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World Englishes
in the Media

Andrew Moody

28.1 Introduction

Sociolinguists have traditionally been reluctant, or at least hesitant, to
draw linguistic data from the media in examination of linguistic variation.
Given this general avoidance of data from the media, one might suppose
that linguists would regard the mass media as one of the last places to find
sociolinguistically relevant data demonstrating the depth and range of
variation in World Englishes (WEs). In addition to the fact that media
language is neither spontaneous nor naturally occurring — two features
traditionally required for sociolinguistic data — the language of the media
is also generally regarded as “standard English” and, as such, not normally
expressive, or even tolerant, of variation. Consequently, variationist socio-
linguists have come to regard the standard language as a “distractor” that
masks or hides an individual speaker’s performance of their natural and
unedited style of speech. Labov (1972) identified systematic patterns of
“style shifting” between what he calls the “vernacular” and other forms of
speech that are more monitored, depending on the formality of the inter-
view context (pp. 208-209). Labov hypothesizes that a speaker’s shift
between the vernacular and monitored speech is unavoidable and hence
forms the “observer’s paradox” where the goal of sociolinguists is to
observe the speech individuals use when they are not being observed.
While Labov’s point in articulating the “observer’s paradox” is to demon-
strate that an examination of the “pure vernacular” is impossible and that
focus should instead be on the systematic style switching between per-
ceived targets of “vernacular” and monitored speech, the emphasis on
collecting “spontaneous” and “naturally occurring” data has been general-
ized into a dictum that virtually prohibits the examination of media
language in variationist studies (see Chambers 1995; Tagliamonte 2006).
This bifurcation of the “vernacular” from “monitored speech”
(usually operationalized as features that are more easily identified as
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“standard”), however, produces a false dichotomy in sociolinguistics,
namely the belief that vernaculars are authentic languages and stan-
dards are not. Bucholtz (2003) discusses the origin of the dichotomy of
“authentic language” and “standard language” in romanticized notions
that rural cultures and vernaculars were disappearing as a result of
industrialization:

In its political guise, Romanticism sought to locate the underpinnings of
the European nation in the spirit of its people — particularly the peasants
whose culture supposedly remained untouched by urbanity. In its scho-
larly guise, Romanticism valorized the rural population as the authentic
source of traditional cultural knowledge and practice, including language.
Dialectology furthered both of these efforts. (p- 399)

Similarly, Coupland (2003: 418) complains that “sociolinguistics has
invested very heavily — and arguably too heavily — in the view that some
sorts of language and some sorts of speaker are authentic, and that it has
thought them more valuable for being more authentic.”

Although a rich tradition of scholarship examining media language as
a form of linguistic practice has developed in sociolinguistics, the litera-
ture tends to focus on features of discourse or pragmatics much more often
than on variation in phonology or grammar, and, as Queen (2015) notes, to
be more often descriptive of language in the news media than in the
“narrative media” (p. 20). Indeed, Queen argues that the study of language
in the news media is taken at the expense of language in the narrative
media precisely because the narrative media are assumed to be less
“authentic.” Noting the sociolinguistic value of scripted narrative media,
Queen remarks that “the scripted media offer a fairly contained, and
edited, microcosm of the places from which their plays come. In this
sense, they are not more or less ‘real’ than the unscripted media” (p. 21).
To the same degree, Lee and Moody (2012a) and Moody (2010) note that
linguists have been reluctant to examine the languages of popular culture
as media genres.

This chapter will strive to examine the various studies of media
language that have been conducted from the WEs perspective.
Although variationist sociolinguists tend to reject the study of media
language as “inauthentic” varieties, the examination of media
Englishes has become a staple component of descriptions of WEs
and, as such, questioned the validity of claims that some languages
are “authentic” and others are not. Instead, this chapter will demon-
strate that “authenticity” is a feature of media Englishes that must be
balanced against the “authority” of the standard language. Within this
framework of thinking about media Englishes, then, the Three Circles
of WEs varieties — the “Inner,” “Outer,” and “Expanding Circles” —
show consistently different patterns of balancing concerns for “authen-
ticity” and “authority” in media Englishes.
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28.2 Prevalence of Media Studies in World Englishes

What exactly do we mean when we talk about “the media” and what
justifies the discussion of media Englishes as functional varieties? As
noted in the previous section, examination of the linguistic forms of
a variety that appear within Inner, Outer, or Expanding Circle media is
an accepted and somewhat expected feature of any description of a variety.
Most of these descriptions focus on the free or low-cost broadcast and print
media of radio, television, movies, newspapers, magazines, and so on.
Within each one of these media genres, the value of any particular form
is measured by the size of its audience. Hence radio and television stations
spend great effort to compile reliable ratings data about the number of
listeners or viewers. Likewise, newspapers and magazines measure suc-
cess, vitality, and relevance with circulation and readership figures. Strong
ratings or circulations figures, quite simply, are then easily translated into
a price for advertising, where more expensive advertising is assumed to
reach a greater number of individuals. This “profit-motivated” definition
of the mass media describes the capitalistic practices of specific content
providers (e.g. television or radio stations, newspapers, movie studios) and
how they are able to offer free or low-cost content for mass consumption,
and this model of consumption has functioned relatively well for
a number of decades.

Although studies of media Englishes across multiple varieties of WEs are
rare, descriptions of the roles, functions, and sometimes the forms of
English in the media are a staple of descriptive work about individual
varieties of WEs. These areal studies of English varieties typically include
descriptions of English usage in mass media, and a review of these studies
demonstrates how frequently media Englishes are described. Speech com-
munities whose media are described in areal studies include Cameroon
(Kouega 1999); China (Yong and Campbell 1995; Li 2012); Colombia
(Martinez 2015); Costa Rica (Aguilar-Sanchez 2005); Ecuador (Alm 2003);
Europe (Raedts et al. 2015); Finland (Leppanen 2007); France (Ruellot 2011);
Ghana (Dolphyne 1997); Hong Kong (Luke and Richards 1982; Li 1999);
Hungary (Petzold and Berns 2000); India (Dubey 1991; Philipson and
Skutnabb-Kangas 1996); Iran (Baumgardner and Brown 2012); Japan
(Dougill 1987); Jordan (Hamdan and Hatab 2009); the Maghreb
(Battenburg 1996); Malawi (Matiki 2001); Mauritius (Foley 1995); Mexico
(Baumgardner 1997); the Netherlands (Ridder 1995); Nigeria (Adekunle
1997); Pakistan (Abbas 1993); the Philippines (Dayag 2004); Russia
(Ustinova 2005); Thailand (Masavisut, Sukiwat, and Wongmontha 1986);
Tunisia (Battenburg 1997); and Turkey (Dogancay-Aktuna and Kiziltepe
2005). Each of these studies cites the local mass media as a source of data
about the forms or functions of English varieties, and, as such, these
studies document the rich variability of Englishes across varieties. At the
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same time, however, the media are notorious users and promoters of
standard English. There is, therefore, an interesting and useful contra-
diction within the role of the mass media. While local media content
providers may sometimes promote the language forms that are “local”
and unique to a particular variety of English, media language is also more
generally committed to the promotion of global standards of intelligibility.
The tension between these two commitments within media Englishes —
a commitment to both local and global forms — is essentially what defines
the “authority” and the “authenticity” of media Englishes.

28.3 “Authority” and “Authenticity” in Media Englishes

Norms, standards, and codification have always been at the center of our
understanding of WEs. In a very early description of the concentric circle
model of WEs, Kachru (1985) describes the Outer Circle as possessing two
clearly different sets of norms. Kachru writes that, in Outer Circle socie-
ties, “there has been a conflict between linguistic norm and linguistic
behaviour ... [and the varieties] are both endonormative and exonorma-
tive” (p. 17). The WEs perspective is one that recognizes and validates the
pluricentricity of English varieties, including standard and standardizing
varieties as well as varieties that might be characterized as “vernaculars”
in the Inner Circle, “nativized varieties” in the Outer Circle or “learner
varieties” in the Expanding Circle. Media Englishes in all three circles,
however, demonstrate a consistent tension between two complementary
impulses in language: the projection of “authority” and the production of
“authenticity.” Queen (2015) describes the sociolinguistic impact of the
technological development of synchronized sound recording and moving
pictures — a development that Bauman (2011) describes as having bor-
rowed the authority of narrative storytelling into sound recordings — and
the technological development of electronically broadcasting stories
across commercialized networks. Queen (2015: 16) argues that the devel-
opment and popularization of these technologies “linked authenticity and
authority, especially in language, to the experience of consuming mass
media products.” While this occurred in the early to mid-twentieth cen-
tury in most Inner Circle societies of English users, the linking of “author-
ity” and “authenticity” — and especially the authority and authenticity of
English — is still in stages of progressive development in Outer and
Expanding Circle communities of English users.

28.3.1 “Authority” in Media Englishes

Although the WEs perspective celebrates the pluricentricity of English
varieties, the fact of the matter is that content providers in mass media
are generally committed to ideologies that affirm and strengthen the
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authority of standard languages, not the plurality of standards or varieties.
McArthur (1997, 1999) and Gaskell (2000) each note that the degree of
variation within the media internationally is relatively small because of
the preference for what McArthur (1997) calls “International Standard
English.” From a historical perspective, Herbert (1997) argues that this
language of broadcast has become increasingly “egalitarian” over the
twentieth century but that this development never challenged the author-
ity of the standard. In particular, a number of writers note that American
English (AmE) is especially prevalent within the mass media and that,
internationally, norms in the media have been influenced by this one
variety (see Swan and Urdang 1985; Urdang 1990; Rindal 2013). While
indigenous norms define speech styles in Inner and Outer Circle societies
(and even in some Expanding Circle societies), the fact of the matter is that
endonormative variation — and especially nonstandard variation — rarely
dominates media texts. In the Inner and Outer Circles standardized vari-
eties tend to dominate the media, and, in the Expanding Circle, media
texts are especially committed to standardized varieties that are exonor-
mative; and this is precisely the reason why a number of scholars advocate
the use of locally produced English-language media texts from the Outer or
Expanding Circles as authentic teaching texts — because these texts rein-
force external Inner Circle norms (see, for Indonesia, Smith 1991; for
Japan, Tanaka 1995; and, for Pakistan, Baumgardner 1987).

The primary mechanism by which media languages project authority is
the “standard language ideology” (SLI), a term that was formally intro-
duced in Milroy and Milroy’s ([1985] 1999) definitive work on language
standardization. While language ideologies are “sets of beliefs about lan-
guage articulated by the users as a rationalization or justification of per-
ceived language structure and use” (Silverstein, 1979: 193), the SLI
functions specifically to preserve the authority of standard languages by
obscuring the historical and sociological conditions that produce
a standard language. While this happens most clearly in the written
variety of standard English, Milroy and Milroy affirm that the SLI also
works within the spoken standard. Not surprisingly, there is
a particularly intimate connection between the development of standard
languages and the media, and Milroy and Milroy note that “the media have
successfully promoted an awareness of the standard spoken language
(which is in fact popularly known as BBC English) without having much
influence on the rate of adoption of that standard” (p. 25).

The close association of a standard language with the language of media
is understandable; the impetus to codify English, both written and spoken
standards, has historically come from the media (Millar 2012; Fitzmaurice
2000). Of course, media sources have played a role in all the processes of
standardization (namely, selection, restriction, elaboration, and codification),
but the final process of codification has historically been driven by the
print media. During the stage of codification, texts of authority (e.g.
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dictionaries, grammar books, learner materials) are produced to catalogue
and formalize standard language forms, including pronunciations, word
meanings and usages, punctuation, and grammatical usage. The standar-
dization of Early Modern English (EModE) and Present-Day English (PDE)
began (and, indeed, still continues) with the codification of standard
English in print media. Beginning in the sixteenth century, printers
began to use glossaries (i.e. lists of words), for example, to limit the number
of variants in the spelling of various words, a purpose that is fundamen-
tally consistent with one of the goals of standardization, to minimize the
number of variants within the language (Leith 1983), and other forms of
codification followed. Within the history of English, then, the publishing
industry and related media were instrumental in developing codifications
that defined the forms of standard English.

When English mass media were primarily in the form of print, the
codification processes mainly applied to the written form of the language,
and spoken varieties of English were allowed to diverge, develop, and
thrive without much attention to the codification of spoken language.
This, perhaps, explains in part how English developed as a pluricentric
language during the colonial spread of the language in the seventeenth
through nineteenth centuries. Although there was a single standard for
written English, spoken varieties were allowed to diverge within the Inner
and Outer Circles of WEs users. However, the early twentieth century saw
the development of several media forms that were able to reproduce
spoken languages, namely radio, phonographs, motion pictures (e.g.
“talkies”), and, somewhat later, television. In North America, these new
mass media genres drove the early adoption of the “Mid-Atlantic English”
(MAE), an anglicized variety of AmE, as a spoken media standard (Labov
1998; Bolton 2010; Shytex BookVideo Training 2014). In the latter half of
the twentieth century, the use of this specific dialect in spoken media
began to decline as it was replaced by what is normally called “Broadcast
Standard.” Within the Inner Circle varieties of Englishes, two dominant
varieties have emerged: BBC English from the UK and Broadcast Standard
English (BSE) from the USA. The role of the mass media in defining these
spoken standards is profound and it is no coincidence that they take their
names from the media where they are used (Schwyter 2016). However, the
SLI entails a belief that the standard language has always existed in its
current form and that it is a pure version of the language (especially when
compared to nonstandard variants). The ideology functions explicitly to
obscure the dynamic nature of the standardization processes and standard
English projects the authority of the standard language into media texts by
reinforcing a belief in the purity and immutability of standard English. The
authority of the standard language varieties (BBC English and BSE) origi-
nating from the Inner Circle is especially clear in international media. For
example, several scholars have noted the worldwide adoption of English as
an ex post facto official language of the media (Tillman 1986) and there is
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even some evidence that the promotion of English in the media represents
a self-conscious expression of British (Howse 1979) or American (Demont-
Heinrich 2008) hegemony in the developing world. It should also be men-
tioned here that there is some evidence that the dominance of English as
an international media language may be responsible for language endan-
germent, loss of bilingualism, or loss of other languages within media
domains (see, for Chamorro, Underwood 1989; for Danish Bilingualism,
Christophersen 1991; for Diasporic Hindi, Pandharipande 2013; for
European Spanish, Lujan-Garcia 2011; for Singlish, Rubdy 2001; and, for
Turkmen, Sartor 2010).

28.3.2 “Authenticity” in Media Englishes

It was noted in Section 28.3.1 that, for much of the twentieth century, the
“Mid-Atlantic English” (MAE) variety of AmE functioned as a media stan-
dard in North America, and particularly within the USA (Bolton 2010). This
variety of English attempted to blend various features of British English as
a prestige norm (most notably non-rhoticity) and, at the same, avoid many
features of AmE that might be stigmatized (such as “cot-caught merger” or
“intervocalic dental flapping”). The accent is still taught for use in theater
and media performance training (Skinner 1990), but US BSE came to
replace the MAE as a media standard as popular perceptions of MAE
changed. The dialect retains some authority as a media variety, but princi-
pally just in the news media. As a language of “narrative media” (i.e.
movies, television, radio dramas, etc.), MAE is frequently regarded as
sounding “old-timey” and unlike contemporary ways of speaking (Drum
2011; Fallows 2015). In a word, the variety sounds “inauthentic” to con-
temporary AmE speakers.

Milroy’s (2000) description of how the SLI functions in Britain and the
USA explains how the change from MAE to BSE was institutionalized
within the media. The primary difference between the SLI in Britain
and the USA is the way that a spoken standard language functions within
the two societies. Milroy notes that the SLIin Britain places a great deal of
emphasis on a spoken standard, and that the consequences of this
emphasis is a drive to use standard pronunciation within a number of
different functional domains: education, media, politics, and law, to
name a few. One way to think of the spoken standard in Great Britain is
as a “productive standard,” one that positively specifies the features of
standard English pronunciation. Conversely, BSE is more of
a “prohibitive standard,” not specifying the forms that must be used to
be standard but instead defining a set of stigmatized forms that should be
avoided when speaking BSE. These ideological differences between the
ways that a spoken standard is perceived in the UK and the USA, then,
create functional differences in how the standard languages appear in
various media within the two societies. Both societies posit “authority” to
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the standard languages when they are used in the media, but the com-
plementary implementation of “authenticity” is relatively easier to pro-
duce within the spoken standard of US media, where broadcasters do not
need to produce particular forms to be perceived as standard but must
instead simply avoid those forms that are marked as “nonstandard.”
Finally, it should be noted that the ideological differences between the
UK and the USA primarily pertain to the functions of English as a spoken
standard language; the written standard in both societies functions simi-
larly without many differences in how it is implemented within the print
media.

Within media languages, therefore, a complex set of oppositions oper-
ates to define a standard that evokes both “authority” and “authenticity.”
Whereas MAE was able to evoke the authority of a standard language, it
lacked authenticity, and the evolution of BSE effectively fulfilled the need
for both authority and authenticity within a standard language. This is not
to say that BSE is a more authentic language than BBC English, or that it
might somehow have less authority. The media’s need to project both
“authority” and “authenticity” will not allow content providers to choose
one over the other. Instead, “authority” and “authenticity” are comple-
mentary concerns that are in tension with one another and this tension
may express itself in a number of different ways within the media. The
tension certainly accounts for the variability that Labov (1972) notes
between the “vernacular” and “self-monitored” speech but it is not limited
to these variabilities. This tension might be realized as a contrast between,
say, the “global” norms of the standard language and “local” norms.

Coupland (2001) describes a consistent style switch in Welsh radio
broadcasting that is likely driven by the tension between “authority” and
“authenticity” but expressed in terms of “global” and “local” norms of
English. Coupland observed that Welsh radio announcers would consis-
tently perform an Americanized accent when they announce the songs
that they are playing. This performance of AmE, Coupland argues, is
prompted by the content of the program: entertainment favors AmE as
a “standard language” in these radio stations and, by performing AmE, the
radio announcer manufactures both the “authority” and the “authenti-
city” related to being a competent and popular disk jockey. However,
when the announcers delivered local information like news or weather,
they shifted into the local form of Welsh-accented English. Coupland call
this switch between AmE and Welsh-accented “dialect stylization,” but it is
related to a number of performative language strategies (e.g. audience
design, crossing, and even code switching) that treat language perfor-
mance as dynamic and interactive between multiple tensions and
concerns.

How does Welsh DJs’ performance of AmE fulfill the need for authenti-
city of language forms on the Welsh radio? Barker and Taylor (2007)
describes two types of “authenticity” that can be produced in popular
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music: personal authenticity and cultural authenticity.! “Personal authen-
ticity” refers to the language used when a performer is not trying to
portray a character or alter ego, but themselves. While “personal authen-
ticity” might appear to be related to the vernacular languages that dialec-
tologists sought to isolate from monitored speech, in media texts the
person is more closely related to what an audience actually knows about
the individual. This means that the language variety related to “personal
authenticity” must be performed in such a way that it manufactures
authenticity that an audience will accept as accurately representing the
person who is speaking. “Cultural authenticity” refers to the language
used when a performer is trying to portray a character that is culturally
appropriate to the media, genre, style, or register of the performance. This
distinction between “personal” and “cultural authenticity” explains how
the performance of both Welsh-accented English and AmE by the Welsh
DJs is accepted by the listening audience as “authentic.” While Welsh-
accented English is probably “personally authentic” to the DJs, AmE in
most cases is not a personally authentic language. Instead, the “cultural
authenticity” of the two performances is most relevant here. Welsh-
accented English is culturally appropriate for announcements from the
local calendar, or the weather, because it indexes local culture. Likewise,
AmE is culturally appropriate for announcing playlists or banter about
music because it indexes global entertainment (especially pop music)
culture.

28.3.3 “Authority” and “Authenticity” in World Englishes

Although “authority” and “authenticity” are presented here as existing in
constant tension with one another in the media across all English vari-
eties, there does seem to be a general pattern of emphasis or development
that is easily described within Kachru’s (1985) model of WEs varieties (i.e.
“the Circles”). Kachru describes the defining features of the circles as their
commitment to norms (whether they are “exonormative” or “endonorma-
tive”) and this particular feature of Inner, Outer, and Expanding Circles
influences whether a society’s mass media content providers are more
committed to ensuring the “authority” of English within their mass
media or to developing the “authenticity” of English. Likewise, the devel-
opmental stages of “exonormative stabilization” and “endonormative sta-
bilization” described within Schneider’s Dynamic Model of postcolonial

' Barker and Taylor (2007) actually describe three types of authenticity but | have excluded from my discussion here the
third type, representational authenticity. “Representational authenticity” refers to whether or not an artist is actually
performing the work that is attributed to them. One of the better-known examples of a failure to produce
“representational authenticity” is the musical performance attributed to the duet Milli Vanilli, who were sued for
damages related to fraud when it was discovered that the two individuals who were represented as performing on their
record did not actually perform the recordings. A more contemporary example of failure to produce “representational
authority” is the hip-hop artist Drake, who was accused of using “ghost writers” to write rap lines (Britton 2015). See
Moody (2012a) for a further discussion of how authenticity is manufactured within popular culture.
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Englishes (Schneider 2007) are likely responsible, at least in part, for the
differences observed within the Inner, Outer, and Expanding Circles.

The example of Welsh DJ speech (Coupland 2001) demonstrates how
authenticity tends to be emphasized within Inner Circle varieties. The
English used on the radio does not require much attention from the
performers or the audience to accept its “authority,” and this is due in
large to the fact that Inner Circle varieties are endonormative, that is, the
norms for these varieties are indigenous to the communities.
Consequently, there is more explicit emphasis on “authenticity” within
the Inner Circle, and this is demonstrated on a societal level in the USA by
the decline in the use of MAE in the last half of the twentieth century as an
authoritative media standard and the concurrent shift toward the non-
fixed BSE. Although MAE evoked the prestige and authority of British
English with its adoption of features like non-rhotic vowels or fully articu-
lated (i.e. non-flapped) intervocalic dentals stops, the variety did not
authentically represent the English that was spoken by the majority of
Americans. When MAE was no longer regarded as the primary prestige
variety, the broadcast standard that emerged was one that was not neces-
sarily fixed to a single set of pronunciations, but would allow expression of
variation (i.e. “authenticity”) as long as variation avoided stigmatized
forms (Milroy and Milroy 1999). In the Inner Circle of English users, there-
fore, there is a tendency to emphasize “authenticity” over the “authority”
of an English variety.

Expanding Circle varieties are, by definition, exonormative English vari-
eties and as such rely on norms from Inner Circle varieties. While there
may be an emphasis on the “authenticity” of native languages in the
Expanding Circle, English varieties are usually portrayed using the stan-
dard language to avoid any compromise of the “authority” of the standard.
Moody (2006) and Moody and Matsumoto (2011), for example, examine
various manifestations of English and English speakers on Japanese tele-
vision within the genres of “language education” and “language entertain-
ment” programs. In these programs, the portrayal of English — and
especially the portrayal of Japanese English and Japanese speakers of
English — is ideological and driven by the desire to present a specific set
of positive characteristics of speakers and of speech. To this degree,
English speech is often not authentic, but edited and manipulated in
order to reinforce Inner Circle norms or to portray specific features of
English or English speakers; and there is good reason to believe that this
type of portrayal of English in the Expanding Circle takes place in other
societies, too (Zhou and Moody 2017).

The pattern that emerges, then, is that Inner Circle Englishes are “endo-
normative” and the media in those societies consequently spend greater
effort to portray the “authenticity” of English rather than the “authority”
of the language. Expanding Circle Englishes, however, are “exonormative”
and instead spend greater effort to ensure that the standard language is
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delivered with “authority” — and variation that might portray authentic
nonstandard usages in the Expanding Circle is frequently censored. The
English varieties of the Outer Circle, as Kachru (1985) notes, are usually
“mixed” in that both endonormative and exonormative varieties are used
simultaneously in these societies (see the discussion in Section 28.3).
A degree of mixing exists in all three circles, and this is because “authority”
and “authenticity” are not necessarily emphasized in opposition to one
another; the “authority” of the standard and the “authenticity” of the
vernacular do not necessarily need to exclude one another. Yet linguistic
practice in the Outer Circle, as Kachru (1985) notes, is in conflict with the
espoused norms. Because Outer Circle societies have usually not com-
pleted the developmental stage “endonormative stabilization,” described
as “phase four” of the Dynamic Model (Schneider 2007), both endonorma-
tive and exonormative varieties can be found within the media; and
studies of media and popular culture in the Outer Circle demonstrate
that both endonormative and exonormative varieties are used simulta-
neously. For example, see Lin (2012) for a discussion of hybridity in
Hong Kong’s hip-hop music scene; see Moody (2012b) for a description of
competing norms in print and radio advertising in Malaysia; and see
Kirkpatrick and Moody (2009) for how two Outer Circle communities,
Hong Kong and Singapore, present “authority” and “authenticity” very
differently. Media Englishes within the Outer Circle of English users,
then, are characterized by an equal emphasis on both “authority” and
“authenticity.”

28.4 World Englishes Perspectives on Popular Culture
and Media Englishes

Within WEs scholarship there has been growing scholarly attention given
to forms of popular culture that rely on the mass media for their presenta-
tion and development. While much of the scholarship presents findings
that are consistent with analyses of language outside of popular culture,
the assessment of Englishes in the media challenges the dictum that socio-
linguistic data should be “spontaneous and naturally occurring” (see
Moody 2010 for a full discussion of the dictum and how it has shaped the
selection of linguistic data). Many of these discussions of forms within the
media simply demonstrate how discriminatory language attitudes — and,
of course, prejudice against ethnicities, races, regions, etc. — are recreated
within media portrayals of stigmatized individuals. Dissanayake (1986)
argues that the imaginative portrayal of Indian culture and identity in
the movie A Passage to India is unable to rise above stereotypes and clichés.
Similarly, Chan (2000) argues that colonial stereotypes about Chinese
identity dominated the late-colonial press in Hong Kong in the dates before
the handover of the territory to Chinese (i.e. People’s Republic of China)
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rule. Mesthrie (2002) offers a particularly trenchant analysis of “mock
English” accents in a South African radio program and demonstrates
how the stereotyped portrayal of Indian South African English enhances
the power of socially dominant groups. Each of these studies examines
English in the postcolonial Outer Circle of English users, and Lippi-Green
(1997) demonstrates how Disney, among other media content providers,
exploits stereotypes of American, British, and “foreign-accented” English
speakers in their portrayal of villains, heroes, and characters that change
from villainous to heroic. Martin (2002a) also examines the stereotyping of
American and other English accents in French advertising and Lee (2014)
examines attitudes toward English on Korean TV, arguing that ageist
discrimination toward older Koreans as non-English users is frequently
expressed.

While these studies use data from popular culture and the mass media to
demonstrate that societal language attitudes and prejudices can be identi-
fied within popular culture, they represent just one approach to English in
the media or popular culture that has been supported within the WEs
research frameworks. General examination of language in advertising
(Bhatia 1987, 1992, 2000, 2006; Bhatia and Ritchie 2004; Chen 2006;
Martin 1998, 2002b, 2006), pop music (Chan 2009, 2012; Chik 2010;
Kachru 2006; Lee 2006, 2007; Lin 2012; Moody 2012a; Moody and
Matsumoto 2003; Ominiyi 2006; Wang 2006), television (Moody and
Matsumoto 2011; Park 2004; Thompson 2012), linguistic landscapes
(Dimova 2008; Bolton 2012), and popular culture (Lee 2004; Lee and
Moody 2012b; Moody 2006, 2011, 2012b, 2013; Park 2009; Park and Wee
2012) has begun to form a rich tradition of scholarship within WEs.

These approaches to English in the media are informed by larger, more
comprehensive rejections of subjectivist constructions of language and
identity in recent sociolinguistic thought. These rejections instead empha-
size the performative aspects of language and identity (see Bucholtz and
Hall 2004; Hill 1999; Pennycook 2003; Rampton 1995, 1999). The emphasis
on the performative aspects of language — especially when used to exam-
ine data from the mass media — rejects the dictum that sociolinguistic data
be “spontaneous and naturally occurring” and instead looks for language
that is “authentic.” There is a convincing argument to be made that the
language of the media is intentionally designed to appeal to the greatest
possible number of listeners, viewers, or readers. This intentional design
of the mass media largely stems from the profit-oriented nature of the
media; if language is inauthentic or if it fails to appeal to the public, the
media content providers will not be able to earn from sponsorship or
advertising. As a mechanism within capitalistic media systems, English
functions internationally as a symbol of modernity in much of the
Expanding Circle of English users: in Europe (Gerritsen et al. 2007); in
Hungary (Petery 2011); in Italy (Vettorel 2016); in Korea (Baratta 2014); in
Macedonia (Dimova 2012); and in Poland (Kasztalska 2014).
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It should be further noted that “media language” has developed beyond
the traditional media to include a number of new “social media” formats
where Englishes can be explored. Many of the “content providers” of
“new” or “social” media still work under the established paradigms to
promote consumer (viewer, listener, reader) numbers in order to sell
advertising within their media or the content. Nevertheless, much of the
content in social media cannot yet be effectively sold to advertisers and
there are frequent claims that the advent of “new” or “social media” has
ushered in a new era where content is no longer directly linked to the
motivations of sales and advertising.

The WEs commitment to examination of language in the media, therefore,
derives from the paradigm’s acknowledgment of plurality within varieties of
the language and pluricentricity of standards. Localization of the media does
not simply apply to the content of advertising, radio, television, or popular
culture; localization also influences and determines the linguistic forms that
appear within the media. This process of localization, which Kachru (1986)
calls the “nativization” of Englishes, introduces new linguistic forms that may
develop into established media languages. This process of endonormative
development of media languages not only takes place in the USA and the
UK but has also been described in the Inner Circle media of Australian English
(Leitner 1984), Irish English (O’Sullivan 2013), and New Zealand English
(Stadler 2016). Development of endonormative media standards in Outer
and Expanding Circle languages include Cameroonian Pidgin English (Sala
2009); China English (Guo and Huang 2002; Alvaro 2015); East African
Englishes (Schmied and Hudson-Ettle 1996); Igbo English (Ezejideaku and
Ugwu 2009); Nigerian English (Nwoye 1992); Nigerian Pidgin English
(Agheyisi 1984, 1988; Munzali 1997; Deuber 2002); Pakistan English
(Baumgardner 1990); South African Black English (Makalela 2013); and West
African Englishes (Huber and Gorlach 1996)

28.5 English as a Linguistic Resource in the Development
of Other Media Languages

“Nativization” is a typical effect of endonormative development of English
varieties in the Outer and Expanding Circles, but it is just one of the effects
that Kachru (1986) describes in the diaspora of English. The second effect is
the “Englishization” of other languages used in these societies. Within the
WEs literature, a fair amount of attention has been paid to the effects of
English in the media when it is multilingually used alongside other lan-
guages. In the Expanding Circle, where English does not replace the native
language as the dominant media language, a number of studies observe
the presence of various forms of influence from English on a number of
different languages: European languages (James 2016); Finnish
(Taavitsainen and Pahta 2008); French (Martin 2002a); Hong Kong
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Chinese (Chan 2009); Indian Languages (Bhatia 1987; Kathpalia and Ong
2015); Japanese (Geist 1991); Polish (Griffin 1997); Russian (Ustinova and
Bhatia 2005); Taiwan Chinese (Chen 2006); Tamil (Krishnasamy 2007); and
Thai (Snodin 2014).

While language mixing is the most commonly reported way in which
English affects other languages in the media, a number of scholars have
argued that English loanwords are being borrowed into other languages
primarily within the language of the mass media. The media typically
provide a “channel” through which the loanwords become more widely
recognized and used within broader domains. In no language has this
process been as thoroughly examined as in Japanese. Haarmann’s (1989)
and Loveday’s (1996) early work on the source of loanwords in Japanese
each point to the mass media as a significant source for the transmission of
English etymons, and Stanlaw (2004) draws a clear connection between
English and the Japanese used in popular culture. Likewise, Takashi (1990)
examines the language of advertising to suggest that loanwords are bor-
rowed more quickly in this genre than in others. Seargeant (2005) echoes
these claims in an examination of English loanwords in the Japanese mass
media. Several studies suggest that the rate of borrowing from mass media
is unusually high in other languages, too, especially Chinese (Kang 1999),
European Spanish (Smith 1997), Italian (Gani 2007), Korean (Shim 1994),
and Mexican Spanish (Baumgardner 1997).

28.6 Conclusions: Media and Acquisition of Englishes

This chapter on WEs in the mass media began with the statement that
sociolinguists traditionally do not regard media language as the best genre
to find evidence of sociolinguistic variation. Nevertheless, descriptive work
within the WEs perspective does not shy away from media and popular
culture genres when collecting data demonstrating nativization or
Englishization across the three WEs “Circles”; to the contrary, some lin-
guists go so far as advocating these genres as authentic sources of linguistic
data (Rose 2001; Walshe 2017). How, then, are we to respond to the more
traditional prohibitions of using linguistic evidence from the mass media?

Chambers (1998: 124) summarizes the difference between popular opi-
nion about the effect of the media on language change and sociolinguists’
opinions:

Television is the primary hypothesis for the motivation of any sound
change for everyone, it seems, except the sociolinguists studying it. The
sociolinguists see some evidence for the mass media playing a role in the
spread of vocabulary items. But at the deeper reaches of language change —
sound changes and grammatical changes — the media have no significant
effect at all.
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Chambers really only allows the possibility for media to influence the
spread of lexicon, and there is indeed a rich examination of language
in the media for evidence of neologisms within the WEs literature.
Some of the studies examine new words that have been generated in
specific contexts, such as Staczek’s (1993) examination of new words
in the media coined during the Gulf War. Studies may also focus on
specific Englishes, such as Grant’s (2012) study of neologisms in New
Zealand English media, or Donlan’s (2016) examination of new
Australian colloquialisms in online media. Research in WEs has seen
more extended studies examining the development of the term queer
in the mass media (Jacobs 1998) and in the meanings and uses of the
word harmonious in Chinese political discourse (Alvaro 2016).These
examinations of media influence on the development of new words
is consistent with Chambers (1993), where only two possible effects of
media on language change are conceded: (1) the diffusion of “catch-
phrases” that “belong for the moment of their currency to the most
superficial linguistic level” (p. 139) and (2) the diffusion of “tolerance
toward other accents and dialects” (p. 139). Chambers (1993) con-
cludes — and in doing so expresses the majority opinion — that “speak-
ers on our mass media, seeking no response and evoking none, make
no impression on our dialects” (p. 140).

Although this has been a majority opinion among most sociolinguists
about working with media data for a long time, recent years, however,
have seen a number of challenges to this majority opinion. Sharbawi and
Deterding (2010: 121) hypothesize that one reason why Brunei English is
rhotic derives from the fact that “Brunei English is at an earlier stage of
development than Singapore English and so it is more susceptible to
outside influences, particularly from American media.” Likewise,
Leppanen (2007) examines youth culture in Finland to conclude that
media has dynamically shaped the way that teens interact in English.
These findings are echoed by Grau’s (2009) examination of youth expo-
sure to English in Germany, where the researcher concluded that expo-
sure to English inside and outside the classroom occurred with very little
interaction between the two domains. Lawson (2014) and Stuart-Smith
et al. (2013) both introduce the feature of TH-Fronting (i.e. [f] for [0/ in
words like “think”) in Scottish English. Both essays attribute the change
to influence from the media, but Stuart-Smith and colleagues’ discussion
of this variant (in addition to L-Vocalization of coda [l in words like
“milk” or “people”) is extensive in scope and meticulous in attribution
of the changes’ origins. With more detailed analyses like this, along with
theoretical constructs that understand the role of identity performance,
WEs may be able to help understand how popular culture and mass
media texts function more specifically in dialect acquisition and lan-
guage change.
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