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Preface

In the increasingly crowded field
of introduction to mass communi-
cation books from which profes-
sors can choose, nothing is fresher
than this seventh edition of The
Media of Mass Communication.
Change is ever constant in mass
communication, and it is a text-
book author’s challenge to keep up
with media events as they unfold.
In this edition we have pushed the
envelope of the publishing cycle to
deliver to students’ hands the most
up-to-date edition possible. The
2004 Academy Awards are here.
So is the Janet Jackson Super Bowl
stunt, the deletion of AOL from
the Time Warner name, the Rupert
Murdoch acquisition of DirecTV.
You also will find the latest schol-
arship that gives us insight into
how the media of mass communication work.

In this chapter

The edition is oversized. Just as Life magazine rewrote the ywallern
rules of photojournalism in the 1930s with larger page sizes, mak- ;*;"'..?m‘“;“
ing photos jump off the page with the added impact of size, The ot amncon
Media of Mass Communication has grown to add punch to the R T G e
book’s long tradition of powerful photos that bring home funda- °3:":;::.“;v.,z
mental points in the text. o oy

hip thrents

At the same time we have kept the book at roughly 500 pages.
You will find the treatment compact yet thorough, just right for a
semester-long course. To be sure, an author always has more to say
than the confines of page limitations allow. If you have special
interest in photojournalism or the mass media and political theory,
you will find these topics covered in two additional chapters on
the accompanying CD.
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mun MOSE MOVIES sa tightiy edited that audiences are

breathless trying to keep up with the stories, Kevin Cost.
ner 1s out of syne with most of Hollywood His 1590 classic
Dances Whth Wolves hardly fit contemporary filmic styte
Inan era of 100-minute films, Dances ran for thres hours.
For the sake of authenticity, half of the dialogue was 1n
Siouz with minimal subtitles—hardly a device to speed the
story line

For Dances, Castner won an Oscar a3 best director and une for
best fim

The same departures from faddish conventions of the mome ent
marked other Costarr epics, ke LWaterworid, The Fosiman and Opn
hed the commercial success of Gances. which
643 Million a1 'S movee houses, but that wias secandary

for Costner In the 501t of art driven dyectary fram eactior pergs,
£ 2uteurs, COStNer warks At making grawn up Iilms that subards
fte the megdium to the story e doesn't pander o lowest comman

intsrviaw with movie ceitic Aichard Cor fiss 11 |
dramacic, and f there's Bramatic  eality gaing on, et 1t play
Corliss summed up Costner ans his penchant for Westeras this
way "He wil keep o1 making mosies for imgoers who don't get
antay if yomething docsn't blow up or someane dossn't (art overy ta

How This Boak Is Organized

This book has three sections, each intended to examine a different aspect of the mass
media.

The Mass Media: Chapter 1, “Mass Media,” provides a foundation for under-
standing the mass media and the dynamics that affect the messages that they trans-
mit. The next eight chapters deal with each of the major mass media—books,
magazines, newspapers, recordings, movies, radio, television and the web.

Mass Messages: Then come chapters on the major content forms disseminated by
the media to mass audiences. These include news. public relations, advertising and,
new to this edition, entertainment. Also in~' e = a chapter on media research,
with special attention to measuring the audience for n.ass messages.
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Mass Media Issues: The rest of the book focuses on specific issues, including mass
communication, media effects, the mass media and society, global mass media,
media and governance, law and ethics.

Using This Book

This edition retains many of the popular features that have helped your predecessors
master the subject, as well as introducing some new ones.

O Introductory Vignettes. Chapters open with colorful descriptions about people
who contributed significantly to the mass media.

O Learning Goals. Chapters begin with learning goals to help you guide your
thoughts as you read through the chapters.

© Study Previews. To help you prepare for the material ahead, each major section
begins with a preview of the concepts to be covered there.

O Media Online. The margins contain hundreds of web addresses
to guide your learning about the mass media beyond the text-

e vowed ta ret

The mas

made Schuir tenegger or
Schwar senegger used the
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appeais are often s implistic and don't wark When s
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aps and other media maniputation These are questions

11 chapter an the mass media and governance J
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( Media Role in Governance

| STUDY PREVIEW The news modia are somatimes called the fourth
vernmant

book and the classroom.

O Running Glossary. You will also find glossary definitions in the
margins, on the same page that the name or concept is intro-
duced in the text.

O Media People. This feature introduces personalities who have
had a major impact on the media or whose story illustrates a
major point of media history.

O Media Abroad. This feature discusses practices in other coun-
tries to help you assess your own country’s media performance.

© Media Timeline. This feature helps you see the sequence of
important media events and put the events of the chapter in his-
torical context.

O Media Databank. This feature contains tables to help you see
certain facts about the mass media at a glance.
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O Media Literacy. New to this edition, these boxes pose critical thinking questions

to encourage you to apply your new knowledge about the media to develop a bet-
ter understanding of the mass media and how they work.

O Evaluating Media. These sections give you concrete tips on how you can judge
media companies and media content, which are both at the core of media literacy.
O Media Future: These sections appearing at the end of most chapters focus on

compelling projected trends in media.

© Questions for Review. These questions are keyed to the major topics and themes
in the chapter. Use them for a quick assessment of whether you caught the major

points.

© Questions for Critical Thinking. These questions ask you both to recall specific
information and to use your imagination and critical thinking abilities to restruc-

ture the material.

© Keeping Up to Date. These sections list professional and trade journals, maga-
zines, newspapers and other periodical references to help you keep current on
media developments and issues. Most of these periodicals are available in college

libraries.

Supplements

Instructor Supplements

Instructor’s Resource Manual (IRM).

This manual is designed to ease the

time-consuming demands of instructional preparation, enhance lectures and provide
helpful suggestions to organize the course. The IRM consists of helpful teaching
resources and lecture enrichment including outlines, synopses, glossaries, activities,
and at-a-glance guides to the wealth of resources available in the package.

Test Bank. The test bank includes more than 2,200 multiple choice, true/false,
matching, fill-in-the-blank, short answer and essay questions.

Computerized Test Bank. The Computerized Test Bank provides test ques-
tions electronically through our computerized testing system, TestGen EQ. The fully
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networkable test-generating software is now available in a multiplatform CD-ROM.
The user-friendly interface enables instructors to view, edit and add questions; trans-
fer questions to tests and print tests in a variety of fonts. Search and sort features
allow instructors to locate questions quickly and arrange them in a preferred order.

VideoWorkshop for Mass Communication. This is a new way to bring video
into your course for maximized learning! This total teaching and learning system
includes quality video footage on an easy-to-use CD-ROM plus a Student Learning
Guide and an Instructor’s Teaching Guide—both with textbook-specific Correlation
Grids. The result?> A program that brings textbook concepts to life with ease and that
helps students understand, analyze and apply the objectives of the course. Video-
Workshop is available for your students as a value-pack option with this textbook.

The Allyn & Bacon Interactive Video Program. Specially selected news seg-
ments from ABC news programs include on-screen critical thinking questions and
deal with a variety of media issues and problems to help bring media issues to life in
the classroom. The program includes an accompanying video user’s guide.

PowerPoint Presentation Package. This package consists of a collection of
lecture outlines and graphic images keyed to every chapter in the text and is available
on the web at http://suppscentral.ablongman.com.

Premium Course Management System. Cartridges for Blackboard and
CourseCompass are available as course management tools. These include instructor’s
resources (PowerPoint slides, Instructor’s Resource Manual, Digital Media Archive)
as well as resources for students (Research Navigator™, video clips and our premi-
um web site).

Allyn & Bacon Digital Media Archive for Communication Version 3.0.
This collection of communication media images, video and audio clips, lecture
resources and web links is available on CD-ROM for Windows and Macintosh and
illustrates concepts in all areas of communication.

Allyn & Bacon Mass Communication Video Library. This library of videos,
produced by Insight Media and Films for the Humanities and Sciences, includes full-
length videos such as Functions of Mass Communication, Making of a Newspaper,
Illusions of News and The Truth About Lies. (Some restrictions apply.)

Blockbuster Video Guide for Introductory Mass Communication Classes.
This guide, prepared by Deborah Petersen-Perlman, University of Minnesota, Duluth,
is intended to help teachers of mass communication use film and video to convey basic
media concepts and historical facts or to illustrate complex media interrelationships.

Allyn & Bacon Communication Video Library. Contains a collection of com-
munication videos produced by Films for the Humanities and Sciences. (Some restric-
tions apply.)

CD-ROM with Bonus Chapters. Inside the back cover of this text you will find
a CD-ROM launcher that contains two additional chapters: Chapter 22, “Visual
Messages,” and Chapter 23, “Media and Political Systems.”

Companion Web Site Plus. Revised and improved for the seventh edition, this
web site, available at www.ablongman.com/vivian7e, features “Media in the News”
text updates on current media developments. It also includes the following: links to
media-related web sites, including those featured in the text’s Media Online boxes;
media profiles; timelines enhanced with links to related Internet sites; flashcards to
review key terms and a complete online study guide, including chapter objectives and



practice tests. The “Careers in Media™ section features links to various web sites to
help students investigate media professions.

Research Navigator™ Guide for Mass Communication. This booklet by
Ronald Roat, Southern Indiana University, includes tips, resources, activities and URLs
to help students. The first part introduces students to the basics of the Internet and the
World Wide Web. Part Two includes over 30 Net activities that tie into the content of
the text. Part Three lists hundreds of web resources for mass communication. The
guide also includes information on how to correctly cite research and a guide to build-
ing an online glossary. In addition, the Research Navigator™ Guide contains a student
access code for the Research Navigator™ database, offering students free, unlimited
access to a collection of more than 25,000 discipline-specific articles from top-tier
academic publications and peer-reviewed journals, as well as popular news publica-
tions and the New York Times. The guide is available packaged with new copies of
the text.

Communication Tutor Center. Our Tutor Center (access code required) provides
free, one-on-one tutoring for students who purchase a new copy of participating Allyn
& Bacon textbooks. Qualified instructors tutor students on all material covered in the
texts. The approach is highly interactive, providing both knowledge of the academic
discipline and methods for study of that discipline. Tutoring assistance is offered by
phone, fax, Internet and e-mail during Tutor Center hours. For more details and order-
ing information, please contact your Allyn & Bacon representative.
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To you, the student, I want to emphasize that this book is a tool to help you become
a more intelligent and discerning media consumer. If you plan on a media career, the
book is intended to orient you to the courses that will follow in your curriculum. This
book, though, is only one of many tools for staying on top of the subject for many
years to come. A feature at the end of every chapter, Keeping Up to Date, has tips on
how to keep current even when your course is over.

Stay in Touch

Please feel free to contact me with questions and also ideas for improving the next edi-
tion. My e-mail is jvivian@winona.edu. My address is 23148 Highway 14, Lewiston,
MN 55952.

May your experience with The Media of Mass Communication be a good one.

—]John Vivian
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he Media of Mass Communication by John Vivian has been awarded the Text and

Academic Authors award for excellence. Affectionately called “the Texty,” the award
has been characterized as the Oscar for textbooks. The award is given to college text-
books in a broad range of academic disciplines that include communication, educa-
tion and the performing and visual arts. The judges, all veteran textbook authors,
evaluate books on four criteria: Is the book interesting and informative? Is the book
well organized and presented? Is the book up to date and appealing? Does the book
possess “teachability”? The judges gave The Media of Mass Communication perfect
scores on all criteria. Said one judge: “By all measures, superior.” John Vivian said
he was especially pleased with the award because fellow textbook authors were the
judges. “There is no more meaningful recognition than that which comes from peers,”
he said.

The Text and Academic Authors Association sponsors the Texty awards to pro-
mote excellence by identifying outstanding textbooks and other learning materials.

The Media of Mass Communication was introduced in 1991 and quickly became
the most-adopted textbook for introductory mass media and mass communication
courses. The book’s popularity has grown among college professors and their students
with every new edition.
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