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preface

How did you keep up to date on the drama over Iraq’s weapons of mass destruc-
tion? Or the Monica Lewinsky allegations? Why did you choose one brand of athletic
shoes over another? Do you trust Al Gore? Newt Gingrich? Saddam Hussein? David
Letterman? If you saw the movie Titanic but not Scream 2, why? How did you learn
about the existence of the latest CD you purchased? Would you agree if your local
library removed Playboy magazine from the shelves? Should In the Night Kitchen be
banned? Grapes of Wrath? Huckleberry Finn? Who decides what music gets played on
the radio? Who chooses news stories? Can you trust the New York Times? Rolling
Stone? CNN? The National Enquirer? Should you worry about little children imitat-
ing Rambo? Barbie? Cartman and Stan? Is there too much sex on television?

Everybody faces these kinds of questions in this age of mass communication. The
media are everywhere, and they affect almost every aspect of our lives, including the
values we embrace. This fifth edition of The Media of Mass Communication is designed
to help you become more informed and discerning as a consumer of mass media. It
also is designed to provide a comprehensive foundation for further studies in mass
communication.

This edition is thoroughly revised to keep you current on the mass media, but the
most significant changes are in the chapter on the World Wide Web. In only a few
years the web has emerged as a powerful new mass medium that will change how we
think of the media and how we use them. You will learn, for example, that the next
generation of college students probably won’t be learning from a textbook like this
one. What will replace it? Read on.

e Overview. Chapter 1 orients you to the mass media. You will learn some of the
themes that come up in later chapters.

* The Media. Separate chapters deal with each major mass medium in the sequence
they developed: books, magazines, newspapers, sound recordings, movies, radio,
television and the web.

* Media Issues. The remaining nine chapters focus on the process of mass commu-
nication, media research, theories, effects, law and ethics.

* Questions for Review. These questions are keyed to the major topics and themes
in the chapter. Use them for a quick assessment of whether you caught the major
points.
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Questions for Critical Thinking. These questions ask you both to recall specific
information and to use your imagination and critical thinking abilities to restruc-
ture the material.

For Further Learning. If you have a special interest in the material introduced in
a chapter, you can use the end-of-chapter bibliographies to identify more detailed
examinations in other sources. The notes can help orient you to the perspective of
the authors of these sources, as well as to the level at which they are written. The
sources range from easily digested articles in popular magazines to scholarly
works that press the boundaries of human knowledge and understanding.

For Keeping Up to Date. These sections list professional and trade journals, mag-
azines, newspapers and other periodical references to help you keep current on
media developments and issues. Most of these periodicals are available in college
libraries.

Boxes. Throughout the book, you will find four kinds of boxes that illustrate sig-
nificant points. Media People boxes introduce personalities who have had a major
impact on the media or whose story illustrates a major point of media history.
Media Abroad boxes tell about practices in other countries to help you assess your
own media’s performance. The Media Databank boxes contain tables to help you
see certain facts about the mass media at a glance. The Media Timeline boxes will
help you see the sequence of media at a glance.

The Media of Mass Communication, fifth edition, contains many tools to help you

master the material:

Introductory Vignettes. Chapters open with colorful descriptions of major mass
media traditions or issues. These are stories about people who contributed signifi-
cantly to the mass media or who exemplify important aspects of media operations.

Learning Goals. Chapters begin with learning goals to help you guide your
thoughts as you read through the chapters.

Study Previews. Chapters include frequent summaries of the material in subse-

quent paragraphs. These study previews can help prepare you for the material
ahead.

Running Glossary. You will find glossary definitions in the margins, on the same
page as the name or concept is introduced in the text.

Media Online. The margins also contain hundreds of World Wide Web addresses to
guide your learning about the mass media beyond the textbook and the classroom.

Web Site. You can go online for a great array of material designed especially to
augment this edition. The MMC web site includes review questions, glossaries,
information on key media personalities, media abroad vignettes and much more:
www.abacon.com/vivian.

preface



This book represents many new approaches for introducing students to the media
of mass communication. The imaginative and far-sighted team at Allyn and Bacon
deserves much of the credit for these innovations. When Bill Barke was editorial
director, he chose to make this the most colorful and visually oriented text available
for mass communication survey courses. Communication editor Steve Hull, who has
a passion for the mass media, especially movies, and who shared Bill's commitment
to make this book as colorful and interesting as the media themselves, organized the
people and resources to see the project to completion. Joe Opiela, humanities editor,
shepherded innovations that kept The Media of Mass Communication at the head of
its field, including the accompanying web site (www.abacon.com/vivian). This edi-
tion reflects the marketing background of Karon Bowers, now Allyn and Bacon’s
mass communication editor, who has worked with mass communication professors
throughout the country to identify their ever-changing needs.

The greatest ongoing contributions have been those of Carol Alper, developmen-
tal editor for three editions. She not only has applied her lively imagination and good
sense to the book’s content but also has coordinated all the complexities of moving
the manuscript to production.

With this level of support from the publisher, it’s no wonder that almost 400 col-
leges and univerisities have adopted The Media of Mass Communication. Nor is it any
wonder that the new Canadian edition, with my co-author Pete Maurin, has been
well received.

In this edition, several researchers and writers have added sparkle with chapter-
opening vignettes. Letha Dawson Scanzoni did the introductions for Chapter 3, on
Bonnie Fuller; Chapter 10, on Christiane Amanpour; Chapter 12, on Volkswagen ads;
Chapter 16, on Timothy Harris; Chapter 17, on Mary Matalin and James Carville;
Chapter 18, on Oprah Winfrey; and Chapter 19, on Nike and CBS. Carolyn Smith
did the opening vignettes for Chapter 1, on Chris Berman, and Chapter 8, on Jerry
Seinfeld. Allen Workman did the vignette for Chapter 5, on Bob Dylan and
Jakob Dylan.

Among students who have written thoughtful suggestions that have shaped this
edition are Niele Anderson of Grambling State University; Lashaunda Carruth,
Forest Park Community College; Mike Costache, Pepperdine University; Scott
DeWitt, University of Montana; James Grades, Michigan State University; Dion
Hillman, Grambling State University; Scott Wayne Joyner, Michigan State University;
Nicholas Nabokov, University of Montana; June Siple, University of Montana; and
Candace Webb, Oxnard College.

I also appreciate the thoughtful suggestions of colleagues who reviewed
the manuscript in whole or in part, at various stages in the first or subsequent
editions:

Edward Adams, Angelo State University; Bob Bode, Western Washington

Ralph D. Barney, Brigham Young University;
University; Kevin Boneske, Stephen F. Austin State
Thomas Beell, Iowa State University; University;
Robert Bellamy, Duquesne University; E. W. Brody, University of Memphis;
ElDean Bennett, Arizona State Joe Camacho, California State
University; University—Sacramento;
Lori Bergen, Wichita State University; Patricia Cambridge, Ohio University;
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xvi

Dom Caristi, lowa State University;

Michael L. Carlebach, University of
Miami;

Meta Carstarphen, University of North
Texas;

Debbie Chasteen, Mercer University;

Danae Clark, University of Pittsburgh;

Jeremy Cohen, Stanford University;

Ross E. Collins, North Dakota State
University;

David Donnelly, University of Houston;

Thomas R. Donohue, Virginia
Commonwealth University;

Tom DuVal, University of North
Dakota;

Kathleen A. Endres, University of
Akron;

Donald Fishman, Boston College;

Kathy Flynn, Essex County College in
Newark, New Jersey;

Ralph Frasca, University of Toledo;

Mary Lou Galician, Arizona State
University;

Ronald Garay, Louisiana State
University;

Bill Holden, University of North
Dakota;

Peggy Holecek, Northern Illinois
University;

Anita Howard, Austin Community
College;

Wayne E. Kelly, California State
University, Long Beach;

Bill Knowles, University of Montana;

Charles Lewis, Mankato State
University;

Larry Lorenz, Loyola University;

Maclyn McClary, Humbolt State
University;

Denis Mercier, Rowan College of New
Jersey;

Gene Murray, Grambling State
University;

Richard Alan Nelson, Kansas State
University;

Thomas Notton, University of
Wisconsin-Superior;

Terri Toles Patkin, Eastern Connecticut
State University;

John V. Pavlik, Columbia University;

Deborah Petersen-Perlman, University
of Minnesota—Duluth;

Tina Pieraccini, SUNY-Oswego;

Thom Prentice, Southwest Texas State
University;

Hoyt Purvis, University of Arkansas;

Benjamin H. Resnick, Glassboro State
College;

Ronald Roat, University of Southern
Indiana;

Marshel Rossow, Mankato State
University;

Quentin Schultz, Calvin College;
Scott Shaw, Operations Manager,
WIZM-AM, La Crosse, Wisconsin;
Todd Simon, Michigan State University;
Howard L. Snider, Ball State University;
Penelope Summers, Northern Kentucky
University;

Larry Timbs, Winthrop University;

John Tisdale, Baylor University;

Edgar D. Trotter, California State
University—Fullerton;

Helen Varner, Hawaii Pacific University;

Michael Warden, Southern Methodist
University;

Hazel G. Warlaumont, California State
University—Fullerton;

Ron Weekes, Ricks College;

Bill Withers, Wartburg College;

Donald K. Wright, University of South
Alabama;

Alan Zaremba, Northeastern University;

Eugenia Zerbinos, University of
Maryland.

At Winona State University in Minnesota, several colleagues have been generous
in sharing ideas from their teaching and reviewing portions of the manuscript. I
especially want to thank Mike Cavanagh, whose web-saviness and wit yields continu-
ing insights. I am deeply appreciative of academic secretary Paula Wiczek, who keeps
abreast of pop culture better than anyone I know and who shares her currency,
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and who also helps in countless other ways. I also am appreciative of her successor as
the mass communication department secretary, Trudie Gora. Both have found ways

to weave my needs as an author into the flow of other activities in a very busy office.

The dazzling cover design reflects the talents of Linda Knowles, cover adminstra-
tor, and Susan Paradise, cover designer, who built on the eye-catching yet functional
interior design by Deborah Schneck. Thanks also go to Deborah for bringing the
unprecedented number of components of the book together in production.

Appreciation goes also to Sue C. Howard, whose zest and energy as a photo
researcher have contributed to this book’s becoming a leader among mass communi-
cation textbooks in showing, not just telling, the story of mass media. I am also
indebted to the copyeditor, Elisabeth Lehr, whose eagle eyes headed off a great many
gremlins that inevitably creep into a manuscript.

While a tremendous amount of talent has gone into The Media of Mass
Communication, fifth edition, a book like this is never finished. The media are
rapidly changing, and the next edition will continue to reflect that. You as a student
using this textbook can be the most significant contributor the next time. Please let
me know how this book has helped you through your course and, also, how I can
improve the next edition. My address is Route 1, Box 32, Lewiston, MN 55952-9706.
You can also call or fax me at (507) 523-2294. On email, 'm at

jvivian@vax2.winona.msus.edu

May your experience with The Media of Mass Communication, fifth edition, be a
good one.
John Vivian
Lewiston, Minnesota
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