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Preface

ELCOME TO Media/lmpact. For students, the
following notes explain how to use this book to
study the media. For instructors returning to this
text, now in its second edition, and for instructors
who are using Media/Impact for the first time,

these notes explain the changes from the revised first edition and review the

text’s continuing instructional features.

Understanding the Media: Four Key Themes

Studying the mass media is important because of the significant role they play
in our society. The media influence our beliefs, tastes, and behavior, and they
help to set the agenda for political and cultural debate.

To explain the media and their impact on society, this edition of Mediaz/
Impact emphasizes four themes:

1. The media are profit-centered businesses. This book stresses the idea that media
economicy underwrites the way media induseries develop and function. Under-
standing the decisions of media insiders — why afternoon newspapers are dis-
appearing, which television shows are produced, why so many movies are
sequels —requires knowing where the media get their income and how the
marketplace affects the way the media operare.
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2. The evolution of media is inextricably linked to improvements in tech-
nology. As exemplified by compact discs and cable television, advancing tech-
nology causes rapid transformation in the way the media work.

3. The organizacion of a country’s political system affects the structure of the
media within thar country. The interrelationship between government and
media defines the media’s role.

4. Media both reflect and affect the society and culture in which they operate.
The media are social and cultural mirrors, displaying the nation’s values. They
also are influential participants in the culture, sometimes altering the national
dialogue by focusing attention on issues and trends.

These themes are introduced in the first chapter and reinforced both in the
discussions of individual media industries and in the extended discussion of
media-related issues and effects in Part 4.

New Features

In addition to introducing these four themes, Media/Impact offers several new
fearures to enhance the rext’s usefulness for students and instructors:

* Industry Snapshots. Each of the seven industry chapters in Part 2 features
a two-page spread of text and graphics highlighting current trends in each
industry.

* Global Media. Chapter 15 is an entirely new addition that emphasizes the
growing internationalization of the media business.

* Glossary. Another addition, the glossary offers quick reference help for terms
that may be new to students.

Continuing Concepts
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This edition also continues its emphasis on central concepts from the last
edition:

Media Economics. The media industries chapters show how the media are



driven by economic trends, and then the five chapters in Part 4 examine the
effects of changes in media ownership and other economic factors. Throughout
the text, data are presented that highlight significant trends in media

€conomics.

Current Informarion. The story of media changes daily, making currency
particularly important in che scudy of mass communication. This text presents
the latest data available, updated until the last possible publication deadline,
including current developments in ownership, law, ethics, and global media
issues. Media/Impact/ Update, a biannual newsletter for instructors, keeps them
up-to-date with timely informarcion.

Historical Perspective. Timeliness is crucial in the study of media, but so is
historical perspective. Understanding cthe media means, in pare, seeing how
ecopomic, culrural, and technological influences have shaped today's media
industries. In addition, the text highlights the stories of significant people in
media history: Ernie Pyle reporting the events of World War 1I; Ida Tarbell
uncovering the abuses of Standard Oil; and the Hollywood Ten defending their
political beliefs before congressional investigarors.

Forecasts. The media’s history and current developments foreshadow their
future evolution, and Media/Impact includes projections about what lies
ahead — technologically and economically — for cthe media industries.

Continuing Features

Features that continue in this text because of their usefulness in earlier edi-
tions are:

* Media/Impact Profiles, emphasizing che contributions of important indi-
viduals, past and present, to the media industries;

* Media/Impact Perspectives, incorporating a diverse range of critical views
by media analysts;

* In Focus sections at the end of each chapter, summarizing central concepts
for review:;

* Media Resources Appendix and Media Statistics Appendix, which offer
help for furcher research about the media plus 29 tables of data— the most
comprehensive listing of up-to-date media scatisics available.
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Organization

This edition continues the organization of earlier editions of Media/Impact.
After the introductory chapter, Part 2 consists of seven chaprers describing
each of the media industries: newspapers, magazines, radio, television, mov-
tes, recordings, and books. Part 3 comprises two chapters devoted to the media
support industries —advertising and public relations.

These first ten chapters explain the history and functions of each of the
media industries and media support industries as a foundation for the five
chapters in Part 4, which analyze the important issues and effeces of today’s
media: ownership issues and press performance issues; media effects; legal and
regulatory issues; ethical issues; and a new addition for this edition, global

media.

Instruetors’ Aids

Accompanying Media/Impact is a comprehensive Instructor’s Manual, created
by Ron Jacobson of Fordham University. The manual includes chapter outlines,
multiple choice, completion, and essay questions. A special feature of the
manual is a chapter-by-chaprer list of videos to enhance the text, compiled by
Susanne Roschwalb of American University. Tests are available on disk in IBM
and Macintosh formats.

Acknowledgments
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Every detail of this book’s format and design is the result of the painstaking
care of the Wadsworth team that created this edition of Media/Impact. Their
names appear on the copyright page, but I feel especially thankful for the help
I received from Kris Clerkin, John Bergez, and Karen Garrison. Brett Braid-
man, Carole Tchinguirian, and Carol Bell contribured research assistance, for
which they deserve special mention.

This second edition of Media/Impact also reflects the suggestions, contribu-
tions and wisdom of the reviewers of this edition and of earlier editions, for
which I am very grateful. They are: First edition reviewers: Roy Alden At-
wood, University of Idaho; Tom Beell, Iowa State University; Gerald Flannery,



University of Southwestern Louisiana; Ken Harwood, University of Houston;
James Hoyt, University of Wisconsin — Madison; Seong H. Lee, Appalachian
State University; Alfred Lorenz, Loyola University; Maclyn McClary, Hum-
boldt State University; Robert McConnell, Ball Stare University; Daniel G.
McDonald, Cornell University; Alston Morgan, Oral Roberts University; Mar-
lan D. Nelson, Oklahoma State University; Richard Alan Nelson, University
of Houston; John H. Vivian, Winona State University; Donald K. Wright,
University of Southern Alabama; and Eugenia Zerbinos, University of
Maryland.

Updated first edition reviewers: Michael Carlebach, University of Miami;
Danae Clark, University of Pittsburgh; William Miller, Ohio University;
David Mould, Ohio University; Ray Newton, Northern Arizona University;
Patricia Bowie Orman, University of Southern Colorado; Manny Paraschos,
Emerson College; Jim Patten, University of Arizona; Peter K. Pringle, Uni-
versity of Tennessee at Chatranooga; Penny Summers, Northern Kentucky
University; Jim Tyman, University of Michigan; and Laura Widmer, North-
west Missouri State University.

Second edition reviewers: Paul H. Anderson, University of Tennessee at
Martin; Michael Carlebach, University of Miami; Jack F. Holgate, University
of Southern Mississippi; Tom Jacobson, State University of New York, Buffalo;
Richard Alan Nelson, Kansas State University.

A Reqgquest for Comments

Four years have passed since the first edition of Media/Impact, and the book has
been updated every two years to try to reflect the unforeseeable, kaleidoscopic
changes in the media industries. The book, like the media business, is now
truly global, with users throughout the United States, Canada, and Australia.

In the first and revised first editions, I asked students and instructors tq
write me with cheir comments and suggestions. Truthfully, I expected very
lictle response, but I have been thrilled with the results. More than roo
students in a class in Arizona who had used MedialImpact each wrote me a
letter about the book. A student from Tennessee sent me some very useful
technical information for the Recording Industry chapter.

Instructors have sent articles and books for consideration as Impact/Per-
spectives, and they have suggested videos to use, which I included in one
edition of Media/Impact/Update.

Students who transfer to CSUS, where I teach, often tell me that they used
Media/Impact at another college, which is gratifying. (One student told me
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candidly, “It actually wasn’t too bad — for a textbook.” I considered his com-
ments high praise.)

I hope you find the book at least as useful as he did. I believe this text offers
students the information they need as consumers of the products the media
business delivers and, perhaps, as future employees of the media industries.

And again, I ask for your comments and suggestions. Please write to me at
California State University, Sacramento, 6000 J Street, Sacramento, California

05819.

Shirley Biagi
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