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T0 THE INSTRUCTOR

In Understanding Mass Communication, Third
Edition, we recognize something that instruc-
tors in introductory mass media courses have
been saying for years: Students don't need to
be introduced to mass communication; what
they need is a context for understanding it. It
is this context that Understanding Mass Com-
munication attempts to provide. Building on an
account of the history of the print, film, and
broadcast media, we provide a detailed de-
scription of how these major media and their
support industries operate; we then discuss re-
search into the effects of mass media and theo-
ries that have developed from that research. It
is our goal to present students with the means
to better understand the role media play in
their world.

Features of Understanding Mass
Communication, Third Edition

From its first edition, Understanding Mass Com-
munication has offered:

® A thorough and interesting description of
the print, broadcast, and film media, in-
formed by a solid basis of history and
research

® A detailed examination of how economics
and politics shape the mass media and the
role the media play in American society

® The most thorough coverage available of

research into the effects of mass media on
individuals and society

New to the Third Edition The third edi-
tion of UMC offers the following new features:

e In Part 1, a full-chapter on economic con-
trols on the media and a full chapter on
political controls on the media

e In Parnt 3, a full-chapter on advertising and
a full-chapter on public relations

® In Part 4, a new chapter: Chapter 14, Re-
search on Mass Communication: An
Overview”’

e Thorough updating of all chapters: scores
of new examples illustrating current mass
communication problems and issues

e Sixteen of the seventeen boxed inserts all
new; topics include Radio Marti, Aaron
Spelling, Tylenol’s miracle comeback, disk
and tape piracy in the music industry, and
the effects of Sesame Street on a generation
of children

® An updated art program. including nu-
merous photos, diagrams, tables, and
charts.

Organization and Coverage

Part 1, “The Nature of Mass Communication,”
contains four chapters. In Chapter 1 we define

xi



oxii TO THE INSTRUCTOR

mass communication and explain the differ-
ences between mass communication and basic
human communication. In this chapter we also
provide information for students who are con-
sidering a career in the mass media. Chapter 2
reviews the recent history of each of the major
mass media—scientific discoveries that pro-
vided the basis for key inventions, innovators
who developed technology, and the social and
cultural circumstances in which key advances
took place; we then discuss the function that
each of the media serves in society. Chapters 3
and 4 examine how each of our media has
been shaped by political and economic forces:
traditions, laws, societal values, and public
opinion,

The four chapters of Part 2, “The Com-
munications Industries,” are devoted to de-
tailed discussions of each of the major media.
Chapter 5, “The Print Media,”” covers news-
papers, magazines, and books. Chapter 6, *“The
Electronic Media,” discusses the rebirth of ra-
dio and the rise of television, along with cable
TV. Chapter 7, “The Movies,” discusses films
in terms of the unique characteristics of that
industry; the issues of censorship and evalua-
tion are also discussed. The continuing revo-
lution in media technology is addressed in
Chapter 8.

Part 3, “Media Support Systems,” exam-
ines the worlds of advertising, public relations,
the news industries, and the auxiliaries—the
wire services that help distribute the news, syn-
dicates that deliver many kinds of content to
local outlets, and measuring services that pro-
vide the industries with information about the
nature and size of their audiences. The final
chapter in this part, Chapter 13, “The Devel-
opment of Popular Music and the Recording
Industry,” traces the beginnings of popular
music and the recording industry and goes on
to discuss the merging of the two and how both

have shaped the content of American mass
communication.

Part 4, “Impact and Consequences of Mass
Communication,”” looks closely at the world of
research. Chapter 14, “"Research on Mass Com-
munication: An Overview,” offers a basic dis-
cussion of the research process and of why re-
search is important in the study of mass
communication; we believe that an under-
standing of this material is essential prepara-
tion for students considering media careers.
One of the first goals of mass media research
was to understand how the content of print,
film, and broadcasting influenced the thought
and actions of individuals. Chapter 15, “Media
Influences on Individuals,” looks at several
classic studies in this area, providing an over-
view of both how the content of such research
developed and how the process of scientific in-
vestigation has matured over time. Chapter 16,
“Effects of the Media on Society and Culture,”
focuses on the media’s role in spreading in-
novations, disseminating information through-
out society, and providing society with an
agenda of topics to think about. Finally, Chap-
ter 17, “Indirect Effects of the Media,”” offers
an overview of theoretical interpretations of
media effects; two major theories—modeling
theory and meaning theory—are discussed.

Generally, then, our text is not intended to
be like others that are available. It explores the
topics in ways that we feel will give students
greater insight into the development of, the na-
ture of, and the assessment of our nation’s sys-
tem of mass communication. Obviously, in our
thinking, both history and research play a cen-
tral role in understanding mass communica-
tion and the contemporary media. But above
all, we remain convinced that a good textbook
presents its ideas to students at a level that is
geared to intellectual development, as well as
to enjoyable reading.



Instructor’s Support Materials

Understanding Mass Communication, Third Edi-
tion, offers the instructor a completely revised
instructor’s manual, with a sample week-by-
week syllabus, chapter-by-chapter lecture top-
ics, suggestions for guest speakers, assign-
ments, study questions, and key concepts;
abundant test items are provided for each
chapter. Also available upon adoption are
MicroTest, a test-generating program available
for IBM and Apple microcomputers, and Grade
Performance Analyzer (GPA), a computerized
gradebook program.
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- TO THE STUDENT

In many respects, the evolution of human civ-
ilization parallels humankind’s continuous de-
velopment of increasingly efficient technolo-
gies for recording and recovering ideas and
transmitting them across time and space. His-
tory is usually recounted in terms of political
events--who was king and who won the bat-
tle. But far more important is understanding
the unfolding story of our ever-increasing abil-
ity to communicate and assessing the influence
that this has had on human life.

Human beings—or perhaps more precisely
pre~human beings—began to communicate a
very long time ago. About two million years
B.C. our remote ancestors (homo habilis), who
had begun to make crude tools and to tame
fire, were probably responsible for the first
“communication revolution.” Although we
now know from computer-generated models
that their skulls, vocal box, larynx, tongue, and
other physical features closely resembled those
of modern apes and chimpanzees, who cannot
imitate human speech, the early hominids
could grunt, shriek, and make other noises, just
as primates can today. And they certainly could
use their arms and other parts of their bodies
for gesturing.

It seems likely, then, that the early tool
makers slowly developed an ability to com-
municate among themselves in a way far more
sophisticated than that of lower animals. Based
on noises and gestures rather than speech and

language, this development marked the human
line’s entry into the age of signs and signals, the
first communication revolution, widening the
gap between hominids and other species in
their environment.

The first prehistoric human beings whose
physical structure enabled them to make the
incredible range of sounds represented in hu-
man language were the Cro Magnon, the first
homo sapiens. These, our closest ancestors, sud-
denly appeared in southern Europe and the
Middle East a mere 35 to 40 thousand years
ago. Other species, such as the Neanderthal
(homo neanderthalensis), apparently could not
compete and became extinct.

The Cro Magnon looked like us and had a
skull structure, voice box, larynx, and tongue
just like ours. It now seems that they were the
first to talk and communicate in the manner of
contemporary people, bringing our kind into
the age of speech and language. In fact, there are
grounds for concluding that the Indo-Euro-
pean “mother tongue,” from which about a
third of all known languages on earth derive,
began as the language of the Cro Magnon.

The next significant step was to record lan-
guage, which occurred a mere six thousand
years or so ago. As we explain in Chapter 2,
human beings entered the age of writing slowly.
First there were elaborate pictures and carv-
ings, which increasingly became stylized and
were assigned conventionalized meanings.



Several ancient people developed this technol-
ogy. Eventually (about four thousand vyears
ago) an alphabet was developed so that people
could store and retrieve information with rela-
tive ease. This was an incredibly important rev-
olution because it permitted the accumulation
of culture to accelerate. This acceleration con-
tinued to increase and took perhaps its greatest
leap forward in the year 1456, when Johannes
Gutenberg developed movable type cast in
metal. Gutenberg used his invention to print
his famous Bible, and humankind entered the
age of print.

TO THE STUDENT Xv

Finally, today. we have the age of mass cont-
munication. Qur society is deeply dependent on
media that could not have been forseen even
at the beginning of the present century, when
some ot our living citizens were born. This text-
book describes, explains, and assesses this lat-
est communication revolution. We live now in
an “information society” during the age of
mass communication. How did this come
about? How do our media function? What are
the consequences to us as individuals, and as
a society, of our increasing dependency on
mass communications?
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