Cultural influences on communication
Week 1

Culture as a national identity: where peoples culture is related to their nation citizenship
Culture as historical and evolutionary: ie: look at ancient China, they have so much culture ( sees it as a product! Can also be looked at the antithesis of modern civilisation 

Culture as a social, reproduced & learnt practice: can you move away from national boundaries? This is looking at culture in different contexts: as a social practice ( this means you get into routines of doing things. You are taught by certain people, you imitate people ( it becomes part of u and all of a sudden you embody this culture!

· What is culture?
We are constantly being socialised. The term ‘noble savage’ is relevant because it shows the evolution of our society – is this how we are meant to be (re: colonialism)? Is it part of human nature to destroy entire other civilisations? Then it turned around from destroying them to putting them on a pedestal – a “noble savage” that acts as a live museum of our evolution – how we used to be before modernisation took us over. 
What does it mean to be human? Are we a product of nature or culture? Feral children serve a great opportunity to study this. They don’t know how to communicate so we can’t fully know how they survived. 
· Where does nature end and culture begin? Are they mutually exclusive categories?

The scientific approach: Levi Strauss (1969) (French Ethnologist & father of modern anthropology) 
Live laboratories with feral children. Common observation: language, cuisine, habits, social interaction

· Social organisation makes us human: In the end, the social organisation makes us human – it’s about the interaction, the social inclusion

· Biological being vs a social animal: It’s not something we are born with, it’s something which we learn – At some point, these learned practices become engrained and becomes part of your culture. 

· Hereditary vs cultural: The underlying patterns of social life: “social life is about transforming human action”
Structuralism: to identify the boundaries that structure and shape you

Existential: there are no boundaries, after all society is a social construct so why should man be free-flowing?

Evolutionary: The other cultures have to catch up – the primitive to modernisation continuum
Leftist: ie: cultural imperialism – who has the power? 

“Culture is not merely juxtaposed to life nor superimposed upon it, but in one way serves as a substitute for life, and in the other, uses and transforms it, to bring about the synthesis of a new order”  (Levi-Strauss, 1969, p.4)

“Whenever there are rules we know for certain that the cultural stage has been reached. Likewise, it is easy to recognize universality as the criterion of nature…” (Levi-Strauss, 1969, p.8)
Thus, culture is –not- out there but instead is “underlying patterns of social life”. Social life is about transforming human action. 

Where does nature end and culture begin? Strauss approached this with feral children by:

· observe them at the start…pure with little environmental influence 

· pay attention to rules; absence of rules

· universality as criterion of nature vs. particular and relative as a criterion of culture

· Codes of conduct: language, social institutions, morality, religion, etc

John Dewey: an education reformer and American philosopher – school is a place for learning but not the most dominant place ( in fact it’s one of the most insignificant: we learn more amongst ourselves, internships, what we do outside the classroom, how we engage with people, relationships, family etc – that’s what makes who we are! At uni, we just acquire information to get a ticket to compete in a particular career path.  That’s why you are ALWAYS learning and Dewey’s rule was to reignite that and make it much larger. 
· How is culture transmitted across time and space?
Dewy viewed education as a tool of cultural transmission: Culture doesn’t automatically transmit itself. As parents you constantly re-evaluate what you want your children to be like. However there are certain things that are universal (ie: say thank u, say sorry). The universals are important because you want to be a member of multiple communities ( we all want to belong. 
Society exists through a process of transmission. Transmission happens through social learning. What is transmitted is that which is common. In order for it to be common, there has to be a certain amount of consensus – at some point people agreed that if you hit someone you have to say sorry! Somewhere sometime people agreed that that’s what you should do when you hit someone. 
There are certain communication modes which become culturally specific (ie: cracking a joke to break the ice)

How do cultures evolve? For that it needs to be taught and it gets twisted ( doesn’t mean it’s progressive or better, it’s just different! (ie: the hippie culture of the 60s and now)
· What is the role of multiple cultures in the contemporary workplace? 
Why is it relevant for a business to address cultures? Businesses are getting global – they still have to follow policies in other countries (ie: working conditions, taxes) – they have to subscribe to these! It’s a dialectic between this and the country wanting the company there to generate jobs etc. 
Culture boundaries are not synonymous with national boundaries because culture is something that we pick up primarily with media. We are so exposed to other cultures and have memberships in multiple groups who can play multiple identities. 
Globalisation of business practices – Phillips & Sachmann, 2002
1. International alliances – networks and partnerships, mergers (NAFTA, EU etc) It started off as something economic but now it’s very political – if we integrate economics does culture unify automatically? If you have economic interests then you tend to try to push on your policies ( who is gonna win? These practices have to then become standardised

2. Interdependencies – ie: technically China owns the US since they have so much debt. China has bought so much of the US currency they practically own it. But china can’t tell them what to do because they need the US to buy their products. 
3. Rise of distant work (ie: importing nurses from the Philippines) and virtual teams – digital labour 

New Connections, New Cultures, New relationships

China-Africa: Trade between China and African nations jumped 39% to $32.17bn (£18bn) in the first 10 months of last year in petroleum-oil 
India-Germany: In March 2008, India’s Tata Consultancy Service (TCS) Ltd and Nokia Siemens Networks entered into a multimillion-euro agreement to jointly research and develop telecom products at Nokia Siemens’ Dusseldorf centre in Germany. 
Japan-Australia: Australia-Japan trade still blossoms after 50 years, went from “tyranny of distance” to “power of proximity”
Different places have different business practices! Ie: in India you don’t evaluate the superior – different understandings of what constitutes as a good business meeting. 
Factors influencing group distinctiveness are:
1. Prestige

2. Inter group competition

3. Common history

4. Proximity

5. Shared goals / threats

6. Obvious distinctions – race, skin colour, language, religion

Simultaneous memberships in cultural groups vs one culture – one identity (ie: do people go out of their way to prove they’re not just black? Eg by playing golf)
Sub-organisational cultures form according to: Function / Nationality / Ethnicity / Gender / Role / Location / Work group / Tenure / Hierarchy
Week 2

Resigner & Turner: 

What are some cultural differences between Japanese and Australian tourists?

Japan is a much more collectivist (care more about the well-being of the group) and high-context culture, whereas Australia is more individualistic and low-context.
What is the challenge for tourism marketers in such a scenario?

To put communication practices in this context, there are many fundamental differences between the cultures. With the reception of Japanese tourists, you have to take into consideration the general values to make them feel comfortable in your society as a tourist. 
What are critical dimensions of culture mentioned in the article? 

What are some factors influencing Japanese holiday experiences?

What are some culture-oriented marketing strategies for Australia?

Dress code (to show they’re serious about their job), hierarchical society (so when theres a problem, get the manager to deal with it not just anybody), masculinity paramount over femininity. 
Why do nations brand themselves? 
They really have to survive. A lot of economies survive on the need to sell itself, attract audiences. Economies have changed ( rise of the substantial middle class where the habit of travel has become more endemic. The convention of work vs play is more diffused because sometimes you travel for work. 
So how does this get manifested in terms of visual elements? Logos! They are very important & can: 
· Recreate an identity

· Reassert their identity

· Reassure stability (eg: Turkey, Rwanda)
· New countries of the world since 1990

· 15 new countries became independent with the fall of the Soviet Union since 1991

· Yugoslavia dissolved early in 1990 into five independent countries
· 12 countries became independent through other means

· “it’s a way for us not to think about all the difficulties, the conflicts, the killings, the economic crisis. Yes we’re in bad shape, but if we can make the biggest taco in the world…” [NYT]
Eg: Live Aid. But (despite good intentions) this started to brand Africa as an entire continent of poverty / famine ( got trapped in it! It gave a disservice in the long term (ironically) to Africa. So Africa had to re-invent itself. 
Cultural tourism in Kenya article (Ondimu)
What is the significance of heritage in tourism?

It shows how a nation collectively values their cultural identity. 
What are the motivations for tourists to visit such sites?

People want to see the past too. They want to see something special (eg: Christ the redeemer, wall of China), curiosity and OFC the media
How far do the media influence tourist motivations? 

They really brand that place (eg: james bond tourism). They may portray it negatively too so nobody wants to go there. Media can either break it or make it. 
How can media help in broadening the scope of heritage and cultural tourism?

What are the implications of media images of a site with respect to its authenticity?
· Reasserting identity?

· Ethnicity as a resource of empowerment OR exploitation? – sometimes you create a fake past (eg: one community makes dolls, one makes pottery – this is created for tourists so you can have the image of these specialised villages etc). There is a tradeoff involved in this. 
· Gusii community – development model

· Cultural heritage elements:

· Traditional handcraft / homestead / political songs

· Religious / nature based

Chambers article: 
How does Chambers describe present-day tourists and future tourists?
So far tourism has been considered as an individual activity, for people seeking new experiences. What we are doing with the tourism industry is marketing the aspect for those who are looking for something new and thus come up with a lot of inauthentic experiences. Tourists in the future are going to be searching for more authentic / real experiences, trends will be set by experienced travellers – leading to meaningful / experiential tourism. They want to see the nitty gritty, the everyday life and not be cut off from the real culture of that destination.
What are some factors contributing to the growth of tourism?

More disposable income. The media are also important because it’s tourism 2.0 ( there is a new trend of deciding who goes where. The growing popularity of the internet allows people to see other peoples individual, authentic personal experiences (eg through blogs, facebook) and make decisions based on that.  
What are his comments on the authenticity of cultural representations?

What is the significance of authentic representations of culture?

What are some future trends for domestic tourism? Domestic tourism is on the rise, people don’t have that much money and they need to experience their country. 

What are some future trends for urban tourism? If there is a growth of culture then how does it effect urban tourism? Leisure parks, theme parks, mega-malls. People still want safety and dependability so there will still be tourists for this. Its still gonna grow but it can lead to an integrated experience (eg: shopping mall has a hotel in it).
What are the implcations of tourism for the hospitality industry?

Describe his 3 future scenarios

1. Everything is the way it is: the tourism marketing / ministry are still selling you the fake inauthentic experience but label it as the real one. 
2. There is individual change and people actually consciously make a change towards their travel behaviour and patterns (eg: really backpacking instead of flying)
3. Organisations (especially NPO like UNESCO) become more important in the marketing of tourism to create the authentic experience 
Authenticity to significance

1. Nation: Geographic / Economic / Political (eg mexico: proximity to USA, NAFTA, Immigration)
2. Place: Cultural / Environmental (food, language, entertainment)
3. Space: Meaningful / Experiential (??)
Those are the steps people were to experience in order. This is a contemporary phenomenon that shouldn’t be ignored. If we are gonna become more urbanised we will become nostalgic for nature, something simple, natural; non-technological environments (step 2). Because when we go travelling we want something different from the norm (step 3). That’s why there’s a rise of volunteer tourism too. 
Old perceptions:
· Cultural superiority over the toured

· Developed vs developing countries
· Exoticised other

New perceptions: 

· Self improvement and understanding of interconnections between peoples and cultures

· Emerging market demographic

· Rejecting package tours and mass tourism (but some people love the package tours! So keep in mind who you are packaging it for ( know your target audience! Don’t stereotype!)

Possible outcomes:
1. The appearance of change: the tourism industry gives the impression that these new tourists’ needs are being satisfied, without really satisfying them

2. Individual change: put their money where their consciences lie (eg with volunteer tourism)
3. Structural change: International organisational support of sustainable tourism initiatives (often happens when UNESCO judge places as historical sites. A lot of communities don’t have the resources to protect their history) 
Reisinger & Turner: (Australian tourism from japan) 
·  They put the people and the place as one ( very national-centric. In one way it plays up the stereotypes (eg: japs are high-context ( a cheat-sheet how to interact with Japanese people) 
· Sees tourism as a product and shows how you sell it to different groups. This allows us to get more engaged with the idea of cultural packaging ( a more classic way of approaching tourism = stereotyping cultures to market them.  When you package a culture you’re exploiting itself to survive. Then it falls into the trap.

Edward Hall: Culture types (high vs low context types)
Typology of cultural tourism
1. Heritage tourism – classic kind, role of museums / place of beauty / tangible vs intangible 
· Classic to contemporary: the 7 wonders of the world were created by the West. The whole concept was “this is the finest cultural products that man could possibly make” – but who makes that decision? That’s why they made the new 7 wonders of the world competition where people could vote online / offline for which they thought would be the best new 7 wonders of the world. 

2. Urban [renewal] tourism
· Sometimes people don’t have the historical capital (like beauty / meaning) so they have to create it for themselves. 

· Eg: “Reality tourism”: tenderloin in San Fran – come and experience the danger of the ghetto “We offer a kind of grittiness you can’t find much anymore” 
3. Experiential tourism 
· Package / event driven; the Disneyland experience (a packaged fantasy) 

Other types: religious, fantasy, media, indigenous, dark , media etc. 
Media tourism: the rise of new markets because of how they’re portrayed in the media (EG: Manhattan, James Bond package tours for people who make meaning from the different places he’s acted in his movies). Now it’s very typical to tie movies into other industries. When you are packaging culture you need to sustain the interest in people’s lives and infiltrate them (eg: merchandising, transfer from low to high culture – bring all the different demographics together in a creative way) 
I’m not a tourist: 
Media pilgrimages: physical journeys to locations from the media ( symbolic jounreys between the ‘ordinary world’ and the ‘media world’ ( they invent ways in how we experience passion. Social media is so important because it helps sustain passion. The line between marketing and culture has become blurred through: travel tour podcasts, blogs, message boards, social network sites. 
What do tourists want?
· Entertainment 

· Predictability

· Check slides
Categorising tourists: explorer, drifter, elite, offbeat, unusual, recreational, diversionary, experiential etc 
Dark tourism: The temporary visitation of people to formal or informal visitor attractions, sites or exhibitions which offer presentation and interpretation of death and associated suffering as as their raison d’etre (the reason of being). EG:
· Dark fun factories – jack the ripper tours

· Dark Exhibitions – Ground Zero exhibits

· Disaster sites - Pompeii, Chernobyl etc 
· Camps of genocide - Concentration camps

· Gravesites – les catacombs de Paris 

Basically they are selling the suffering of people. 

Week 3 – Humour in Advertising 
Humour is the most fascinating form of communication because it’s so inessential / unnecessary ( it doesn’t help our species survive! But humour is global and crosses cultures. It marks society and human species. 
Situated meanings (Gee, 2005)

· Words = singular and stable meaning? NO! They are arbitrary and can have many meanings. We create associations and that’s how languages form.

· We are amateur scientists: we create patterns and theories associated with words daily
· Cultural models are “rough and ready explanations” of patterns

· Situated meanings as assemblies

· Different contexts invite different assemblies – ie “apple” in the supermarket and mac store mean something different
· People use certain patterns to tie words to specific items. This is important because this is part of unconscious recognition, where they recognise these parts without giving it serious thought. Each word has its own situated meaning within it. 
· Meanings are multiple, flexible and tied to culture 

· Situated meanings are assembled out of diverse features, on the spot

· Assembling of words can be predictable due to routine of repeated responses unless novel context makes you reassemble the meaning

· Patterns important to human thinking follow “goldilocks” principle 

Situated meanings: bottom-up action and reflection with which the learner engages the world, + guidance of cultural models or theories the learner is experiencing. 
In order to be funny, you need stable associations – humour feeds on stability! Eg: to understand the Heineken instead of the watercooller ad, you have to understand watercooller culture. With the post-it ad, you have to understand how people don’t remember names during one-night-stands.
Cultural models: 

Eg: with the post-it ad, they expanded the cultural model by saying u can take post-its home and use them for more than just what you would at the office. 
· Rough and ready explanation

· Storyline connected to the word

· A “theory” about things shared by a community – the community MUST know wtf is going on otherwise the humour will be lost on them.
· Getting schooled in certain ways of understanding words… this does not mean that this is the only way to understand these words. – people will educate you by what makes it funny then you will get the cultural model

· People are always looking for cultural models that are fresh enough to change and for niche markets

An eternal battle: Universal vs the particular
1. What Claude Levi-Strauss is to culture, Ferdinand Saussure is to language (eg: Strauss reminded us that culture is not engrained but it’s learned)

2. Structuralism as the underlying patterns of thought in all forms of human activity

3. Applying sociolinguistics to culture – eg: when words like “wtf, omg, lol” become part of everyday speech and when ur parents start saying it, then it’s part of the culture
4. Shift from signs as a unit of analysis (inate) to systems of meaning (relational)

5. Langue (language as a system of signs) vs parole (personal speech in context acts)
6. If culture is a particular then nature is the universal (eg: moving your hand away from fire) 

	Universal
	Particular

	Natural
	Culture

	Generalisations
	Situatedness

	Language as a system of signs
	Parole

	
	

	
	


Playing with words
Jacobson – what’s more fascinating about language is when oyu play with words because when u do this you really communicate. 
· “I like Ike” (Ike = Eisenhower) – its catchy, memorable and ppl can quickly adopt it – can sell it!
· We said “cash”, not “ash!” – about the Iceland banks going bankrupt then Eyafajajokull erupting
· Who’s your paddy now? 
Beard (2005)
“Be serious and dignified but active and lively. Leave wit however good it may be, entirely aside” (Rowell, 1888)

“People do not buy from clowns” (Hopkins, 1905)

· Perception of audience – These quotes were from advertising books – they thought this was disrespectful to the consumers because they’re serious-minded. Why? Because it had to do with spending money and that’s a serious thing! 
· Perception of advertising – felt the role of advertising was to educate people, give them reasons why ( all about the hard sell ( but now they’re the last people you’d trust to educate you about the product because they’re trying to sell it. 
· Perception of humour - if u use humour it’s crass, vulgar and for the low classes
To get attention you need to engage people! 
· In the 20s – 40s emotional and entertainment and non-rational, consumer-focused, low-brow

· In the 50s and 60s – USP and creative revolt ( unique selling proposition 
· 70s – 80s: back to basics

· 90s – now: aggressive humour 

· Theres an increasing middle-class and you have to anticipate the needs of the country
· You have to sometimes be careful with jokes (ie: 9/11 – when is it good to joke about it)

· Humour is interesting because it helps make a connection with the audience and they would feel more comfortable about the brand and be more inclined to buy its product

Hard sell vs soft sell: 

Hard sell: more direct – buy it now

Soft sell: more subtle ( soft sell works better with humour 
So what makes us laugh?
Is humour transferable to different contexts? 

Do advertising agencies have to use “local” humour to engage their “local” consumers?

Is there a “universal” humour?

Principles of humour (Alden, Hoyer & Lee, 1993)

	Universals
	Particulars

	Incongruity as central (eg: post-it and one night stand)
	Actual message content reflects culture vs underlying structures

	
	


· Power/distance: people relate ads to the power distance
· Possible / Impossible

· Actual / not real

· Intended / Unintended 
Humour now becomes an essential thing because people want to be entertained, they don’t really know / care what the product is. It’s how to get attention. It’s capitalising on the google culture where people are intrigued enough for them to investigate what it is.  
Humour increases the ability of the audience to recall the brand / ad. Its more catchy, attractive and modern. The driving theme is incongruence. In every advertising campaign there’s some form of incongruency (which means something out of the order). Ie: “fiction” showing the impossible. 

Reick’s System of humour: 
1. comparison – really popular 
2. personification (eg: when bears act like people, chairs talk etc) 
3. exaggeration (eg: dog digging into the road)

4. Pun (eg: Absolut ad from Citizen Kane) 

5. Sarcasm / Irony (eg: Johnny Walked with a dude in a wheelchair from Johnnie walker)

6. Silliness (eg: Ocean spray cranberry bog in Manhattan – this taps into the perception of city culture where there’s a certain condescension toward the rural scape but on the other hand people trust rural people – ocean spray tapped into this psychology)

7. Surprise (eg: Art of war ad)
People warm up to corporations when they create a character that they can relate to / trust
Along the dimensions of the countries, there were variations along the cultural models: collectivist, individualist, high power distance (eg: between men / women, boss / subordinate). 
In the end they pose questions about researchers to look at the efficiency of incongruity whether it has beneficial or negative effects. The article was more descriptive. Resolution: connected to incongruity. It’s more effective if you put a contrast in an ad and resolve it compared to just put the contrast – eg: Heineken walk-in fridge ad! 
Week 4

Should new products be more: efficient? Simpler? Smaller? ( not really necessary (ie: mactini) 

People are willing to deal with complexity because theres a reason that its complex. It’s worth the investment in the long term.

“If we were to follow Norman’s prescription, our designs would all be usable – but they would also be ugly!” Products are emotional and playful ( if it were the case we’d just have one product the most useful. 
Eg: teapots – there’s a point when innovation doesn’t happen anymore because people are content with the status quo – the round shape is nice and homely etc.  Some teapots can symbolise intelligence (ie: just for a conversation piece), some symbolise culture, art etc. people are going to invest in that because it makes them different. 
Tents: party tents show that they’re for events / functions because they’re open.
Army tents show this because of the colour (ie: camo/green colour). 
Donner & mobiles
Instrumental or utlaitarian motvations: information, mobility, productivity, constant connectivity
Intrinsic motivations: status-social signal, entertainment, joy of early adoption and play, security and control
Contexts: personal and business
Factors: 

· Convenient (work-family-etc)
· Intrinsic (style, happiness, social status, feels good / happiness)
· Indispensible (security, essential, convenience, have to get it, no longer a choice)
· Productive (transformed work, lifestyle, concrete, practical) 
Missed call culture vs SMS culture
In Norway, they are an SMS culture with 25 million sent per day. In Rwanda since they cant really afford it, they have a “missed call” culture where a certain number of missed calls can mean different things (ie: 2 missed calls means I’m coming home for dinner etc). 

SMS culture: it#s a deliberate thing and it’s also part of a culture that’s interestined in differentiating itself from adult culture. Ie: notification: visibility, vibrate, auditory- there is a vibrate mode because the technology is part of a culture where larger rules dictate it. You are often placed in multiple context and your behaviour will change to subserve to the larger rules. 
“users modify technologies for their own purposes”
Sometimes packaging itself can get the product attention (eg: smint box!)

Need vs Want: fads / inane products (eg: tamagochi) they have a short life-span but an explosive one ( with light sabers you are paying the company to advertise them! 
Products as icons – Fixke (1989) – Understanding popular culture
Levi-Strauss (1853 bavarian founder – SF)

1920s: overalls (cowboys, lumberjacks, railroad workers)

30s: cowboy-dude ranch craze

40s: defense

50s: youth subcultures (skinheads, rockers)

1970s: stonewash

90s: labor rights, strikes, ethical practices

2002: walmart partnership

Product types:
1. Utilitarian driven

2. Aesthetic driven

Norman article: 

Difference between mapping and feedback: mapping is the blueprint of the relationship between the action and the outcome whereas feedback is the actual response.
For next week proposal:

Talk about culture in general, then design / spaces, research in general etc…. don’t just compare. It’s a literature review. It must be academic. Then you have to think of an existing neighbourhood where something just doesn’t work. Then interview people. Then give real life recommendations. 
Week 5- understanding the cultures of space

Use of metaphors (Arora, 2011)

Important concepts: 7 important points from Kunzmann. Then Arora – internet leisure communities are our real life parks! From van Lengen, she talks about media and sound bubbles – listening to your ipod on the train ( isolation from society, moving towards individual cultures so we are all in these media created bubbles. Also the sound lounge and the mix house so find out what they do or are aiming to do. 

· Architecting spaces – we constantly need to give something shape because that’s the only way we can grasp them
· Carry over of practices

· Capitalising on long histories of spatial communication 

· Design of space: space is a product too! 

Shared conceptualisations: Spaces as products
1. Utilitarian driven: Road vs highway?: 

a. Affordances? Highways allow you to go faster, they enable you to skip congested areas, speed is the very essence of the highway, no traffic lights… on a road there is a lot of potential spaces for you to stop. Constraints? To get to where you want you always have to get off the highway and onto a road. Mappings? 
b. Creation of a new culture? Social, economic and environmental effects – highways gave birth to the phenomena of suburbia! You could have a middle-class family having a proper home and commuting to the city. Highways were originally created for the military but it opened up to other possibilities and was embraced by the common man. This led to political effects where we are now very much dependent on oil (oil culture). 
c. Technology shapes space: how do we moderate it? If people just keep going around space so it needs to be controlled. Across the world, traffic lights are universal ( certain colours effect us: red makes you stand back, green is encouraging etc. What about honking? In some cultures it happens a lot and in others it almost never happens. So honking itself is sort of a communicating act.
d. Regulation and ownership: traffic lights

e. The modernman model: “Premise of shared space is that people pay more attention when they’re not distracted by ‘highway clutter’”. We have to co-exist with the spaces – we will live there because we WANT to, not because we HAVE to! For example if we see a sign saying beware of children or if we see children playing on the road, we’re more likely to slow down for the actual children. This is different across cultures. 
2. Aesthetic approach to space: there’s a very short side of thinking to ghettos. They couldn’t move the poor people outside of the cities so they zoned them off. We’re not talking about using the space for high-rises, it was more about keeping the poor separated! 
a. Miller (1988): Social housing: a study on the London council estate where they were transforming “alienable goods to inalienable culture”. People wanted to take over the spaces and make it theirs but those who are stuck in these council estates were still personalising their spaces. They painted it etc. so people became much more sophisticated but not out of the goodness of their heart. These had negative effects in society: people saw it as a really bad area and the real-estate prices went down. It brings down property across that area – also in the neighbouring zones! Then you’re writing off tremendous amounts of space just for this one block. That’s bad for the whole economy! Also it’s aesthetically displeasing.
b. Tim Williams report (2010): “but this is my message: no more disconnected housing, depressing towns, tower blocks without a sense of place or nightmare estates. We weant to make a living place here which is mixed – people of all sorts, types and classes”.
c. Graffiti: this creates a sense of ownership of a public space, privatises it. 
3. Contextual approach to space: does the prison fit the crime? 
a. The panopticon model: Jeremy Bentham (1785) – the emergence of the prison as the form of punishment in the 19th and 18th century. There was a dark tower in the middle with the cells surrounding it, so you don’t know if you’re being watched all the time or not but you feel like you’re being watched! So people felt that they were being controlled. Were able to manage prisons with fewer staff – “as long as people think they are being regulated they will behave like they are”.

b. A school space: this has much in common with a prison space. You know your sentence, it’s mandatory, there are “wardens” (teachers) who dictate you how to behave and when you are going to do certain things. Pink Floyd’s ‘another brick in the wall’ was too close to the truth! 
c. Foucault (1975): we can predict how we behave because institutions can control people! Theres a reason for the structure of spaces. It is reinforced that this is the natural way of going about it if you see everyone else doing it this way! There is a disciplinary structure:
i. Cellular: Spatial distribution of bodies

ii. Organic: making actions within these spaces seem “natural” to the individual

iii. Genetic: controlling the evolution over time of the activities of the bodies

iv. Combinatory: allowing for collectivity of bodies into a single massive force

d. Does this mean that we have no agency? On the contrary, the prison in the Philippines that trains the inmates in dancing proves otherwise! People can also shape the spaces they are confined to. 
e. Real vs virtual: who controls the net? ICANN? You? YouTube is the fastest growing website and gets money from advertising. Similar to tobacco companies? YouTube can give birth to stars like Bieber and that 12 yo dude who played gaga on the piano.
4. Play approach to space: eg: the piano on the stairs in the Odenplan subway in Stockholm ( this emerged from the problem of obesity so they wanted people to take the stairs instead. Or patch adams who wanted hospitals to be fun. This translated to cyberspace too, where YouTube made the egg timer fun / Farmville
5. Value based approach to space: people give value to a space (eg: James Bond tourism, LOTR etc). the space is kept because of the value given by media (eg: slumdog millionaire)
Culture, creativity and spatial planning (Kunzmann, 2004)
The theoretical framework: (these impact each other and vice versa! Ie: culture sharpens the image of a city but also the image of a city sharpens the culture!)
· Culture and image: culture sharpens the images of a city – Liverpool (2008) as the European capital of culture “culture is the main image of city promotional campaigns” 
· Culture and identity: culture strengthens the identity of a city – Rotterdam (2001 ECC) Amsterdam to party, Den Haag to live, Rotterdam to work” – Rotterdam shifted its identity from this. Now it’s known for the architecture – they don’t have the same zoning laws as Amsterdam! Also a festival city. 
· Culture and space: culture enhances the value of locations

· Culture and entertainment: culture entertains
· Culture and education: culture educates
· Culture and creativity: culture boosts creativity
· Culture and economy: culture contributes to local economic development and creates jobs – Bruges (2002 ECC) Europe as a cultural Disneyland: “holy blood, church of our lady, Michelangelo’s Madonna and Child” – feels like you’re compelled to live up to it!
Pay close attention to Kunzmann’s framework!! 

Aesthetic trends in cypberspace

· Finding style and “voice” in the blogosphere

· Trends in web design: simpler, conforming formats, a difference between teens and older techies. 

· Like with a house, most people don’t want to build it from scratch. They want a certain point of customisability but that’s it! It’s the same with blogs / websites
Van Lengen (2010) Auditory culture

· Public space and democracy; sound bubbles vs green amphitheatres

· Portable instruments privatise public space – but people still need to share sound!! – we are compelled to share that’s why these social network sites are so popular
· Disengagement and its consequences on school & family life
Week 6

Week 7: Language and culture
A language dies when a group / community decide to no longer practice that language. When the last person who speaks this language dies, then the language dies with them. 

Why do languages die? 
Over time: One dominant reason is assimilation. People who move over the globe one generation after the other, you start to assimilate because you become bilingual, and your heritage language takes a backseat to that of the dominant one. We want to feel part of a group which is why we speak the dominant language (you don’t want to be a sub/counter culture!)

External setting: language creates a sense of community / bonding. If you weaken a community they are no longer able to protest / backlash. Culture and language are very intertwined. If you are out of your country for a  long time (eg: thinking / dreaming in English) and you fear that you will lose your language.
Speech behaviour: Part of it is practice. People will practice it at different times (ie: you talk English at the uni, but speak portuguse at home with your mum, and Dutch with your friends). Thus, languages are based on context. There are rules in society as well that say which is the dominant language. Maybe your parents are speaking English to you because they don’t want you to be at a disadvantage so their language is also forgotten!
Structural change: sometimes there are official policies about which is gonna be the official language and which isn’t. in the EU they have demarcated what constitutes as official and non-official European languages. This will change how schools provide text and written materials – it comes with a whole host of other support mechanisms so you come to think one language is more important than the other because of the institutions using them. 

What if millions speak the language? Is it safe from extinction? It depends on how they view their own language (eg: Yoruba – 20 million speak it!). It’s something where people themselves give up themselves because (for example) it may not perhaps be an advantage to the child. 
1. Logistics
Surveying language

It’s super mega hard to do this! There are 2000 – 7000 languages. That’s crazy! It’s not even close. 
· It’s hard to measure – empirical challenge

· Language vs dialects – what counts as a language? (eg: Flemish!)
· Depends on how many people speak the language?

· Same language, different name? (in the tribes, there are many different languages in those – or so it may seem! Maybe it’s the same language but they just named it differently!)
· Written vs oral – a lot of people in rural areas are an oral culture. Historically, we are an oral society. 
2. Status
Core languages
Welsh distinctions, Swedish, Danish & Norwegian, Flemish vs Dutch? Is there much of a difference? Dutch can understand Belgians when they speak Flemish (around 90% comprehension) but some words are different and it sounds weird. The languages are so similar, why can’t we say one is a dialect of the other. But people don’t wanna go there because it’s about pride.
Periphery languages
Quechua = cover name for over a dozen languages (6-8 million tribes in Latin America speak this)

Creole = at least 500 years old, minority and non official status, European colonies. It’s not considered to be a serious language “a hodgepodge of languages” 
3. Group identity - Serbo-Croatian in former Yugoslavia
Should we really apply the evolutionary theory to language? The truth is, all people are actively disregarding their languages for many reasons. We can’t help it! We can’t force people to speak another language; you don’t want to preserve a community as if they are trapped in time! You have to let them by dynamic. 
Phillipson, 1992
Language genocide, English fascism, murder of language, linguistic imperialism ( contemporary passions run high!
When you are thinking in another language, you change the way of expression. For example, some things are funnier in another language! When talking about something, you tend to get trapped by the words that are provided to you in that language. So there is implication beyond just the idea of the language dying.
Rising from the dead? Eg: Hebrew – it went from a sacred to an official language in 1948 (Zionism). Now there is modern Hebrew spoken across Israel today, & National Hebrew day. But was this a revival or invention? It was more like a construction of a new language! It came from scratch from the incentive to bind the Jewish people in a serious way.  It’s a direct linkage to what it feels to be Jewish. 
Language as a form of protest: eg: the revival of Gaelic to oppose British supremacy – includes revival of family names, literature, music, schooling, hurling, symbols, art etc. 
The politics of accents
Eg: like with the British, whenever they talk they sound intelligent with their accent! The reason we develop these accents is that we’re exposed to each other and we develop our own ways of talking. A culture is similar to a relationship in the sense that there’s intimacy with language! Like in Germany, they have created dialects for different states as comfort zones! Theres 9 different dialects in the country. 
World Englishes
American vs British English. You have to be consistent in writing in either American or British English. But there are more than just those two! (ie: Chinese English, Indian English, Svenglish etc). The ironiy of it is that English is an absorbent language ( it’s the common whore. Words like “google” and “facebook” are now in the dictionary! 
With outsourcing, it’s very interesting because they teach people in the call centre different Englishes (and accents!) based on certain regions (eg: New York, California, Texas etc).  They also teach them about American football etc. But what are the repercussions? These Indians are speaking.
In China, it is mandatory to learn English from the third grade. Soon it will be the largest English-speaking country in the world. Many people feel that English is the most important language. So what are the trade offs? 
Phillipson (2003)
· Equality for the speakers of different languages is essential if the EU is to become politically and democratically accountable

· The idea that English is a neutral language is false

· Laws, agreements and neg
· otiation depends on linguistic precision

· Most people are better at formulating their thoguths in their mother tongue

· The knowledge society needs to build on multilingual diversity

Theo van Els (2005)
· The equal rights of languages has always been an ideal, not a practiced phenomenon
· Official and working status does not lead to decrease in social use of a language

· One common language (English) allows for the operationalizing of institutions and agencies

· New flow of immigrants and multinationals and business prefer the use of English

· Multiligual translations are expensive and not sustainable

· Unification 
Language and Thought

· You ( Your language ( Reality

· If a person was born deaf; then what language do they think in? 

· Just because people talk differently does it mean they think differently? (Sapir-whorf vs Chomsky)
· Women are much more sensitive to colour – in your brain you tend to store things that have been marketed to you – its gendering through media of how words and language get screened through.
What about the internet? Is that a level playing field? It’s really dominated by the English language!
Today, there is more equal (if not more Chinese) over English in terms of sheer number. Google has transformed the web too with machine-translated text. Now we may just stay within our comfort realm and become more fragmented rather than united as a population.
To wrap up, when you think of a culture you shouldn’t just think of a Nation (eg: hip hop culture, humour culture etc). it has been instrumental in the way we think, learn, sell, design products and spaces etc. 
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