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Television is changing almost beyond recognition. In the battle for consumers, social media sites, smart phones and
tablets have become rivals to traditional linear TV. However, audiences and producers are also embracing mobile
platforms to enhance TV viewing itself. This book examines the emerging phenomenon of the second screen: where
users are increasingly engaging with content on two screens concurrently. The practice is transforming television into an
interactive, participatory and social experience. James Blake examines interactive television from three crucial angles:
audience motivation and agency, advances in TV production and the monetisation of second screen content. He also
tracks its evolution by bringing together interviews with more than 25 television industry professionals - across the major
UK channels - including commissioning editors, digital directors, producers and advertising executives. These reveal the
successes and failures of recent experiments and the innovations in second screen projects. As the second screen
becomes second nature for viewers and producers, the risks and opportunities for the future of television are slowly
beginning to emerge. Television and the Second Screen will offer students and scholars of television theory, industry
professionals and anyone with an abiding interest in television and technology, an accessible and illuminating guide to
this important cultural shift.
Television 2.0 sets out to document and interrogate shifting patterns of engagement with digital television. Television
content has not only been decoupled from the broadcast schedule through the use of digital video recorders (DVRs) but
from broadcasting itself through streaming platforms such as Netflix, Vimeo and YouTube as well as downloading
platforms such as iTunes and The Pirate Bay. Moreover, television content has been decoupled from the television
screen itself as a result of digital convergence and divergence, leading to the proliferation of computer and mobile
screens. Television 2.0 is the first book to provide an in-depth empirical investigation into these technological affordances
and the implications for viewing and fan participation. It provides a historical overview of television's central role as a
broadcast medium in the household as well as its linkages to participatory culture. Drawing on survey and interview data,
Television 2.0 offers critical insights into the ways in which the meanings and uses of contemporary television are shaped
not just by digitalization but by domestic relations as well as one's affective relationship to particular television texts.
Finally it rethinks what it means to be a participatory fan, and examines the ways in which established practices such as
information seeking and community making are altered and new practices are created through the use of social media.
Television 2.0 will be of interest to anyone teaching or studying media and communications.
"This reference provides a review of the academic and popular literature on the relationship between communications
and media studies, cinema, advertising, public relations, religion, food tourism, art, sports, technology, culture, marketing,
and entertainment practices"--Provided by publisher.
We watch TV on computers, phones, and other mobile devices; television is now online as much as it is "on air."
Television and New Media introduces readers to the ways that new media technologies have transformed contemporary
broadcast television production, scheduling, distribution, and reception practices. Drawing upon recent examples
including Lost, 24, and Heroes, this book examines the ways that television programming has changed—transforming
nearly every TV series into a franchise, whose on-air, online, and on-mobile elements are created simultaneously and
held together through a combination of transmedia marketing and storytelling. Television studios strive to keep their
audiences in constant interaction with elements of the show franchise in between airings not only to boost ratings, but
also to move viewers through the different divisions of a media conglomerate. Organized around key industrial
terms—platforming, networking, tracking, timeshifting, placeshifting, schedule-shifting, micro-segmenting, and channel
branding this book is essential for understanding how creative and industrial forces have worked together to transform
the way we watch TV.
“What the future fortunes of [Gramsci’s] writings will be, we cannot know. However, his permanence is already
sufficiently sure, and justifies the historical study of his international reception. The present collection of studies is an
indispensable foundation for this.” —Eric Hobsbawm, from the preface Antonio Gramsci is a giant of Marxian thought and
one of the world's greatest cultural critics. Antonio A. Santucci is perhaps the world's preeminent Gramsci scholar.
Monthly Review Press is proud to publish, for the first time in English, Santucci’s masterful intellectual biography of the
great Sardinian scholar and revolutionary. Gramscian terms such as “civil society” and “hegemony” are much used in
everyday political discourse. Santucci warns us, however, that these words have been appropriated by both radicals and
conservatives for contemporary and often self-serving ends that often have nothing to do with Gramsci’s purposes in
developing them. Rather what we must do, and what Santucci illustrates time and again in his dissection of Gramsci’s
writings, is absorb Gramsci’s methods. These can be summed up as the suspicion of “grand explanatory schemes,” the
unity of theory and practice, and a focus on the details of everyday life. With respect to the last of these, Joseph Buttigieg
says in his Nota: “Gramsci did not set out to explain historical reality armed with some full-fledged concept, such as
hegemony; rather, he examined the minutiae of concrete social, economic, cultural, and political relations as they are
lived in by individuals in their specific historical circumstances and, gradually, he acquired an increasingly complex
understanding of how hegemony operates in many diverse ways and under many aspects within the capillaries of
society.” The rigor of Santucci’s examination of Gramsci’s life and work matches that of the seminal thought of the
master himself. Readers will be enlightened and inspired by every page.
This book investigates how telenovelas may be the key to the future of Brazilian television and how this content can
survive in an interconnected media landscape. Recognised telenovela writer and scholar Rosane Svartman considers the
particular characteristics of the telenovela format – number of episodes, melodrama influence, and influence of the
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audience on future writing – to explore how these can be preserved on multimedia platforms, and the challenges this
change may present. Svartman further charts the transformations of the telenovela throughout its history and its major
influences and unveils the main storytelling elements and writing processes. Chapters examine the business model of
Brazilian corporate television within the current context of hypermedia and analyse how this relationship evolves as it is
influenced by the new interactive tools and technologies that amplify the audience’s power. Merging empirical practices
and theory, this book will be of great interest to scholars and students of transmedia storytelling, television studies, and
Latin American media, as well as professionals working in these areas.
Transmedia Television uses empirical audience research to explore attitudes towards the dramatic changes that
television has undergone since the turn of the twenty-first century due to the development of digital technologies. It asks
to what extent audiences are embracing these changes and what ‘television’ means in a multiplatform media landscape.
This book offers a new, interdisciplinary model for understanding audience engagement as a type of behaviour, a form of
response and a cost to audiences that, combined, offer value to the screen industries. Audience ‘engagement’ has
become the key priority of the screen industries. Understanding Engagement in Transmedia Culture explicitly asks what
audiences and screen practitioners mean when they say content is ‘engaging’ and uses audience focus groups and
practitioner interviews to offer a model for understanding the relationship between the screen industry, the content it
produces and its audiences. In particular, the model addresses engagement within transmedia culture. As digital screen
technologies proliferate, audiences move seamlessly across and between different devices, content formats and
distribution platforms, blurring the boundaries between film, television and videogames. This book offers a way of
understanding audience engagement that is not restricted to a single media but instead accounts for and adapts to the
various ways in which screen content is experienced. Offering a unique approach by presenting practitioner and
audience perspectives, it is perfect for students and scholars working in film and television studies, as well as media
industries and audience studies.
In an ambitious study encompassing a wide range of media texts, including popular television series like "Kyle XY,"
"Glee," "Gossip Girl," "Veronica Mars," and "Pretty Little Liars" and online works like "The Lizzie Bennet Diaries," as well
as fan texts from blog posts and tweets to remix videos, YouTube posts, and image-sharing streams, author Louisa Ellen
Stein traces the circulation of the contradictory tropes of millennial hope and millennial noir. Looking at what millennials
do with digital technology demonstrates the molding impact of commercial representations, and at the same time reveals
how millennials are undermining, negotiating, and changing those narratives.
"Spreadable Media" maps fundamental changes taking place in the contemporary media environment, a space where
corporations no longer tightly control media distribution. This book challenges some of the prevailing frameworks used to
describe contemporary media.
This edited volume explores different meanings of media convergence and deconvergence, and reconsiders them in
critical and innovative ways. Its parts provide together a broad picture of opposing trends and tensions in media
convergence, by underlining the relevance of this powerful idea and emphasizing the misconceptions that it has
generated. Sergio Sparviero, Corinna Peil, Gabriele Balbi and the other authors look into practices and realities of users
in convergent media environments, ambiguities in the production and distribution of content, changes to the organization
of media industries, the re-configuration of media markets, and the influence of policy and regulations. Primarily
addressed to scholars and students in different fields of media and communication studies, Media Convergence and
Deconvergence deconstructs taken-for-granted concepts and provides alternative and fresh analyses on one of the most
popular topics in contemporary media culture. Chapter 1 is available open access under a CC BY 4.0 license at
link.springer.com
As media evolves with technological improvement, communication changes alongside it. In particular, storytelling and
narrative structure have adapted to the new digital landscape, allowing creators to weave immersive and enticing
experiences that captivate viewers. These experiences have great potential in marketing and advertising, but the
medium?s methods are so young that their potential and effectiveness is not yet fully understood. Handbook of Research
on Transmedia Storytelling, Audience Engagement, and Business Strategies is a collection of innovative research that
explores transmedia storytelling and digital marketing strategies in relation to audience engagement. Highlighting a wide
range of topics including promotion strategies, business models, and prosumers and influencers, this book is ideally
designed for digital creators, advertisers, marketers, consumer analysts, media professionals, entrepreneurs, managers,
executives, researchers, academicians, and students.
Today’s convergent media industries readily produce stories that span multiple media, telling the tales of superheroes
across comics, film and television, inviting audiences to participate in the popular universes across cinema, novels, the
Web, and more. This transmedia phenomenon may be a common strategy in Hollywood’s blockbuster fiction factory, tied
up with digital marketing and fictional world-building, but transmediality is so much more than global movie franchises.
Different cultures around the world are now making new and often far less commercial uses of transmediality, applying
this phenomenon to the needs and structures of a nation and re-thinking it in the form of cultural, political and heritage
projects. This book offers an exploration of these national and cultural systems of transmediality around the world,
showing how national cultures – including politics, people, heritage, traditions, leisure and so on – are informing
transmediality in different countries. The book spans four continents and twelve countries, looking across the UK, Spain,
Portugal, France, Estonia, USA, Canada, Colombia, Brazil, Japan, India, and Russia.
This book places television in Africa in the digital context. It address the onslaught of multimedia platforms, digital
migration and implication of this technology for society. The discussions in the chapters contained in this book
encompass a wide range of issues such as digital disruption of television news, internet television and video on demand
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platforms, adaptations, digital migration, business strategies and management approaches, PBS, consumption patterns,
scheduling and programming, evangelical television, and many others. The book is an important reading for academics,
students and television practitioners. It offers an insightful view of television in Africa.
The Internet didn’t kill TV! It has become its best friend.Americans are watching more television than ever before,
andwe’re engaging online at the same time we’re tuning in.Social media has created a new and
powerful“backchannel”, fueling the renaissance of livebroadcasts. Mobile and tablet devices allow us to watch
andexperience television whenever and wherever we want. And“connected TVs” blend web and television content into
aunified big screen experience bringing us back into our livingrooms. Social TV examines the changing (and complex)
televisionlandscape and helps brands navigate its many emerging and excitingmarketing and advertising opportunities.
Social TV topics include: Leveraging the “second screen” to drive synched anddeeper brand engagement Using social
ratings analytics tools to find and targetlean-forward audiences Aligning brand messaging to content as it travels timeshiftedacross devices Determining the best strategy to approach marketing viaconnected TVs Employing addressable TV
advertising to maximize contentrelevancy Testing and learning from the most cutting-edge emerging TVinnovations The
rise of one technology doesn’t always mean the end ofanother. Discover how this convergence has created new
marketingopportunities for your brand.
The First How-To Strategy Guide to Transmedia Storytelling “Phillips’s book is a powerful tool for anyone who wants to
make a career for him- or herself within the world of transmedia. Through her guidance, the reader is able to understand
the fundamentals of transmedia and the power it can have when used with a compelling and strong story." —David Gale,
Executive Vice President, MTV Cross Media “Transmedia storytelling is a bold and exciting new arena for creativity and
innovation. . . . Andrea Phillips provides a compelling, thoughtful, and clear guide to a next generation of creators in this
medium. She demystifies the process and proves that you, too, can push the envelope and be part of the future of
storytelling.” —Michelle Satter, Founding Director, Sundance Institute Feature Film Program “An excellent and fairminded primer and survey of the underpinnings and fast-evolving techniques behind multiplatform narrative. Andrea
Phillips is one of a small handful of writers capable of both practicing and clearly conveying the principles of transmedia
storytelling. Highly recommended!” —Jeff Gomez, CEO, Starlight Runner Entertainment “A no-nonsense guide for the funfilled and strangely awesome world of transmedia storytelling.” —C. C. Chapman, coauthor of Content Rules and
Amazing Things Will Happen Includes Q&A sessions with the world’s leading experts in transmedia storytelling About
the Book: What is transmedia storytelling and what can it do for you? It’s the buzzword for a new generation—a
revolutionary technique for telling stories across multiple media platforms and formats—and it’s rapidly becoming the goto strategy for a wide variety of businesses. If you work in marketing, entertaining, or advertising, transmedia storytelling
is a must-have tool for pulling people into your world. Why do you need A Creator’s Guide to Transmedia Storytelling? If
you want to attract, engage, and captivate your audience, you need this book. Written by an award-winning transmedia
creator and renowned games designer, this book shows you how to utilize the same marketing tools used by heavyhitters such as HBO, Disney, Ford, and Sony Pictures—at a fraction of the cost. You’ll learn how to: Choose the right
platforms for your story Decide whether to DIY or outsource work Find and keep a strong core production team Make
your audience a character in your story Get the funding you need—and even make a profit Forge your own successful
transmedia career With these proven media-ready strategies, you’ll learn how to generate must-read content, must-see
videos, and must-visit websites that will only grow bigger as viewers respond, contribute, and spread the word. You’ll
create major buzz with structures such as alternate reality games and fictional character sites—or even “old-fashioned”
platforms such as email and phone calls. The more you connect to your audience and the more you get them involved in
the storytelling process, the more successful you will be. This isn’t the future. This is now. This is how you tell your story,
touch your audience, and take your game to the next level—through transmedia storytelling.
An illuminating investigation into a class of enterprising women aspiring to “make it” in the social media economy but
often finding only unpaid work Profound transformations in our digital society have brought many enterprising women to
social media platforms—from blogs to YouTube to Instagram—in hopes of channeling their talents into fulfilling careers. In
this eye-opening book, Brooke Erin Duffy draws much-needed attention to the gap between the handful who find lucrative
careers and the rest, whose “passion projects” amount to free work for corporate brands. Drawing on interviews and
fieldwork, Duffy offers fascinating insights into the work and lives of fashion bloggers, beauty vloggers, and designers.
She connects the activities of these women to larger shifts in unpaid and gendered labor, offering a lens through which to
understand, anticipate, and critique broader transformations in the creative economy. At a moment when social media
offer the rousing assurance that anyone can “make it”—and stand out among freelancers, temps, and gig workers—Duffy
asks us all to consider the stakes of not getting paid to do what you love.
The proliferation of media and their ever-increasing role in our daily life has produced a strong sense that understanding
media—everything from oral storytelling, literary narrative, newspapers, and comics to radio, film, TV, and video games—is
key to understanding the dynamics of culture and society. Storyworlds across Media explores how media, old and new,
give birth to various types of storyworlds and provide different ways of experiencing them, inviting readers to join an
ongoing theoretical conversation focused on the question: how can narratology achieve media-consciousness? The first
part of the volume critically assesses the cross- and transmedial validity of narratological concepts such as storyworld,
narrator, representation of subjectivity, and fictionality. The second part deals with issues of multimodality and
intermediality across media. The third part explores the relation between media convergence and transmedial
storyworlds, examining emergent forms of storytelling based on multiple media platforms. Taken together, these essays
build the foundation for a media-conscious narratology that acknowledges both similarities and differences in the ways
media narrate.
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Whether we are watching TV, surfing the Internet, listening to our iPods, or reading a novel, we all engage with media as an
audience. . Despite the widespread use of this term in our popular culture, the meaning of "audience" is complex, and it has
undergone significant historical shifts as new forms of mediated communication have developed from print, telegraphy, and radio
to film, television, and the Internet. Media Audiences: Effects, Users, Institutions, and Power 2nd Edition explores the concept of
media audiences from four broad perspectives: as "victims" of mass media, as market constructions and commodities, as users of
media, and as producers and subcultures of mass media. The goal of the text is for students to be able to think critically about the
role and status of media audiences in contemporary society, reflecting on their relative power in relation to institutional media
producers.
Faced with what many were calling a dying medium, US network television producers became much more aggressive in seeking
out alternative business and artistic models in the beginning of this century. Most significantly, many of these producers turned to
the emerging field of transmedia (ancillary texts in comicbooks, novels and new media) as a way to bolster and support television
products. In this book, the author examines four such programs (24, Alias, Heroes and Lost) and investigates how transmedia was
incorporated into both the work and the art of network television production. Split in.
The Media Convergence Handbook sheds new light on the complexity of media convergence and the related business challenges.
Approaching the topic from a managerial, technological as well as end-consumer perspective, it acts as a reference book and
educational resource in the field. Media convergence at business level may imply transforming business models and using
multiplatform content production and distribution tools. However, it is shown that the implementation of convergence strategies can
only succeed when expectations and aspirations of every actor involved are taken into account. Media consumers, content
producers and managers face different challenges in the process of media convergence. Volume II of the Media Convergence
Handbook tackles these challenges by discussing media business models, production, and users' experience and perspectives
from a technological convergence viewpoint.
Indie Cinema Online investigates the changing nature of contemporary American independent cinema in an era of media
convergence. Focusing on the ways in which modes of production, distribution, and exhibition are shifting with the advent of online
streaming, simultaneous release strategies, and web series, this book analyzes sites such as SundanceTV, YouTube, Netflix,
Hulu, and other online spaces as a means of redefining independent cinema in a digital era. Analyzing the intersections among
cinema studies, cultural studies, and new media studies within contemporary convergence culture, author Sarah E.S. Sinwell looks
at sites of media convergence that are often ignored within most studies of digital media. Emphasizing the ways in which the forms
and technologies of media culture have changed during the age of convergence, this book analyzes contemporary production,
distribution, and exhibition practices as a means of examining the changing meanings of independent cinema within digital culture.
Transmedia storytelling is defined as a process where integral elements of fiction get dispersed systematically across multiple
delivery channels to create a unified and coordinated entertainment experience. This process and its narrative models have had
an increasing influence on the academic world in addressing both theoretical and practical dimensions of transmedia storytelling.
The Handbook of Research on Transmedia Storytelling and Narrative Strategies is a critical scholarly resource that explores the
connections between consumers of media content and information parts that come from multimedia platforms, as well as the
concepts of narration and narrative styles. Featuring coverage on a wide range of topics such as augmented reality, digital society,
and marketing strategies, this book explores narration as a method of relating to consumers. This book is ideal for advertising
professionals, creative directors, academicians, scriptwriters, researchers, and upper-level graduate students seeking current
research on narrative marketing strategies.
Transmedia Marketing: From Film and TV to Games and Digital Media skillfully guides media makers and media marketers
through the rapidly changing world of entertainment and media marketing. Its groundbreaking transmedia approach integrates
storytelling and marketing content creation across multiple media platforms – harnessing the power of audience to shape and
promote your story. Through success stories, full color examples of effective marketing techniques in action, and insight from top
entertainment professionals, Transmedia Marketing covers the fundamentals of a sound 21st century marketing and content plan.
You’ll master the strategy behind conducting research, identifying target audiences, setting goals, and branding your project. And,
you’ll learn first-hand how to execute your plan’s publicity, events, advertising, trailers, digital and interactive content, and social
media. Transmedia Marketing enlivens these concepts with: Hundreds of vibrant examples from across media platforms – The
Hunger Games, Prometheus, The Dark Knight, Bachelorette, The Lord of the Rings, Despicable Me 2, Food, Inc., Breaking Bad,
House of Cards, Downton Abbey, Game of Thrones, Top Chef, Pokémon, BioShock Infinite, Minecraft, Outlast, Titanfall, LEGO
Marvel Super Heroes, Halo 4, Lonelygirl15, Annoying Orange Real-world advice from 45 leading industry writers, directors,
producers, composers, distributors, marketers, publicists, critics, journalists, attorneys, and executives from markets, festivals,
awards, and guilds Powerful in-depth case studies showcasing successful approaches – A.I. Artificial Intelligence, Mad Men, Lizzie
Bennet Diaries, Here Comes Honey Boo Boo, and Martin Scorsese Presents the Blues Extensive Web content at
www.transmediamarketing.com featuring a primer on transmedia platforms – film, broadcast, print, games, digital media, and
experiential media; expanded case studies; sample marketing plans and materials; and exclusive interviews With Transmedia
Marketing, you’ll be fully versed in the art of marketing film, TV, games, and digital media and primed to write and achieve the
winning plan for your next media project.
Transmedia Storytelling explores the theories and describes the use of the imagery and techniques shared by producers, authors
and audiences of the entertainment, information and brand communication industries as they create and develop their stories in
this new, interactive ecosystem.
Since the advent of digitization, the conceptual confusion surrounding the semantic galaxy that comprises the media and
journalism universes has increased. Journalism across several media platforms provides rapidly expanding content and audience
engagement that assist in enhancing the journalistic experience. Exploring Transmedia Journalism in the Digital Age provides
emerging research on multimedia journalism across various platforms and formats using digital technologies. While highlighting
topics, such as immersive journalism, nonfictional narratives, and design practice, this book explores the theoretical and critical
approaches to journalism through the lens of various technologies and media platforms. This book is an important resource for
scholars, graduate and undergraduate students, and media professionals seeking current research on media expansion and
participatory journalism.
Transmedia TelevisionAudiences, New Media, and Daily LifeTaylor & Francis
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Though unjustly neglected by English-language audiences, Spanish film and television not only represent a remarkably influential
and vibrant cultural industry; they are also a fertile site of innovation in the production of “transmedia” works that bridge narrative
forms. In Spanish Lessons, Paul Julian Smith provides an engaging exploration of visual culture in an era of collapsing genre
boundaries, accelerating technological change, and political-economic tumult. Whether generating new insights into the work of
key figures like Pedro Almodóvar, comparing media depictions of Spain’s economic woes, or giving long-overdue critical attention
to quality television series, Smith’s book is a consistently lively and accessible cultural investigation.
? In 2016, Netflix--with an already enormous footprint in the United States--expanded its online streaming video service to 130 new
countries, adding more than 12 million subscribers in nine months and bringing its total to 87 million. The effectiveness of Netflix's
content management lies in its ability to appeal to a vastly disparate global viewership without a unified cache of content. Instead,
the company invests in buying or developing myriad programming and uses sophisticated algorithms to "narrowcast" to microtargeted audience groups. In this collection of new essays, contributors explore how Netflix has become a cultural institution and
transformed the way we consume popular media.
The book investigates the new forms of empowered agency possessed by national audiences with reference to two particular
television texts: Game of Thrones and Mad Men. The two popular American TV shows are highly successful products of the
convergence era, characterized by trans-media storytelling as a strategy and the interconnection of audiences’ multiple practices
of reception and fruition. The book argues how the analysis of audience engagement with trans-media texts will disclose important
information about the various ways people organize their lives around media and how these activities help them to make sense of
the world they live in.
This book shows how the unique characteristics of traditionally differentiated media continue to determine narrative despite the
recent digital convergence of media technologies. The author argues that media are now each largely defined by distinctive
industrial practices that continue to preserve their identities and condition narrative production. Furthermore, the book
demonstrates how a given medium’s variability in institutional and technological contexts influences diverse approaches to
storytelling. By connecting US film, television, comic book and video game industries to their popular fictional characters and
universes; including Star Wars, Batman, Game of Thrones and Grand Theft Auto; the book identifies how differences in industrial
practice between media inform narrative production. This book is a must read for students and scholars interested in transmedia
storytelling.
The ways in which we watch television tell us much about our views of gender, the family and society. Bringing together the
leading experts in the field of audience studies, this book investigates how viewers watch television, and what they think about the
programmes they see. Originally published in 1989, the book is divided into two sections which discuss some of the theoretical
issues at stake and then present case studies of a wide range of viewers: women office workers, Israeli watchers of Dallas,
German families, the elderly, and American daytime soap fans. Contributors from Britain, the United States, Western Europe,
Australia and Israel offer a wide range of perspectives, from feminism to post-modernism, and from semiotics to Marxism.
‘Together these essays constitute one of the best possible introductions to the leading edge of research into the phenomenon of
television.’ Choice
New media technologies impact cinema well beyond the screen. This volume speculates about the changes in modes of
accessing, distributing, storing and promoting moving images and how they might affect cinematographic experience, economy
and historiography.
Despite the widespread use of the term "audience" in our popular culture, the meaning of "audience" is complex, and it has
undergone significant historical shifts over time. Media Audiences explores the concept of media audiences from four broad
perspectives, as "victims" of mass media, as market constructions and commodities, as users of media, and as producers and
subcultures of mass media.
Stories are everywhere around us, from the ads on TV or music video clips to the more sophisticated stories told by books or
movies. Everything comes wrapped in a story, and the means employed to weave the narrative thread are just as important as the
story itself. In this context, there is a need to understand the role storytelling plays in contemporary society, which has changed
drastically in recent decades. Modern global society is no longer exclusively dominated by the time-tested narrative media such as
literature or films because new media such as videogames or social platforms have changed the way we understand, create, and
replicate stories. The Handbook of Research on Contemporary Storytelling Methods Across New Media and Disciplines is a
comprehensive reference book that provides the relevant theoretical framework that concerns storytelling in modern society, as
well as the newest and most varied analyses and case studies in the field. The chapters of this extensive volume follow the
construction and interpretation of stories across a plethora of contemporary media and disciplines. By bringing together radical
forms of storytelling in traditional disciplines and methods of telling stories across newer media, this book intersects themes that
include interactive storytelling and narrative theory across advertisements, social media, and knowledge-sharing platforms, among
others. It is targeted towards professionals, researchers, and students working or studying in the fields of narratology, literature,
media studies, marketing and communication, anthropology, religion, or film studies. Moreover, for interested executives and
entrepreneurs or prospective influencers, the chapters dedicated to marketing and social media may also provide insights into both
the theoretical and the practical aspects of harnessing the power of storytelling in order to create a cohesive and impactful online
image.
Why do screen narratives remain so different in an age of convergence and globalisation that many think is blurring distinctions?
This collection attempts to answer this question using examples drawn from a range of media, from Hollywood franchises to digital
comics, and a range of countries, from the United States to Japan
From the trailers and promos that surround film and television to the ads and brand videos that are sought out and shared,
promotional media have become a central part of contemporary screen life. Promotional Screen Industries is the first book to
explore the sector responsible for this thriving area of media production. In a wide-ranging analysis, Paul Grainge and Catherine
Johnson explore the intermediaries – advertising agencies, television promotion specialists, movie trailer houses, digital design
companies – that compete and collaborate in the fluid, fast-moving world of promotional screen work. Through interview-based
fieldwork with companies and practitioners based in the UK, US and China, Promotional Screen Industries encourages us to see
promotion as a professional and creative discipline with its own opportunities and challenges. Outlining how shifts in the digital
media environment have unsettled the boundaries of ‘promotion’ and ‘content’, the authors provide new insight into the sector,
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work, strategies and imaginaries of contemporary screen promotion. With case studies on mobile communication, television, film
and live events, this timely book offers a compelling examination of the industrial configurations and media forms, such as ads,
apps, promos, trailers, digital shorts, branded entertainment and experiential media, that define promotional screen culture at the
beginning of the twenty-first century.
Interactive Narratives and Transmedia Storytelling provides media students and industry professionals with strategies for creating
innovative new media projects across a variety of platforms. Synthesizing ideas from a range of theorists and practitioners across
visual, audio, and interactive media, Kelly McErlean offers a practical reference guide and toolkit to best practices, techniques, key
historical and theoretical concepts, and terminology that media storytellers and creatives need to create compelling interactive and
transmedia narratives. McErlean takes a broad lens, exploring traditional narrative, virtual reality and augmented reality, audience
interpretation, sound design, montage, the business of transmedia storytelling, and much more. Written for both experienced
media practitioners and those looking for a reference to help bolster their creative toolkit or learn how to better craft multiplatform
stories, Interactive Narratives and Transmedia Storytelling serves as a guide to navigating this evolving world.
If you’ve ever dreamed of being in charge of your own network, cable, or web series, then this is the book for you. The TV
Showrunner’s Roadmap provides you with the tools for creating, writing, and managing your own hit show. Combining his 20+
years as a working screenwriter and UCLA professor, Neil Landau expertly guides you through 21 essential insights to the creation
of a successful show, and takes you behind the scenes with exclusive and enlightening interviews with showrunners from some of
TV’s most lauded series, including: Breaking Bad Homeland Scandal Modern Family The Walking Dead Once Upon a Time Lost
House, M.D. Friday Night Lights The Good Wife From conception to final rewrite, The TV Showrunner’s Roadmap is an invaluable
resource for anyone seeking to create a series that won’t run out of steam after the first few episodes. This groundbreaking guide
features a companion website with additional interviews and bonus materials. www.focalpress.com/cw/landau So grab your laptop,
dig out that stalled spec script, and buckle up. Welcome to the fast lane.
Over the past two decades, new technologies, changing viewer practices, and the proliferation of genres and channels has
transformed American television. One of the most notable impacts of these shifts is the emergence of highly complex and
elaborate forms of serial narrative, resulting in a robust period of formal experimentation and risky programming rarely seen in a
medium that is typically viewed as formulaic and convention bound. Complex TV offers a sustained analysis of the poetics of
television narrative, focusing on how storytelling has changed in recent years and how viewers make sense of these innovations.
Through close analyses of key programs, including The Wire, Lost, Breaking Bad, The Sopranos, Veronica Mars, Curb Your
Enthusiasm, and Mad Men the book traces the emergence of this narrative mode, focusing on issues such as viewer
comprehension, transmedia storytelling, serial authorship, character change, and cultural evaluation. Developing a televisionspecific set of narrative theories, Complex TV argues that television is the most vital and important storytelling medium of our time.
» Browse a gallery of supplemental video clips on the Complex TV website. » Visit the book's Facebook page.
This book proposes that the theory and practice of transmedia storytelling must be re-considered from a social impact and
community development perspective, and that time has come for a rigorous critique of the limited ways in which it has been
commonly represented. Transmedia storytelling has become one of the most influential and profitable innovations in the field of
media and entertainment. It has changed the ways audiences interact with films, television and web series, advertising, gaming
and book publishing. It has also shifted the practices around creation and dissemination of such content. This book asserts that
the futures of transmedia storytelling for social impact or change are deeply tied to understandings of place grounded in human
geography. Through a series of case studies of projects which challenge the status quo of transmedia, this book explores the
elements of transmedia that can be used to amplify under-represented voices and make stories that signal a more inclusive and
sustainable future. This book offers a valuable contribution to the literature in the areas of transmedia storytelling, narratology,
digital fiction, electronic literature, locative storytelling, performative writing, digital culture studies and human geography.
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