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Preface

ON 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.

=  Emphasis 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.

m  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.

m  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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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 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.

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



massive PR campaign in support of an increasingly unpopular war in
Iraq, mandatory cable access for Internet service providers, and
changes in the way we think about copyright are a few examples.

m Al 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.

B 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.

B 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.

®m  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, 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 'n’ 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 Instructors 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.



m  The Introduction to Mass Communication DVD offers students Media
World video clips. These brief clips bring to life the concepts discussed
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 operations of
a television station, Vibe magazine, a radio station, a public relations
firm, and the Internet. The videos are also available to instructors in
VHS format packaged with an instructor’s guide.

®  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.

®  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.

®  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 €S8says support and improve media
literacy skills.

Using Media to Make a Difference boxes
highlight examples of how practitioners and
audiences use the mass communication process to
further social, political, or cultural causes.

Living Media Literacy boxes are personal,
social, educational, and political calls to action.
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small independent record companies sprang up to produce
this newly labeled rhythm and biues (R&B), music focusing on
Americans” shared experience, and sex and alcohol were part
oflife for people of al colors. Songs such as Wynonie Harris's
“Good Rockin' Tonight,* Amos Milbum's *Chicken Shack
Boogie,” Stick McGhee's “Drinkin’ Wine, Spo-De-O-Dee,”
and Wild Bill Moore’s “We're Gonna Rock, We're Ganna

oll” (4 song not abaut dancing) were, for their time, star-
tingly open in their celebration of sex (not to be confused
with love) and drink. WIth its earthy fyrics and thumping
dance beat, R&E very quickly found an audience in the
1950, one composed largely of urban Blacks (growing in

cert at the Cleveland Arena. Althor
gated city. Freed opened the 9,000.
his Moondog’s Rock and Roll Paj
mixed crowd of more than 18,
the cancellation of the concert. But
They cheered. Not a simgle one as
~Black kids and White kids
their culure
For young people of the mid- 194
Litle Richard, Fats Domino, Ray
made a fe of al that their parents |

s’ satisfaction with the
Rabert Piclke wrote,

£0ing 1o be you" (quoted in- Harmon
2002, p. C1). In another venue, Mr. Kellner
upped the ante: "Vour cantract with
the network when you get the show is
you're going to watch the spots. Other-
wise you couldn't get the show on an ad:
supported basis. An;

the mass media.

Truth
Young German immigrant John Petee

Zenger started publishing New York's

‘eral anti-Crown merchants and busi-

as a Defense against Libel: The Zenger Trial

then too impetuous to be stemmed, it bears
‘down all b b d

Jury nger not guilty,
making it clear to the British and

desolation wherever it comes,”

The jury riked Zenger ot gulty, making it

dlear o the Briish support-
ers that the colonists would no longer accept

who wanted a volce to i i =
Conte W s mw‘“':_‘"&w Peredlciteps o
supported Gazette. Zenger had been their control of the press. o hundred and seventy-five years later,
an apprentice under Bradford, whose different peaple are il fghting for press
ibe twice, creating half the image’s lines on the first pass an officia title was "Kinig's Prinfer 10 the freedom, The Zenger trial s echoed in Chap-
the gaps in the second). Many broadcasters want the standd Province of New York, tor 14 in the tavals of Lary Flynt and in Chapler 15 in the
ed s he format compatible with their own current Zenger did his new job well. He was constantly and openly  3ccount of the suppression of the reformist press in fean,
nd broadcasting (although unable to accof citical of New York's British-bor govemor, William Casby,
After intense ‘\ulvhnn k!n both sides, th Soon he was arrested and jalled for seditious libel, For the
9 months he was imprisoned, he continued to edit his paper
ving the telecommunications industry to piplrnpelidln sy
standard for itself. The operation of interlaced and progressive s This tral began on August 4, 1735, and at first it dig

d not go
trasted in Fi wel for Zenger His two original lawyers were disbarmed be-
cause they argued that the jodige, appointed by Cosby, should
step down. Zenger's supporters then hired 80-year-old Philadel-
phia attorney Andrew Hamitton. Hamilton was not only a bl
flant lawyer and orator but an astute reader of contemporary
political sentiment. He but his defense of the accused printer
on growing colonial anger toward Britain, Actually he had fitte
cholce. As the law stood, Zenger was guilly. Bitsh law said that
printed wonds could be Hibelous, even f true, if they were In-
flammatoty o negative. Truth, Hamilton agued, is a defense
against libel. Otherwise, how could anything other than favor-
able materlal about government ever be published? Moreover,
e added, why should the colonists be bound by a Bittish law
they had not themselyes approved?

To make his point Hamilton said, “Power may justly be c
pared toa great river, while kept within s due bo

John Peter Zenger,
Harniltan.

the dock, s defended by Andrew

et than violat

the Texas Attoney Gene wasn't a journ:

such, she could not claim reparts t what makes o

Would you trust Stone Philli to
months in fail to

promise of
confy
“aspiring writer.” As

fentiality to her only an

e 4 journalist?
than 5

Photo Essays raise
provocative questions that
encourage students to
develop their critical thinking

Media Echoes
that the cultural and social debates
surrounding the different media tend to

ey | o be repeated throughout history regardless
nd B Woodwand. 0 MesHnston Post seporiers Carl Bertln of the technology or erain question.
Bus how far should reporters 2o in protecting e fides ity ?

boxes demonstrate

of retribution from the offenders or unwanted police attention. The
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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
Audit Bureau of
Circulations founded
1922
Reader's Digest

1925 1939
The New  NBC unveils
Yorker TV at World's Fair

1972 Life closes

1879 1910 | 1956
Postal Act The Crisis Collier's closes

1971 Look closes

1857
Atlantic Monthl,
£ Y —= 1969 Saturday Evening Post closes

1923
Time magazine

WHO IS PLAYING? Boys and girls under &
| Females 18

What do we know about the 145 million videogame players?  Males 6 t0 17 | / and older

For one thing, they are not necessarily the stereotypical teenage N

boys gaming away in their parents’ basements, as you can see

in Figure 9.1

= Half of all Americans age 6 and older play videogames.

® The average game player is 30 years old; 19% are over 50,

= Forty-three percent of all gamers are female.
= The av

age gamer spends 6.8 hours a week playing.

Fifty-two percent of gamers spend less time with television
as a result of games; 47% go 1o the movies less often.

Two of the first interactive (Hewitt, 2004; Entertainment Software Assn., 2005)
games, Doom and Myst

Males 18 and older Females 6 017

- Figure 9.1 Game Players’
arried” the weapon, and all action in Domographics, So

& The most frequently employed platforms for gaming are game consoles, s o

computers, and the Internet. Game consoles, the offspring of Odyssey and

perspective shooting game; g
the game was seen through their ¢

mers

unt for most gaming, about two-thirds. Players using dedicated  Gawers.com
Games and Their Plavers game consoles are primarily male (75%) and under 18 years old (46%). Mac
! and PC game players, who buy about one-third of all games, also tend to be ~ gamencom
Gawe Roow Magazive There are more than 145 million videogame players in the United States male and young, but to a lesser degree—61% male, 36% under 18. In addi-
(Tharp, 2004, p. 1). But before we look at these people a bit more closely, 43% of all gamers play online one or more hours a week. Forty percent
mercommagezine.com we need to define exactly what constitutes a videogame. nline players are female (Hewitt, 2004). Why gamers play is graphically

d in Figure 9.2
WHAT IS A VIDEOGAME?

As technologies converge, the same game can be played on an increasing Figure 9.2 Why Gamers Play
number of platforms. Myst, for example, was originally a computer game Source: Entenaioment Software
written for Macintosh computers, then IBM PCs, then external CD-ROM Asn., 2008,

drives, then vid, {

consoles such as PlayStation. Now it can be played
online. Versions of Donkey Kong can be played in arcades and on consoles,
on the Internet, on Macs and PCs, and on handheld players. Q*bert can be
played on arcade machines and on Nelsonic’s wristwatch gameplayers. For
our purposes, then, a game is a videogame when the action of the
takes place interactively on-screen. By this definition, an online text-t
game such as a MUD, or multi-user dimension, which has no me
images, is a videogame, but the home version of Trivial Pursuit, employing
a DVD 1o offer televised hints to those playing the board game,
Links 0 MuDs That takes care of the technologically based half of the word (video), but
what is a game? For our purposes, a videogame is a game when a player
has direct involvement in the on-screen action to produce some desired out
come. In a MUD, for example, players use text—words—to create person-

ke Featires (i Uil easo, the Sumots Supt:l Mario and the
ion of on-screen action to meet a particular end), it’s a game
Table 9.1 offers a list of the different types of videogames, and the box enti-

tled "Using Games for Good” looks at games that function as more than “I::IM "l:n}:- hv;mhd “'y':u
entertainment. m,‘,,wm" e T i

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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Meeting the needs of a
fragmented audience —a
foreign-language paper, an
altemative weekly, the
dissident press, and a free
commuter paper

Alsernasive Weekly Neswork

readers “will develop a d

newspaper.

cading habit and will eventually

move on 1o become regular readers of the mother papers™ (Morton, 2004,

p. 64). Typical of the succe
Metro, the Dallas Morning
the Tribune Company’s amNew York.

ful commuter papers are the Boston Globe's
* Quick. the Washington Post’s Express, and

Rock and Rap: Selling or Selling Out?

Rock and rap began as rebelious music,
art with attitude. They questioned con.
temporary thinking about war, culture,

embrace of rock n’ roll helped confront
19505 racism. In the late 1960s In “For
What It's Worth, " rockers Buffalo Spring-
field challenged the Vietnam War and
police crackdowns on antiwar protests:
“Something's happening here, what it s
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, Stills, Nash, and Young,

in “Ohio," called President Nixon to 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
2003 rapper Jay-Z took on racism, the police, and racial profiling
in “99 Problems*: “So | pulled over to the side of the road, |
heard, 'Son, do you know why I'm stoppin’ you for?’ Cause I'm
young and I'm black and my hat's real low, do | look like a mind

Brent Staples' eulogy: “Independent ra-
dio stations that onice would have played

boat. 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 DJs 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 is, the selling 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
the time and when he licensed this classic to the sneaker maker,
the surviving ex-Beatles complained loudly. No more Beatles
tunes have been sold for commercials; in fact, ex-Beatle Paul
McCartney bought the catalogue back from Jackson in part to

= reader si, | don'tknow. Am | under amest orshouid | gess some
more? Well, you was doing fifty-fve in  ffty-fous ™

Mk ofpoest the Ve o e youn, generation, o the
hip sound track for televisio

ensure that their songs would never be used in commercials
again. The Doors have steadfastly refused to ficense their music
for commercials, as have Neil Young, the Beastie Boys, Bruce
Pearl Jam, James Taylor, REM., and Tom Waits.

THE NEWSPAPER AS AN ADVERTISING MEDIUM

African Awerican Papers The reason we have the number and variety of newspapers we do is that
readers value them, When newspapers prosper financially, it is because :g:’c ;fl:;ﬁr:mxs vh;ed the cultural mie of povuhr sztﬁkm:tsrv;t:xmmwmmmuﬂmuma
wopaorg advertisers recognize their worth as an ad medium. Newspapers account for hural X g 3
more than 55% of all advertising spending in the United States. That is more For many, the obituary for PﬂPﬂ‘ﬂl' music as the voice of But there is money to be made from what is, after all, a
en wiitten, Here's New York Times editor

protest has already b commodity, something that is_bou

than $50 billion a year, more than all other media combined. The biggest
newspaper advertisers are stores (such as Macy’s) and telecommuni-
cations, auto, computer, and entertainment brands;

Why do so many ad choo:
ut of ten Am

first reason is

Radio and Sound Recording
chapter examines the issue of using
music to sell products.

Newspapers chapter provides
an in-depth discussion of
newspapers and their audiences.

{ \72 DEVELOPING MEDIA LITERACY SKILLS
®  Recognizing Staged News

For years studies have shown that a majority of the American public turns
to 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 to attract a large number of people so their sta-
tion or network is profitable.

Even the best television journalists cannot inform a public that does not
tune in, and the public tunes in to see pictures. Television professionals,
driven (o get pictures, often walk the fine ethical line of news staging, that
is, re-creating some event that is believed to or could have happened. Some-
times 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
is played. The intended impression is that the reporter is on the scene. What
harm is there in this? It's common practice on virtually all U.S. television
news shows. But how much of a leap is it from that to ABC's 1994 broadcast

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

(Higgins, 2001, p. 19). In fact, the relatively slow diffusion of DBS can be
attributed to efforts by the cable industry to use its financial might (and
therefore Congressional lobbying power) to thwart the medium. For exam-
ple, federally mandated limitations on the importation by DBS of local over-
the-air television stations were finally climinated in 1999 with the passage
of the Satellite Home Viewers Improvement Act, but even now, some res
tions remain. Still, from the viewer's pers) ve, what is on a DBS-s

screen differs little from what is on a cable-supplied screen.

Did Gevaldo Rivera engagen Boclesy of Cable and DBS in the United States is, for now, dominated by two companies
Did Geraldo Rivera engage in o' panies,
permissible or .mwm,gﬁxg Telecommunicasions Enginsers DirecTV, owned by Rupert Murdoch’s News Corporation, and Dish Network
news staging when he o (owned by EchoStar, a publicly traded company). DirecTV has 13.5 million

subscribers, Dish Network 10.5 million. And these two companies, along with
satellite start-up VOOM (owned by cable MSO Cablevision), have recently been
taking subscribers away from cable at a furious pace. Now that satellite homes
in 70% of the country can receive local stations, it is cable’s ever-increasing
monthly rates that are at the heart of the switch to DBS. Look at the list of
the 10 largest cable MSOs on page 266 (Figure 8.6). Note that all but two

reported from “sacred
ground" although he was
miles from the actual spot?

and DirecTV were added to the list, they would be the country’s
third largest MSOs.

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 other
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 are
carried by light beams. Because fiber optic wire offers a very wide band-
width, permitting the passage of much more information, it can carry up to
600 times as much audio, video, or data information as the same size coax-
ial cable, Recent advances promise even more bandwidth—"1.6 trillion
pieces of data on a single fiber optic strand with each tick of the clock”

What is sent over fiber optics is pulses of light (Figure 8.5). Those pulses
are the equivalent of a digital signal’s binary on/off structure, making them
perfectly suitable for carrying digital signals. As such, fiber optics sit at the
very heart of the digital technologies that are reshaping cable

One such advance is digital cable television, the delivery of digital
images and other information to subscribers’ homes. At present digital cable
has more to do with the servic tem can offer than with the picture

Cable and Other Multichannel Services chapter ———»
discusses trends and convergence in cable and other :::;,:cnb:‘.)\l:;:e._w as we saw in Chapter 7s discussion of the public's unwill-
multichannel services. id diffusion of
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