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Preface

In writing the second edition of Introduction to Mass Communication, we
continue the main thrust found in the first edition. We have attempted to
analyze the mass communication empires on their own terms, to recognize
them for what they are—large, sometimes monolithic industries estab-
lished to earn a profit as well as to serve the interests of their customers.
The media are studied here within the broad contexts in which they op-
erate. Technological, economic, political, philosophical, and sociological
factors are considered throughout. We try to ask and then carefully answer
such questions as:

How does each of the media operate; what technological, economic, and
human factors are involved in the production of newspapers,
magazines, books, recordings, radio, television, film, and new
electronic media?

What are the effects of media upon their audiences? As they fulfill their
basic functions of persuading, informing, entertaining, and
transmitting culture, to what extent are the media beneficial or
harmful to individuals and to society?

What is the nature of media auxiliaries—the indirect but enormously
influential advertising, public relations, news, and feature services?

Why have the media developed as they have—into pervasive, profit-
oriented concerns, often in conflict with both the government and
the governed?

What might the alternatives be to the present mass communications
network? Is the future likely to bring more of the same, or are
major changes at hand?

What forces in government, society, and within the media themselves
serve to put a check on media excesses? Left to their own devices,
would profit-oriented media be responsible to society?

Answers to these and many other questions are sought through a bal-
anced study of the overall mass communication system. They cannot be
found without some attention to detail, but our approach is not ency-
clopedic. Names, dates, and other details are cited, but not at the expense
of the broader picture.



Mass communication is approached in this text as the central nervous
system of society—a concept that suggests a deep, complex interrelation-
ship between society and its means of communication. This approach, we
feel, is consistent with audience reactions to the media, as well as with the
inherent structures of the media themselves.

The media are often damned on the one hand as pollutants, filling
heads with specious trivia, beclouding perception, and feeding confusion in
the ranks through rising decibels of noise. On the other hand, media are
often heralded as catalysts of the social organism—offering ever-changing,
ever-multiplying views of both fantasy and reality—that enrich our lives
and bring us to the brink of truth, or self-understanding. The mass media
are regarded as both guardians of the status quo and radical vehicles of
change.

This paradox emanates, in part, from the composition of the indi-
vidual media. Because of their diverse, often corporate nature, the media
cannot be appropriately perceived from within any one academic pigeon-
hole. They cut across journalism with their information content and media
forms. Sociology and social psychology come into play insofar as the me-
dia’s involvements with and effects upon large and small audiences. Psy-
chology encompasses the media’s effects upon the individual. Political
science and economics are involved because media are instruments of po-
litical socialization and are at the same time profit-motivated. Advertising
and public relations are closely related to dollars and votes. Economics plays
an additional role in the relative affluence upon which mass media are so
dependent, and in the expanding technology responsible for this develop-
ment. Most recently, mathematics and engineering have influenced media
and communications, not only because of computerization but also because
of instantaneous transmission and feedback of individualized, localized, and
global information.

Thus, what we offer here is a thoroughly updated and integrated ap-
proach to mass communication that distills pertinent contributions from
many disciplines. Introduction to Mass Communication examines each mass
medium in light of its historical development, its relationship to other media,
its effects on audiences, and its probable future. The media are also dis-
cussed in terms of the broad social functions and their individual charac-
teristics, which are surprisingly complementary.

Helping students understand media has been the foremost consider-
ation of the authors and the book team. For this reason, attention to ped-
agogical techniques should be evident to even the casual reader. Several
hundred pages of carefully researched and written text have been divided
into five major parts according to function or theme. Each part is intro-
duced by a short overview aimed at helping students understand that part’s
place within the broader context of the “social organism.” Each chapter
begins with an outline of the headings within the chapter, plus a brief in-
troduction, to alert students to the topics covered therein. In addition, cap-
sule commentary statements along the margins of the text highlight events,
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concepts, and concerns in the ever-evolving media scene. Subheads, illus-
trations, boxed quotes, chapter summaries, and reference lists have been
carefully designed to render each chapter as accessible as possible. A glos-
sary of terms is included at the end of the book to define and clarify terms
used in the text. And for those students who desire additional reading re-
sources, the bibliography will be a useful tool, for it is from many of these
sources that we have gleaned much of our information when writing this
text.

As practice of what we preach concerning service to clients, we re-
quest any feedback you care to give, so that, like other mass media pro-
ducers, we can adjust our messages to suit our audience and to make
ourselves heard. Comments may be sent in care of: Speech and Journalism
Editor, Wm. C. Brown Publishers, 2460 Kerper Boulevard, Dubuque, IA
52001.

We would like to thank the tens of thousands of students and hundreds
of instructors who used the first edition of Introduction to Mass Commu-
nication. Many of the suggestions they have made have been incorporated
into this revision. Especially we would like to thank the following reviewers
for their help with the manuscripts of both the first and second editions:
Ralph Barney at Brigham Young University; ElDean Bennett at Arizona
State University; Carol Burnett at California State University in Sacra-
mento; Penny Byrne at Utah State University; Robert Carrell at the Uni-
versity of Oklahoma; Raymond Carroll at the University of Alabama; Mary
Cassata at the University of Buffalo; Edgar Eaton at Green River Com-
munity College; Michael Emery at California State University in North-
ridge; David Gordon at Emerson College; Earl Grow at the University of
Wisconsin in Milwaukee; Milton Hollstein at the University of Utah; James
Hoyt at the University of Wisconsin in Madison; Donald Jugenheimer at
Louisiana State University; Val Limburg at Washington State University;
Kelly Leiter at the University of Tennessee; James T. Lull at the University
of California in Santa Barbara; Lawrence Mason, Jr., at Syracuse Uni-
versity; John Merrill at Louisiana State University; Sharon Murphy at
Marquette University; Carole Oukrop at Kansas State University; William
Porter at the University of Michigan; Keith Sanders at the University of
Missouri; Robert O. Shipman at Mankato State University; Gerald Stone
at Memphis State University; John Wittig at the University of Alabama,
Birmingham; and Alan Zaremba at Northeastern University.

A very special thank you goes to William Oates, University of Miami
at Coral Gables and one of the nation’s leading researchers on new elec-
tronic communications systems, for his work in researching and writing the
bulk of chapter 10, “The New Electronics.”
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Part One

The mass media (newspapers, magazines, books, radio, recordings,
television, film, and new electronic communications systems) and
their auxiliaries (advertising, public relations, and news and feature
services) are significant institutions in today’s world. They can be
looked at in terms of how they perform in society. Why do they do
what they do; how do they reflect and mold the priorities of society;
what have they achieved in the past; and what will they be capable of
achieving in the future?

The main purpose of the introductory chapters is to come to
grips with the basic nature of the mass media and their audiences.

We begin by considering the fundamental character of
communication. Without an appreciation of how meaning and
information are exchanged among individuals, we cannot fully
appreciate the more sophisticated process of mass communication,
or communication through complex media to large, anonymous, and
heterogeneous audiences.

Our focus is on the four primary functions of communication:
(1) information; (2) entertainment; (3) persuasion; and
(4) transmission of the culture. These functions are seldom performed
singly; rather, they are performed in varying combinations, often with
contradictory impacts. We investigate the nature of mass media as
social and economic institutions, reliant upon consumer acceptance
for their own existence. Media are ever changing to reflect changes in
their audiences and levels of economic support. Those media which
yesterday appealed to massive conglomerates of audiences are
being supplanted by more specialized media, about which so much of
this book is devoted.



Overview

In this overview section we look at audiences as consisting of
far more than the lowest common denommator of individuals into
whom medra fare is indrscnmmately poured. As mdrviduals we attend
to the medla. reactmg as mduvrduals seeking to gratrfy our own
special mterests and needs. If hundreds. thousands. or even millions
of us choose to react srmrlarly, it is still basically an mdwrdual
decision, even though it 'appears in the form of mass behavior.

- Numerous mysteries surround the process and effects of mass
communication. Social s entists and philosophers offer us many
explanations of how and why the mass media operate as they do, and
what effects they have on society. We devote a chapter toa ;
historical tour of these mysteries; In bygone days there were srmple,
all-encompassing explanatlons of the media- societal interface. At
mid-century researchers became tentatrve, recogmzmg the
complexity and mdrvrduar pf audrence members. Recenﬂy, evrdence
is growing that the medra do indeed have powerful effects, that they
are influential factors in makmg life meanmgful giving us a sense of
self, and shaping our ag ndas. Such effects are eluswe and not
easily measured in the Iaboratory. but that is no reason not to pursue
them.

As one media scho‘ has ax ’iamed we shape our tools and
then our tools shape us. Our hope _n?wrltmg this first section of the
text is that students understand their media environments well enough
so they are not unwrttmg ontroﬂed by those tools of ‘ '
communication. -
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Figure 1.1
The basic communication
model.

Introduction

Elements of
Communication

Communication has a variety
of definitions

The mass media are newspapers, magazines, books, radio, film, and tele-
vision and its related technologies. They are generally divided into print
media and electronic media. The print media are older, having developed
over the last 500 years, while the electronic media are products of the twen-
tieth century.

What do the mass media do in society? They give us baseball scores
and tell us about the Middle East; they explain inflation, and they interpret
current events. The media sell goods, services, candidates, and opinions.
They make us laugh, they create drama, and they bring music into our
lives. In short, they communicate.

In order to understand mass media and mass communication, we need
an elementary understanding of the communication process—the events
that define communication. That is the subject of the first part of this
chapter. The model we will use (fig. 1.1) is later expanded to account for
the elements of mass communication. In the final sections we will look at
the functions of mass communications and the nature of audiences. (“Com-
munication,” without the “s,”” refers to the theory or theoretical process;
“communications,” with an “s,” refers to the mechanical means by which
communication occurs. Thus “mass media” and “mass communications”
are synonymous.)

No single definition of communication is agreed upon by all scholars in-
terested in the subject; diversity abounds. Sociologists, psychologists, an-
thropologists, linguists, and speech communication specialists all offer
definitions, some of which follow. Communication:

is the process of transmitting meaning between individuals;

is the process by which an individual (the communicator) transmits
stimuli (usually verbal symbols) to modify the behavior of other
individuals (communicatees);

occurs whenever information is passed from one place to another;

Overview



