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PREFACE

/
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Three topic areas are making an unprecedented ll]lde[ on the field of

mass communication. 7 é/ 2
First, the impact of computers, and more spea cally personal computers,
is being felt in every facet of the Tield. YY) Y/ 7@; Vbl roud

Secondly, the age of true ‘lpit“l’qﬂ&gﬂ mass communication is wpori us.
We can no longer responsibly Study mass communication from the par ochlal
dimension of one country -

g1 hlrdly, new tcchnologws\continue to impact and change the definition of

“media.” !
At the request of users of the previous edition, this new edition includes:

e A new chapter on “Computers and Data Processing in Mass Communi-
cation,” dealing with the history and impact of computer technology and
the personal computer in the communication process.

e A new chapter on “International Mass Communication: History and Con-
trol,” tracing the role of international communication technologies
including the roots of the international telegraph, the control of modern
international media through the ITU, comparative broadcast systems and
theories of the press.

e Retention of the popular chapter “Mass Communication and New Tech-
nologies,” which pulls together in one place the new technologies affecting
media and society.

In addition, Olher fealure\ include:

j
(et iU | T T
e Material sefsitive to the important contributions of women and minorities

in mass communication.
e A Glossary of media terms in one location at the back of the text for easy
reference.

XXV



xxvi Preface

e Illustrations which add to comprehension are included throughout the
text.

¢ Expanded photo captions directly tied to the text which fully explain the
illustrations, permitting easier comprehension and grasp of the textual
material.

e Clearly understood and meaningful subheads.

e An unabridged table of contents which permits the reader to find in one
place the material to be covered in the book.

e Contemporary updates of new material.

e A comprehensive instructor’s manual and test bank from Prentice-Hall,
Inc.

The text retains the author’s direct and sole involvement in the content of
the work.

It remains a complete overview of the field with detail appropriate to the
responsible treatment of the discipline so students do not leave the course with
a superficial understanding of the field.

Every attempt has been made to balance the print and electronic media
dimensions of the text. While examples from “careers” complement many areas
of the text, it remains sensitive to instructors who demand a balance between
theory and practice.

The text is designed for future responsible consumers of mass media in
society as well as future media professionals.
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