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Globalization of television is clearest at two levels. There is a strong globalization of
media operations toward the advertising-based commercial market paradigm. That
is accompanied by a systematic shift in the forms or genres of programs that are
produced, so globalized content models or patterns tend to spread. They are, how-
ever, adapted to local cultures and circumstances, a process described by Robertson
(1992, 1995) as glocalization. This process in turn is driven and bounded by audi-
ence desire for cultural proximity and relevance. Within these new structural bound-
aries, regional, national, and local producers also receive new resources to work
with, both material (finance and technology) and symbolic (ideas and models). This
interplay between globalizing structures and regional, national, and local producers’s
agency in content can be looked at in terms of structuration (Giddens, 1984).

Globalization theorists sometimes underestimate the continuing power of the
nation-state to structure the circumstances within which most media industries still
operate, even though these national producers now have to compete with global,
cultural-linguistic regional, and local producers as well. This chapter offers some
theoretical analysis of the relations between the global, regional, and national levels
of television production, flow, and consumption.
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From Cultural Imperialism to Globalization

One of the enduring problems in international communication has been how to
theorize and explain the international flow and impact of television across cultures.
Critical scholars in the 1960s to 1980s often analyzed problems of unequal televi-
sion flows and structural inequalities of television production in the world in terms
of media imperialism (Lee, 1980) and dependency (Fox, 1992), but more recently
these approaches have fallen under critique as overly simplistic. In seeing the major
industrialized countries as dominant and Third World countries as dependent, these
theories have missed much of the complexity of change in industries, genres, and
audience reception in the developing or peripheral nations.

The current discussion tends to focus on the globalization of cultures within a
world capitalist economy (Featherstone, 1990; Wallerstein, 1991). The globalization
approach originally posited that the world is becoming a single world society, “more
uniform and standardized, through a technological, commercial and cultural synchron-
ization emanating from the West, and that globalization is tied up with modernity”
(Pieterse, 1995, p. 45). There has been a great deal of discussion about the globaliza-
tion of television, particularly as it is driven by the spread of satellite and cable televi-
sion technologies around the world. There is a fear of a renewed cycle of one-way
television flows out from the United States, adding complete US television channels,
such as CNN, MTV, Nickelodeon, and the Cartoon Channel to the already large
export of US film, television programs, and music.

The discussion on globalization is becoming more complex. Increasingly it focuses
less on dominant and dependent nation-states, more on globalized cultural actors,
corporations, and governments, as well as globalized audiences. Still, most analyses
of globalization diminish too much the continuing importance of national govern-
ments, national producers, and national identity among communication audiences in
selecting and interpreting cultural products and messages. In much of the world,
such as Eastern Europe or the Middle East, we currently see a rise of ethnic nationalism
that reflects a search for identity and seems to extend to cultural consumption. The
globalization discussion also often overlooks the rise of a new level of television flow
and impact, that within regions of the world. A number of national/local television
networks, like Brazil, Egypt, Hong Kong, India, and Mexico, export to surrounding
regions, similar or proximate in culture and language. More rarely, some operations,
like Star TV, produce for a supranational region, like Greater China, defined by
culture and language.

Multilevel Approach

This chapter will focus on television within a world system that includes several
levels of operation, investment, production, flow, and impact. There is a level that is
truly global, one that is supranational regional or geolinguistic, one that is national,
and others that are subnational or “regional” (within the nation), and even local. In
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fact, some of the most current theorizations of globalization recognize that “what
globalization means in structural terms, then, is the increase in the available modes of
organization: transnational, international, macro-regional, national, micro-regional,
municipal, local” (Pieterse, 1995, p. 50, emphases in original). These levels corres-
pond to levels of official government interactions, international organizations and
nongovernmental organizations, international media and other firms, and cultural
flows and interactions as well. These levels are not necessarily in conflict. Pieterse
(1995, p. 50) observes that “Globalization can mean the reinforcement of both
supranational and sub-national regionalism.” While the main argument of this paper
is that the role of geocultural regions need to be emphasized more, that can be fit
into the more sophisticated interpretations of globalization that are emerging, such
as Pieterse (1995). However, this chapter argues that it is clearer to think of televi-
sion within a world system in which the term global is reserved for phenomena that
are truly global, distinguishing those that are regional, national, and local within the
world system.

The global level of analysis is in fact increasingly crucial. There are several kinds of
globalization relevant to television. Some cable and satellite channels, such as CNN
or the Cartoon Channel, take the same content to worldwide audiences, although
some “global” channels are creating regionally or locally adapted versions. Quite
a few television programs, such as Dallas or Baywatch, still are syndicated to flow
globally to be broadcast nationally or locally. Quite a few national and local produc-
tions derive from formats or genres that have spread globally beyond their places of
origin. Even more basically, models for broadcasting are being spread globally as
private, commercial, entertainment-oriented stations and networks continue to spread
into more nations.

Ferguson’s excellent discussion of the myths of globalization raises several key
problems: the idea that the world is becoming one homogeneous culture, largely fed
by the US culture industries; that big cultural industries, like those of the US, have
an automatic advantage due to economies of scale and the polish of their products;
and that differences of time, space, and geography are eroded by technology (1992).
This chapter will critique the ideas of globalization such as the worldwide homo-
genization of television, the erosion of national and cultural differences, and domina-
tion of all by US productions.

At the level of reception and audience impacts of television, some audiences do
primarily watch globalized channels. We argue that those audiences are most often
upper-middle and upper-class elites, since access to new channels is often limited by
economic capital and interest in them limited by cultural capital. However, almost
all audiences are touched by some aspect of globalization, at the level of program
flow, genre, or broadcast model.

We propose that, in terms of media and media flows, a phenomenon equally
significant to globalization, per se, may well be “regionalization” of television into
multicountry markets linked by geography, language, and culture. These might
more accurately be called the geocultural or cultural-linguistic (Wilkinson, 1995)
markets, rather than regional markets, since not all these linked populations, markets
and cultures are geographically contiguous.
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For example, the US is clearly still the main media exporter in the world. The
US dominates certain kinds of production, like feature films, which require huge
investments, and certain kinds of television genres, like action-adventure, which also
require big budgets and don’t require a great deal of cultural capital or sophistica-
tion to understand. However, the “global” flow of television outward from the
US is probably strongest among the Anglophone nations of the world, such as the
UK, Anglophone Canada, Australia, and the English-speaking Caribbean, where
US television exports tend to be most popular and best understood (Straubhaar
et al., 1992). These are also among the few countries which manage to export
television, film, or music back to the Anglophone US market. Within this geocultural
sphere, Canada and the English-speaking Caribbean are most closely tied to the US
by geographic proximity, notably being under the direct reach or footprint of US
television satellites, but also by migration, by language, and, at least in the case of
Canada, very strong cultural similarities or cultural proximities (Straubhaar, 1991).

There are a number of other geocultural markets emerging: Western Europe,
where the European Community has been trying to create a region-wide cultural
market; Latin America, linked also to other “Latin”-based language markets in Italy
and France; a Francophone market linking France and its former colonies; an Arabic
world market; a Chinese market; and a Hindi or South Asian market.

While globalization increasingly dominates current discussion of television flows
and impacts, Tomlinson (1991) observes that most of the media imperialism and
cultural imperialism discussion assumes that the primary actors are nations. Many of
the studies done on media flows, media models, etc., are national case studies. Until
the recent discussion of globalization, few studies focused on anything larger (or
smaller) than the nation-state. Nearly all of the policy discussion about these issues
has taken place within national governments, by academics speaking to national
governments, or by national government representatives to institutions like UNESCO
where much of the international debate has taken place (McPhail, 1989). Through
frequency licensing, satellite orbit controls, market definition, financial incentives, cul-
tural policy and advertising, and other financial controls, national governments still
define the primary market realities of television. Even “regional” actors like Star TV,
even within relatively coherent cultural regions, like Greater China, still find their
audiences defined and to some degree controlled by the national governments of
China, Taiwan, Singapore, etc. (Chan, 1994).

However, the view of the nation as a cultural unit is changing. Very few nations
are ethnically homogenous – Portugal, Greece, Iceland, Norway, Malta, and perhaps,
Germany and Japan. Most have fairly large minorities (Smith, 1981). If language is
a primary characteristic of culture, then most nations are multilingual and not homo-
genous nation-states (Schlesinger, 1987). This opens up a large area of interest in
media, including television in many areas, which address media audiences of smaller
than national scope. Many local audiences would like to see programming in their own
languages, addressing their own cultures. If this local audience shares a language, like
the Chinese minority in Malaysia, with a larger geolinguistic group, then they might
import programming in their language and culture, as did the Malaysian Chinese,
first with VCRs, then DBS, particularly Star TV (Chan, 1994; McDaniel, 1994).
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In many countries, broadcast television has been seen as too expensive to
direct toward groups smaller than nations. Even countries like Brazil, a large middle-
income country with an extensive commercialized television system, have only recently
begun to address television programs toward regional and local audiences.

Structuring World Television Systems

This chapter proposes an analytical structure for understanding global, regional,
national, and provincial systems, in this case, those of television. At all levels, it is
useful to distinguish the structural from the cultural. Television, for example, has
both structural and cultural components. The main structural elements, at least for
television, are economic frameworks, technological bases, and institutional forms of
organization and operation. These structural elements form boundaries within which
cultural agents like television producers operate. The structures of television frame
or limit what is possible. For example, commercial television systems tend to pro-
duce few documentaries, educational programs, or one-episode dramas. However,
within those boundaries, the same structures do also provide resources to cultural
forces and agents to create and consume television and other cultural products. As
Giddens argues, institutional structures provide both rules/boundaries and resources
to those who work within them (1984).

Structuration theory is Gidden’s effort to reconcile the effects of structures and
institutions upon society with the existence of agency exercised by individuals and
groups, which often seem to go against the determining effects of the structures
(Giddens, 1984). “Giddens proposes that we consider structure as a duality including
constraining rules and enabling resources” (Mosco, 1996, p. 11). Working within
constraining rules or boundaries imposed by structures and institutions, but with
enabling resources and guiding patterns often provided by those same structures,
individuals and groups produce cultural products like television, move them around
the globe, and make meaning of them within other patterns provided by culture.

The chief structural factors are technological, economic, and political/institu-
tional. These forces do tend to both enable and constrain social and cultural actions,
products, and meanings. This gets us beyond the narrow issue of determinism. For
example, technology tends to enable new developments, such as satellites’s ability to
let television broadcasts cross borders. It can also present constraints, but the result
over time tends to be a layering, additive effect of new possibilities. New techno-
logies, such as broadcast or satellite television, don’t necessarily eliminate other
options based on earlier technologies. For example, although VCRs and satellite/
cable television bring in the possibility of many new US movies and programs for
Latin Americans, only relatively small proportions have access to these technologies
and many of them don’t necessarily use them to watch the “new” US content.
Several recent studies in Brazil, for example, show many, if not most, users of
satellite dishes use them to get better reception of national channels, not to import
channels from Galaxy (Hughes), Sky Latin America (Fox, Televisa, and Globo) or
other international channels (LaPastina, Straubhaar, & Buarque de Almeida, 1999).
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Technological forces sometimes seem the most revolutionary because they can
sometimes enable very rapid changes. As a part of globalization, technologies such as
ships, airplanes, telecommunications, and broadcasting can facilitate the rapid spatial
extension of empires and political, economic, and military systems across nations and
regions. The rapid recent expansion of satellite television broadcasting is to many
people a somewhat terrifying example of this kind of technological potential. How-
ever, while technology can extend the reach of an idea or a system, its actual impact
depends on economic, cultural, and political factors as well.

Economic conditions shape the actual development of technological possibilities.
Economic factors both enable and limit cultural developments. Economic relations
with other countries and economic growth can enable new possibilities, such as
bringing television broadcasting into a country. However, economic patterns can limit
possibilities. For example, advertising as an economic system for financing television
broadcasts both enables and limits the possibilities of the medium. Advertising tends
to enable by increasing the money available for production. It also tends to limit
broadcast program genres to certain types, predominantly entertainment, which often
puts other kinds of programming, like development education, high culture, and
extensive information programming, out of bounds. For another example, poor
income distribution can limit the number of people who can actually afford DBS
television or the internet, hence restricting those technologies to national elites or
upper middle classes.

At the political or institutional level, the dominant structure is still the nation-
state, although globalization analysts like to point out its decline relative to other
more global actors, like multinational corporations. Nation-states still structure most
ground rules of media, such as national market structures, ownership rules, produc-
tion incentives and subsidies, financial rules, frequency assignments, technical standards,
and content rules. Recently, some regional groups are beginning to exercise power,
and in certain policy arenas, like economic restructuring, international organizations
like the World Bank, International Monetary Fund, and World Trade Organization
can exercise considerable power as well.

At the cultural level, this chapter focuses on the formation of language and cultural
communities and the creation and flow of media, particularly television, within and
across those communities. The key elements in the formation of communities are
their own historical dynamics, particularly the development of language and cultural
themes, the creation and maintenance of group cultural identities as a locus of
meaning, and cross-cultural interpersonal interactions such as travel and migration
between communities. The media, the main focus of this chapter, build on, rein-
force and, by dint of the agency of both media producers and consumers, sometimes
contradict both this cultural context and the larger structural context of economics,
technology, and institutions. Structuration emphasizes that human agency and even
aggregate social forces are sometimes hard to predict from structural or even cultural
forces.

Culture is clearly not just a force acted upon by technologies like television, insti-
tutions like the nation-state, and economic patterns like advertising. This chapter
explores this cultural process as hybridization, the synthesis of local cultures with the
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imported elements of culture brought in by globalization, through specific processes
like electronic media, migration, inflow of genres and models, and entrepreneurial
action of global or regional companies.

Globalizing Forces

In much recent work on globalization, there has been a tendency to try to more
fully consider both temporal and spatial aspects of international change (Giddens,
1991), including culture and media (Friedman, 1994). Several theorists, including
Giddens (1991), Friedman (1994), and Robertson (1995), have raised the need to
consider modernity as a crucial aspect of globalization. Tomlinson (1991) relates the
media imperialism and globalization theorizations of media flows. He observes that
much of the discussion of media imperialism had to do with spatial relationships,
particularly US domination of other nations or cultural spaces, versus temporal
relationships or change over time, in which modernization replaces tradition and
may itself be replaced by postmodernity (Tomlinson, 1991, p. 69). “One way to
attempt to simplify the level of complexity which the intensification of global flows
is introducing in the figuration of competing nation-states and blocs, is to regard
globalization as an outcome of the universal logic of modernity” (Featherstone &
Lash, 1995, p. 2).

Globalization can be seen as both spatial, the outward geographic spread of ideas
and forms, particularly those related to capitalism, and temporal, changes over time
within many locales. This chapter will examine the concept of cultural hybridization
as a temporal or historical aspect of modernization of culture. Over time cultures
adapt via hybridization to a series of spatial extensions of technological and eco-
nomic change emanating out from centers of global activity to the peripheries of the
global system. Currently, we can see satellite and computer technologies and mod-
ern capitalism as rapid, recent spatial extensions of new forces of modernity, to
which regional, national and local cultures must adapt.

Hybridization, which is treated at length below, is also a structuring process. It is
an historical, temporal, reflexive cultural structuring process. Over time, cultures
interact, mediated by technology, migration, and institutional and economic forms.
Frequently, those cultures hybridize, with local elements and imported ones com-
bining to create new forms of culture, like Latin Americans fusing local culture into
the imported soap opera to create the telenovela. Sometimes, the result of inter-
action is less than hybridization, with local cultures only slightly adapting to foreign
elements. Many times, the impact goes beyond hybridization, with local cultures
and languages being essentially extinguished. “By the most reliable estimates, more
than half of the world’s 6,500 languages may be extinct by the end of this century”
(Hotz, 2000).

In terms of structuration (Giddens, 1984), actors in a culture are reflexive in
several ways that may produce hybridization. Some hybridization processes are very
conscious, as when a television station deliberately copies a foreign genre, like a
specific game show, from videotapes and mixes it together with local cultural specifics.
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Some are relatively conscious, as when someone chooses to watch an imported
television channel in English in order to practice their language skills. Some processes
are less conscious but still reflexive, as when people slowly adapt elements seen on
national television into their daily, local lives.

Global Spread of Market Capitalism

For many writers from the neo-Marxist and dependency traditions, globalization is
essentially the worldwide spread, over both time and space, of a world capitalist
market, or in Wallerstein’s formulation, a world capitalist system (1979). Economic-
ally, globalization is seen as the spread of capitalism as a system, of consumerism and
commercialism as social ethics (often referred to as McDonaldization or CocaColaliza-
tion), and of the growing penetration and power of international corporations. Cul-
turally, it is still seen by many as Westernization, a variation on or updating of the
idea of cultural imperialism and synchronization (Tomlinson, 1991). While economics
are a basic issue, various critics of globalization see overly simplistic assumptions being
made about the causality of economics, particularly the global spread of capitalism,
in globalization, and fear a new wave of economic reductionism which might over-
simplify cultural phenomena (Boyne, 1990; Ferguson, 1992).

For many writers on globalization of television, foreign models for television are
one major form of media imperialism (Lee, 1980). This line of analysis tends to
focus on the importation of system level models, such as commercial versus public
service broadcasting organizational forms. To use a concept found in structuration
theory (Giddens, 1984), systemic changes like shifting towards a more commercial,
advertising-driven basis of financing broadcasting redraw the boundaries of what is
possible within that system.

Commercial broadcasting is proliferating across the globe. The increasingly global
commercial system pattern for television is reinforced by several factors. Perhaps
most powerfully, more and more countries are being drawn into a world capitalist or
market economy (Herman & McChesney, 1997; Wallerstein, 1979). Within this
global market economy, both national and global firms pressure broadcasters to allow
– indeed, rely on – advertising (Fox, 1975; Herman & McChesney, 1997). Janus
(1981) and Mattelart (1991) argue that multinational firms have pushed particularly
hard to commercialize systems and introduce advertising, since they have become
used to promoting goods with advertising in other markets. Viewing publics also
tend to push for more programming choices, as with British television in the 1950s,
which is often met by allowing in more commercial channels.

Commercial television systems, like commercial film studios before them, require
that cultural products succeed in drawing a large, profitable audience. In television,
like film before it, these demands for commercial success lead to the emergence and
standardization of certain successful formulas (Schatz, 1981). If we consider both
the production companies and the genre formulas as social structures, then Giddens
(1984) would remind us that structures both bound and enable the agency of those
who act within them. More specifically, commercial film studios and commercial
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television networks essentially require cultural producers to work within the boundaries
of certain successful genres or formulas. However, within those structural boundaries,
producers find not only constraints but also resources.

Cultural Hybridization and Modernization

Within certain increasingly global economic constraints and influenced by successful
global patterns, regional and national cultures still tend to assert their own content
very strongly over time. What emerges is often a strongly localized or hybridized
adaptation of what is considered current or modern in global patterns. Robertson
goes so far as to call the process of hybridizing the local and global together “glo-
calization” (Robertson, 1995). This chapter argues that hybridization is essentially
the dominant pattern of cultural interaction over time. It is the temporal reflection
of the local, national, and regional absorption and adaptation of global patterns of
modernity in culture. As new patterns borne by technological and economic forces
enter cultures, they interact with what is already there, producing a new pattern best
characterized at this moment as hybrid (Bhahba, 1994; García Canclini, 1997).

For example, there is much current discussion of an Asian approach to modernity.
Iwabuchi, interviewing Taiwanese young people, finds that they are more likely to
choose and identify with popular music and television from Japan than from China
because the Japanese material is seen as being more modern while still recognizably
familiar within an Asian context. He argues that Japanese popular culture success-
fully adapts or Asianizes US popular culture genres into more localized or regionalized
forms (Iwabuchi, 1997).

One useful theorization is to reconsider globalization as a set of regionally differ-
entiated patterns of modernization. Japanese popular culture and its cultural indus-
try represent a transformation from what was perceived in the 1970s, that “The
media are American” (Tunstall, 1977), into globalized and regionalized patterns of
modernity that build on, but also transform, patterns of modernity that seemed so
specifically “American” in the first wave of US television program export dominance
in the 1960s and 1970s. For example, Iwabuchi in the “Sweet Scent of Asian
Modernity,” describes the Japanese adaptation of cultural industry globalization as
de-Westernized modernization (Iwabuchi, 1997). This is a hybrid localization or
nationalization of a “global” pattern.

Hybridity and Globalization

Cutting across levels such as global, regional, national, and local is the notion of
hybridization of cultures across levels. “Post-colonial theory, in so far as it addresses
complex, multilayered identities, has proliferated in terms of terms having to do
with cultural mixing: religious (syncretism); biological (hybridity); human-genetic
(mestizaje); and linguistic (creolization) . . . while the themes are old – ‘syncretism,’
‘hybridity,’ créolité, and mestizaje had already been invoked decades ago by diverse
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Latin American modernisms – the historical moment is new” (Shohat & Stam,
1994, p. 41). For instance, in the 1920s and 1930s, Brazilian intellectuals created a
project of indigenizing modern art by absorbing international influences into a base
of indigenous and African culture, which they called cultural cannibalism or cultural
anthropophagy (anthropofagia cultural) (Karp, 1994).

Latin American cultures are essentially syncretic or hybrid by definition. They
have been created by the fusion of ethnic, religious, cultural, and even linguistic
traditions from indigenous peoples, Europeans, and Africans (García Canclini, 1995).
In contemporary terms, postcolonial theory deals with the cultural contradictions
generated by the global circulation of peoples and cultural goods in a mediated and
interconnected world, resulting in a kind of commodified or mass-mediated syncretism
(Shohat & Stam, 1994, pp. 41–2). Current hybridity results from both the physical
movement and mixture of peoples and the media-based flow of cultural products
and representation of cultures.

Global Processes, National and Local Identities

In television and in other cultural industries as well, people use globally distributed
forms to create cultural products which define and redefine what the national
and the local are. Robertson observes that “globalization has involved the recon-
struction, in a sense the production, of ‘home,’ ‘community’ and ‘locality’” (1995,
p. 30). Cultural producers use forms and genres that have spread globally to express
ideas of what home is like. There is a subtle interplay between the global and local
in television form and content. Robertson (1992), as we’ve seen, calls this “glo-
calization.” This chapter sees it as one aspect of the historical, temporal process of
hybridization.

For example, the soap opera has distinct roots in both English and French serial
novels, which were carried over time in magazines and newspapers. US radio and,
later, television took this idea and developed a particular form of soap opera, to
entertain and draw loyal audiences over time, but explicitly also to sell soap. In fact,
for quite a long time, the shows were produced for radio and television networks by
advertising agencies on behalf of soap manufacturers. Soap companies and advertis-
ing agencies took this successful genre abroad, particularly to Latin America. Latin
American radio and television producers adapted the genre to their cultures and
needs, moving it into prime time, aiming it at both men and women, changing the
form of storytelling, and using local motifs, characters, humor, etc.

In a sense, then, a global form is being localized, both for purposes of global
capitalist development and for expression of local identity. The soap opera genre is
still used to sell soap and, even more basically, to show local people an ethic or goal
of consumption. For example, in one Brazilian soap opera in the late 1970s
(Fernandes, 1982), a high point in the plot came when a man asked his wife if she
would like a refrigerator and she burst into tears of joy. This consumption ethic is
itself localized, with a refrigerator being an almost supreme ambition for lower-class
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Brazilians, compared to something like an automobile in more developed countries.
The consumption ethic is also met by local conditions of audience reception. A
series of about 30 in-depth interviews by the author with working class and poor
television viewers in São Paulo in 1989–90 showed that they were not generally
frustrated by being exposed to advertising for consumer goods that they could not
have, but had fairly specific, limited, and realistic consumer ambitions. They varied
considerably in terms of how important consumption of goods had become to
them; they were not uniformly permeated by a consumer ethic, although some were.
This is a process over time, however. Interviewing in 1995–6 by Hamburger (in
progress) in a São Paulo slum indicated that people were fairly rapidly being swept
into consumer society, both by media exposure and by personal, daily life exposure
to consumption in city life around them.

While a local soap opera such as the Brazilian one with the man, his wife, and the
refrigerator is delivering an adapted underlying global message about joining the
lower ranks of an emerging global consumer economy, it is primarily carrying mes-
sages about the local culture. In fact, in Brazil and India, among others, the soap
opera became a prime vehicle for creating elements of a “national” culture and
spreading them among localized and regionalized audiences that had not always
shared a great deal of common culture between them despite being with common
national boundaries (Fadul, 1993; Mitra, 1993). In Brazil, a study in various regions
showed that television, in particular the local adaptation of the soap opera, the
telenovela, has created a focus on common national holidays versus local ones, and
has liberalized views on race and women’s roles (Kottak, 1990). In India, nationally
broadcast soap operas about Hindu religious myths have created more standardized
versions of those myths around the diverse parts of India (Mitra, 1993).

In this example, the local adaptation of an increasingly global form of television
illustrates that “the concept of globalization has involved the simultaneity of what
are conventionally called the global and the local” (Robertson, 1995, p. 30). In
particular, we see a diffusion of some basic global forms related to the expansion of
the world economy, but those globalized forms co-exist with and even promote
local adaptations with the expression of unique local content. Interviews by the
author with advertising executives in Brazil in 1977–80 indicated that multinational
advertisers had begun to prefer putting their ads in local productions with localized
cultural content because the audience clearly preferred them. While cultural forms,
particularly those related to consumption within capitalist societies, diffuse globally,
they tend to be adapted locally. In fact, global diffusion of certain elements of
consumer culture may well be more effective when those consumer elements are cast
in local terms and adapted to local economic realities.

There is also a process of active resistance to globalization in some places. The
example of popular rejection of cultural Westernization, mobilized effectively by
Islamic clerics, in Iran was one of the first clear signals that not all cultures were
going to easily adapt Western cultural elements. Barber speaks of two opposing
trends, a “McWorld” of global homogenization versus the “Jihad world” of localiz-
ing or particularizing “lebanonization” (1992).
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US Cultural Export Hegemony

A number of studies have described the twentieth-century domination of world
culture flows by the United States (Guback & Varis, 1986; Nordenstreng & Varis,
1974; Schiller, 1971). Starting with films, popular music, and then television, the US
has been the major exporter to the global market, even though its relative domin-
ance is, we shall argue, declining.

Another way to look at the US position in global flows is an interesting pilot
case in both globalization and hybridization of culture and cultural industries.
While the US partakes of an Anglo-European cultural base, much of what makes its
audiovisual products so successful in global markets is their hybridization of those
cultural roots with the other cultures represented in late nineteenth- and twentieth-
century immigration into the US by Arabs, Latin Americans, Eastern European Jews,
and Asians. American media drew on these diverse cultures and, even more import-
antly, had to appeal to all of them to succeed in the American national cultural
marketplace (Read, 1976). Read and others note that US cultural products were
then well situated to succeed as exports because they had already achieved a kind of
universalization by the absorption of various elements and the need to appeal to very
diverse audiences. Tomlinson notes that fear of Americanization assumes a homo-
geneity to American culture that it probably does not have (1991).

Hollywood used this initial cultural advantage relatively well. Producers there
developed interesting genres of film, music, and television. They began to draw in
much of the world’s talent, film directors, actors, writers, and singers from Europe
and even Latin America (Read, 1976). This again heightened a certain type of
universalism based on hybridization of “American” and other cultural elements.

The US also capitalized on an emerging English linguistic hegemony, drawing on
the global penetration of English under the British Empire as well as the twentieth-
century of the United States itself. As Hoskins and Mirus (1988) and others have
pointed out, the fact of production in English gave the US an export advantage in
the global market of the twentieth century. The US also has the advantage of having
several wealthy media markets – the US itself, Canada, Great Britain, and Australia –
as part of a narrower English-speaking geolinguistic market, in which the US is even
more dominant than in other markets where language and culture present greater
barriers to popular acceptance of American cultural products.

From Exporting Television Programs to Exporting Genres

A 1972 study for the UN Educational, Scientific, and Cultural Organization found
that over half of the countries studied imported over half of their television, mostly
entertainment and mostly from the US (Nordenstreng & Varis, 1974). There is now
some debate and questioning about whether US dominance is slipping in world
television markets. American television exports are increasing fairly rapidly in their
dollar values, and exports represent a steadily increasing share of television producers’s



(Re)Asserting National Television 693

profits (Hoskins & Mirus, 1988; Wildman & Siwek, 1988). Many shows now make
more overseas than in the US, and a number of American producers are beginning
to shape their programs to anticipate and maximize overseas sales. However, American
television programs are also facing increased competition at a variety of levels:
regional, national, and local. More countries are also competing to sell programs to
others. Some like Brazil and Hong Kong compete worldwide (Marques de Melo,
1988). American programs remain attractive to world audiences; this seems particularly
true of better educated audiences, who are likely to be more cosmopolitan in their
tastes and previous exposure (Straubhaar, 1991). Still, it seems that people more
frequently look for television programming that is closer to their own languages,
cultures, histories, religious values, etc. – more culturally proximate or close to them
(Straubhaar, 1991).

What has happened to replace American programming in a number of countries is
the local adaptation of the American commercial model and American television
program formats (Oliveira, 1990). In the process of diffusion, the “American” model
has been generalized and adapted in a global model for commercial media. This fits
the model of Robertson (1995) and others that a number of current transformations
may be described as glocalization, the oftentimes deliberate adaptation of a foreign
or global model to fit national circumstances. Robertson observes that Japan is in
some ways the prototype for this approach, and that Japan in fact developed the
term “glocalization,” which Robertson has popularized within globalization theory.

Regional Media and Cultures

A major trend of the last 20 years has been the “regionalization” of television into
multicountry markets linked by geography, language, and culture. These might
more accurately be called the geocultural or cultural linguistic markets, rather than
regional markets, since not all these linked populations, markets, and cultures are
geographically contiguous (Wilkinson, 1995).

Efforts to define cultural markets, particularly for television, by geographic regions
have met very mixed success. There is the hope that for some regions that old
common cultural traditions will bind diverse nations into a common cultural region
that would welcome common television programming. Huntington (1993) has hypo-
thesized that there are a limited number of “civilizations” based on underlying
religious, language, and cultural divisions, which create what he calls civilizations. If
his analysis extends to culture as represented on television, then we might expect to
see the Chinese market broaden to a “Confucian” cultural influence area market, the
Arabic language market broaden to an Islamic market, and a Slavic-Orthodox mar-
ket emerging out of the former USSR and Eastern Europe (Huntington, 1993).

Government policymakers and some industry programmers have proceeded along
lines similar to Huntington’s analysis. In Europe, for example, the EEC has made an
assumption that “Beneath the surface diversity of languages, tastes and artistic styles,
there is a likeness, a kinship, a European dimension or identity based on a common
cultural heritage” (Commission of the European Communities, cited in Schlesinger,
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1991, p. 139). Some of the initial DBS (satellite) efforts to target all of Asia, like
Star TV, seem to have similar assumptions about a common culture underlying the
apparent diversity of Asian cultures.

Critics such as Schlesinger (1991) think that success for the EEC efforts is unlikely
because what they are attempting to define as “European” is in fact an uneasy geo-
graphical alliance of several very distinct language and cultural groups, such as the
English-speaking, the German-speaking, and the French-speaking groups which com-
prise both countries and subpopulations within other countries.

Geocultural markets are unified by language (even though different accents and
dialects may divide countries somewhat). However, they go beyond language to
include history, religion, ethnicity (in some cases), and culture in several senses:
shared identity, gestures, and nonverbal communication; what is considered funny
or serious or even sacred; clothing styles; living patterns; climate influences and
other relationships with the environment. Geocultural markets are often centered in
a geographic region, hence the tendency to call them regional markets, but they
have also been spread globally by colonization, slavery, and migration.

There are waves or creation of regional or geolinguistic cultures and effects on
local cultural identity from early recorded history (and before). They reflect a long
history of cultural development and hybridization within earlier empires before the
current European-dominated world system. These empires had very strong impacts,
often spreading religion and culture beyond the reach of any boundaries of con-
quest, as with the spread of Buddhism well beyond India into much of Asia, or with
the spread of Chinese customs through much of Asia. In a discussion of cultural
imperialism, several Asian graduate students once joked with the author that cur-
rent Western influence on Asia was nothing compared to earlier Chinese cultural
imperialism.

However, current geolinguistic cultures such as the Arab world or the widespread
Chinese population have formed in part in interaction with and reaction to the
Western culture spread by European colonization. The indigenous peoples of North
America were displaced by a primarily European civilization, although Mexico pro-
duced a mestizo or mixed ethnicity and culture of indigenous and European roots,
which has substantial impact on the US. In much of Latin America, a similarly
mixed or hybrid civilization arose from indigenous, European, and African cultures
and peoples (García Canclini, 1990).

These cultural similarities and common histories come together to define cultural
markets to which television responds. Populations defined by these kinds of charac-
teristics tend to seek out cultural products, like television programs or music, which
are most similar or proximate to them. Whereas some scholars used to fear that the
intrinsic attraction of US cultural products would result in “wall-to-wall Dallas”
around the world (Collins, 1986), it seems more likely that most audiences are really
looking for cultural proximity (Straubhaar, 1991), to see people and styles they
recognize, jokes that are funny without explanation, etc. To use another framework,
people acquire a cultural capital based on their experience, family background, and
education which enables them to understand things (Bourdieu, 1984). When con-
fronted with unfamiliar cultural products, people are likely to apply a cultural discount
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to them (Hoskins & Mirus, 1988), to reject them in favor of things that are more
familiar, more amusing, and more easily understood.

Regional Television Markets

Since the benchmark study of television flow by Nordenstreng and Varis in 1972,
more nations at virtually all levels of wealth are doing more of their own television
programming. Production technology costs are much lower, production groups of
experienced technicians and artists have been trained by now in most places (Santoro,
1990), and a number of low-cost program forms or genres have been developed,
such as talk, variety, live music, etc. Some countries which have slowed their film
production down, rapidly continue to produce quite a bit of television program-
ming. As ratings in many countries reflect, audiences usually tend to prefer local
programming when they can get it.

Major regional TV markets are developing in Spanish, Arabic, Chinese, Hindi,
English, and French. These are often called regional because they are focused around
a world region tied together by common language, culture, religion, and a history of
being colonized by the same country (usually Great Britain, France, or Spain).
Increasingly, though, these cultural markets extend beyond neighboring countries
to follow populations that have migrated throughout a larger region or even the
world. For instance, the Chinese audience is centered on China and nations near it
(Hong Kong, Singapore, and Taiwan) but extends slightly further away to Chinese
populations mixed in with others (Singapore, Malaysia) and even further to Chinese
speakers around the world. Such world-spanning populations are not so much
“regional” as they are defined by language and culture. They are reached and united
through a variety of new technologies: video, satellite television, and cable TV. For
instance, Turkish television is following Turkish guest workers into a number of
Western European countries by satellite – those people are a major and profitable
target of Turkish satellite television channels. Similarly, Arabs in Europe are a major
target for the MBC Arabic satellite channel.

National Forces

Concern with both globalization and cultural-linguistic regionalization should not
obscure the fact, that, as this chapter will demonstrate, television remains a primarily
national phenomenon. Most television is watched via national systems. States as diverse
as China and Brazil work to protect the national market for national broadcast televi-
sion. Many states in Asia (Chan, 1994; McDaniel, 1994) and the Mid-East (Boyd,
1993) specifically restrict international DBS. Others, like Brazil, focus on providing
incentives to national broadcasters to ensure their competitiveness (Straubhaar, 1991).

Further, unlike the situation observed in the early 1970s by Nordenstreng and
Varis (1974), much if not most of that television, particularly in the primetime
hours when most people watch, is produced at the national level (see table 37.1).
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However, much of this national programming is produced using regionalized or
globalized genres or formats, an interesting contradiction which echoes Robertson’s
idea that we are increasingly using globalized forms to produce the local (Robertson,
1995).

There are a number of crucial structural conditions which make national media
production more likely. These structural conditions enable national cultural produc-
ers to resist the contrasting advantages of global and regional producers. Some of
these are inherent to the size and type of economy in question, which are structural
conditions that limit or enable the state itself to act in regulating or structuring
media industries. Market size is a crucial boundary or limit to whether national
industry grows. Very few small countries produce a great deal of television, even in
Europe. Conversely, almost all large developing countries eventually become signific-
ant producers of television because the size of the market supports greater produc-
tion. Wealth of a market is also a crucial boundary. As noted for cultural-linguistic

Table 37.1 Percentage of nationally produced programming in primetime and total
broadcast day

1962 1972 1982 1991

Prime Total Prime Total Prime Total Prime Total

Asia
Japan 81% 92% 95% 90% 96% 95% 92% 94%
South Korea 73 76 80 79 89 87 89 86
Hong Kong 23 26 64 62 92 79 95 83
India 98 80 89 88 97 78

Latin Am.
Dominican R 38 45 33 55 21 32
Chile 63 65 54 52 58 48 58 44
Brazil 70 69 86 55 64 63 72 64
Colombia 65 77 81 75 83 66
Hispanic US 3 66 14 43 0 43
Mexico 63 56 68 62 58 57 46 67

Anglo US 99 98 98 98 98 93 98 99

Mid-East
Israel 63 69 72 71 67 57
Lebanon 66 60 46 38 37 34 34 24

Caribbean
Trinidad 26 24 46 42 31 18
Jamaica 17 30 30 29 37 20
Barbados 16 16 13 51 10 16

Note: This table is based on samples of one week of programming for each year, which was
categorized by expert coders from each country by genres and country or region or origin.
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markets above, it can compensate for market size, per se, if the market, like Japan,
Taiwan, or Hong Kong, is wealthy enough.

Some structural conditions are the result of interaction between global economic
forces and national governments. While the global market pushes for certain kinds
of commercial or financial structures (Herman & McChesney, 1997), the nation-
state can still make certain decisions about how media institutions or industries are
to be structured.

National commercial structure bounds or limits what kind of media products will
be produced. If commercial success in a market is imperative, the most commercially
successful program models will be adopted, local or foreign.

The national financial base likewise places boundaries around what kind of pro-
gramming will be produced. Reliance on advertising tends to constrain program-
ming options to those which are commercially successful – i.e., those that draw the
largest or most economically attractive audiences. Government finance tends to give
greater control over programming to government institutions and ruling political
parties. License fees, like in Britain or Japan, tend to insulate programming more
against both government and commercial pressures.

Competition among media in a national, regional, or global market may sponsor
creativity but also tends to disperse resources among a number of competitors.
Growth in national or regional television industries, particularly in their infancy, is
sometimes enhanced by limiting the number of competing stations or networks.

Government policies are crucial for shaping industries and enabling them to act
independently of foreign pressure, but style of government involvement may limit
industry growth. The state can be a media actor on its own. It can be a facilitating
or obstructive regulator and can create favorable conditions, such as subsidies for
construction, R&D, or other needs.

Other cultural industries can support or limit television industries. Television
draws heavily on the strength of related local cultural industries (film, music, theater,
recordings). If those are underdeveloped, too, that places another boundary to
television production.

Within the boundaries placed by these political economy structures, developments
tend to be nonlinear and hard to predict, but we do see patterns among the groups
of actors involved. The key groups of people involved are those involved in the man-
agement and direction of television, the entrepreneurs; those involved in the actual
program planning and production, the producers; and the receivers or audiences.

Producer behavior follows commercial imperatives but will tend to follow the
demands of the domestic market or audience when resources allow. Entrepreneurial
behavior likewise will tailor operations to the programming interests of domestic (or
regional or global) audiences and to domestic and foreign business needs and markets,
with considerable differentiation among larger markets/systems. National cultures
vary in their appeal to domestic audiences, although this tends to be a crucial local
advantage. National media’s ability to compete with foreign imports varies depend-
ing on homogeneity and acceptance of local culture.

Over time, the patterns of action and behavior by these kinds of actors tend to
stabilize and form culturally defined boundaries. Among industry professionals, those
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tend to take the form of “the way we do things here,” and among audiences, they
tend to take the form of preferences for certain kinds of programming. Theoretic-
ally, these are both forms of reflexive cultural structuring (Giddens, 1984) and
hybridization (García Canclini, 1995).

National Television Markets as “Imagined Communities”

Nations are “imagined political communities,” according to Anderson (1983, p. 15),
who says, “It is imagined because members of even the smallest nation will never
know most of their fellow-members, meet them, or even hear of them, yet in the
minds of each lives the image of their communion.” Similarly, other levels of com-
munity can also be imagined: globe-spanning views of a rock-music youth culture,
geolinguistic identification with Chinese culture even if one lives in Montreal, civil-
izations, à la Huntington, in which one’s identity as Christian or Muslim may be
more important than being Guatemalan or Indonesian, membership in a tribe which
lives in a remote place in the Amazon barely aware of the other levels, including the
“nations” of Brazil or Venezuela whose borders they might routinely cross. Anderson
agrees that all levels of community larger than the village of face-to-face contact are
imagined (1983, p. 15), and Tomlinson observes that “all cultural identities – be
they national, regional, local – are, in one way, of the same order. They are all
representations of belonging. . . . Where people think beyond the immediate pres-
ence of others, which is today almost everywhere, they ‘imagine a community’ to
which they belong” (1991, p. 81).

Tomlinson (1991, pp. 81–2) notes that for Anderson, imagining a national com-
munity comes only with modernity, with the technological and economic changes
that lead traditional people to be contacted by outside forces. For Anderson, the
essential modernizing medium has been the national newspaper. Schlesinger (1987)
criticizes Anderson, in fact, for not seeing that broadcast media easily flow across
borders, leading to less clearly national “imagined communities.”

National Television Production

Television genres have developed remarkably over the last 20 to 30 years, however.
For example, a number of people have remarked on the changes the soap opera/
serial/telenovela has experienced over time and the variety of forms it has taken in
various settings (Allen, 1995). More importantly, in some ways, is that a number of
very low-cost genres have evolved which can be produced almost anywhere with the
simplest and cheapest of equipment: news, talk, variety, live music, and games. More
and more nations are producing an increasing proportion of their own programming
using such genres. Table 37.1 shows that a significant number of countries are
doing over half of their own programming, both in the total broadcast day and
during primetime, where audience viewing is concentrated and the most popular
programs are usually placed.
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Conclusions

Current formulations of globalization show less economic reductionism, less tendency
to assume a monolithic and homogenizing globalization, more awareness that there
is an active interplay between global, national, and local (Friedman, 1994; Robertson,
1995). Recent work more often recognizes the existence of separate layers of global,
supranational/regional, national, subnational/regional, and local (Featherstone &
Lash, 1995; Pieterse, 1995). Robertson (1995) asserts, with some logic and evid-
ence, that most of the cultures we now think of as national or local have been
touched and often partially shaped over the centuries by contact with other cultures
at “national,” regional, and global levels. He argues that there is a certain pattern
now of what we expect national and local cultures to look like that is an aspect of
what he calls glocalization. We can extend that same analysis to geolinguistic or
cultural-linguistic regions. Certainly in television production, there is good evidence
that regional productions of major genres are influenced by global developments in
those genres, such as the global evolution of the soap opera, in which global, regional,
and national experiences interplay.

One of the strengths of the new globalization theorization is that it is more
historically nuanced than much of the cultural imperialism debate. As Tomlinson
(1991) pointed out, the cultural imperialism debate was often primarily concerned
with the current geographic or spatial spread of media exports, which sometimes
had the effect of neglecting complex histories of development prior to the advent of
the medium under discussion. Tomlinson and others (Featherstone & Lash, 1995;
Pieterse, 1995; Robertson, 1995) observe that it is necessary to add a historical
dimension, which has been manifested as an analysis of modernity as part of global-
ization and vice versa. This chapter also places that historical dimension for cultures
as a tendency to hybridity between global and other outside elements and the local
or national. Theoretically, this makes it easier to see how countries may have very
distinct developments of certain kinds of “modern” television genres, like the soap
opera or the variety show. Even more basically, it helps us understand that a com-
mercial network employing modern advertising and cultivating audiences as consumers
may be operating within a distinct capitalist modernity of their own.

The media imperialism and cultural synchronization theories assumed an epochal
change in the power of media to affect cultures. Earlier generations of anthropologists
had seen change in cultures from contact with other cultures as constant and normal.
Friedman (1994), for example, documents a long history of empires, migrations,
and other strong forms of contact leading to cultural change. Current globalization
theorists seem to be reverting more to this mode of thinking, seeing mass media as
one recent wave in a very long series of cultural interactions on a global or nearly
global scale (Friedman, 1994; Robertson, 1995).

Overall, within an increasingly internationalized world of television, we find a
fairly compelling argument for looking at global, regional, and national levels fairly
equally. Much of the change from the 1970s to the 1990s has been the development
of more national production by almost all countries. However, in several regions,
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particularly Latin America and the Arab world, regional trade in television has grown
rapidly as well. Now the new technologies of cable and satellite television present a
new level of globalization, simultaneous global exposure to some channels delivered
by satellite. These media also present an equal if not larger opportunity for a new
level of regionalization, channels targeted at geolinguistic groups across national
borders. Both these new global and new regional channels will have an impact on
nation-states’s sovereignty and control, but perhaps no more than earlier waves of
cultural change that preceded most of the current nation-states and will be absorbed
by local cultures in much the same way.

The analysis of globalization can be strengthened by theorizing it in terms of
structuration (Giddens, 1984). Structuration helps clarify the role of various institu-
tional and cultural structures in refashioning the boundaries of possibility for various
cultural producers, in some cases expanding them, in others imposing severe limits.
Some early, even premodern, forces, such as colonization, migration, and racial and
cultural hybridization, have created social structures that still define boundaries of
cultural production. At the current global level, cultural production boundaries are
being most powerfully changed by the expansion of capitalist market economy forms
into almost all nations. This places limits on certain forms of culture while enabling
social actors to create others. Institutional and cultural forms of modernity tend to
accompany capitalist globalization, but have their own logic. (This century has seen
influential forms of socialist modernization and public or governmental/institutional
modernization, as well.) Migration, driven by political and economic forces, also is
powerful in redrawing social and cultural boundaries.

Regional and national structures can and do sometimes counter certain forces
of globalization. Linguistic and cultural borders dating to both ancient and recent
empires define supranational markets which are either an aspect of or a competitor
of global actors and markets, depending on just how broadly one defines globalization.
Perhaps most importantly, nation-states still have the power to define crucial struc-
tures for media production. States employ political power, define aspects of cultures,
license broadcasters, create market incentives, limit imports through quotas, and
counteract global actors who wish to penetrate national cultural space.
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