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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. Americans no
longer felt safe at home. As everyone, from politicians to pundits to the peo-
ple 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 questions 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 happened on that hor-
rific 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 thor-
ough, 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? This question was asked again and again as the invasion of Iraq
produced none of the weapons of mass destruction that had been the cause
belli. Had the media been too compliant? Was their lack of aggressive check-
ing a function of economic factors such as concentration and conglomer-
ation? Were the media’s failures in the run-up to war the fuel igniting an
invigorated media reform movement at home on the political Right as well
as the Left?

But it did not take a cowardly terrorist attack on civilians or an invasion
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 relent-
less criticism of the media’s performance in the 2000 presidential 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 gar-
nered more coverage than world events. Others were complaining that
movies were starting to look like extra-long commercials, while television
commercials were getting increasingly shorter and all media, even novels,
were seemingly drowning in more and more advertising. 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 followed a television network’s proposal
to air hard-liquor ads. People who 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.

xXi
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Preface

Those of us who teach media know that these conversations are essential
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 fol-
lowing goals:

®  to increase students’ knowledge and understanding of the mass com-
munication process and the mass media industries;

®m  to increase students’ awareness of how they interact with those indus-
tries and with media content to create meaning;

® and to help students become more skilled and knowledgeable
consumers 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 individuals are
directly affected by every media message they encounter, the media nonethe-
less do have important cultural effects. Today, the media are accepted as pow-
erful 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 maintenance 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 cultural
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.

= Empbhasis on developing media literacy. The pedagogical features
of this book are designed to support and improve media literacy
skills. Chapter 1 lays out the elements of media literacy, and an
emphasis on media literacy is woven throughout the text. Each chap-
ter from Chapter 2 to 15 contains a section, specific to that chapter’s
medium or issue, on developing media literacy skills. For example,
Chapter 3, Newspapers, offers guidelines for interpreting the relative
placement of newspaper stories. Chapter 7, 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.

®  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 communica-
tion 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 stu-
dents. By providing historical context, these sections help students
understand current issues in the media landscape.

®  Focus on convergence. Each chapter on a medium includes a section
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.

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 5, 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.

CuLTURAL FORUM These boxes highlight media-related cultural
issues that are currently debated in the mass media. Titles include,
for example, Advertorials Aimed at Young Girls; What if There Were
No Newspapers?; and Rock and Rap: Selling or Selling Out?

MEDIA 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 advertising chapter covers
advertisers’ more recent attempts to attract teenage smokers.

Preface
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Preface

® Living Media Literacy has been added to each chapter. These briel,

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 peo-
ple” who have made a difference. Indicative titles are Start a Citywide
Book Conversation, Help a School Start an Online Newspaper, and
Smoke-Free Movies.

Key Changes to the Fourth Edition

Although the book maintains its commitment to critical thinking throughout
its pages, several important changes were made to enhance and update this,
the fourth edition.

®  Two important changes have been made to the text’s structure. First,
interactive, digitally based games are now discussed at length in their
own chapter; Videogames. This was done in recognition of their
increasingly important role in how people spend their media time and
entertainment money. Naturally, the economic, regulatory, and cultural
issues surrounding this emerging medium are evolving and worthy of
comment. Second, the original first two chapters—Mass Communica-
tion, Culture, and Mass Media and Media Literacy and Culture—have
been combined, producing a more seamless discussion of the relation-
ship between media, culture, and media literacy. It's important to note,
too, that as the media literacy movement and the philosophies that
underlie it have become more ingrained in our cultural conversation,
I did not have to spend as many pages making the argument for them,
making the marriage of the two chapters less unwieldy than it might
otherwise have been.

®m  Every chapter has been informed by the events of September 11, the
war on terrorism, and the conflict in Iraq. Concentration and conglom-
eration and their contribution to the media’s failures in the run-up to
the invasion of Iraq are part of Chapter 1. Embedded journalists and
the PR of war are discussed in the public relations chapter. Ethical
issues—for media professionals and for citizens—raised by the war on
terror and the invasion and occupation of Iraq are presented: Does the
Patriot Act go too far? Where is popular music’s activist voice? Were
anonymous sources misused in the coverage of WMDs and the outing
of a CIA operative? Do you publish photos of war dead? Of civilian
casualties?

®  Chapters are introduced by pictorial timelines of the medium or issue
under discussion and a list of the chapter’s learning objectives.

® URLs of important or interesting Web sites are placed in page margins
near concepts they are designed to support.

®  Boxes have been updated to cover current topics and issues. The cover-
age of international news, book censorship, the erosion of the firewall
between newspapers’ sales and news departments, the Pentagon’s Office



of Strategic Influence, mandatory cable access for Internet service
providers, and changes in the way we think about copyright are a few
examples.

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

m 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.

®m  World Wide Web URLs in the margins of every chapter enable students
to locate additional resources and encourage students to practice using
the Internet.

®  Photo essays raise provocative questions, encouraging students to fur-
ther develop their critical thinking and analytical skills.

m  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 provide
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 Media
World CD-ROM, which includes Media Tours and Media Talk, the NBC
video clips.

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

B 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, pro-
vides the foundation for the study of mass communication. Its lone chapter,
Mass Communication, Culture, and Media Literacy, defines important con-
cepts and establishes the basic premises of the cultural perspective on mass
communication with its focus on media literacy.

Part Two, Media, Media Industries, and Media Audiences, includes chap-
ters on the individual mass media technologies and the industries that have
grown up around them—Books (Chapter 2), Newspapers (Chapter 3), Mag-
azines (Chapter 4), Film (Chapter 5), Radio and Sound Recording (Chapter 6),
Television (Chapter 7), Cable and Other Multichannel Services (Chapter 8),

Preface
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Videogames (Chapter 9), and the Internet and the World Wide Web (Chap-
ter 10). All of these chapters open with a short history of the medium and
continue with discussions of the medium and its audiences, the scope and
nature of the medium, and current trends and convergence in the industry
and technology. Each chapter concludes with a section on developing a
media literacy 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 cul-
tural issues and the interaction of culture, medium, and audience. For
example, in Chapter 10, advances in digital technology and computer net-
working are discussed in terms of our ability to maintain control of our
personal data and our privacy. Chapter 2’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 m’ roll are connected to a discussion of race relations in
America in Chapter 6.

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 guidelines on devel-
oping relevant media literacy skills.

Part Four, Mass-Mediated Culture in the Information Age, tackles several
important areas. Chapter 13, Theories and Effects of Mass Communication,
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 elec-
toral process. Chapter 14, Media Freedom, Regulation, and Ethics, provides
a detailed discussion of the First Amendment, focusing 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 sys-
tems 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 includes a full array of tools designed to facilitate
both teaching and learning.

®  An Instructor’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 stu-
dents interactive quizzes, summaries, key terms flash cards, activity

worksheets, Web links, and Media World video clips.

®  Two video tapes feature brief clips that bring to life the concepts dis-
cussed in the text. Media Talk clips are from NBC News and The Today
Show. McGraw-Hill's Media Tours provides an inside look at the opera-
tions of a television station, Vibe magazine, a radio station, a public
relations firm, and the Internet. An instructor’s guide is packaged with
the videos, which are available in VHS format and on the student
CD-ROM.

®  The Online Learning Center (www.mhhe.com/baran4) has been thor-
oughly updated. The new site includes Media Literacy worksheets,
PowerPoint® slides, a Web tutorial, chapter self-quizzes with feedback,
hot links to media resources for the student, and more.

m  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, informative and
timely world news, Web links, research tools, student study tools, inter-
active exercises, and much more.

B An Instructor’'s CD-ROM (compatible with both Macintosh and PC
computers) offers electronic versions of the Instructor’s Resource Guide,
PowerPoint® slides, and worksheets.

®  Media Literacy Worksheets and Journal, now online (www.mhhe.com/
baran4), 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.

m  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 provided
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

Media shapes and reflects culture. As we travel
through the twenty-first century, media literacy is an
essential survival skill for everyone in our society.

Thought-provoking boxed features and photo essays support and improve media
literacy skills.

Living Media Literacy boxes are personal,

Using Media to Make a Difference boxes
social, educational, and political calls to action.

highlight examples of how practitioners and

audiences use the mass communication process to
further social, political, or cultural causes.

~ Living Media Litera

Start a Citywide Book Conversation

Medlia to Make a Difference :1::;"‘,;;‘;%‘;:“:;3‘;‘::&2;:2,:‘;,* o o b R e
ot sy el bos e co Mo works,and maybe even meet
m some interesting people by
involving yourself in one of the
many citywide book-reading

Rock ‘n’ Roll, Radio, and Race Relations

R&B and rock '’ roll did not end
racism. But the music made a
difference. one that would

eventually make it passible for
Amenicans who wanted to do so
to free themselves from racism’s

& people of the mid: 194
)

fail cather th

(quoted in

“Your contract with the network
when you get the show s you're
going to watch the spots.
Otherwise you couldn't get the
show on an ad-supported basis. .

Any time you skip a commercial ... *

~ Photo Essays raise

provocative questions that
encourage students to
develop their critical thinking
skills.

Cultural Forum boxes
examine media-related
issues currently debated in
the mass media.

Media Echoes

Truth as a Defense against Libel: The Zenger Trial

1. sitting in the cock. s deferded by Andrew

Media Echoes 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.
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Introduction to Mass Communication offers a rich selection of examples and fea-
tures that increase students’ knowledge and understanding of the Mass communication

process and mass media industries.

1906
Cosmopolitan’s
Treason of the Senate”

1914
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Circulations founded
1922
Reader's Digest

1925 1939
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Yorker TV at World's Fair Salon goes online

1972 Life closes
1879 1910 e ovkd

s Postal Act The Crisis Collier's closes 1971 Look closes

) onthly
Atlantic Monthly — 1969 Saturday Evening Post closes
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B

1923
Time magazine
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Figure 9.2
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e playing the board game, is not
(video). but o

half of the we

what is @ g

mconnect com

has direct involvement in the on

N action to meet a particular end), irs a g

st ol the different types of videogames, and the box enti yaothe . | Ui ivetuly | foterusisd| |/ Ukeokasp’ tomsoenist | Uketugtay . . Theye
s for Goad” looks at games that function as more than same ihing  and/or celebrties in the stories  upwith the tainment for  with flonds/  challenging
I real lfe invalved latest technology  the price family

enteratnment

New Chapter: Videogames discusses the interactive, digitally based games at length
and the economic, regulatory, and cultural issues surrounding this emerging medium.
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Rock and Rap: Selling or Se!lmg Out?

Rock and rap began as rebellious music,
art with atttude. They questioned con-
temporary thmlung about war, culture,

adulthood, the po-

it

19505 racism, In the late 19605 in “For
What It's Worth,* rocker Buffalo Spring-
field challenged the Vietnam War and
pobce crackdowns on antiwar protests:
's happening here, what it is

ain't exactly clear, there's a man with a
gun over there, telling me I've got to
beware. . Young people speaking their
mind, getting so much resistance from
behind, = Crosby, Stils, Nash, and Young,
in “Ohio,” called President Nixon 10 task by name for the 1970
shooting of four Kent State University students by the National
Guard: “Tin soldiers and Nixon's coming, we're finally on our
own, this summer | hear the drumming, four dead in Ohio.” In

Brent Staples’ eulogy: “Independent ra-
dio stations that once would have played
edgy, political music have: been gobbled
19 by coporaions that control hundreds
stations and have no wish to rock the
bt Corporate ownership has changed
what gets played—and who plays it
With a few exceptions, the disc jockeys
who once discovered provocative new
music have long since been put out to
pasture. The new generation operates
from play lists dictated by Corporate
Central—lists that some Dis describe as
‘wallpaper music'” (2003, p. A30).

But the issue that continues to inflame
debate in the cultural forum is the use of
“our music” to sell *their products,” that i, the sefing out of
rap and rock to advertising. Among the most famous incidents
was Nike's use of the Beatles' “Revolution” to sell sneakers
Michael Jackson owned the rights to the Beatles catalogue at

tunes have been sold for commercials; in fact, ex-Beatle Paul

Atsarmative Weakly Nerwart Posts Express, and heard, "Son, do you know why I'm stoppin' you for?” Cause 'm
young and I'm black and my hat's real low, do | look like a mind  McCartney bought the catalogue back from Jackson in part to

e reader si, | don't know. Am | under amest or should | guess some  ensure that their songs would never be used in commercials
more? "Wel, you was doing fifty-five in a fifty-four* again. The Doors have steadfastly refused to license their music

THE NEWSPA ADVERTISIN um Music of protest, the voice of the young generation, mlht for commercials, as have Neil Young. the Beastie Boys, Bruce

hip sound track for television , Peart Jam, James Taylor, REM.. and Tom Waits.

AR At reasan we. have the nu npapers we do Is. that radio and recording has placed the cultural role of Poputar  The Jatterwonk asar 2 to succemfuly sus Fito-Lay forsing a

ancially, it is because music squarely in the cultural forum sound-alike in a television spot
ny, the obituary for popular music as the voice of But there is money to be made from what is, after all, a

protest has already been written. Here's New York Times editor ~ commodity, something that is bought and sold—nanwlar

lers value them. When newspapers prosper |
b advertisers recognize their worth as an ad medium. Newspapers account for
e than Ivertising spending in the United Stat
an $50 bill more than all other media combined. The biggest
newspaper advertisers are
cations, auto, compuler, 2

Why do so many advertisers choose newspapers? The first reas

+al ten Americans pearl » ~

mo That is more

etail stores (such as Macy’) and telecommuni
d entertainment b

ands.

Radio and Sound Recording
chapter examines the issue of using

Newspapers chapter provides
o apraann - g music to sell products.

an in-depth discussion of
newspapers and their audiences.

{ } DEVELOPING MEDIA LITERACY SKILLS
Recognizing Staged News
For years studies have shown that a majority of the American public turns

~«——Television chapter presents examples of
staged, simulated news.

1o television as the source of most of its news and that viewers rank it as

the most believable news source. Television news can be immediate and

dramatic, especially when events being covered lend themselves to visual
images. But what if they don't? News may be journalism, but television news
is also a television show. and as such it must attract viewers, Television news-
people have an obligation to truthfully and accurately inform the public, but
they also have an obligation 1o attract a large number of people so their sta-
tion or network is profitable

E
tune in, and the public tunes in 1o see pictures. Television professionals,
siten walk the fine ethical line of news staging, that
ved 10 or could have happened. Some (Higgins, 2001, p. 19). In fact, the relatively slow diffusion of DBS can be
limes news staging takes simple forms; for example. a reporter may narrate
an account of an event he or she did not witness while video of that event therefore Congressional lobbying power) to thwart the medium. For exam
is played. The intended impression is that the reporter is on the scene. What ple. federally mandated limitations on the importation by DBS of local over
the-air television stations were finally ¢
of the s
tions remain. Still, from the viewer’s perspective, what s on 3 DBS-supplicd

en the best television journalists cannot inform a public that does not

driven to get picture
is. re-creating some event that is bel

attributed to efforts by the cable indusiry to use its financial might (and

harm is there in this? It's common practice on virtually all U.S. television minated in 1999 with the passage

news shows. But how much of a leap is it from that to ABC’ 1994 broadcast

cllite Home Viewers Improvement Act, but even now, some restric

sereen differs little from what is on

cable-supplied screen

Bociesy of Cable and DBS in the United States is, for now, dominated by two companies.

Telecommunications Engineers DirecTV. owned by Rupert Murdoch’s News Corporation, and Dish Network
(owned by EchoStar, a publicly traded company). DirecTV has 12,6 million
subscribers, Dish Network 10 million, And th

Did Geraldo Rivera engage in
permissible or impermissible
news staging when he
reported from “sacred
ground” although he was
miles from the actual spot?

scte.ong

e two companies, along with
up VOOM (owned by cable MSO Cablevision), have recently been
t & furious pace. Now that satellite homes
in 70% ol the country can receive local stations, it is cable’ ev
monthly rates that are at the heart of the switch to DBS. Look at the list of
the 10 largest cable MSOs on page 268 (Figure 8.6). Note that all but two
have suffered declines in subscribers between 2003 and 2004, and if Dish
and DirecTV were added 10 the list. they would be the country’s second and
tourth largest MSOs

satellite star
taking subscribers away from cable

pereas

Trends and Convergence in Cable and Other
Multichannel Services
Like all media, cable is experiencing convergence. DMX, for example, is radio

plus cable. At the heart of much of the industry's convergence with ather
media is fiber optics. cable made of thin strands (less than one one

hundredth of an inch thick) of very pure glass fiber over which signals arc

carried by light beams, Because fiber optic wire offers a very wide ¢

width, permitting the passage of much more informati
600 times as much audio, video, or data information as the same size co
ial cable Recent adva
preces of data on a single fiber opuic strand with each tick of the clock
(Healey, 1999, p. 1F).

What is sent over fiber optics is pulses of light (Figure 8.3). Those pulses
are the equivalent of a digital signals binary on/off structure, making them

ces promise even more bandwidth— 1.6 willion

perfectly suitable for carrving digital signals. As such, fiber optics sit at the
| technologies that are reshaping cable.

One such advance 15 digital cable television, the delivery of digital
images and other information to subseribers” homes, At present digital cable
has more to do with the services a system can offer than with the picture

very heart of the di;

Cable and Other Multichannel Services chapter ———
discusses trends and convergence in cable and other
multichannel services.

subscribers receive. as we saw in Chapter 7% discussion of the publics unwill
ingness 1o buy expensive digital and HDTV receivers. Another llnpullnnm
10 more rapid diffusion of digital cable resides in cabe

ol must-carry rules v
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