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Preface


Multimedia business ethics has been transformed over the past several years by two major trends: globalization and the emergence of e-commerce. Nowadays, multimedia business development tends to impact society in almost every fields. The advantage of multimedia business has strengthen information era but disadvantages sides make multimedia business has to care about business ethics in this field. In line with popular culture spread, multimedia business has important role in case with matters within.  This paper has goals to explain:

a. Business ethics approach in multimedia business

b. Popular Culture Spread through multimedia

c. Disadvantages of popular cultural spreads through multimedia: Indonesia and Malaysian Cases 

d. Prevention of  dreadful impacts of popular cultural spread through multimedia business ethics implementations

e. Government role in prevent dreadful impacts of popular culture

BUSINESS ETHICS APPROACH IN MULTIMEDIA BUSINESS

When business people speak about “business ethics” they usually mean one of three things: (1) avoid breaking the criminal law in one’s work-related activity; (2) avoid action that may result in civil law suits against the company; and (3) avoid actions that are bad for the company image. Businesses are especially concerned with these three things since they involve loss of money and company reputation. In theory, a business could address these three concerns by assigning corporate attorneys and public relations experts to escort employees on their daily activities. Anytime an employee might stray from the straight and narrow path of acceptable conduct, the experts would guide him back. Obviously this solution would be a financial disaster if carried out in practice since it would cost a business more in attorney and public relations fees than they would save from proper employee conduct. 

Perhaps reluctantly, businesses turn to philosophers to instruct employees on becoming “moral.” For over 2,000 years philosophers have systematically addressed the issue of right and wrong conduct and then view as economically approach.

           Some businesspeople argue that there is a symbiotic relation between ethics and business in which ethics naturally emerges from a profit-oriented business. There are both weak and strong versions of this approach. The weak version is often expressed in the dictum that good ethics results in good business, which simply means that moral businesses practices are profitable. The needs of moral in business are:

(1) many moral business practices will have an economic advantage in the long run. This provides little incentive for businesses that are designed to exclusively to seek short-term profits. As more and more businesses compete for the same market, short-term profits will dictate the decisions of many companies simply as a matter of survival. 

(2) some moral business practices may not be economically viable even in the long run. For example, this might be the case with retaining to announce the disadvantages of smoking , as opposed to promote ciggarettes.

(3) Most importantly, those moral business practices that are good for business depend upon what at that time will produce a profit. In a different market, the same practices might not be economically viable. Thus, any overlap that exists between morality and profit is both limited and incidental. 

The strong version of this profit approach takes a reverse strategy and maintains that, in a competitive and free market, the profit motive will in fact bring about a morally proper environment. That is, if customers demand safe products, or workers demand privacy, then they will buy from or work for only those businesses that meet their demands. Businesses that do not heed these demands will not survive. Since this view maintains that the drive for profit will create morality, the strong version can be expressed in the dictum that good business results in good ethics, which is the converse of the above dictum. 

           Business ethics have strong connection with moral obligations in business are restricted to what the law requires. In our legal system, we have already prohibit laws against such as: killing, stealing, fraud, harassment, or reckless endangerment. But in ethics we talk about moral principles beyond what the law requires – or supra-legal principles --  appear to be optional since philosophers dispute about their validity and society wavers about its acceptance.

            The unreasonableness of such a moral requirement in our society becomes all the more evident when we consider societies that do have a strong external source of morality. Islam, for example, contains a broad range of moral requirements such as charging interest for certain types of loans, particularly for relief aid. Thus, in Muslim countries that are not necessarily ruled by Islamic law, there is a strong source of external morality that would be binding on Muslim businesses apart from what their laws would require. Similarly, Confucianism has a strong emphasis on filial piety; thus, in Chinese and other Confucian societies, it is reasonable to expect their businesses to maintain a respect for elders even if it is not part of the legal system. 

            In our culturally pluralistic society, the only business-related moral obligations that are majority-endorsed by our national social group are those obligations that are already contained in the law. These include a range of guidelines for honesty in advertising, product safety, safe working conditions, and fair hiring. In fact, the unifying moral force of businesses within our diverse society is the law itself. Beyond the law we find that the moral obligations of businesses are contextually bound by subgroups, such as with a business that is operated by traditional Muslims or environmental activists. 

In these cases, the individual businesses may be bound by the obligations of their subgroups, but such obligations are contingent upon one's association with these social subgroups. And, clearly, the obligations within those subgroups are not binding on those outside the subgroups. If a business does not belong to any subgroup, then its only moral obligations will be those within the context of society at large, and these obligations are in the law. 

            Strictly following this legal approach to business ethics may indeed prompt businesses to do the right thing, as prescribed by law. Nevertheless, there are two key problems with restricting morality: 1) even in the best legal context, the law will lag behind our moral condemnation of certain unscrupulous, yet legal business practices. For example, in the past, drug companies could make exaggerated claims about the miraculous curative properties of their products. Now government regulations prohibit any exaggerated claims. Thus, prior to the enactment of a law, there will be a period of time when a business practice will be deemed immoral, yet the practice will be legal. This would be a continuing problem since changes in products, technology, and marketing strategies would soon present new questionable practices that would not be addressed by existing legislation. 2) with the law-based approach is that, at best, it applies only to countries such as our own whose business-related laws are morally conscientious. The situation may be different for some developing countries with less sophisticated laws and regulatory agencies. 

           The third approach to business ethics is that morality must be introduced as a factor that is external from both the profit motive and the law. This is the approach taken by most philosophers who write on business ethics, and is expressed most clearly in the following from a well known business ethics essay:

In line with those approaches, multimedia business ethics based on consideration of: 

· Corporate accountability, which includes corporate governance, policy decisions, financial management, products and marketing, and codes of conduct or ethics; 

· Social responsibility, which refers to the role of business in relation to the environment, local and national governments, conditions for workers and philanthropic interests; and 

· Stakeholder rights and interests, which encompasses all those who have a stake in the company, including shareholders, owners, executives, employees, customers, suppliers, and competitors.

POPULAR CULTURE SPREAD THROUGH MULTIMEDIA

Multimedia 

There are many definitions  of multimedia  and tends very subjective. Zaidatun Tasir (2003) give a brief definition: multimedia is the using of media variety to fulfill communication goals. The elements of multimedia consist of: text, graphs, audio, video and animation. Text can found in many shape, such as symbols, numbers, alphabetical symbols, font, statistical symbols, etc. Graphs are 2 dimension of visual explanation. Audio is the sounds, music, record, etc. Video is dynamic and realistic explanation usually as the aggregate of text, graph and audio. Animation is the dynamic visual explanation too and has live image to the audience.

Popular Culture

Popular culture, or pop culture is. the vernacular (people’s) culture that prevails in a modern society. The content of popular culture is determined in large part by industries that disseminate culture material, for example the film, television, and publishing industries, as well as the news media. But popular culture cannot be described as just the aggregate product of those industries; instead , it is the result of a continuing interaction between those industries and people of the society who consume their products (http//en.wikipedia.org/wiki/Popular_culture)

Items of popular culture most typically appeal to broad spectrum of the public. There are two reasons why broad – appeal items dominate popular culture: (1) profit – making companies that produce and sell items of popular culture attempt to maximize their profits by emphasizing broadly appealing items, (2)  Popular culture apparently is governed by the word of mouth, and propaganda. This is a from of natural selection: the items of popular culture which are mostly to survive are those which have the broadest appeal and propagate themselves most effectively. A widely held opinion about popular culture is that it tends to be superficial. Cultural items that require extensive experience, training, or reflection to be appreciated seldom become items of  popular culture.

Popular culture has multiple origins. A principal source is the set of industries that make a profit by inventing and promulgating cultural material. These include the popular music industry, film, television, radio, video game publishers, and book publishing.


Popular culture characterized by: vulgarity, spontaneity, antitheses of high culture, kitsch etc. The sources of impact of popular culture are: 

a. entertainment (for example: TV shows/programs, music concerts,  films, painting shows, etc).

b. foods and beverages; (such in franchise vendors: friend chicken, pizzas, pop corn, cola, martini, vodka, etc).

c. fashions (such as wardrobe or accessories from: Elle, Channel, Guy Laroche, etc.)

d. life style (such as: hanging out in cafe after work or weekend, use cellular phone, consume fast foods, etc.)

e. music (such as: rock, classic, dangdut, etc)

f. popular places (eg: Cafe, House of  Mode, mall, plaza, tour destinations, etc.) 

g. sports (such as: football, basket ball, surfing, bungy jumping, etc.)

Those sources have media to disseminate popular culture by multimedia. Through multimedia they exploit the human tendency to create human interest and get fans of erotic film, violent film, glamour wardrobe etc. They try to get fans of classical music, jazz, and rock, heavy metal and rap. They try to get movie fans, video games, theatre fans and television shows. We must remember, that the consumer’s right to choose entertainments that are best for them must be paramount. In the name of taste and profit popular culture tend to spread all around the world not stop.


The folkloric element of popular culture is heavily engaged with the commercial element; indeed popular culture might be defined as the kind of folkloric culture that arises under heavy commercial influence. To the repeated chagrin of the purveyors of commercial culture, the public has its own tastes, and it cannot always be predicted which cultural items sold to it will be successful and thus from the next ingredient of popular culture. Moreover, beliefs and opinions about the products of commercial culture (e.g. “My favorite character is Channel”) are spread by word of mouth, and are modified in the process just as all folklore is.

A different source of popular culture is the set of professional communities that provide the public with facts about the world, frequently accompanies by interpretation. This includes the news media, as well as the scientific and scholarly communities. The work of scientist and scholars is mined by the news media and promulgated to the general public, often emphasizing that have the power to amaze, or other items with an inherent appeal.

In line with the characteristic of popular culture and multimedia, so popular culture and multimedia is a symbiotic phenomenon. Popular culture spread by the multimedia exposure in many places, times that we could not stop, especially in this information and globalization era.  So, we maybe agree that the multimedia business has important role in popular culture spread. In this context talking  about multimedia businesses are talking about: TV  station, daily paper, books, radio station, internet provider, event organizer, advertising agency and so on. Those businesses are the “channel” of popular culture message or products.   

DISADVATAGES OF POPULAR CULTURAL SPREADS THROUGH MULTIMEDIA: INDONESIA AND MALAYSIAN CASES          
Indonesian Cases

Children and ads

Modern ads use children to give an emotional undertone to the products by suggesting the audience an element of familiarity. This trend is compatible with the changes occurring in the traditional family structure because of the forces of globalization. The modern family has become child – centric in its life style. The colour of the car a family plant buy is decided as per the wishes of the children in the family. This explains using children as models in ads promoting tooth pastes,shampoo, interior paints, soft drink, health drinks, cars, washing machines, refrigerators and etc. the  visibility of various consumer goods is seen to be related to the presence of child models in TV ads promoting the products. The role of child models is in no way restricted to the ads promoting children – related products. Presence of child models in ads on telecommunication product is case in point. When a child model explains the uniqueness of an LG television set to the perplexed adults of the family, this logic becomes very obvious.

In April 2004, a young lady try to suicide because she cant change TV channel to see Indosiar Academy Fantasy. Obesity wraps urban children who consume junk food regularly. Their parent don’t know how fried chicken, pizza, and other fast food have no right  nutrition composition. The children tend to consume caused by advertisement, adult life style, friends that explored by multimedia. 

Pseudo – individuality and advertising

Adomo (1941) saw  pseudo individualisation  as the other side of the standardization brought about by mass- production and mass- consumption. Mass- produced objects are offered as a means of estabilishing one’s individuality. Thus Elle 18 ad says to every women consumer because you are worth it. It is capable of being a mass –saying I wasn’t born a princess. 

Appeals to pseudo – individuality in cosmetics advertisements resets on the unstated premise that each consumer represents a standardized unit of consumption. Qualities of individuality, playfulness and spontaneity seem to emanate from the product. Pseudo – individualization stems from the market imperative to differentiate the etc of consuming multiple version of essentially the same product. A consumer ad names the consumers through its mode of address, asking them to insert themselves when the model fits, seeing a potential >you=in the mirror of the ad, the consumers are invited to perform a critical interchange of meanings. The concept of pseudo –individuality challenges the premise of consumer goods advertising that an integrated autonomous ego can be realized through commodity consumption. 

Here like the contradictions. Consuming a health drink, children become complain girls and complain boys. This sense of individual identity comes from the ad world in a social set – up where more than half the children population does not have pure drinking water within their reach. It is a huge mockery of the child laborers and their plight. The forces of globalization, while creating a world based upon the false sense of individuality, have nothing to do with the betterment of the social milieu that would quarantee equal opportunities to all irrespective of one  purchasing capacity the political economy of globalization in a hierarchical For example society like Indonesia is bound to having no accsess to resources and technology. No wonder that a movie magazine talks of  women with substance in a society having little revenues for the socio psychological development of its women population.(http://www.zmk.unifreiburg.de/ Culturalglobalization/ Workshop/paper-skumar.htm. 29/06/2004)

Life Style, Party and Drugs


The propaganda of popular culture create new life style especially in urban society even in rural there was some evidence that popular culture was touched. Teenager were the segmentation of popular culture spread through multimedia. These creates a new life style such a party and drugs as a habits. Firstly party as a commodity that  creates new life style and other excess. In Indonesia miss use of drugs, crime acts can caused by media.  

Malaysian Cases


The changes in Malaysia have been acknowledged by its admirers and critics alike. Two decades of economic growth and political stability have managed to guarantee nearly-full employment and  constant rise in living standard for the population. The volume of consumption within Malaysia alone should deter even the most gloomy of sceptics, for here we see that the universal right to consume  is protected most zealousy. For the economic prosperity of Malaysia has partly been based upon this as well : the right to buy your CD player, latest TV and Video entertaintment system, and soon private TV cable-channels as well. Therefore as far as the economics and cultural rights are concerned, Malaysia can be said to have done no wrong whatsoever.


The growth of Kentucky Fried Chicken and Mc Donald outlets are perhaps the most visible indicators of Malaysia’s transitions toward mainstream global consumerist culture. That such consumerist culture has managed to penetrate every level of society is seen when we visit Kota Baru, the capital of the state of Kelantan where we can find  Mc Donald outlets smack in the middle of town.


The rise of consumerist culture would not have been possible had it not been for the loyal support of Malaysia’s youth, for it is they who are both the patrons and targets of this youth-oriented consumerism. The ever-increasing numbers of urban ans suburban youth who flock to these centres of youth culture, be in it officially-Islamic Kelantan or in Metropole of Kuala Lumpur itself, are added proof to the claim that such consumerism culture has gained popular foothold on the Malaysian imagination today. For those still doubt, the government regulated television channel will confirm these observation when it broadcast its regular karaoke contest to an audience hungry for such insubstansial entertainment.

Another case of multimedia ethics that shows by Malaysian government is the apologize statement of Abdullah Badawi  in line with Bonet case. In this case we can learn that multimedia business (especially in broadcast business) in Malaysia has a goodwill to make the situation better. If  they don’t shows or announce of the apologize it can be make the situation worst and disturb Malaysian and Indonesian relationship. Good control of  broadcast publication in Malaysia make the program look polite and still shows the local culture despite there were multi ethnics and  religions stay in Malaysia.   Recent case,  as we know that Mariah Carey and Britney allowed to show their act in Malaysia in some strict conditions (not to nude or shows erotic gesture). 

PREVENTION OF  DREADFUL IMPACTS OF POPULAR CULTURAL SPREAD THROUGH MULTIMEDIA BUSINESS ETHICS IMPLEMENTATIONS

The connection between multimedia business, popular culture and business ethics can visualization by follow diagram:









· good value

· good message

· healthy habit

· strong culture

· strong generation 

In line with responsibility of multimedia business ethics an to prevent dreadful impacts of popular culture we have some examples. The government of Indonesia saw it self in the early 1990s as having a responsibility to advance a national culture, a project that was linked to requirements of national development and political integration. Government mandates aside, however, as more and more of the Indonesia population sought employment in large, poorly integrated cities consisting of diverse ethnic groups,  the concept of a national culture had great appeal as a way of regulating these changing urban environments. Although the central government attempted to guide the formation of this culture through education curricula, national holiday celebrations, and careful control of the national media (popular art, television, and print media, this emerging culture came about only partly through central planning).

Evidence of an Indonesia national also appeared in the far less controlled layout and social organization of cities; routines of social interaction using the official national language, Indonesian language; patterns of eating and preparing food; the viewing of team  sport, such as soccer, badminton, and volleyball; motion pictures; and material displays of wealth.

In most cities, the heart of the urban culture was a commercial sector surrounding a central square. Although the Dutch left a legacy of basic civil architecture and street plan for many cities in Java and a few in Sumatra and Bali, most cities failed to experience a level of improved urban design and services commensurate with their tremendous population growth. As a result , many  cities had a rural character, with very simple sanitation, housing, and transportation facilities. Jakarta, Surabaya, and Medan were among the few cities that had modern – looking business districts; in smaller cities, the typical commercial building was still the small, tin – roofed Chinese store with removable wooden doors opening out onto the street.

Indonesian cities in the late twentieth century were internally segmented in complex, overlapping ways that differentiated ethnic groups, income levels, and professional specializations. There were some neighborhoods that tended to house well- to –do business owner, foreign diplomats, and high – level government officials, whereas other areas tended to be home to migrant communicates from the rural areas. However, the boundaries between one area and another were often far from clear. From example, although many well – to – do and mid – level civil servant and white collar workers were often presented in motion picture and television as more closely identified with the national culture than with any ethnic group, affiliations actually cut strong ties to their ethnic homelands, viewing their stay in the cities as temporary.


To break away from the state of dependency upon western consumerism caused by popular culture penetration, Islamic youth of Malaysia cannot do by themselves. They lack both means as well as the resources, and as yet no credible alternatives have been given to them. Againts the mighty weight of MTV and Mc Donalds, the Islamic elite have only been able to produce endless diatribes about the evil of western culture and lifestyle without offering something else in its place. 

GOVERNMENT ROLE IN PREVENT DREADFUL IMPACTS OF POPULAR CULTURE (MALAYSIA’S ROLE IN THE REGION POST MAHATHIR MOHAMAD)
In line with government role in prevention of dreadfull impacts of popular culture, we can learn from Malaysia culture. Nowadays Malaysia has strong government to prevent bad impacts of  popular culture spreads by its policies like we shows above. 

The existence of post Mahatrir governance, Prime Minister Abdullah Ahmad Badawi hoped still running the policy.  Some important literatures noted the arena of Southeast Asia’s politics discribe about national role of very wellknown Indonesia as regional leader. While Malaysia better known as the example role as well as the democratization country due to of sharing power in the pluralistic society. Malaysia is also known as a nation that can make the peace and conflicts resolution internally cause by this ethnic conflict. In line with that the canons of Journalism of Malaysia stated that Malaysian Press does hereby to avoid publication of news reports, communal or extremist in nature or contrary to the moral value of multiracial Malaysia.

There is an indication that Mahathir Mohamad leadership come like “Little Soekarno” as his hard statements that make angry of some western country like United States of America, Australia, etc. Malaysia’s role as the representative of Islamic state like Palestina, where her acts confrontally against Israel and US, that has been made Mahathir as strong man in Asia and role as the leader of Islamic states. In realised foreign policy, Mahathir based on his “look East policy”, that made importance of the role of Eastern country of Asia to develop without dependent to the West. The good example was EAEC (East Asia Economic Caucus) that purely Mahathir’s idea as the sentimen to the APEC (Asia Pacific Economic Cooperation) which established from the perspectives of Western country like as US, Australia, Canada and New Zealand).

Infact, Mahathir’s relation with some western country was not too close, and often happen some friction beyond due to of his critical statements of international order. At the time being when PM Abdullah Ahmad Badawi take over the Malaysian leadership, he looks smooth and flamboyant and the press called him as “Mr. Nice Guy”, that bring some reflection on the regional political development. Some newspaper recently write the new era of Kuala Lumpur – Canberra relationship, as the two new friends. Further, can this situation still prevent Malaysia form western culture penetration? All we can see through multimedia exposure that could not stop. On the contrary, Indonesia still in fluctuation in the relations with Australia.

Islam and Malays cultures in Malaysia as good prevent to dreadfull popular culture spread. Nation character building makes Malaysian people proud of their culture. In this case, government policy is very important to prevent their national culture and heritage positive value through multimedia. 

At this moment Indonesia government has own strategies to prevent dreadful impacts of multi media business ethics., Some of that are: use Indonesian language in formal education, canons of journalism enforcement, enhance local culture by folk languages learning in primary school.  But its not enough to stop “ hidden bad campaign” that we can see in commercial shows, TV shows, music concert etc.   So, Indonesian government must be aware of popular culture dissemination, especially through multimedia.

CONCLUSSIONS;  MULTIMEDIA BUSINESS ETHICS ROLES

In line with the characteristic of popular culture and multimedia, so popular culture and multimedia is a symbiotic phenomenon. Popular culture spread by the multimedia exposure in many places, times that we could not stop, especially in this information and globalization era.  So, we maybe agree that the multimedia business has important role in popular culture spread. In this context talking  about multimedia businesses are talking about: TV  station, daily paper, books, radio station, internet provider, event organizer, advertising agency and so on. Those businesses are the “channel” of popular culture message or products.   


We are not going to stand for any more attempts to control or restrict or censor or ban aspects of our culture but we agree that we have to concern about continuity of our generation. We need strong and health generation and the multimedia has important role in dissemination of those message. Multimedia business like or dislike has responsibility to enhance national character, not just in profit gathering.  Further, The government role is very important to enhance morality factors of multimedia business ethics. In this case the strong nation character is very important to prevent negative impacts of popular culture spreads through multimedia.

Actually Indonesia and Malaysia have some basic policy caused their same basic culture. But the enforcement of national character, political will of the government could make it different in practice. Democratization is not the reason to make multimedia business loose of their own control, because they have responsibility to keep this generation still have their future.
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