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Preface

ike so many creative projects, Mediamerica,
Mediaworld was born of frustration. When 1
was a full-time teacher, I spent years looking in
vain for a text that communicated the excite-
ment media can generate — a text that went be-
yond facts and figures to uncover the heart and
soul of mass communication. Finding none, 1
decided to write my own. With the help of Se-
nior Editor Rebecca Hayden and the excellent
staff at Wadsworth, the first edition appeared
in 1979, a second in 1982, a third in 1985, and
a fourth in 1989. This text has been used in
hundreds of colleges and universities— and
hundreds of thousands of students have read
it. Many have commented that they enjoyed
reading a “different” kind of media book.

The ffth edition represents a significant
shift in a number of ways. Mediamerica has be-
come Mediamerica, Mediaworld, an acknowl-
edgment that today’s mass communication en-
vironment is best described in global terms.
Our mass media systems have undergone tre-
mendous upheaval in the last 15 years. World-
wide satellite distribution has revolutionized
the television industry, while international in-
vestors now control many of the Hollywood
film studios. American newspapers and maga-
zines, once fiercely independent, are increas-
ingly controlled by massive corporate inter-
ests. In this edition, we have tried our best to
explore these changes while maintaining the
personal style and approach that has made
Mediamerica one of the most successful texts of
its kind.

You'll find completely redesigned time
lines, conceived to give the reader a sense of
how crucial historical events have led us to
where we are today. We've updated our entire
visual package, selecting fresh examples that
convey the material effectively while maintain-

ing those that readers felt worked best in pre-
vious editions. You'll also find the feature in-
serts, guest essays from media experts, and
topical up-to-the-minute references that have
long characterized Mediamerica.

New in this edition are separate, expanded
chapters on advertising and public relations.
The advertising industry has been particularly
hard hit by the recession, and we've got the
story. Public relations practitioners have
evolved from publicists to information special-
ists, and we'll take a look at their new roles in
corporate Mediamerica.

My collaborator Alfred P. Kielwasser has
contributed completely revised chapters cov-
ering ethics (“Morality and the Media”) and in-
ternational media practices (“Mass Communi-
cation in the Global Village”). 1 think you'll
find the ethics chapter provides an exciting
and solid historical context for the examina-
tion of many of our current and most crucial
media controversies.

More than ever before, any understanding
of mass communication must extend far be-
yond the borders of Mediamerica. With that in
mind the new international chapter provides
an around-the-world tour of mass communi-
cation practices. In addition, you'll also find
new information covering the global mar-
ketplace throughout the book.

Like most texts, Mediamerica, Mediaworld
provides names, places, and statistics, but be-
cause history is more relevant when it relates
to what is happening now, this text continues
to emphasize not only what has happened but
also what is happening, exploring the whys as
well as the whats. Why did Beverly Hills, 90210
and Roseanne become such hits? Why has
MTV become such a phenomenal global suc-
cess story? Why has the Super Bowl come to



dominate the American sports scene? All medi-
ated phenomena offer clues about ourselves
and our culture.

I have noticed that many authors of other
media texts prefer not to acknowledge the ex-
istence of the National Enquirer, soap operas,
and rock and roll; if they do, it is often in a
condescending manner. I have included at
least some discussion of each of these phe-
nomena because, for better or worse, they are
part of our culture. To ignore them is to ignore
many of the most important manifestations of
Mediamerica and Mediaworld. So we'll deal
with David Letterman, R.E.M., and Mad maga-
zine along with more traditional topics, be-
cause they all play an important part in our
mass communication system. You may not be
completely happy with the content of mass
media; no one is. But if we are going to try to
change it, we must first examine what it is and
why it is.

When I was in college, my instructors
seemed to have largely negative opinions
about mass media. We students read texts and
listened to lectures about how bad news-
papers, magazines, radio, and especially televi-
sion were. I'd be the first to admit that mass
media have many problems, but I just cannot
accept an antimedia perspective, perhaps be-
cause 1 find the form and content of mass me-
dia so endlessly fascinating. Nevertheless, 1
don’t think that my enjoyment of the subject
inhibits me from helping you develop a critical
perspective as a media consumer.

During the last 20 years, 1 have worked
professionally as a freelance writer, teacher,
disc jockey, and advertising executive. Cur-
rently I can be found making the rounds of the
film and television production studios in
southern California “pitching” feature film and
TV series concepts. I've included a few of these
personal media experiences. This is a text-
book, of course, not an autobiography, but I
hope that my own background as a producer
and consumer of mass information will help
you understand your own experiences. The
forces of mass communication are so over-
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whelming that whether we like it or not we are
all involved. In the last analysis Mediaworld is
our world after all.

As you turn the page and begin your own
journey through Mediamerica and Media-
world, you go where many have gone before.
Yet your trip will remain uniquely yours, for
such is the nature of all mass communication.
With that in mind, I hope to hear from you
and your instructors about your reactions to
the book. When we sit down to construct the
sixth edition, we'll begin by reviewing your
comments. Just use the postage-paid form
you'll find at the back of the book and let us
know how we're doing. I'll be glad to respond
to any questions or comments you have.
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