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Introduction: Feminist Cultural
Television Criticism — Culture,
Theory and Practice

Mary Ellen Brown

The perspectives on television criticism in the following chapters are
grounded in theory from several streams and from the women’s
movement of the 1970s. In this introduction, I would like to sum-
marise and contextualise these theoretical perspectives in the hope

that this will enhance and clarify the reader’s understanding and use
of the book.

The evolution of the feminist television criticism in this volume
was encouraged by the women’s movement in general and mediated
by several strands of critical thought. Primary in its evolution are two
ideas, one is the use of theory and the other is the close, fresh and
specific examination of television programmes and audiences.

The theory, which can be loosely labelled post-structuralist, makes
clear but limited use of structuralist thinking while recognising its
social construction. The works of Sigmund Freud, Jacques Lacan,
and Claude Lévi-Strauss apply here. In discerning what meaning is
and how meaning is made, the theories of Ferdinand de Saussure,
Umberto Eco, and Roland Barthes provide the semiotic under-
pinnings. Its Marxist social and philosophical position evolves out
of the work of Louis Althusser in France, Raymond Williams and
Stuart Hall in England and Antonio Gramsci in Italy. Feminist
theoretical underpinnings are harder to pinpoint.
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