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Preface

ON ELECTION NIGHT 2000, MILLIONS OF AMERICANS WENT TO
bed thinking that Democrat Al Gore had been elected president of the
United States. By the morning, the television and cable networks that gave
the election to Gore had reversed their call, naming Republican George W.
Bush the winner. Then they reversed themselves again, deciding that the vote
was too close to call. Over the ensuing months, questions about the per-
formance of the networks were raised by the public, by politicians, and even
by media professionals themselves. The collective judgment was harsh—in
their rush to be the first to declare a winner, the broadcasters had simply
blown it. Even the most respected news organizations, forced to toil in a
hypercommercialized, entertainment-at-all-costs atmosphere, had lost sight
of their primary commitment to public service.

This was not the only time the media themselves became the focus of
attention in the 2000 presidential campaign. The television networks were
faulted for hosting debates that excluded all but the Republican and Demo-
cratic candidates. Democratic vice-presidential candidate Joe Lieberman rou-
tinely blasted the moral failure of the Hollywood movie industry as part of
his standard stump speech. Democrats cried foul when the Bush campaign
released a television ad criticizing Gore’s prescription drug plan for seniors
in which the word rats appeared on the screen in oversize capital letters for
a fraction of a second after an image of Gore and before the word bureau-
crats: Democrats charged that Republicans were using subliminal messages
to influence American voters without their conscious knowledge. Commen-
tators from both the political left and the political right accused the media
of derailing serious public discussion of campaign finance reform because
the media themselves are enriched by candidates’ money in every election.

Meanwhile, away from the election, the Time Warner/AOL merger and
its impact on people’s cable television choices and Internet access were front-
page news. Congress held hearings on the marketing of inappropriate enter-
tainment content to young people. Magazine ads for apparel maker Benet-
ton featuring death row inmates caused a public furor. The morality of
Temptation Island and other “reality television” shows was hotly debated in
the press. The National Association of Broadcasters went to war with the
Federal Communications Commission over the latter’s plan to license low-
power community radio. People were appalled by the ineptitude of the pub-
lic relations campaign mounted by Bridgestone/Firestone, Inc., after many
fatalities were linked to the failure of Firestone tires on Ford’s Explorer sport
utility vehicles.
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The media, like sports and politics, had become something to talk
about. To argue over. To dissect and analyze.

Those of us who teach media know that these conversations are essen-
tial 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 three decades. The course has long been designed
to fulfill the following goals:

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

® o increase students’ awareness of how they interact with those
industries and with media content to create meaning;

®  and to help students become more skilled and knowledgeable con-
sumers 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
twenty-first century, media literacy is an essential survival skill for every-
one 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, while 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
powerful forces in the process through which we come to know ourselves
and one another. They function both as a forum where 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 cul-
tural 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 first edition have been
retained in this revision.

m  Emphasis on developing media literacy. The pedagogical features
of this book are designed to support and improve media literacy
skills. Chapter 2 lays out the elements of media literacy, and an
emphasis on media literacy is woven throughout the text. Each
chapter from Chapter 3 to 15 contains a section, specific to that
chapter’s medium or issue, on developing media literacy skills. For
example, Chapter 5, Newspapers, offers guidelines for interpreting
the relative placement of newspaper stories. Chapter 9, 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 protect-
ing personal privacy on the Internet.

®  Cultural perspective. The media—either as a forum where 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
communication process and help shape the cultures that, in turn,
shape them.

®  Brief historical sections. Historical sections at the beginning of
each medium chapter offer relevant background information for
students. By providing historical context, these sections help stu-
dents understand current issues in the media landscape.

®  Focus on convergence. Each medium chapter includes a section
called Trends and Convergence. These sections emphasize the influ-
ence of new technologies on media and society.

®  Three types of pedagogical boxes 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,
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political, or cultural causes. For example, Chapter 7, Film, high-
lights 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 and The
Passing of the Independent Bookseller.

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 advertis-
ing chapter covers advertisers’ more recent attempts to attract
teenage smokers.

KEY CHANGES TO THE SECOND EDITION

Several important changes were made to enhance and update the text in
its second edition.

®  Coverage of the Internet has been moved forward in the text, from
Chapter 14 to Chapter 3, to reflect the pervasive influence the Inter-
net has had on all other media. This new location allows for a
stronger foundation and more thoroughly integrated coverage of
convergence throughout the rest of the text. Today, no discussion of
any mass medium makes sense without prior understanding of the
Internet.

®  The definition of media literacy has been expanded and refined to
include the work of James Potter and Alan Rubin. The Media Liter-
acy Primer has been moved to Chapter 3 to provide a stronger foun-
dation for the rest of the book.

®  The material on alternative media has been expanded to include
low-power radio, P2P systems (Gnutella, Napster, Freenet), Zines,
and other innovations.

®  Chapter 15, Global Media, is now more focused on the globalization
of the media industries, with special attention paid to issues of cul-
tural imperialism.

®  Boxes have been updated to cover current topics and issues. New
Cultural Forum topics include, for example, personal privacy in the
digital age; alternative, “anti-Hollywood” approaches to making
movies; and the Firestone/Ford public relations debacle. New Using
Media to Make a Difference topics include Our Bodies, Ourselves
and Rock 'n’ Roll, Radio, and Race Relations.



All statistical entries have been updated. These changes include new
information on Internet demographics; new media consumption sta-
tistics; and new statistics for all media sales and circulation figures.

Coverage of media ownership has been updated—to the extent pos-
sible. While it is challenging to keep up with changes in media own-
ership, we have made a diligent effort to provide the most recent
information 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.

Lists of relevant and updated World Wide Web sites at the end of
every chapter enable students to locate additional resources and
encourage students to practice using the Internet. Many paragraphs
in the second edition are marked with the new W{§¥ icon indicating
that additional material appears on the student portion of the
Online Learning Center. This material includes Web links,
worksheets, and interactive exercises.

Photo essays raise provocative questions, encouraging students to
further develop their critical thinking and analytical skills.

Important Resources, an annotated listing of books and articles for
further reading, provides additional information for students.

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 pro-
vide 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.

Key Terms are printed in bold type in the text, defined where they
appear, and included in an extensive glossary at the end of the book.

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,
provides the foundation for the study of mass communication. Chapter 1,
Mass Communication, Culture, and Mass Media, defines important con-
cepts and establishes the basic premises of the cultural perspective on
mass communication with its focus on media literacy. Chapter 2, Media
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Literacy and Culture, provides an overview of the development of mass
communication and the media and elaborates on the meaning and impli-
cations of media literacy. Chapter 3, The Internet and the World Wide
Web: Changing the Paradigm examines the new online computer tech-
nologies and how they are reshaping the traditional mass communication
process. Included are discussions of such current topics as MP3 and Nap-
ster, online advertising and selling, controlling Internet expression, and
copyright issues. This discussion of the Internet appears in the ground-
work section of this text because of the Internet’s transformative power,
not only over existing media but over people’s interactions with those
media.

Part Two, Media, Media Industries, and Media Audiences, includes
chapters on the individual mass media technologies and the industries that
have grown up around them—books (Chapter 4), newspapers (Chapter 5),
magazines (Chapter 6), film (Chapter 7), radio and sound recording (Chap-
ter 8), and television (Chapter 9). 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. Throughout each chapter there is a focus not just on the indus-
try and technology but also on cultural issues and the interaction of cul-
ture, medium, and audience. For example, in Chapter 5, the issue of
“redlining” in the newspaper industry is raised. Newspapers today must
attract readers who are demographically appealing to advertisers. But
what does this “industrial reality” mean to readers who do not fit that
mold? What happens when newspapers abandon their traditional role as
the voice of the community? Can our democracy function if segments of
its citizenry are excluded from political and cultural discourse? These and
numerous other questions arise when audience, culture, and medium are
considered together.

Part Three, Supporting Industries, carries this same approach into two
related areas—public relations (Chapter 10) and advertising (Chapter 11).
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 guide-
lines on developing relevant media literacy skills.

Part Four, Mass-Mediated Culture in the Information Age, tackles sev-
eral important areas. Chapter 12, Theories of Mass Communication, pro-
vides a short history of mass communication theory and compares and
evaluates the field’s major theories. Chapter 13, Mass Communication
Research and Effects, explains the different forms of mass communica-
tion research and 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 electoral process. Chap-
ter 14, Media Freedom, Regulation, and Effects, provides a detailed dis-



cussion 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 systems 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 available with the text includes a full array of
tools designed to facilitate both teaching and learning.

An Instructor’s Resource Guide provides teaching aids for each chap-
ter, including learning objectives, key terms and concepts, lecture
ideas, video suggestions, and a guide to using the Media Literacy
Worksheets. Also included in the guide are more than 70
transparency masters and a test bank of more than 1,000 test items.

A computerized test bank offers the test items in either Macintosh
or Windows formats. Questions can be edited and new questions

can be added.

Media Interactive, a student CD-ROM, offers students interactive
quizzes, summaries, key terms, activity worksheets, CNN video clips,
and Web links. Media Interactive can be bundled with the text at no
cost to the student.

Updated CNN custom video clips, each approximately three to five
minutes long, bring to life the concepts discussed in the text. This
video is free to instructors using the text.

The Online Learning Center (www.mhhe.com/baran2) has been thor-
oughly updated. The new site includes Media Literacy worksheets,
an Image Bank drawn from images in the text, PowerPoint® slides,
electronic transparencies, a Web tutorial, a bulletin board, a syllabus
builder for the instructor, an online study guide, hot links to media
resources for the student, and more.

McGraw-Hill PageOut is designed for the instructor just beginning
to explore Web options. PageOut allows even the novice computer
user to create a course Web site with a template provided by
McGraw-Hill.

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, stu-
dent study tools, interactive exercises, and much more.
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®  An [nstructors CD-ROM (compatible with both Macintosh and IBM
computers) offers electronic versions of the Instructor’s Resource
Guide, PowerPoint® slides, electronic transparencies, and
worksheets.

®  Media Literacy Worksheets and Journal has been revised and expanded
by Stephen D. Perry, Illinois State University. The worksheets for
each chapter include activities that 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: this supplement can be
shrink-wrapped with the text at no cost to the student.

® A companion reader, Readings in Mass Communication, by Kimberly
Massey, offers 46 thought-provoking articles that support the main
themes in the book. The reader can be bundled with the text at a
discounted price to the students.

m  The Mayfield Quick Guide to the Internet for Communication
Students, Version 2.0, by John Courtright and Elizabeth Perse, offers
instruction and tips on using the Internet, with a focus on addresses
and sites of interest to communication students. The guide can be
shrink-wrapped with the text at no cost to the student.

® A supplemental text, The World Wide Web: A Mass Communication
Perspective, 2001 Update, by Barbara Kaye and Norm Medoff, pro-
vides students with an overview of how the Web is being used com-
mercially by the various media industries. This text can also be
shrink-wrapped with the text.
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