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If we view Fast Food Nation as a piece of investigative reporting, meant to inform its audience and spur action, do you think it was effective at doing so at the time it was first published?


I think that at the time of publication of the message, there was little concern on the way of communicating messages e.g. the communication channels. In order to inform the audience effectively about Schlosser’s message and spur action from the message, it is important to ensure that the tone of the message would bring attention to the subject matter i.e. effects of fast foods to the nation. The message ought to show concern, and the need for change in eating habits of the nation (Ursyn, 2014). 

If Schlosser were to have set out to publish this work now, would it be effective in creating change in the fast food industry? 


If Schlosser were to publish the work now, it would be effective due to the development of modern communication channels e.g. the multimedia, which is composed of the media, social media, channels such as YouTube, Instagram, Websites and Blogs as well as Facebook. This would bring in a change in the fast food industry (Olson, et. al., 2016).

What if you were to change the genre in which the information was presented? How might the effect/impact of Fast Food Nation be different if presented in the form of a YouTube video, an Instagram page, a Buzzfeed listical, a series of posters in a school cafeteria, etc?


If I were to change the genre of the message presentation, I believe that it would requires a different form of language i.e. formal language, which is opinionated to bring about massive support and backup. The genre would also require specific strategies such as collaborating with media organizations, research organizations, or NGOs to identify the problem through research work and recommend for the best practices in the fast foods industry. The words should affect the tone of the message by being more serious than scholarly. The choice of the media is also important and this case the media should target the young population whereby Facebook and YouTube (Electronic mediums), school posters (Print) as well as other social media channels of communication where the youths are available to receive the message (Olson, et. al., 2016). 
What I’m asking here is how might the message of Fast Food Nation be more effectively brought into 2018? 


In conclusion, the message of fast foods to the nation can be brought effectively in 2018 through embracing modern channels of communication e.g. such as the media. The message ought to be clear, colorful, and attractive to read. This can be done by using the Microsoft features to effectively include links, hashtags, surveys, profile descriptions, font styles, graphics, and images to attract the audience in both text and visual rhetoric. The message genre ought to be formal and specific while giving opinions to the situation (Olson, et. al., 2016).
References 

Olson, L. C., Finnegan, C. A., & Hope, D. S. (2016). Visual rhetoric: A reader in communication and American culture. Los Angeles: Sage.
Ursyn, A. (2014). Computational solutions for knowledge, art, and entertainment: Information exchange beyond text.
