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Preface

In the 30 years that introductory mass communication textbooks have been avail-
able, the definition of what constitutes mass communication has been expanding
with each passing decade. Just a generation ago the study of mass communication
was thought to encompass mainly the major news media: newspapers, magazines,
radio, and television, along with books. Eventually the entertainment media—
music and movies—were accorded space in textbooks. Then sections, and finally
full chapters, were added to discuss advertising and public relations.

Today we need a still broader understanding of the concept of mass commu-
nication. First we must expand the catalog of mass communication instruments
and institutions to include any carrier of information that goes “lrom one tor
many.¥ In this volume you will find treatment of the following mass communi-
cation media and institutions not covercd in most texts:

 Audiovisual systems—including teleconferencing and corporate video—that
enable large numbers of people to receive information through a variety of
electronic systems.

« Popular culture institutions that transmit information about society=—not just
movies and music, but also theater, sports events, theme parks, expositions, and
architecture.

o Libraries and museums#which store information and display or retrieve it for
individual consumers and mass audiences.

* Home and office technologies increasingly used for disseminating mass mes-
sages: facsimile machines, databases, telephones, and computer networking sys-
tems.

Because most mass communication texts assume an audience comprised
mainly of students who intend to seek jobs in the mass media, their primary focus
has been on explaining the structure and workings of the media in terms of the
production.of information. Enrollment in mass communication courses now over
whelmingly includes many nonmajors, and even the majors are a heterogeneous
group with diverse career goals. It makes sense today to discuss institutions of
mass communication equally in terms of the consumption., This text, with its Pro=
duction-Information- Consumptiory (P<>1<>C) model, consistently demonstrates
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Preface

the role of the consumer in shaping the mediaand the messages of mass com-
munication, along with the role of the producers in figuring out what the con-
sumers want, need, and will buy.

The ideal mass communication text is based in theory. This volume reviews
important historical events, describes the models of mass communication that
have shaped our thinking about the media in the past, and acknowledges the
contribution of many great thinkers in the field. But, as one reviewer of the man-
uscript noted, the “practical approach to theory™ found on every page helps the
student to understand how and why things work.

Throughout the development of the manuscript, reviewers have lauded the
examples and illustrations—many of them included in boxes accompanying the
text—that bring home concepts, arouse the interest of the reader, and challenge
students to think about the messages and media that shape their daily lives in so
many ways. Similarly, the authors have selected photographs and tables that do
not merely decorate the text; each illustration telegraphs its special point brietly
and efficiently.

MAJOR FEATURES

Evolutionary and in some ways revolutionary because of its expanded horizons,
this new look at the world of mass communication offers the following features
that will enliven and enrich the introductory course:

® Balanced orientation toward producer and consumer. The roles of the audience and
the individual are as central to this text as the traditional perspective on the
emergence and growth of the mass media. All major developments are put in
the perspective of how information-seeking individuals help shape the media
of mass communication.

® The P<>I<=C model. To illustrate the role of the consumer, the authors have for-
mulated a straightforward Production-Information-Consumption model that
evolves from the earlier models familiar to instructors. The text articulates the
P<>I«>C model in many interesting variations to account for the mutual influ-
ence of producers and consumers.

* [nnovative boxes. Boxed items are provocative discussion starters as well as inter-
esting sidelights to and highlights of concepts found in the main text. See the
Instructor’s Manual for exciting ways to use the boxed material to stimulate
class discussion and to make writing assignments relevant and enjoyable for
students.

® Historical perspectives. The history of the development of each type of mass com-
munication is presented in a lively and efficient manner, alerting students to
the reasons for development of the media and issues surrounding the acceptance
of various torms of mass communication. The “Timetable’” graphics found in
the section of each chapter summarizing the development of a medium or in-
stitution of'mass communication show students at a glance the important events
in the history of that sector of mass communication.

e Chapter openers. The ““At a Glance"” section preceding each chapter alerts students
to the main concepts covered in the chapter and helps them to focus their read-
ing as well as their preparations for papers and exams.
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Chapter closers. The “Future File”” section ending each chapter poses three ques-
tions that will challenge students to think about the next phase of development
for the media or institutions they have just been reading about. Future File items
lend themselves well to essays and class discussion starters.

Guest essays. Five experts provide brief essays on important social issucs: the role
and portrayal of minorities in the media, women in mass communication, ethics,
First Amendment issues, and public broadcasting. Each brings a special per-
spective that will generate class discussion.

Crisp writing. More than 25 reviewers and consultants helped the authors to
sharpen the text and associated materials to pack the most ideas and information
into one volume serving the introductory course. Students and teachers alike
will appreciate that the breadth of this most up-to-date treatment of the fields
of mass communication has been achieved at no expense of readability and
completeness.

SUPPLEMENTARY MATERIAL

Student Workbook and Study Guide: Learning is enhanced, student participation is
increased, and instructor workload is lightened by the availability of a student
study guide/workbook keyed to all the major concepts in the text.

Instructor's Manual/Test Bank: Includes true/false questions, multiple choice
questions, suggestions for classroom activities, and suggestions on how to or-
ganize lectures and class modules around the parent text.

TestMaster—IBM: The complete test bank is contained on diskette for IBM PC
and compatibles. TestMaster comes with a word processing program that allows
complete customizing capabilities.

HarperCollins Communication Video Library: Numerous videos available to quali-
fied uers. Contact your local HarperCollins sales representative.

Grades: A grade-keeping and classroom management software program for IBM
PC and compatibles that can maintain data for up to 200 students.

ORGANIZATION

Part One—A theoretical framework should precede any discussion of how the

media of mass communication evolved and how they operate. Part One of the
book reviews the development of theories to explain the role of communi-
cation and mass communication in everyday life. A major concern is the ef--
fects thar mass communication institutions—and the messages they dissemi- -
nate—have on individuals and on society:

Part Two—How and why do the media of mass communication decide what in-

formation to disseminate to consumers? To what extent do societies attempt
to regulate those decisions? Part Two of the book examines the influences
individuals, groups, and government bodies have on mass communication:
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Part Three—The examination of individual media and channels of communica-
tions is presented in order of historical development, beginning with the print
media in order of appearance, the broadcast media similarly in order of ap-
pearance, and the auxilliary mass communication services that have devel-
oped in recent times.

Each unit and each chapter of the book can be appreciated individually, but
a cumulative understanding of the development of mass communication media is
obtained by following the chronology of the text.
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