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LM131 Creative Industries and Promotional
Cultures

This module equips students with an understanding of
contemporary promotional culture and the cultural and creative
industries (i.e. public relations, advertising, marketing and
branding), in both historical and organisational terms.

View Online

  

     

1. 

Davis A. Placing promotional culture. Media and cultural theory [Internet]. Abingdon:
Routledge; 2006. p. 149–163. Available from:
http://www.vlebooks.com/vleweb/product/openreader?id=Brighton&amp;isbn=978020350
9616       

     

2. 

Marchand R. Creating the corporate soul: the rise of public relations and corporate imagery
in American big business. Berkeley, Calif: University of California Press; 2001.        

     

3. 

The Century of the Self - Part 1: ‘Happiness Machines’ [Internet]. Available from:
https://www.youtube.com/watch?v=DnPmg0R1M04       

     

4. 

Williams R. Advertising: the magic system. Problems in materialism and culture: selected
essays. London: Verso; 1980. p. 170–195.        

     

5. 

Adorno TW, Horkheimer M. Dialectic of enlightenment. London: Verso; 1997.        

     

6. 

1/15



04/02/26 LM131 Creative Industries and Promotional Cultures | University of Brighton

William Leiss, Jackie Botterill. Introduction. Social communication in advertising:
consumption in the mediated marketplace. 3rd ed. New York: Routledge; 2005. p. 3–32.     
  

     

7. 

Arvidsson A. Brands: A critical perspective. Journal of Consumer Culture [Internet]. 2005
July 1;5(2):235–258. Available from:
http://ezproxy.brighton.ac.uk/login?url=http://dx.doi.org/10.1177/1469540505053093       

     

8. 

Decisive moments: the photographs that made history, The persuaders [Internet]. [U.K.]:
BBC; 1997. Available from: https://vimeo.com/195791544       

     

9. 

The Propaganda Society: Promotional Politics in Global Context, Peter Lang, NY. -
OneSearch | University of Brighton. Available from:
http://brighton.summon.serialssolutions.com.ezproxy.brighton.ac.uk/search?s.q=Buckingh
am%2C+D.+%282011%29.+The+Material+Child.+Growing+Up+in+Consumer+Culture.+
Cambridge%3A+Polity.&utf8=%E2%9C%93#!/search/document?ho=t&l=en-UK&q=The%
20Propaganda%20Society:%20Promotional%20Politics%20in%20Global%20Context,%20P
eter%20Lang,%20NY.&id=FETCHMERGED-LOGICAL-a18150-b1d73c7f34cf0f573c5af8dfb0f
c7390e981f864f4a1de6fb13f063bd87af3362       

     

10. 

Broom GM, Cutlip SM. Cutlip & Center’s effective public relations. 11th ed., International
ed. Harlow: Pearson Education; 2012.        

     

11. 

Holt DB. How brands become icons: the principles of cultural branding. Boston, Mass:
Harvard Business School; 2004.        

     

12. 

Manufacturing Consent - Noam Chomsky and the Media [Internet]. 2018. Available from:
https://www.filmsforaction.org/watch/manufacturing-consent-noam-chomsky-and-the-medi

2/15



04/02/26 LM131 Creative Industries and Promotional Cultures | University of Brighton

a/       

     

13. 

The Propaganda Society: Promotional Politics in Global Context, Peter Lang, NY. -
OneSearch | University of Brighton [Internet]. Available from:
http://brighton.summon.serialssolutions.com.ezproxy.brighton.ac.uk/search?s.q=Buckingh
am%2C+D.+%282011%29.+The+Material+Child.+Growing+Up+in+Consumer+Culture.+
Cambridge%3A+Polity.&utf8=%E2%9C%93#!/search/document?ho=t&l=en-UK&q=The%
20Propaganda%20Society:%20Promotional%20Politics%20in%20Global%20Context,%20P
eter%20Lang,%20NY.&id=FETCHMERGED-LOGICAL-a18150-b1d73c7f34cf0f573c5af8dfb0f
c7390e981f864f4a1de6fb13f063bd87af3362       

     

14. 

Yesil B. ‘Who said this is a Man’s War?’: propaganda, advertising discourse and the
representation of war worker women during the Second World War. Media History
[Internet]. 2004 Aug;10(2):103–117. Available from:
http://ezproxy.brighton.ac.uk/login?url=http://dx.doi.org/10.1080/1368880042000254838  
    

     

15. 

Nazi Propaganda: The Eternal Jew - Documentary Film [Internet]. Available from:
http://topdocumentaryfilms.com/eternal-jew/       

     

16. 

David Hesmondhalgh. Ownership, structure and size. The cultural industries. 3rd ed.
London: SAGE; 2013. p. 185–227.        

     

17. 

Davis A. Production: Industry and its Critics. Promotional cultures: the rise and spread of
advertising, public relations, marketing and branding [Internet]. Cambridge: Polity; 2013.
p. 22–35. Available from:
http://ezproxy.brighton.ac.uk/login?url=https://ebookcentral.proquest.com/lib/ubrighton/re
ader.action?ppg=22&amp;docID=1315640&amp;tm=1543251222482       

     

18. 

3/15



04/02/26 LM131 Creative Industries and Promotional Cultures | University of Brighton

Miller D, Dinan W. The Rise of the PR Industry in Britain, 1979-98. European Journal of
Communication [Internet]. 2000 Mar 1;15(1):5–35. Available from:
http://ezproxy.brighton.ac.uk/login?url=http://dx.doi.org/10.1177/0267323100015001001  
    

     

19. 

Winseck, D., Wernick, A. Advertising as Ideology. Promotional culture: advertising, ideology
and symbolic expression. London: Sage Publications; 1991. p. 22–47.        

     

20. 

Pigeon MA. The wizards of Oz: peering behind the curtain on the relationship between
central banks and the business media. The political economies of media: the
transformation of the global media industries [Internet]. London: Bloomsbury Academic;
2011. p. 255–271. Available from:
http://www.vlebooks.com/vleweb/product/openreader?id=Brighton&amp;isbn=978184966
4271       

     

21. 

Sheehan K. Cats and Dogs on Venus and Mars: Gender and Advertising. Controversies in
Contemporary Advertising [Internet]. SAGE Publications, Inc.; 2004. Available from:
http://ezproxy.brighton.ac.uk/login?url=http://dx.doi.org/10.4135/9781452233130.n7       

     

22. 

Zimmerman, Amanda Dahlberg, John. The Sexual Objectification of Women in Advertising:
A Contemporary Cultural Perspective. Journal of Advertising Research. 2008;48(1):71–79.   
    

     

23. 

Sarah Banet-Weiser. Branding the post-feminist self: girls’ video production and YouTube.
In: Mary Celeste Kearney, editor. Mediated girlhoods: new explorations of girls’ media
culture. Peter Lang; 2011.        

     

24. 

Cronin AM. Advertising and consumer citizenship: gender, images and rights. London:

4/15



04/02/26 LM131 Creative Industries and Promotional Cultures | University of Brighton

Routledge; 2000.        

     

25. 

Nava M. Changing cultures: feminism, youth and consumerism. London: Sage; 1992.        

     

26. 

Miss Representation Extended Trailer [Internet]. Available from:
https://www.youtube.com/watch?v=S5pM1fW6hNs       

     

27. 

Demand Better Media in 2015 - The representation project [Internet]. Available from:
https://www.youtube.com/watch?v=596yX2dOFaE       

     

28. 

The Gender Ads Project [Internet]. Available from: http://www.genderads.com/       

     

29. 

Carter C. Sex/Gender and the Media: From Sex Roles to Social Construction and Beyond.
In: Ross K, editor. The handbook of gender, sex, and media [Internet]. Malden:
Wiley-Blackwell; 2012. p. 363–382. Available from:
http://ezproxy.brighton.ac.uk/login?url=http://dx.doi.org/10.1002/9781118114254       

     

30. 

Gill R. Gender and the media. Cambridge: Polity; 2007.        

     

31. 

Buckingham D. The material child: growing up in consumer culture [Internet]. Cambridge:
Polity; 2011. Available from:
https://www.dawsonera.com/guard/protected/dawson.jsp?name=https://idp.brighton.ac.uk/
shibboleth&amp;dest=http://www.dawsonera.com/depp/reader/protected/external/Abstrac
tView/S9780745672908       

5/15



04/02/26 LM131 Creative Industries and Promotional Cultures | University of Brighton

     

32. 

Rojek C. Celebrity and transgression. Celebrity [Internet]. London: Reaktion; 2001. p.
143–180. Available from:
http://www.vlebooks.com/vleweb/product/openreader?id=Brighton&amp;isbn=978186189
5578       

     

33. 

Evans J, Hesmondhalgh D. Understanding media: inside celebrity. Maidenhead: Open
University Press; 2005.        

     

34. 

Barker M. Celebrity Philanthropy: in the service of corporate propaganda. he propaganda
society: promotional culture and politics in global context. New York: Peter Lang; 2011. p.
145–158.        

     

35. 

Marshall PD. The celebrity culture reader. New York: Routledge; 2006.        

     

36. 

Stacey J. Star gazing: Hollywood cinema and female spectatorship. London: Routledge;
1994.        

     

37. 

Starsuckers (Documentary Online) [Internet]. Available from: https://vimeo.com/49021336 
     

     

38. 

Marwick A. Introduction (to Status Update...). Status update: celebrity, publicity, and
branding in the social media age [Internet]. New Haven, Connecticut: Yale University
Press; 2013. p. 1–19. Available from:
http://ezproxy.brighton.ac.uk/login?url=http://search.ebscohost.com/login.aspx?direct=tru

6/15



04/02/26 LM131 Creative Industries and Promotional Cultures | University of Brighton

e&db=nlebk&AN=660057&site=ehost-live       

     

39. 

Ritzer G, Jurgenson N. Production, Consumption, Prosumption: The nature of capitalism in
the age of the digital ‘prosumer’. Journal of Consumer Culture [Internet]. 2010 Mar
1;10(1):13–36. Available from:
http://ezproxy.brighton.ac.uk/login?url=http://dx.doi.org/10.1177/1469540509354673       

     

40. 

Norman CD. Social media and health promotion. Global Health Promotion [Internet]. 2012
Dec 1;19(4):3–6. Available from:
http://ezproxy.brighton.ac.uk/login?url=http://dx.doi.org/10.1177/1757975912464593       

     

41. 

Z. Papacharissi. Conclusion: a networked self. A networked self: identity, community, and
culture on social network sites. Abingdon: Routledge; 2011. p. 304–318.        

     

42. 

Jenkins H. Rethinking ‘Rethinking Convergence/Culture’. Cultural Studies [Internet]. Taylor
and Francis; 2014;28(2):267–297. Available from:
http://ezproxy.brighton.ac.uk/login?url=http://dx.doi.org/10.1080/09502386.2013.801579  
    

     

43. 

Us Now  (FULL 60 MIN FILM) [Internet]. Available from: https://vimeo.com/4489849       

     

44. 

Powell H, editor. Promotional culture and convergence: markets, methods, media. London:
Routledge; 2013.        

     

45. 

7/15



04/02/26 LM131 Creative Industries and Promotional Cultures | University of Brighton

Ollivier F, Mathieu O. Hacked in the USA: Prosumption and Digital Labour. Available from:
https://www.palgrave.com/resources/sample-chapters/9781137473899_sample.pdf       

     

46. 

Senft TM. Microcelebrity and the Branded Self. In: Burgess J, Hartley J, Bruns A, editors. A
companion to new media dynamics. Chichester: Wiley-Blackwell; 2015. p. 346–354.        

     

47. 

Murray DC. Notes to self: the visual culture of selfies in the age of social media.
Consumption Markets & Culture [Internet]. 2015 July 7;1–27. Available from:
http://ezproxy.brighton.ac.uk/login?url=http://dx.doi.org/10.1080/10253866.2015.1052967
      

     

48. 

Brooke Wendt. The Allure of the Selfie: Instagram and the New Self Portrait [Internet].
Network Cultures; 2014. Available from:
http://networkcultures.org/blog/publication/no-08-the-allure-of-the-selfie-instagram-and-the
-new-self-portrait-brooke-wendt/       

     

49. 

Marshall PD. The promotion and presentation of the self: celebrity as marker of
presentational media. Celebrity Studies [Internet]. 2010 Mar 18;1(1):35–48. Available
from:
http://ezproxy.brighton.ac.uk/login?url=http://dx.doi.org/10.1080/19392390903519057      
     

50. 

Tiidenberg K, Gomez Cruz E. Selfies, Image and the Re-making of the Body. Body & Society
[Internet]. 2015 July 7; Available from:
http://ezproxy.brighton.ac.uk/login?url=http://dx.doi.org/10.1177/1357034X15592465       

     

51. 

Frank T. The varieties of hip: advertisements of the 1960s. The conquest of cool: business
culture, counterculture, and the rise of hip consumerism. London: University of Chicago
Press; 1998. p. 132–167.        

8/15



04/02/26 LM131 Creative Industries and Promotional Cultures | University of Brighton

     

52. 

Du Gay P, Open University. Production of culture: cultures of production. London: Sage in
association with the Open University; 1997.        

     

53. 

Miller D. Stuff. Cambridge: Polity; 2010.        

     

54. 

Miller D. Why clothing is not superficial. Stuff [Internet]. Cambridge: Polity; 2010. p. 12–41.
Available from:
http://www.vlebooks.com/vleweb/product/openreader?id=Brighton&amp;isbn=978074567
3684       

     

55. 

Nava M. Consumerism reconsidered : buying and power. Cultural Studies.
1991;5(2):157–173.        

     

56. 

Crane D. Fashion and its social agendas: class, gender, and identity in clothing. Chicago:
University of Chicago Press; 2000.        

     

57. 

Art &Copy (documentary) [Internet]. Available from:
https://www.youtube.com/watch?v=fBksrtEXGCw&amp;t=1031s       

     

58. 

Lekakis EJ. Will the fair trade revolution be marketised? Commodification,
decommodification and the political intensity of consumer politics. Culture and
Organization [Internet]. 2012 Dec;18(5):345–358. Available from:
http://ezproxy.brighton.ac.uk/login?url=http://dx.doi.org/10.1080/14759551.2012.728392  
    

9/15



04/02/26 LM131 Creative Industries and Promotional Cultures | University of Brighton

     

59. 

Biccum A. Marketing Development: celebrity politics and the ‘new’ development advocacy.
Third World Quarterly [Internet]. 2011 Aug;32(7):1331–1346. Available from:
http://ezproxy.brighton.ac.uk/login?url=http://dx.doi.org/10.1080/01436597.2011.600107  
    

     

60. 

Big Bucks, Big Pharma Online: Marketing Disease and Pushing Drugs (2006) [Internet].
Available from: https://www.youtube.com/watch?v=wlEHT7PnmGE       

     

61. 

Skoros: Anti-consumption in crisis (documentary) [Internet]. 27 AD. Available from:
https://www.youtube.com/watch?v=z8fAmi0mHgA       

     

62. 

Banaji S, Buckingham D. THE CIVIC SELL: Young people, the internet, and ethical
consumption. Information, Communication & Society [Internet]. 2009
Dec;12(8):1197–1223. Available from:
http://ezproxy.brighton.ac.uk/login?url=http://dx.doi.org/10.1080/13691180802687621      
     

63. 

Littler J. Radical consumption: shopping for change in contemporary culture. Maidenhead:
Open University Press; 2009.        

     

64. 

Littler J. Radical consumption: shopping for change in contemporary culture [Internet].
Maidenhead: Open University Press; 2009. Available from:
http://www.vlebooks.com/vleweb/product/openreader?id=Brighton&amp;isbn=978033523
6831       

     

65. 

Thorup M. Pro Bono? On Philanthrocapitalism as ideological answer to inequality.

10/15



04/02/26 LM131 Creative Industries and Promotional Cultures | University of Brighton

Ephemera: theory and politics in organization [Internet]. 13(3):555–576. Available from:
http://www.ephemerajournal.org/contribution/pro-bono-philanthrocapitalism-ideological-an
swer-inequality       

     

66. 

Davis A. The production of policy and news: liquid politics and the working cultures of the
new capitalism. Political communication and social theory [Internet]. Abingdon: Routledge;
2010. p. 51–66. Available from:
https://staff.brighton.ac.uk/is/learningandteaching/DigRes/DigitalReserve/LM131_davis_ae_
the_production.pdf       

     

67. 

Davis A. Political communication and social theory. Abingdon: Routledge; 2010.        

     

68. 

Davis A. Promotional cultures: the rise and spread of advertising, public relations,
marketing and branding. Cambridge: Polity; 2013.        

     

69. 

Hesmondhalgh D. The cultural industries. 3rd ed. London: SAGE; 2013.        

     

70. 

Dinnie K. Nation branding: concepts, issues, practice. Second edition. London: Routledge;
2015.        

     

71. 

Davis A. Promotional cultures: the rise and spread of advertising, public relations,
marketing and branding [Internet]. Cambridge: Polity; 2013. Available from:
https://ezproxy.brighton.ac.uk/login?url=https://ebookcentral.proquest.com/lib/ubrighton/d
etail.action?docID=1315640       

     

72. 

11/15



04/02/26 LM131 Creative Industries and Promotional Cultures | University of Brighton

McAllister MP, West E, editors. The Routledge companion to advertising and promotional
culture. London: Routledge; 2015.        

     

73. 

Harrison R, Newholm T, Shaw D. The ethical consumer. London: Sage; 2005.        

     

74. 

Lees-Marshment J. Introduction: Political Marketing in the 21st Century. Routledge
handbook of political marketing [Internet]. Abingdon, Oxon: Routledge; 2012. p. 1–3.
Available from:
http://ezproxy.brighton.ac.uk/login?url=http://www.routledgehandbooks.com/doi/10.4324/9
780203349908       

     

75. 

Harrison R, Newholm T, Shaw D, Dawsonera. The ethical consumer [Internet]. London:
Sage; 2005. Available from:
http://www.vlebooks.com/vleweb/product/openreader?id=Brighton&isbn=9781847877758 
     

     

76. 

Wernick A. Promotional culture: advertising, ideology and symbolic expression. London:
Sage Publications; 1991.        

     

77. 

Lury C. Consumer culture. 2nd ed. Cambridge: Polity; 2011.        

     

78. 

Lee MJ. The consumer society reader. Malden, Mass: Blackwell; 2000.        

     

79. 

Jackson T. The Earthscan reader in sustainable consumption. London: Earthscan; 2006.      

12/15



04/02/26 LM131 Creative Industries and Promotional Cultures | University of Brighton

 

     

80. 

Social Communication in Advertising: Consumption in the Mediated Marketplace, 3rd
Edition (Paperback) - Routledge [Internet]. Available from:
https://www.routledge.com/products/9780415966764       

     

81. 

Littler J, Dawsonera. Radical consumption: shopping for change in contemporary culture.
Maidenhead: Open University Press; 2009.        

     

82. 

Powell H, editor. Promotional culture and convergence: markets, methods, media. London:
Routledge; 2013.        

     

83. 

Sassatelli R. Consumer culture: history, theory and politics. Los Angeles: Sage; 2007.        

     

84. 

Schor JB, Holt DB. The consumer society reader. New York, NY: New Press; 2000.        

     

85. 

Turow J, McAllister MP. The advertising and consumer culture reader. New York: Routledge;
2009.        

     

86. 

The Propaganda Society: Promotional Politics in Global Context, Peter Lang, NY. -
OneSearch | University of Brighton [Internet]. Available from:
http://brighton.summon.serialssolutions.com.ezproxy.brighton.ac.uk/search?s.q=Buckingh
am%2C+D.+%282011%29.+The+Material+Child.+Growing+Up+in+Consumer+Culture.+
Cambridge%3A+Polity.&utf8=%E2%9C%93#!/search/document?ho=t&l=en-UK&q=The%

13/15



04/02/26 LM131 Creative Industries and Promotional Cultures | University of Brighton

20Propaganda%20Society:%20Promotional%20Politics%20in%20Global%20Context,%20P
eter%20Lang,%20NY.&id=FETCHMERGED-LOGICAL-a18150-b1d73c7f34cf0f573c5af8dfb0f
c7390e981f864f4a1de6fb13f063bd87af3362       

     

87. 

Lewis J, Miller T, editors. Critical Cultural Policy Studies [Internet]. Oxford, UK: Blackwell
Publishers Ltd; 2003. Available from:
http://ezproxy.brighton.ac.uk/login?url=http://dx.doi.org/10.1002/9780470690079       

     

88. 

Lewis J, Miller T. Critical cultural policy studies: a reader. Malden, Mass: Blackwell; 2003.     
  

     

89. 

Du Gay P, Open University. Production of culture: cultures of production. London: Sage in
association with the Open University; 1997.        

     

90. 

Banet-Weiser S. Authentic: the politics of ambivalence in a brand culture. New York: New
York University Press; 2012.        

     

91. 

Auerbach J, Castronovo R, editors. The Oxford handbook of propaganda studies. New York:
Oxford University Press; 2013.        

     

92. 

Hesmondhalgh D, Baker S. Creative labour: media work in three cultural industries.
London: Routledge; 2011.        

     

93. 

Holt J, Perren A. The media industries: history, theory, and methods [Internet]. Oxford:

14/15



04/02/26 LM131 Creative Industries and Promotional Cultures | University of Brighton

Wiley-Blackwell; 2008. Available from:
https://ezproxy.brighton.ac.uk/login?url=http://search.ebscohost.com/login.aspx?direct=tr
ue&amp;scope=site&amp;db=nlebk&amp;db=nlabk&amp;AN=1102009       

     

94. 

21 Must-Follow Feeds in the World of Business | WIRED [Internet]. Available from:
http://www.wired.com/2015/09/21-must-follow-feeds-world-business/   

15/15


