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Preface

How should we be looking at the media and media products
that we see in our everyday lives? Even children know on some . —_—
ultural dimensions
of media consumption
are highlighted in the
text among four features

level that entertainment content on television and other media
does not depict life in the United States in a realistic fashion.

Should we consider these products as simple works of art?
that illustrate key social

Popular culture entertainment? Symbolic representations o
and technical influences
intersecting with the media.

of power and ideology in society? Are they reflections
of media as a corporate institution? Perhaps they can

be all of these.

Thinking about these questions as teachers led us to en- African
courage our classes to observe how audiences interpret ;’nerICa,,
. P i . est-
and incorporate the media into world views and lifestyles. 4y St-Selleps

44 e Y 03
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An entertainment product, such as the 1956 film, Invasion
of the Body Snatchers, can be used to demonstrate the po-
tential of a movie for engaging the popular imagination.
The movie is a story about an unknown and unseen force
that invades people’s minds while they sleep and replaces
their bodies with foreign replicas (grown from 4-foot
long seed pods). These replicas are emotionless mem-
bers of a community with an unknown purpose. Look-
ing for clues to the movie’s power to resonate with so-
cial values of its time, one typical media analyst
noted that the United States was emerging from the
Korean War when Invasion of the Body Snatchers was
filmed and claimed that the movie’s powerful
effect was based on its reception as an overt
anti-Communist metaphor for the brainwashing
experienced by GIs in Korea. The pod society rep-
resented a mechanistic utopia, a metaphor for com-
munism.* Apart from what we may think of this interpretation, the
rich range of possible responses to the movie, which was remade several times, shows
students how a media event extends its role from an entertainment product to a

cultural symbol.

*Peter Biskind developed this interpretation in his book Seeing Is Believing: How Hollywood Taught Us
to Stop Worrying and Love the Fifties. See the description of Biskind’s claims in Michael Real, Super
Media: A Cultural Studies Approach (Newbury Park, CA: Sage, 1989), pp. 172-173. o
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: What we came to consider important for students to discover is not how to spin imag-
xxvi inative interpretations, but to see that media products and their impact on audiences
have powerful functions in society that interact with and influence the industry that
generated them. Media products have social, economic, and potentially political roles that
need to be examined along with their immediate role for consumer audiences and pro-

ducer industries.

A book to help students interpret the media

As teachers of mass communication, we have developed a textbook that guides students
on how to view and interpret media messages. This book moves students beyond the
“gee-whiz” level of interpretation of the media to evaluating how the media affect each
of our personal and professional lives. Organizational and pedagogical aids in the text
will help students enjoy the study of media and to understand its influence and rele-
vance day to day. We have, therefore, titled the book: The Media in Your Life: An Intro-
duction to Mass Communication.

This book’s scope is geared to a broader audience
than many introductory texts for the mass media
course. It is appropriate for both majors in journalism
and mass communication programs and for nonma-
~ucgng Thals sl jors who seek a general education course that provides

You be the judge. IF you're familiar with any of these  rate them. Think about whether quality and popu-

oKs
in your life

TR i iy o o A S| S e o g media literacy. With this wider audience in mind,
ing to how you think mast of your friends would these books the same ratings you do? : B
o e - the book can best be characterized as a liberal arts ap-
T ——— proach—consistent with the needs of nonmajors but
/A Clear and Present Danger (Tom Clancy) . . . 1L
e also with accreditation standards of the Accrediting
e - Council in Journalism and Mass Communication.
iy el While a large amount of information as to how the
media work is provided for professionals, the book

As you rea peer, you willfind these books  of quality versus popularity. Do you think quality

mention ion with important issues for  and popularity are mutually exclusive?

e book e i e oot e is extremely relevant for
general communicators, not
just journalists.

Chapter introductions con-

Because of the perceived power of books, nearly all governments and societies at one

the printing o distribution of books. From the
ly contr the

clude with an interactive
panel feature, “The Media
in Your Life,” alerting

nting. However.
who printed outside t

clal owns.?
[ - S—— readers to how their every-
day media behavior relates
to forthcoming issues in

w | the chapter.

‘Goals for this book

®eo8seeesccccscc00cccssssesssessssssnees

As we began to see a need for a book showing the media as an economic and cultural
segment of American life, we developed the goal of showing the role of media within the
society. This emphasis enabled us to focus on important social, cultural, and economic
issues that affect everyone's lives. It also enabled us to ask students to seek explanations
for the way media function within society, rather than limiting them to a microscopic
examination of day-to-day operations of media organizations.
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] We especially believe students will
| benefit from a text that examines the pro-
fessional and cultural aspects of media
within an economic framework. Only
when the media assume their true place
as an institution that interacts systemat-
ically in the functioning of other institu-
tions, such as churches and schools, can
the media be studied. We find that stu-
dents need a systemwide view of where
the media functions on a day-to-day basis
rather than a projection of the media’s so-
cial negative effects.

The commerce of media is discussed,
therefore, from the assumption that col-
lectively media organizations form an institution that

“Economic Impact”

boxes in each chapter
illustrate key economic

o Tom
ing 2ot (17
ruck 16

influences intersecting
with the media.

casson of Wi

aion in 1947
435 MY iy in

et e g rank with government and religion in impact on Amer-
Wﬂsb\w;“mrmﬁ“ v ican society. Because of this power, we think the U.S.
”“jkh‘w:“w:‘,“” i T media system should be understood for what it is—a
ottt e collection of primarily commercial organizations that

affect people and society in both positive and negative ways. A key
part of this understanding is a neutral discussion of how the media operate within the
U.S. economic system and its member organizations.

Seeing the media as a coherent story

A R D P

We believe that understanding the media in contemporary society is based on an un-
derstanding of the history of media, which means seeing key segments of the media as
stories that make sense. Each chapter in this book is built upon a section that outlines
the story of a topic or media channel within American society. Too often the economic,
political, social, and cultural strands of the media have been seen as individual threads
in a tapestry to be examined individually or in small sections. But seeing the full effect
of the media tapestry requires that one view all the threads as a whole picture, presented
as a coherent story over time. Because many schools no longer require a separate
media history course, this complete picture may be unavailable, even to media majors.

L]
QDORSM our lives

dateline :

819305 Come with the Wi becomes wordunde bes sler
R 1941-194S. World War 1| booses book sales in the Unveed Scaces.
# 19501 Publuhing houses begn to specaliz mare.
= 1970s. Book-company mergers pick up pace
W 19708, Moviete-s and paperback rights beg to drv book

14008 Gueniberg invents mavable mecal &
81529, Heney Vil sses st of banned books.

History sections conclude with a i T
graphic continuum “Dateline”

3 e bt St mainc
showing major media events
across time so that students can
relate events and sequences in

smallr independen
19808, Foregn ownership of book companies
 1990n. Book
dtribuaion, and b seven

domnate

the media story with familiar

historic events. S N

% 1969, Firs: parson ands on moon
19851991, Cold War ends and Sovie eaces

= 19905, Newspapars go online.

rea again rose us prosperity retrmed, but the number of new titles declined and interior decoration catered t those faced with housing shortages or lack of skilled
during World War 11 Immediately afier the war, however, came a new publishing boom

labor, as well as to peopie interested in manual craftsmanship. Expansion of secondary

e The postwar publishing years were characterized by schocis and the creation of the GI Bl,which financed higher-education prosmme oy
concept Publishers sinicanty increascd e teturning Gls, created 3 domand for ducational rxts. Colleg enrollmens. weh wes
DRIt e bt of icntif and tochcal b s & A oF

one million students before the war, mushroomed to 12 million during the 1960s and
19705, A variety of federal legislation packages created programs that expanded i
braries, both in and out of schools, thermby creating an even larger demand for more
books. Most of the major book publishers developed extensive education divisions,

their

taking advantage of new technology. Americans were
ready to move forward technologic
fiction, aeronauti

o ol o ook Homevr, chesp e g
v raretngechues sl mode bocks
cebie s e umbers o resdes.

T day’s market structure




This book is unique in offering its chapters as complete stories of how a part of the media
evolved, what its issues and elements are, and where it seems to be headed.

As part of the ongoing story of media within society, the development of technology
is woven into this book to a greater degree than most current texts. In particular, we
stress the concept of “Converging Technologies” to highlight important overlaps and
blending in media functions as technological changes create new combinations from
the traditional channels. Because media technology and the technology industries are
constantly changing, we have stressed the effects of evolving technology as part of the
media’s social, economic, and cultural roles.

he plan of this book
The book is organized for clarity and understanding. Chapters 1-3 are introductory, fo-
cusing on media in contemporary society, the elements of the communication process,
and the history of mass communication. Chapters 4-11 address individual media: books,
newspapers, magazines, movies, radio, television, music, and computers. Chapters 12-16
address issues and related industries: regulation, ethics, public relations, advertising, and
research. Because the material for an introduction to mass communication course is vast
and can be organized in various ways, individual instructors wishing to customize their
presentation will have no difficulty assigning the chapters in a different order. Two ad-
ditional chapters are also available as part of the supplement program. A chapter on “Vi-
sual Communication” is available on this book’s Web site (www.abacon.com/folkerts) as
a possible download assignment for students, and another chapter on “Power and Ideol-
ogy” is available for handout as a copy master within the Instructor’s Resource Manual.
Starting with Chapter 4, each chapter has a similar organization. An introductory vi-
gnette leads into a feature titled “Media in Your Life,” to help readers become aware of
the chapter’s ongoing issues that are summarized at the end of the introduction. Each
chapter begins with an historical narrative related to its media topic that includes dis-
cussions of media impact on American life. The chapter moves on to “Today’s Market
Structure,” thoroughly describing economic and institutional processes that affect each
segment of the media, including production. It concludes with a section on “Trends and
Innovations” that is strongly focused on new technology.

uidance for learning

important ideas, concepts and terms

The Media in Your Life's unique learning system is centered on the “Key Concepts” an-
nounced at the opening of each chapter. These reappear as definitive statements in chap-
ter sections where they play the leading role. The ideas encapsulated under these “Key
Concepts” are central to the media topic in each chapter and are highlighted as guideposts
to students when reviewing main ideas. These “Key Concepts,” along with the recurring
issues posed in the chapter introduction, are designed to help students focus on main
ideas and terms to make sense of the media story and follow the thread of each chapter.
In addition to these learning guides, distinctive media terms within the chapter text are
boldface and featured with glossary definitions in marginal panels alongside the text.
While these media terms function to ensure that students absorb the unique terminology
of the media without confusing their grasp of larger concepts, they can also be used by
individual instructors as the focus of learning goals for a more technical understanding of
each of the media. Finally, after students have completed the chapter and are ready to re-
view, they will discover that the issues listed in the introductory section have been crys-
tallized with “Questions for Review,” and “Issues to Think About” at the end of the chapter.
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The ideas encapsulated under the “Key Concept” are
central to the story of the media topic in each chapter
and are highlighted as guideposts to students when
reviewing main ideas and following the thread of the
chapter. In addition, media terms are bolded and
defined on the page.

Keyconcept
Mo Corocnan Fom e 15608 oo, ek

or books published for general &
) hardcover books, (2) quality paperbacks, and (3) mass books

pecial features to focus interest and learning
A number of special feature pieces are introduced within the text at appropriate inter-
vals to highlight key ideas and serve as a focus of special instructional units.

THE MEDIA IN YOUR LIFE  The introductory section of each chapter con-
cludes with an interactive panel feature, “The Media in Your Life,”
alerting readers to how their everyday media behavior relates to forth-
coming issues in the chapter. This feature is not a quiz or learning
check, but a chance for readers to take note of their media awareness
and become alert to issues in the chapter that will intersect with their

Video Program, to the Video owih media behavior.
User’s Guide and to the Web

site for this text.

“Profiles” of typical and influential
players in each media area are
highlighted and are linked to the
Allyn & Bacon Interactive

DATELINES A graphic continuum “Dateline” spreads out major
media events across time, helping students to relate events and se-
quences in the media story with historic events that may be fa-
miliar to them.

PROFILES A prominent figure is highlighted with a special por-
trait in each media to focus attention on key roles played by typ-
ical and influential players. This feature provides a miniature
“case study” of a career that can be analyzed in assignments, es-
pecially as supplemented by the Allyn & Bacon Interactive Video
Program—a series of video modules designed for classroom pre-
sentation and for critical thinking projects focused on key
media personalities. The video modules are linked to critical
thinking questions that can be presented to students via
handouts from copymasters in the Video User’s Guide and
trom the Web site that accompanies The Media in Your Life
(www.abacon.com/folkerts). '



IMPACT FEATURES Four kinds of special-feature boxes present stories
throughout the chapters to illustrate key social and technical influ-
ences that intersect with the media. To focus attention on key con-
cepts and themes, the text includes these boxes: “Cultural Impact,”
“Economic Impact,” “Converging Technologies” (stressing the con-
tinuing overlaps and blending of media functions as technologies de-

Sumeria Reborn

- aid off
wall hvee s, and Gnaly had

perimenting with CD-

0 vy it Goabues 0 be e
S M‘mm:' velop), and “Global Impact” (calling attention to international
plore in ways never imagined by )
o e penreens | Spmimes influences in key areas) throughout respective media chapters.
oy e Souace, jey Boh Dig
it b | GRAPHIC CHARTS, DIAGRAMS, AND PHOTOS An array of graphic material
runs alongside the text in each chapter to provide supplementary

data, useful charts illustrating key ideas, and historical and current
photos that provide visual examples of text concepts.

NAVIGATING THE WEB Each chap-
ter has a special section offering
two sets of Web sites that per-
tain to the material in the chapter. Chap-
ter 4, for example, includes sites that illus-
trate how books are offered or promoted
on the Web, and sites that contain mate-
rial and data about the book industry.

th
‘despreag

or century,
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media functions and call The second set of addresses can be con-
attention to international
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sulted for special projects, collaborative
discussions, or term papers.
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Supplements for the Instructor and Student
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INSTRUCTOR'S RESOURCE MANUAL - This manual provides outlines, questions, teaching sug-
gestions, copy masters, and a supplementary chapter on “Power and Ideology” along
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with material for classroom assignments linked to the video modules in the Allyn &
Bacon Interactive Video Program.

TEST BANK AND PRACTICE TESTS The Test Bank—over 1000 true/false, multiple-choice, short-
answer, and essay questions—is available both in print and computerized formats for in-
structors only. Practice Tests for students, consisting of approximately 15 questions per
chapter, are offered to help students gain mastery of chapter material.

THE ALLYN & BACON INTERACTIVE VIDEO PROGRAM  Video modules based on the key media
players featured in the text's “Profiles,” provide a live “case study” of a media career. Mod-
ules are linked to critical thinking questions that can be presented to students via hand-
outs from the Video User's Guide and from the Web site accompanying this text.

VIDEO USER'S GUIDE  This separate guide provides instructors with additional information
about working with the video modules for use in critical thinking investigations and spe-
cial class or collaborative projects.

THE MEDIA IN YOUR LIFE WEBSITE ~ A state of the art Web site is available for students and in-
structors (www.abacon.com/folkerts) to access in connection with work in this text. It
provides an online study guide, links to critical thinking exercises and the video modules,
a special survey section linked to “The Media in Your Life” features in the text, Internet-
linked versions of the “Dateline” charts, and new “Profiles” features in addition to those
in the text.

COLLEGENEWSLINK A special subscription rate to College Newslink is available to adopters
and students using The Media in Your Life. College Newslink (www.ssnewslink.com ) is a
media-oriented channel that provides news articles, periodical subscriptions, and other
media industry data via e-mail and newsgroups.

POWERPOINT PRESENTATION PACKAGE  Slide material combining graphic and text images are
offered to instructors in modular units to accompany each chapter. Software is compat-
ible with all platforms, and a PowerPoint viewer is included to access and produce the
images on the instructor’s local equipment.

THE A&B QUICK GUIDE TO THE INTERNET FOR MASS COMMUNICATION, 1998 This handy ref-
erence book acquaints users with efficient ways to use all Web search and communi-
cation resources. This guide including the free Sprint Internet Passport CD-ROM is avail-
able packaged with the text for free. See inside the front cover of the text for ordering
information.

THE A&B MASS COMMUNICATION VIDEO LIBRARY AND THE MOVIE LIBRARY Adopters of this text
have access to two rich libraries: (1) a set of videos about the media created through In-
sight Media and Films for the Humanities, and (2) the Movie Library featuring ten pop-
ular entertainment movies, each related to one of the media (for example, Radio Days,
Network, etc.). Conditions for adopters’ access to these libraries can be obtained by con-
tacting your Allyn & Bacon representative.

MESSAGES 4: THE WASHINGTON POST MEDIA COMPANION  Prepared from columns of the Wash-
ington Post, these articles on the media can be used concurrently with the text. This col-
lection of articles is available separately for student purchase.
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