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face

We have all heard the statistics: Americans spend more time consuming
media than doing virtually anything else, including eating, sleeping, read-
ing, and talking to our children. It only makes sense, then, that we should be
educated about how to make this activity more meaningful and productive.

Learning to become a more thoughtful, critical consumer of media re-
quires at least two important steps. First, we must not merely consume, but
study media by gathering information about them for our review and analy-
sis. Second, we must apply what we learn from our interpretations to our
future media-interaction behaviors and processes.

Becoming more media-literate does take some effort. We must be will-
ing to sift through mountains of information coming at us from a variety of
sources. We must remind ourselves to consider very basic yet important
questions: Where do the media come from? Who creates their content? What
is their purpose? Why do they do what they do? What effects do they have
on our world? What is our role in the mass communication process? The
purpose of this reader is to assist students in their efforts to improve their
media literacy. Because this text provides information from a variety of
sources as well as political and cultural viewpoints about media it serves as
a media-information kiosk of sorts.

Media readers typically rely heavily on academic resources (journals or
books) for their content. This text, in contrast, began from the notion that
most people learn about the media from media sources. Therefore, in se-
lecting appropriate articles, I have attempted to tap into the wealth and
variety of information that exists within a wide array of popular periodi-
cals, including those of the subculture voices, which have been neglected all
too often.
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Some people might be reluctant to give credence to articles about media
that are drawn from the media. The assumption is that the resultant self-
evaluation would be positively skewed and/or too forgiving of media pro-
ducers or the industry in general. As you will see, positive and negative
evaluations of media are evident in the articles. And though several of the au-
thors do come from the media industry, many others come from such diverse
vocations or backgrounds as the clergy, academia, and political activism.

Faculty and students alike should find that media literacy brings with it
an interesting form of enlightenment. It allows people to actively recognize,
dismiss, or react to the negative aspects of our media and its effects from a
position of knowledge and power. At the same time, media literacy can also
lead to gaining more pleasure from and effective use of the more positive
contributions the media can make to our society.

Features

The readings are organized similarly to most introductory mass communi-
cation textbooks. With this organization, these readings can be easily used
as discussion starters to complement the core topics covered throughout the
semester in any introductory mass communication course. In addition to
the standard table of contents, you will find an alternate contents that orga-
nizes the readings by topic. Thoughtful questions have been written for each
article to provide an opportunity for students to test their comprehension of
the core issues related to each reading.
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