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Preface

here’s a scene in Lewis Carroll’s Alice’s Ad-
ventures in Wonderland: Through the Looking
Glass that is relevant to today’s electronic
media. Alice and the Red Queen are run-
ning fast but are staying in the same spot.
Alice is perplexed at their lack of progress, but as the
Red Queen explains, “[I]t takes all the running you
can do, to keep in the same place. If you want to get
somewhere else, you must run at least twice as fast
as that!”

Given the pace of change in today’s media world,
professionals, teachers, students, and textbook writ-
ers must feel a lot like Alice: They must run as fast as
they can just to keep up with the changing media
landscape. In that connection, the seventh edition of
Broadcasting, Cable, the Internet, and Beyond is a sprint
to bring the book up to speed with the electronic
media’s current situation. Consider that the bulk of
the previous edition of this text was written in 2007,
when

¢ Facebook had about 12 million members; it had
more than 500 million in 2010.

* YouTube was barely more than a year old and
was boasting that the site was getting 100 million
views per day. In 2010 that number had increased
to 2 billion.

* Hulu.com had yet to appear.

* Google was just a search engine. In 2010 it an-
nounced it was entering the TV business.

* The iPhone had just been announced, and the
iPad hadn’t been invented yet.

* Video clips were showing up on a relatively
small number of Web sites. Now they are every-
where.

¢ The vast majority of people watched TV ona TV

set. Only a few watched on their computers or
iPods.

¢ Just slightly more than 10 percent of U.S. house-
holds had HDTV. In mid-2010 about 65 percent
of households had high-definition sets.

* TV was still broadcasting analog signals.

e Revenue at local TV stations was more than 20
percent higher than in 2010. Network TV revenue
was about 10 percent higher in 2007 than in 2010.

* The average gross domestic product (GDP), a key
measure of the economy, had been 7 percent in
2006. In 2009 it was less than 1 percent.

¢ The unemployment rate was 4.6 percent. As of
mid-2010, it was more than double that 2007
figure.

This list could be expanded, but the point is probably
already clear: Things are changing so fast it is diffi-
cult to keep up. Hence the need for a new edition.

NEW AND IMPROVED

There are two major changes to the seventh edition.
First, in response to reviewer and user feedback,
Chapter 14, the chapter about international commu-
nication, has been eliminated. Users suggested that
this material would be more appropriate for a more
advanced course. We do not, however, totally ignore
the international dimension. We have moved the in-
formation most relevant to an introductory text into
other appropriate chapters. Second, Chapter 6, pre-
viously titled “The Internet and New Media Today,”
has been totally overhauled. Rather than trying to
cover the structure, organization, content, econom-
ics, and social consequences of the Internet (topics
that would require an entire book or two to address
adequately), we have refocused the chapter so that it
now looks at the basics of the Internet, the Internet’s
impact on traditional media, and the growth of so-
cial media and then discusses audio and video on
the Web, a topic most of interest to the ever-changing
electronic media.

In addition to these major changes, Chapter 1
(“History of Broadcast Media”) has been updated to
include the impact of the recession at decade’s end,
new technology, including HDTV and mobile TV,
and the changing legal and regulatory environment
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ushered in by a new administration in Washington.
Chapter 2 (“History of Cable, Home Video, and the
Internet”) now traces the development of the DVD
and Blu-ray disk along with a discussion of the his-
tory of portable media. Chapter 3 (“Audio and Video
Technology”) has received a major makeover and
now includes an extended discussion of digital au-
dio and video production, transmission and storage
techniques, and a description of wireless technology.
This chapter attempts to convey the specialized in-
formation that is needed by today’s student without
becoming overly technical.

Chapter 4 (“Radio Today”) examines the chang-
ing competitive environment of the modern radio
station and includes an updated look at the indus-
try’s current economic situation as well as discus-
sions of changes in radio programming, ownership,
and organization. The chapter concludes with a sec-
tion about the impact of mobile devices and the In-
ternet on the traditional radio station. Chapter 5
(“Broadcast and Cable/Satellite TV Today”) looks at
the changes that have transformed contemporary
broadcast and cable/satellite television, including
digital transmission, mobile media, TV programs de-
livered via the Internet, and the struggle between
broadcasters and cablecasters over retransmission
fees. As mentioned earlier, Chapter 6 (“The Internet,
Web Audio, and Web Video”) now focuses on TV
and radio carried via the Web.

Chapter 7 (“The Business of Broadcasting, Cable,
and New Media”) has been revised to reflect how
the traditional broadcasting/cable business has
been affected by changing economic conditions and
emerging media. The chapter also contains a new
section about Internet advertising challenges and
opportunities. Chapter 8 (“Radio Programming”)
updates the current status of radio programming
with a special emphasis on the impact of MP3 play-
ers, Internet radio stations, and social media. Chap-
ter 9 (“TV Programming”) examines the current
state of television news and entertainment program-
ming, including a new discussion of the effects of
social media on news coverage and the latest trends
in TV production.

Chapter 10 (“Rules and Regulations”) discusses
the debate over “network neutrality,” the continu-
ing issues regarding copyright and the Internet,
and the back-and-forth between the FCC and the
courts concerning broadcast indecency. Chapter 11
(“Self-Regulation and Ethics”) looks at the ongoing
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debate over what is acceptable in broadcast televi-
sion and the efforts of the industry to promote the
V-chip. Chapter 12 (“Ratings and Audience Feed-
back”) has been updated to reflect the expanded
use of local market People Meters, C3 ratings, and
the current methods of measuring the Internet and
mobile TV audiences. Finally, Chapter 13 (“Ef-
fects”) now contains the latest research concerning
violent video games and the impact of the elec-
tronic media, particularly social media, on the po-
litical process.

BOXED INSERTS

The seventh edition continues the use of themati-
cally organized boxed inserts to present expanded
examples and discussions of topics mentioned in
the text or interesting snapshots of industry lead-
ers. Dozens of new boxes have been added. For
example,

* Chapter 5 (“Broadcast and Cable/Satellite TV
Today”) includes a new box about the issue of
diversity in TV station ownership.

¢ Chapter 6 (“The Internet, Web Audio, and Web
Video”) contains a new box about podcasting.

* A new box in Chapter 7 (“The Business of Broad-
casting, Cable, and New Media”) looks at the
economics behind NBC’s failed attempt with a
prime-time version of the Jay Leno show.

* Chapter 10 (“Rules and Regulations”) has a
new Issues box that examines the continuing
decline of libel cases filed against the electronic
media.

* The pros and cons of the pressure group the
Parents Television Council are discussed in a
new box in Chapter 11 (“Self-Regulation and
Ethics”).

Web Support

As with the sixth edition, each chapter of the book is
supported by an interactive Web site that students
can use to supplement the material found in the
text. The site has been updated and includes a study
guide, practice tests, chapter summaries, key
terms, and links to other relevant sites. For more
information, see the McGraw-Hill Web site at
www.mhhe.com/dominickbibZe.
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Something Familiar

The seventh edition continues to use the same orga-
nizational structure that was introduced in the fifth
edition.

e Part One (“Foundations”) examines the history
of the electronic media and introduces audio and
video technology.

e Part Two (“How It Is”) is an overview of the
electronic media: radio, television, cable, and the
Internet. Each of the three chapters in this section
follows a common organization. Each surveys
the structure of the media, looks at economic
and social forces that influence their operation,
examines current issues, and closes by outlining
various career options.

e Part Three (“How It's Done”) opens with a
chapter that describes business aspects of each
medium. Subsequent chapters concentrate on pro-
gramming and how broadcasters and cablecasters
select and schedule content that appeals to audi-
ences that advertisers want to reach.

e Part Four (“How It’s Controlled”) looks at the
regulatory process. The first chapter in this
section discusses the rationale behind regulation,
examines the FCC and other forces that shape
electronic media regulation, and reviews the key
federal and local laws that influence the day-to-
day operations in the industry. The next chapter
looks at self-regulation and examines how
industry practices and ethics influence what the
audience sees and hears.

e The final section, Part Five (“What It Does”),
focuses on the audience. The first chapter in this
section explains how ratings are determined,
while the following chapter examines the social
impact of the electronic media.

Moreover, every chapter has been updated and re-
vised to reflect changes to this dynamic area. Charts
and tables contain the most recent data available.

As was our goal in the previous editions, we con-
tinue our attempt to create a book that is concise but
still contains sufficient depth of coverage. Again, as
before, we have tried to maintain a conversational
writing style that students will find interesting.
Finally, we reiterate our hope that the seventh edition
fulfills the goal we first set when the first edition ap-
peared: to produce a textbook that is informative and
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that captures some of the excitement, exhilaration,
and immediacy that characterize this industry.
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