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Preface

S ince we wrote the first edition of The Interplay of Influence, the world of news, ad-
vertising, and politics has undergone a seismic revolution. Cable television now
reaches more than two out of three homes in the nation, carrying civic information on
C-SPAN, round-the-clock Headline News on CNN, and hours of political talk on
MSNBC. In many mid-sized cities, the second paper that political activists subscribe to
is not a local one—for there are fewer and fewer two-newspaper towns—but 7he New
York Times, which is delivered daily thanks to satellite transmission to regional printing
plants. In addition, computer services have made it possible to scan stories from
around the nation and even around the globe.

We can now receive video from the phone company and phone service from the
cable company. A “V-chip” is included in every new TV set, enabling parents to block
sexually oriented or violent programs entirely or during certain hours. By doing so,
they cast a countable “no” vote with advertisers on such shows.

The world of politics has changed as well. Candidates now have Web pages that re-
cruit volunteers, offer campaign material, and solicit funds. In newsrooms, computer
databases make it easier to check candidate consistency and to monitor the flow of
money reported to the Federal Election Commission. Adwatches have been added to
the range of available forms of news reports. And all of the major newspapers now of-
fer an on-line version.

These changes in the world of media have led us to expand the scope of issues con-
fronted in this new edition of The Interplay of Influence. In particular, we have added
extensive sections on the ways in which the Internet has transformed and has the po-
tential to transform the media environment. But even with all the changes afoot, we are
pleased to note how durable are the original principles we set forth in the first edition.
This edition offers new illustrations of those principles.

The other durable elements in our lives are our institutional homes. We remain hap-
pily situated at the University of Pennsylvania’s Annenberg School and the University
of Minnesota’s Department of Speech—Communicanon

We thank the following reviewers of previous editions for their helpful suggestions:
Dennis C. Alexander, University of Utah; Marin Pearson Allen, Gallaudet College;
Chuck Bantz, Wayne State University; Jane Banks, Syracuse University; Sam Becker,
University of lowa; Peggy Bieber-Roberts, University of Wyoming; Bob Cathcart,

xix
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Queens College; Gina Daddario, State University of New York at Cortland; Richard J.
Harris, Kansas State University; Kathryn Ingle, University of Virginia; Don Kirkley,
University of Maryland; Joe Lamp, Anne Arundel Community College; Margaret K.
Latimer, Auburn University; Larry Lichty, University of Maryland; Val E. Limburg,
Washington State University; Kate Madden, SUNY-Brockport; John Robinson, Uni-
versity of Maryland; James L. Rogers, University of North Texas; Gordon Whiting,
Brigham Young University; and Eric Zonot, University of Maryland.

We also appreciate the helpful comments of the reviewers of this 5th edition: Rob-
ert Bohle, University of North Florida; Dorothy Kidd, University of San Francisco;
Larry Powell, University of Alabama, Birmingham; and George Rodman, Brooklyn
College.

We thank our research assistants, David Dutwin, Aric Putnam, and Angela Ray. In
particular, we thank Jenny Stromer-Galley for her research on the ways in which the
Internet has affected press coverage. Finally, we dedicate this edition to the memory of
Paul Newell Campbell.

Kathleen Hall Jamieson
Karlyn Kohrs Campbell
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