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 In Mapping the field of possibilities for researching media there are three main domains for analysis, which are production, product and reception. Within these domains, which are flexible and are becoming increasingly blured through the emergence of new media, there can be several sub-domains. According to Nikhil Sinha and Horace Newcomb © authors 2000 each domain has a variety of elements, for example in a study of the domain of production the researcher can focus on historical problems; the way history has shaped production techniques, or the ideology which influences media production. Although these three main domains may seem based on a one-way linear model of the media, “sender, message, receiver” (Nikhil Sinha and Horace Newcomb, 2000) which is perhaps not suitable for all media research, this model attempts to define areas for potential investigation. The techniques of Analysis can be superimposed over these domains to provide a structure for research methods, again based on the linear transmission of information, which can be adapted to focus on production, text or audience. The underpinning theory which shapes media research and provides a mapping of the media terrain, suggesting a method of connecting pathways and roads, form the ontological objective for research. A system of mapping the field invariably imposes certain limitations and assumptions on the forms that media research takes, shaping the possible outcomes of this research. 

What to research ?
The question of what is worth researching can be broadly divided into two categories: the media text and the media audience. But there is also a question of fiction and non-fiction and the various blured distinctions between information, such as ‘objective’ news coverage and fictionalised opinion, both of which stereotyping and representation play a large role in what it is that contributes to public knowledge.

      One of the arguments towards the study of media texts is that the text is a fixed and easily quantifiable entity, whilst the audience is changeable and intangible. This argument relies on the application of the hypodermic model of viewing media output where the text is likened to a ‘magic bullet’ which when fired into the brain of the audience elicits a predetermined and identical response. The ‘fixed’ text approach can also be related to a belief that the media represents some form of ‘objectivity’ with which the audience can relate to entirely and without any barriers caused by, for example cultural differences or disbelief.  The hypodermic model can be compared and contrasted to the 'Uses and Gratifications' approach in which research is more focused on the audience’s active and discriminate interaction with the media.

    Themes in the debate included issues of representation within the media of cultural stereotypes. The definition of cultural stereotype involved a series of presumptions made on the basis of any aspects of the cultural identity of a person or group. Cultural identity is a large subject but can include the diverse and contradictory elements such as sexuality, gender, political viewpoint, ethnic background, nationality, appearance, age, etc.

   The interesting example of Korean rap band Asian Pride whose lyrics used stereotypes came under the category of reasons to study the media text. Although the song ‘got rice bitch’ could be seen as derogatory to Asian culture, the use of Asian cultural stereotypes in the lyrics were intended as expressions of cultural pride. There is a sense of reclaiming of identity through the reversing of negative aspects of the language of representation and a redefining of the terms of cultural stereotyping. As an example of derogatory terms being reversed is the use of the word ‘queer’ in the media and public sphere, which is increasingly accepted as a positive identifier. The way in which this word has been re-defined would require research of the audience uses and gratifications of media as well as a study of media texts.

    As an example of the importance of audience research it was suggested that the phenomema and imagery of American Gansta Rap has little textual reference to the Maori and Polynesian fans who have embraced its fashion. Research into audience uses and gratifications of Gansta Rap media would be a more appropriate field of study than that of strictly textual analysis. Macolm X said that the media is the most powerful entity on earth, because it could create any identity for people of any cultural background. This may be true on some levels, where for example the media’s representation of stereotypes are not challenged by public knowledge, but, as audience research suggests, the uses and gratifications of media users is also a powerful force within the field of representation.
Research Methods
     Research can be roughly divided up into qualitative and quantitative research methods. These methods can be related to the two main strands of research ontology; Positivist and Interpretive. In the presentation of a study of ‘Blogging’ and the way in which communication is effected, qualitative research was used to discover the behavior and thinking which lies behind the motivations of New Zealand Bloggers. An on-line questionnaire was proposed, since the bloggers themselves were obviously computer literate and so the response rate could be estimated to be quite high. To enable a qualitative analysis the questionnaire would need to contain very open ended questions, soliciting verbatim responses in combination with quantitative driven questions which would be used to count the number of bloggers who felt a certain specific way. An interpretative research approach would be needed so that the researcher is open to diverse or unthought-of responses from the users of the media themselves. In a study of the on-line participants in the world of warcraft game a focus group was proposed to collect ideas for improvements from the players. The idea of offering gifts to the participants was questioned since the type of gift may skew the diversity of the sample. 
     A study into the way violence on television effects children matched research questions with qualitative methods to discover the diverse roles which media plays in the life of children, underpinning a larger question of the relationship between screen images and childhood development. Important ethical considerations were presented requiring in some cases the presence of parents during a focus group approach, as well as a questionnaire survey of the viewing habits of the children. In a study of surveillance the ‘invisibility’ of the medium, its very small audience, was examined using qualitative methods to determine the level of public knowledge of the surveillance and the processes which force a sublimation of awareness. A quantitative research method was used in some questions, such as awareness of the number of CCTV cameras present in the respondent’s local town, which could be cross referenced with the actual number of cameras to provide statistic information to determine levels of public awareness. Other qualitative research methods involved a focus group / laboratory experiment in which the group were exposed to increasingly intrusive surveillance techniques, whilst researchers asked questions which could be analyzed for the amount of ‘openness’ in the respondents. A second ‘focus group’ session with the same respondents was designed to discover the processes of ‘sublimation’ present in the use of overt surveillance. These methods brought up various ethical considerations requiring consent from the respondents.  
New Media.

    As new forms of media are developed, offered and used by the public there is a question of whether these new forms of media, and new forms of media usage, require new kinds of research. 

    On-line games are a new media which allows multiple players in diverse geographical locations to collaborate or compete against each other in a shared gaming situation. In this new media the audience can come from a wide range of locations and possibly not even share a common language or common culture. The community which is built around the sharing of the media experience of on-line games can be seen as providing or generating a culture which can span very diverse social and geographical fields. The same can be said of the media of film, in particular dominant Hollywood style film genres which can span a similar diverse cultural field but the difference with on-line gaming, in common with several other new media forms, is that of user generated content, be it the interactions between players using voice headsets to the ‘open source’ game forms in which participants can effect the form of the media itself. 

     The possibility of interaction of new media can be seen in on-line newspapers in which readers can add comments to pages or, as in the case of yahoo and google, designate which news feeds are represented as well as the overall page layout. On-line news offers a more fluid media through searchable archives and presentation of the views of small communities or minority opinions who would usually not reach a commercially viable readership to warrant a print run. 

       In response to the diversification of audience usages of new media, it would seem that new methods of research may be necessary to reach the audience, perhaps using similar techniques to the new media itself. For example, in mobile television the audience would have the potential to create their own individual selections from a vast and diverse choice of material. This ‘Me-TV’ channeling would disable various methods of audience research since it would not be certain that any one member of the audience had a similar usage of the new media to anyone else, or if they did then there may not be any similarities to geographical location, cultural affinities, ethnic background age, gender or any of the common ground which is usually presumed or searched for in the identification of a mass audience. In the case of textual research the diversities of available texts would need to take audience usage more into account. The lack of common viewing habits would affect the theory of research and demand new definitions of public knowledge, for example which public?. There are further complications in the task of researching ‘the’ audience with new media since the emphasis is on the individual usage rather than the quantitative data which would be perhaps more suitable to old mass-media style audiences rather than researching the users of fluid, user content, interactive and personalized new media.   

Conclusion

[...] it is possible to suggest that almost all our regulatory impulses, those that engage with the ownership of media industries on the one hand and those that concern the welfare of the family on the other, are between them concerned with the protection of home. What links them, of course, is content: the images, sounds and meanings that are transmitted and communicated daily, and over which governments feel they have increasingly little control. Content is important because it is presumed to be meaningful. Banal though it may seem, the media are seen to be important because of the power they are presumed to exercise over us, at home. They can breach the sanctuary as well as secure it. This is the struggle. This is the struggle over the family too; a struggle to protect it in its innocence and in its centrality as an institution where public and private moralities are supposed to coincide. This is a struggle for control, a struggle which propagandists and advertisers understood and still understand. And it is a struggle which parents understand too, as they argue with their children over their viewing habits or the time spent on-line, and which in part defines, across lines of age and gender, the particular politics of individual households. (Silverstone, R. 1999: 94) 

   Opinion suggests that the media is now the major contributor in the forming of public knowledge, more than the influence gained from family, education, religion or state. In a sense, the battle for the control of the ‘family’ as described by R. Silverstone has probably already been won by the media. A question now is ‘which’ or ‘what’ media is forming individual knowledge and how these individuals are structured into creating a sense of ‘public’ knowledge. The assumption of the family as the central structure of society is rapidly being undermined through the diversification of media sources and types, along with increasingly individualised viewing habits. The battle within the family for control over viewing habits, that is the relatively small percentage of households presently comprised of nuclear family type structures, has been sidestepped through the proliferation of media sources, particularly with mobile and new media.  In addition to the undermining of family structures new media also effects the definitions of ‘community’ and even national identity as particular media-based cultures may be shared by users over diverse geographical locations. The sense of public and private space, once defined and controlled by rigid social structures, is becoming increasingly blurred as users of new media set up ‘home’ wherever they can access the media, with wireless internet connections or mobile television, personal programming in place of the monolithic cathode ray-tube around which the family in the privacy of ‘home’ would once huddle. This is the new private-public space of the nomadic media viewer; expressing individuality through choice of media content, constantly under surveillance, CCTV watching the viewer watching ‘reality TV’ on a mobile video-pod; feeling the media-panic rise, like R. Silverstone, and fall, with each new media offered them.
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