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= Should we be concerned that advertiser-driven pressures (1) lead to media audience
fragmentation (12%) and (2) contribute to political polarization? (12%) Explain why or why not.

v~ (1) How has the internet affected politics, both at home and abroad? (13%) (2) Do you think

digital media have promoted democracy (if so, how?) or are they largely reproducing traditional

political life? (13%) Explain.




