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Given this, it might seem discouraging to acknowledge the fact that true probability sampling is
rarely ever done in communication research. More typically, the samples that communication
researches collect are not selected randomly from any population. Indeed, the population from which
a sample is derived is rarely explicitly defined either before or after data collection. Given this, how
is it possible to make inferences from sample to population? The simple answer is that, technically, it
isn’t possible to make population inferences.

28 1 B However, in thinking about this problem, it is clear that the question is better framed not as
whether or not it is possible but instead whether or not the researcher wants to make a population
inference. If the researcher does not want to make a specific statistical statement about a population
(such as females are 2.3 units more shy than males on average), then the question of whether the
sample is random or not becomes moot. If the intent of the researcher is not to make a population
inference but instead make a process inference, then the origin of the sample should loom less large
in our evaluation of that research (Mook, 1983).

% 2 & Just what-do I mean by process inference? This concept is best understood by remembering
that we often do research to test theory or hypothesis (whether or not derives from a theory).
Theories make predictions about what researchers should find in a research study motivated by the
theory. Theory-driven research focuses less on estimating the size of an effect (such as the average
difference between men or women on some measure in the popuiation of interest) than it does on
determining whether a prediction the theory makes about what should happen in a research study
actually does happen (c.f., Frick, 1998; Mook, 1983).

&8 3 i The data are collected, and the researcher analyzes the data to see if the data are consistent
with the prediction that the theory makes. If so, then this provides some support to the theory.
Remember that theories are explanations of a process. So if the theory is supported by the data, it is
sensible to say that, at least in the circumstances in which the theory was tested, the process is
probably at work and that in similar circumstances or situations, it is probably at work as well.
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(1) Hoskins and Mirus (1988) explain the pervasiveness of American media products
with the notion of “cultural discount’. This term describes the diminished value of
cultural products in foreign markets due to indigenous characteristics such as
accents and cultural nuances that make reception problematic. It is argued that
American television programmes can establish a strong hold over the international
programme market because they have little ‘cultural discount’, or to use Olsen’s

alternative concept (1999), they are culturally transparent and make sense across
cultures.
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(2) The concept of a one-way flow of media and capital from the West to the rest has
been met with strong counter-arguments. Tomlinson (1997) argues that discourses
of cultural imperialism hardly explain the multi-directional and multi-dimensional
processes of globalization by which the global maintains a dialectic relationship
with the local. Defenders of active audience theory argue that the local andience
makes sense of globally distributed media products according to their own
personal contexts and their social, cultural and economic milieus. Attention has
also been drawn to national gate-keeping policies, dynamics of audience
preference, and the resources of local media industries, which have in various
degrees of effectiveness limited the inflow of Western media products (P.S.N. Lee
1998; Chadha and Kavoori 2000)
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