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Preface

That roar you hear in the back of your
consciousness as you read this fourth edition
of Understanding Mass Media is the sound of
the twenty-first century approaching. When
the current century began, mass media
communication was an infant. Yes, books and
newspapers were mature.

By 1900, public libraries and news
agencies, such as the Associated Press and
United Press, were well-established; the
popular Saturday Evening Post, one of the first
magazines in the United States, was already
eighty years old.

However, electronic media existed only as
eccentric inventions. Samuel Morse’s
telegraph had been around for a while, but it
could not communicate with the masses and
it required overhead wires to work. W. K. L.
Dickson had developed a motion picture
camera, Guglieimo Marconi had a patent for a
wireless telegraph, and Thomas Edison had
already filed a patent application for
something called a “talking machine.” As the
twentieth century began, these media were
dreams. As the century ends, they are a
commonplace in even the most remote
villages around the globe.

Imagine how mass media will differ by the
end of the twenty-first century. Will every
person alive be able to communicate instantly
with any other person in the universe at the

touch of a few buttons? For that to happen, we
need to end the divisive medium of local
languages. For truly global mass media, we
need a global language.

Instead of street addresses and a variety of
phone numbers, will each person in the future
have a communication identity number that
will enable the world to share ideas? And
might the combination of a universal language
and a global ID number draw us so close
together as to make World War III
unthinkable? Perhaps.

Or will electronic media become an
addictive drug, pacifying the masses into a
Brave New World controlled by media
dictators? Will giant conglomerates replace
outdated nations and dictate how we live?

The fact is, mass media will serve us if we
understand their messages or control us if we
ignore their power. That fact is why you are
reading this textbook. That fact is why the
study of mass media is a crucial part of a
basic education.

Special thanks go to William Jawitz,
English teacher at Manchester High School,
Manchester, Connecticut, and John Holmes,
Chair of the Broadcasting Department at
Marshall High School, Milwaukee, Wisconsin,
for their reviews of Understanding Mass Media
and for their helpful suggestions.






Contenis

CHAPTER 1

What Are May Media?

Transporters Today 3

To Conquer Distance &4

To Conquer Time 5

What Are Broadcast Media? 5
Broadcasting: A Global View &
MEDIALARB: Classifying Media 9

What Do Mass Media Produce? 10
The Role of the Celebrity 11

MEDIALARB: Thinking About
Celebrity 14

Team Projects 16
Wrap-up 17

cHaPTER2  lelevasvotn

Taking a Lookat TV 20
TVQuiz 23
How Does the TV System Work? 25

What Kinds of Programs
Succeed? 27

MEDIALAB: Televiewing 28
Popular Programs 28

READING: The Allure of Daytime TV
Drama 29

MEDIALAB: Analyzing the
Soaps 33

READING: The Message of the
Police Tale 34

MEDIALAB: Real Life vs. TV
Crime Shows 39

Cable Television 40
MEDIALAB: Cableviewing 42

Flippers, Zappers, and Zippers or How TV
Is Changing 44

Vi

The VCR 44

The Dethroning of the Networks 46

Flipping, Zapping, and Zipping 47
Life Without Television 49

MEDIALAB: How TV Influences
Us 50

Having a Few Laughs 51
Nielsen Charts 52

MEDIALAB: Cartoons and Nielsen
Charts 53

The TV Violence Question 54

READING: TV Violence Is
Harmful 55

MEDIALAB: Researching the
Violence Question 57

TVor Not TV 58
READING: An AttackonTV 59

MEDIALAB: Responding to the
Attack B1



Contents vii

READING: In Defense of
Television B2

Celebrities Speak Out About TV B4

MEDIALAB: Responding to the
Defense B85

READING: Some Questions to Ask
Yourself about Watching TV 66

MEDIALAB: TV Detective
Work 67

Individual Student Presentations 69
Wrap-up 71

CHAPTER 3 H&‘MMM

The History of Advertising 74
Information Approach 76
Attention Approach 76
Repetition Approach 77
Association Approach 78
Product Benefit Approach 78
Motivation Approach 79
Entertainment Approach 80
Behavioral Approach 80
MEDIALAB: The History of
Advertising 81
Claims Analysis 82
Advertising Claims 83
Comments of a Skilled Ad Reader 84
A Short Course in Advertising 86

MEDIALAB: Advertising
Claims 92

CHAPRPTER 4 F/\/e/ﬂw

Understanding Emotional
Appeal 94

The Ad Reader’s Comments 97

MEDIALAB: Advertising
Analysis 99

READING: Of Directors, Magic, and
Waterfalls of Salad Dressing 101

MEDIALAB: The Magic of

Images 105
Advertising in the 1990s: Viewer
Fatigue 106

Ads, Ads Everywhere 107
Mind Games 108

MEDIALAB: Advertising in the
1990s 110

Wrap-up 111

So You Think You Understand
Film 114

At the Movies: Playing the
Critic 116

MEDIALAB: Film Viewing 119

How Motion Pictures Began 120
How Motion Pictures Work
Today 124
MEDIALAB: How Motion Pictures
Began and How They Work 126



Vil UNDERSTANDING MASS MEDIA

How Pictures Are Connected to Give Meaning Through Composition, Color,
Meaning 127 and Sound 146
Shots and Scenes 128 Composition 146
Sequence 131 Color 150
Editing 134 Sound 151
MEDIALAB: the Grammar of READING: In Movies, Hearing Is
Film 137 Believing 152
How the Camera Gives Meaning 139 MEDIALAB: Aural Reality vs.
Camera Angles 142 Sound Effects 155
MEDIALAB: Camera Movement and  Preserving Great Films 156
Angles 145 Wrap-up 157

CHAPTER 5 CO/”\A/(A M WOOM

Cross Media Study: Comics and MEDIALAB: Newspaper

Film 1680 Cartoons 171
READING: What Comics Can Teach The Language of Comics 172

You About Movies 161 MEDIALAB: Looking at Language

MEDIALAB: Comparing Comics and and Visual Techniques 173

Film 166 READING: Techniques of the Gag
Code of the Comics Magazine Association Cartoonist 174

of America 167 MEDIALAB: Having Fun with Gag
Some Cartoons Bite 170 Cartoons 176

Wrap-up 177

CHAPTER B N6W4 Med/\,a,

What Is News? 180 MEDIALARB: Thinking About What
Timeliness 181 Makes News 182
Significance of the Event 181 How Are the Various News Media
Closeness to the Audience 181 Alike? 183

Importance of the People Involved 181
Drama of Human Interest 181

MEDIALAB: Analyzing
Similarities 185



CO/}\IM«/TA ix

How Do the News Media Differ? 182
Television 186
Radio 188
Newspapers and Newsmagazines 188
MEDIALAB: Analyzing
Differences 190

Making News 191
READING: How to Manage TV
News 191

MEDIALAB: Looking at Local
TVNews 1895

How Have Mass Media Changed
Politics? 196

MEDIALAB: News and
Politics 198

The News Business 199

READING: The Accident: A Cross
Media Study 199

MEDIALAB: Thinking About
News Gathering 203

Wrap-up 205

CHAPTER 7 NWWA

The Growth of Newspapers 208

MEDIALAB: Newspapers in Our
Society 211

How News Is Published (The
Process) 212

READING: More Language That
Needs Watching 212

MEDIALARB: The News-Publishing
Process 216

What News Is Published (The
Contents) 217

MEDIALAB: Looking at Your Local
Newspaper 225

What Fills the News Hole 226

MEDIALAB: Analyzing What
Makes News 229

Opinion vs. Objectivity: The
Dilemma 231
Headlines 231

MEDIALARB: Critically Reading Your
Paper 234

Wrap-up 235

CHAPTER 8 MWM&;

A Short History of the American
Magazine 238

Magazines Today 241
Publishing an Article 244

MEDIALAB: Magazine Publishing
Today 245

Magazines and the Marketplace 246

MEDIALAB: Magazine
Marketing 250

Wrap-up 251



X UNDERSTANDING MASS MEDIA

CHAPTER 9 Rmtw

A History of Radio: Beginnings 254
256
Financing Radio 258
Regulations 259
The Rise of Networks
News 261
Recorded Music 261
MEDIALAB: Comparing

Radio—Past and Present

Programming

260

=62

Rate Card 263
Radio Listing, 1932 264

MEDIALAB: Thinking About Radio
Programming 265

Radio Today 266

MEDIALAB: Analyzing Modern
Radio 2688

Wrap-up 269

CHAPTER 10 RecoM
o

Recordings: From Tin Foil to
Lasers 272

Radio as a Threat to Recordings

Magnetic Recording and Editing
277

278

Synthesizers and Digital Music

Compact Discs
Music Videos
280

Recordings as Compared to Other
Media 282

MEDIALAB: Recordings 283

CHAPTER 11

274
275

The Recording Industry 284

MEDIALAB: Looking at the
Top Pop 285

Rock, Riches, and the Recording
Industry 286

READING: Rock and

Riches 287
MEDIALAB: Rock and

Reality 290
Wrap-up 291

Media Control

Government and the Media
Newspaper Freedom 295
Broadcasting Freedom 297
Other FCC Regulations 298

299

Government Control of
Advertising 300

294

Deregulation

Control by Sources 301
302

Audience Control 304
Nielsen Ratings 306
MEDIALAB: Researching
Media Control 308

311

Economic Control

Wrap-up



4

Contents Xi

CHAPTER 12 Med(/va, M OWL IW 0{.
the World

Stereotypes 314

MEDIALAB: Mass Media and
Stereotypes 317

Rumor and Distortion 318

MEDIALAB: Routing Out
Rumors 322

Influence on Language and
Thought 323

MEDIALAB: Recognizing Media
Language 328

Wrap-up 329

CHAPTER 13 New Tm a/tw(
Fulwwca/ﬂ/{/hg

Predictions from the Past 332

READING: Your Newspaper by
Radio 332

READING: The Movies 100 Years
from Now 334

MEDIALAB: Thinking About
Predictions 336

How Videotape Has Changed the Face of
Filim 337
Comparison of Film and Videotape 338

MEDIALAB: Film vs.
Videotape 339

GLOSSARY 357
INDEX 362

ACKNOWLEDGMENTS 371

The New Media 340
Holography 340

Fax 340

HDTV 341

Fiber Optics 342

Direct Broadcast Satellites 342
Digital Everything 344
Videotext 346

Computing 346

Futurecasting 352

MEDIALARB: Looking at New Trends
& the Future 353

Wrap-up 355



* #
¥ " L
» * ¥
* ® -
* > * -
.
. L]
L J - -
. - . * € .
. L4
. - »
¥
* -
L ®
L] » - *




VWHAT

ARE
IVIASS
IVIEDIA?

What do King Tut, Elvis Presley, and
the crew of the Starship
Enterprise™ have in common?

<3

In past centuries imaginative writers described the “world of
tomorrow.” They pictured time travel as easy as entering a car and
dialing a future date. They saw a world in which the touch of a
button would transport humans through time and over distance.
They wrote of mechanical people, of mind reading, and of instan-
taneous worldwide communication. Their readers enjoyed such
“science fiction,” but few believed it would really happen.
In fact, when the future arrived, few noticed. Consider the “Star
Trek” series of television shows and movies. The U.S.S. Enterprise
carries a transporter that casts a shimmering beam to convey
people and objects. Crew members stand in the transport room
and a beam of light moves them physically to the world below. B
Fortunately, the beam works both ways and often serves to rescue
crew members from nasty interplanetary messes at the last
instant by beaming them safely aboard. Perhaps you enjoy “Star
Trek” as fiction, and think how much fun it would be to have your
own transporter.
The transporter beam was a device to overcome the bound-
aries of distance. The ancient Egyptians also wanted to overcome >
distance (and time), so they created a low-tech version of the =
transporter. They mummified the bodies of kings and queens and
built pyramids to put them in. According to religious belief, the
pyramid served as a transporter room, as a sacred place from
which the dead could move to another world. The Egyptians even
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packed food for the trip, but no one ever returned to describe the
journey. Today we have devices to conquer both time and space.
Our inventions, however, are so unlike mummies and transporter

When the future
comes, it comes in

beams that we often fail to realize how truly miraculous they are. We disguise_
dream of the future, but when it comes, it comes in disguise. The
future’s most recent disguise is telecommunications.
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True, we still have no gadget to beam blood and bones instantly
through space, but we can move what is more important to
humans — we can move feelings, thoughts, ideas, voices, looks,
and even facial expressions. We can touch a few buttons to trans-
mit the subtleties of tone and demonstrate our ability to sing or
play music. We cannot move our bodies in an instant, but we can
move our spirit and image. Through telephones, television broad-
casting, printing presses, recordings, and film, we can overcome
the limits of time and physical space. We can beam voices and
images to millions of people in an instant. Our voices and ideas
can be in a thousand cities at one; our pictures can appear in a
million households; our spirit can live well beyond the grave.
The history of mass media is the story of the human desire
(and practical need) to break the prisons of time and distance. We
strive to live beyond our allotted years on the planet; we want to
move beyond the few miles we can walk in a day—media technol-
ogy makes this possible. Right now, as you read this page, more
people are watching performances of Shakespeare’s plays than
ever saw them while he was alive. Right now, over two hundred
years after he set the notes to paper, countless thousands are lis-
tening to the music of Wolfgang Amadeus Mozart. Elvis Presley
lived only forty-two years but, thanks to mass media, he still enter-

Seven percent of
Americans say Elvis
may still be alive.

tains millions each year. King Tut would be impressed. Twentieth-
century celebrities have achieved the immortality of which the
Egyptians could only dream. Late-night television is populated by
the voices and faces of long- dead stars of the silver screen. The

_1389 CB? mass media of printing and recording enable creativity to outlive
_eWs pa the creator. Space and time are no longer inescapable prisons; we
have conquered both through mass media.
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TO CONQUER

DISTANCE

What are mass media? First, understand that a medium is merely
a channel or system of communication. Speech is the most widely
used medium. Other media (media is plural for medium—there
are no communication “mediums”) include painting, sign lan-
guage, the written word, music, images, or even smoke signals. A
mass medium is a means of communicating to a mass, or large
number, of people. Modern mass media include television, radio,
newspapers and magazines, books, films, and recordings.

The spoken or written word itself is not a mass medium. If you
shout as loud as you can or write a letter, you might manage to com-
municate with hundreds of people. However, communicating with
a large number of people, or mass media communication, was not
possible until the invention of the printing press in 1456 by Johannes
Gutenberg. With the development of technology—radio, telephone,
television, the microchip—mass media communication has begun
to reach its full potential. What were the communication media
before the development of mass media?

Most common were the town criers, forerunners of today’s
television news anchors. In medieval times, these loud-voiced rep-
resentatives of the king wandered town streets literally shouting
the news. But town criers were effective only in urban areas,
where people lived close together.

Another medium that conquered distance was the runner. Paul
Revere was a “news runner,” overcoming the barrier of distance as
he rode his horse to announce in 1775, “The British are coming.”
The most famous runner was the messenger Pheidippides, who
brought news of the victory at Marathon to Athens in 490 B.C. His
twenty-six-mile run is commemorated every time we run a
marathon. Runners and criers helped spread the news, but not
massively.

In some societies, a drum beat the message of imminent dan-
ger; in others, smoke signals spread the word. Both these media
communicate over space, but the message had to be a simple one,
such as “danger” or “good hunting here.” One thousand years ago,
however, there was one important reason why you didn'’t really
need mass media—there were very few masses. People were not
concentrated; the largest cities would still be smail towns by our
standards. You could spread any message you could conceive by
the original medium—-*tellaperson.” Mass media require the social
invention of large cities to take root.
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TO CONQUER

All mass communication pushes back the boundary of distance,
but hardly conquers it. A runner, town crier, or even a smoke sig-
nal had a very limited range. Furthermore, none of these media
conquered time. Once the echo of the crier bounced off the last
wall, the message was gone forever; even the smoke signal lasted
only a few minutes in calm air.

Our ancestor’s first attempts to communicate across time were
quite simple—they used song and rhyme as memory aids. Thanks
to these simple techniques, a story might be remembered for
years, instead of being forgotten in days. A minstrel singing a
rhyme was a more effective communicator than a town crier
announcing the news. Important rules and regulations were often
set to rhyme as a learning aid. Today's catchy advertising jingles
(the kind you find yourself humming in the middle of the day)
have their roots in our early need to communicate in a memorable
way—to expand the prison of time.

Ancient cultures who mastered mummification and monu-
ment-building fought to overcome time. Their buildings and arti-
facts communicated with future generations, but it was the inven-
tion of writing that enabled humans to send ideas into the future,
as well as to learn from the dead.

Even the best of archaeologists, however, can’t definitely say
what our ancestors looked like. We have no photograph of
Alexander the Great, or Socrates. Paintings are not totally reliable.
How could exact images of the present be preserved for the
future?

...little boxes enabled
ordinary people to
preserve themselves
better than King Tut...

Exactly how wasn’t discovered until 1835, when William Henry
Fox Talbot, the father of modern photography, set small boxes
containing a lens and sheets of paper covered with silver halide
chemicals about the lawns of his English estate. Talbot, a scientist
and country gentleman, waited one-half hour, then brought the
boxes inside and opened their doors. Inside each was a miniature
picture of the object before which it had been placed. Talbot suc-
ceeded on a grander scale than the Egyptians—he invented photog-
raphy—a way to conquer time, to send images into the future. Now,
even the ordinary person’s image could be preserved on chemically
treated paper for future generations. Alive on earth today is the first
generation of humans to know what their great grandparents
looked like. William Talbot’s little boxes enabled ordinary people
to preserve themselves far better than King Tutankhamen or a feu-
dal lord, who could afford the luxury of having their portraits
painted.
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So what is a mass medium? It’s a means of communicating over
time or space with a mass of people. And what do King Tut, the
crew of the Starship Enterprise™, and Elvis Presley have in com-
mon? All have defeated distance and time.Their images and, in
some cases, their voices are kept alive today on celluloid, in tiny
particles of oxide on recording tape, on chemically treated paper,
by digital pulse codes on compact discs, or by printed words and
pictures.

Personal communication media include unpublished writing (from
a note on the refrigerator door to a letter delivered halfway across

the world), a telephone or facsimile message, a snapshot for the fam-
ily photo album, a tape recording mailed to a friend, or even a
home video. All communicate through time and space, but none
involves the masses.

Mass media include television, radio, newspapers, magazines,

books, recordings, and film. These are media intended for the pub-
lic, for the masses. You can write a letter (a personal medium) to
a magazine that can become a mass medium if published in the

letters column. In other words, one medium can become the con-

tent of another. For example, a record or compact disc can
become the content of a mass medium, such as a radio program. A

"= photograph or film can be content for a television show.
Broadcast media are, specifically, radio and television.

Broadcasting means using electric signals to reach a large audi-

ence. The word broadcast is borrowed from agriculture where it
originally meant a way of hand-sowing grain or seeds by casting
them broadly instead of planting one at a time. The telephone is
a communication medium but it is neither a mass medium nor

broadcasting. A telephone conversation is a personal medium, not

“cast broadly” for the masses. Since most phone messages are car-
ried through wires, not by radio waves, it is not broadcasting. But
if that telephone conversation is part of a call-in radio show, that
& is broadcasting. Radio is the mass medium used to broadcast the

telephone conversation.

A ship-to-shore radio telephone conversation is not broadcast-
ing, nor is a call from a portable phone. Both use radio or
microwaves to carry messages, but neither is intended for mass
reception. The mass media of broadcasting today include televi-




