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> Preface for the Ninth Editi

some of the impetus for this ninth edition of Dynamics came from my own media behav-
ior. In the time span between the eighth and ninth editions I have bought the following
items: a digital video recorder (DVR), satellite radio, a camera phone, an iPod, and a lap-
top computer equipped for wireless. It eventually dawned on me that my individual pur-
chasing behavior mirrored larger trends that were happening in the media world. (Of
course, it dawned on me much more quickly that keeping up with the latest technologies
can be expensive, but that’s another story.) The larger trends I refer to are discussed in
Chapter 1 of the ninth edition: convergence, disintermediation, increasing audience con-
trol, and media mobility.

The camera phone is a good example of device convergence—one devive does the work
of two. With the iPod I can purchase and download songs from iTunes, and there’s no
need to visit a record store—disintermediation at its basic level. The digital video recorder
and satellite radio give more control over my media exposure. I can record programs on
the DVR and watch them on my schedule, not the networks. If I don’t want to see com-
mercials, I can fast-forward through them. Satellite radio gives me dozens of commercial-
free music channels to listen to. I am no longer chained to the tight playlists and
commercial interruptions of local radio stations. The iPod lets me program my own music
and take it with me. The laptop keeps me linked to the Internet when on the go and can
also play DVDs to help pass the time on long airline trips.

All the above demonstrates once again that the word dynamic in the title of this ninth
edition has never been more appropriate. It also demonstrates that it’s important for
today’s students to know something about the new media environment that will confront
them when they graduate, no matter what their career direction.

As in past editions, this edition of Dynamics recognizes that the introductory course in
mass media generally attracts two general types of students. One type ultimately wants to
pursue a career in some branch of the media. These students are more interested in the
structure, organization, and operations of the media. The other type will pursue a career in
some other field but will still become consumers of media content. These students are
more interested in developing what is termed “media literacy,” the ability to analyze and
critically evaluate information presented in a variety of media and to understand the con-
texts within which media are produced, distributed, and consumed.

One of the original goals for the first edition of Dynamics and for its successors was to
present a thorough and up-to-date treatment of the various media and media-related top-
ics that would be helpful fo aspiring professionals and also foster the development of
media literacy among those who chose other careers. It is hoped that the ninth edition also
fulfills this goal.

NEW TO THIS EDITION

The new material in this edition clusters around several themes, some of which have
already been mentioned.

The digital revolution. Digital technology continues to reshape the mass media landscape. Chap-
ter 3 contains an expanded general discussion of these developments, and the chapters in Part
Two of the text all contain specific examples of how the trend toward digital is affecting the var-
ious media.

Wireless mobile media. The idea that wireless media such as the cell phone represent another
milestone in the development of human communication is discussed in Chapter 3. In that same
connection, Chapters 4-11 now contain a section that talks about how each mass medium is
becoming more mobile.
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®  New channels of distribution. The Internet has opened up new ways of reaching the audience. To
illustrate, Chapter 7 introduces the notion of podcasting, and Chapter 8 contains an examina-
tion of the impact of Apple’s iPod and iTunes. Voice-over-Internet protocol is explained in
Chapter 10.

w  Increased audience control. Chapter 7 illustrates this trend with an expanded discussion of satel-
lite and Internet radio. Chapter 9 further illustrates this development by discussing video on
demand, and Chapter 10 examines how the blog phenomenon has given audiences more
choices when it comes to news and opinion.

Issues in media performance. The past few years have seen the media at the center of several con-
troversies and scandals. Chapter 4 talks about circulation rigging in the newspaper industry.
Chapter 12 reviews the controversy over using anonymous sources, the general decline of audi-
ence exposure to news of all types, and the impact of blogs on journalism. releases in particular.
Chapter 13 discusses the FCC crackdown on indecency, the problem of revealing confidential
sources, and the recent ruling in the Grokster case. Finally, Chapter 14 contains new material on
the impact of video game violence.

And as is the usual case with new editions, every chapter has been updated to reflect
media-related developments since the last edition. In addition, all tables now contain the
latest statistical information available.

BOXED FEATURES

As in past editions, the boxed inserts in each chapter provide background material or
extended examples of topics mentioned in the text and raise issues for discussion and con-
sideration. The ninth edition includes 69 new or updated boxed inserts.

The boxes are grouped into several categories. The Media Talk boxes refer students to
segments on the accompanying DVD that introduce important issues in mass communica-
tion. Instructors can use these as discussion starters. The Media Tour boxes introduce clips
on the DVD that look at how various media operate and feature media professionals dis-
cussing significant concerns in their field. Instructors can use these segments as a general
introduction to selected media chapters.

There are dozens of boxes that spotlight pertinent ethical, social, or critical/cultural
issues that examine such topics as shadow advertising, illegal file sharing, the cultural
meaning of the new media, and the use of anonymous sources by journalists.

The Media Probe boxes take an in-depth look at subjects that have significance for the
various media. Some examples include the international trend in reality television, the
huge economic success of The DaVinci Code, the increasing number of sequels and remakes
in the movie industry, and the problems surrounding Nielsen’s introduction of People
Meters in local markets, increasing obtrusiveness of commercials, and an analysis of vio-
lence in video games. ‘

The Decision Maker boxes profile individuals who have made some of the important
decisions that have had an impact on the development of the media. Examples include Al
Neuharth, Catherine Hughes, Steven Spielberg, and Ted Turner.

And, as before, Soundbytes are brief boxes that highlight some of the ironic, offbeat,
and extraordinary events that occur in the media.
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ORGANIZATION

The organization of the book is unchanged from the eighth edition. Part One, “The Nature
and History of Mass Communication,” presents the intellectual context for the rest of the
book. Chapter 1 compares and contrasts mass communication with other types of inter-
personal communication, while Chapter 2 introduces two perspectives commonly used to
understand and explore the operations of the media: functional analysis and the
critical/ cultural approach. Chapter 3 takes a macroanalytic approach and traces the gen-
eral history of media from the development of language to the cell phone explosion.

Part Two represents the core of the book. Chapters 4-10 examine each of the major
media. The organization of each of the chapters follows a similar pattern. I start with a
brief history from the media’s beginnings to how it is coping with the digital age.

This is followed by a section on how the medium is becoming more mobile, the defin-
ing characteristics of each medium, and a discussion of the industry structure.

I have continued to emphasize media economics. Since the major mass media in the
United States are commercially supported, it is valuable for students to appreciate where
the money comes from, how it is spent, and the consequences that arise from the control of
the mass media by large organizations.

Part Three, “Specific Media Professions,” examines three specific professions closely
associated with the mass media: news reporting, public relations, and advertising. Similar
to the approach used in Part Two, each chapter begins with a history, examines the struc-
ture of that particular profession, discusses key issues in the field, and ends with a consid-
eration of career prospects.

Part Four, “Regulation of the Mass Media,” examines both the formal and informal con-
trols that influence the media. These are complicated areas, and I have tried to make the
information as accessible as possible.

The concluding section, Part Five, “Impact,” continues to emphasize the social effects of
the mass media. Some introductory texts give the impression that the effects of the media
are unknown or simply matters of opinion. Granted, there may be some disagreement, but
thanks to an increasing amount of research in the field, there is much that we do know.
Moreover, as informed members of our society, we should have some basic knowledge of
the effects of the media on our society and across the globe.

Finally, once again I have tried to keep the writing style informal and accessible and
have chosen examples whenever possible from popular culture that I hope all students are
familiar with. Technical terms are boldfaced and defined in the glossary. The book also
contains a number of diagrams, charts, and tables that I hope aid understanding.

IN A SUPPORTING ROLE

Online Learning Center, www.mhhe.com/dominick9

The book-specific Web site contains resources for instructors and students. The instruc-

tor’s material is password-protected, and the password is available to adopters through

McGraw-Hill’s sales representatives. Students have free access to the student resources.
Instructor resources consist of a teaching guide and PowerPoint slides for each chapter.

Student resources consist of the following review tools:

# practice test,
# learning objectives,
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# key terms and crossword puzzles,
®  suggestions for further reading, and
# an online glossary.

PowerWeb: An Online Database of Readings and Resources,
www.dushkin.com/powerweb

PowerWeb is a password-protected premium content Web site that serves as a companion
anthology and media news resource. The PowerWeb site includes:

# articles on mass communication issues, refereed by content experts,
real-time news on mass communication topics,
student study tips,

Web research tips and exercises, and

refereed and updated research links.

Instructor Resource CD-ROM
The content consists of the following:

# Computerized test bank: Written by Rebecca Ann Lind, of the University of Illinois at Chicago,
this text bank features all new questions that are page-referenced to the text. It is available in
both Windows and Macintosh formats.

# PowerPoint slides: These slides can be used by instructors in class presentations and by stu-
dents for review. They are available on disk and at the Online Learning Center.
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And a big thanks to all of those at McGraw-Hill for their help on this edition: to Phil
Butcher who has been supporting this book for the last 20 years or so; to Jennie Katsaros
for her helpful suggestions; to Christina Thornton-Villagomez for yet again handling the
myriad details of getting the book into print; to Brian Pecko for digging up some really
good pictures; to Emma Ghiselli for screen captures; to Leslie Oberhuber for marketing
efforts; and to Gino Cieslik for the design of the ninth editon.

In closing, as before, I hope this book helps us better understand the fast-changing
world of mass media.

Joseph R. Dominick
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