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Preface

N SEPTEMBER 11, 2001, MILLIONS OF AMERICANS—IN FACT,

millions of people around the globe—went to bed in shock. The
world had changed. The United States no longer seemed invincible. Amer-
icans no longer felt safe at home. As everyone, from politicians to pundits
to the people next door, said, “Nothing would ever be the same again.”
Much, in fact, is the same; but not our view of the mass media. The ques-
tions we were asking about media in the immediate aftermath of 9/11 and
the questions we are raising now are shaped in large part by what hap-
pened on that horrific day.

At first we were impressed, even moved, by the performance of our
mass media. The coverage of the attack and rescue effort in all media was
thorough, knowledgeable, courageous, even-handed, and sensitive. But
then we started asking, Why were we caught so badly by surprise? Why
didn’t we know about the anti-American feelings in much of the world?
Where were the media? Then, with the war on terrorism and in Iraq, new
questions arose: How many restrictions on media freedom should we
accept in time of war? Should we air, unedited, the videotaped ranting of
Osama bin Laden? How much should we trust reports from the Arabic
television network Al Jazeera? Are reporters Americans first and journal-
ists second, or are they journalists first and Americans second? How much
or how little should the press question government policy and our elected
leaders? Should the questions stop when troops enter combat?

But it did not take a cowardly terrorist attack on civilians or an inva-
sion of a hostile country to start people thinking and talking about the
media. September 11 and the war in Iraq chased from the cultural forum
the relentless criticism of the media’s performance in the 2000 presiden-
tial elections. Dan Rather said that media professionals did not have egg
on their faces after that shameful failure of our democracy; they wore the
entire omelet. People questioned the media’s priorities—a missing Capitol
Hill intern garnered more coverage than world events. Others were com-
plaining that movies were starting to look like extra-long commercials,
while television commercials were getting increasingly briefer and all
media, even novels, were seemingly drowning in more and more adver-
tising. Critics across the political spectrum were concerned that media
companies were merging at an unhealthy-for-democracy rate. Concern
about media violence and sexual content remained unabated. Furor fol-
lowed a television network’s proposal to air hard-liquor ads. People who

XXi



xXii

Preface

had lost their life savings wanted to know what the media were doing
while Enron and WorldCom were stealing from them. To First Amendment
advocates, new copyright rules designed to thwart digital piracy were
undoing two centuries of fair use copyright protection, with consumers
and democracy poorer for it.

The media, like sports and politics, are what we talk about. Argue over.
Dissect and analyze.

Those of us who teach media know that these conversations are essen-
tial to the functioning of a democratic society. We also know that what
moves these conversations from the realm of chatting and griping to that of
effective public discourse is media education—the systematic study of media
and their operation in our political and economic system, as well as their
contribution to the development and maintenance of the culture that binds
us together and defines us. We now call this media education media literacy.

Regardless of what an individual course is called—Introduction to
Mass Communication, Introduction to Mass Media, Media and Society,
Media and Culture—media literacy has been a part of university media
education for more than four decades. The course has long been designed
to fulfill the following goals:

®  to increase students’ knowledge and understanding of the mass
communication process and the mass media industries;

®  to increase students’ awareness of how they interact with those
industries and with media content to create meaning;

®  and to help students become more skilled and knowledgeable con-
sumers of media content.

These are all aspects of media literacy as it is now understood. This text
makes explicit what has been implicit for so long: that media literacy skills
can and should be taught directly and that, as we travel through the 21st
century, media literacy is an essential survival skill for everyone in our
society.

Perspective

This focus on media literacy grows naturally out of a cultural perspective
on mass communication. This text takes the position that media, audiences,
and culture develop and evolve in concert. The current prevailing notion
in the discipline of mass communication is that, although not all individ-
uals are directly affected by every media message they encounter, the media
nonetheless do have important cultural effects. Today, the media are
accepted as powerful forces in the process through which we come to know
ourselves and one another. They function both as a forum in which issues
are debated and as the storytellers that carry our beliefs across time and
space. Through these roles, the media are central to the creation and main-
tenance of both our dominant culture and our various bounded cultures.



This cultural orientation toward mass communication and the media
places much responsibility on media consumers. In the past, people were
considered either victims of media influence or impervious to it. The cul-
tural orientation asserts that audience members are as much a part of the
mass communication process as are the media technologies and industries.
As important agents in the creation and maintenance of their own culture,
audience members have an obligation not only to participate in the process
of mass communication but also to participate actively, appropriately, and
effectively. In other words, they must bring media literacy—the ability to
effectively and efficiently comprehend and use mass media—to the mass
communication process.

Features of This Text

The features that made this text successful in its earlier editions have been
retained in this revision.

=  Emphasis on developing media literacy. The pedagogical features of
this book are designed to support and improve media literacy skills.
Chapter 2 lays out the elements of media literacy, and an emphasis on
media literacy is woven throughout the text. Each chapter from Chap-
ter 3 to 15 contains a section, specific to that chapter's medium or
issue, on developing media literacy skills. For example, Chapter 4,
Newspapers, offers guidelines for interpreting the relative placement
of newspaper stories. Chapter 8, Television, discusses how to identify
staged news events on television. Other media literacy topics include
recognizing product placements in movies, evaluating news based on
anonymous sources, and protecting personal privacy on the Internet.

®m  Cultural perspective. The media—either as forums in which impor-
tant issues are debated or as storytellers that carry our beliefs and
values across people, space, and time—are central to the creation
and maintenance of our various cultures. This book advocates the
idea that media audiences can take a more active role in the mass
communication process and help shape the cultures that, in turn,
shape them.

= Brief historical sections. Historical sections at the beginning of
each chapter on a medium offer relevant background information
for students. By providing historical context, these sections help stu-
dents understand current issues in the media landscape.

= Focus on convergence. Each chapter on a medium includes a sec-
tion called Trends and Convergence. These sections emphasize the
influence of new technologies on media and society.

®  Pedagogical boxes included throughout the text. These boxes
give students a deeper understanding of media-related issues and the
role of media in society.
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UsING MEDIA TO MAKE A DIFFERENCE These boxes highlight inter-
esting examples of how media practitioners and audiences use the
mass communication process to further important social, political,
or cultural causes. For example, Chapter 6, Film, highlights the
African American films and film industry that grew up in response
to the D. W. Griffith film, The Birth of a Nation.

CuLtUrRAL FOorRUM These boxes highlight media-related cultural
issues that are currently debated in the mass media. Titles include,
for example, Advertorials Aimed at Young Girls; Concentration,
Conglomeration, and 9/11; and Does DVR Make You a Thief?

MEeDpIA EcHOEs These boxes demonstrate that the cultural and
social debates surrounding the different media tend to be
repeated throughout history, regardless of the technology or era
in question. For example, the public relations chapter discusses
early PR efforts to encourage women to smoke, and the advertis-
ing chapter covers advertisers’ more recent attempts to attract
teenage smokers.

Key Changes to the Third Edition

Although the book maintains its commitment to critical thinking through-
out its pages, several important changes were made to enhance and update
this, the third edition.

A fourth pedagogical box, Living Media Literacy, has been added to
each chapter. These brief, chapter-ending essays suggest ways in
which students can put what they have learned into practice. They
are calls to action—personal, social, educational, political. Their goal
is to make media literacy a living enterprise, something that has
value in how students interact with the culture and media. Several
use the stories of “everyday people” who have made a difference.
Indicative titles are Start a Citywide Book Conversation, Help a
School Start an Online Newspaper, and Smoke-Free Movies.

Three important changes have been made to the text’s structure.
First, cable is now discussed at length in its own chapter, Cable and
Other Multichannel Services. This has been done in recognition of
cable’s new (and potentially greater) role in the delivery of all media
to consumers’ homes. Naturally, the economic, regulatory, and cul-
tural issues surrounding this venerable medium are changing and
worthy of comment. Second, mass communication theories and the
effects of mass media have been combined into one chapter, produc-
ing a more seamless discussion of the relationship between how we
think and what we think about media’s impact. Finally, the chapter
on the Internet and the World Wide Web has been moved to follow
the chapters on the more traditional media, placing it in a more



appropriate chronological location for studying their relationship
with other forms of mass communication.

Every chapter has been informed by the events of September 11 and
the war on terrorism and the conflict in Irag. Chapter 10’s discussion
of privacy, for example, contains an examination of the difficulty in
balancing privacy and security in time of war. Concentration and
conglomeration and their contribution to the decline of international
coverage are part of Chapter 1. The ethical questions raised by 9/11
and the war on terrorism are presented: Do a reporter’s patriotism
and journalism conflict? What are acceptable levels of criticism of
public officials in wartime? What are acceptable levels of govern-
ment censorship? How much access should media professionals have
to battle zones? How should advertisers make use of the tragedy?

Chapters are now introduced by graphically attractive historical
timelines of the medium or issue under discussion and a list of the
chapter’s learning objectives.

In previous editions each chapter closed with a chapter review,
review questions, questions for discussion, and a listing of impor-
tant resources. These pedagogical features are now accompanied
by a list of key terms.

URLs of important or interesting Web sites are placed in page mar-
gins near concepts they are designed to support.

Boxes have been updated to cover current topics and issues. The
coverage of international news, book censorship, the erosion of the
firewall between newspapers’ sales and news departments, the Penta-
gon’s Office of Strategic Influence, mandatory cable access for Inter-
net service providers, and changes in the way we think about copy-
right are a few examples.

All statistical entries have been updated. These changes include new
information on Internet demographics, new media consumption sta-
tistics, and new statistics for all media sales and circulation figures.

Coverage of media ownership has been updated to the extent possible.
Although it is challenging to keep up with changes in media owner-
ship, we have made a diligent effort to provide the most recent infor-
mation on mergers and acquisitions in media conglomerate ownership.

Learning Aids

Several types of learning aids are included in the book to support student
learning and to enhance media literacy skills.

World Wide Web URLs in the margins of every chapter enable stu-
dents to locate additional resources and encourage students to prac-
tice using the Internet.

Preface
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®  Photo essays raise provocative questions, encouraging students to
further develop their critical thinking and analytical skills.

® Important Resources, an annotated listing of books and articles for
further reading, provides additional information for students.

®  Chapter Reviews allow students to make sure they have focused on
each chapter’s most important material.

®  Questions for Review further highlight important content and pro-
vide a review of key points.

®  Questions for Critical Thinking and Discussion encourage students
to investigate their own cultural assumptions and media use and to
engage one another in debate on critical issues.

®  Margin icons throughout the text direct students to view the CD-
ROM Media Tours and NBC video clips.

®  Historical timelines, chapter learning objectives, and chapter-ending
lists of key terms guide and focus student learning.

®  An exhaustive list of references is provided at the end of the book.

Organization

Introduction to Mass Communication: Media Literacy and Culture is divided
into four parts. Part One, Laying the Groundwork, as its name implies,
provides the foundation for the study of mass communication. Chapter 1,
Mass Communication, Culture, and Mass Media, defines important con-
cepts and establishes the basic premises of the cultural perspective on
mass communication with its focus on media literacy. Chapter 2, Media
Literacy and Culture, provides an overview of the development of mass
communication and the media and elaborates on the meaning and impli-
cations of media literacy.

Part Two, Media, Media Industries, and Media Audiences, includes
chapters on the individual mass media technologies and the industries that
have grown up around them—books (Chapter 3), newspapers (Chapter 4),
magazines (Chapter 5), film (Chapter 6), radio and sound recording (Chap-
ter 7), television (Chapter 8), cable and other multichannel services (Chap-
ter 9) and the Internet and the World Wide Web (Chapter 10). All of these
chapters open with a short history of the medium and continue with dis-
cussions of the medium and its audiences, the scope and nature of the
medium, and current trends and convergence in the industry and tech-
nology. Each chapter concludes with a section on developing a media lit-
eracy skill specifically related to that medium and a call to action in the
form of the Living Media Literacy essays. Throughout each chapter there
is a focus not just on the industry and technology but also on cultural
issues and the interaction of culture, medium, and audience. For example,
in Chapter 10, advances in digital technology and computer networking are
discussed in terms of our ability to maintain control of our personal data



and our privacy. Chapter 3’s examination of book censorship asks students
to challenge their personal commitment to free expression and to reflect
on how that commitment speaks to their belief in democracy. Radio and
rock n’ roll are connected to a discussion of race relations in America in
Chapter 7.

Part Three, Supporting Industries, carries this same approach into two
related areas—public relations (Chapter 11) and advertising (Chapter 12).
As in the medium-specific chapters, each of these chapters begins with a
brief history, continues with a discussion of audience, the scope of the
industry, and current trends and convergence, and concludes with guide-
lines on developing relevant media literacy skills.

Part Four, Mass-Mediated Culture in the Information Age, tackles sev-
eral important areas. Chapter 13, Theories and Effects of Mass Commu-
nication, provides a short history of mass communication theory and
compares and evaluates the field’s major theories. It then explores the
ongoing debate over media effects. The chapter considers such topics as
media and violence, media and gender and racial/ethnic stereotyping, and
media and the electoral process. Chapter 14, Media Freedom, Regulation,
and Ethics, provides a detailed discussion of the First Amendment, focus-
ing on refinements in interpretation and application made over the years
in response to changes in technology and culture. The chapter analyzes
such topics and issues as privacy, the use of cameras in the courtroom,
and changing definitions of indecency. The chapter concludes with an
extended discussion of media ethics and professionalism. Chapter 15,
Global Media, looks at media systems in other parts of the world and
concludes with a discussion of local cultural integrity versus cultural
imperialism.

New and Updated Supplements

The supplements package available with the text includes a full array of
tools designed to facilitate both teaching and learning.

B An [nstructor’s Resource Guide, available on the Online Learning
Center, provides teaching aids for each chapter, including learning
objectives, key terms and concepts, lecture ideas, video suggestions,
a guide to using the Media Literacy Worksheets, and a test bank of
more than 1,000 test items.

®  Questions in a computerized test bank can be edited and new ques-
tions can be added.

®  The Introduction to Mass Communication Student CD-ROM offers
students interactive quizzes, summaries, key terms flash cards, activ-
ity worksheets, Web links, and NBC and Media Tours video clips.

®  Two new video tapes feature brief clips that bring to life the con-
cepts discussed in the text. Clips are from NBC News and The
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Today Show, and McGraw-Hill's Media Tours of a television station
and Vibe magazine. An instructor’s guide is packaged with the
videos.

®  The Online Learning Center (www.mhhe.com/baran3) has been thor-
oughly updated. The new site includes Media Literacy worksheets,
PowerPoint® slides, a Web tutorial, a bulletin board, a syllabus
builder for the instructor, an online study guide, chapter self-quizzes
with feedback, hot links to media resources for the student, and more.

®  PowerWeb: Mass Communication is a password-protected Web site
that includes current articles from Annual Editions: Mass Media,
curriculum-based materials, weekly updates with assessment, infor-
mative and timely world news, Web links, research tools, student
study tools, interactive exercises, and much more.

®  An Instructor’s CD-ROM (compatible with both Macintosh and
IBM computers) offers electronic versions of the Instructor’s Re-
source Guide, PowerPoint® slides, electronic transparencies, and
worksheets.

®  Media Literacy Worksheets and Journal, now online (www.mhhe.com/
baran3), has been revised to include worksheets for each chapter.
Activities direct students to selected Web sites, suggest topics for
entries in an ongoing Media Journal, and further explore the media
literacy skills highlighted in each chapter. There are more than 75
worksheets in total.

B PageOut: The Course Web Site Development Center. All online content
for this text is supported by WebCT, eCollege.com, Blackboard, and
other course management systems. Additionally, McGraw-Hill's Page-
Out service is available to get you and your course up and running
online in a matter of hours, at no cost. PageOut was designed for
instructors just beginning to explore Web options. Even the novice
computer user can create a course Web site with a template pro-
vided by McGraw-Hill (no programming knowledge necessary). To
learn more about PageOut, ask your McGraw-Hill representative for
details, or fill out the form at www.mhhe.com/pageout.
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A Visual Preview

s we travel through the twenty-first century, Media Literacy is an essential survival skill for
everyone in our society.

Media Literacy: the ability to effectively and efficiently
comprehend and use mass media

The focus on media literacy grows out of a cultural perspective on mass communication.
Through this cultural perspective, students learn that audience members are as much a part of
the mass communication process as are the media producers, technologies, and industries.

Cultural Forum: Defining Media Literacy

Ideological and political implications; form and content are

Developing Media Skills: Recognizing Staged News

tor viewer feedback. Fiber optic cable is making broadband (channels with
broad information-carrying capacity) access more of a reality, and industry
experts estimate that by 2005, 30 million Americans will have sufficient
bandwidth for full interactivity (Amdur, 2003). Still, this is only a fraction
of the total Web and television audience. Another problem potentially lim-
iting the fuller diffusion of interactive television is that many people sim-
ply may not want it. As technology writer Bill Syken observed, “Television
and work do not go together as naturally as, say, television and beer” (2000,
p. 27). 8

Chapter 9 for more on broadband and interactive television

DEVELOPING MEDIA LITERACY SKILLS

Defining Media Literacy

Media literacy takes on slightly different meanings de-
pending on the orientation of the person or organization
doing the defining. In a special issue of the Journal of Com-
munication dedicated to media literacy, media researcher
Alan Rubin cited these definitions of media literacy.

From the National Leadership Conference on Media Liter-
acy: the ability to access, analyze. evaluate, and communi-
cate messages (1998, p. 3).

From media scholar Paul Messaris: knowledge about how
media function in society (1998, p. 3).

From mass communication researchers Justin Lewis and Sut
Jhally: understanding cultural, economic. political, and
technological constraints on the creation, production, and

related in each medium, each of which has a unique aes-
thetic, codes. and conventions; and receivers negotiate
meaning in media. (1998, pp. 7-8)

The Cultural Environment Movement (*The People's
Communication Charter," 1996), a public interest group
devoted to increasing literacy as a way to combat corpo-
rate takeover of media, suggests this definition

The right to acquire information and skilfs necessary to par-
ticipate fully in public deliberation and communication
This requires facility in reading. writing, and storytelling;
critical media awareness; computer literacy; and education
about the role of communication in society. (p. 1)

The National Communication Association (1996), a pro-

fessional scholarly organization composed largely of uni-
versity academics, offers this description of media literacy

transmission of messages (1998, p. 3)
Being a critical and reflective consumer of communication

requites an understanding of how words, images, graphics,
and sounds work together in ways that are both subtle and
profound. Mass media such as radio, television, and film
and electronic media such as the telephone, the Intemet
and computer conferencing influence the way meanings
are created and shared in contemporary society. So great is
this impact that in choosing how to send a message and
evaluate Its effect. communicators need to be aware of the
distinctive characteristics of each medium. (p. 2)

{ - 2 Recognizing Staged News
2 - Rubin went on to provide his own definition of media
For years studies have shown that a majority of the Ame

1 public turns literacy:
.

3

to television as ut understanding the sources
unication, the codes that are

produced, and the selection,
f those messages. (p. 3)
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the spot? What was reporied actually did happen.” If you accept this view
(the event did happen, therefore it's not news staging), how would vou
evaluate Fox News's Geraldo Rivera’s reporting from “sacred ground,” the

scene of a battle in Afghanistan in which U.S. forces suffered heavy losses,

The broadc

even though he was miles from the actual spot? And if you z

ept digital
alteration of news scenes to place network reporters “at the scene,” how
would you evaluate CBSs common practice of digitally inserting its net
work logo on billboards and buildings that appear behind its reporters and
anchors (Poniewozik, 2000)? If this staging is acceptable to you, why not
OK the digital enhancement of fires and explosions in the news?

Some media literate viewers may accept the-event-did-happen argument,

but another form of news staging exists that is potentially more trouble.
some—re-creation. In 1992 the producers of Dateline NBC re-created the
explosion of a GMC truck, justifying the move with the argument that sim-
ilar explosions "had happened” (Chapter 14). In the mid-1990s a Denver
news show ran footage of a pit bull fight it had arranged and defended its
action on the ground that these things “do happen.” ABC Evening News sim-
lated surveills ordings of U.S. diplomat Fi
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Introduction to Mass Communication offers a rich selection of exam-
ples and features that increase students’ knowledge and understanding of the mass communication

process and mass media industries.
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ol e and pay cable: U, Cable Woaer in Cabie & fact highlighted by the tens of millions of viewers who tuned in to cable
@ network CNN as the drama of the terrorist attacks unfolded on Sep-
W ::l"" tember 11,2001, and the 45% of all Americans who turned first to cable
USS. Pay Cable news, rather than other media, for information on the 2003 war with
20 I Getting, 2003). But news is not cable’s anly programming success.
Even home-shopping channels such as QVC (2001 revenues of $3.92 bil-
o fion, exceeding that of traditional networks CBS and ABC) and HSN ($1.93
1970 1973 1960 1585 1990 1995 1996 1957 199 2002 billion) have made their mark (Moss, 2002).
As we've seen, cable operators attract viewers through a combination
Cable professionals celebrated the new rules, but the industry still  Cabe s Teiocommantcorivns of basic and pay channels, as well as with some programming of local ori
ed other regulatory skirmishes, as we'll see this chapter. gin. There are 287 national cable networks and scores of regional cable
Nonetheless, with the relief provided by the Cable Act of 1984, cable joined WWW. networks. We all know national networks such as CNN, Lifetime, HBO,
broadcasting and telephony as a telecommunications giant in its own  “"=" and the History Channel. Regional network NorthWest Cable News serves
right Washington, Oregon, Idaho, Montana, northern California, and parts of
Alaska; New England Cable News serves the states that give It ts name;
and several
Cable Todav opening vignette, serve different parts of the country. The financial sup-
port and targeted audiences for these program providers differ; as does
Today that giant is composed of 9.947 individual cable systems serving their place on a systems tiers, groupings of channels made availsble to
732 million homes subscribing 1o basic cable (69.4% of all television subscribers at varving prices
houscholds). Seventy percent of these cable houscholds, or 49% of all U.S.
television homes, receive pay cable (see Figure 9.2), The industry emplovs Basic Cable Programming In recognition of the growing dependence of
nearly 131,000 people and generates annual revenues of $48.2 billion the public on cable delivery of broadcast service as cable penctration
(NCTA, 2002b). increased, Congress passed the Cable Television Consumer Protection and
Competition Act of 1992. This law requires operators to offer a truly basic
PROGRAMMING service composed of the broadcast stations in their area and their access
channels. Cable operators also offer another form of basic service,
We saw in the previous chapter that cable’s share of the prime time audi- expanded basic eable, composed primarily of local broadcast stations and
ence exceeded that of the Big Four broadcast networks for the first time services with broad appeal such as TBS, TNT, the USA Network, and the
in history in 2001. What attracted these viewers was programming, a Family Channcl. These networks offer a wide array of programming not
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New Chapter: Cable and Other Multichannel Services

Film

LEARNING

ORIBETIVES

Timetne-€—— Timelines

The movies are our dream factories; they are bigger than life. Along with books, 1816 Niépce develops

they are the only mass medium not dependent on advertising for their financial sup- photography

port. That means they must satisy you, because you buy the tickets. This means 1852 w""’;:"-
that the relationship medum and is different from those that exist

with other media. After studying this chapter you should

*  be familiar with the history and development of the film industry and film
tself as 2 medium

have a greater awareness of the cultural value of film and the implications
of the blockbuster mentality for film as an important artistic and cultural
medium.

*  be familiar with the three
distribution, and exhibition.

#  recogaize how the organizational and economic nature of the contemporary
fim industry shapes the content of films.

*  understand the relationship between film and its audiences.
“  recognize the promise and perl of the new digital technologies to film as we
know it.

fim).

1877 Muybridge takes race
photos

1887 Goodwin's celluiod roll
fiim

1888 Dickson produces
1889 Eastman's easy-to-
camera

1891 Edison’s kinetoscope
1895 Lumitre Brothers debut

of the film industry—prod

1896 Edson unveils Edison
1902 Méibs’s A Trip to the
‘Moan
1903 Porter’s The Great Train
“  possess improved film-watching media literacy skills, especially in interpreting Robbery (montage)

merchandise tie-ins and product placements. 1908 otn Picture Patnts

founded
1915 Griffith's The Birth of a
Nation

1922 Hays office opens
1926 Sound comes 1o fim

DARIS 1S COLD AND DAMP ON THIS DECEMBER NIGHT, THREE DAYS

after Christmas in 1895, But you bundle up and make your
way to the Grand Café in the heart of the city. You've read
ste and Louis Lumi

A Visual Preview
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Using Media to Make a Difference

Rock 'N' Roll, Radio, and Race Relations
After Workd War Il African Americans in the United States
refused to remain invisible. Having fought in segregated
units In Europe and proven their wilingness to fight and die
for freedom abroad, they openly demanded freedom at
home. Some Whites began to listen. President Harry Tru
man, recognizing the absurdity of racial separation in the
self-proclaimed “greatest democracy on earth,” desegre-
pated the armed forces by executive order in 1948. These
early stirrings of equality led to a sense among African
Americans that anything was possible, and that feeling
seeped into their music. What had been called cat. sepia.
or race music took on a new tone. While this new sound
borrowed from traditional Black music—gospel, blues, and
sad laments over slavery and racial injustice—it was differ-
ent, much different. Rock historian lan Whitcomb called it
music about “gettin’ loaded, wantin' a bow-legged woman,
and rockin® all night long" (1972, p. 212). Music historian
Ed Ward said that this bolder, more aggressive music "spoke
10 a shared experience, not just to Black (usually rural Black)
life,” and it would become the “truly biracial popular music
in this country” (Ward, Stokes, & Tucker, 1986, p. 83).
But before this new music could begin its assault on the
cultural walls that divided Americans, it needed a new
name (5o as to differentiate itself from older forms of race
music and to appear “less Black” to White listeners). Hun-
dreds of small independent record companies sprang up to
produce this newly labeled rhythm and blues (R&8), music
focusing on Americans’ shared experience, and sex and
alcohol were part of life for people of all colors. Songs such
as Wynonie Harris's “Good Rockin' Tonight,” Amos Ml
burn’s “Chicken Shack Boogie,” Stick McGhee's *Drinkin*
Wine, Spo-De-O-Dee.” and Wild Bl
Gonna Rock, We're Gonna Roll™ (a son|
Ing) were, for their time, startiingly
ton of sex (not to be confused with

their music, their culture.

urban Blacks (growing in number as
increasingly fled the South) and White
The major record companies took
than ugn already successhul R&B artst
White artists cover the Black hits. The,
Angel® was covered by the reassurin)
Cuts, who also covered the Chords
McGuke Sisters covered the Spanieks’
heart, Wel Its Time to Go.” Chuck Ber|
was covered by both the Johnny Long af
Orchestras. Even Bifl Haley and the Com|
*Shake, Rattie and Roll™ was a cover of
But these covers actually served to in
White teens to the new music. and thed

214

the original versions. This did not escape the attention of
Sam Phillips, who in 1952 founded Sun Records in an
effort to bring Black music to White kids (*If | could find
a White man who had the Negro sound, | could make a
billon dollars,~ he is reported to have mused; “Why Elvis,”
2002, p. 9). In 1954 he found that man: Elvis Presley.
The stuation also caught the attention of Cleveland
D) Alan Freed, whose nationally distributed radio (and
later television) show featured Black R&B tunes, never
covers. Freed began calling the music he played rock 'n’
ol (to signify that it was Black and White youth music),
and by 1955, when Freed took his show to New York,
the cover business was dead. Black performers were
recarding and releasing their own music to a national
audience, and people of all colors were tuning in

Now that the kids had a music of their own, and now
that a growing number of radio stations were willing to
program it, a youth culture began to develop, one that
was antagonistic toward their parents' culture. The music
was central to this antagonism, not only because it was
gritty and nasty but also because it exposed the hypocrisy
of adult culture. Nowhere was this more apparent than
in Freed's 1953 rock 'n' roll concert at the Cleveland
Arena. Although Cleveland was a segregated city, Freed
opened the 9,000-seat venue to all the fans of his Moon
dog’s Rock and Roll Party radio show. A racally mixed
crowd of more than 18,000 teens showed up. forcing the
cancellation of the concert. But the kids partied. They
sang, They cheered. Not a single one asked for a refund
They had come—Black kids and White kids-

NYPD Blue and Butfy the Vampire Slayer are only two of
the many television shows that use govemment.
approved antidrug messages in their stories.

would agree that it is unseemiy for the govemment to be
involved in a secret proceeding o insert anti-drug messages

<= Rock 'N’ Roll and Radio

to celebrate

This debate was in the public forum for months; what
do you think? What is the difference between embed-

— The Television Industry

into
ing the public about”
But not everyone
General Barry McCaff
program would contin
be evaluated only afte
ducer of NBC's Law &
ics saw a mountain, *||
“a boondoggle” (quol

(Males, 2002)? Th
152 pounds (Irving
conversely, that or
vou develop your
building blocks 10

POLITICAL CAM|

Medin impact on
of mass communil
example, was the

Keguonted with pers

Reprnted wih permason

drive to strengthen the identity of the paper as an indispensable local
medium, thereby attracting readers and boosting revenues. This activism
further differentiates newspapers from other media in the chase for
advertising dollars. But papers are also trying civic journalism specifically
10 do good for the communities of which they themselves are members.
Civic journalism happens in a number of ways. Some newspapers
devote significant resources 1o in-depth and long-running coverage of cru-
cial community issues, interviewing citizens as subjects of the stories and
inviting comment and debate through various “Hotline” or *Open Forum”
sections of their papers, Other newspapers establish citizen councils to
advise them on missed opportunities for coverage. Others assemble citi-
zen panels that meet at regular intervals throughout a
or other ongoing story. Citizen reaction (o developm
is reported as news. Still others establish citizen re
insight on crucial issues, for example.

political campaign

its in thos

 events
ndtables to provide
e and education,

In these dis-
often

cussions people from different constituencies in the community
halding quite conflicting perceptions of the problem cther to
talk out their differences. This interaction is reported as news, and the
papers’ editorial writers offer commentary and suggestions for solution
As we also saw in the vignette. civic journalism is not universally
cmbraced by the newspaper community. Critics contend that 100 much

come 105

professional journalistic judgment is given away to people whose interests
and concerns are 100 personal and too narrow. Others claim that the heavy
focus on a particular issue in civic journalism distorts the public agenda
(see the box “Covering the Issue of Race™). Still, the civic journalism
‘experiment” continues

CONVERGENCE WITH THE INTERNET

Technology has been both ally and enemy o newspapers. Television forced
newspapers to change the way they did business and served their readers.

Two of the more success-
ful online newspapers.

CHAPTER4 Newspapers 121

Newspapers:

the Internet
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The Global Media chapter examines the changing media systems and their impact on
world economic, political, and cultural environments.

Cultural Forum:

U.S. as International Propagandist

The United States as International Propagandist

September 11, 2001, and the subsequent war on terror-

Carolina. Republican Senator Jesse Helms. of granting
“equal time for Hitker™ (in Wenner, 2001, p. 11),

The VOA offers Afghanistan and Pakistan services in
two languages. Dan and Pashto (the nguage of the

yone. anyws
(quote in Hentoft, 2001, p, 26)—VOA reporters and edi-
te Department
ired.

an arm of American foreign policy. When it went on
the air in the 19405, Its pledge 10 foreign listeners was
straightforward: The news may be good. The news may
be bad. We shall tel you the truth. Even today, VOA
extemal affais 4

sible Wght” is “by tellig the whole story. That by Hself

for independence for her stalf, agrees, telling the Amer-
iean Journalism Review that he'd be “stupid to squan-
der the reputation and trust that aimost 60 years of

ory State Department

approval of sl VOA editorials lead critics, such as for-
buresu chiet Mark Hopking o

charge that the VOA consistently places “the mnh'
second to *political programming with clear ideologic:
agendas” (1999, p. 44). Current VOA news di

10 be the office of wr information” (queted n Wen-
nev, 2001, p. 103

The argument of 2 VOA langusge service dinector that
“as 2 government brosdcaster, you can't be neutral
(quoted in Hopking, 1999, p 46) & uncmyncng 1o those
who wart Amercs’s service. the VOA,

sm
critics want & unfied, objective American intemational
radio and televison service, free of poltical objectives,
that commands an wte of its rellabibty and
crodibity.

Thes arguments are several. Firit. 4 workhwide prope-
gands system s unnecessary i an era of global telecom-
munications. Why would anyone tune in t & propsgands

but

ther American and Western sources? Critics. paint 1o
Radio and TV Mart, both of which are ignared by &
:wm-mnmymammm

cal broadcasters Second. propagandistic brosdcasts can
abenate the leadentip of targeted Countries. The presi-
dent of the VOAS Rado Free Europe/Rado Liberty.
Thomas Dine, says that his service aims to “foster
demacracy. free market reforms”; indeed.
msm;\mrmmmm o disidents

who challenge. regimes considered unfriendly to the
United States (Hopkins, 1999, p. 46). Neithee RFE/RUs
goals nor Radio Free Asla's practice endear the United
States to leaders in exstern Europe and China who,
regardiess of their political orientations, are our global
Finally, the cost—nearly $400 milion a
year—is simply 100 bigh 10 engage in practices that
‘would not only be considered offensive at home but alio
ol the American ideal of free media open to al shades
of opinion.

Enter your voice in the cultural forum. fs 3400 mifion
ot a particulary steep price to ensure that people around
the world have acces 1o the American point of view? Do
service, commercial or so-

content specifically

Ing equal time 1o Hitkr?

of Man, and Rad
Nethertands.
These pirates. unlike their politically motivated clandestine cousins,
were powerful and well subsidized by advertisers and record companies.
Mareover, much like the commercial radio stations with which we are now
familiar, they broadcast 24 hours a day. every day of the vear. These pirates
offered listeners an alternative 1o the controlled and low-key programming
of the British Broadcasting Corporation’s (BBC) stations. Because the BBC
was ial. pirate stations the only for
advertisers who wanted each British co
intent on introducing Britain’s youth to their artists and to rock ‘n’ roll
also saw the pirates as the only way to reach their audience. which the
staid BBC all but ignored
rprising broadcasters also made use of foreign locales to bring
commercial television to sudiences otherwise denied. The top-rated network
in Germany today, for cxample. is RTL. Now brosdcasting from the Ger
man city of Cologne, it began operations in January 1984 in Luxembourg
transmitting an Americanstyle mix of children’s programming. sports, &
shows, and action-adventure programming into Germany 1o compete with
that country’s two dominant public brosdcasters. ARD and ZDF

Veronica, broadcasting from a ship off the coast of the

sumers. Record companies

En

The United States as International Broadcaster  World War 11 browght the
United States Into the business of international broadcasting. Following the
lead of Britain, which had just sugmented its colonial broadcast system with
an external service called the BBC World Service, the United States estab-
lished in 1940 what would eventually be known as the Volce of America
(VOA) to counter enemy propaganda and disseminate information about
America. The VOA originally targeted countries In Central and South Amer.
ica friendly to Germany, but as the war became global, it quickly began
broadcasting to scores of other nations, attracting. along with Britains
World Service. a large and admiring listenership. first in countries occupied
by the Axis powess, and later by those In the Soviet sphere of influence.

It was this Cold War with the Soviets that moved the United States
into the forefront of international broadcasting. & position it still holds
today. To counter the efforts of the Soviet Union's external service. Radi
Moscow, the United States established three additional services. Radio in
the American Sector (RIAS), broadcasting in German, served people inside
East Berfin and East Germany: Radio Free Europe (RFE) broadcast to all
of the other Communist-bloc Eastern European coun
tries in their native languages; and Radio Liberty (RL)
wass afmed at listeners in the Soviet Union itself, When
these services were initiated, people in both the United
States and abroad were told that they were funded by
contributions from American citizens. However, as &
result of the furor that arose when it was revealed ln
1971 that they were in fact paid for by the Cent
Intelligence Agenicy. they were brought

The Voie of Amerca logo

i mie Voice of America
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Voice of America

Using Mediia to Make a Diffference Using Media to Make a Difference:

Satellite Television in Bhutan

Maintaining Gross National Happiness

High in the Himalayas, in  country hall the size of Inds
4na the 600,000 ctisens of the monurchy o Bhtan try
10 ehe out mn exterce. The cniry i poce

of its people are yak herders and monks—and ane
gl srdynd oo yyon entity But
lobal media, 45 they have everywhere ehse, are coming
1o this tiny land sitting between China and India. King
Jigme Sinigye Wangchiuck has declared that he intends to
bring modem technology to his country while at the same
e preserving its guiding principle, Gross National Hap-
pimess. The kings gowl & to bring hi “spartan rural sock
o ko e gtk wtd *ihok marmduing s

In cafieng for Grom National Happiness. the king
Nopes 1o comn the “equea dniributi o haskh e

goals he wants hi use media, rather than be
T by them. ~We fet he mm.-mm of gobaiuaon.
explains Foreign Minister figme Thinley. *
selves 21 & society that must rNMv Thut we very
conscous of the fact that certsn apects of our culture
need 1o be preserved. Culturally we are changing, but we
want to remain Bhutanese” (a5 quoted i ielerziges,
2000, p 6AA

This s & munlry whase capital, Thimphu, has no traf.
e lights. Not a single McDonakds or Starbucks s to be
found anywhere in Bhutan. It is a nation that strictly fim-
it the number of foreign viitors. It allows inside its bor

Remote and picturesque, the tiny nation of Bhutan sees
the new communication technologies as its avenue to
involvement with the larger world

ders, changing those who do come $200 2 day jut for the
honor. But i i 2o 4 land that offers its Ctizens free pub-
ki education in English and sends its best students over

25 10 do advanced study. When they have completed
their studies, 9% retum home to render service, along
with compassion and individual enlightenment, a primary
precept of the countrys Mahayanan Buddhism

Foreign Distribution —p

of U.S. Television
Programs

VAP, 8 frstorun wndca
tion bt in the US.. has

uite successtul in
foreign ditribution, largely
because

ER earm Wamer Brothers
§1.4 million per ephsode
from foreign broadcasters

gy
s of Guuogue: * bocause 1 felt the back end could really be meaningful. 1 know a lot about
bt v of oy syndication and what appeals 10 the International market. | make sure there
cal gags and comedy are a lot of physical gags and comeds. explosions and beantiful scenery” (as

expiosons, and beauttl  quoted (n J. Stein, 1999, p. 134). Lee might alo have added that actic
scenery” Other countnes  shows such as VP are easily dubbed into local languages

export ther media

Here 15 an ad for & Spanih
datribution company that
appeared in Vanety

Natwrally, programming varies somewhat from one country to another
The commercial televisian systems of most South American and European
countries are far less sensitive about sex and nudity than are their counter
parts in the United States. In Brazil, for example. despite a consti
requirement that broadcasters “respect society’s social and cthical values™
(Eputein, 1999, p. A11), television networks such as SHT. TV Record, and TV
Globo compete i what critics call the guerra da buixaria, the war of the low
est common denominator: Guests an varicty shows wrestle with busom mod-
els dressed only in bikinis and eat sushi off other women's naked bodics. On
game shows, male contestants who give wrong answers can be punished by
having patches of leg hair ripped out, whil

having & nearly nuked model si
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