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LEARNING OBJECTIVES

Today’s Learning Objectives

o1

DEFINE

Explain globalization,
culture, and contemporary
media in relation to
creative content.

DCC2203 Global Trends and Culture in Creative Content

02

ANALYSE

Identify how media flows
across borders while
meaning changes across
audiences.

03

APPLY

Use globalization and
culture frameworks to
evaluate content for
multiple platforms.

02
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CONCEPT 1

What Is Globalization?

Globalization is the intensification of connections
among people, goods, images, technologies,
economies, and meanings across distance.

For media: content travels faster and farther.

For audiences: choices expand beyond national
media.

For creators: competition and opportunity become
transnational.

Reference: Appadurai (1996).

DCC2203 Global Trends and Culture in Creative Content
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A MAP FOR ANALYSIS

Five Flows of Global Media

o1

o2

03

04

05

Adapted from global cultural flow thinking: Appadurai (1996).

People

Technology

Images

Ideas

Capital

DCC2203 Global Trends and Culture in Creative Content

migration, tourism, diaspora, fan communities

platforms, algorithms, smartphones, Al tools

aesthetics, characters, genres, visual styles

values, ideologies, aspirations, fears

industry investment, IP, branding, global markets
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CONCEPT 2 (} . ~
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THE CULTURAL ICEBERG

What audiences-se
makes content resonate is usual

Surface: fashion, food, music, sett
rhythm. ol )
Deep level: values, fea rs,"u'
taboo, identity. Sk

Teaching metaphor drawing from cultural analysis and meaning-making approaches.
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THEORETICAL FRAMEWORK 1

Culture as Ordinary

~— ol

ey
Pty .
N

Raymond Williams argues that culture is not reserved

for elite art. Culture is found in ordinary life, shared LA
meanings, work, entertainment, habits, and =
experience.

;‘,/

Creative content draws power from lived experience.
Burnout, loneliness, ambition, family pressure, fandom,
and youth anxiety can become cultural material.

The ordinary becomes meaningful when creators
observe it carefully.

Reference: Williams (1958).
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THEORETICAL FRAMEWORK 2

Culture as Meaning-Making

Media do not carry fixed meanings. Creators encode
meanings through signs and conventions; audiences
decode them through their own cultural experience.

ENCODING

Creators arrange images,
sounds, stories, genre, tone,
and symbols.

References: Hall (1980, 1997).

DCC2203 Global Trends and Culture in Creative Content

DECODING

Audiences interpret through
identity, memory, values,
taste, and context.

NEGOTIATION

Meaning can be accepted,
modified, resisted, remixed,
or misunderstood.

10
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PLATFORMIZATION

Platforms Shape Content

A platform is not a neutral container. It rewards
particular formats, speeds, lengths, visual

languages, metrics, and modes of audience
interaction.

TikTok / Shorts: immediacy, repeatability, strong hooks.
YouTube: searchable depth, communities, long-tail
learning.

Streaming: binge rhythm, global catalogs, subtitled
circulation.

Instagram: image identity, lifestyle aesthetics, shareability.

Reference: Nieborg & Poell (2018).

DCC2203 Global Trends and Culture in Creative Content
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“The strongest globa conter

*‘\

not culturally empty — it is loc :ss
grounded and widely resonant.” -

Global form + local texture
Universal emotion + specific setting
Platform logic + cultural authenticity

Reference: Robertson (1995).
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CASE STUDIES

CASE ROOT
b e ]
Squid Game \ Korean childhood
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CREATOR FRAMEWORK

When Content Travels, Ask
Five Questions

1

Origin

Meaning

Platform

Audience

Adaptation

DCC2203 Global Trends and Culture in Creative Content

Where does this content come from culturally?

What values, fears, desires, or memories does it encode?

Which platform accelerates or transforms it?

Who can read it, enjoy it, or misunderstand it?

What should change — and what must remain?

16
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WHAT GOOD ANALYSIS SOUNDS LIKE

From Description to
Analysis

DESCRIPTIVE

“This content is popular
globally.”

Use this standard for discussion, reflection, and assignments.

DCC2203 Global Trends and Culture in Creative Content

ANALYTICAL

“This content travels because it
combines a specific cultural setting
with a widely recognizable emotion,

and platform circulation makes it
easy to remix.”

18



Three Takeaways

Exit prompt: Choose one global

content example you consumed this
Globalization connects media across-borders. week. What is local in it? What makes

Culture gives media meaning. . ! S
Contemporary media accelerates circulation, It resonate beyond 1tS OT1g11:

participation, and transformation.

“Great creators do noterase culture to

become global; they translate citlture
with intelligence.”
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