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PREFACE

O ur goal in writing this book is not only to familiarize you with the theory and practice

of mass communication but also to help you internalize key mass-communication
principles and cencepts so that you are in a position to become more effective media
watchers, consumers, and practitioners. It is our belief that after reading this text, completing
the Media Probes (exercises) contained in it, and “living’’ the course. you will develop a
clearer understanding of mass communication. We made very effort to ensure that the text's
content and special features work together systematically to precipitate your active par-
ticipation both in and out of the classroom setting. The materials contained in the work have
been tested on a variety of student groups and have succeeded in challenging students of all
ages, from the traditional 18-year-old to the adult returning to college.

This second edition of Introducing Mass Communication covers the major content areas of
mass communication: the media scene, the communication process, radio, television, film,
advertising, public relations, journalism, etc. However, this book distinguishes itself from its
competition in a number of strategic ways. It alone provides you with a truly complete
learning package, a work which not only presents content in a clear, understandable manner
but also carefully integrates a series of exercises, interviews, and other features designed to




maintain your interest. The following types of fea-
tures are used in each chapter: Media Probes,
Media Scopes, Media Views, and You Were There.

Media Probes are activities that can be used in
and outside of the classroom. Recognizing that
many introductory classes are often mase lectures,
we designed the exercises so that they could be
performed by a student working alone or with an-
other person. The Media Probe experiences are
there to help you look at mass communication,
assess effects, and gain the insight and practice
you need to become ‘‘media-wise.”” We do not
expect your instructor to use all the Media Probes
contained in the text in the course of the semester.
Instead, your instructor will pick and choose from
them to fit your needs as well as the time available.
Each Media Probe that your instructor selects will
focus your attention on a specific aspect of mass
communication. We believe that these activities will
help to make the study of mass communication
active and experiential in nature and more exciting
and rewarding for you than ever before.

In addition to Media Probes, we offer Media
Scopes. Media Scopes are charts which chronicle
the development of each area of mass communica-
tion. Rather than simply providing a series of boxes
or a time line, we created a graphically alive for-
mat which acts to draw you into the life of the
chart—thereby insuring that you do not ignore it or
pass over it.

A third feature of our book is Media Views. Media
Views offer you a series of opinions or behind-the-
scenes descriptions of various mass-communication
sets and happenings. We have conducted some
original interviews for these spots in order to share
with you the key insights and experiences of real-
world media practitioners. In order to provide as
varied a perspective as possible, we also selected
statements from well-known representatives of the
fields of television, radio, journalism, book and
magazine publishing, film, advertising, and public
relations.

To complement Media Views, we also offer You
Were There. This series transports you back in time
so that you can be privy to the thoughts and expe-
riences of media figures of the past and have a
firsthand eye-witness account of events that oc-
curred. By building on historical research and bio-
graphical materials, we help bring yesterday to life
for you today.
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Introducing Mass Communication, 2[e, aids you
in other ways as well. Each chapter begins with a
Chapter Preview that serves to guide you through
the text’s content. The function of each preview
series is to clarify exactly what you should be able
to understand or do after completing a chapter; in
effect, preview objectives illuminate and specify
goals and help prepare you for what is about to
occur. Also included at the end of each chapter are
a Summary of content covered, a list of Key Terms,
and an annotated list of Suggestions for Further
Reading. Also, since the mass-communication field
has evolved a specialized vocabulary, a Glossary
is provided at the end of the text for ready
reference.

The second edition of Introducing Mass Commu-
nication was designed for use in the introductory
course in mass communication. We believe it meets
the needs of all students, whether or not they are
majoring in the field, since it presents a framework
the media critic, the media viewer, and the hopeful
media practitioner can respond to. The text re-
quires no prerequisites.

The following aspects of mass communication are
covered in the book:

Part One, "The Mediated Window: A Beginning,”
lays the foundation for your future study by
defining key communication processes and
examining the effects of today's media on the
individual and society.

Part Two, “The Print Media: The Window Opens,”
guides you through the history, functions, and
key issues surrounding the book, newspaper,
and magazine industries.

Part Three, ''Radio, Television, and Film: The Elec-
tronic Window,” offers you a chance to ex-
plore the historical developments and present
operation of each of these media forms.

Part Four, “Persuasion: More Than Window Deco-
ration,” provides a comprehensive treatment of
two of mass communication’s growing areas:
advertising and public relations.

Part Five, “Media Perspectives at Home and
Abroad” give you a chance to become famil-
iar with two prominent media arenas; the rela-
tionship shared by the media and our
government and the international media
scene.



Part Six, “Research and Mass Communication,”
exposes you to research methodology and
provides you with a survey of research
opportunities.

Part Seven, “The Future: The Window Widens . . .
Or Does [t?" offers you the chance to examine
today's media environment and read predic-
tions about its survival.

First edition users will find that this new edition of
Introducing Mass Communication has a number of
significant changes.

In Chapter 1. additional attention is paid to media
trends and transformations.

In Chapter 2, additional attention is paid to
copyright legislation, mergers and takeovers,
publishing economics, and book censorship.

In Chapter 3, we enhanced our coverage of news-
paper readership patterns and the minority
press.

In Chapter 4. the following sections are expanded:
legal restraints including libel, privacy issues,
and our right to know.

In Chapter 5, in addition to updating our informa-
tion, we also enhanced our coverage of
women and magazines.

In Chapter 6, we added to our coverage of records
and compact disks, minorities and the music
industry, rock music and its effects, and intro-
duced a section on shock radio.

Chapter 7 also underwent some change; increased
attention is given to networks and media
deregulation.

In Chapter 8, we added to our treatment of ratings
and broadcast news.

In Chapter 9, we enhanced our coverage of au-
diences and costs.

In Chapter 1, we enlarged our treatment of the
lobbying function, promotion and publicity.

Both Chapters 12 and 13 are completely new.

While Chapter 14 was not changed substantially, in
Chapter 15 we expanded our coverage of
viewing options, VCRs, interactive TV, teletext,
and videotex.

In Chapter 16, the future prognoses of experts were
updated.

The last chapter of the book presents you with a
very special feature—a program for developing a
life-long appreciation of the media and their im-
pact on you and your world. This is the only text
that contains suggestions and strategies for con-
tinuing your study of mass communication once the
course has ended or for entering a media-related
career. As such, we hope it helps to increase the
relevancy and importance of the materials you
have studied.

We believe that Infroducing Mass Communica-
tion will permit you to learn by reading, doing,
observing, and experimenting-—it will encourage
you to learn by thinking and experiencing, to learn
by direct and immediate involvement. In conclu-
sion, what we offer you is an up-to-date resource
that you will enjoy reading at the same time that it
helps you to develop the critical perspectives you
need to become skilled media processors. What this
book provides is the foundation needed to under-
stand the media, appreciate their development and
evolution, and realize how you play a role in deter-
mining whether the media achieve their potential to
enrich our lives.

We want to thank the people at McGraw-Hill for
working so hard to ensure that the first edition of this
bock accomplished its goals, thereby paving the
way for this second edition. Phil Butcher, our editor,
played a very key role in shaping this second edi-
tion, as did Associate Editor Judy Cornwell; we are
very appreciative of their efforts and also inspired
by their talents. Their close reading and critical
insights helped keep us on track. Once again, we
owe a debt of thanks to Jim Belser for helping us
refine the work and move it expeditiously through
the publishing maze. To the designer, Joan O'Con-
nor, goes credit for the book’s visual appeal.

In addition, we want to offer a special thanks to
Dan McCarthy, James O'Brien, and W. |. Howell, Ir.,
our colleagues who shared their knowledge of the
relationship between the media and the govern-
ment, film and international communication with us,
and more importantly for preparing first drafts of
those chapters. But above all, the following re-
viewers from the first and second editions not only
reinforced our belief in this book but also gave
generously of their time and talent to ensure the
book’s accuracy, effectiveness, and success: Larry
Augustine, Susquehanna University; John Bigby,
Santa Rosa Community College: Stuart Bullion,
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Southern lllinois University; Juliette Lushbough Dee,
University of Delaware; Sue K. Fathree, East Central
University; Joseph Foley, Ohio State University;
Bruce (Garrison, University of Miami; Steve Gold-
man, Polk Community College; Wat Hopkins, Vir-
ginia Polytech Institute; Rick Houlberg, San
Francisco State University, Garth S. Jowett, Univer-
sity of Houston; Cherie Lewis, University of Califor-
nia, Los Angeles; Val. E. Limburg, Washington State
University; Marilyn |. Matelski, Boston College; Rich-
ard Peacock, Palomar College; Tina Pieraccini,
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State University of New York at Oswego; William

Rugg, Oklahoma State University; James R. Saville,

Albany Junior Cellege: Peter Seely, lllinois Benedic-

tine College; Maurice Shelby, University of Mas-

sachusetts; Marti Thomas, Loyola University, and

Denise M. Trauth, Bowling Green State University.
We are especially grateful to them.

Michael W. Gamble
Teri Kwal Gamble
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