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 Linear Power
Media ownership

Corporate hierarchy

 Discursive Power
Discourse

Language

Biases and assumptions



6 companies own more than 
90% of media holdings in the 
United States

 Disney

 Viacom

 TimeWarner

 News Corporation

 Bertelsmann AG

 General Electric



 Definition of a discourse:

A discourse is characterized 
by the use of ‘a priori’ 
principles to describe the 
actions of its subjects.



A discourse by which the 
“West” defines the “East”    

(Edward Said)

”Orientalism is fundamentally a political doctrine 

willed over the Orient because the Orient was weaker 
than the West, which elided the Orient’s difference 
with its weakness. . . . As a cultural apparatus 
Orientalism is all aggression, activity, judgment, will-
to-truth, and knowledge" (Orientalism, p. 204)

"My whole point about this system is not that it is a 
misrepresentation of some Oriental essence — in 
which I do not for a moment believe — but that it 
operates as representations usually do, for a purpose, 
according to a tendency, in a specific historical, 
intellectual, and even economic setting" (p. 273)









Linear Model:

Interventionist strategies 

take over/influence the means of media 
production

 Discursive Model:

Change the discourse 

bring alternative images of Palestinians, 
Palestinian nonviolence, Israeli and 
Palestinian cooperation, etc



Challenge public discourse at 
the Grassroots

 Shift in discourse can create 
conditions for shift in media 
coverage and vice-versa

 Connects us (Palestine 
solidarity movement) with 
broader media justice 
movement

 Build creative strategies and 
coalitions



How can we be most effective?

Media Watchdogs
Takes vigilance and dedication

Independent Media 
Practitioners
Create and build alternative media 

(including web-based media)

 Active Media Participants
Build and maintain relationships with 

media makers



Two most important aspects:

1. Relationships

2. Follow-up



 Press Release
Least important

 Opinion/Editorial Pieces

 Letters to the Editor

 Editorial Board Meetings

 Our Time
Most important:  Follow-up calls and 

relationship building



Written Expression of an individual’s or  group’s 

opinion  on a matter of public  interest

 Length:
 600 – 900 Words

 Begin with Hook
 Current event
 Important date
 Continuing debate
 Local issue

 Must be Relevant
 Interest to readers
 Originality of thought
 Timeliness
 Freshness of viewpoint
 Writer’s expertise

Follow-up is Key
 Relationships



A closed meeting with one or more of a 
newspaper’s editors.  To discuss 
editorial policy and share information 
or expert opinion.  

 Make an appointment
 Expertise

 Relevancy

 Follow-up

 Preparation
 Recruit community leaders and experts to accompany 

you

 Research editorial  decisions of paper – examine past 
coverage

 Bring Talking Points, Fact Sheets, Maps, etc.

 Content
 Prepare a 15-20 minute presentation

 Share first-hand experience, stories and facts

 You don’t have to have an answer to every question

 Leave Materials
 Not too much!

 Build a Relationship
 You can become a resource to your editors
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