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Preface

Previous adopters will notice something different about the seventh edition: It has
a subtitle. The timing seemed right to add “Media in the Digital Age” to The
Dynamics of Mass Communication.

I did a Google search for the term “digital age” and got back 295,000 hits,
including such items as privacy in the digital age, art in the digital age, children in
the digital age, scholars’ information requirements in the digital age (I read that
one carefully), archives in the digital age, culture in the digital age, antitrust in the
digital age, matte painting in the digital age (?), dentistry in the digital age, Hootie
and the Blowfish in the digital age. I could go on with another 294,991 examples,
but I think I already made the point: There’s something to this digital age thing.

N
.'- 8. BEING DIGITAL

Sometime between 1998 (when much of the sixth edition was written) and 2001
(when the seventh edition appears), the digital age came of age. Consider just a
few of the events that transpired during this period:

The number of American homes with computers passed the 50 percent mark.

® The number of regular Internet users increased to 100 million.

® Napster’s digital music file-sharing program attracted more than 50 million
users and shook up an entire industry.

® Stephen King and Elmore Leonard both wrote e-books designed for the
online community.
Star Wars: The Phantom Menace was released in digital form.

® Two digital radio satellite companies announced plans to start a service for
car radios.

¢ Digital AOL absorbed traditional Time Warner in a $183 billion deal.

® My cable company went digital, and now I have to pay an extra $4.95 per
month for a converter. (Granted, this last event is not on the same level as
AOQOL/Time Warner, but it hit closer to home.)

I have tried to make the seventh edition reflect these changes. Specifically:

¢ Chapter 1includes a new model for studying mass communication that
reflects the new reality of the Internet as mass communication.

® Chapter 1also introduces the term “disintermediation,” a neologism of the
digital age with profound implications for mass communication.

® Chapter 3 has an expanded section describing the digital revolution. I have
tried to explain it using Nicholas Negroponte’s distinction between “atoms”
and “bits.”

® The chapters in Parts Two and Three (the “media” chapters) all have new sec-
tions detailing how each medium is dealing with the digital age.

® Chapter 8 contains a section on the impact of Napster on the sound-recording
business.
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B
J%f, BOX SCORE

As in past editions, the boxed inserts in each chapter provide background material,

Chapter 11 (“The Internet and the World Wide Web”) has been expanded and
talks about broadband access, streaming video, Web TV, and e-commerce.
The chapters in Part Four (the “media professions” chapters) contain ex-
tended treatment of how news reporting, advertising, and public relations
are adapting to digital media.

In all chapters I have tried to use examples that stress digital media.

present further examples of topics mentioned in the text, and raise issues that
students might think about or discuss. The seventh edition contains more than
80 revised or new boxed inserts. Also as in previous editions, I have kept the issue-
oriented focus in constructing these inserts. More than 40 spotlight some kind of
pertinent ethical, social, or critical/cultural issue. In addition, a new series of
“Decision Makers” boxes features profiles of key figures in the various media whose
choices have had a significant impact on the development of their industries.

.'-'; MORE CRITICAL/CULTURAL

The sixth edition introduced the critical/cultural perspective to the Dynamics of
Mass Communication. The seventh edition expands on this perspective by includ-
ing four new or revised Critical/Cultural Issues boxes that illustrate the approach.

o’y WHAT ELSE 1S NEW?

In addition to the items mentioned above, the following are new to this edition:

Parts Two and Three (the “media” chapters) contain a new section that briefly
describes the defining features of each medium.

The history sections in Parts Two and Three have been streamlined for easier
reading.

Chapter 15 has an extended discussion about copyright and the Internet.
Chapter 16 uses the Los Angeles Times-Staples Center brouhaha to illustrate
the workings of the ethical model presented at the beginning of the chapter.
Chapter 18 includes a section on research about the social impact of the Inter-
net.

The questions at the end of each chapter are now divided into two sets. One
set of questions reviews material in the chapter, while the other set encour-
ages more critical thinking about topics raised in the chapter.

a¥'n KEEPING IT CURRENT

As Bill Gates is fond of saying, “The Internet changes everything.” That has been
especially true for the mass media in the past couple of years. The task of bringing
each chapter up to date was much more challenging because of the impact of the
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net. Nonetheless, all chapters and tables have been revised to reflect the most
recent information available at press time. Finally, the book has been given a
sparkly new design in keeping with the digital age.

g, SOMETHING FAMILIAR

Past users of Dynamics will notice some continuity from the sixth to the seventh
edition. The number of chapters remains the same, as does the book’s organiza-
tion. Further, the emphasis on media economics is maintained in the seventh edi-
tion. Media mergers, competition, convergence, and the bottom line are still
important factors in understanding digital age media. In addition, the book’s
emphasis on the social impact of the media has been preserved. The concern over
the media’s effect on antisocial behavior, the controversy over media coverage of
scandals involving public figures, and the media’s role in the recent tumult sur-
rounding the 2000 presidential election make this material crucial for students to

know.

Once again (and it gets harder every time), [ have tried to keep the writing stylte
informal and conversational. As before, I have chosen many examples from popu-
lar culture that I hope all students are familiar with. Technical terms are boldfaced
and defined in the Glossary. I have also included a number of charts, tables, and

figures that I hope will aid understanding.
... IN A SUPPORTING ROLE

.'I.lu THE DOMINICK ONLINE LEARNING CENTER

www.ambhhecom domimick

Including for the instructor:

® A teaching guide, incorporating all text supplements, written by Max V.
Grubb, Southern Illinois University—-Carbondale

* Detailed chapter summaries, written by Jerry Pinkham, College of Lake

County
® PowerPoint slides for each chapter, also written by Professor Pinkham

Chapter web resources, written by Steven J. Dick, Southern Hlincis
University—Carbondale

And for the student:

Interactive web exercises, written by Steven J. Dick
Practice tests

Media timelines

Learning objectives

Chapter outlines

Key terms and crossword puzzles

An Online glossary
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Vi

.'l.. POWERWEB: AN ONLINE READER AND RESOURCE SITE

Each new book comes with a PowerWeb passcard to a website made available in
partnership with Dushkin/McGraw-Hill, publisher of the popular Annual Edi-
tions series. The site includes:

¢ Articles on mass communication issues, refereed by content experts

® Real-time news on mass communication topics

*  Weekly course updates

Interactive exercises and assessment tools

Student study tips

Web research tips and exercises

Refereed and updated research links

Daily news

Access to the Northernlight® Special Collection of journals and articles

.‘ ..§f COMPUTERIZED TEST BANK

Written by Rebecca Ann Lind, University of Illinois at Chicago, this computerized
test bank has all new questions that are now page referenced to the text. It is avail-
able in both Windows and Macintosh formats.

B
.'- I« POWERPOINT SLIDES

Created by Jerry Pinkham, College of Lake County, these all new PowerPoint
slides can be used by instructors in class presentations and by students for review.
They are available in a variety of formats: on disk, on the Instructor’s CD-ROM,

and on the Online Learning Center.

g8’y INSTRUCTOR'S CD-ROM

n..
.'- 2 VIDEO

This convenient to use CD-ROM was developed to facilitate class presentations. It
includes:

¢ All instructor’s resource material from the Online Learning Center

* The entire Test Bank
¢ Video clips keyed to the chapter outlines

Keyed directly to this text, the McGraw-Hill Mass Communication Video is 14 con-
cept videos compiled onto one videotape. Each segment is approximately 10 min-
utes in length. The segments are (1) The Newest Mass Communication Medium;
(2) Modern Mass Communication: Bringing Us Together or Keeping Us Apart?
(3) The Impact of Television; (4) The Global Network; (5) Are Books Going to
Become Obsolete? (6) Newspapers: Developing to Compete in a Media-Rich
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World; (7) The Movie Business; (8) The Cultural Impact of Film; (9) Radio: A
Miraculous New Medium; (10) The Business of Making It in the Recording Indus-
try; (11) Television Broadcasting Takes Off; (12) Advertising: Always with Us;
(13) How Free Is the Press? (14) A Right to Know?

Additional videos are available from your McGraw-Hill sales representative.
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Finally, at the risk of making this section sound like an Oscar acceptance speech, a
big thank you to the talented folks at McGraw-Hill who worked so hard on this
project: to Valerie Raymond, for her thorough professionalism, keen insight, intel-
ligent suggestions, unwavering enthusiasm for the project, clever caption writing,
and for tolerating my somewhat warped sense of humor; to Phil Butcher, for con-
tinuing to support the book; to Kelly May for her marketing efforts; to Christina
Thomnton-Villagomez for once again flawlessly handling all the details; to Corrine
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In closing, I'll repeat what I said in the six prior editions (I can’t find anything
better to say). The media are a vital force in our society; I hope this book helps us

understand them even better.
Joseph R. Dominick
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It might be surprising 10 some to drscover that one of vrsed versuon, web viewers saw some scenes the TV audi-
the definang momenis of modern tefevision occurred on ence dide't In onc segment. while Drew 15 at work. the
“The Drew Carey Show " The webcams show his dog letting
November 17, 1999, epsode nexghbohood mutts into his
of the popular wtcom started kitchen lor 2 party. In another,
off with Mimi Bobect, Drew £d McMahon drops by with a
Carey's nemesss lookng into $10 milkon check but leaves
the camera and sayirg, “Hey, when he finds no one s at

all you geets out there. Both home The experiment was 3 *  Splashy graphics and color.
hands on the keyboad” This success. Ihe website recerved 3 *  Short, easy-to-read stories.
father pecubar line waugu- record 19 millon cicks. *  Lots of graphs, charts, and tables.
*  Factoids (a factord is a list of boiled-down facts—much like this list).

The “Drew Carey” experi-
ment may have been the most A somewhat controversial reporting philosophy surfaced in the mid-1990s.
visible example of TV and Public journalism (sce Social Issues, “Public Journalism ™) embraces the view that -
NineL {OnereNCe e & newspapers should do more than just report the news, they should try o help

TECionvee communities solve problems and encourage parficipation in the political process.

rated one of the mos enter-
prising exampies of the

convergence betweer televi-
5100 and the Internet It was

W the first time 3 large scale, certamly not the only one. Some reporters think this phil tenets of
streaming video webeast was There 1s 3 web counterpart 1o With the exception of the carly 19905, when a weak economy and a depressed
L] used 1o enhance and txpand Who Wiants 10 Be 3 Million advertising market caused several bigcity papers to fold, the newspaper industry

i has enjoyed prosperity. By the Late 19905, layoffs, cost-cutting, measures, and an
A i which web surters play increase in advertising revenue helped newspapers increase theit profits.

slong wih the show The Late: 19905 also taw many newspapers start online editions. This trend con-
ESPN.com synchronizes some tinued into the new century as newspapers came to grips with the promises and
pitfalls of the Internet

B thecontent of 3 prme-time,
] @ retwork teievison show
Audience members for the
: scgment, entiticd “Drew-
g . Cam” were encouraged 10

of its conlent with ABCs
“Monday Night Footbal”

put their computers near She P Toee oy Mon: A g s =W M i e 2 broadcast The National 823 .5" NEWSPAPERS IN THE DIGITAL AGE
M s s e b, e e e
= W thew (elevision sets Those i NS KR RN ketball Association (NBA) pap 10 find the best way - an
e Ihativis/ted the wensiie for Somimresaspccial ssielise online presence with the traditional print editions. Fearful that online companies
the show were treated (0 matenal not availabie 1o 1hose. dekvered NBA channel with complementary content A such as Yahoo! and Excite would use the web o steal away readers and advertising,
watching V. The stonfine for the eprsode involved from the NBA website. many newspapers rushed 1o set up websites. The earliest newspaper sites were sim-
Ca :w reeing 10 have webcams installed in hs apart The most important word in the bove paragraphs. s ply watered-down versions of the printed paper. They did litle to promote the print
B D o version, nor did they generate enough revenue to pay for themselves. In short, for
ment. Although there was some overlap with the tele “convergence * Although people have been talking about most papers, the website was simply a drainon finances and resources.

The Digital Age

All “media” chapters have new
sections detailing how each medium
is dealing with the digital age.




demand, however, publishers don’t have to guess how many books they should
print. They simply print one whenever somebody orders it. This eliminates all the
expensive production and shipping costs and guarantees that no books will be
returned unsold. Eliminating these costs and the guesswork involved in forecast-
ing demand means that publishers can make money on a book that sells only a
few hundred copies. This might open up the way for a multitude of special-inter-
est books that would be too expensive to publish with the traditional method.

Moreover, a book title would never go out of print. It would be permanently
stored somewhere on some hard drive or disk. Even the most esoteric or obscure
titles could be easily accessed.

Defining Features

4

What Is a Book?
Finally, the digital age raises fundamental questions about what exactly consti-

“ ]
tutes a book. E-books could easily incorporate a sound track that plays while a A‘u medla Chapters also have new

person reads. Video clips that demonstrate how something works could be 1 1 res
inserted into instruction books. Illustrations as lush as those done by monks d sections that bneﬂy deﬁne featu Of
ing the Middle Ages are possible. The creative potential of e-books is still X- i

plored territory. 4 P P eaCh medlum'

Does all this signal the death of the traditional paper-and-ink bool
not. People will still be drawn to the feel of books and the uniqu
reading paper pages bound between covers. Dick Brass, the exeg
Microsoft’s e-book efforts, put it this way in a Newsweek cle: “[Traditional]
books will persist because they're beautiful and useful. Th€y re like horses after
the bile—not gone but d into a recreginal beast.”

The rest of this chapter discusses the more concrgp aspects of the book indus-
try—its organization, ownership, production tegfhiques, economics, and audi-
ences. Keep in mind, however, that book publjsfiing is in a state of transition as it
quickly enters the digital age.

2%, DEFINING FEATURES OF BOOKS

Books are the least “mass” of the mass media. It took about 40 years to sell 20 mil-
lion copies of Gone With the Wind, but more than 50 million people watched the
movie version in a single evening when it came to television. Even a flop TV show
might have 10 million people in its audience, whereas a popular hardcover book
might make the best-seller list with 125,000 copies sold. Even a mass-market
paperback might sell only about 6 million copies

Books, however, can have a cultural impact that far outweighs their modest
audience size. Uncle Tom’s Cabin is credited with changing a nation’s attitude
toward slavery. Dr. Spock and his Baby and Child Care altered the way parents
brought up their children and became the target of critics who blamed him and his
methods for the social unrest of the 1960s. Silent Spring changed the nation’s atti-
tudes toward the environment.

Finally, books are the oldest and most enduring of the my
printed a book back in the 15th century. Public libraries hav
dreds of years. Many individ have i Ilecti

Follawing are just a few of those changes: The thrve-year

home libraries. People throw away newspapers and magazi
ing them, but most save their books.

CriﬁcﬂfCultural Issues
Critical /Cultural boxes carry the

critical /cultural perspective,
introduced in Chapter 2,
throughout the text.

Radio and the Local Community

The philosophy that guided the dewelopment of radio in
the United States was based on localism. Racbo stations
were licensed 10 serve the public interest af those who
could hear their signals, Stations were expected 10 be
integral parts of their local communities and responsive
(o the needs of local residents. The Federal Radio Com-
mission set aside 2 rumber of AM channels that were
dedicated to lower-power stations serving « particular
town. Over the years, other regulations were enacted that
favored locabism. To encourage the development of roots
in the community. owners were required to hold on to
stations for three years before they could be sold. Stations
had 1o survey their Bsteners and ascertain the needs of
thefr community and provide programs 1o address those
needs. Caps were placed on the number of stations one
company covld own to discourage large corporations
from becoming ovt-of-town station owners with little or
no ties to the community. In an effort to assure access for
many voices. there were further caps on the number of
stations that could be owned in one marker.

As pointed out by Charles Fairchild in his articke “Deterri-
torializing Radio: Dergulation and the Contimued Triumph
of the Corporatist Perspective in the USA” which appeared
in 2 1999 issue of Media, Culture and Socicry, this localist
philosophy is not much with us today. His analysis of
changes in the radic industry over the past two decades is @
good example of a critical/cultural investigation  that
Pocuses on ideology and power relationships in soctety.

In essence, Fairchild argues that recent changes have
removed the connection between a radio station and its
tocal community. He suggests that there were two domi-
mant ideologies in force that competed as defimitions of
the “public interest.” Ore, the statist position, conceives of
government as the protector of the public interest and an
agency that assures that the broadest namber of people
benefit from the medium, The other. the comporatist view,
hlds that the market is the best determiner of the public
interest. The most economically successful senvice is the
senice that succeeds best in the marketplace. In other
words, the public interest is what intenests the public.

Fairchild notes that the corporatist view has been the
dominant model in recent radio operations Thanks in
part 10 an active industry lobby and the economic power
wielded by large communications corporation, recent
changes have aimost crased the notion of local service

ownership nile has been dropped; the requirements for
ascertaining the needs of the communify have heen min
imizert; and perhaps most impontanily. the can on the
total number of stations that can be owned has been
remaved and the limit on the number of statsons owned
in a market has been raised to eight

What were the effects of this change in ideology? The
radio Industry has become consolidated, with big corpo-
rations contrulling hundreds of statiors. Locally owned
stations that had deep roots in the local community were
gabbled up hy big companics with headquarten in same
faraway city and whose main interest was the bottom
line. Consequently, local programming has been reduced
in favor of standardized cntertamment and nows fed
from some central location nowhere near the focal com-
munity. Programming deciions are left to comultants
and syndicators who have no local ties whatsoewr
Hence, as Fairchibd suggests. radio has become *deteaito-
ralized,” detached from a community conmection.

Fawchild conctudes that the corporatist ideology has
tiumphed: “local radio stations are the objects of unac
countable control from ounside local communities and
neither the government nor the public have any levers of
power with which they can hifluence broadcasters to pro-
vide access 1o those voices which cannot gain any serious
measure of volume eksewhere.”

Read the Social lssues box on page 188 conceniing
efforts to increase diversity on the sirwaves and see how
the issues it raises. fits in with Fairchild's anatysis

What effect might the Internet have on the amount

of local news, information, and other services avail-

able in any given community? Might the Intemet
itself have any effect on the relevance of importande
of the localism arguments?

2. If the government can deregulate radio, ciearly radio
could be re-regulated What types of mgulations
would you like 10 see that would best sene the public
imterest, and where would you place the responsibility
to ensure that citizens ane indeed well-served by radio?

3. Who owns the mdio stations in your home town?

Compare formats, smount of news community

activities—how do the lacally owned stations com.

pare with those that are corporate-awned? Had you
noticed a difference hefore thinking about it now for
this class? Does it matter?




Issue Boxes

ETHICAL ISSUES D Hold ath =1

Theme boxes put the spotlight on
ethical and social issues.
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The biggest busincss development was the merger of the world’s largest mag-
azine publisher (Time Wamner) with the world's largest Internet company, Amer-
ica OnLine (AOL) The new company offered many opportunities for cross-
pollination between the print and digital media. All of Time Warner's magazines,
forexample, could sell subscriptions on AQL.

Several magazines, such as Slate and Slor, appeared in an online-only form
Many print magazine publishers viewed these new competitors with some appre-
hension because they feared that they would take away readers and advertising
revenuc. As it turned out, they needn’t have worried. As a group, online-only mag-
azines were generally money-losing propositions. A few narrowly targeted
“e-zines” were successful (see Media Probe, “The Wonderful (and Sometimes
Weird) World of E-zines”), but in general, as discussed in more detail below, the
Internet turned out to be a friend rather than an enemy to traditional print
magazines.

-5'“ MAGAZINES IN THE DIGITAL AGE

When the Intcrnet was first becoming popular, many publishers feared that it
would spell the end for the printed magazine. It was thou
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Although the following chapters discuss the various media individually, these
media do not exist in a vacuum. In the future, we are likely to see more examples
of the synergy that exists among all communication media

Disintermediation
This rather ungraccful, tonguc-twisting word refers to the process whereby access

to a product or a service is given directly to the consumer, thus eiminating the
intermediary, or “middleman,” who might typically supply the product or serv
ice. The Internet and the World Wide Web have created a ubiquitous and easily
accessible network where buyers and scllers make direct contact. The Internet has
already provided several examples of disintermediation. Travelers bypass travel
agents and book airline tickets directly online; traders bypass brokers and pur-
chase stocks directly online; consumers bypass salespeople and buy insurance
online. (Some businesses have more to fear fram disintermediation than others
It's unlikely that consumers will bypass restaurants because of the Internet )

Disintermediation is of obvious concern to mass media organizations. Those
media that can casily be distributed over the Internct are the first to feel its effects
Take sound recording, for example: An artist can use the web to distribute a CD
directly to the consumers via the net The recording company, distributor, and
retailer are no longer needed in the process. Or consider book publishing: An
author can put a book directly on a website for readers to download, thereby
bypassing publishing companies and bookstores altogether

Other mass communication organizations, even though they may not have the
immediate fears of the recording and publishing industries, will also have to face
the implications of this phenomenon. For cxample, audience members can listen
to radio on the web; local stations are no longer necessary. Before long, movie fans
will be able to download current full-length films onto DVDs. Will motion picture
theaters become obsolete? The chapters in Parts Two and Three of this book will
have more to say about disintermediation and its impact on the various media




