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PREFACE

Today, the field of broadcasting is changing
almost as fast as books and journals can
record the transition. No longer can we be
content to study electronic media by concen-
trating on radio and television stations, or,
for that matter, even cable and satellites. We
have arrived at the age of telecommunica-
tions. It encompasses a multitude of new
media and demands the integration of these
media in both theory and practice.

This new edition, also for introductory
courses, incorporates this total approach to
the study of electronic communication, ex-
amining everything from the history of the
telegraph to the future of personal com-
puters. In addition to the strengths of the
first edition, which have been retained, this
new edition includes:

* A new chapter on computers and data pro-
cessing, including an examination of how per-
sonal computers are affecting the changing
world of broadcasting and telecommunication.

* A new chapter on emerging telecom-
‘munication and consumer technologies, in-
cluding cellular radio, digital audio and televi-
sion, videodiscs, and others.

* A new chapter on the telegraph and
telephone and how they evolved to complement
such modern technologies as television and the
computer.

* A new chapter on feletext and videotex
and what the future holds for these experimen-
tal media. ’

* A new chapter on programming from the
view of the program director, who must make
the strategic decisions in a competitive
marketplace.

* New material on common carrier regula-
tions.

* New material on national and interna-
tional controls over telecommunication.

* An expanded chapter on cable.

* Updating of important material on satel-
lite communication.

* Updating of information on research into
the uses and effects of broadcasting and
telecommunication.

The text continues to examine traditional
fields of study found in the first edition, in-
cluding the historical basis of radio and .
television, educational and public telecom-
munication, corporate telecommunication,
ratings, the research process, economics,
and ‘international broadcasting. It also in-
cludes a glossary and a library and data-
based search guide for broadcasting and
telecommunication. .

A comprehensive Instructor’s Manual
also accompanies the text.

J.R.B.
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