing an image of it 

(Bainbridge & Bestwick, 2010). No longer is promotion a secondary tactical device. It is now 

a primary marketing function, a capitalist commodity, enabling competitive positioning of 

stations, networks and systems. The expansion of these capitalist commodities has been a basic 

premise of consumer culture (Featherston, 2007), especially within a neo-liberalist milieu. Neo-

liberalism has empowered consumercitizens’ perspectives (Schild, 2007) while instructing 
them that they can continually reinvent themselves through consumption (Jubas, 2007). At the 

same time, the ability of capitalist production to transform the material and social world which 

sustains it allows ordinary people to refashion their lives and lifestyles (Lee, 1993) in 

accordance with their freedom to choose (Botterill, 2007). Ergo, it is not surprising to find that 

the growth of neo-liberal societies and consumer culture is closely associated with the spread 

of the zero-sum game of ‘winners’ and ‘losers’ (Venn, 2009; Venn & Terranova, 2009).   
Similarly to other industries, the media have been deeply influenced by the expansion of 

the zero-sum game. If an individual is exposed to specific content during a particular time 

interval, other options are ‘sealed’ and no alternative information can be consumed during that 
same period of time. Consequently, the profit to be gained by capturing the viewer's attention 

is automatically balanced by other players’ failure to do so. Obviously, in such games it is rare 

to find mutual collaboration, since any player's benefit always comes at the expense of others. 

Thus, behind the scenes of this game, a tough and cruel battle is being fought between 

promotion departments, programming divisions and information technologies, while the need 

to find new stimuli has been greatly increased.   

 

Media competition  

 

One of the most salient factors in the emergence of new stimuli is the expansion of neo-liberalist 

ideology and practice.  According to the neoliberalist perspective, all economic sectors, 

including broadcast media, benefit from removing barriers to the entry of new players and the 

development of new services and policies that promote greater competition, including foreign 

contenders (Flew, 2006). As a result, Western liberal societies have adopted a socio-democratic 

approach to media policy, which supports the introduction of greater market competition (Flew, 

2006; Lund & Berg, 2009; Fowler, Hale & Olsen, 2009 et al.). In addition, the accelerated 

development of various technological innovations and applications has reshaped media use and 

audience habits (Ursell, 2001) and ensured media competition.  Media competition can take 

place in many institutional forms:   

 

a) television vs. radio (Browne, 1992);  

b) private/commercial TV broadcasts vs. state/public television broadcasts (Statham, 

1996; Padovani & Tracey, 2003; Oates & Roselle, 2000; Wheeler, 2004; Lund & Berg, 

2009); 
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c) private vs. public journalism in the same sector (radio broadcasting for example, 

Purdey, 2000);  

d) broadcast networks vs. cable and satellite TV (Jaramillo, 2002; Born, 2003);  

e) competition between local TV stations (Fowler, Hale & Olsen, 2009);  

f) competition between new digital online media and traditional media (Chalaby & Segell, 

1999; Dimmick, Kline & Stafford, 2000; Moe, 2008; Trappel, 2008); 

g) industrial competition between global television program producers in the 

entertainment industry (Hoskins & McFadyen, 2004)  and  

h) competition among telecommunications firms (Collins, 1998; Kim, 2009).  

On the bright side, media competition contributes to diversity and original programming 

(Jaramillo, 2002; Lund & Berg, 2009) and generates continuous innovation as well as the 

improvement of information quality and professional norms as part of an attempt to comply 

with audience demands (Cohen, 1989; Van der Wurff, 2002; 2004). On the darker side, 

competition in broadcasting leads to downgrading of political information and  even worse, to 

a crisis in political communication highlighted by the increasing reliance of television news 

media on entertainment formats (Brants, 1998; Liebes, 1999). Intensive media competition 

dissolves the characteristics of traditional jobs and threatens occupational conditions (Thomass, 

1994), while also calling into question the core values of cultural identity (Wheeler, 2004). 

However, lately the term ‘media competition’ has become associated with ‘niche theory’ 
(Dimmick, 2003; Feaster, 2009), which proposes that the new media compete with traditional, 

established ones (in order to meet users’ needs). The niche of a medium derives from its pattern 
of resource use, represents its strategy for survival and growth and ultimately determines its 

position in a multi-dimensional resource space (Ramirez, Dimmick, Feaster, & Lin, 2008). In 

situations of high competition or overlap, two media attempt to fulfill the same role or niche 

for users (Feaster, 2009) by making an on-going effort to capture audience attention.  

 

Media attention 

 

Attention is the cognitive process of selectively concentrating on one aspect of the environment 

while ignoring others. Attention can be directed voluntarily, but there are also factors that 

attract attention automatically, principally the sudden appearance or movement of abrupt onset. 

Another way to attract attention and prominence is to modify the quality of a stimulus, for 

example, its color, intensity, angle, etc. Cognitive systems recognize various stimuli in a pre-

attentive way and draw attention to it. Therefore, the distribution of attention acts according to 

economic principles of cost benefit and competition for limited resources. Under these 

circumstances, it is not surprising to find out that in today’s ‘information society’ attention has 
become a rare commodity, as both individuals and organizations seek publicity in information-

attention markets (Franck, 1998; Davenport & Beck, 2001).  

For media managers, public attention is seen as a ‘fringe benefit’ because they are 
interested in maximizing awareness of their products (Fengler & Ruß-Mohl, 2008). However, 

human attention somehow still represents an abstract, elusive and intangible product (Napoli, 

2003). Furthermore, attention is often replaced by exposure, which is considered to be the 

closest proxy that can be quantified (Bermejo, 2009). In broadcast media, the audience is 

regarded as the main commodity produced by the advertiser. The information, entertainment 

and ‘educational’ material transmitted to the audience are an inducement (a gift, a bribe or a 

‘free lunch’) to recruit potential members of the audience and maintain their loyal attention 
(Smythe, 1977). The media produce blocks of time during which it is possible to communicate 

with audiences, which are then sold to advertisers (Gandy, 1990). in this manner, competition 
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for the attention of potential audiences, and the problem of audience appeal, have become an 

increasingly important aspect of television broadcasting (Ekström, 2000).   
Since the battle for viewers' attention is traditionally related to commercial television and 

advertising (Maxwell, 1995), producers of TV ads are especially aware of the need to attract 

attention (Kubey & Csikszentmihalyi, 1990). It is obvious then, that commercials are full of 

devices designed to attract attention over and over (Lull, 1990). However, when dealing with 

media attention, the perception of the audience as a commodity is only one part of the equation. 

The other part refers to media gratification (Rhee & Cappella, 1997), media effects (Yanovitzky 

& Bennett, 1999), agenda setting (Kiousis & McDevitt, 2008) and of course, media framing 

(Nisbet, Dominique, & Kroepsch, 2003).  

Competition for audience attention, in and between media, has given rise to a media zero-

sum game in which each participant's profit is balanced by others' looses. When viewers watch 

a specific program they are in fact performing an economic transaction, generally as buyers. 

Yet, they will estimate the profit obtained from the program they watched − the product they 

purchased − in a different manner before and after viewing (i.e., performing the transaction). 

Media consumers decide to watch  a particular program because they are convinced, before the 

transaction is carried out, that it is worth their while. In other words, they estimate that the profit 

to be derived from watching a particular program is greater than the profit they could derive 

from watching something else (i.e., by investing resources in another way). After completing 

the media consumption transaction − consuming the product − their perception is liable to 

change considerably, since the program is finished and is no longer apparent to the eye. 

Conversely, the value that media consumers attribute to a subsequent program may have 

decreased considerably.   

 

 

On-air Promotion  

 

As stated above, a new-liberal climate has resulted in an increase in the number of competitors 

in the television industry. Obviously, the fear of losing in the zero-sum game only intensifies 

the aggressive competition for the media consumer’s attention. The inevitable consequence is 
an increase in the use of promos (Dillman, 2009). Onair promotion has become a big-budget 

item for the US television industry − occupying air time that could otherwise be sold for 

commercials −  and the marketing of images has become one of the central concerns of program 

suppliers (Eastman, 2000). Thus, although drawing viewer's attention to on-air programs was 

never a simple matter, lately it has becoming a challenging and difficult task.   

Promotion is an indispensable tool for creating and exploiting differences among 

competitors (Eastman & Klein, 1991). In a flash of revelation through promos, an entire process 

of de-subjectification and immersion is accelerated (Bratich, 2006). Eastman and her 

colleagues (Eastman & Newton, 1998; Eastman & Bolls, 2000; Perse, 2000 et al.) have 

articulated the view that certain structural factors, as well as some content factors, can increase 

or reduce the effectiveness of program promotion. In their view, salience theory can be applied 

in order to examine how associative mental models influence the decision to view television 

programs. According to this theory, the influence of structural and content factors on the 

determination to consume a specific broadest is performed by means of associative mental 

models of television programs. In other words, the viewer’s life experience creates an 
associative mental model of programs and media messages. Promos arouse latent memories 

that are related to that mental model and change them into accessible memories. The 

widespread assumption regarding promos is that a high frequency of screening will positively 

influence the rating of programs that are promoted. Conversely, studies that were performed on 
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the frequency of on-air promotions have not so clearly indicated that this is the case. However, 

at the same time, it has been found that:  

 

a) a large number of promos improves the rating of reruns, but not of new series (Walker, 

1993);  

b) a high frequency of promos has a negative effect on the rating of new series, but 

improves the rating of one-time broadcasts;  

c) airing promos adjacent to program broadcasts improves rating;  

d) creating promos relating to one program more positively influences rating that creating 

promos relating to a number of programs and  

e) including promos in programs having a high rating positively influences the rating of 

the promoted program (Eastman & Newton, 1998, 1999)   

In any case, it is quite clear that regardless of whether culture is branded as high or low, it is 

reconfigured for target markets based on its promotional value (Rectanus, 2002). However, 

shorter attention spans have created a new viewing style called ‘dropping in’, meaning that 
viewers choose to watch only a short sequence of a dramatic film that has been aired several 

times on television (Perebinossoff, Gross, & Gross, 2005). Hence, since the late 1980s, there is 

a general trend towards including graphic and written information known as scrolling in a 

television format (Caldwell, 1995). Although scrolling is strongly identified with reading 

strategies in new media technologies (Boiarsky, 1997), especially the internet (Schoenbach, De 

Waal, & Lauf, 2005; Knox, 2007; Daniels, 2009; Brügger, 2009; Carey & Elton, 2009; 
Rebillard & Touboul, 2010) and SMS services (Caldwell, 1995; Knox, 2007), various 

television shows scroll both textual and graphic information (Beyer, Enli, Maasø, & Ytreberg, 
2007). In the broadcasting industry, scrolling sometimes relates to the broadcasting company’s 
products and sponsors (Vered, 2002), nevertheless, scrolling is more and more taking the shape 

of a brief summary at the end of a program (Jaramillo, 2006).   

A more recent technique for capturing attention involves pop-outs. Several cognitive 

models view pop-out effects as the result of early visual processing prior to attention (Laeng, 

Svartdal, & Oelmann, 2004). Humans are affected by trial-to-trial changes in stimulus features 

and target location (Bichot & Schall, 2002). For example,  pop-out targets (defined by unique 

color) are judged more quickly if they appear at the same location and/or in the same color as 

on the preceding trial, in an unpredictable sequence (Kristjánsson, Vuilleumier, Schwartz, 
Macaluso, & Driver, 2006).   

Furthermore, recent research has demonstrated that what observers attend to at a given 

time, affects how their attention is deployed in the few moments that follow. When an observer 

searches for a discrepant target, repetition of the target feature from the previous trial speeds 

the search, an effect known as priming of pop-out (PoP). PoP speeds engagement of attention 

to the selected target (Yashar & Lamy, 2010). The result, in consumption terms, is that products 

‘pop out’ from the shelf display and lead to an ‘unconsidered’ selection based largely on 
attention latency and visual familiarity (Calder, Robertson, & Rossiter, 1975). Shelf displays, 

shelf  ‘talkers’ and off-location displays are all ways to help a brand ‘pop out’ and capture our 

attention (Sutherland & Sylverstone, 2008). Since pop-outs create visual salience, they 

integrate well with various promotion strategies. Thus, it is not surprising to find that the pop-

out has become a complementary tool devised to supplement to the promotion of TV programs 

by heightened promotional push (Avery & Dickson, 2006).  
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On-air Promotional Timing  

 

The multiple forms of on-air promotion illustrate the dominance of the promotional culture 

beeing generated in the twenty first century. Nowadays, it appears that promotion is 

everywhere, and at the same time, its presence is no longer noticed (Davis, 2013). The 

promotion of a brand, for instance, depend on previous promotion as well as competitive 

promotion activity (Liu & Balachander, 2014). Within the media industry, a central component 

of the growing promotional culture internal promotions constitute.  An internal promotion is 

defined as: "any television message that may promotes the broadcasting station, network, other 

programing or any other assets owned by the network's parent company - including television 

channels, radio stations, print holdings, websites, mobile applications, or even Twitter 

accounts" (Asquith & Hearn, 2012, pp. 342-343).1   

 

Methodology 

 

The symbolic production of on-air internal promotional time was decoded through framing 

analysis of internal promos of the (only) two Israeli commercial channels − Keshet 12 and 

Reshet 13 − between August 2019 and October 2019.2 The promos framing analysis was 

performed with regard to prime time programs (20:00-23:00).3  

Inspired by Gillan's (2014) work on the hybrids of television content and  promotion and Gray's 

(2010, b) ideas that the "promotional material that we consume set up, begins, and frames many 

of the interactions that we have with the text" (p. 48), promo analysis was conducted with regard 

to the following on-air promotion apparatus:    

 

a) promoting future programs just before taking a commercial break from on-air program;  

b) promoting future programs just after taking a commercial break from onair program.  

 

On-air promos framing analysis indicate that similar to title sequences which promote a 

corporate image (Cecchi, 2014) and /or to music, post-faces played a part in end-credit 

sequences in contemporary television serials (Davison, 2014), TV promos −just before and just 

after taking a commercial break from on-air program − act with the economic intent of channels 

self and cross-promotion. Those self and cross-promotion was carried out via:  

 

a) the usage of  a next in line program logo;  

b) audio-visual referral to the channel prime time schedule;  

c) audio-visual invitations to track all prime time programs and stars;  

d) visual slides of the future program sequence;  

e) syncs or short trailer from following programs;  

f) syncs or short trailer from various weekly programs.  

 
1 Internal promotions come in the form of on-air promo spots (ranging from 10 seconds to one minute); short 

“bumpers” that identify the broadcaster (typically five seconds or less); onscreen watermarked network logo 
“bugs” that frequently appear for the duration of shows; “lower third” graphic animations superimposed on the 
bottom portion of the screen that promote upcoming shows, contests, or special events; or “credit squeezes” that 
literally squeeze a program’s end credits to the side so the remaining screen real estate can be used to promote 

other programming or media assets. Internal promotions are also increasingly working their way into television 

shows themselves" (Asquith & Hearn, 2012, 342-343).  
2 Since November 2017 only 2 free-to-air commercial TV channels are legally allowed to broadcasts in Israel – 

Keshet 12 and Reshet 13.      
3 More about the importance of prime time see Gitlin (1979) 
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Following the framing analysis, three features of on-air promotion time:  

 

a) zero-sum time - the sense of dichotomous time perception distinguishing ‘In’ vs. ‘Out’ ;  
b) timeless time – the notion of time as a flow being temporarily interrupted by on-air promos 

designed to generate anticipation; and  

c) the pro-future track - a deterministic path (even though sometimes appearing as a free choice 

track) by which on-air promo culture tends to denote the future as the preferred time choice.   

 

Zero-Sum Time  

 

Despite the tendency to emphasize the economic aspect of the Zero-Sum Effect, over the years, 

this concept has also found its way into other fields, such as military conflicts (Levin, 2003; 

Howlett & Glenn, 2005), tourism and culture (Shepherd, 2002), power and race (Macey, 2009) 

and even areas such as identity, belonging, nationalism (Trentmann, 2007) and time. Time has 

a ‘zero-sum’ property that allows one to identify the trade-offs in daily life (Robinson & Martin, 

2009). Basically, an hour spent can never be reclaimed (Thompson & Bunderson, 2001) and, 

as a result, the tempo of other activities and tasks is systematically being affected (Farmer & 

Seers, 2004; Lair, Sullivan, & Cheney, 2005). Furthermore, if consumers spend more time on 

some new activity or technology, then this must necessarily displace time spent on some other 

activity or technology (Robinson & Kestnbaum, 1999; Robinson & Martin, 2010). Namely, the 

addition of one activity necessitates the substitution of another (Robinson & Godbey, 1997).   

In our case, the Zero-Sum Time principle can be demonstrated by  Keshet 12 promotion of 

its future programs just before taking a commercial break from its on-air program "First Date" 

(broadcasted on October 1st, 2019 from 8:15 to 9:17 p.m.).  Self and cross-promotion was 

carried out by audio-visual referral to the next day's  prime-time channel program: "Tomorrow 

- you have a ticket for The Adi Ashkenazi's Show - a holiday gift - from us" followed by a short 

trailer from the show; its  schedule; an audiovisual invitation to track all prime time programs 

and stars, visual slides of the future program sequence and a short trailer from forthcomig 

programs.  

Thus a zero-sum game takes place between the Keshet 12 TV channel and its viewers. If 

the viewers accept the "holiday gift" and watch The Adi Ashkenazi's Show (featuring a leading 

Israeli stand-up comedienne) they will, apparently, benefit from Keshet 12's loss (as a result of 

purchasing  broadcasting rights). However, if the viewers does not accept the "holiday gift" and 

does not watch The Adi Ashkenazi's Show then Keshet 12 loses while the viewers benefits by 

choosing an alternative entertainment option.   

Similar to the Zero-sum game theory that describes a situation in which one party's profit 

is balanced by the other's loss, thus the closed circle of profit and loss for all viewers and 

broadcasters amounts to zero. In the media industry the zero-sum game is conducted by the 

rating measurements system. The rating measurements system "..measures exposure to 

advertising through individual ratings of television programs. A rating is an estimate of the 

size of the television audience relative to the total television audience. ..  It is customary for the 

advertising industry to sum rating points for a program over a specified time interval … " 

(Szczypka, Emery, Wakefield, & Chaloupka,  2003, p. 8). However, unlike zero-sum game, in 

Zero-Sum Time, there is, sometimes, a conflict of interest among all parties. That is, according 

to Zero-Sum Time the promotion of a future viewing advance a dichotomous time perception 

of ‘In’ vs. ‘Out’. ‘In’ vs. ‘Out’ is basically a binary notion. The viewers, who are ‘In’ will watch 
future program. The viewers who are ‘Out’ will not watch it but rather prefer watching 

something else.  At the same time, a TV channel whose future programs are watched is ‘In’ 
whereas  a TV channel future programs are not consumed is ‘Out’.   
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In other words, the Zero-Sum Time construct a sense of dichotomous time perception 

distinguishing ‘In’ vs. ‘Out’, TV shows who are culturally acceptable vs. TV shoes that are 

culturally unacceptable vs. Those that are not. Similarly to previous research suggesting that 

in-group vs. out-group memberships is influencing the willingness to purchase products (Wang 

& Chen, 2004; Josiassen, Assaf, & Karpen, 2011 et al.) it appears that the Zero-Sum Time 

draws a clear line among variuos mass audiences. Practically stated, the Zero-Sum Time calls 

for  highlighting brand uniqueness, to the level of distinctive audience' cultural identity.  

 

Timeless Time  

 

In many commercial television channels "the characteristic organisation, and therefore the 

characteristic experience, is one of sequence or flow" (Williams, 2004, p. 86). Moreover, ".. in 

both commercial and public-service television, a further sequence was added: trailers of 

programmes to be shown at some later time or on some later day.." (Ibid. p.91). Moreover, the 

new information technology paradigm promotes new forms of social time and space - ‘timeless 
time’ and ‘a space of flow’: "Timeless time appears to be the result of the negation of time, past 

and future, in the networks of the space of flow" (Castells, 2010. p, 507). Castells closely 

follows Leibniz in conceptualizing time as synonymous with ‘sequence’: "In other words, 

“time” equates to the sequence in which events happen" (Jones, 2010, p. 60). Whereas in ‘old 
time’ one thing succeeded another, in timeless time there is no succession - the sequencing of 

things is constantly interrupted. To a great extent, promo culture acts according to the timeless 

time approach.   

Every few minutes, the broadcasting flow is temporarily interrupted by on-air promos. 

Breaking and compressing timeless time in this way is enthusiastically encouraged by promo 

culture; things happen instantaneously, and linearity is broken in the discontinuity of the 

process by which we use information (Hamilton, 2002). Just as in timeless time where 

everything interacts with everything else (Hassan, 2003), promos encourage ‘linkage’ among 

totally unrelated programs. Nonetheless, what typifies more than anything the connection 

between promo culture and timeless time is the anticipation.  Similarly to timeless time which 

‘belongs to the sphere of the anticipated future’ (Ylijoki & Mäntylä, 2003, p. 64), the on-air 

promotion incentive to consume the next, forthcoming, program.   

An illustration of the Timeless Time notion can be seen in the Reshet 13 TV channel's 

promotion of its future programs just before taking a commercial break from its on-air program 

" The Wonderful Journey of Aharoni and Gidi" that was broadcast on October 16th, 2019, from 

9:10 to 10:15 p.m.. Once again, self and cross-promotion was carried out via audio-visual 

referral to the next day's prime time program: "What is hidden beneath the cloche? The Chef's 

Games. Auditions are starting soon". In an era of  Timeless Time the ‘anticipated future’ is 
much more important than a specific, concrete, future. Moreover, in promotional cultures 

anticipation stands for and propels other circulating entities forward (Wernick, 1988).   

The concept of anticipation in human behavior was originally based on the principle by 

which the greater the number of possible alternatives at a certain point, the higher the 

information value of the alternative that is chosen (Chernov, Setton, & Hild, 2004). The ‘two 

mechanism depending on anticipation, surprise and curiosity are deeply involved in the 

autonomous cognitive development of action’ (Pezzulo, Butz, & Castelfranci, 2008 p. 40). 
Hence, anticipation guides the viewer's attention and eagerness to ensure that motion is not 

missed and meaning is not lost.   
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The Pro-Future Track  

 

When discussing anticipation and attention, one should bear in mind that prefiguration in 

shaping modes of reception and that highly anticipated adaptations and sequels are frequently 

intertextual (Michelle, Davis, Hardy, & Hight, 2017). Promos, then, are framed as ‘structures 

of meaning for textsto-come’ (Gray, 2008, p. 38). That is, on-air promos are just as much about 

creating textuality and promising value addition; they exploit text as an act of consumption 

(Gray, 2010). Moreover, since the television industry presents several shows within the same 

spot and even within the same break (Eastman & Bolls, 2000) textuality become more and more 

challenging and the notion of Pro-Future Track is the result of such complicity.   

On October 1st, 2019, the Keshet 12 TV channel promoted  its future programs just before 

taking a commercial break from its on-air program "First Date" broadcasted from 8:15 to 9:17 

p.m. a multiple spot promoted: a) a show titled "The Economic Minute"; b) "The Adi Ashkenazi 

Show"; c) the channel program sequence; d) "Nicole Raidman's New Life" and e) "One In A 

Million". These, as well as other multiple spots portray a Pro-Future Track. Meaning, on-air 

promotion is not about a specific program, but is rather a latent promise for a televised future.  

The consumer future is therefore designed by the promo culture which can be viewed as 

moving along a continuum, one end of which represents a determinist world view and the other 

end a free world view. The determinist world view is marketed mainly by on-air promos 

focusing on future dramayic series. Hence, the future is seemingly known in advance and 

dictated to the viewer. This means that promo culture is fueled by the determinist approach in 

which every human event, activity, decision or thought has been previously determined 

(Hoefer, 2010). The free-will track mainly typify promos for reality shows, in which the future 

is subject to change, as though the media consumers can determine it themselves and script the 

future as they wish (by sending an SMS for example). The principles of free choice or free will 

indicate that a person’s actions and decisions are the result of free, independent choice. They 

are not determined in advance or dictated by determinist causality or fate, or by a higher power. 

According to this principle, we have the ability to decide and exercise free choice regarding 

our actions and the power to control them, thus determining to some extent the course of our 

lives. Namely, at the other end of the track we find the ‘sales agent’ who promotes the future 

as a platform for empowering the consumers. Yet, in any event, whether we are exposed to 

determinism or freedom of choice, on-air promo culture tends to denote the future as its 

preferred time choice.  

 

 

Conclusion  

 

The future of consumer culture tends to intrigue and challenge consumption researchers 

(Stillerman, 2004; Goldman & Papson, 2006; Watson & Shove, 2008; Arvidsson, 2010; Young, 

2010). Several questions and doubts have been raised. Is it at all possible to predict the future 

of consumption? Does the fact that products that were considered to have asecure future have 

disappeared from the shelves making it impossible to predict future consumer choices? What 

will future generations of consumers be like (Tyler, 2009; Peterson, 2010)?  Nevertheless, 

parallel to the desire to understand the principles according to which the future of consumption 

will be constructed, more philosophical questions have arisen in the research community. Will 

there be a place for free choice in future consumerism? Will it be possible to shape it as we 

wish (Wilson, 2005)? Does the future hold in store the chance to financially succeed (by means 

of lottery tickets, for example) (Husz, 2002)? Is it possible by means of consuming economic 

information, for example, to ensure such chances of success (Cetina, 2010)? Generally, will 

future consumerism guarantee us a better life (Therkelsen & Gram, 2008)? And finally, do the 
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dangers inherent in our future (Beck, 1992; 1995) even make it possible to predict consumer 

trends (Bauman, 2001; Gabriel & Lang, 2008)?   

The temporal characteristics of on-air promotion, i.e., zero-sum time, timeless time and the 

pro-future track, suggests that commercial television solution to the challenges of future 

consumption is, in fact, to focuse on the future. By Creating a sense of ‘In’ vs. ‘Out’, by  
generating anticipation and by paving a deterministic path, on-air promo culture identifies the 

future as the preferred time frame to act as a stimulant spice.  

However, the wide spread of Video on-demand (VOD) distribution systems, Internet 

Protocol television (IPTV) which offers the ability to continously stream media, as well as 

binge-viewing pattern and of course the huge success of Netflix, indicate that on-air promotion 

based upon future's effectiveness, is about to expire.  In the current era of ICT (Information and 

Communications Technology), which glorifies the "here and now", "the future" is becoming 

irrelevant. In other words, the current time motives which  construct the symbolic production 

of time represent the struggle for power taking place within and among "old" and "new" media 

industries.  

Thus, when dealing with promotional strategies, one must bear in mind that now days 

consumer culture is carried out not in terms of consumption of goods but in terms of 

consumption of time (Slater, 1997); that in the study of personal consumption, time preferences 

have an important effects on activities that the individual elects to engage in (Silver, 2000); that 

time is a limited resource and changing the way we utilize time does not increase the total 

number of hours per week that we exploit in any particular way (Steedman, 2001); that as an 

insufficient and infrequent commodity, time is subjected to the principles of economic law that 

assert the importance of optimizing the use of one's time (Linder, 1997).   

Ergo, under capitalism, time became money as the rate of turnover of capital became a 

paramount form of profit-making. The faster you could secure your return, and the faster you 

could reinvest it, the greater the profits to be made (Castells, 2010). Relative importance of 

time has a direct impact on the nature of products as well as on purchaseing behavior (Samli, 

1995). In an affluent society the value of an individual's use of time increases in relation to the 

value accorded to commodities. As a result, choice in the use of time becomes a significant 

factor in the economy of affluence (Johnson, 1997) and, of course, in the economy of 

promotion. Simply put, on-air promotion is about the promotion of time, however, poor time 

orientation of on-air promotion may diminish commercial television industry rather than 

strengthen it.  

To sum up, in a time in which consumer culture is aimed at marketing the sense of a unique 

experience of time, the struggle for attention reflects the structure of power. Even though we 

cannot yet estimate the extent of these changes on the nature of symbolic time production, we 

are aware that the promo culture reveals a range of resources  targeted at capturing attention, 

i.e. consuming time. Hence, in order to explore the time motif in promo culture, one must focus 

on the power balances and struggles within and among media industries.  

 

 

References  

 

Arvidsson, A. (2001). From counterculture to consumer culture: Vespa and the Italian youth 

market, 1958–78. Journal of consumer Culture, 1(1), 47-71.  CrossRef 

Asquith, K., & Hearn, A. (2012). Promotional Prime Time:" Advertainment," Internal Network 

Promotion, and the Future of Canadian Television. Canadian Journal of Communication, 

37(2). CrossRef 

https://doi.org/10.1177%2F146954050100100104
https://doi.org/10.22230/cjc.2012v37n2a2494


Moshe, M.                                                                                                                                 17 

 

Avery, R. K., & Dickson, M. L. (2006).Promotion in Public Television and Radio’, in S. Tyler-
Eastman, D.A. Ferguson and R.A. Klein (eds) Media Promotion and Marketing for 

Broadcasting, Cable and the Internet pp. 247-278. Oxford: Elsevier.  

Bainbridge, J., & Bestwick, J. (2010). ‘And here’s the news’: analysing the evolution of the 
marketed newsreader. Media, Culture & Society, 32(2), 205-223. CrossRef 

Bauman, Z. (2001). Consuming life. Journal of consumer culture, 1(1), 9-29.  

Beck, U. (1992). Risk Society: Towards a New Modernity. London: Sage.  

Beck, U. (1995). Ecological Politics in the Age of Risk. London: Sage.  

Bermejo, F. (2009). Audience manufacture in historical perspective: from broadcasting to 

Google. New Media & Society, 11(1-2), 133-154. CrossRef 

Beyer, Y., Enli, G. S., Maasø, A. J., & Ytreberg, E. (2007). Small talk makes a big difference: 

recent developments in interactive, SMS-based television. Television & New Media, 8(3), 

213-234. CrossRef 

Bichot, N. P., & Schall, J. D. (2002). Priming in macaque frontal cortex during popout visual 

search: feature-based facilitation and location-based inhibition of return. Journal of 

Neuroscience, 22(11), 4675-4685.  

Boiarsky, G. (1997). The psychology of new media: technologies lessons from the past. 

Convergence, 3(3), 109-126.  

Born, G. (2003). Strategy, positioning and projection in digital television: Channel Four and 

the commercialization of public service broadcasting in the UK. Media, Culture & Society, 

25(6), 774-799. CrossRef 

Botterill, J. (2007). Cowboys, outlaws and artists: The rhetoric of authenticity and 

contemporary jeans and sneaker advertisements. Journal of consumer culture, 7(1), 105-

125. CrossRef 

Brants, K. (1998). Who's afraid of infotainment?. European Journal of Communication, 13(3), 

315-335. 

Bratich, J. Z. (2006). “Nothing is left alone for too long” reality programming and control 
society subjects. Journal of Communication Inquiry, 30(1), 65-83. CrossRef 

Browne, D. R. (1992). Raidio na Gaeltachta: reviver, preserver or swan song of the Irish 

language?. European Journal of Communication, 7(3), 415-433.  

Brügger, N. (2009). Website history and the website as an object of study. New Media & 

Society, 11(1-2), 115-132. CrossRef 

Calder, B. J., Robertson, T. S., & Rossiter, J. R. (1975). Children's consumer information 

processing. Communication Research, 2(3), 307-316.  

Caldwell, J. T. (1995). Televisuality: Style, Crisis, and Authority in American Television. New 

Brunswick, NJ: Rutgers University Press.  

Carey, J., & Elton, M. C. (2009). The other path to the web: the forgotten role of videotex and 

other early online services. New Media & Society, 11(1-2), 241-260. CrossRef 

Carpentier, F. R. D. (2009). Effects of priming social goals on personal interest in television 

news. Journal of Broadcasting & Electronic Media, 53(2), 300-316. CrossRef 

Castells, M. (2010). The Rise of the Network Society: The Information Age, Economy, Society 

and Culture (Vol. 1) Second Edition. Oxford, UK: Wiley-Blackwell.    

Cecchi, A. (2014). Creative titles: Audiovisual experimentation and self-reflexivity in Italian 

industrial films of the Economic Miracle and after. Music, Sound, and the Moving Image, 

8(2), 179-194.  
Cetina, K. K. (2010). The Epistemics of Information: A Consumption Model. Journal of 

Consumer Culture, 10(2), 171-201. CrossRef 

Chalaby, J. K., & Segell, G. (1999). The broadcasting media in the age of risk: The advent of 

digital television. New media & society, 1(3), 351-368. CrossRef 

https://doi.org/10.1177%2F0163443709355607
https://doi.org/10.1177%2F1461444808099579
https://doi.org/10.1177%2F1527476407301642
https://doi.org/10.1177%2F0163443703256004
https://doi.org/10.1177%2F1469540507073510
https://doi.org/10.1177%2F0196859905281696
https://doi.org/10.1177%2F1461444808099574
http://dx.doi.org/10.1177/1461444808099576
https://doi.org/10.1080/08838150902908114
https://doi.org/10.1177/1469540510366641
https://doi.org/10.1177%2F14614449922225627


Moshe, M.                                                                                                                                 18 

 

Chernov, B. G., Setton, R., & Hild, A. (2004). Inference and Anticipation in Simultaneous 

Interpreting: A Probability-Prediction Model. Amsterdam, Netherlands: J. Benjamins.  

Cohen, A. A. (1989). Answers without questions: A comparative analysis of television news 

interviews. European journal of communication, 4(4), 435-451.  

Collins, R. (1998). Public service and the media economy: European trends in the late 1990s. 

Gazette (Leiden, Netherlands), 60(5), 363-376.  

Daniels, J. (2009). Cloaked websites: propaganda, cyber-racism and epistemology in the digital 

era. New Media & Society, 11(5), 659-683. CrossRef 

Davenport, T. H., & Beck, J. C. (2001). The Attention Economy: Understanding the New 

Currency of Business. Boston, MA: Harvard Business School Press.  

Davis, A. (2013). Promotional cultures: The rise and spread of advertising, public relations, 

marketing and branding. Polity.   
Davison, A. (2014). The end is nigh: Music postfaces and end-credit sequences in crary 

television serials. Music, Sound, and the Moving Image, 8(2), 195-215.  
Dimmick, J., Kline, S., & Stafford, L. (2000). The gratification niches of personal e-mail and 

the telephone: Competition, displacement, and complementarity. Communication 

research, 27(2), 227-248. CrossRef 

Eastman, S. T. (2000). ‘Orientation to Promotion and Research’ in S. T. Eastman (ed.) Research 

in Media Promotion pp. 3-18. Mahway, NJ: Erlbaum.  

Eastman, S. T., & Bolls, P. D. (2000). ‘Structure and Content in Promotion Research’, in S. T. 
Eastman (ed.) Research in Media Promotion pp. 55-100. Mahway, NJ: Erlbaum.  

Eastman, S. T., & Klein, R. (1991). Promotion and Marketing for Broadcasting and Cable. 

Prospect Heights, IL: Waveland Press.  

Eastman, S. T., & Newton, G. D. (1998). The impact of structural salience within onair 

promotion. Journal of Broadcasting & Electronic Media, 42(1), 50-79.  

Eastman, S. T., & Newton, G. D. (1999). Hitting promotion hard: A network response to 

channel surfing and new competition.  

Ekström, M. (2000). Information, storytelling and attractions: TV journalism in three modes of 
communication. Media, Culture & Society, 22(4), 465-492.  CrossRef 

Farmer, S., & Seers, A. (2004). Time enough to work: employee motivation and entrainment 

in the workplace. Time & Society, 13(2-3), 265-284. CrossRef 

Feaster, J. C. (2009). The repertoire niches of interpersonal media: Competition and 

coexistence at the level of the individual. New Media & Society, 11(6), 965-984. CrossRef 

Featherstone, M. (2007). Consumer Culture and Postmodernism. London: Sage Publications.  

Fengler, S., & Ruß-Mohl, S. (2008). Journalists and the information-attention markets:  

Towards an economic theory of journalism. Journalism, 9(6), 667-690. CrossRef 

Fiske, J. (2004). Reading television. Routledge.  
Flew, T. (2006). The social contract and beyond in broadcast media policy. Television & New 

Media, 7(3), 282-305. CrossRef 

Fowler, E. F., Hale, M., & Olsen, T. D. (2009). Spanish-and English-language local television 

coverage of politics and the tendency to cater to Latino audiences. The International 

Journal of Press/Politics, 14(2), 232-256. CrossRef 

Franck, G. (1998). ‘Ökonomie der Aufmerksamkeit. Ein Entwurf’ (The Economics of Attention). 
München, Wien: Edition Hanser.  

Gandy, O. (1993). The Panoptic Sort: A Political Economy of Personal Information. Boulder, 

CO: Westview Press.   

Gillan, J. (2014). Television brandcasting: The return of the content-promotion hybrid. 

Routledge.  
Gitlin, T. (1979). Prime time ideology: The hegemonic process in television entertainment. 

Social Problems, 26(3), 251-266. 

https://doi.org/10.1177%2F1461444809105345
https://doi.org/10.1177%2F009365000027002005
https://doi.org/10.1177%2F016344300022004006
https://doi.org/10.1177%2F0961463X04044574
https://doi.org/10.1177%2F1461444809336549
https://doi.org/10.1177%2F1464884908096240
https://doi.org/10.1177%2F1527476404270606
https://doi.org/10.1177%2F1940161209333087


Moshe, M.                                                                                                                                 19 

 

Goldman, R., & Papson, S. (2006). Capital's brandscapes. Journal of Consumer Culture, 6(3), 

327-353. CrossRef 

Gray, J. (2008). Television pre-views and the meaning of hype. International Journal of 

Cultural Studies, 11(1), 33-49. CrossRef 

Gray, J. (2010a). “Coming Up Next”: Promos in the Future of Television and Television 
Studies. Journal of Popular Film & Television, 38(2), 54-57. CrossRef 

Gray, J. (2010b). Show sold separately: Promos, spoilers, and other media paratexts. NYU 

Press.  
Hamilton, P. (2002). ‘From Industrial to Information Society’ in T. Jordan and S. Pile (eds) 

Social Change pp. 95-138. Oxford, UK: Blackwell Publishers.  

Hassan, R. (2003). Network time and the new knowledge epoch. Time & Society, 12(23), 226-

241.  

Hoefer,  C.  (21.1.2010).  ‘Causal  Determinism’.  Stanford  Encyclopedia  of  

 Philosophy.URL  (accessed  15  December  2010):   

 http://plato.stanford.edu/entries/determinism-causal/#WayThiTimT  

Hoskins, C., & McFadyen, S. (1989). Television in the new broadcasting environment: Public 

policy lessons from the Canadian experience. European Journal of Communication, 4(2), 

173-189.  

Howlett, D., & Glenn, J. (2005). Epilogue: Nordic strategic culture. Cooperation and conflict, 

40(1), 121-140. CrossRef 

Husz, O. (2002). Private dreams and public expectations: Lotteries and dilemmas of progress 

and social welfare in early 20th-century Sweden. Journal of Consumer Culture, 2(1), 53-

79. CrossRef 

Jaramillo, D. L. (2002). The family racket: AOL Time Warner, HBO, The Sopranos, and the 

construction of a quality brand. Journal of Communication Inquiry, 26(1), 59-75. CrossRef 

Jaramillo, D. L. (2006). Pills gone wild: Medium specificity and the regulation of prescription 

drug advertising on television. Television & New Media, 7(3), 261281. CrossRef 

Johnson, H. G. (1997). ‘The Political Economy of Opulence’ in N. R. Goodwin, F. Ackerman 
and D. Kiron (eds) The Consumer Society pp. 41-64. Washington, DC: Island Press.  

Jones, A. (2010). Globalization: Key Thinkers. Cambridge, UK: Polity Press.  

Josiassen, A., Assaf, A. G., & Karpen, I. O. (2011). Consumer ethnocentrism and willingness 

to buy: Analyzing the role of three demographic consumer characteristics. International 

Marketing Review, 28(6), 627-646. CrossRef 

Jubas, K. (2007). Conceptual con/fusion in democratic societies: Understandings and 

limitations of consumer-citizenship. Journal of Consumer Culture, 7(2), 231254. CrossRef 

Kiousis, S., & McDevitt, M. (2008). Agenda setting in civic development: Effects of curricula 

and issue importance on youth voter turnout. Communication Research, 35(4), 481-502. 

CrossRef 

Knox, J. (2007). Visual-verbal communication on online newspaper home pages. Visual 

communication, 6(1), 19-53. CrossRef 

Kristjánsson, Á., Vuilleumier, P., Schwartz, S., Macaluso, E., & Driver, J. (2006). Neural basis 
for priming of pop-out during visual search revealed with fMRI. Cerebral cortex, 17(7), 

1612-1624. CrossRef 

Kubey, R. W., & Csikszentmihalyi, M. (1990). Television and the Quality of Life: How Viewing 

Shapes Everyday Experience. Hillsdale, NJ: Lawrence Erlbaum Associates,   

Laeng, B., Svartdal, F., & Oelmann, H. (2004). Does color synesthesia pose a paradox for early-

selection theories of attention?. Psychological Science, 15(4), 277281. CrossRef 

Lair, D. J., Sullivan, K., & Cheney, G. (2005). Marketization and the recasting of the 

professional self: The rhetoric and ethics of personal branding. Management 

communication quarterly, 18(3), 307-343. CrossRef 

https://doi.org/10.1177%2F1469540506068682
https://doi.org/10.1177%2F1469540506068682
https://doi.org/10.1080/01956051.2010.482908
http://plato.stanford.edu/entries/determinism
http://plato.stanford.edu/entries/determinism-causal/#WayThiTimT
http://plato.stanford.edu/entries/determinism-causal/#WayThiTimT
http://plato.stanford.edu/entries/determinism-causal/#WayThiTimT
https://doi.org/10.1177%2F0010836705049737
https://doi.org/10.1177%2F146954050200200103
https://doi.org/10.1177%2F0196859902026001005
https://doi.org/10.1177%2F1527476404270605
https://doi.org/10.1108/02651331111181448
https://doi.org/10.1177%2F1469540507077683
https://doi.org/10.1177%2F0093650208315978
https://doi.org/10.1177%2F1470357207071464
https://doi.org/10.1093/cercor/bhl072
https://doi.org/10.1111/j.0956-7976.2004.00666.x
https://doi.org/10.1177%2F0893318904270744


Moshe, M.                                                                                                                                 20 

 

Lee, M. J. (1993). Consumer Culture Reborn: The Cultural Politics of Consumption. London: 

Routledge.   

Levin, D. (2003). Structure of news coverage of a peace process: A test of the indexing and 

zero-sum hypotheses. Harvard International Journal of Press/Politics, 8(4), 27-53. 

CrossRef  

Liebes, T. (1999). Displacing the news: the Israeli talkshow as public space. Gazette  

 (Leiden, Netherlands), 61(2), 113-125.  

Linder, S. B. (1997). ‘The Increasing Scarcity of Time’ in N. R. Goodwin, F. Ackerman and 
D. Kiron (eds) The Consumer Society pp. 64-67. Washington, DC: Island Press.  

Liu, Y., & Balachander, S. (2014). How long has it been since the last deal? Consumer 

promotion timing expectations and promotional response. Quantitative Marketing and 

Economics, 12(1), 85-126. CrossRef 

Lull, J. (1990). Inside Family Viewing: Ethnographic Research on Television Audience. 

London: Routledge.  

Lund, A. B., & Berg, C. E. (2009). Denmark, Sweden and Norway: Television diversity by 

duopolistic competition and co-regulation. International communication gazette, 71(1-2), 

19-37. CrossRef 

Macey, D. (2009). Rethinking biopolitics, race and power in the wake of Foucault. Theory, 

Culture & Society, 26(6), 186-205. CrossRef 

Maxwell, R. (1995). The Spectacle of Democracy: Spanish Television, Nationalism and 

Political Transition. Minneapolis USA: The University of Minnesota.  

Michelle, C., Davis, C. H., Hardy, A. L., & Hight, C. (2017). Pleasure, 

disaffection,‘conversion’or rejection? The (limited) role of prefiguration in shaping 
audience engagement and response. International Journal of Cultural Studies, 20(1), 65-

82. CrossRef 

Moe, H. (2008). Discussion forums, games and second life: exploring the value of public 

broadcasters' marginal online activities. Convergence, 14(3), 261-276. CrossRef 

Napoli, P. M. (2003). Audience Economics. Media Institutions and the Audience Marketplace. 

New York: Columbia University Press.  

Nisbet, M. C., Brossard, D., & Kroepsch, A. (2003). Framing science: The stem cell 

controversy in an age of press/politics. Harvard International Journal of Press/Politics, 

8(2), 36-70. CrossRef 

Oates, S., & Roselle, L. (2000). Russian elections and TV news: Comparison of campaign news 

on state-controlled and commercial television channels. Harvard International Journal of 

Press/Politics, 5(2), 30-51. CrossRef 

Padovani, C., & Tracey, M. (2003). Report on the conditions of public service broadcasting. 

Television & New Media, 4(2), 131-153. CrossRef 

Perebinossoff, P., Gross, B., & Gross, L. S. (2005). Programming for TV, Radio and Internet: 

Strategy, Development and Evaluation. Oxford, UK: Elsevier.  

Peterson, M. A. (2010). Imsukuhum Kulhum! Modernity and morality in Egyptian children’s 
consumption. Journal of Consumer Culture, 10(2), 233-253. CrossRef 

Pezzulo, G., Butz, M. V., & Castelfranci C. (2008). ‘The Anticipatory Approach: Definitions 
and Taxonomies’, in G. Pezzulo, G. Marin, V. Butz, C. Castelfranci  

and R. Falcone (eds) The Challenge of Anticipation: A Unifying Framework for the Analysis 

and Design of Artificial Cognitive Systems, pp. 23-43. Berlin, Germany: Springers.  

Purdey, H. (2000). Radio journalism training and the future of radio news in the UK. 

Journalism, 1(3), 329-352.  

Ramirez Jr, A., Dimmick, J., Feaster, J., & Lin, S. F. (2008). Revisiting interpersonal media 

competition: The gratification niches of instant messaging, e-mail, and the telephone. 

Communication Research, 35(4), 529-547. CrossRef 

https://doi.org/10.1177%2F1081180X03256574
https://doi.org/10.1007/s11129-013-9141-3
https://doi.org/10.1177%2F1748048508097928
https://doi.org/10.1177%2F0263276409349278
https://doi.org/10.1177%2F1367877915571407
https://doi.org/10.1177%2F1354856508091080
https://doi.org/10.1177%2F1081180X02251047
https://doi.org/10.1177%2F1081180X00005002004
https://doi.org/10.1177%2F1527476402250677
https://doi.org/10.1177%2F1469540510364914
https://doi.org/10.1177/0093650208315979


Moshe, M.                                                                                                                                 21 

 

Rebillard, F., & Touboul, A. (2010). Promises unfulfilled?‘Journalism 2.0’, user participation 
and editorial policy on newspaper websites. Media, Culture & Society, 32(2), 323-334. 

CrossRef 

Rectanus, M. W. (2002). Cultural Incorporated: Museums, Artists and Corporate Sponsorship. 

Minneapolis, MN: University of Minnesota Press.   

Rhee, J. W., & Cappella, J. N. (1997). The role of political sophistication in learning from 

news: Measuring schema development. Communication Research, 24(3), 197-233.  

Robinson, J. P., & Godbey, G. (1997). Time for Life: The Surprising Ways Americans Use 

Their Time. PA: Pennsylvania State University Press.  

Robinson, J. P., & Kestnbaum, M. (1999). The personal computer, culture, and other uses of 

free time. Social Science Computer Review, 17(2), 209-216.  

Robinson, J. P., & Martin, S. (2009). Of time and television. The ANNALS of the American 

Academy of Political and Social Science, 625(1), 74-86.  

Robinson, J. P., & Martin, S. (2010). IT use and declining social capital? More cold water from 

the General Social Survey (GSS) and the American Time-Use Survey (ATUS). Social 

Science Computer Review, 28(1), 45-63. CrossRef 

Samli, A. C. (1995). International Consumer Behavior: Its Impact on Marketing Strategy 

Development. Westport, CT USA: Quorum Books.  

Schild, V. (2007). EmpoweringConsumer-Citizensor Governing Poor Female Subjects? The 

institutionalization ofself-developmentin the Chilean social policy field. Journal of 

Consumer Culture, 7(2), 179-203. CrossRef 

Schoenbach, K., De Waal, E., & Lauf, E. (2005). Research note: Online and print newspapers: 

Their impact on the extent of the perceived public agenda. European Journal of 

communication, 20(2), 245-258. CrossRef 

Shepherd, R. (2002). Commodification, culture and tourism. Tourist studies, 2(2), 183201. 

CrossRef 

Silver, S. D. (2000). Consuming Knowledge: Studying Knowledge Use in Leisure and Work 

Activities. Dordrecht, The Netherlands: Kluwer Academic Publishers.  

Slater, D. (1997). Consumer Culture and Modernity. Cambridge, UK: Polity Press.  

Smythe, D. W.  (1977). Communications: blindspot of western Marxism. CTHEORY, 1(3), 1-

27.  

Statham, P. (1996). Television news and the public sphere in Italy: Conflicts at the 

media/politics interface. European Journal of Communication, 11(4), 511-556.  

Steedman, I. (2001). Consumption takes Time: Implications for Economy Theory. London, UK: 

Routledge.  

Stillerman, J. (2004). Gender, class and generational contexts for consumption in contemporary 

Chile. Journal of Consumer Culture, 4(1), 51-78. CrossRef 

Sutherland, M., & Sylverstone, A. K. (2008). Advertising and the Mind of the Consumer: What 

Works, What Doesn't, and Why. Crows Nest, Australia: Allen & Unwin.  

Szczypka, G., Emery, S., Wakefield, M., & Chaloupka, F. (2003). The adaptation and use of 

Nielsen Media Research commercial ratings data to measure potential exposure to 

televised smoking-related advertisements. ImpacTeen Research Paper Series, 29.  

Therkelsen, A., & Gram, M. (2008). The meaning of holiday consumption: Construction of self 

among mature couples. Journal of Consumer Culture, 8(2), 269-292. CrossRef 

Thomass, B. A. (1994). Commercial Broadcasters in the Member States of the European 

Community: Their Impact on the Labour Market and Working Conditions. European 

Journal of Communication, 9(1), 25-46.  

Thompson, J. A., & Bunderson, J. S. (2001). Work-nonwork conflict and the phenomenology 

of time: Beyond the balance metaphor. Work and Occupations, 28(1), 17-39. CrossRef 

https://doi.org/10.1177%2F0163443709356142
https://doi.org/10.1177%2F0894439309335230
https://doi.org/10.1177%2F1469540507077672
https://doi.org/10.1177%2F0267323105052300
https://doi.org/10.1177%2F146879702761936653
https://doi.org/10.1177%2F1469540504040904
https://doi.org/10.1177%2F1469540508090214
https://doi.org/10.1177%2F0730888401028001003


Moshe, M.                                                                                                                                 22 

 

Trappel, J. (2008). Online media within the public service realm? Reasons to include online 

into the public service mission. Convergence, 14(3), 313-322. CrossRef 

Trentmann, F. (2007) ‘Citizenship and consumption’, Journal of Consumer Culture 7(2): 147-

158. CrossRef 

Tyler, M. (2009). Growing Customers: Sales-service work in the childrens culture industries. 

Journal of Consumer Culture, 9(1), 55-77. CrossRef 

Ursell, G. D. (2001). Dumbing down or shaping up? New technologies, new media, new 

journalism. Journalism, 2(2), 175-196. CrossRef 

Van der Wurff, R. (2002). With Two Feet On Firm Ground and Diverse Heads Up in the Air: 

Conclusions of Four Expert Meetings on Media and Open Societies in East and West. 

Gazette (Leiden, Netherlands), 64(5), 407-423.  

Van der Wurff, R. (2004). Supplying and viewing diversity: The role of competition and viewer 

choice in Dutch broadcasting. European Journal of Communication, 19(2), 215-237. 

CrossRef 

Venn, C. (2009). Neoliberal political economy, biopolitics and colonialism: A transcolonial 

genealogy of inequality. Theory, Culture & Society, 26(6), 206233. CrossRef 

Venn, C., &  Terranova, T. (2009). Introduction: Thinking after Michel Foucault. Theory, 

Culture & Society, 26(6), 1-11. CrossRef 

Vered, K. O. (2002). Televisual aesthetics in Y2K: From windows on the world to a Windows 

interface. Convergence, 8(3), 40-60. CrossRef 

Walker, J. R., & Eastman, T. S. (2003). On-air promotion effectiveness for programs of 

different genres, familiarity, and audience demographics. Journal of Broadcasting & 

Electronic Media, 47(4), 618-637. CrossRef 

Wang, C. L., & Chen, Z. X. (2004). Consumer ethnocentrism and willingness to buy domestic 

products in a developing country setting: testing moderating effects. Journal of consumer 

Marketing. CrossRef 

Watson, M., & Shove, E. (2008). Product, competence, project and practice: DIY and the 

dynamics of craft consumption. Journal of Consumer Culture, 8(1), 69-89. CrossRef 

Wernick, A. (1988). Promotional culture. CTheory, 12(1-2), 180-201.  
Wheeler, M. (2004). Supranational regulation: television and the European Union. European 

Journal of Communication, 19(3), 349-369. CrossRef 

Williams, R. (2000). Advertising: The magic system. Advertising & Society Review, 1(1).  
Williams, R. (2004/1974) Television. Technology and Cultural Form. London: Routledge.  

Wilson, J. L. (2005) Nostalgia: Sanctuary of Meaning. Lewisburg, PA: Bucknell University 

Press.  

Yanovitzky, I., & Bennett, C. (1999). Media attention, institutional response, and health 

behavior change: The case of drunk driving, 1978-1996. Communication Research, 26(4), 

429-453.  

Yashar, A., & Lamy, D. (2010). Intertrial repetition facilitates selection in time: Common 

mechanisms underlie spatial and temporal search. Psychological Science, 21(2), 243-251. 

CrossRef 

Ylijoki, O. H., & Mäntylä, H. (2003). Conflicting time perspectives in academic work. Time & 

Society, 12(1), 55-78. CrossRef 

Young, M. (2010). Gambling, capitalism and the state: towards a new dialectic of the risk 

society?. Journal of Consumer Culture, 10(2), 254-273. CrossRef 

 

https://doi.org/10.1177%2F1354856508091083
https://doi.org/10.1177%2F1469540507077667
https://doi.org/10.1177%2F1469540508095305
https://doi.org/10.1177%2F146488490100200204
https://doi.org/10.1177%2F0267323104042911
https://doi.org/10.1177%2F0263276409352194
https://doi.org/10.1177%2F0263276409353776
https://doi.org/10.1177%2F135485650200800305
https://doi.org/10.1207/s15506878jobem4704_8
https://doi.org/10.1108/07363760410558663
https://doi.org/10.1177/1469540507085726
https://doi.org/10.1177%2F0267323104045263
https://doi.org/10.1177%2F0956797609357928
https://doi.org/10.1177%2F0961463X03012001364
https://doi.org/10.1177/1469540510364593

