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Rank Company

1 Walt Disney (United States)

2 News Corporation Ltd. (Australia)

3 Time Warner Inc. (United States)

4 CBS (United States)

5 Viacom (United States)

SOURCE: CNN Money 2011.

NOTE: For more information about these media companies, visit the 
website “Who Owns What,” sponsored by the Columbia Journalism 
Review. Log on to the SAGE edge select companion site, Chapter 11, at 
http://edge.sagepub.com/leonguerrero5e for a link.

Table 11.1  Five largest entertainment companiesdeclined. People of color own only 3% of commercial 
television stations (Wade 2008).

Miller (2002) warned that the most corrosive influence 
of the 10 media conglomerates cited by Bagdikian (1997) 
was their impact on journalism. Journalism has traditional-
ly been referred to as the fourth estate, an independent insti-
tutional source of political and social power that monitors 
the actions of other powerful institutions such as politics, 
economics, and religion. However, conflict theorists remind 
us that someone is in charge of the fourth estate. Those who 
control the media are able to manipulate what we see, read, 
and hear. The media, serving the interest of interlocking 
state and corporate powers, frame messages in a way that 
supports the ruling elite and limits the variety of messages 
that we read, see, and hear (Chomsky 1989).

Edward Jay Epstein (1981) reveals that what we con-
sider news is not the product of chance events; “it is the result of decisions made 
within a news organization” (p. 119). He explains that the crucial decisions on what 
constitutes news—what will and won’t be covered—are made not by the journal-
ists but by executives of the news organization. Although the public expects news 
reporters to act like independent fair-minded professionals, reporters are employees 
of corporations that control their hiring, firing, and daily management (Bagdikian 
1997). News executives are in control of the selection and deployment of specific 
reporters, the expenditure of time and resources for gathering the news, and the 
allocation of space for the presentation of news (Epstein 1981). And because they 
are economically motivated, news organizations are mindful of their audiences’ 
preferences and try to cater to those preferences as much as possible (Baron 2006).

Regina Branton and Johanna Dunaway concluded that audience preferences and 
newspaper profit motives result in differences between English and Spanish news 
coverage of immigration in the United States. In their 2008 study, Spanish-language 
news outlets generated a larger volume of immigration coverage than English- 
language outlets. On the other hand, English-language news media were more likely 
to focus on negative aspects of immigration than Spanish-language media outlets. 
Both patterns, according to the researchers, are motivated by profit and the desire to 
satisfy their different target audiences. Branton and Dunaway suggest that conflict-
ing media coverage may even contribute to the differences in immigration attitudes 
between Anglos and Latinos.

Feminist Perspective
Douglas Kellner (1995) says that the media represent “a contested terrain, reproduc-
ing on the cultural level the fundamental conflicts within society” (p. 101). Feminist 
theorists attempt to understand how the media represent and devalue women and 
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