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Introduction

Mass Media and the
Critical Consumer

When man first placed his foot on the surface of the moon, it was the
most widely communicated act in his entire history. An estimated 528
million people around the world witnessed the event on live television.
In nations where home television sets were not yet common, great
crowds gathered in public squares to watch the event on communal
TV. Washington Post writer James Clayton said of the Apollo 11
flight: It is the most massive publicity effort in the history of the
world.”

In a democratic society such communication efforts are essential
to action. Without publicity, the United States space program could
not have moved men with the sense of urgency needed to complete
the mission. It could not have convinced lawmakers and taxpayers to
appropriate the vast billions of dollars necessary to fund the pro-
grams. It could not have recruited resources of brains and energy and
talent vital to planning and fulfilling the project.

The Watergate affair focused mass attention on the role of news
media in public matters. It was the press that publicly exposed wrong-
doings in government, not the FBI, CIA, Secret Service, Justice De-
partment, or other government agencies. Some people have accused
the news media of being responsible for the troubles of Watergate.

ix
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News reporters did not break into the Democratic party headquarters;
they merely reported the action, and later analyzed and interpreted it.
But, by doing so they caused sweeping changes to occur in the Nixon
administration.

In a democratic society the public must be informed and opinions
shaped by facts and ideas before change can occur. Increasingly, in a
mass society ways must be found to communicate a message to the
public before action can be taken. A march on Washington gets the
mass media to tell the nation about its poor and maligned. A protest
communicates student feelings of unrest to the administration or the
public. A riot breaks out in a ghetto to give emphasis to, and raise to
the level of public discussion, the discontent of slum residents.

For the same purposes, the President asks for nationwide prime-
time television to tell the public about the policy he wants to adopt
on Southeast Asia. Congress engages in a lengthy filibuster to draw
public attention to a civil rights bill. General Motors stages a “*com-
ing-out party”’ for its new cars before newspaper reporters and tele-
vision cameramen. -

One could argue quite convincingly that man acts only to the
extent that he can communicate his action. It is plausible to suppose
that man could never have gone to the moon until he had perfected a
portable television camera and the electronic capability to transmit
words and pictures 238,856 miles back to earth. Had there been no
television, the moon voyage would not have been so widely known,
and the pressure to succeed would have been far less without the abil-
ity to communicate that success to the world.

The Medium Is the Message

The act of mass communication has many parts, and these can
be broken down into components for study. Traditionally, we have
been most concerned with the message, the message sender, the au-
dience, and the effects of the mass communication process. These
are all valid areas of scholarship.

More recently, however, increased emphasis has been placed on
the medium itself as an important element in the mass communica-
tion process. Indeed, the medium may be the key component in the
process. Marshall McLuhan coined the phrase *“The medium is the
message.” ! What this means is that the carrier of communications—
whether human voice or printed page, neon sign or electronic im-

1. Marshall McLuhan, Understanding Media: The Extensions of Man (New
York: Harcourt Brace Jovanovich, 1964).
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pulse—influences the message, the sender, the audience, and the
effects of mass communication far more than was previously under-
stood.

The medium shapes the message itself. A neon sign can sell a
hot dog, but it cannot very well express an abstract political idea—
unless the political idea is reshaped to fit the preferences of neon signs
for simple and concrete ideas.

The medium shapes the message sender. The technical consider-
ations inherent in the production of a TV series or the publication of
a metropolitan newspaper are so complex that they require a team of
communicators to accomplish mass communication. The individual
sender has been replaced by the conglomerate media communicator.

The medium shapes the audience because it alters perceptual

“You see, Dad, Professor McLuhan says the environment that man creates

becomes his medium for defining his role in it. The invention of type created

linear, or sequential, thought, separating thought from action. Nosw, with

TV and folk singing, thought and action are closer and social involvenent
is greater. We again live in a village. Get it?”

Drawing by Alan Dunn: @ 1966 The New Yorker Magarine, Inc.
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habits. The dominant medium of any society conditions the thought
processes of that society and shapes its culture. McLuhan suggests
that man’s history can be divided into three great stages caused by the
dominant communication medium of the time.

In the first stage, the pre-alphabet age of man, he lived in acoustic
space. He knew only what he could hear and see in his immediate envi-
ronment. His world was small and tribal, governed by the group’s
emotions of the moment, a world of mystery and communal partici-
pation.

The second stage was marked by the development of an alpha-
bet, forcing man to begin to think in logical terms. The develop-
ment of writing as the dominant mode of communication made men
think in a linear, connected, and continuous fashion. Man could
think for himself, be an individual separate from the tribe, develop a
rational universe, an industrial society, and an assembly line.

The third stage of man, according to McLuhan, came with the
development of electric media, starting with the telegraph in the
nineteenth century. The electric media changed the linear way of
thinking, making the aural and tactile senses important again in the
perception of messages. High-speed information, sent far distances by
means of electronic waves, changed man’s sense of time and space.
The world is once again smaller and man’s community a tribe, where
everyone is involved with everyone else.

In sum, the media affect the message, the message sender, and
the audience. We can say without hesitation that if we do not know
the medium, we cannot really know the message. Canadian anthro-
pologist Dr. Edmund Carpenter has written:

English is a mass medium. All languages are mass media. The
new mass media—film, radio, TV—are new languages, their
grammars as yet unknown. Each codifies reality differently;
each conceals a unique metaphysics. Linguists tell us it's possi-
ble o say anything in any language if you use enough words or
images, but there’s rarely time; the natural course is for a cul-
ture to exploit its media biases. . . .2

In an age of mass communication, perhaps nothing could be
more vital than the study of mass media. This book introduces the
student to the grammars of the mass media as we currently know
them. We need to see how each medium codifies reality differently;

we have to learn each medium’s individual metaphysics; we must
L]
2. Edmund Carpenter, “The New Languages,” in Explorations in Communica-
tion, ed. Edmund Carpenter and Marshall McLuhan (Boston: Beacon Press, 1960), p.
166.
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understand the media biases of our culture. We also need to know
what the media have in common as mass media rather than personal
media. Such a study can help us understand ourselves and our environ-
ment. For mass media have undoubtedly shaped us. They are the mes-
sage.

Scope of Mass Media

The media are all around us. Television has become the baby-
sitter for our young and the constant companion for our old and
lonely. Most of us catch TV over breakfast in the morning, watch
the evening news before dinner, perhaps take in a movie or variety
show several nights a week, a sporting event or a special on the
weekend. In all, the average American family spends more than seven
hours a day with television.

Radio occupies a different time, place, and function, but is
nonetheless important. We would hardly think of getting in the car
without turning on the radio, and we listen to news and music as we
drive to and from work, go to the shopping center, or take a Sunday
drive. The radio and the phonograph, because they do not require
our complete attention, have become necessary background and
filler. We are apt to turn on a radio or phonograph while we read and
study, while we clean the house, while at a party or at work. Even at
the White House, background music is piped in.

Contrary to some opinion, radio and television have not taken
away much time from newspapers. Many metropolit‘gn afeas have
both morning and evening dailies, thicker than ever. with news and
advertising, and more people than ever are reading them. The aver-
age American spends about one and a half hours aLday reading
newspapers. He depends upon them for background and interpreta-
tion of the news of the day, to learn who among his friends is alive
or dead, to check on the progress of his stock at the market, to see
where he should shop for groceries, to look for a hous® or apart-
ment, to keep up with the statistics of his favorite team. ~

Magazines, too, are bigger than ever and come in all shapes and
sizes. More than 10,000 magazines are published every vear in the
United States. Increasingly they are aimed at specialized audiences.
The large general-interest magazines of the past, such as Look and
Life, have died. But their places have been taken with news,
travel, men’s, women’s, opinion, cultural, professional, and romance
magazines. You name it, and there is probably a magazine that
specializes in the subject crowding newsstands, drugstore counters,
and racks in supermarkets.
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Book production has also increased in this age of mass commu-
nication. Most college students spend hundreds of dollars on books,
for a book is still one of the handiest ways to package, store, and re-
trieve information. With its table of contents and index, a book al-
lows the reader to flip through its pages and find exactly what he
wants, and he can spend as much time with it as he wants. With the
development of the soft-cover book, which can be produced quickly
and cheaply, books have found a new life as a mass medium as well
as a tool of education.

The movie industry, too, is playing an ever-larger role in our so-
ciety. In the 1970s Americans are spending over $1.5 billion to see
films. Hollywood no longer has a monopoly on motion-picture produc-
tion. Movies are now made in every corner of the world, with indepen-
dent production units turning out over half of American feature-length
films. Most TV series are filmed. Film is increasingly used for education
and information, too. The U.S. Department of Defense, to name only
one example, has made more than 4,000 films a year for troop
education and information.

And at every turn we are exposed to other forms of mass media
—billboards, subway and bus cards, bumper stickers, pamphlets,
leaflets, brochures, booklets, neon signs, and skywriting. Even the
newsletter, an ancient form of journalism, has been revived in the
twentieth century and seems to be everywhere. Each delivery of mail
brings another mass communication, perhaps from our church group,
alumni association, social club, political party, congressman, stock
broker, or professional society.

The Critical Consumer

In our discussion so far, a basic question remains: if the media
shape us, gare we their victims or their masters? That is, are we man-
aged, manipulated, massaged, and brainwashed by mass media, or
do the media simply reflect us and our wishes, our purchases in the
marketplace, our attention, our dial-twirling, and our page-turning?

The best answer is probably a combination of both. We still do
not know enough about the process to make final judgments.
Though we speak of communication science, we have far to go to ar-
rive at answers to some basic questions. One thing seems clear, how-
ever: the more we know about a subject, the less we can be misled
about it.

L
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During the Korean war, when the problems of brainwashing in
communist prison camps became a great concern of Americans, a
team of psychologists at the University of Illinois undertook an ex-
periment. Two groups were tested to see how their opinions on a
subject could be changed. One group was given advance information
about the subject, while a control group was not. Test results showed
that the ideas of the group with the advance information were less
likely to be changed about the subject than those of the control
group. The experimenters concluded that the more information a
person had about a subject, the less likely his mind could be brain-
washed.

It seems certain that the mass media will play an ever-increasing
role in our lives; therefore, the consumer of mass communication
must have greater knowledge of the process. The educated man in
modern society should be informed about mass media, whether he
becomes a participant or remains an observer or consumer. This
book, then, is written for the critical consumer as well as the future
communicator.

The educated person must develop a critical attitude toward
mass media. He must be able to make judgments beyond his likes
and dislikes. He must know why something is of high quality and
when it is not. He must develop a critical awareness about mass
media. Universities have offered courses on art appreciation, music
appreciation, and literary appreciation in which students are taught
to be critical of these forms. We need courses in mass media appre-
ciation that will allow the student—and all consumers of mass com-
munication—to be critically aware of the problems and processes of
mass media.

Today, an understanding of mass media seems as important for
full community participation and active citizenship as a knowledge
of civics and government. Knowing the processes of human commu-
nication seems as important as knowing about nutrition and diets for
our bodies.

Uncritical audiences in our society are more likely to believe ev-
erything they see in print, hear on radio, watch on television or at
the movies. The power of pl:}nt has intimidated mankind for hun-
dreds of years, and the power of live-action pictures on the television
set can be even more mtlmldatirn‘g A person who has believed so com-
pletely in what he reads in the newspaper or observes on television is
apt to become disillusioned and suspicious when he discovers that what
he reads and sees is not always 100 percent true. He begins to listen to
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voices of suspicion and becomes an easy victim of the prophets of
doom. He settles into a deep-seated suspicion that he is being manipu-
lated and manhandled by those distant puppeteers behind the scenes,
by mass media newsmen and Madison Avenue advertisers.

Those who understand the process can achieve greater perspec-
tive. The critical consumer can put what is artificial in mass commu-
nication into better balance with the reality of life. The study of
mass media is important, then, because it helps the educated man
understand one of the crucial processes of modern life. Such under-
standing not only helps the participant in mass communication per-
form more effectively, but it can also enable the critical consumer to
make more effective use of mass communication.
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and EFFECTS

We live in an age of mass communication. Never before has man spent so
much time, energy. and talent on words, sounds, and pictures. In an era of
exploding populations—increasing the possibility of conflict—communi-
cation between millions of people is essential to peace. In a time of
technology, man cannot progress without the dissemination of news, facts,
figures, ideas, and information.
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The nineteenth century can be called the age of production. Man
perfected the factory, the assembly line, automation, scientific farming,
and a technology capable of mass production of food. clothing, and shelter.
By the last third of the twentieth century man has seemingly solved many
of his production problems. But has he solved his communication prob-
lems? Can man properly distribute what he can now so easily produce?
Can he bring order, stability, and control to a mass society in a machine
age? Can he achieve the diplomacy and understanding necessary for world
peace?

These are questions involving human relations, and to an increasing
extent these relationships depend upon mass communication and mass
media. Yet, while our technology has given us high-speed printing presses,
wide-screen motion pictures, instant electronic sound, and televised
images in full living color, we are just beginning to study the uses and
effects of mass media. We know we need the information and education
that media can transmit. We know the effective use of media can help us
to solve problems of distribution, control, and understanding in a mass
society. But we are only starting to put this knowledge to work.

Man has only recently begun the serious study of mass communi-
cation. We have developed many sciences in modern times, and today we
speak of sccial science, behavioral science, political science, and even
library science. We can begin to speak. quite properly now, of a communi-
cation science. In an age of mass communication, this may well be the
most important science of all.

Part 1 develops a scientific and systematic framework for the analysis
of the processes, systems, and effects of the mass media in modern
society. Chapter 1 describes the processes of mass communication and
provides models to indicate visually how these processes take place. The
development of national media systems is described in chapter 2. Chapter
3 provides a detailed evaluation of the interaction of economic factors and
the mass media. Finally, the impact and effects of mass communication in
our society are described in chapter 4.



Process
of Mass
Communication

A family argument, a protest march, a lecture, a television commercial,

CHAPTER 1

a telephone call, and a rap session are all different kinds of communi-
cation. All these messages are part of the complex social system in
which we live; they make the system possible. Without communication
there would be no society.

A large vocabulary has grown up around our attempts to describe
and define communication. “‘Credibility gap,” “loss of identity,”
“global village,” * other-directed man,” “hot and cool media,” and
other catch phrases attempt to popularize communication concepts.
These terms are so common to us that we sometimes accept and use
them without understanding what they represent. Yet what is com-
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munication® What are its distinct characteristics? How does it occur?
And how does it break down?

Communication Defined

Kinds

Many definitions of communication exist, but few are totally ac-
ceptable to all scholars. John Newman has remarked in his article, **A
Rationale for a Definition of Communication,” that no generally ac-
cepted definition exists, not because of a lack of knowledge about com-
munication, but because of a lack of understanding of the nature of a
definition. Newman further states that communication is so diverse and
discursive that the attempt to create a generally accepted definition
becomes involved and hinders rather than helps further thought on the
subject. That is why this book does not try to define communication as
a single act.

Some of the more functional definitions of communication de-
scribe it as ““the transfer of meaning,” *"the transmission of social val-
ues,” or “the sharing of experience.” Communication is all these
things, but it is more than the sum of them.

It is best to think of communication as a process. A process
means a series of actions or operations, always in motion, directed
toward a particular goal. Communication is not a static entity fixed
in time and space. It is a dynamic process used to transfer meaning,
transmit social values, and share experiences.

of Commaunication

All of us engage in a variety of communication processes. In-
trapersonal communication involves one individual as he thinks or
talks to himself. Interpersonal communication involves an individual
with another individual. Group communication involves an individ-
ual with more than one person and in close physical proximity. Fi-
nally, mass communication involves a communicator (who may or may
not be one individual) with large numbers of people.

One useful way to analyze communication is to develop a model
of the process. We can better show the dynamic, ongoing, ever-
changing aspect of the process if we diagram it, much as a football
coach would diagram a football play. Such a model can help break
down communication into its component parts, allowing us to sepa-
rate the parts and study the role each part plays in the total process.
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Interpersonal Communication Models

There are many different kinds of models for interpersonal com-
munication. One is the technical system outlined by Warren Weaver
in his article, *The Mathematics of Communication.” He describes
his model in this way: “When I talk to you my brain is the informa-
tion source, yours the destination; my vocal system is the transmit-
ter, and your ear . . . the receiver.”

received
signal signal

informatione-fransmitteds{ channel | receiver P-fdestination]

souree

message
noise source

Figure 1-1.

The channel in figure 1-1 is the means by which the information
is physically carried. Noise is any unwanted information. This model
shows communication as a linear act.

I sender H mossug(H code channo _H receiver ]

4 Y

noise”

Figure 1-2.

Another model in figure 1-2 visualizes the interpersonal commu-

nication process as interaction. The model in figure 1-2 adds codes,

which are written, visual, or verbal symbol systems, broadens noise to

mean any interruption of the process, and includes feedback, or the

response of the receiver. Interpersonal communication in figure 1-2 be-
comes a circular or response-oriented activity.

The components of interpersonal communication are generally:

(1) a sender or encoder or communicator; (2) a personal, intimate
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message; (3) a code in the form of a commonly accepted symbol sys-
tem; (4) a channel, such as air waves, or paper; (5) a limited number
of receivers; (6) feedback, or the response to a message (usually the
sender and the receiver constantly change roles using feedback as a
means of interacting); and (7) noise or any interruption that breaks
down communication.

Mass Communication Models

Many different kinds of models are used to diagram mass com-
munication also. One of the most widely used is Harold Lasswell’s,
“Who says what to whom through what channel with what effect?”
This simple and graphic model is somewhat limited, however. Sev-
eral essential elements necessary to an understanding of the mass com-
munication process, such as feedback and noise, are omitted.

Another model, constructed by Melvin DeFleur, outlines a more
complete process. In this model, pictured in figure 1-3, source and
transmitter are seen as different phases of the mass communication
act carried out by the originator of the message. The channel is a
mass medium through which the information passes. The receiver
functions as an information recipient and decoder, transforming the
physical events of the information into a message. The destination
functions to interpret messages into meaning. This is a function of
the brain. Feedback is the response of the destination to the source.

mass
medium
device

1
[ transmitter F{channel[>freccivert—=| destination
A

source

no

\
destination H(‘C(‘iV(‘MhannolH (ransmitter]‘%llrc(‘

feedback
device

Figure 1-3.
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Mg Figure 1-4.

The model reemphasizes the fact that noise may interfere at any
point in the mass communication process and is not solely identified
with the channel or medium.

The model of mass communication shown in figure 1-4, developed
by Bruce Westley and Malcolm MacLean, emphasizes the role of gate-
keepers in the mass communication process (see description on page
108). This model visualizes the ways in which individuals and organiza-
tions within the media system decide what messages are to be transmit-
ted and the content that is to be modified or deleted.

The gatekeeper, C, serves as an agent of the audience, B, and
selects messages and transmits them to receivers from the senders, A.
The gatekeeper can amplify or interfere with messages sent by the
communicator before the content reaches the audience because the
gatekeeper is interposed between them with the power to modify
message content.!

The HUB Model of Mass Communication

All the models previously shown are partially satistactory ways to
analyze the communication process. For our purposes we use an al-
ternative method of modeling mass communication to show the

1. Bruce H. Westley and Malcolm S. MacLean, Jr., “A Conceptual Model for
Communications Research,” Journalism Quarterly 34 (Winter 1957): 31-38.
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process more completely as a circular, dynamie, ongoing progression.
We have chosen to visualize the process as a set of concentric circles,
describing communication as a series of actions and reactions.

Our model pictures communication as a process similar to the
series of actions that take place when one drops a pebble into a
pool. The pebble causes ripples which expand outward until they
reach the shore and then bounce back toward the center. The con-
tent of communication (an idea or an event) is like a pebble dropped
into the pool of human affairs. Many factors affect that message as it
ripples out to its audience and bounces back. Those factors are the

components of the total process.

gatekeepers

amplification

media distortion and noise

Figure 1-3.
The HUB Model of Mass Communication.
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The HUB model is in the form of concentric circles because this
more accurately depicts the way communication flows through the
various elements in the process and resembles the physical process of
sound conduction. In this model mass communication is simply a
form of communication and not a mysterious process unknown and
uncontrolled by man.

Communicator

In the mass communication process the sender is no longer a
single entity, but a complex institution. The communicator of “The
Tonight Show starring Johnny Carson™ is not simply Johnny Carson
himself, but rather a total organization involving the network, local
station, director, and technical staff, as well as the talent appearing
on the show.

The communicators of the New York Times or the Cumberland
Advocate are not simply editors, but include reporters, copyeditors,
photographers, and many others. Men have dominated and have be-
come symbols for a television show (Ed Sullivan), a newspaper
(William Randolph Hearst), or a magazine (Henry Luce), but they
themselves are simply one part of the total communicator.

Content

All mass media serve a variety of functions or are used in a vari-
ety of ways by society. These uses and functions are in essence the
content of the media. Mass media messages are generally character-
ized as less personal, less specialized, more rapid, and more transient
than interpersonal communication. There are at least six important
uses, or kinds of content, of mass media.

News and Information. The mass media are used to provide
timely and important facts which have consequences for our daily
lives.

Analysis and Interpretation. The media also provide us with an
evaluation of events, placing them in perspective.

_ Education. The media are used to perform educational func-
tions such as socialization, general education, and classroom instruc-
tion. The media can serve to reinforce, modify, and replace the cul-
tural heritage of the parent society.
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Persuasion and Public Relations. The media serve as instru-
ments of propaganda and public persuasion. Government, business
corporations, and individuals seek to establish or modify relation-
ships through mass media.

Sales and Advertising. The media are used in the marketing and
distribution processes of our economic system. Advertising informs
the public about new products, convinces them of their value, and
persuades them to buy.

Entertainment. Media help people relax during their leisure
time. This escapist use of the media is an overlay function—which
means that media entertain as they inform, analyze, persuade, edu-
cate, and sell.

Mass media also modify and expand the codes (or languages
and symbol systems) used in communication. For example, in the
motion picture, new visual symbol systems often replace verbal lan-
guage. Camera angles, freeze frames, and editing broaden rather
than limit film's communicative capacities.

In television, slow motion, split screen, and instant replays have
resulted in new ways of looking at athletic events. We no longer
need to wonder, “How did he manage to make that catch?” or, I
wish I could see that one again!” We are given the opportunity to
recapture the event.

Variations in typography and design of the printed page can af-
fect the way we view the information on the page. These variations
become part of the code of the communication. Thus new symbols
may result in new ways of looking at events and can modify mean-
ing.

Gatekeeper

Gatekeepers are individuals within the media, such as wire-ser-
vice editors, TV network continuity personnel, or theater owners,
who make decisions about what is communicated, and how. They
are not originators of content, but function as creative evaluators
more often than censors. In other words, gatekeepers can be positive
forces creating as well as eliminating content.
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Media

Mass communication requires a mass medium. This is not sim-
ply a mechanical device for sending messages—a printing press,
paper, transmitter, camera, or projector. By medium we mean a total
system or institution—newspapers, magazines, books, radio, televi-
sion, motion pictures, and the phonograph—utilizing these mechani-
cal devices for transmission. Three mass media characteristics—ve-
locity, complex technology, and amplitude—alter and modify the
process.

Mass media sometimes send messages with such velocity that
the measure of their speed becomes meaningless. It would almost be
more meaningful to speak of instantaneousness, both in transmission
and content. A television signal can be sent around the world in less
than a second. While not all mass media are that fast, notably mo-
tion pictures and the press, all mass media emphasize timely content.
Thus speed directly affects the message.

A second characteristic of mass media is complex technology.
The mass media use complicated hardware such as transmitters,
printing presses, microphones, and motion-picture cameras. A tech-
nically complex medium affects the sender, the message, and the au-
dience. Complex technology creates mass audiences. It separates
communicators from audience. The conglomerate communicator
rarely interacts with the audience since feedback is so difficult to
achieve. Many communicators accustomed to live audiences find it
difficult to act, speak, or sing before a microphone or camera be-
cause they depend upon feedback for effective performance.

The complex technology of media requires amplitude. The
media need vast numbers of machines to produce, distribute, and ex-
hibit their products. Great sums of money must be spent in provid-
ing a structure for the production, distribution, and exhibition of the
product. One obvious effect of this size is the alteration of the com-
municator, from a single person into a complex institution.

Regulators

The regulators of mass media, such as courts, government com-
missions, consumers, professional organizations, and public pressure
groups, are external in the sense that they function outside the actual
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media systems. Their regulation consists of laws, rules, restrictions,
and informal pressures which control both the content and structure
of the media.

Filters

Filters are imposed by our general culture systems, or the par-
ticular society in which we live. They consist of physical and psycho-
logical perceptors, such as our general physical condition and indi-
vidual biases. These frames of reference are in a sense the eveglasses
through which we view the world.

Audiences

The receivers of messages are modified by mass media. Today
the size of the audience is greatly incréased and the potential audience
for television exceeds 66 million households. Daily newspapers reach
87 percent of all U.S. homes. The Reader's Digest circulates over 18
million copies every month.

However, the audience of mass media is isolated and extremely
fluid—it cannot be defined according to the standard parameters of
time and space. The audience is also heterogeneous—it cannot be
classified according to type, although certain media have particular
audiences.

Feedback, Noise, and Amplification

Feedback is the communicated response of the audience to a
message. In an interpersonal-communication situation feedback is
immediate. The sender and the receiver constantly change roles
using feedback as a means of interaction. A speaker sees his audience
and its feedback in a variety of forms: people sleeping, applauding,
booing, or walking away. Feedback enables the communicator to
alter his message. :

In mass communication feedback is delayed and diffused. TV
ratings are a form of feedback, but even with ratings a television-
program producer has no way of knowing if he lost his audience
halfway through his program. He must wait for the ratings, at least
overnight for New York City ratings and most likely two weeks for a
national report. Thus, lack of speed in mass communication feedback
has distinct implications for mass communicators.
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Feedback in mass communication is often expressed quantita-
tively: a rating of 15 (which means 15 percent of the more than 66
million U.S. television homes), or circulation figures of 10 million, or
box-office receipts of $5 million. Some letters are written to editors
and performers, but these are generally few in number and carry less
weight than audience numbers. A medium generally succeeds or fails
on the basis of its quantitative feedback. Once in a while, as in the
case of the television program “The Dick Cavett Show,” letters—a
form of qualitative feedback—will have an effect. This program was
threatened with removal from the schedule because of the relatively
small audiences estimated in the TV ratings. A letter-writing cam-
paign forced ABC-TV to reevaluate the program and a decision was
reached to continue the show on an irregular basis. Even here,
however, the number of letters sent, rather than what was written,
probably saved the program.

Mass communication has an increased possibility of noise. As
DeFleur points out, noise in the mass communication process can
occur at any point, not simply in the medium. Because of its public
nature mass communication allows more interruption on a far broader
level than interpersonal communication. Noise can occur in a vari-
ety of forms: static on radio or television, a poorly printed newspa-
per, an out-of-focus motion picture. Where the consuming process is
in the home, interference from noise is greatly increased and intensi-
fied. Competing stimuli from other media, the family, and the out-
side environment can and do interfere with message reception.

Message amplification is also increased by the mass media. Tele-
vision amplifies a speech by the Vice-President before a small group of
people in lowa. It is amplified physically because it is broadcast into
millions of homes. It is also amplified psychologically because anything
the media focus attention on becomes news.

These, then, are the component parts of mass communication
when we view it as a process. The HUB model pictures communica-
tor, code, gatekeeper, media, regulators, filters, and audiences as con-
centric circles through which the content (or the message) must pass.
Feedback is the echo that bounces back to the communicator, while
noise and amplification can both affect the message and the feedback
as they travel through these steps in the process.

In the remainder of part I, we will describe other aspects of the
process: the way media systems develop, the economics of media
systems, and the effects of media. In part 2, we will focus on the
various component parts of the process—communicator, code, gate-
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keeper, medium, regulators, filters, audience, feedback, amplification,
and noise. In part 3, we narrow our focus to the media themselves—
books, newspapers, magazines, radio, television, motion pictures,
recordings, and other media. And in part 4, we discuss the content
of the media, or the uses to which mass media are put—news, analy-
sis, persuasion, education, advertising, and entertainment.



Development

of Media
CHAPTER 2 Systems

A young boy scuffles down a dusty road in East Africa as his Japanese-
made transistor radio blares out the latest sounds. A middle-aged man
in a South American *"banana republic’’ picks up a copy of one of the
few newspapers that survive the strict censorship of the current junta.
An erudite young man intones the words of a little-known English poet
to a minuscule “high culture audience” of the BBC's Third Pro-
gramme. An old-line Russian bureaucrat of the Moscow Central Tele-
vision station worries about the problems in the program-distribution
pattern he is responsible for executing. All these people are involved
in mass communication experiences, but there are significant differ-
ences between the way media evolve and function in the United States

17
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and the way they do in other nations. In order to appreciate more fully
the merits and faults of our own system, it is necessary to assess mass
media in other countries.

Philosophies of Mass Communication

One method used to describe, analyze, and compare media sys-
tems was outlined in the mid-1950s by Frederick Siebert, Theodore
Peterson, and Wilbur Schramm in their book, Four Theories of the
Press. These four theories for characterizing the press are: (1) the au-
thoritarian theory; (2) the Soviet-Communist theory; (3) the libertar-
ian theory; and (4) the social responsibility theory. Every nation’s
press (all mass media institutions) could then be analyzed and as-
signed to a given category.

The authoritarian theory of the press emerged in Europe during
the sixteenth century. This media philosophy is based on the politi-
cal assumption that absolute power should rest in the hands of a mon-
arch, military dictator, or an elite, a political idea as old as man
himself. Direct criticism of the government by the press is forbidden
under this concept because media are key instruments of the state
and are used to voice its policies. A limited group controls all media,
operating by permission of the state, which directly licenses, super-
vises, or censors media content. Ownership is normally in the hands
of the government or those private citizens whose support of the re-
gime is unquestioned. The fascist states, especially Nazi Germany,
are modern examples of this media philosophy.

The Soviet-Communist theory of the press developed from ap-
plication of Marxist-Leninist-Stalinist-Maoist philosophy to mass
communication in the twentieth century. The major thrust of the
press operating under this theory is to implement long-range politi-
cal, social, and economic policies of the government and support
current party decisions. The media are a political arm of the state
and are directed by high-ranking, orthodox party members. The
press never criticizes a specific goal, although it may discuss means
used to reach it. The media are owned by the state. Party control of
the media presumably ensures that public interests will be served,
and that the masses will not be exploited. Party dissidents, as well as
those who do not belong to the party, are denied access to the
media. The Soviet Union operates the prototype system after which
most Communist states pattern their press institutions.

The libertarian theory of the press grew out of the writings of
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rational-humanitarian philosophers such as John Stuart Mill, John
Milton, and John Locke in England. According to this theory, media
serve as watchdogs on the government, and at the same time, search
for truth. Under this system media functions become important to
political action. Limited control is generally exercised by the state
through the judicial system, which steps in only when it can be dem-
onstrated that a given book, newspaper, film, or broadcast is harmful
to the people (obscenity, defamation of character, sedition, and so on).
In theory the media are available to anyone with the financial and
technical resources to operate them and are privately owned. Sweden,
England, and the United States are examples of this philosophy in
action.

The social-responsibility theory of the press, which has begun to
emerge in the United States since World War 11, has as its main
thrust the idea that freedom of the press carries with it a responsibil-
ity to the society that nurtures it. In essence, this philosophy is a re-
finement of the libertarian theory and seeks to provide access to the
media for every sector of society, not only to those who can afford
it. Theoretically, media are controlled by community action, but ev-
eryone, including unpopular minorities, has an equal opportunity to
express his views when vital social issues are involved. The media are
privately owned and operated for a profit, but the press must func-
tion for the general welfare. 1f a medium fails to operate in a socially
responsibile fashion, someone (media industry or government) must
correct that course of action. Broadcast operations in the United
States exemplify this theory in part.

The four theories of the press serve as a starting point for the
analysis of media systems; however, some countries fail to fit neatly
into any one of the four groupings. For example, the Czechoslovak-
ian Communist state, under Alexander Dubgek, seemed to be moving
toward a social-responsibility media system. In terms of individ-
ual media themselves, print media in the English-speaking democra-
cies tend to reflect the libertarian theory, whereas broadcast media
in most of these same countries reflect the social-responsibility phi-
losophy. Censorship of the press, be it under Hitler, Stalin, or Franco,
is not significantly different whether it is called totalitarian or com-
munist. In fact, considerable repressive control of the media is exer-
cised in some democracies during periods of civil strife or under
wartime conditions. In other words, there are too many deviant na-
tional media systems to rely exclusively on the “four theories” ap-
proach to media systems analysis.



20 | MASS COMMUNICATION PROCESSES, SYSTEMS, AND EFFECTS

The Political Continuum

Some individuals prefer to analyze media systems according to a
political continuum in which the overriding influence on the devel-
opment of media is the amount of political control exercised by the
state. At one end of the political continuum there is absolute free-
dom for media, and at the other end there is absolute control.

The Political Continuum

ABSOLUTE ABSOLUTE
FREEDOM CONTROL

Each nation is placed on the continuum at the point that describes
the limits imposed by the state on its media. Thus the continuum is
a comparative device that assesses the relative freedom of various
countries’ media systems.

This method of analysis sometimes works well when we com-
pare nations with significantly different political systems. Neverthe-
less, if we compare many of the outspoken films of Czechoslovakia
with some of the ““new wave” films of France in the 1960s, we would
consider France (a democracy) and Czechoslovakia (a communist
dictatorship) to be equally free of government restriction. In other
words, the amount and type of political control may not actually be re-
flected in the kinds of media content produced, because there are more
than political considerations affecting a nation’s media institutions,

The Media Systems Paradigm

The relationship between media and societies is reciprocal: a
nation creates a media system, and this media system in turn modi-
fies that society. Since every nation is different, each national media
system varies and so does the interaction between a given country and
its media. Because this relationship is not static, media and societies are
constantly changing. Consequently, what may have been a correct ob-
servation a short time ago may no longer be accurate.

For our purposes, then, it seems advisable to analyze every na-
tional media system as a distinct entity. In order to perform this
analysis it is necessary to develop a standard model or paradigm as
the basis for comparison. The Media Systems Paradigm (figure 2-1)
is designed to reflect the interplay between media and societies as well
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The Media Systems Paradigm is an action-oriented
model that visualizes the theory that in every country
social factors interact in unique ways to create a na-
tional media system to perform a variety of functions
which eventually participate in reshaping that society.

as to help describe similarities and dissimilarities in national media
systems. The Media Systems Paradigm is based on the theory that in
every country there are special factors or social forces that interact in
unique ways: (a) to create a national media system that is used; (b) to
perform a variety of functions; (¢) which eventually participate in
reshaping that socicty. This paradigm is action oriented (dynamic vs.
static) to emphasize the changing nature and interaction of media and
societies.

Six social factors or forces interact in the development of a media
system: (1) physical and geographical characteristics; (2) technological
competencies; (3) cultural traits; (4) economic conditions; (3) political
philosophies; (6) media qualities. The interaction of these six factors,
rather than their independent action, is crucial in media systems’
evolution.

Within every nation’s media system there is a variety of individual
media institutions. Seven major media merit special consideration:
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(1) three print media—the book, the newspaper, and the magazine;
and (2) four electric media—radio, television, the motion picture, and
sound recording. '

These media institutions and others are used to perform six basic
functions: (1) news and information; (2) analysis and interpretation;
(8) education; (4) persuasion and public relations; (5) sales and ad-
vertising; (6) entertainment.

As these functions are performed, the media change the societies
that created them. The extent and kinds of effect the media have on us
are debatable, but it is commonly agreed that the media do participate
in modifying our nation and every other industrial society of the world.

Factors That Influence the Development of
Media Systems

Before examining each of the six social factors or forces that af-
fect media development as separate entities, it is important to reem-
phasize that these social forces seldom operate independently. 1t is
their interaction that stimulates significant differences in media sys-
tems. All six are influential to varying degrees in different situations.
In fact, it is impractical to designate one factor as the only variable
influencing any one aspect of a given media system.

Physical-Geographical Characteristics. A country’s climate, ge-
ography, and other physical characteristics affect the development of
its media system, just as they alter population patterns and economic
development. For example, many nations have developed frequency
modulation (FM) rather than amplitude modulation (AM) radio be-
cause the technical characteristics of the FM signal are better suited
to mountainous regions. Film stock tends to deteriorate more rapidly
in the tropics than in temperate zones. Nations located in tropical
areas must take this into consideration when setting up film produc-
tion, distribution, and exhibition facilities. In most regions of the
United States winters are less hospitable than summers for outdoor
activity. For this reason, audiences available for television viewing in
warmer months are decidedly smaller than in colder months. Climate,
audience size, and TV economics have interacted to require the use of
reruns or low-cost replacements during the summer quarter of the tele-
vision year.

Technological Competencies. In order for a mass communica-
tion system to evolve in a nation, four technological competencies
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are needed. First, a society must have a basic scientific capability,
and both pure and applied research are necessary to develop media.
Early research in electricity was not aimed at creating television, just
as initial experiments to prove that “for every action there is an
equl and opposite reaction” were not designed to send men to the
moon. But the results of that research were essential to its applica-
tion. This ability to apply research findings to improve mass commu-
nication is a critical technological competence for media develop-
ment.

Second, a nation needs raw materials to develop mass media or
the economic resources to obtain them. In order to have books,
magazines, and newspapers you must have papers, inks, and the ma-
chinery to print pages. Papers require suitable trees, rice, rags, or an-
other source of fibrous material that can be turned into pulp. Inks
require acids, tints, resins, oils, drying agents, and other chemical
components. Machines to produce print media need lead for type,
aluminum for offset plates, various steels for presses, rubber for belts
and rollers, and lubrication oils to keep the presses rolling. Electric
media make similar demands on a nation’s natural resources.

Third, a country must have the industrial capability to mass-pro-
duce media products or the money to buy these finished goods. Mass
communication systems cannot operate unless they have sophisti-
cated industrial complexes to support them. A nation must have vast
quantities of transistors, cameras, linotype machines, film stocks,
presses, TV sets, inks, vacuum tubes, and other components if its
media are to function optimally.

Fourth, personnel are needed who can make these complex sys-
tems function. A medium cannot function satisfactorily without a
technical staff to operate the equipment, a production staff to create
content, and a managerial staff to handle the day-to-day operations
of the system. This process requires an ongoing program to recruit
and train new personnel.

Cultural Traits. Every society has unique ways of doing things,
of evaluating what is important, and of modifying behavior. There
are social laws, taboos, norms, mores, values, and attitudes. All these
cultural traits and social characteristics are important in the develop-
ment of media systems.

In Czechoslovakia there are two national groups, the Czechs
and the Slovaks, each having a distinct language. Films are made in
each of the two national languages to reflect the differences in these
two cultures. In Switzerland the government recognizes four national
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languages. Broadcasts are provided in German, French, Italian, and
Romansch.

Danish cultural values allow pornographic material to appear in
some media. Films, books, and magazines that are banned as ob-
scene in most countries are openly available in Denmark.

In the United States norms have traditionally relegated women
to the role of homemaker. Media, like other businesses, have few
women in key positions of responsibility. Today, however, some
women are beginning to make more headway in obtaining responsi-
ble media jobs.

A variety of cultural or social factors deeply influences media
development; these include urbanization, population, specialization,
sexual taboos, religion, race relations, labor organizations, youth cul-
ture, and education. Every mass society is a mixture of stability and
change—the resulting conflict involves and affects the development
of media systems.

Economic Conditions. The physical devices, content, and per-
sonnel that make mass communication systems possible cost vast
sums. A country’s or an individual's attitude toward a given medium
can in part be assessed by the economic commitment made to that me-
dium. The nation’s economic philosophy, structure, and conditions de-
termine in great measure the ways and the extent to which media are
funded. Capitalist countries are more likely to allow the media to be
profit oriented, while communist nations are less likely to have ad-
vertising in their media.

The economic condition of a state also determines how the au-
dience gains access to media. Are television sets purchased by individ-
ual viewers or does the state provide communal receivers for group
use? If a family buys a receiver, its members tend to exercise somewhat
more control over how, when, and where their viewing takes place
than those in a communal audience. This makes communal viewing
decidedly different from family or individual viewing situations.

In the United States campus newspapers that are distributed
free of charge have wider circulation than those that students must
purchase. Nevertheless, the student press that supports itself is less
likely to bend to administrative pressure when sensitive issues arise.

One thing is certain: privately owned media cannot thrive in eco-
nomically impoverished nations. A poor country faced with starving
people can only support media that help alleviate immediate prob-
lems. In most modern states media survive because mass communi-
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"GENTLEMEN OFTHE PRESS! I SUPPOSE YOU'RE ALL WONDERING WHY IVE
ASKED YOU H RETCDAY"”

cation is a very valuable asset to the complete economic process.

Political Philosophies. A country’s political structure and atti-
tudes influence the development of a media system. The amount and
kinds of control over mass communication are determined by the
government in power. Political forces establish the laws under which
media institutions must operate. Media regulations may be repressive
or permissive depending on the political atmosphere of a particular
society.

In the People’s Republic of China the media system is a politi-
cal arm of the state used to implement party policy. The system is
restricted to party officials in good standing—they alone have access
to the media. All mass communication is directly supervised by gov-
ernment officials who are also party members.

During times of severe political stress, such as war, governments
tend to exercise greater political control over media systems than in
normal times. Both the secessionist Biafran and federal Nigerian gov-
ernments exercised censorship over all media content, foreign as well
as domestic, during their rebellions. In South Vietnam, newspapers
that disagreed with political policies of the Thieu government were
shut down in the name of national security. During Middle Eastern
crises, the Arab and Israeli governments carefully examined the
media content and influenced press operations. The degree and kind
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of control vary in each country depending on that nation’s political
philosophy.

Media Qualities. Technical features, media-use patterns, and
overall institutional characteristics affect the development of media
systems. For example, development of commercial television radi-
cally changed radio and motion-picture institutions. The men who
ran radio stations and motion-picture companies had to reevaluate
and change their roles in the total U.S. media system. This form of
media interaction is constantly reshaping the total media system of
the United States and every other nation.

Some media are inherently more expensive to operate than oth-
ers: television is a more costly medium than radio; high-quality mag-
azines have a higher per-copy production cost than newspapers; it
costs less to produce a phonograph record than a motion picture.
The unique qualities of each of these media contribute to the per-
unit cost, and this cost affects the way the medium is used and its
place in the overall system.

To illustrate: Print media can be highly effective only in literate
societies, while the electric media require only speaking knowledge
of a given language. However, print media are more portable and do
not require high-cost playback equipment. Every medium has a dif-
ferent speed at which it can produce and distribute its messages."
Radio, television, and newspapers have the fastest turnaround times,
and the speed of these three media is very important in disseminat-
ing news.

The Media System

By definition, a system is an arrangement of things, events, and
people in an organized way. Media systems, then, are organized or
prearranged methods of mass communication. For example, radio
transmitters and receivers are mechanical devices around which the
radio medium has been organized. A medium (radio) is more than a
physical device (a radio receiver); it is an institution. When a group
of these institutions (publishing and broadcasting) interact with a so-
ciety, they create a media system.

The media system of the United States is divided into two classes:
(1) print media, which include the book, newspaper, magazine, and
other publishing industries; and (2) electric media, which include
radio and television broadcasting, the recording industry, and the
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motion-picture industry. Chapter 8 explores the complex nature of
media institutions, and individual chapters (13-20) explore each of the
above seven media in detail.

Uses of the Media

Every medium is used in a variety of ways by the society in
which it evolves. These uses or functions of mass media are the con-
tent of mass communication. Because our society uses mass media to
both reinforce and change itself, a key thrust of any evaluation of
mass communication must be the following six uses or functions:
news and information (chapter 21); analysis and interpretation
(chapter 22); education (chapter 23); persuasion and public relations
(chapter 24); sales and advertising (chapter 25); and entertainment
(chapter 26).

Media Systems Analysis

The Media Systems Paradigm forms the basis for a brief analysis
of national media systems in Guatemala, the Netherlands, and the
Union of Soviet Socialist Republics. These three nations were se-
lected because they provide distinct patterns of development. Each
media system is unique and is intended to provide a general basis for
comparison with the United States.

Guatemala

Factors That Influence Development. Guatemala has a small land
mass containing relatively isolated pockets of population inadequately
served by poor transportation facilities. Guatemala City is the one
major urban area. The state of the technology is low and cannot be
easily improved because of economic problems. The culture is sharply
divided into three classes along racial lines, and the political situation is
unstable. These factors combined with the inherent qualities of the
media have produced Guatemala’s unique media institutions.

The Media System. Guatemala has seven Spanish-language
daily newspapers—six in Guatemala City—with a combined circula-
tion of less than 200,000. They provide only a limited spectrum of
political opinion but are not directly controlled by the government.
Severe transportation problems and high illiteracy (50 percent of the
total population—80 percent of all Indians) limit the effectiveness of
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all print media. There are a few weeklies and monthlies, but no na-
tional news service or expensively produced magazines which require
extensive capital and technological skills. Approximately 300 book
titles are published in Spanish each year, but they have only limited
sales and readership.

A lack of money, poor transportation facilities, and power short-
ages have hindered the growth of electric media, especially televi-
sion. There are only four television stations, all in Guatemala City.
Three are private commercial operations, and the fourth is run by
the government. Small towns near the capital normally have sets for
communal viewing. More than half the television shows come from
the United States, and only limited programming is originated lo-
cally, including news, cultural shows, and public affairs programs. In
reality, Guatemala has little control over the content of TV except to
select those programs it imports. Radio, because it is a less expensive
medium, is more highly developed. More than 50 radio stations use
131 transmitters, and most of the programming is locally produced.
This system is supported in part by a tax on receivers. There is no
film-production industry in Guatemala, and less than 150 movie the-
aters, with an average seating capacity of less than 75 persons. All
35-mm. features shown in the country are imported from the United
States, Britain, France, Germany, Spain, and Mexico. The recording
industry is in its infancy, so most recorded music is also imported.

Uses of the Media. Who is being served by media institutions
in Guatemala? One thing is certain, the Indian population (40 per-
cent of the total) is not, because of a high illiteracy rate and the fact
that the Indians reside largely in remote rural areas. The media do,
however, serve the wealthy, European, and Latino groups in the
capital and the larger towns. News media provide the urban popula-
tion with a limited supply of information but fail to meet the infor-
mation needs of most citizens outside Guatemala City. In terms of
the cultural uses of the media, the local culture is not being rein-
forced because so much of the media’s content is imported. There
seems to be little attempt in the print media—and only a beginning
being made in the electric media—to correct the educational defi-
ciencies of the poor, rural citizens. Some political control of the
media is exercised by the Ministry of Communication and Public
Works; but by law, radio and television may not be used for political
purposes, although most media are used to persuade the populace to
support the regime. Those elements within the Guatemalan society
without money and power do not have access to the media. Adver-
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tising is permitted but serves only a limited group of people because
of the severe poverty that affects most citizens.

The state of the media system in Guatemala is beginning to im-
prove. But political unrest, cultural conflict, and economic insecurity
create less than satisfactory conditions for media development. Al-
though the media institutions in Guatemala are attempting to meet
the challenge, they are presently not meeting the needs of large seg-
ments of the population.

The Netherlands

Factors That Influence Development. The Kingdom of the
Netherlands is a small, densely populated state with limited natural
resources but a high level of technical competence. The capitalistic
economy is dependent on trade, manufacturing, and agriculture. The
structure of the urban society and the democratic political system is
pluralistic, based on active attempts to accommodate many political
groups and cultural factions. These factors interact with the inherent
qualities of the media to create the Netherlands’ own mass commu-
nication institutions.

The Media System. Because 98 percent of the population is lit-
erate, the Dutch are strongly print oriented. There are numerous
urban areas, the transportation system is excellent, and the people
have a high standard of living. Print media have flourished. Newspa-
pers are divided into three classes: (1) 10 papers are allied with a
particular religious or political group and nationally distributed; (2)
more than 30 provincial newspapers operate in arcas larger than a
single community, but do not have significant national circulation;
(3) local newspapers are found in 40 Dutch cities and towns. The
press is capitalistic, sober in tone, nonsensational, family oriented,
and politically committed. A staff of 700 runs the Dutch national
news agency, which is cooperatively owned and controlled by a
group of newspapers of various persuasions. Nearly every family sub-
scribes to at least one paper, and only 5 percent of all newspaper
purchases comes from strcet sales.

The magazine industry is well run and economically sound but
does not have the same mass appeal found in the United States.
Magazines, as well as newspapers, actively solicit advertising. There
are four major types of magazines in Holland, each seeking out
specialized audiences. These are: (1) radio-TV magazines published
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by the various broadcast-program services, with a combined circula-
tion of more than 2.5 million; (2) women’s magazines, with a com-
bined circulation of more than 3 million; (3) family magazines pub-
lished by religious and cultural groups, serving more than 1 million
homes; (4) opinion magazines, which are politically oriented and dis-
tribute 300,000 copies per issue.

The print-oriented Dutch publish more than 10.5 million copies
of books each year, and the publishing business is one of the sound-
est industries in the economy.

The broadcast system of the Netherlands is unique and reflects
the pluralism of the society. Most programs are produced by private
organizations and reflect the specific political or religious viewpoints
of that group. The broadcasting law of 1967 created an open system
that allows all major social and political groups access to broadcast
time if they have 15,000 subscribers (which must reach 100,000 at
the end of two years). They must demonstrate the ability to meet
community needs, must provide a wide range of program content,
and must not operate for profit. These broadcasting associations
must affiliate with the Dutch Broadcast Foundation (NOS), which
includes the Nederlands Televisie Stichting (NTS) and Nederlands
Radio Unie (NRU).

Broadcasting operates under the Ministry of Cultural Recreation
and Social Work, but no person or group has power to censor. The
programmers are required by law, however, to avoid broadcast mate-
rial that is seditious, immoral, obscene, or might create public disor-
der. Currently there are two operational television services (Neder-
lands I and 11) and three national radio services (Hilversum I, II, and
I11) and a system of regional FM stations that are shared by the Dutch
Broadcast Foundation and the programming organizations. There are
three sources of income: (1) a tax on radio and TV receivers that sup-
ports the entire system; (2) revenue from program guides, which is used
by program producers; (3) advertising revenue, which goes directly to
an independent foundation, Stichting Ether Reclame (STER), that
produces and sells all commercials, and the revenue is used to improve
programming and compensate print media for any losses in ad-
vertising.

In order to help preserve its national identity, Holland has a
quota system that limits to 12 the number of weeks each of the 500
movie theaters may exhibit American films. Although the govern-
ment is actively seeking to encourage the motion-picture industry by
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subsidizing producers, fewer than 20 Dutch features are produced
annually. There are, however, 25 film-production companies actively
involved in the development of industrial films and documentaries.

Uses of the Media. The overriding concern of all Dutch media
institutions is education, both in terms of cultural reinforcement and
classroom use. Formal education is a major industry in Holland, with
extensive print materials in use. In the mid-1960s the Netherlands
began actively producing TV classroom materials in a wide range of
subject areas, and the program has succeeded in supplying educa-
tional materials to religious as well as nondenominational schools.
Radio has long provided a similar service. The media institutions ac-
tively function as cultural reinforcers in the home. Nearly 10 percent
of all air time is devoted to religious programming. The media actively
participate in political activities and are used to persuade citizens by a
wide variety of political groups.

News and editorial standards in all Dutch media are high.
Broadcast news is prepared by an independent organization and is
responsible to no political or social group. Although print media are
allied with special interests, they maintain high standards of fairness
and accuracy. Analysis and interpretation provided by broadcast-pro-
gram groups, newspapers, and magazines reflect the views and opin-
ions of the various factions within this pluralistic society.

Newspapers have always been involved in the sales function, but
advertising was banned from broadcasting until the late 1960s. After
the Dutch government closed down pirate stations in the North Sea,
which used advertising, businessmen forced acceptance of limited
advertising on the national broadcast services.

The strength of the economy and the political and social plural-
ism of the society have created media that serve a wide range of fac-
tions within the total society. Each faction is able to avail itself of
editorial, cultural, political, educational, and entertainment content
from a wide range of viewpoints.

The Union of Soviet Socialist Republics

Factors That Influence Development. The Soviet Union covers
one-seventh of the earth’s land mass and has the third largest popu-
lation in the world, of which more than 50 percent live in urban
areas. Technologically, this country is a twentieth-century success
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story. It has huge industrial capability, with a highly skilled work
force, and sound scientific capacity.

Culturally, the USSR is as diverse as any nation in the world.
There are more than 100 ethnic groups. The European Russians
dominate the society, making up 55 percent of the total population.

The Soviet Union is a socialist state, and all production systems
are collectivized for what is considered by the communist leadership
to be the common good. The economy seems to be expanding its in-
dustrial capability and solving its agricultural problems. There is, of
course, only one political party in Russia—the Communist party—
which permits internal discussion but no public criticism of state
policies. Although the political system has been considerably liberal-
ized since the Stalinist era, the Soviet Union is still a totalitarian
state run by an elite group of bureaucrats who have risen to power
through the party system.

The Media System. There are no privately owned media in the
USSR, and no private advertising. All newspapers are published by
the Communist party or allied associations, such as trade unions,
collective farms, and sports clubs. Because of the massive size and the
diverse cultural subgroups of the Soviet Union, very distinct “layers”
of newspapers have evolved which include: (1) a central all-union
press, national in scope; (2) a regional system for each of the repub-
lics; (3) papers that serve special local functions. There are fewer
than 40 national papers (combined circulation about 12 million);
nearly 300 regional papers (combined circulation about 15 million);
and more than 3,000 local papers (combined circulation about 15
million).

All newspapers are controlled by the central government to en-
sure correct interpretation of current policies. The Central Commit-
tee controls the press through the *propaganda and agitation depart-
ment,” which has sections responsible for each level of the press.
The national press speaks for the presidium, which informs the re-
gional press, which passes the word along to local papers. Pravda
("Truth™), the voice of the party and the most important paper in
the USSR, is printed in 28 cities, and has more than 60 percent of its
circulation outside Moscow. Izvestia (“News'’) serves a similar func-
tion for the government on foreign policy. Many ministries of the
national government publish their own papers; of these, Red Star of
the defense department is the most famous. Each republic has its re-
gional versions of Pravda (such as Pravda Ukraina), printed in Rus-
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sian, and [Izvestia (Radyanska Ukraina, for example) in the local
dialect—in this case Ukranian. In effect there are two dailies, one gov-
ernment and one party paper, in each republic. Regional ministries
also publish weekly regional papers. The local press consists of small
community papers that deal with local, practical problems. They are
policy rather than politically oriented.

A variety of Russian magazines are published along the same lines
as the newspapers. Estimates place the number of Soviet magazines as
high as 4,000, and more than 30 are published specifically for foreign
consumption. Book publishing in a variety of languages is a Soviet in-
dustry of major proportion. Both these media are subject to strict
government censorship.

TASS is the national communist news agency and serves to dis-
seminate news and state policy to all media. TASS also serves as
Russia’s foreign news agency, with bureaus throughout the world.

The structure of broadcast operations is almost identical to that
of the print media. A central (national) radio service emanates from
Moscow with a local, longwave service, and a shortwave transmission
to other parts of the country. Some republics have regional micro-
wave and wired systems. Those that do originate considerable
amounts of programming. Few regional programs are exchanged.
The local wired system provides tight control and effectively limits
outside, international interference. The wired system of 40 million
sets provides the same high-quality reception of most United States
cable TV systems. Nearly 30 million wireless radios are now in use in
the Soviet Union, with more than half equipped to received short-
wave broadcasts from outside Russia. The Soviet Union is devel-
oping an FM system, and estimates indicate that more than 100 FM
transmitters are in operation.

Russia has traditionally had a brilliant, artistic film industry. Di-
rectors such as Eisenstein, Vertov, and Pudovkin set the style in the
1920s. Today, the USSR has over 100,000 fixed cinema theaters and
mobile units, with a yearly attendance in excess of 3 billion. Russia is
one of the ten largest film producers in the world and its high artis-
tic levels have influenced many film directors, especially in Eastern
Europe. The film industry is supervised by a special state committee
within the Ministry of Culture, and the government funds all films.
More than 30 production centers in Russia produce more than 150
feature films each year, plus hundreds of documentaries and educa-
tional films. In fact, the motion picture is a major teaching resource
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in the Russian school system, as are radio and television. In terms of
international standards, the film industry is the USSR’s major media
achievement.

Uses of Media. The primary function of the media in the USSR
is political persuasion. The media are structured specifically to advo-
cate policies of the Communist party and the state. Individuals and
groups in opposition to these policies are denied access to the media.

The news and editorial functions are performed by professional
journalists committed to party goals. The primary thrust of the press
is not to handle fast-breaking news events, but rather to provide in-
terpretation of events in the perspective of party commitments.
More than 25 percent of all radio shows are news oriented. Theoreti-
cally, the news in the Soviet Union is carefully planned and executed
to serve the best interests of the state and the public.

The Soviets have a definite commitment to using the media for
educational purposes, particularly socialization. The artistic and cul-
tural levels of entertainment series are designed to preserve classical
cultural traditions and communist political values. Over half of all
broadcast music is classical. Print production units seek to assimilate
minorities into the larger cultural mainstream. Significantly, how-
ever, large nationalities within the state have their ethnic-language
papers and broadcasts. The media are designed to meet the changing
needs of the people as perceived by the state.

Advertising in this socialist state is not highly developed, but all
media do provide information about new products when they appear
on the market. In addition, the media are also used to stimulate dis-
tribution of specific goods in oversupply. When shoes are overstocked
at GUM stores in Moscow, a news story appears to tell the people
about it.

Entertainment is seen as useful when it improves the audience’s
taste.

In the Soviet Union, then, the political, cultural, and economic
policies of the state are irrevocably entwined with media institutions
and the specific functions performed. The media are strictly con-
trolled to advance state policies and improve the society. Every func-
tion of the media involves the party and its platforms.

As evidenced by the significant differences in the development
of media in Guatemala, the Netherlands, the Soviet Union, and the
United States, it is apparent that each nation’s media develop and
are used in different ways. The physical and geographical conditions,
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the technological competencies, the cultural traits, the economic
conditions, the political philosophy, and the media’s qualities inter-
act to create unique media systems.

The media are then used by the society to perform tasks that
are essential to that society including news and information, analysis
and interpretation, education, persuasion and public relations, sales
and advertising, as well as entertainment.

These roles that the media perform cannot help but modify that
nation, and as the parent society changes the social forces and uses
made of the media also change. This interaction of media systems
and societies is critical to the development and well-being of the
modern industrial state.



Economics
of Mass
Communication

The time and money Americans spend on media products and services
are staggering to consider. Every year advertisers spend a sum that is
approximately 2 percent of the gross national product (GNP) in order
to sell goods and services to the American consumer. In one year
(1973) advertisers spent nearly $8 billion on newspaper ads; $1.5 billion
on magazine space; $1.6 billion on radio time; $4.6 billion on television
advertising and another $10 billion on other types of advertising; for a
total of approximately $25 billion. American advertisers spend an
amount annually that exceeds the GNP of many countries. Annual ad-
vertising expenditures increased more than 60 percent during the ten
years from 1961 to 1970. In the 1970s, U.S. corporations will spend
more than $250 billion to advertise in the mass media.

CHAPTER

36
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More than 30 magazines published in the United States have paid
circulations in excess of 1 million. More than 62 million newspapers
are bought by Americans every day of the year. More than 66 million
American families have purchased television sets. Nine of every ten
automobiles are sold radio-equipped. Without question, the economic
dimension of mass communication is overwhelming; Americans are
the world’s biggest spenders on media activities.

Economic Theory and Media

Media Goods and Sercices. In popular economic language,
there are two kinds of goods: (1) free goods supplied by nature; (2)
economic goods, to which human effort has added utility. Mass com-
munication industries use free goods to produce economic goods.
Trees, a free good, are used to produce newsprint, an economic
good. Industrial diamonds are used to make phonograph needles.
Within the economic goods category, there are two classes: (1) pro-
ducer goods and services, which are used in the production of other
goods and services; (2) consumer goods and services, which are used
directly by the buyer without significant modification. Using the
previous example and extending it—free goods (e.g., trees and dia-
monds) are used to make producer goods (e.g., newsprint and pho-
nograph needles), which in turn are used to make consumer goods
(e.g., newspapers and record players).

The distinction between media goods and services, at its sim-
plest level, is that media goods are physical things (e.g., TV sets,
transistor radios, copies of books and magazines) and media services
are the content or activities that supplement or supply goods (e.g.,
the stories in magazines and books, the programs on radio and tele-
vision).

Media Supply and Demand. The law of supply and demand is
always at work in the media marketplace. Consumer demand is the
desire to use and the ability to pay for goods and services. Producer
supply refers to the quantity of goods available for purchase at a
particular time for a set price. When the consumer demand for color
television sets exceeds the producer supply, the price tends to in-
crease. When the supply of color TV receivers exceeds the demand,
the price tends to drop. Media men, like any other businessmen,
seek to supply the demand at the most economically rewarding level
for themselves (and sometimes even for the consumers). Newspapers,
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magazines, and TV series that consistently misread the media mar-
ketplace are probably headed for economic disaster and oblivion.

Consumer Decisions and Media. The individual’s decision to
spend his money and time on the media is significant because that
decision determines whether a medium will succeed or fail. The con-
sumer has three levels of purchasing power in regard to media con-
sumption:

1. The consumer can choose between media and nonmedia
goods and services. A family has to decide whether to spend its $500
on a new living-room sofa, a week’s vacation, or a new media prod-
uct.

2. The consumer can choose between various media. If the fam-
ily decides to spend its money on media goods and services, its
members must determine whether they want a color TV, $500 worth
of books, or a stereo system.

3. The consumer can choose between competing issues or pro-
grams in a given medium. Once the decision is made to buy the
color television receiver, the family must then choose between com-
peting brands.

Dual Consumers of Media

When any individual or corporation buys and consumes the
goods and services of the newspaper, television, recording, maga-
zine, radio, motion-picture, or book industries, they become media
consumers. Media consumers use their time and money to purchase
mass communication goods and services. These consumers are divid-
ed into two distinct categories: (1) audiences and (2) advertisers.

Audience as Consumer. The audience buys media products so
that it can avail itself of media content. Its members use their finan-
cial resources to buy the electric hardware so that they can spend
time listening to and viewing the content. Audiences buy issues of
newspapers and magazines in order to read the content. Money buys
media goods. Time is spent consuming media services.

Short-term and long-term consumption are the realities of the
media marketplace, and the quicker a given item is consumed the
sooner it must be replaced. This rapid turnover is one of the major
factors that makes media businesses viable economic enterprises. Au-
diences’ constant willingness to spend more money and time on
media is one indicator of the value they place on them.
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Advertiser as Consumer. Traditionally, advertisers have been
said to be buyers of time in the electric media and space in the print
media. This labeling process is technically accurate but somewhat
misleading as to what is actually being bought. The purchase of a
30-second spot on CBS or a page in Time is a meaningless act—and a
poor business decision—unless there are audiences involved. In reality,
advertisers buy the audience, which is a byproduct in the mass com-
munication process. The estimated audience for commercial
broadcasting stations and most newspapers and magazines is more
valuable in the end than the original product—the pages and the
minutes of content. Although a time-buyer talks about buying a 30-
second spot on CBS or a page in Time, his major concern is the
audiences who consume these pages and seconds. Advertisers buy
people, because people consume the products advertised in the media.

Audiences and Advertising Cost

There are, then, dual consumers of media: audiences buy the
content, and advertisers buy the audiences. However, the value of a
local newspaper or a network television program depends not only
on the size of the audience but also on the audience’s characteristics.
The most important readers and viewers to an advertiser are those
individuals most likely to buy the product being advertised. These
target audiences are critical to the media, because they have real
economic value.

Advertisers try to be efficient—they seek the largest possible
target audience at the lowest possible price. Advertisers tend to use
newspapers and television shows, which provide the best cost effi-
ciency. This cost efficiency or cost per-thousand (CPM) readers or
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viewers is determined simply by dividing advertising cost by audience
size. Cost efficiency is a means of assigning relative value to media
audiences.

Adv.ertlsmjg co§t Ty
Audience size (in _ or

audience units of
1,000) (Gl

The Effect of Audience Size on Advertising Costs. Under nor-
mal conditions, newspapers with larger circulations have higher ad-
vertising rates; and when a newspaper’s audience increases, its rates
go up. For example, the Chicago Tribune charges a one-time adver-
tiser about $3,400 to use a full-page ad to reach its approximately
770,000 daily readers. The Chicago Daily News charges considerably
less, about $3,600, to reach approximately 445,000 readers. On Sun-
day, the Tribune is able to charge about $7,300 for the same-size ad
because Sunday circulation exceeds 1,040,000,

When the cost efficiency of the two editions of the Tribune is
compared, the CPM changes very little, because the increase in cost
is offset by the larger audience.?

Cost Efficiency
Daily Tribune Sunday Tribune
$5,400 (cost) _ $7.01 $7,300 - $7.02

770(000) circulation ~ (CPM circulation) 1,040(000)

In terms of advertiser use of the Chicago Tribune, the Sunday and
daily editions of the paper are equally efficient, because the cost of the
space is based on paid circulation estimates of the Audit Bureau of Cir-
culation.

The Effect of Audience Characteristics on Advertising Costs. Ad-
vertisers need to know what kinds of people use a given newspaper,
magazine, radio, or television station. A manufacturer of lipstick would
be foolish to spend money on Playboy, Esquire, or True, because most
readers are men, while the advertiser’s target audience is women.

In television, for example, total audience size may be less im-

L. All the cost and circulation figures are rounded estimates of information pro-
vided by Standard Rate and Data Service, Daily Newspaper Rates and Data, 12 Oc-
tober 1971, pp. 208-17.

2. Normally, newspaper efficiency is computed using milline rate, but for the
purposes of this example the page cost efficiency format is clearer.
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portant than the characteristics or composition of a program’s audi-
ence. If we compare two network programs this point may become
clearer. For example, advertisers could buy one commercial minute
during a variety show for $52,000 or one commercial minute during
a football game for $50,000. The variety show reaches 24 million
viewers, while the football game reaches only 14.5 million viewers.
Comparing CPMs, the variety show ($2.17) seems to be a better buy
than the football game ($3.47) because it has a larger total audience.

CPM Total Audience
Variety show Football game

$52,000 _ $2.17 CPM $50.000 _ $3.47 CPM
24,000(000) total audience 14,500(000) total audience

However, if an advertiser's target audience is men aged 18-49, the
situation changes markedly. The variety show has only 3.6 million
male viewers (18-49), while the football game has 5.1 million male
viewers (18-49). At this point

—
CPM Men (18-49)
Variety show Football game
Tam000) - $14:45 CPM —5%%7 _ $9.80 CPM
i men (18-49) > men {18-49)
men (18-49) men (18-49)

the football game ($9.80 CPM men 18-49) becomes a more efficient
buy than the variety show ($14.45 CPM men 18-49). Football is a bet-
ter buy for this advertiser because it reaches the target audience at a
lower unit cost.

Both audience size and characteristics make a TV show or news-
paper economically valuable. A quality audience for an advertiser is
one that meets his marketing criteria.

Models of Media Support

There are essentially four categories or types of financial support
systems for American media: (1) media supported by audiences; (2)
media supported by advertisers; (3) media supported by both ad-
vertisers and audiences; (4) media supported by public and private
groups or other nonconsumers.

Media Supported by Audiences. Record companies, the film in-
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dustry (with the exception of those films made expressly to be sold
to television), and book publishers derive practically all their revenue
from audiences, who bear the full brunt of the cost of producing
these goods and services. The audience is not resold to advertisers.
Commercials could be inserted between chapters of books or cuts on
LP records or scenes in motion pictures (as indeed they are when
shown on TV), but the traditions of our media system have estab-
lished that the audience pays the entire cost.?

Media Supported by Adcertisers. Radio and television stations
produce programs that they provide “free of charge’ to audiences.
Stations and networks earn their money by selling these audiences to
advertisers, who must recoup their ad costs when they sell their
wares to the public.

Media Supported by Advertisers and Audiences. Most general-
circulation newspapers and magazines derive revenue from both
advertisers and audiences. Audiences buy media content through
subscriptions or newsstand purchases—advertisers pay for audiences.
Although the exact amount varies from publication to publication,
usually audiences provide less than one-third of the total revenue
earned by general-circulation newspapers and magazines.

Media Supported by Public and Private Groups. Some media
are supported by groups such as state and federal agencies, founda-
tions, nonprofit organizations, and private corporations. These media
obtain little or no consumer support. Educational television (ETV)
stations, student newspapers, corporate house organs, and some sub-
sidized government publishing are supported in this manner. The
public indirectly pays part of the bill through local, state, and federal
taxes.

Media Expenses

The revenue derived from consumers and nonconsumers alike
goes to pay media’s bills. Media industries incur initial costs when

3. It should be noted, however, that advertising is beginning to make inroads
into these three media. Record companies are printing publicity for other albums on
the paper sleeves that protect the records and on the backs of album jackets. Many
drive-ins and indoor theaters are running ads between features for local merchants.
The back covers of many paperbacks now serve as advertising space for the publish-
ers’ other wares. Even inserts that can be ripped out and mailed in for encyclopedias
or art lessons are frequently a part of many inexpensive paperbacks. At present the
use of these media for advertising purposes is still insignificant in terms of their
overall economic support pattern.
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they begin; they incur operating expenses as they continue to pay
for: (1) production costs involved in making media products; (2) dis-
tribution costs incurred in selling and delivering goods and services
to the consumer.

Initial Costs. Some media businesses can start with relatively lit-
tle capital investment, while others require enormous amounts. A
phonograph record can be produced for as little as $5,000. Small-
town newspapers can be started with as little as $25,000 capital out-
lay. Books can be inexpensively produced using aluminum plates or
typed masters, offset printing, and plastic binders.

However, low initial costs are not the rule in media economics.
A textbook such as this one can require a commitment up to $100,000
on the part of the publisher in terms of total investment in editorial,
manufacturing, and promotion costs, as well as the advance payment
to the authors. One episode of most hour-long television series costs
more than $200,000 to make. Even bargain-basement films such as Joe
or Easy Rider cost $300,000 to $400,000, while films such as The God-
father and A Clockwork Orange cost many millions. To start a news-
paper in a major metropolitan area would require an investment of $5
million to $10 million. Moderately successful TV stations sell for
millions of dollars.

Operating Expenses. Most media enterprises involve long-term
commitments in the form of operating expenses: supplies, labor,
overhead, interest, as well as modernization and expansion. Newspa-
pers alone spend more than $150 million annually to improve their
operations.

All media must produce and distribute their products if they are
to survive economically. Radio operations depend on music, news,
and sports formats for content because of economic and audience
considerations. Newspapers use newsprint rather than high-gloss
paper to cut production costs. Magazine publishers depend on 750
wholesalers and more than 100,000 retail outlets to help sell their
wares. The phonograph industry uses record clubs, distributors, re-
tailers, and rack-jobbers to get their records into the hands of the
public.

Network Television: A Case Study in
Production and Distribution

The television advertiser incurs three costs when he uses the net-
works: (1) the cost of producing programs, and (2) the cost of distrib-
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uting programs to local stations, and (3) the cost of making commer-
cials.

Program-Production Costs. Programs can be aired live but most
are videotaped or filmed. TV economics has been a primary reason
for the death of live programming. High production costs forced the
industry to use reruns, and that meant recording programs. Today,
most prime-time TV series produce about 24 new shows each season,
which means it is possible for each episode to be run twice each
year. In theory, this practice cuts production costs for a season by 50
percent.

In prime time (8:00 P.M. to 11:00 P.M. EST) nearly all variety
series are videotaped and dramatic series are filmed. Without the
ability to be used as reruns and as syndicated series, few, if any, net-
work prime-time shows would be economically successful.

Production costs fall into two basic categories: (1) above-the-line
costs cover all items related to creative elements of production,
including writing, directing, acting, and producing the show; (2)
below-the-line costs relate to physical or technical elements of the pro-
gram, including the production staff, scenery, costumes, location costs,
equipment rental, editing, processing, and overhead.

For videotaped variety shows, above-the-line elements account
for 50 percent to 65 percent of the total production cost because of
high talent costs. Below-the-line items account for 50 percent to 65
percent of film-drama production charges because of high labor, sce-
nery, location, and equipment costs.

The high cost of production, over $200,000 per hour, must be
distributed over a large actual audience to develop satisfactory cost
efficiency.

Program-Distribution Costs. The cost of producing a TV series
remains the same whether 1,000, or 100,000, or 10,000,000 people
see it. Network interconnection of local stations spreads costs over
an extremely larger audience base, thereby providing a lower unit
cost (CPM).

Network-time charges are based on the available audience, that
percentage of U.S. TV homes with their sets on—not the actual au-
dience tuned to a specific program in a specific time slot. The avail-
able audience (and therefore network distribution costs) is affected
by five variables: (1) the number of U.S. homes equipped with TV
sets; (2) the coverage of the stations affiliated with the network; (3)
the scope of the available interconnection system; (4) the season of
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the year; (5) the day-part (time segment, e.g., daytime, prime time).

One hour of time on a TV network of 200 stations costs more
than $150,000. Of this amount, network operations use 10 percent to
20 percent; the affiliated stations in the lineup get 20 percent to 30
percent; American Telephone and Telegraph gets 3 percent to 6 per-
cent for use of its distribution system of coaxial cables and micro-
wave relays; a 15-percent commission is paid to the advertising
agency of record; 20 percent to 40 percent is rebated to the adver-
tiser through seasonal and day-part discounts; overhead eats up 5
percent to 10 percent; and if anything is left, it is profit.

Commercial Costs. A one-minute black-and-white TV commer-
cial costs from $5,000 to $15,000 to produce. Color commercials now
cost national advertisers as much as $100,000 to produce. Because com-
mercials are recorded, their cost can be prorated over a period of time
on both the national networks and local stations.

The High Cost of Fuailure. Let us assume an advertiser sponsors
an hour-long TV program. It could cost $150,000 to make six color
commercials, another $150,000 for network distribution, over
$200,000 for program production—the total cost could run to
$500,000. No advertiser can afford a failure of this sort. Such an in-
vestment requires a huge audience of potential consumers week after
week. The possibility that a TV program may fail to attract a large
audience has led advertisers to the practice of using scatter plans
(placing ads in a large number of programs). This enables advertisers
to hedge their bets with a few winners and some losers. Most prime-
time 30-second spots on the national TV networks now cost from $40,-
000 to $50,000. The high costs of production and distribution seem to
be headed in an endless upward spiral, and it is becoming harder and
harder to try something new in programming. The high cost of failure
has made advertisers very cautious television consumers.

Demands of Media Users

Demands made upon the media are crucial to their survival
The extensive media system serving our society would not exist with-
out consumer demands and the willingness to pay for mass commu-
nication goods and services. When audiences buy magazines or
spend their time listening to the radio, they affect the success of
these media, whether they want to or not. Some advertisers occasion-
ally feel they have a right to influence some media because they are
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paying bills. Economically sound media are less likely to acquiesce to
consumer pressures. In a free society the media must respond to in-
telligent criticism but reject unreasonable demands.

Effects of Media Economics

High initial costs and operating expenses have had far-reaching
effects on the American media system. Many people are becoming
concerned that not all these changes are for the better. For example:

1. Entry into media ownership is becoming increasingly difficult
because of the large sums required to start and operate a medium.

2. Those groups already involved in media operations are, in
general, succeeding at a rapid rate. Successful companies seem to get
bigger and bigger with ever-increasing power accruing to them.

3. Because of the enormous sums being risked in the media
marketplace, the media in general have become more competitive in
trying to capture the largest, most valuable audience available, rather
than striving to meet the special needs of all segments of society.

4. Many media businessmen seem to be sensitive only to the
demands of the marketplace. Some media investors refuse to take
anything other than mild positions on sensitive issues. The very rich
and the very poor in media seem to be somewhat timid in order to
retain or improve their economic positions.

5. In some cities of the United States, monopolies control some
media. In 97 percent of America’s 1,500 cities, there is only one
newspaper. It often seems economically unsound for newspapers to
compete for local revenue. In all cities, however, there still are com-
peting media.

6. Group ownership today dominates much of the media. More
than 50 percent of all newspapers are owned by chains, which can
exercise a great deal of control over media content. Group ownership
is also a force in broadcasting.

7. Networks, syndicates, news services, and other corporate
giants operate increasingly within media oligopolies. A limited num-
ber of powerful competitors exist in every media institution.

8. Financial wealth seems to accrue to limited media groups in
major metropolitan areas. Broadcast profits for some stations in the
large markets have been reported to return close to 100 percent on
annual tangible investments. Similar profits come to successful rec-
ord and film producers as well as publishers.

9. Interlocking ownership and the development of media con-
glomerates have increased. Newspaper and magazine publishers own
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broadcast stations. The Radio Corporation of America (RCA) runs
the world’s largest electronics company, both a radio and television
network, television and radio stations (all in the top ten markets), a
record company, and a publishing company (Random House). The
Columbia Broadcasting System produces records, makes movies, and
owns a publishing house (Holt, Rinehart and Winston) as well as its
broadcast operations.

10. High costs and enormous profits can lead to a concentration
of economic power and information control in the hands of a limited
number of huge corporations. Some critics have said that the re-
gional domination of the Northeast has led to the development of an
elite corps of media businessmen who exercise undue influence over
the content of the media. These critics have referred to “media
barons”” who can exercise undue influence on the political structure of
the United States, limiting government controls that might cut profits.

One of the leaders of the attack on media conglomerates is
Nicholas Johnson, a former member of the Federal Communications
Commission, who writes:

In general, 1 would urge the minimal standard that no accumu-
lation of media should be permitted without a specific and con-
vincing showing of a continuing countervailing social benefit.
For no one has a higher calling in an increasingly complex free
society bent on self-government than he who informs and
moves the people. Personal prejudice, ignorance, social pressure,
and advertiser pressure are in large measure inevitable. But a
nation that depends upon the rational dialogue of an informed
electorate simply cannot take any unnecessary risk of polluting
the stream of information and opinion that sustains it. At the
very least, the burden of proving the social utility of doing oth-
erwise should be upon him who seeks the power and profit
which will result.*

These ten economic problems are the consequences of the high
initial costs and operating expenses of the mass media. The rise of
media giants and corporate conglomerates has been the natural eco-
nomic consequence of a media system in which operation and control
is private rather than governmental. The alternative seems to be
government ownership and control of the media, and this, of course,
has always been rejected by a free and democratic society.

4. Nicholas Johnson, How to Talk Back to Your Television Set (New York: Ban-
tam Books, 1970), p. 66.
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In a free society two courses of action have been suggested: (1)
easier access to the media should be available to all segments of the so-
ciety; (2) the media must continue to serve in a responsible fashion all
the functions required of them.Access and responsibility are the two
key issues of the 1970s. Fear has been expressed in some quarters that
economic pressure will negatively affect free and easier access as well
as responsible action on the part of the media.

Signs on the horizon indicate that the picture may not be as dire as
it may seem. Cheaper means of publication and production are be-
coming available. Photo-offset lithography, cold-type composition,
and inexpensive paper are bringing newspaper publishing back within
reach of the average man. In many towns and cities of the United
States in the 1970s, new publications are springing up, mostly weeklies,
that are being published on a low-budget basis through offset printing.
The so-called underground press is included in this category.

Even the electric media are getting less expensive. Hand-held
cameras and videotape equipment are now being manufactured at a
price that many people can afford. This has brought about so-called
people’s TV, in which small, closed-circuit telecasting is produced by
neighborhood and inner-city groups for their own information and
education. These developments, too, will help to overcome the eco-
nomic imbalance of mass media.

Finally, it should be noted that, in spite of these dire economic
warnings, mass media in America are more varied in their ownership
and ideological commitment than in any other country in the world. In
one study undertaken in 1970 in the greater Washington, D.C., metro-
politan area, more than 250 discrete and separately owned media were
found to be available to the average citizen—counting daily and
weekly newspapers, regularly published local newsletters and maga-
zines, AM and FM radio, commercial television, and educational tele-
vision.

In other words, the average citizen in the average American com-
munity has a vast array of media available to him. The value our so-
ciety places on its media institutions can be determined in part by the
amount of money spent on them. Obviously, the media are important
to the United States or its citizens would not spend the sums they do.
The economics of mass media create problems of some concern,
however, and it is of increasing importance that both citizen and mass
communicator alike respond to the problems with a growing sense of
responsibility.



Effects of

CHAPTER4 Mass
Communication

in Modern Society

Does violence on television make monsters of children? Do newspaper
stories of rape and robbery lead readers to commit crimes? Has the
“ Playboy philosophy” revolutionized our sexual mores? Have Holly-
wood movies lowered the general level of American culture? Do po-
litical reports, editorials, and advertisements in the mass media change
our political views or influence our decisions in the voting booth?

These are all questions dealing with effects of mass media on our
lives. This is, surely, the most important aspect of mass media—how
they influence us. But it is also the most complex aspect of the study of
mass media. Adequate answers to the questions posed above cannot be
made without sophisticated research, taking into account many com-
plicated factors.
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Even a superficial analysis will indicate the important role the
media play in presenting facts, shaping opinions, and providing us with
pictures of a world that we would not otherwise see. Some men have
felt that the effects of media are pervasive and all-important, not only
in direct, immediate, and observable terms, but also throughout the
history of man.

What we know about the effects the mass media have on our so-
ciety is derived from three basic kinds of research: (1) historical re-
search investigates past and current media events in order to make
comparisons; (2) experimental research is done in the controlled envi-
ronment of the laboratory on specific behavioral problems; (3) survey
research assesses media effectiveness in the diffused environment of
the “real” world. Because of differences in research methodology,
design, and manipulation of results, there is some disagreement among
researchers regarding the effectiveness of the media in our society. But
as additional research is completed, considerable consensus is being
reached.

Historical Perspectives

Harold A. Innis, a Canadian economic historian, was a pioneer
scholar in examining the effects of the media over the long history
of mankind. His concern with the impact of printed money on man’s
economy led him to study the effect of communication on man’s po-
litical and economic institutions. He concluded that ““Western civili-
zation has been profoundly influenced by communication.”

Both Innis and Marshall McLuhan have shown that men have
adapted themselves and their institutions to the media available to
them, whether clay and stylus, paper and printing press, microphone
and loudspeaker, or celluloid and movie projector. Each medium
marked a stage in man’s institutional and societal development, in
the Innis-McLuhan theory.

In no country have mass media been more prevalent than in
America. And with what effect? Wesley C. Clark, dean of the Syra-
cuse University School of Journalism, says that “mass communica-
tions and the mass media have played a major role in changing the
face of America. They have given us instant nationwide fashions and

1. Harold A. Innis, The Bias of Communication (Toronto: University of Toronto
Press, 1951), p. 3.
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modes, and perhaps instant heroes, or nonheroes, both political and
nonpolitical.”’2

Indeed, without mass media, America as we know it would cer-
tainly not exist. It was the printed word—broadsides and pamphlets
—that first induced masses of Europeans to emigrate to the colonies
of the New World. Without the colonial weekly newspapers, as Ar-
thur M. Schlesinger, Sr., shows in his Prelude to Independence, the
war against the British Crown would probably not have been fought,
and if fought would probably not have been successful. He quotes
David Ramsey, “‘In establishing American independence, the pen
and the press had a merit equal to that of the sword.”

Another American historian, Allan Nevins, has shown that it was
the newspapers of the newly independent nation, carrying essays
known today in their collected form as The Federalist papers, which
persuaded the new Americans to ratify the Constitution and adopt a
democratic form of government.

From the founding of the country to the present day, the mass
media have played an important role in nearly all the important
events of the nation. Antislavery publications such as William Lloyd
Garrison’s Liberator and Harriet Beecher Stowe’s novel Uncle Tom's
Cabin, did much to foment the Civil War, as did the newspaper edi-
torials of Horace Greeley and James Gordon Bennett. William Ran-
dolph Hearst’s sensational newspaper headlines helped to instigate
the Spanish-American War. Crusading newspaper and magazine re-
porters and editors at the turn of the century—often called “‘muck-
rakers” —brought much-needed political reform and social legislation
to America.

In the twentieth century, electric media added their impact to
the printed word, as the mass media became big business. George
Gerbner, dean of the Annenberg School of Communication at the
University of Pennsylvania, stated in testimony before the National
Commission on the Causes and Prevention of Violence, in October
1969:

In only two decades of massive national existence television has
transformed the political life of the nation, has changed the
daily habits of our people, has molded the style of the genera-
tion, made overnight global phenomena out of local happen-

2. Wesley C. Clark, “The Impact of Mass Communications in America,” Annals
of the American Academy of Political and Social Science 378 (July 1968): 69-70.



52 | MASS COMMUNICATION PROCESSES, SYSTEMS, AND EFFECTS

ings, redirected the flow of information and values from tradi-
tional channels into centralized networks reaching into every
home. In other words, it has profoundly affected what we call
the process of socialization, the process by which members of
our species become human.

One historian, David Potter, has theorized that the basic element
in the development of an American national character has been eco-
nomic abundance, and, he declares, advertising in the mass media is
the institution of that abundance. Advertising ““has vast power in the
shaping of popular standards, and it is really one of the very limited
group of institutions that exercise social control.”

An Overview of Media Effects

Although we might agree that the mass media have affected the
course of man’s development, it is still difficult to establish absolute
cause-and-effect relationships. Indeed, the effects of the mass media
defy most generalizations. In summarizing our current knowledge
about these effects, Bernard Berelson and Morris Janowitz have writ-
ten in their Reader in Public Opinion and Communication:

The effects of communication are many and diverse. They may
be short-range or long-run. They may be manifest or latent.
They may be strong or weak. They may derive from any num-
ber of aspects of the communication content. They may be con-
sidered as psychological or political or economic or sociological.
They may operate upon opinions, values, information levels,
skills, taste, or overt behavior.?

There are so many variables, in fact, that some researchers are
pessimistic about achieving scientific verification for any kind of mass
communication effect. Berelson, in 1948, expressed his own feeling of
futility about answering questions of mass media effect by framing the
following axiom: *“‘Some kinds of communication of some kinds of
issues, brought to the attention of some kinds of people under some
kinds of conditions, have some kinds of effects.”™

3. Bernard Berelson and Morris Janowitz, eds., Reader in Public Opinion and
Communication (2nd. ed.; New York: Free Press, 1966), p. 379.

4. Bernard Berelson, “*Communications and Public Opinion,” in Mass Communica-
tions, ed. Wilbur Schramin (Urbana: University of 1Hinois Press, 1949), p. 500.
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Others are more optimistic, however, about the use of behavioral
research to learn more about the effects of mass media. Joseph T.
Klapper, for instance, favors the *phenomenistic’’ approach, in which
mass media are viewed as only one of many factors to be considered in
studying the effect of the environment on human behavior. Klapper
also feels that some generalizations have already emerged about media
effects from these types of studies.®

At the present time there is considerable documentation to sup-
port the notion that several factors affect the effectiveness of mass
communication:

The medium or combination of media used affect mass commu-
nication effectiveness. The fewer skills required to use a given medi-
um, the more likely it will be for large numbers of people to take
advantage of it. If any medium demonstrates real value to the indi-
vidual, however, he will acquire the skills necessary to use it. The ef-
fectiveness of a medium with its audience depends on its source
credibility and its traditional association with a specific role. For
example, books are the most effective medium in the educational
process because textbooks have credibility with teachers and students,
and that medium has traditionally been the backbone of the educa-
tional process in this country.

The presentation of the message affects mass communication ef-
fectiveness. The style of presentation of the message influences its
effect on the audience. **Sesame Street’s” effectiveness with children
is the result in large measure of the way in which the information is
presented. The amount of information previously provided by a me-
dium in a given content area affects the future receptiveness of the
media user to similar messages. The communicator associated with
the message (dramatic writer, director, newsman, actor, editor, or
singer) affects the way a message is accepted by the audience. Wal-
ter Cronkite, for example, has better ethos (a form of proof based on
his personal characteristics such as physical appearance and voice)
than a cub reporter with a weekly paper.

The exposure pattern affects mass communication effective-
ness. The number of exposures an individual has to a given message
affects his willingness to accept an idea. For example, the My Lai
massacre was something less than believable when the story first
broke, because our society had been taught that Americans did not
kill unarmed women, children, and old men. For most Americans,

5. Joseph T. Klapper, The Effects of Mass Conununication (Glencoe, 11l.: Free
Press. 1960).
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repeated exposure to the idea was required before the report was be-
lieved. In addition to the number of exposures, the period of time
over which this repetition occurs is also critical for maximum effec-
tiveness. Thus, repetitive exposure over extended periods of time is
the cornerstone of most advertising campaigns.

The audience experience affects mass communication effective-
ness. The physical environment in which a medium is used modifies
effectiveness. The home, with its multitude of interruptions, is a far
less satisfactory environment for a film than a movie theater because
the film environment needs to be carefully controlled to increase
message impact. The interpersonal interactions during a given com-
munication experience also affect the process. Talking or holding
hands with one’s date while trying to read a textbook is often less
than a satisfactory educational experience. By contrast, we are accus-
tomed to having conversations with the radio on. Past media experi-
ences condition us to have certain expectations regarding how and
where a specific medium is used.

In sum, scientific verification of the effects of mass media on in-
dividual behavior has been difficult to achieve because the variables
seem to be nearly inexhaustible. But if the media can be seen as part
of the total environment that affects man’s acts and decisions, a
theory for mass media effects might be developed. Melvin L. De-
Fleur synthesizes various theories to arrive at the most comprehen-
sive statement to date:

The effects of a given mass communicated message sent over a
given channel will depend upon a large number of psychologi-
cal characteristics and social category similarities among the
members of the audience; these effects will depend upon the
kind of social groups within which these people are acting and
the relationships that they have with specific types of persons
within them; they will depend upon the social norms that pre-
vail among such groups in reality as well as upon the “defini-
tions of the situation” which the communicated messages are
to suggest.®

Detailed Analysis of Specific Media Effect

Media effects are seldom—if ever—simple, direct, or totally de-
pendent on media exposure because the direct, personal experiences

6. Melvin 1. DeFleur, Theories of Mass Communication (2nd ed.; New York:
David McKay, 1970). pp. 152-33.
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of the individual are constantly modifying the effectiveness of the
indirect, vicarious media experience.

The available evidence in all areas of communication indicates
that we move from cognition to comprehension to attitude and value
change before behavioral change occurs. In addition, we know that
it is easier to create cognition than comprehension, that comprehen-
sion is a simpler task than attitude modification, and, finally, major
behavioral changes are extremely difficult to produce.

To facilitate the evaluation of research as to the specific effects
the mass media have on society, the available data have been collat-
ed and summarized in the following pattern:

I. There are three general areas of mass communication research
of great scientific importance:
A. The effects of the mass communication media on cognition
and comprehension.
B. The effects of the mass communication media on attitude
and value change.
C. The effects of the mass communication media on be-
havioral change
2. There are three specific problems that are of intense public
concern:
A. The effects of the mass media on children.
B. The effects of violence in the mass media on American so-
ciety.
C. The effects of pornography in the mass media on American
society.

Each of these six concerns has involved the cfforts of a great
many researchers, and this section is designed only as an introduction
to each problem and a synthesis of available information.

Cognition and Comprehension

How effective are the mass media in making audiences aware of
things not in their direct experience? At a more complex level, how
effective are the media in making audiences understand the mass com-
munication experience? Cognition is affected by the fact that the indi-
vidual does not read all pages of the newspaper or listen to every

7. The basis of this section is a modification of Walter Weiss's collation of re-
search in chapter 38 of the Handhook of Social Psychology. Weiss's summary is one
of the best available to date in the ficld and a must for students interested in media
effects. Walter Weiss, “The Effects of the Mass Media of Communication,” in Iand-

book of Social Psychology. ed. Gardner Lindzey and Eliot Aronson (2nd. ed.; Read-
ing. Mass.: Addison-Wesley, 1968) 2:77-195.
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minute of newscast with equal attention. Audience members expose
themselves selectively to media content, but by constant, repetitive ex-
posure the media can become highly effective on a wide variety of
issues. But retention of information over a long period of time is least
probable when the individual has no personal interest in that in-
formation.

Cognition (as with all media effects) is the result in great mea-
sure of the interaction of media content with the direct, personal ex-
periences of the audience members. A person’s ability to recall a
media event is also dependent in large measure on repeated exposure
to the stimulus and some reinforcement in his interpersonal relation-
ships. If an individual had a brother in a given battle zone in Viet-
nam, the mention of that specific area would increase awareness on
the part of the viewer to that news item because he had direct expe-
rience that encouraged awareness. He needed that information.

The achievement of comprehension requires more exposure and
personal interest. Although Americans have one of the best overall
information systems in the world, there is considerable misunder-
standing because people misinterpret, fail to hear, or refuse to accept
the facts. And there have been times when the media have misin-
formed their audiences. Evidence also suggests that audience mem-
bers’ predispositions on a given issue create subtle, unconscious mis-
conceptions despite repeated exposure to messages that contradict
these notions. In other words, comprehension on a given issue is dis-
torted by personal beliefs. For example, this may account for some
reactions—despite all the evidence to the contrary—that the assassi-
nation of President John F. Kennedy was the result of a complex
plot involving a large group of conspirators rather than the alleged
singular act of Lee Harvey Oswald.

Cognition and comprehension have a direct effect on the emo-
tional reactions of audiences. Any emotional response to mass com-
munication comes in large measure from the setting in which expo-
sure occurs, the repetition of exposures, information prior to the
exposure, and the basic cognitive schema (interpretive framework) of
the individual. The reaction of a child to a**horror film” is made more
intense because the theater is dark, because the child probably has had
previous exposure to other “scary” films so he and his companions
have preconditioned themselves to the evocation of a set of emotional
reactions, and because the whole cognitive schema or the overall way
in which the child perceives the film is dependent on that child’s per-
sonality traits.
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One of the best examples of the effectiveness of media in creat-
ing emotional public response occurred during Orson Welles's radio
dramatization of H. G. Wells’s War of the Worlds (Halloween week,
1938). The program, concerning a fictitious invasion of earth by
Martians, caused panic among those people who could not put the
program into a satisfactory cognitive schema, lacked previous infor-
mation about the show, were preconditioned by the emotional tenor
of the times, or could not find other persons who could counteract
or clarify the event for them. In short, other conditions in an indi-
vidual's personal experience are important in determining what his
emotional response will be to a given media stimulus.

Another important aspect of media effects related to cognition
and comprehension is identification, which refers to the audience
members’ involvement with an action or character in a given commu-
nication experience. This intellectual-emotional response enables the
individual to experience vicariously events in which he otherwise could
not participate. The depth of individual involvement depends on the
satisfaction derived from previous exposures. The attractiveness of a
given fictional character depends on the similarity the audience
member has to that character or the aspirations and anticipated roles
of the book reader, moviegoer, or radio listener. When the opportunity
arises, the majority of males select male characters, and the majority of
females select female characters for identification. Interestingly,
characters that deviate too far from accepted norms—even if they are
the antihero of the piece—are less identified with than are the “good
guys.” Identification affects a child’s selection of comics, TV programs,
and movies and has been proved to have an impact on the individual's
willingness to accept different kinds of information. If the audience
identifies with the communicator, cognition and comprehension
improve.

Attitude and Value Change

Obviously, all the previously mentioned studies on cognition,
comprehension, selective exposure, retention, emotional reaction, and
identification are closely related to attitude change. Values depend
upon individuals being aware and understanding the communication
experience. For example, if selective exposure blots out positive in-
formation about the values of rock music, an adult’s attitude will
remain unchanged.

In media research on attitudes, there is general agreement that
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the media do have an effect. However, the extent, speed, and lon-
gevity of these effects are in question.

Most research evidence supports the hypothesis that mass media
can “create new opinions more easily than they can change existing
ones.” Joseph Klapper points out that mass communication *‘is high-
ly effective in creating attitudes on newly arisen or newly evoked
issues.”” He underlines the caution that *“the efficacy of mass commu-
nication in creating opinion ... can be gauged only in reference to
issues on which, at the time of exposure, people are known to have
no opinion at all.” Communications on such topics “have been
found capable of ‘inoculating’ audience members, i.e., of rendering
them more resistant to later communications or experiences suggest-
ing a contrary view.”

Wilbur Schramm points out that ‘“‘the mass media can widen
horizons. ... They can let a man see and hear where he has never
been and know people he has never met.”’® Obviously, this is a more
important side effect of mass media in developing societies; ostensi-
bly in a sophisticated and civilized society, fewer issues can be raised
with which modern man has not already come into contact and
about which he has not already formed some opinions.

The war in Vietnam, however, might have been such an excep-
tion. For the first time in man’s history, a war on the other side of
the world was brought into the living room of the average American
home, in live action and full color. Like all wars before it, the war in
Vietnam was marked by corruption, violence, and atrocity on both
sides in varying degrees. But never have so many people been ex-
posed to the facts of war in such a direct, forceful, and firsthand
manner. Traditionally, information about war always followed the
official explanation, which inoculated the audience to the ugliness of
the real facts.

Schramm says that mass media, in creating opinions, ‘‘can raise
aspirations.”” Again, this is more apt to be true in developing so-
cieties, where the typical citizen has had an extremely limited view
of the world. But we find illustrations of this among America’s poor.

A strong case can be made for the idea that the media, particu-
larly television, have had an important side effect on the black revo-
lution in America since 1950. Television played a key part in bring-
ing into many black homes a view of another world. In the 1950s

8. Wilbur Schramm, Mass Media and National Development (Stanford, Calif.:
Stanford University Press, 1964), p. 127.
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and early 1960s many blacks, watching ‘I Love Lucy,” “Leave It to
Beaver,” or “Peyton Place,” had their aspirations raised. They, too,
could live like that.

In the late 1960s and early 1970s, more black faces appeared on
network series. ‘1 Spy,” “‘Julia,” ““Mod Squad,” **Sanford and Son,”
“Sesame Street,” and “The Electric Company” provided a view of
potential success for blacks integrated in white America. Nevertheless,
the extent of the increase in aspiration levels as a result of television
programming is difficult to measure.

It should be emphasized, however, that while the mass media
might create opinion easily in a situation where no opinions previ-
ously existed, there are always many mediating forces—unsympathetic
predispositions, group norms, or opinion leaders—which hinder the
creation of new opinions by the mass media.

If we already have opinions about issues, such as politics or reli-
gion, what effect do the mass media have in changing us? Not
much, according to limited research findings. Most studies show that
the mass media “‘reinforce our old opinions more than they convert
us to new ones.” Klapper says that reinforcement of an opinion is
the dominant effect; minor change, such as a shift in the intensity
with which we hold an opinion, is the new most-common effect.

One reason for reinforcement is the self-protective human pro-
cess of selective exposure, selective perception, and selective reten-
tion. We tend to expose ourselves only to those media that agree
with our existing opinions, and we tend to avoid media that are un-
sympathetic to our predispositions. A socialist is not apt to read the
Wall Street Journal, as a capitalist is not apt to be a regular reader of
the Los Angeles Free Press. Psychologists have long shown that even
when exposed to other media, we tend to perceive only those elements
that fit our preconceptions. And finally, we tend to retain those facts
and ideas that agree with our existing opinions.

Leon Festinger has studied this phenomenon and named it
“cognitive dissonance.”? Basically, dissonance replaces the word in-
consistency and consonance replaces consistency. Festinger's main
hypothesis is that the psychologically uncomfortable existence of dis-
sonance will motivate a person to try to reduce it and achieve conso-
nance. In addition to trying to reduce dissonance, the person will ac-
tively avoid situations and information that would increase it.

9. Leon Festinger, A Theory of Cognitive Dissonance (Evanston, 11l.: Row, Pe-
terson, 1957).
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For example, the person who continues to smoke, despite media
information that smoking is harmful, tries to reduce the dissonance.
He can rationalize that he enjoys smoking so much that it is worth
the chances of ill health, or he can rationalize that if he stopped
smoking he would put on weight, which could be equally bad for his
health.

Mass media also aid reinforcement rather than change because
in a free-enterprise society the media tend to avoid offending any
significant portion of their vast audience and tend to espouse atti-
tudes that are already virtually universal. A significant portion of
mass media would not be likely to express a point of view that the
majority in society were not already willing to accept. A nationally
syndicated newspaper columnist or a political commentator on na-
tionwide television would not likely express a radical political idea,
for fear of alienating vast numbers of readers and viewers. Even the
underground press, which might purposely use language and pictures
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to offend the general public, nevertheless is reinforcing attitudes
held by its regular readers.

Not only do the mass media reinforce what we already believe,
they also ““enforce the normal attitudes and behavior patterns of so-
ciety.” Two sociologists, Paul F. Lazarsfeld and Robert K. Merton,
have pointed out the effects of mass communication on organized
social action. “‘Publicity closes the gap between ‘private attitudes’
and ‘public morality,” they write.'® The mass media expose devia-
tions to public view, and, as a rule, this exposure forces some degree
of public action against what has been privately tolerated.

For example, some individuals may privately tolerate what they
would call “polite ethnic discrimination,” but they would be apt to
reject this attitude if it were called to public attention by the mass
media in a society that condemns discrimination. The media tend to
present in an approving manner behavior and attitudes that are so-
cially accepted, and to present in a disapproving manner those that
are rejected. Through repetition the media reinforce existing social
attitudes.

One result is social conformity, weakening of individualism, and
decreasing tolerance of differences. Much research has verified the
“bandwagon effect,” that is, people will adopt opinions because they
are the opinions of a large group, or seem to be. This social con-
formity is most commonly demonstrated in advertising, which fre-
quently uses such phrases as *‘nine out of ten,” “more people use,”
or “millions recommend.” Studies also show that small, deviant mi-
nority groups have an unusual amount of resistance to the band-
wagon effect, but most people, without the support of a strong
minority group, simply go along with the majority.

Thus, in America the mass media have played a role in the
melting pot. Except for small and strong minority groups—such as
Hasidic Jews in Brooklyn or Amish Mennonites in Pennsylvania—
most Americans have lost the special ethnic and cultural characteris-
tics that their ancestors brought from the Old World.

The mass media tend to make individuals, groups, things, or
ideas important simply by selecting them for attention or notice.
This effect of mass communication was pointed out by Lazarsfeld
and Merton:

The mass media bestow prestige and enhance the authority of

10. Paul F. Lazarsfeld and Robert K. Merton, "*Mass Communication, Popular
Taste and Organized Action,”” in Mass Communication, ed. Wilbur Schramm. (Ur-
bana, Ill.: University of Hlinois Press, 1960), p. 499.
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individuals and groups by legitimizing their status. Recognition
by the press or radio or magazines or newsreels testifies that one
has arrived, that one is important enough to have been singled
out from the large anonymous masses, that one’s behavior and
opinions are significant enough to require public notice.!

Charles Lindbergh received so much publicity for his trans-At-
lantic solo flight in the Spirit of St. Louis that he became an instant
and permanent international hero. But Bonnie Parker and Clyde
Barrow, small-time bank robbers and killers in the 1930s, also gained
status and prestige through headlines in the newspapers. This status
was revived in the 1960s by the motion picture Bonnie and Clyde,
which dramatized their exploits.

Status conferral by the mass media has also produced the star
system, not only in Hollywood but in New York and Washington as
well, where individuals can enhance the prestige of a production,
product, or political viewpoint by virtue of their publicity. A long list
could be written of movie stars, political figures, society leaders, ar-
tistic lions, and even academic giants who attained positions of pres-
tige and prominence based on their ability to get publicity as well as
their other talent, genius, or worth.

Do mass media also have the effect of drugging their audiences?
Some feel they do, including Lazarsfeld and Merton, who write that
the increasing “‘outpourings of the media presumably enable the
twentieth-century American to ‘keep abreast of the world.” Yet, it is
suggested, this vast supply of communications may elicit only a su-
perficial concern with the problems of society, and this superficiality
often cloaks mass apathy.” 12

News, which is by definition almost invariably about deviations
and abnormalities in society, may, according to some sociologists
and psychologists, actually create anxieties among readers, listeners,
and viewers. This anxiety could result in ‘“privitization,” where the
individual feels overwhelmed by the news and reacts by turning in-
ward to his private life, over which he has more control.

Mass audiences may suffer from an information overload to the
point where they are actually narcotized by communication. They
react with apathy rather than action. So many voices are heard, so
much static and interference are on the line, that they tend to block
out everything, and no message comes through loudly and clearly

11. Ibid., p. 498.
12. Ibid., pp. 501-2.
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enough for them to participate and be involved in the action. The
media can turn us off as well as on.

Many, in fact, turn to the media to be turned off. The escapist
function is an important one for the mass media, and has many socially
useful results. We turn to soap operas and musicals in **living color”
not just to get away from our problems but also to find emotional re-
lease, vicarious interaction, a common ground for social intercourse,
the stimulation of our imagination, and mental and physical relaxation.
All these, in turn, affect our attitudes and values.

Behavioral Changé

Do media experiences change the things persons do and the ways
in which they act? What are the physical reactions to media
experiences, the things people do as a result of media exposure? A
considerable amount of research in the area of behavioral change has
sought to determine what the media’s influences are on specific kinds of
behavior—i.e., voting, play patterns, aggression, and a number of
others.

In the area of the allocation of discretionary or leisure time, the
media are a dominant force. The importance of the media can be es-
timated if you stop to realize that the media dominate leisure time
activity in our society. As new media appear there is usually high
public interest, if participation requires no skills—i.e., TV viewing,
radio listening, and moviegoing. When television became available,
it reduced the amount of leisure time spent on other media, but it
also required the viewer to give up other practices as well. The aver-
age individual spends more than two hours per day viewing televi-
sion, while his family spends more than six hours. When a family ac-
quires a color set for the first time, the amount of viewing increases
substantially until the novelty wears off. In effect, what happens is that
media experiences are so attractive and rewarding that the individual
consciously gives up or modifies other media and nonmedia activities in
order to partake of them.

The media are often employed to stimulate interests in the form
of a specific activity such as homemaking, sewing, cooking, or
hobbies. The results of most studies indicate that special-interest pro-
grams develop passive rather than active behavior on the part of the
viewer. Audiences watch Julia Child’s “French Chef”’; they enjoy her
performance, but apparently few of the audience members ever try
that specific recipe. However, they may go out and buy a cookbook,
which they will use.

The media are constantly accused of changing public taste as re-
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flected in other kinds of behaviors: reading novels; going to concerts
or the ballet; or watching public affairs programs. Most popular
argument states that TV and other media degrade public taste by
pandering to the lowest cultural denominator rather than educating
people to enjoy higher cultural materials. Research indicates, how-
ever, that cultural tastes are much more influenced by personal,
family, educational, and social determinants than by the media. Those
persons who claim the media should influence tastes for high culture
normally already are predisposed to such activities as listening to
classical music. What seems to be the case is that the media are not
used to seek out cultural tastes above those the viewer already
possesses. Interestingly, limited research into the effects of radio and
television in emerging nations seems to indicate that a concentrated
programming effort can create a positive interest in the cultural heri-
tage of that nation.

In terms of family life patterns, numerous studies have investi-
gated various aspects of home behavior. In general, the media
studies—specifically of television—indicate that TV has not had a
marked or sweeping effect on family life styles. At a very superficial
level, members of a family spend slightly more time together view-
ing TV as a group until the second set is purchased.

In terms of passivity, the media do not make people more pas-
sive, except where the individual has a very strong predisposition to be
so anyway. The specific fear that TV viewing negatively affects school
work is false. In fact, television viewing may actually contribute to a
faster start for most children. The bedtime of children has not been
changed markedly by television.

The life style of the family unit is the primary determinant here.
There seems to be little support for the contention that TV has a det-
rimental effect on eyesight. For most individuals, TV is just another
style of play, influenced by age and intelligence, values and person-
ality. Evidence exists that family members use TV as a time-killer
between other activities. The primary role of media in the household
is for “escapist”’ entertainment—because this is what the family de-
sires. In general, the medium’s use is affected more by the family
life style than the life style is affected by the medium.

Considerable research has been devoted to the effects of media
on voting behavior. The media seem to be relatively ineffective in
converting a voter from one party affiliation to another. Few voters
seem to be influenced by specific political commercials for the man
they dislike. The critical role of the media seems to be to reinforce



EFFECTS OF MASS COMMUNICATION IN MODERN SOCIETY | 65

existing political attitudes and maintain party-member support.
However, it can be argued that evaluating one commercial, one can-
didate, or even one campaign is less than satisfactory when one re-
members the new political frameworks established in the media with
regard to events occurring between election years.

The constant exposure of political figures and issues on televi-
sion may be the key area of influence in changing political behavior
of Americans. This is a critical distinction if we look at media in
terms of structuring of political reality rather than delivering political
messages. Undoubtedly, the vast exposure of negative feeling regard-
ing the war in Vietnam decidedly influenced political decision making
and voting behavior between 1964 and 1972. Without television
coverage of that war—a political as well as informational activity—it is
very likely that American attitudes would have remained less changed
during that eight-year period. In other words, political behavior
changes gradually as a result of a variety of media inputs and personal
interactions over a lengthy period of time.

In terms of behavior patterns, personal influence interacting
with media experiences seems to be the critical factor in the modifi-
cation of the way people act. Some undue emphasis seems to have
been given to the influence of opinion leaders, especially in politi-
cally oriented interpretations of research. There seems to be less sup-
port today for the idea that a few opinion leaders are persuaded by
the media and then influence others within their social contact. This
original two-step flow of communication is under review because it
may draw too simple a relationship between mass communication
and personal influence. In reality, what seems to happen is that the
media and personal values interact to support or reject a given ac-
tion.

Wilbur Schramm describes the interaction of mass media and
personal influence as the ““n-step flow of communication.”

Later and longer looks at the “two-step flow” lead us to think
that it might be better called the “'n-step flow™ for the influen-
tials have their own influentials to whom they go for advice and
information. However that may be, the point is that interper-
sonal channels of information are functioning side by side with
the mass media channels, and these interpersonal channels are
exerting much of the influence in society.'?

13. Wilbur Schramm, “The Nature of Communication Between Humans,” in
The Process and Effects of Mass Communication (Urbana: University of llinois Press,
1970), p. 51.
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Rather than attempting to prove or disprove the relative impact of
personal influence and mass communication, a more sophisticated ap-
proach seems to be the recognition that they complement one another
in changing behavior patterns.

In terms of adopting a specific behavior, it takes considerable time
for this to occur and depends on several factors, including the number
of people involved in the decision, the economic and social risk
necessary, the future ramifications of action, the extent of departure
from current practices, and the compatibility of this behavior with per-
sonality, values, and motives of the individual. For example, consider
the implications of the simple behavior involving hair styles in boys.
The decision to have long or short hair might involve parents, peer
groups, and school personnel. There may be economic risk (loss of a
job) or social risk (forbidding of dates by a girl's parents). The future
problems include public derision, family squabbles or possible social
ostracism. If the boy is leaving for college, the long-hair style may not
be too great a departure from behavior on the campus. Finally, his per-
sonal values in regard to grooming may affect his decision. So, despite
the hair length of people in the media, other influences may be too
strong for the behavior change to occur.

The same factors influence change in purchasing behavior,
wearing clothes, using “‘miracle cleaning agents,” joining protest
marches, participating in common-law marriages, adopting children of
minority parentage, and any other behavior acceptance, modification,
or rejection. It is the interaction of media exposure and other personal
experiences that become the critical force in behavioral change.

The Effects of Media on Children

In a famous study, Wilbur Schramm, jack Lyle, and Edwin B.
Parker concluded:

For some children under some conditions, some television is
harmful. For other children under the same conditions, or for the
same children under other conditions, it may be beneficial. For
most children, under most conditions, most television is probably
neither particularly harmful nor particularly beneficial.'*

14. Wilbur Schramm, Jack Lyle, and Fdwin B. Parker, Telecision in the Lices of
Our Children (Stanford, Calif: Stanford University Press, 1961).
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In England, Hilde T. Himmelweit, A. N. Oppenheim, and Pamela
Vance concluded that television had little negative effect on children,
except for those who were emotionally disturbed or predisposed to a
particular stimulus. In other words, the normal child will probably not
commit a violent act as the result of watching violence on television.'

In very specific terms, television does not overwhelm the child’s
life style: consciously and unconsciously, children are selective about
what they watch and the amount of time they spend. The important
factors in the child’s television behavior are his age, intelligence, social
level, personality, and parental example. In terms of taste the child’s
TV behavior reflects his taste in other areas. Television viewing does
not lower cultural levels, nor does viewing of adult programs by young
children have the negative effect of developing antisocial behavior.

It has been concluded that television has little, if any, negative ef-
fect on the health of children. In terms of emotional effect, children
love excitement and even enjoy low levels of fright. If the child is
mature and intellectually prepared for movies and TV exposures, there
is little, if any, detrimental, long-lasting, emotional reaction. In terms
of causing behavior patterns, televison creates little or no negative be-
havior in the normal child.

Violence and Mass Media

Considerable concern has been expressed over the violence and
aggression depicted in the mass media and their effect on Americans. A
“Task Force on Mass Media and Violence” produced a lengthy report
for a National Commission on the Causes and Prevention of Violence
entitled Violence and the Media (1969). The report summarized what is
known to date and called for more research. However, the report listed
three areas where studies of violence in the media provided the com-
mittee with some general conclusions: learning effects, emotional
effects, and impulsive aggression.

As to learning effects, the commission reported ... the belief
in the effectiveness of aggression in attaining his [a child’s] goal
while avoiding punishment. The mass media typically present
aggression as a highly effective form of behavior.”

As to emotional effects, the commission reported the conclusion

15. Hilde Himmelwaite, A. N. Oppenheim, and Pamela Vance, Television and
the Child (l.ondon: Oxford University Press, 1938).
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that, “Frequent exposure produced an emotional habituation to
media violence. There is suggestive evidence that this results in an
increased likelihood of actually engaging in aggression.”

The commission also concluded that, “Aggressive impulses may
be held in check if the viewer has been made especially aware of the
‘wrongness’ of aggression or of the suffering that may result from vi-
olence.”

Other researchers have reported little direct cause-and-effect
relationship between mass media and individual behavior when it
comes to sex, crime, and violence. Klapper points out that “heavy
exposure to such fare is apparently not a sufficient or crucial cause of
delinquency. In at least five major studies, heavy consumers were
found no more likely to be delinquent than were light users or non-
users.”’

In other words, there is considerable controversy within the sci-
entific community regarding the results of behavioral research as to
the effect media exposure has in triggering aggressive behavior that
may lead to violence. Some social scientists argue that media expo-
sure to violence serves as cathartic experiences—the fantasy of emo-
tionally participating in media violence reduces the possibility of the
individual becoming violent because the media provide a means of
releasing aggressive tendencies. Other laboratory research, especially
the work of Leonard Berkowitz, Albert Bandura, and their respective
colleagues, suggests that under certain circumstances media violence
can lead to imitative aggressive behavior with other stimuli interact-
ing with media exposure.' The critical factor and the matter least
studied at the present time is the long-term, cumulative, extended
effects of media violence.

The media, however, are just one factor in the total societal pic-
ture, where violence has always been a reality in the American way
of life.

In 1972 a study on television and violence instigated by Senator
John Pastore’s Communications Subcommittee was released by the
U.S. Department of Public Health. This study sought to gather all
findings related to television violence and its effect on children.

16. Albert Bandura with a variety of colleagues conducted a series of studies be-
tween 1961 and 1965 in the areas of learning, imitative behavior, aggression, and their
interrelationship with mass media (specifically film). His research is reported largely
in the Journal of Abnormal and Social Psychology. Leonard Berkowitz and his re-
search team concentrated their research on filmed violence and aggressive tendencies.
This work was published in part in the Journal of Personality and Social Psychology
from 1963 to 1967.
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Three generalizations emerged from this work. Namely, that there is
““a preliminary and tentative indication of a causal relation between
the viewing of violence on television and aggressive behavior; an in-
dication that any such causal relation operates only on some children
(who are predisposed to be aggressive); and an indication that it op-
erates only in some environmental contexts.” '’ Media effects in this
area then are dependent upon the mix of violent media content, the
child, and his environment. i

Obviously, there are other contributions to violence in the
United States other than mass media. In a report to the National Com-
mission on the Causes and Prevention of Violence, a partial list was
compiled.

Many unique aspects of our society and politics have contrib-
uted to the individual and collective violence that troubles con-
temporary America, among them the psychological residues of
slavery, the coexistence of mass consumption with pockets and
strata of sullen poverty, the conflict among competing ethics
that leaves many men without clear guides to social action.
Other sources of violence in our national life are inheritances of
our own past: a celebration of violence in the good causes of
our revolutionary progenitors, frontiersmen, and vigilantees; im-
migrant expectations of an earthly paradise only partly fulfilled;
the unresolved tensions of rapid and unregulated urban and in-
dustrial growth.'®

What the media may be doing in fact is heightening our awareness
of the violence that has always been a part of the fabric of our way of
life. The news media are constantly providing information regarding
assassinations, campus protests, fire bombings, ghetto disturbances,
civil disobedience against the war in Vietnam, muggings, and police
brutality. Since the media are instrumental in creating this intense
awareness, they have come to be associated with violence—as its
cause—in the minds of a large segment of the public.

The noted sociologist Otto Larsen surveyed the various material
available, and, in general, has presented the view that too little is
known about violence to set up a system of censorship that seeks to

17. The Surgeon General's Scientific Advisory Committee on Television and So-
cial Behavior, Television and Growing Up: The Impact of Televised Violence (Wash-
ington, D.C.: U.S. Government Printing Office, 1972).

18. Hugh Davis Graham and Ted Robert Gurr, Violence in America (New York:
Signet Books, 1969), p. xiii.
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control or limit the content of the media.'® Indeed, the results of such
a censoring process seem to be much more dangerous to the United
States than the current violence portrayed in the media, Larsen con-

cluded.

Pornography in the Mass Media

Pornography is any obscene material, and obscenity is based on
three legal criteria: (1) the dominant theme, taken as a whole, must ap-
peal to a prurient (morbid and unhealthy) interest in sex; (2) the ma-
terial must be patently offensive and affront contemporary community
standards; (3) the material must be without redeeming social value. 1f a
book or movie is shown to possess all three characteristics, it is legally
obscene and in some communities the distributor, exhibitor, and seller
are liable for prosecution. In obscenity trials from 1965 to the present,
it is rare that the federal courts have judged material to be obscene.

In 1967 Congress established through Public Law 90-100 the
Commission on Obscenity and Pornography, which on September
30, 1970, submitted its report contradicting many strongly held be-
liefs of politicians and citizens alike. The commission’s majority re-
port has gone the way of many other scientific-bureaucratic under-
takings. The findings of the commission have been attacked, and the
report’s proposed legislation has been ignored.

The financial scope of pornography in the United States is esti-
mated to be between $300 million and $2 billion a vear. The major
media involved are paperback books, magazines, and films: however,
with the advent of the new cassette videotape units pornographic ma-
terials might be expected to become more readily available.

The Commission on Obscenity and Pornography was unable to
reach unanimous agreement on the effects of obscene material. The
findings of the majority are:

1. In the nonlegislative area, a sex-education program, using
media involved are paperback books, magazines, and films; however,
with the advent of the new cassette videotape units pornographic
materials might become available more readily for use in the home.

2. In the legislative area, all local and state laws as well as federal
statutes (Statutes 18 U.S.C. Sec. 1461, 1462, and 1465: 19 U.S.C. Sec.

19. Otto Larsen, Violence in the Mass Media (New York: Harper & Row, 1968).
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1305; and 39 U.S.C. Sec. 3006) prohibiting the sale of pornographic
materials to consenting adults should be repealed, because:

A. There is no empirical evidence that obscene materials cause
antisocial attitudes or deviant behavior, although the material
is sexually arousing.

B. Increasingly, large numbers of persons (most frequently mid-
dle-aged, middle-income, college-educated males) use por-
nography for entertainment and information, and these ma-
terials even appear to serve a positive function in healthy
sexual relationships.

C. Public opinion studies indicate that the majority of Americans
do not support legal restriction of adult uses of pornography
and legal attempts to control the distribution of obscene ma-
terial have failed.

D. Obscenity laws are an infringement on Americans’ constitu-
tionally guaranteed right to freedom of speech.?’

Although the empirical evidence suggests that pornography is in
no way harmful to children, the commission, on ethical grounds, felt
that obscene material should not be made available without direct
parental consent to persons under eighteen. The commission also ar-
gued that unsolicited mailings and public displays should be prohib-
ited.

In other words, the majority of commissioners believed that
there is no empirical evidence that pornography is harmful and that
government at all levels should repeal obscenity laws for consenting
adults. Three members of the commission objected to the findings
on moral grounds (as did the Nixon Administration) and questioned
both the scientific studies and legal interpretations of the majority
report of the Commission on Obscenity and Pornography.

Comparative Effectiveness of the Media

Which medium is most effective? Which has the greatest im-
pact? These questions have been much discussed, and many studies
have been devoted to finding adequate answers. Some word should
be said about this here, although the findings are far from complete.

Different studies have reached different conclusions, based partly

20. The Report of the Commission on Obscenity and Pornography (New York:
Bantam Books, 1970).
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NEWSPAPERS OR TELEVISION?

The fact is, the newspaper vs. television battle winner depends on
how the question is put to the public. Below are some different ques-
tions with their differing answers.

Question asked (and study News-
from which taken) papers TV
“1'd like to ask you where you usually get
most of your news about what’s going on in

the world today . . .”’ (Roper, national, 1968) 49% 59%
“Which of these media do you use for news
... (Stauffer, Syracuse, 1968) 40% 37%

“From what sources did you become best
acquainted with the candidates for city,
town, and county offices?” (Roper, national,
1968) 40% 26%

“Which source would you believe if conflic-
ting reports of the same news story were
given by the different media?” (Stauffer,
Syracuse, 1968) 25% 12%

The list of superficially conflicting results could be repeated inde-
finitely with other questions from other studies.

EDITOR & PUBLISHER for October 4, 1969

Figure 4-1.
Comparative analysis of newspaper and television effectiveness.

on the way in which the questions have been asked, as we see in
figure 4-1. A point that should be made here is that different media
have different effects, different advantages, and disadvantages in ef-
fective communication.

Print, for instance, allows the reader to control the occasion, the
pace, and the direction of his exposure and permits him easy reex-
posure. Broadcast media provide a sense of participation, personal ac-
cess, and “reality’”” which approximate face-to-face contact. The film
media have been observed to command more complete attention for
their audiences than do the other media. But these are considerations
that will be developed at greater length in this book in the section on
the media.
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This section describes in detail the components of the HUB Model of Mass
Communication (see chapter 1). In the past, significant elements of the
mass communication process have often been neglected. This work gives
attention to the essential elements of mass communication, including
communicators, codes, gatekeepers, regulators, filters, audiences, and
feedback, in order to provide the student with a systems approach to the
study of mass media.
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Two elements of the HUB Model of Mass Communication are so
critical that separate units are devoted to them: (1) the media used to
disseminate mass communications are treated in part 3; (2) the content,
or messages. of the mass communication process are best understood in
terms of the uses made of the mass media, and these are dealt with
in part 4.



CHAPTER

Communicators

The process of mass communication starts with a communicator. But
the communicator in mass communication is quite different from the
communicator in personal communication. When we exchange
messages on a person-to-person basis, the sender and the receiver are
real entities. In mass communication, the receiver may be flesh and
blood, but the sender of the message is more myth than reality.

Obviously, this needs further explanation. Simply stated, the
sender of the message in mass communication is rarely one individual.
The person we may identify as the communicator is for the most part
only the visible portion of a vast and complex network of people who
make his appearance possible and therefore play an important role in
shaping his message.

77
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For example, the mass communicator of the long-lived *“The
Tonight Show starring Johnny Carson™ is not simply Carson but an en-
semble including program-production personnel, talent, station and
network representatives, and many others. In reality, Carson is not an
individual communicator but assumes the role of message organ-
izer. On a large scale a television network does the same thing as it
assembles a season of programs or one program from a wide variety
of sources.

Mass Communicators in the HUB
Model of Mass Communication

The mass communicator in American media is basically a complex
organization; at its simplest level, it is a small group of independent
workers. Individuals may at times seem to function as mass communi-
cators. The films of Norman Mcl.aren, for example, would seem to be
made not by a corporate structure but a single individual. But even
here, because of McLaren’s association with the Canadian Film Board,
key characteristics of most mass communicators, such as complexity,
specialization, and a high degree of organization, are still evident.

Many people assume that the performer on a TV program is the
sender, but usually he is only a part of the total message, created,
packaged, and sold by other senders—the writers, producers, and di-
rectors of a program. For example, in some parts of “The Tonight
Show,” both Carson and Ed McMahon are the content as well as
the communicators of what the audience sees and hears. They per-
form material created by someone else, under the direction of still
another person. The performer is only one part of the conglomerate
communicator. A similar generalization can be made about print
media communicators as well. Ann Landers could not function as a
newspaper columnist without a battery of secretaries, clerks, editors,
accountants, publishers, and newsboys.

Influences on the Mass Communicator

Three factors influence the mass communicator significantly in
the United States: costliness, competitiveness, and complexity. In
terms of cost, it is clear that mass communicators must expend large
amounts of money in order to communicate their messages. Total
radio-TV time sales for 1973 alone were well over $4 billion. The three
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major TV networks spend more than $1 billion annually on network
programming. A half-hour pilot (a test program used to sell a series
idea to a network or sponsor) usually costs anywhere from $100,000 to
$300,000. The most tightly budgeted commercial motion-picture
feature costs a minimum of $300,000. Starting a small daily paper
today would require at least $250,000 and a major metropolitan daily
would most likely need well over $5 million. The mass communicator
must spend a great deal of money, and this affects what he does and
how he functions within the mass media.

Competition in mass communication is a major force. In inter-
personal communication individuals compete for the attention of an-
other person. A busy signal on the telephone suggests communicator
competition. But this is minor compared to the intense hour-to-hour
competition in the broadcast media as evidenced by the importance
of ratings. Entire companies such as A. C. Nielsen and the American
Research Bureau are devoted to research concerning the comparative
standing of programs, magazines, advertisements, and the like. Suc-
cessful broadcast communicators remain on the air while their weaker
competitors lose their opportunity to speak out.

Complexity of the mass media affects the mass communicator. A
large daily newspaper has many separate divisions to handle its
work, including news reporting, editorial, advertising, circulation,
promotion, research, personnel, production, and management
groups. As the CBS corporate-structure chart on pages 80-81 shows,
there are four separate divisions within the broadcast group alone.

These three factors form the base from which the most common
mass communicator patterns emerge. Industrialization is perhaps the
most obvious pattern. Simply a glance at the stock market section of
the newspaper reveals the extent of industrialization of the mass
media. Many mass communication organizations are part of a large
industrial conglomerate. NBC and Random House are small parts of a *
corporate giant, the Radio Corporation of America (RCA). Almost all
the major film studios have been swallowed up by larger corporations.
Gulf-Western owns Paramount. Warner Bros. films are a product of
Kinney Leisure Services, Inc. The CBS corporate structure reveals
five major groups, 16 divisions, and almost 80 subsidiaries. This
structure not only reveals the nature of industrialization, but most dra-
matically reveals the complexity and specialization of the mass com-
municator.

The mass communicator cannot be much of an individualist. He
must be able to fit himself into the routine required by the complex



Figure 3-1.
The CBS corporate structure.

machinery. As David Manning White and Richard Averson have said:

The sight and sound media are primarily businesses, and to
work in them communicators must respect their conditions. To
respect such conditions often involves a struggle for survival in
the institutional crossfire between commerce and art.!

Specialization is an internal fragmentization and is perhaps no-
where more apparent than in the motion-picture industry. Most
feature films credit between 30 and 60 jobs or positions. As Paul
Mayersberg points out in his book, IHollywood: The Haunted House,
many of these jobs are subdivided even further by the unions. For

example, under painters are included a foreman, a color mixer, a sign

writer, and a marbelizer. An organizational chart of a typical daily
newspaper reveals approximately 25 areas of specialization including
three different subunits under advertising covering display, national,
and classified advertising. The photography department may have as
many as 20 photographers, each one specializing in different aspects of
the job.

1. David Manning White and Richard Averson, eds.. Sight, Sound, and Society
(Boston: Beacon Press, 1968), p. 163.




Representation is an external fragmentization of the mass com-
municator. The mass communicator has become so complex and must
deal with so many different audiences that “he’” often finds it im-
possible to contact and make arrangements with all individuals and or-
ganizations necessary to a smooth functioning of “his” organization.
Mass communicator representatives include talent agents, managers,
unions, program distributors, broadcast station representatives, and
music licensing services.

Attributes of the Mass Communicator

However, this complexity does not diminish the contributions
made by the many specialists who make up the conglomerate com-
municator. A corporate structure is not some sort of infernal machine
that runs itself. It is run by individuals who are vital parts of the
communication process at all levels.

Essential attributes of the mass communicator are the ability to
think, to see things accurately, to organize his thoughts quickly and
express himself articulately and effectively. He has to be curious about
the world, and the people in it. He is called upon to make judgments,
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sometimes of vast importance, and he should be able to distinguish the
significant from the insignificant, the true from the false. The mass
communicator needs to have a broad view of the world, but in-
creasingly he must specialize in his own role in communication. Fi-
nally, he must know how to communicate. In mass communication this
seemingly simple act becomes exceedingly complex, requiring many
kinds of talents, abilities, and specialties. Above all, the sender must
understand the medium and the code he uses.

In order to examine further the nature of the mass communicator,
let us look at some of the mass media in greater detail.

Broadcasting

The radio and television industries have three groups of commu-
nicators: network, syndication, and local. Within each of these
groups individual communicators perform a wide variety of tasks.

Networks are organizations that provide a diverse supply of tele-
vision programming and a limited supply of radio news and special-
information services. On network television the idea for a program
or a program series can, and often does, originate with one individu-
al. By the time most programs or series are broadcast, however, they
have come in contact with and have been influenced by many other
people, all the way from a stagehand to the chief executive of the
network.

Today—with the exception of network news, sports, and some
documentaries—90 percent of all television network prime-time en-
tertainment comes from program production or package agencies
working in conjunction with the network programmers. The function
of the package agency is to develop a program and/or program se-
ries. It employs writers, producers, actors, and technical personnel.
This team of creators does everything short of broadcasting the pro-
gram. Some production companies independently produce a “pilot”
program and attempt to sell a series to the network on the basis of
the pilot. A more common practice, however, is to produce a fea-
ture-film pilot with financial and creative support provided by the
network on which the series is intended to appear. Showcases for
this material have been developed by the networks, including ABC'’s
“Movie of the Week’” and NBC’s “World Premiere Movie.”

A wide variety of people are involved with producing a single
program. When “The Beverly Hillbillies” was being produced, more
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than 70 people were directly involved in the production of each half-
hour episode. Although there were only six regular cast members, more
than 40 people were required to be on the set: these included the di-
rector, film editor, art director, production supervisor, stand-ins for
performers, and a large technical staff.

The writer creates the script, writing not only actors’ lines but
also providing descriptions of what the viewer will see. The producer
takes the script and assembles a creative staff to produce the show.
The director coordinates the artistic efforts of the creative perform-
ers and technicians, including actors, cameramen, soundmen, set de-
signers, and musicians, among others. The actors add their dimen-
sion as they work with the total company. Thus, a large number of
specialists work together as a corporate communicator in the form of
a program production or a package agency.

Program syndicators are important broadcast communicators.
They are perhaps the most passive senders in that they usually take
off-network programs or feature motion pictures and sell them to in-
dividual stations in a package. They do not sell the programs as such
but merely the right to show the programs. They do not engage in
program creation but simply distribute programs. Some of the major
program syndicators are the three networks and many of the major
package agencies. But there are also companies, such as Association
Films, Inc., that do nothing but distribute programs to stations. Sev-
eral notable series are produced directly for syndication, however;
they include *“The New Merv Griffin Show,” “The Galloping
Gourmet,” and “The Mike Douglas Show.” In addition, “"Romper
Room” is a syndicated creative idea that is produced by local stations
under guidelines established by the syndicator, who trains each of the
local teacher-talents who appear in the series.

At the local level, radio stations depend on two outside creators
for the bulk of their content: (1) the recording industry, including
musicians who write, arrange, and perform popular music, and a re-
cording engineer who mixes the tracks to produce the master tape; (2)
the jingle-package companies that produce such items as station-
break announcements, weather spots, and station identifications. The
disc jockey is the bulwark of local radio programming; he is the
thread that weaves together all the material supplied by other crea-
tive teams.

A local television station generally employs its own staff in pro-
ducing local programs; however, such stations also rely on outside
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senders, such as the phonograph industry, jingle-package agencies,
syndicators, and the networks.

On the local level, news programs are the major effort of some
radio stations and most television stations. Senders on this level in-
clude local broadcast reporters who not only seek out the news but
present it to the audience, photographers, cameramen, film editors,
directors who control the flow of the program, technicians, and, of
course, the Associated Press (AP) and United Press International
(UPI). These two wire services are key communicators for virtually
every news program on television and radio, as well as newspapers.

Motion Pictures

The communicator in motion pictures assumes many of the
same characteristics and performs many of the same functions as the
broadcaster. In fact, the amount of television production done by
motion-picture studios increases the similarity. Basically, motion-pic-
ture production is not quite as complex as broadcasting because of
the absence of such elements as networks and thousands of individ-
ual stations. Although theaters serve as a local outlet for film produc-
tion, they serve only as passive outlets rather than active producers.
This passive role can be contrasted with the active involvement of
stations in broadcast production.

Motion pictures have almost come full circle in terms of produc-
tion. In the early twentieth century, production involved few men.
Often one man, a Chaplin, a Sennett, or a Griffith, would conceive
an idea, write the scenario, direct the film, and sometimes play the
leading role. Only a cameraman and a few extras were needed. The
growth of the studio in the 1920s changed this. Huge organizations
were built up to produce an assembly-line product. Thousands of
people became involved with the making of one motion picture.

The conglomerate communicator in motion pictures is perhaps
the most specialized. The list below gives some of the major and
minor workers on a film in Hollywood.

Each person in these roles has a different task. The producer is
an organizer. He creates a structure in which other communicators
can work effectively. The screenwriter produces a working film
script. The film editor reviews the “raw” footage from the director
and assembles the film into a meaningful form. The director has
overall artistic control on the film site. He decides what goes on
film.



Producer

Director

Screenwriter

Director of photography

Camera operator

Focus puller

Clapper boy

Film loader

First, second, and third
assistant directors

Second-unit director
(under whom there
will be a minicrew)

Production secretary

Production manager

Personal assistants
(to the director and
producer)

Assistant film editor

Art director

Assistant art director

Special-effects man

Scene painters

Propmakers

Propmen

Carpenters

Plasterers

Painters

Plumbers

Gardener

Electricians
(gaffer, best boys,
operators)
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Production accountant
Continuity men and
women
(script clerks)
Dialogue coaches
Music composer
Conductor
Musical arranger
Orchestra
Sound editor
Dubbing editor
Sound engineer
(who has a crew under
him)
Film editor
Grips
(foreman, first and
second grips)
Drivers
Mechanics
Stillsman
Film publicist
Publicity secretary
Costume designer
Costumers
Hairdressers
Make-up artists
Wardrobe men and
women
Choreographers
Special advisors

Today, however, film is rapidly moving toward the less-complex
structure of independent filmmaking. Such films as Easy Rider and
Billy Jack were written, directed, and acted by small groups of peo-
ple and formed what many called a “new wave’ in American film.
For years we have had the individualistic (auteur) film styles of Ing-
mar Bergman, Frangois Truffaut, or Akira Kurosawa. The more re-
cent experimental films of Andy Warhol, Jonas Mekas, and Kenneth
Anger often involve little else except the creator and strips of film.
Once again the director has assumed the key communicator role in

motion pictures.
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Major motion pictures, such as The Poseidon Adventure and The
Godfather, with their huge casts, high costs, and complex organizations
illustrate that American films are still the product of a variety of people
working together. The real change in film has been in the deemphasis
of the studio and the elimination of many elements of general studio
overhead that often burden a film.

Print Media

As in other mass media, print communicators work within a
large, organized, specialized, competitive, and highly expensive envi-
ronment. Creative producers of print messages include a variety of
types, including researchers and reporters who find basic facts, writ-
ers who assemble material into effective messages, and editors who
create ideas, manage their production, and evaluate the results.

In the jargon of the newspaper profession, the legman is a re-
searcher whose main task is to get the facts. He might station him-
self at police headquarters and simply telephone leads into the home
office. The reporter is both researcher and writer. Within the maga-
zine or book industry, the researcher is often a fact-checker who
verifies the authenticity of the work of reporters and writers.

The writer plays the key creative role in the production of print
media. He often is the man with the original idea, although some-
times in the magazine and book fields writers are word technicians
who take the ideas of others and dress them in effective language.
The reporter is the key writer within the newspaper organization. He
gathers the facts and composes the story. Indeed, the reporter is
often the essential communicator in deciding whether any given event
warrants mass communication.

The editor—whether copyeditor, assignment editor, or manag-
ing editor—is more an evaluator, or gatekeeper, of communication
than its originator. But he is part of the sending process to the extent
that he supervises the entire package of communication through im-
aginative management and evaluation.

The masthead from Time indicates the variety of mass commu-
nicators who participate in each issue, showing that dozens of people
are necessary to the process.

There are few do-it-yourself handymen anymore in the area of
mass communication. There are, of course, numerous small media
units, such as a weekly newspaper or a small-market radio station, in
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which one man performs a variety of tasks. The editor of a small
weekly newspaper may also be a reporter, salesman, copywriter, and
even linotype operator. Even here, the conglomerate communicator
concept is expanded beyond this single individual through the wire
services, syndicated columnists, advertisers, and local stringers. Thus,
the mass communication sender as an individual is at best the rare ex-
ception. Most media organizations follow the pattern of hiring an ex-
pert. Some people do little but write headlines. Others specialize in
creating station-identification jingles.

As can be seen by the Time and CBS charts, the mass communi-
cator is complex. The foreign operations of CBS alone give an indi-
cation of this. About 60 of CBS’s subsidiaries are foreign. As wholly
owned or majority owned companies they carry out part of CBS's
international business. The CBS International Division through 19
wholly owned subsidiaries and 25 licensees has distribution facilities in
nearly 100 countries and markets each year over 30 million records out-
side the United States. CBS Enterprises, Inc., distributed syndicated
television programs and program series in almost 100 foreign countries.
In addition, CBS has minority interests in offshore television operations
(in program production) in Argentina, Peru, Venezuela, Trinidad-
Tobago, and Antigua.

In his book, The Information Machines: Their Impact on Men and
Media, Ben Bagdikian writes about **printed and broadcast news as a
corporate enterprise.” He says that news is both an intellectual artifact
and the product of a bureaucracy. Distinguished journalism, he writes,
requires strong individual leadership, yet such journalism is often at
odds with the demands of corporate efficiency. In the 1970s, he
predicts, daily newspapers will find themselves increasingly in a new
corporate and technological world. Broadcasting is even more a child
of corporate enterprise. As Edward Jay Epstein writes in his excellent
study, News From Nowhere: Television and the News, **Before net-
work news can be properly analysed as a journalistic enterprise, it is
necessary to understand the business enterprise that it is an active part
of, and the logic that proceeds from it.”

One must add, of course, that our costly, complex, and compe-
titive corporate media enterprises have produced more information
and entertainment than any simplistic, individual, altruistic effort
could achieve. There is both good and bad in the system. But one can-
not understand the communicator without seeing the individual as part
of a much larger organism.
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Because of these communicator characteristics the mass commu-
nication message is a corporate message—a message modified by
consultation, debate, and compromise. This message is essentially a
product of an industry. Whether it be a news report in a newspaper,
a program on television, music on the radio, or a story in a motion
picture, the nature of the message is affected by the nature of the
communicator.



CHAPTER

Codes

One night in the 1960s a Boston newspaper reporter wrote a story
about a strangling. It was a routine news item which his newspaper
handled in the normal way. Similar stranglings occurred in succeed-
ing months, and wire stories and newspaper headlines carried the
facts. In a slightly different manner, radio reports on the strangler
were broadcast on local news shows, and as the number of stranglings
grew, the national networks put the story on the national news. As
the story developed, television took it up with film and sound. Soon
the criminal was being called “the Boston Strangler.” Magazines
began to publish feature stories about the crimes, and even women'’s
magazines carried articles speculating about the nature of a man
who could commit such crimes. After the alleged “*Strangler” was

90
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apprehended and hospitalized, a book was written dramatizing and
explaining the episode. The book was purchased by a motion-picture
studio, and within a few years after the event, theater marquees
advertised The Boston Strangler, starring Tony Curtis.

Each one of the media carrying elements of this story structured
the communication in a different form. We refer to these differences
in form as codes. The key questions raised here are: (1) how are these
codes different? and (2) what should we know about these differences
to have a clear understanding of mass communication?

Differences Between Content and Codes

First of all, we must make a clear distinction between the con-
tent of mass communication and its code. Content refers to the
meaning of a message, be it information about Vietnam, a humorous
monologue by a comedian, or a Peanuts comic strip. The code is the
symbol system that is used to carry the meaning—the spoken word,
the written word, the photograph, the music, or the moving picture.
In mass communication the code and the content interact so that the
different codes of different media modify the audience’s perception
of the message, even when the content is the same. Some media codes
adapt to a certain type of content better than others.

Mass media codes add a new set of symbols to traditional lan-
guage structure. In other words, books, newspapers, magazines,
radio, television, film, and recordings employ new languages. Each
codifies reality differently; each makes its own statement in its own
way. Edmund Carpenter has pointed out that, like the theater, film
is a visual-verbal medium presented before a theater audience. Like
the ballet, it relies heavily on movement and music. Like the novel,
it usually presents a narrative depicting characters in a series of con-
flicts. Like painting and photography, it is two-dimensional, com-
posed of light and shadow and sometimes color. But its ultimate def-
inition lies in its own unique qualities.

Print-Media Codes

As Marshall McLuhan and others have pointed out, when writ-
ing was introduced it did not simply record oral language; it was an
entirely new, distinct language. It utilized an alphabet as code; the
bits and parts of the alphabet had no meaning in themselves. Only
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when these components were strung out in a line in a specified order
could meaning be created.

Printing is basically an extension of this code with even more
uniform linear order. A book proceeds from subject to verb to
object, from sentence to sentence, from paragraph to paragraph,
from chapter to chapter. It is the ultimate in linear-structured reality.

Books. Because of its coded form, the book is an individual me-
dium generally read silently and alone. A book is usually conceived
of as a “serious” mass medium, with a definite author or authority.
The content is generally placed in some sequential order, either nar-
rative, descriptive, or chronological. Therefore, a book tends to be
read in a standard progression rather than selectively as are most
magazines and newspapers. A book can deal with complex ideas and
plots involving many issues or people because its language and code
are best able to handle this complexity effectively.

Newspapers. Here, rather than a single line-by-line develop-
ment of the same idea, there is an explosion of headlines and stories
all juxtaposed and all competing for attention. The following front
page from the Washington Post gives some idea of the simultaneity of
ideas competing for the reader’s attention. The overall newspaper
code does not require sequential use, but encourages selective read-
ing by the audience. What we have is a balanced page makeup using
multicolumn headlines, with stories developed vertically beneath
them.

Other noticeable coding characteristics are evident in the news-
paper. The inverted pyramid style of writing a story is one. With
this coding style, the important information is given first. Less
important items follow in the order of descending importance. The
reader can stop anywhere and he will still have the essence of the
story. The editor can cut the story easily at any point without destroy-
ing its meaning. The New York Times reporting of a news event
illustrates this well. See pages 94-95.

Short paragraphs are also characteristic of newspapers. The for-
mat of the newspaper dictates this. Newspaper columns are narrow
because a short line is easier to read. Short paragraphs are easier
than long ones and aid the reader in assessing meaning. By breaking
up astory, they permit him to skim and read selectively.

Another code characteristic is the use of banners and headlines
in different type sizes. Headlines in different type size perform two
functions. They indicate the importance of the articles and give the
reader a quick summary of the contents.
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Figure 6-1.
Front page of The Washington Post.
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LYNDON JOHNSON, 36TH
PRESIDENT, IS DEAD;

STRIGKEN AT HOME

Apparent Heart Attack
Comes as Country
Mourns Truman

ADeciai to The Nea Yota Times

SAN ANTONIO, Tex., Jan, 22
—Lyndon Baines Johnson, 36th
President of the United States,
died today of an apparent heart
attack suffered at his ranch in
Johnson City, Tex.

The 64-year-old Mr, Johnson,
whose history of heart illness

when an assassin’s bullet look
the life of President Kennedy
in Dallas.

Ironically. Mr. Johnson died
in whal appeared lo be the
waning days of the Vietnam
war, The man who won elec-
tion in 1964 to a full term as
IPresident with the greatest
voting majorily cver accorded
a candidale was transformed by
ithat war into the lcader of a
|divided nation.

: Amid rising personal unpop-
jularily, in the face of the linger-
ing war and racial strife at
ihome, Mr. Johnson surprised
the nation on March 31, 1968,
with a television specch in
which he announced, *1 shall
nol seek and 1 will not accept
the ination of my party as

began in 1953, was pri ed
dead on arrival at 4:33 P.M.
central time at San Antonio In-
ternational Airport, where he

An obiluary article appeurs
on Pages 26 through 29;
an appraisal, Page 5.

had been flown in a family
plane on the way to Brooke
Army Medical Center here.
tuncral arrangements were
still incomplete late tonight.

Dcath came to the nation’s
only surviving former President
as the nation observed a pe-
riod of mourning proclaimed
less than a month ago for for-
mer President Harry S. Tru-
man,

A Legacy of Progress

Although his vision of =a
Great Socicty dissolved in the
morass of war in Vietnam, M:
Johnson left to the nation a
legacy of progress and innova-
tion in civil rights, Social Se-
curity, education, housing and
other programs attesting to hic
fundamental affection for his
fellow Americans.

At Fort Sain Houston, where
Brooke Army Medical Center is
situated, flags were hoisted o
full staff and then immediately
lowered again in respect for
the Texan who was thrust into
the Presidency on Nov. 22, 1963,

o 1973 by the New York
Times Company.
Reprinted by permission.

your President.”
Stage Set for Defeat

He thus renounced an oppor-
tunity to cap with a second
full term a career in public life
that began in 1937 with his
‘election to Congress as an ar-
dent New Dealer and led to the
majority leadership of the Sen-
ate and to the Vice-Presidency
and the Presidency. His renun-
ciation set the stage for Demo-
cratic defeat at the polis in
1968,

Two days before Mr, John.
son's death, Richard M. Nixon,
{the Republican who was elected
in 1968, took the oath of office
for his second term as Presi-
dent. Mr. Nixon telephoned
;Mrs. Johnson today at the hos-
ipital here to express his sym-
ipathy.

At a news briefing last night
lin Austin at KTBC. the John-
son family’s television and ra-
|dio station, Tom Johnson, cx-
lecutive vice president of the
station, gave the following ac-
jcount of the former President's
death:

At 3:50 P.M., while in his
bedroom for his regular after-
noon nap, Mr. Johnson called
the ranch switchboard and
asked for Mike Howard, the
head of his Secret Service de.
tail, who was out in a car at
the time.

Figure 6-2.
An article from the
New York Times.
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WAS ARCHITECT OF
‘GREAT SOCIETY’ PROGRAM

the airport and confirmed the former President poked wil.h!
Another Secret Service agent, |death, him and welcomed him back. |
Phil Morrow, took the call, and| Mrs. Johnson. the former| The aide also said that last
Mr. Johnson asked him to come/Claudia Alta Taylor, known as month, when Mr. Johnson at-
immediately to the bedroom. He sz Bird, returned to Austinitended President Truman's fu-
did not say why. in the company of Mr. Howard.|neral, family members privately
At 3:52 P.M.. two more agents, | STIVing at 645 PM. localigiscussed funeral arrangements.
Bl :5:[time and going to her pent- "o f Mr. Johnson's last

Ed Nowland and Harry Harris, house apartment at the famil nefogr. ) onnsom sas
| P Y formal nces took place

arrived in the bedoom with a broadcasting station. l:sl el‘u:s‘:ip:arian ok u‘l,he(r.e
portable oxygen kit and found| A short time later, she was |y luended};he inlugur'ation of
the former President on the|joined by Brig. Gen. James|c,, "poiph Briscoe and Lieut.
floor next to the bed lppmm-tfm?i" fA"er d““&"fommd'" :ZGov. William P, Hobby. On the
ly dead. 1 o.{mzh}; Ir’lrel;id::tial r?;;: P A?r‘ceremonill platform outside the
Mr. Nowland said Mr. John-| plane, |capitol, Mr. Johnson, looking

son's coloring was deep blue.nFo"ce One. thin, seemed to be enjoying an
He began mouth-to-mouth re- Meeting at Ranch opportunity to see old friends
suscitation and administered e Joh * two daughters,and shake hands with well-

oxygen. Mr. Howard called/Mrs, Patrick J. Nugent and Mrs.|wishers who flocked around
Brooke Army Medical Center|Charles S. Robb, accompanied him.
and asked for Col. George Mc-|py their husbands and their, Later that day, he took Wal-
Granahan, chief of the cardi-|children, later met their mother ter Heller, the former chairman
ology service. at the ranch. Also present was'of his Council of Economic
_ At 3:54 P.M., Mr. Howard ar-|j_ C, Kellam, the general man-|Advisers, to Southwest Texas
rived in the bedroom and ad-\ager of the family business in-/State University, Mrs. John-
ministered external heart mas-|ierests, |son’s alma mater, in San Mar-|
sage. At 3:55, Dr. David J. Ab-|""while thev discussed funeral cos, for a talk to a group of
bott of Johnson City Hospital/sjans, the body of the former|students.
was asked to come to the ranch|president was taken from| During the question-and-an.|
at once. Brooke Army Medical Center to swer session, Mr. Johnson said
At 4:05 P.M.. Mrs, Johnson|aysiin by the Weed-Corley Fu-|to the audience, “Come on,
was called while riding in 2 peral Home of Austin. now, make your questions
car about a block from the LBJ.| "M Johnson had always made quicker, and Walter, you make|
Library in Austin, where shelj, clear that he wanted to be|your answers shorter.”
has an office. She flew by heli- byried on the familvy ranch in'" In a discussion of food and
copter from the library to San johpson City, in a small, walled|meat prices, Mr. Heller predict-

Antonio burial plot about 400 yardsied a rise of 6 to 7 per cent,
Placed Aboard Plane from the ranch house, where in meat prices.
At 4:19 P.M. Mr. Johnson|his father, mother and other| *I can tell you what's hap-‘

w ily relatives had been laid to rest.|pening with cattle,” Mr, John-!
pI:;e.pl:c;geCahb%;dg ii,faf,‘k,' | At the press briefing tonlghl.'son said. "I paid my dealer §92
aboard the twin-engined plane Tom Johnson said Mrs. John- a ton for feed in August. Later
were Dr. Abbott; Mr, Nowland: 'son had told him that the for-|the bill went to $110 a ton
Mr. Harris; Mr. Howard; Mrs. mer President’s health had not|and now its costing me $156
Dale Malechek, wife of the aitered recently, slthough shel; ton for food.” |
ranch foreman, and the pilot, mentioned that he had been| Last Saturday, joining Mrs.
Bammey Hulett. |quieter tlgan usual, |Johnson in her beautification|
The plane arrived at 4:33 in|__According to Tom_Johnson.Iwork. the former President
San Antonio, where the Dr.(Mrs. Johnson described heriwent to Ranch Road I. which
‘Abbott pronounced the former husband as being in good spiritsruns acress the Pedernales
President dead. Ay 4:45 P.M, the last couple of mornings River from the L.B.J. Ranch,
Mrs. Johnson arrived from while she fixed breakfast foriand planted a redbud tree, a|
Austin, about 70 miles away, him because their house at-|Texas tree that blooms with
The ranch is about 45 miles tendant, Koo Voo Wong, had red flowers. The tree was the
from San Antonio, been away. first of 100 to be planted along|
At about the same time,| Mr. Wong returned this morn-{the road.
Colonel McGranahan arrived at,ing, and Tom Johnson said the!

All these characteristics—inverted pyramid, story structure, nar-
row columns, short sentences and paragraphs, and headlines in differ-
ent type size—contribute to greater speed in reading the newspaper.
We do not generally sit down with a newspaper for hours, but read
selectively for short periods of time, such as on the subway or before
dinner. Few people read a newspaper from cover to cover. Some
people read only one or two sections, such as sports or the comics,
the front page, or the women's section. Thus, newspaper-code charac-
teristics are a natural outgrowth of the uses made of the medium.
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Figure 6-3.

Types of newspaper headlines. The headline on the top obviously sug-
gests amore important story than do the others on the page.
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Magazines. The magazine follows a variety of formats that are
quite dissimilar to the newspaper. Instead of many stories that hit
the reader simultaneously, the articles are published in some sequen-
tial plan that depends upon the publication’s philosophy. The table
of contents from Time demonstrates one type of magazine organiza-
tion. The organization of Time is dependent on the creative use of
juxtaposition, of one story vs. another, advertisements vs. stories,
photographs vs. print, and color vs. black and white.

Cover Story. 24 Cinema 74 Music & Dance 9N
Color. 43 Economy. 95 Nation___22
Essay 79 Environment. 63  People 50

Law 55 Religion 86
Art VA Letters— 8 Show Business
Behavior 102  Medicine 17 & Television 82
Books— 106 Milestones— 118 Theater. 80
Business 98 Modern Living— 72 World 39

Figure 6-4.
Table of contents in Time magazine.

A magazine’s use of typography, paper (texture and weight) and
page design all add to its code. The slick appearance of Playboy is
designed to reinforce the content. The code of the Atlantic Monthly
is staid, in keeping with Atlantic Monthly messages; the symbol
system used in Confidential is exploitative and harsh. Every magazine
develops a coding system that augments or enhances its message.

Electric-Media Codes

Radio. Radio departs from the various linear structures of the
book, newspaper, and magazine. The ear rather than the eye is the
key factor of awareness and interpretation. Radio returns to an older
oral tradition.

The structure of radio has changed since its birth in 1920.
Formerly, most programs were scheduled in 15- , 30- , or 60-minute
formats. They had a dramatic structure that was quite linear. With
the advent of television, however, radio was forced to abandon its
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general entertainment function and develop what has been charac-
terized as a “nervous information system.” Today, radio literally
bombards the listener with data on a constant and continuous level.
For example, in a ten-minute time block on a typical top 40 station.
the listener may hear four minutes of music, four minutes of com-
mercials, 60 seconds of fast chatter, and 60 seconds of time, weather,
and traffic reports. With this change, the code of radio has devel-
oped into a syntax of words, music, sound effects, and electronically
created noise. This coding process affects the content and our per-
ceptions of it. For example, on rock-music radio stations the coding
speed contributes to the medium functioning as background * noise’’
while the slower and less complicated pace of most FM classical-
music stations enables the medium to function as a primary activity.

Motion Pictures and Teletision. Television and film have incor-
porated the most distinct code change of any mass medium. Here
we are dealing not only with sound but with sight as well. But the
eve does not see television and film in the same way that it sees the
newspaper. As it looks at the printed page, the eve is an active scan-
ner of information, engaging in a highly selective process. With film
and television the eye is bombarded by moving, visual images and
because of this the film and television process includes more of a
total sense involvement. In fact, McLuhan goes so far as to label tel-
evision a “tactile” medium.

Most prime-time television is on film and videotape; the only
live programming is usually sports and news actualities. When dis-
cussing a visual communication code—the film code—both the mo-
tion picture and television are included. The separate process of live
television will be considered later.

The film code includes the languages of speech, music, move-
ment, color, and lighting as well as camera composition and editing
techniques. The visual components of film language can be broken
down into two categories: (1) intrashot elements are those that take
place within a shot, such as camera movement and composition,
lighting, and setting; (2) intershot elements include the method by
which the separate shots are joined together by means of various
transitional devices.

INTRASHOT ELEMENTS. Perhaps the most important factor in this
category is composition. The camera photographs every object from a
particular viewpoint, and it is a critical part of the film code because it
shapes the audience’s view of the object, both intellectually and emo-
tionally.
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Figure 6-5.
Nuremburg rally sequence from Triumph of the Will.

The still from the German propaganda film Triumph of the Will
(figure 6-5), shows Hitler and two top aides walking through massed
columns of soldiers at the 1934 Nuremberg rally. The angle and dis-
tance of the shot indicates the immenseness of the rally and yet
serves to isolate and emphasize Hitler’s importance, because it adds
a grandeur to the setting.

Camera distance from the object and lens length are also impor-
tant. The close-up can be especially powerful. The close-up of Dus-
tin Hoffman’s face in Mike Nichols' film’ The Graduate aids the
viewer in gaining emotional and intellectual insight into the nature
of Hoffman’s world. By limiting the camera’s viewpoint, the communi-
cator provides the reality that he feels is critical to the understanding
of the message being presented. The film code allows the ilmmaker to
intensify the audience’s experience by visually isolating critical visual
and aural dimensions of the content.
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From the motion picture The Graduate, A Mike Nichols-Lawrence Turman Production,
A Joseph E. Levine Presentation. Copyright © 1967, by Avco Embassy Pictures Corp.

Figure 6-6.
Still from The Graduate.

A slightly different use of camera perspective is found in a shot
in The Graduate that shows Dustin Hoffman running to a church
trying to stop a wedding. He is frustrated and desperate, and the
camera emphasizes that he is getting nowhere despite his furious,
exhaustive running. The director eould have represented this by
letting Hoffman express the feeling verbally, but Mike Nichols, the
director, chose to do it “filmically.” In this instance, using a special
lens, the camera focuses close-up on Hoffman running. As he runs
toward the camera. he seems to be getting nowhere because he
does not change size during the shot.
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In Alan Resnais’ gripping study of a Nazi concentration camp,
Night and Fog, the camera slowly pulls back from a mound of
woman’s hair, which at first seemed to be small but literally grows in
size before the viewer's eves. We feel growing horror as this small
mound becomes a mountain.

The camera can also perform various tricks. The film can be run
backward, or in fast or slow motion. These devices are used spar-
ingly because they tend to draw attention to themselves and may
change the meaning of the film. Extensive use of slow and stop
motion, however, occurs in sports programming, adding to spectator
insight as to how a particular play was made. This results in new ways
of looking at a game. We can verify a referee’s decision and focus on
often-unnoticed aspects. Other techniques used in this respect in-
clude split screens, superimpositions, inserts, and so forth.

The motion-picture’s symbol system also allows for certain special
effects such as superimpositions, split screens, etc. It was perhaps Expo
’67 that first demonstrated the aesthetic possibilities of the multiple
screen image. It has been used sparingly in commercial motion pic-
tures; in The Thomas Crown Affair (1970), however, the multiple
screen technique was used very well in the opening credit sequences.
The still from the film illustrates this technique.

Figure 6-7.
Still from The Thomas Crown Affair.

© 1968 Mirisch-Simkoe-Solar Productions.
Released thru United Artists, A Transamerica
Corporation,

¥
o
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Lighting and settings are elements of film language that convey
a great deal of meaning. The shot taken from Ingmar Bergman's film
The Seventh Seal illustrates how lighting is used to convey mood and
heighten the relationship between Death and the Knight as they play
chess.

Figure 6-8.
Still from The Seventh Seal.

Color is also a part of the code, enhancing the message. Most
products come in bright packages designed to attract the consumer.
There are times, however, when absence of color amid color can add
to the message. Black-and-white public service announcements for
the Peace Corps are designed to present an image that is thoughtful,
quiet, and sober. The film The Last Picture Show reveals how a sub-
ject can be as powerful filmed in black and white as in color. In
fact, the director of this film, Peter Bogdanovich, shot some test
scenes in color and decided that color detracted from the meaning
he was trying to convey.

Courtesy: Janus Films, Inc.
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INTERSHOT ELEMENTS. The basis of this element is editing or the
connection of shot to shot, scene to scene, and sequence to sequence.
Here the effect and meaning of the message arise out of the manner in
which these elements are combined. Editing links episodes in time and
place, and it can present a scene by selecting certain features from
the film rather than allowing the spectator to pick out of it what he
wants.

Editing separate shots in specific ways can create a sense of
rhythm. Joining ten longer shots, for example, creates a slower pace.
The scene in The Graduate in which Benjamin looks at the nude
Mrs. Robinson gives a sense of what fast editing can do. The audi-
ence sees Mrs. Robinson as Benjamin sees her, or at least in the way
that his mind sees her—in quick, almost imperceptible flashes of her
anatomy. Benjamin is almost afraid to look and yet cannot help but
look, and the editing pattern communicates this. The editing of the
scene has a definite psychological impact.

Live Television. Live television, unlike film or edited videotape,
is a continuous process. The story is told with a multicamera setup,
used by a director who first designs his shots and then edits by se-
lecting among them. In live TV there is no chance to go back over a
scene again or shoot out of context. Film and videotape are more
flexible codes and do not require the elaborate studio setup or time
schedule that live television does. Thus, new flexibility in coding
film and tape is changing the industry.

Television and motion pictures differ today primarily in exhibi-
tion characteristics. Seeing an event live on television is simply not
the same as seeing it on film. As Edmund Carpenter has stated:

Books and movies only pretend uncertainty, but live TV retains
this vital aspect of life. Seen on television, the fire in the 1952
Democratic Convention threatened briefly to become a confla-
gration. Seen on newsreel, it was history, without potentiality.’

The same could be said of the street demonstrations and police ac-
tions at the 1968 convention in Chicago.

Television uses a small screen; film uses a large one. The huge
screen of film is better suited for spectacles such as Gone With the
Wind or 2001: A Space Odyssey. In contrast, television has room for
two, perhaps even three faces comfortably.

1. Edmund Carpenter, “The New Languages,” in Explorations in Communica-
tion, ed. Edmund Carpenter and Marshall McLuhan (Boston: Beacon Press, 1960), p.
166.
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Code Preferences

Different media have different codes, and often these differ-
ences mean that a message may not be suitable for a particular me-
dium. Each medium tends to select or even create its own message.

For example, Marshall Mcl.uhan makes a strong case for the
fact that baseball was created by the nineteenth-century newspaper,
or at least that it was popularized by that medium. Baseball is the
perfect game for print; it is absolutely linear, with only one main ac-
tion occurring at any given time, so the story of the game can be
told chronologically. Foothall, however, might be considered the na-
tional pasttime created by twentieth-century television. In football,
the action is not linear; in fact, the action is literally an explosion,
with men scattering in all directions, each carrying out a different
assignment simultaneously. Such multidimensional action is more
suitable for the code of television, which involves the viewer and ab-
sorbs him in many levels of action and experience at once.

We should go beyond content when assessing the impact of a
medium’s code. We can understand what McLuhan means when he
says the medium is the message when we see how code changes not
only the message but man and his society. For example, the intro-
duction of the alphabet and printing press changed an oral tradition.
As Tom Wolfe, in his interpretation of MclLuhan, has put it:

The printing press brought about a radical change. People
began getting their information primarily by seeing it—the
printed word. The visual sense became dominant. Print trans-
lates one sense—hearing, the spoken word—into another sense
—sight, the printed word. Print also converts sounds into ab-
stract symbols, the letters. Print is orderly progression of ab-
stract, visual symbols. Print led to the habit of categorizing—
putting evervthing in order, into categories, ‘‘jobs,” “prices,”
“departments,”” “bureaus,” “‘special ties.” Print led, ultimately,
to the creation of the modern economy, to bureaucracy, to the
modern army, to nationalism itself.?

2. Tom Wolfe, "The New Life Out There,” in New York Herald Tribune, 21
November 1965; idem, Mcluhan: Hot and Cool, ed. Gerald E. Stearn (New York:
New American Library, 1969), p. 36.
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As McLuhan himself says:

All that ends now in the electronic age, whose media substitute
all-at-onceness for one-thing-at-a-timeness. The movement of
information at approximately the speed of light has become by
far the largest industry of the world. The consumption of this
information has become correspondingly the largest consumer
function in the world. The globe has become on one hand a
community of learning, at the same time, with regard to the
tightness of its interrelationships, the globe has become a tiny
village. Patterns of human association based on slower media
have become overnight not only irrelevant and obsolete, but a
threat to continued existence and sanity.?

The message of media derives from three factors: environment,
media code, and media uses. Media reflect their environment, but that
reflection is conditioned by the codes the media employ and the uses
to which they are put. In essence, a medium’s environment, code, and
uses are its content. The six primary uses of media are discussed at
length in part 4. While these are referred to as uses, they are also media
content. Content is essentially an extension of a medium’s use at a par-
ticular point in time and should be treated in a broader perspective.

Thus, what do media say? They say what their particular uses
permit them to say. A study of programming is inherent throughout
this book, as we review the history of media, as we analyze media codes
and languages, and as we review media’s uses.

3. Marshall McLuhan, Harley Parker, and Robert Shafer, “The Gutenberg Gal-
axy: A Voyage Between Two Worlds'"; idem, Report on Project on Understanding
New Media (Washington, D.C.: Office of Education, U.S. Department of Health,
Education, and Welfare, 1960), Appendix; idem, McLuhan: Hot and Cool, p. 151.



CHAPTER7
Gatekeepers

Nearly everyone has played the communication game in which an
individual whispers a statement which is passed from person to per-
son. By the time the message gets back to the originator, the content
is usually distorted and sometimes totally different from the original.
Each person in this communication chain has acted as a resistor or
booster, emphasizing certain aspects of the message while de-
emphasizing others. In interpersonal communication each of us
receives, makes judgments about, and modifies messages before we
pass them along. Each of us acts as a checkpoint in the communication
process—we refuse to transmit some messages, overemphasize
others, and play down still more. All of us, in effect, serve as gate-
keepers—as checkpoints in the daily business of communication. In
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the mass communication process the manning of the gates has been
formalized into a very important role.

The Concept of the Gatekeeper
in Mass Communication

It should be noted that the word gatekeeper is essentially a so-
ciological term used in mass communication research and may not
even be recognized by many media professionals. The term was
originally coined by Kurt Lewin in 1947 in Human Relations to de-
scribe the process by which a news item, traveling through channels,
gains clearance at certain checkpoints along the way. Lewin calls
these checkpoints gates. The individuals or organizations who give
clearance he labels gatekeepers.

The gatekeeper in the news operation exercises his judgment as
to which items are the most significant. He emphasizes those that
are important and deletes those that that have little news value. In
the mass communication process gatekeepers take many forms. They
are magazine publishers, newspaper editors, radio station managers,
television news directors, motion-picture or theater owners, record-
store managers, book publishers, or movie producers. The gatekeep-
er’s function is to evaluate media content in order to determine its
relevance and value to audiences. What is most important is the fact
that gatekeepers have the power to cut off or alter the flow of cer-
tain kinds of information.

The Westley-MacLean model introduced in chapter 1 visualizes
the concept of the gatekeeper in the mass communication process.’
The Xs refer to events or sources of information (a fire or a copy of
a speech released prior to its actual presentation). The mass coramu-
nicator A in this example is a reporter who describes the fire and
speech in the form of news stories. The gatekeeper C is the editor
who deletes, deemphasizes, or intensifies the reports of the fire and
speech based on data which may or may not have been available to
the reporter. The audience B then reads the news reports of the fire
and speech in the newspaper. The reader may respond to either the
editor fsc or reporter fsa regarding the accuracy or importance of the
news story. The editor may also provide feedback to the reporter fca. It
is important to remember that the gatekeeper is a part of the media in-
stitution, and most of his work has a very positive effect on the quality
of messages transmitted to the public.

1. Bruce Westley and Malcolm S. Macl.ean, Jr., A Conceptual Model for Com-
munications Research,” Journalism Quarterly 34 (Winter 1957): 31-38,
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Xi
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Figure 7-1.
The Westley and MacLean model.

Roles of Gatekeepers

All mass media have a large number of gatekeepers. They per-
form a variety of functions and play several roles. They can simply
stop a message by refusing to “open the gate.”” The continuity or
standards department of a television network can do this, as was
aptly illustrated when CBS cut a segment of “The Smothers Broth-
ers” program on the grounds that it was objectionable. Gatekeepers
can alter the message by deleting limited portions of it, as they
sometimes do on late-night talk programs when certain words and
even phrases are “bleeped.” The original version of Eric von Stro-
heim’s film Greed ran six hours—the MGM studio, via Irving
Thalberg, forced the film to be reedited down to less than half that
length.

Sometimes one medium serves a gatekeeping function that af-
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fects another medium. For example, the Detroit Free Press and sev-
eral other newspapers refuse to accept advertising of X-rated films.
The critic for a magazine can refuse to review a new book on the
market. A radio station may refuse to play a recently released record
because it deals with a controversial subject. All these gatekeeping
decisions affect the ability of an audience to avail itself of specific
media experiences.

The gatekeeper is not simply a passive-negative force merely
opening or closing the gate on a message or a portion of it, however.
He can also be a creative force adding to the message.

The news editor adds to the messages, combining information
from other sources as well as his reporter, or he adds a story at the
beginning of a newscast. The magazine-layout editor can increase
the impact of a story by adding a significant number of pictures.
The artist-and-repertoire man in a record company can send the
master tape back for additional background music to improve the
total sound. The movie producer can send the work print back to the
editor to have scenes added.

The gatekeeper also modifies the emphasis of the message. Mur-
ray Schumach notes this function in the film Breakfast at Tiffany’s.
The heroine, Holly Golightly, was an amusing girl with few moral
inhibitions. Part of her humor was based on her indifference to pro-
miscuity. But, when Audrey Hepburn was cast in the role, it was
considered improper to let the public see her depicted this way. As
the director, Blake Edwards, said: “‘In the movie we don’t exactly
say what Holly’s morals are. In a sense she can be considered an es-
cort service for men. ... Risqué dialogue was deleted and she no
longer discusses her affairs with men. Holly is now'a patroness of the
arts.”’? In newspapers, message emphasis is changed by headline size

2. Murray Schumach, The Face on the Cutting Room Floor (New York: William
Morrow, 1964), pp. 142-43.
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and story placement. Some radio station managers have “soul” pro-
grams for black listeners, but many such programs are slotted late at
night when smaller audiences are available.

The gatekeeper, then, serves three basic functions in the mass
communication process: (1) he has the power to delete a message;
(2) he can increase the amount and importance of a certain kind of
information; (3) he can decrease the amount and importance of a
specific kind of information.

A variety of people perform the gatekeeping function. Never-
theless, certain people or positions function more often and with
greater influence as gatekeepers than others. Let us then review indi-
vidual media and their major gatekeepers.

The Gatekeeper and News. The major gatekeeper in the news
media is the editor. In the face of today's tremendous news output,
every news medium must be selective. Studies indicate that a typical
large-city daily newspaper can carry as little as one-tenth of the news
that comes into the newsroom on any given day. The same is true
for an editor of a news magazine because much more material is
available to him than his space limitation permits him to use. Editors
determine which stories should reach the public. They also decide
what emphasis to give the stories. Placement of a story on the front
page of a newspaper or as the lead article in a magazine can have a
significant influence on the number of persons who read it. The use
of a larger size of type for a headline can give the story more impor-
tance than it would otherwise have and thus attract more readers.

Although the editor is the most easily identifiable gatekeeper in
a news operation, other persons assist in the gatekeeping function.
To emphasize the complexity of this aspect of mass communication,
let us examine the steps a story on Vietnam goes through before it
appears in a local newspaper. The news source—say, a helicopter
pilot and his gun crew—serve as the first gatekeeper. They are the
witnesses to and participants in an attempt to resupply an ARVN
base. They view the operation selectively; they see some events, miss
others, forget some, and misinterpret others. Significantly, the fact
that they are involved in the action still affects their perception.

The reporter gathering information is the next step in the gate-
keeping process. He may choose to believe the helicopter crew who
viewed the attack as a failure, while the information officer reviewed
the action as a success. The reporter has to decide which facts to
pass along, how to write or photograph them, what perspectives he
should offer from his previous experiences in covering the war.
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By the time the report gets to a foreign news service, someone
has decided which of the hundreds of items available will be given
prominence and which will not be carried. Once this material gets to
the United States the wire services’ editors must decide what copy is
worth passing along to regional and state bureaus, where a similar
decision is made.

Finally, the story is pulled from the wire by a local newspaper’s
wire editor or the TV station’s news director. Literally hundreds of
stories are competing for space in the newspaper, and if that Viet-
nam action is deemed important, and if there is space for it or no
local news which might take precedence, it will be used. That story
can be kept out of the news by any gatekeeper along the line.

Many gatekeepers also operate in radio and television news and
the same process applies. While newspapers have a space problem,
broadcasters are limited by time. The editor of the “NBC Nightly
News” faces a selection and emphasis problem that is even more se-
vere than that faced by the editor of the New York Times. Wire ser-
vices and staff reporters provide much more news than can possibly
be used. Most television network programs are 30 minutes long, in-
cluding commercials and credits. Program length becomes a critical
factor in news selection by broadcast gatekeepers.

The Gatekeeper and Entertainment. Broadcast-entertainment
gatekeepers include writers, directors, producers, actors, editors, de-
signers, musicians, and many other persons associated with produc-
tion. “The Beverly Hillbillies,” for example, as noted earlier, had
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more than 70 people involved in the production of a single episode.
Not all served as gatekeepers, but any one of them had the gate-
keeping potential to evaluate and alter the flow of communication.
Perhaps the key person was the program director. As James Lynch
has pointed out in his analysis of the making of one of “The Girl
from U.N.C.L.E.” episodes:

Actually, the complicated scene in the laboratory complex was
changed and enlarged upon by the director. It is apparently
standard practice in television film production to make script al-
terations. According to the directors’ Bill of Rights excerpted
from a recently negotiated Directors Guild of America contract
with the Film Producers Association, the director’s functions in-
clude ““making such script changes as necessary, within his juris-
diction, for the proper audio-visual presentation of the produc-
tion.” Director Shear explained it another way: “A script is a
framework only and was probably written for someone else. 1
must make changes to accommodate my actors. And, as you move
along in a production, things ‘pop up’ that the writer did not see
when he was writing the script.” 3

The Lynch article also points to other gatekeepers, such as Max
Hodge, the associate producer and script editor for the series, who
changed or adopted scenes in episodes to fit existing sets on the
MGM lot and the executive producer, Norman Felton, who com-
plained that no Negroes were included among the college student
extras used in one particular scene. Even the art director got into the
act when he took a setting whose decor was described as “early
Dante” and carried it a step further to create a “wild beat, smoke-filled
den of iniquity.”

Once television film is shot, the editor—a key gatekeeper—
comes into play. This man can completely alter the message of the
director. A fascinating glimpse of this process and its influence is
found in the short film Interpretations and Values. The film shows
how three editors cut a sequence from the television series “Gun-
smoke.” It reveals how each man saw the raw footage a little dif-
ferently and stamped the film with his own interpretation.

Much the same process is involved in the making of a motion
picture as in a filmed television series. Some differences occur be-
cause of the expanded scope and budget of a feature film. Whereas

3. James E. Lynch, “Case History of a Television Film Production,” NAEB jour-
nal 26 (March-April 1967): 80-81.
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an episode of a television series usually takes less than a week to
shoot, a motion picture may involve months, even years of work. An
analysis of the production of David Copperfield contained in George
Curry's book Copperfield '70 provides an excellent evaluation of the
gatekeeping process in film production.

One of the key gatekeepers in this film was Frederick Brogger,
a partner in a small independent English film company, Omnibus.
Not content simply to follow the structure of the original Charles
Dickens story line, Brogger proposed a new approach. He discussed
his approach with his partners, particularly the actor, who contrib-
uted ideas and thus also performed a gatekeeping role. Other major
gatekeepers were the scriptwriter, who made many suggestions and
actually gave many ideas their final form, and the director of the film,
Delbert Mann, who approved the many revisions and also made
important changes during the shooting, such as changing the in-
tent of the script.

An important gatekeeper during postproduction was the chief
editor, Peter Borta, who was responsible, among other duties, for
assembling the rough cut, “largely according to his own artistic
sense, using his options as he saw fit.”

Other gatekeepers included actors who suggested dialogue
changes; the set designer, the set dresser; the costumer; and the
composer, among many others. It is interesting to note that the
communicator also serves a part in the total gatekeeping function.

Impact of the Gatekeeper

From the previous discussion it becomes clear that the identity
of the gatekeeper blurs with that of the communicator. When is the
copyeditor or film editor a communicator rather than a gatekeeper?
The distinction lies in terms of what the individual is doing. If he is
creating, he is serving as a communicator. When he is evaluating an-
other’s creation, he is a gatekeeper. Obviously, he may perform both
functions at the same time: as the film editor evaluates the director’s
visual output, he adds a creative dimension. The copyeditor’s evalua-
tion of a reporter’s story also involves the creative editing of the
total newspaper.

The regulator and gatekeeper roles are also similar in one re-
spect—both can stop messages from reaching audiences. The sig-
nificant difference is that the gatekeeper is a part of the media
institution, but the regulator is an external agent of the public or
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government (see chapter 9). Gatekeepers are further distinguished
from regulators in that the gatekeeper can, as previously noted,
add to as well as delete from mass communication messages.

The gatekeeper can have a potent effect on the mass communi-
cation process—especially if a society’s media are controlled by an
elite minority intent on restricting the public’s right to know. In a
free society, however, where newspapers are in competition with
other newspapers as well as magazine and broadcast journalists, this
potential misuse of the gatekeeping role is less likely to occur. Ob-
viously, the reactionary Right and radical Left sometimes feel that
the media’s gatekeepers in the United States devote too little time
and space to these groups’ views of what is news.

In practice, the gatekeeper's power is diffuse because in mass
communication the message is usually meant for such a large audi-
ence that one single cut from a script or a news story can never pro-
duce a fundamental change in the nature of the communication
event and in the society itself. However, live television coverage of
news events has demonstrated that gatekeepers can have a significant
impact on mass communication. This fact was dramatically brought
to light by television coverage of the 1968 Democratic National
Convention in Chicago. The interpretation and the subsequent impact
of the convention were created by the selective coverage given the
demonstrations outside the convention headquarters. Videotape
editing demonstrated the impact gatekeepers can have by presenting
aselected view of events.

The concern expressed over the Chicago coverage has also been
raised over television handling of riots in some large cities. Televi-
sion cannot and does not simply “tell it like it is.” It may record,
but it does so under the influence of many communicators and gate-
keepers who filter, amplify, or interfere with the message. The
amplifying role used on TV for news coverage has been severely
criticized. Critics claim that by emphasizing the looting and destruc-
tion, television gatekeepers may actually encourage observers to
participate.

The same basic gatekeeping effects occur with an entertainment
program, except that perhaps the public does not feel the concern
over the deletion of a particular song or spoken vulgarity as it does
when it suspects that what is being offered as news is untrue or that
part of the truth is being withheld. After an initial furor the gate-
keeping incident involving the Smothers brothers was seemingly for-
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gotten. However, questions are still being raised about news cover-
age of events in Vietnam that happened years ago.

Thus the basic effect of gatekeeping is that the message is al-
tered in some way. It is only when this alteration seriously distorts
the public’s view that the gatekeeping function becomes unsatisfac-
tory. The media can and do distort reality. This distortion can occur
in one of two ways: (1) systematic distortion or (2) random distor-
tion. Systematic distortion can occur through deliberate bias; random
distortion can occur through carelessness or ignorance. A study of
wire-news editors revealed a degree of systematic distortion at work
when it was found that some editors, because of their particular bias
and predisposition, would not carry certain stories. However, this
can usually be corrected because it is so highly visible to many peo-
ple within and outside the particular mass media institution. Random
distortion, usually caused by carelessness or ignorance, is often more
dangerous and harmful, and the role of the gatekeeper may not even
be easily discernible.

Some gatekeepers are more important than others. Robert K.
Merton has described several types of ““influentials”—that is, certain
types of individuals in any society who receive an unusually large
number of messages. He further breaks down this category into
“cosmopolitans” and “locals.”* The cosmopolitan receives his in-
formation from outside the community while the local functions
within the local society. These kinds of influentials exist as gatekeep-
ers on a movie set, in a newspaper office, or a television studio.
What is important about their presence in mass communication is
that they are so numerous, are fragmented into highly specialized
positions, and may have an effect disproportional to their relative
position and power.

Gatekeepers are a normal part of any communication process.
Ordinarily, they create no great concern. With mass communication
chains organized in the way that they are, however, the position of
the gatekeeper assumes importance, especially because of the possi-
bility that a few gatekeepers can influence society.

4. Robert K. Merton, ‘‘Patterns of Influence: A Study of Interpersonal Influence
and Communications Behavior in a Local Community,” in Robert K. Merton, Social
Theory and Social Structure (Glencoe, 1ll.: Free Press, 1957), pp. 387-420.



CHAPTER

The Media

An essential element of communication is the medium that carries the
message. When we communicate person to person, the channel is
sound waves in the air, a letter delivered through the mail, or
telephone wires and receivers. But in mass communication, a vast and
complex fabric of people and specialized machinery makes up the
mass medium.

The accompanying HUB Structural Chart of Mass Media (figure
8-1) indicates in brief form the extent and complexity of mass commu-
nication as a part of American society. Seven principal mass media in-
stitutions—newspapers, magazines, books, radio, television, motion
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pictures, and recordings—are composed of basic media units that are
the producers of communication products—publications, pictures,
programs, and records. The basic media units are themselves de-
pendent on a system of media service units that produce, distribute,
exhibit, sell, manufacture, and represent communications, communi-
cation facilities, and communicators. In addition, a large network of
management and professional associations represents the managers
and communicators in their relations with one another and with other
institutions in society.

Media Institutions

Let us examine and describe briefly the seven primary mass
media institutions.

The Book. Books come in a fairly standardized format, with
some variation in page size, a flat spine binding, either hard or soft
cover, averaging about 250 pages in length. About 1,500 publishing
firms produce about 40,000 different book titles in America each
year. But of these, only about 300 produce the majority of titles and
copies, and they are concentrated in New York City.

The Newspaper. Newspapers are usually printed on fairly large
sheets of paper, either blanket size (about 22 inches by 15 inches) or
tabloid size (about 15 inches by 12 inches). About 1,800 daily news-
papers and about 10,000 weekly newspapers exist in the United
States, although many are ““chain” owned by larger corporations. In
America, only a small handful of newspapers, such as the Christian
Science Monitor, have national circulations; most are geographically
confined to distinct metropolitan areas or communities.

The Magazine. Magazines come in all sizes and shapes. They
are usually printed on heavier and higher quality papers than news-
papers and are bound by staple with soft covers. About 10,000 different
basic magazine publication units exist in the United States, with many
under *‘chain” ownership. Magazines have a broader range than news-
papers, both in subject matter and in geographical distribution, and
can reach specialized audiences.

The Motion Picture. This label usually refers to feature-length
dramatic films, most often from 90 to 180 minutes in duration,
shown to public audiences in local theaters. Production has shifted



Figure 8-1.

HUB Structural Chart of Mass Media.
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Media Institutions Media Products Basic Media Units
Newspaper Print Media New York Times
Daily newspapers Christian Science Monitor
Weekly newspapers Baltimore Afro-American
Sunday supplements Bakersfield Californian
National Observer
Magazine Weekly magazines Newsweek
Monthly magazines Sports llustrated
Quarterly magazines Playboy
Comic books Horizon
Journalism Quarterly
Book Hardcover books Acropolis Books

David McKay Company
Dodd, Mead, and Company
Franklin Watts, Inc.
John Wiley & Sons
Columbia Pictures
Walt Disney Productions
Metro-Goldwyn-Mayer
Paramount Pictures

Hearst Metrotone Telenews

WGN, Chicago
KYW, Cleveland
WNEW, New York
WXHR-FM, Boston
WBIG-FM, Philadelphia

KTTYV, Los Angeles

WOR-TV, New York
WMAL-TV, Washington, D.C.
KGO-TV, San Francisco
KRLD-TV, Dallas

Sound Recording

Record Media

Disc recordings
Tape recordings
Cassette recordings
Cartridge recordings

Various

Other Media
Personal, graphic,
audiovisual, mixed-,
multi, and computer
media

Capitol Records, Inc.
Columbia Record Company
Decca Recordings

RCA Victor Records

Kiplinger Washington Letter
Academic Media Services, Inc.
etc.
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Media Service Units

Media Associations

Production
Press associations
AP, UPI, Reuters, etc.
Syndicates
King Features, United Features, etc.
Networks
ABC, NBC, CBS, Mutual, etc.
Advertising agencies
J. Walter Thompson, Interpublic, etc.
Public relations agencies
Hill & Knowlton, Ruder & Finn, etc.
Independent production companies
Associated Producers, Guggenheim
Productions, Inc., etc.

Media-Unit Owners

American Newspaper Publishers
Association

Magazine Publishers Association

American Book Publishers
Council

National Association of
Broadcasters

Motion Picture Association
of America

Distribution and Exhibition

Motion-picture distributors

Association Films, United World Films
Publication distributors

American News Company, etc.
Motion-picture exhibitors

Individual theaters and theater chains
Publication retailers

Newsstands, department stores, etc.
Record distributors

Manufacturing

Printing-press, electronic, and photo-
graphic equipment manufacturers

Paper, ink, film, chemical, and
record manufacturers

Printing, binding, film-processing, and
record-pressing companies

Radio- and television-set manufacturers

Media Professionals

American Society of Newspaper
Editors

National Conference of
Editorial Writers

Society of Magazine Writers

National Academy of Motion
Picture Arts & Sciences

National Academy of Radio-
Television Arts & Sciences

Radio Television News
Directors Association

National Press Photographers
Association

Sigma Delta Chi

Representation

Talent agencies
United Talent, Inc., Curtis-Brown, etc.
Artists’ representatives
American Society of Composers,
Authors, and Publishers (ASCAP),
Broadcast Music Inc. (BM1), etc.
Labor unions
American Newspaper Guild, American
Federation of Television and Radio
Artists, American Guild of Variety
Artists, etc.
Station and publication representatives

Service-Unit Owners and

Professionals

Associated Press Managing
Editors

American Association of
Advertising Agencies

Advertising Federation of
America

Public Relations Society
of America

American Institute of
Graphic Arts

Society of Independent
Motion Picture Producers

Audit Bureau of Circulations
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away from the large Hollywood-studio corporation to small, inde-
pendent producers who use the old units such as Warner Bros. and
MGM primarily for promotion and distribution services. Motion-
picture studios are today heavily engaged in producing film for an-
other medium—television—which uses motion-picture film for news
and documentaries, education, and persuasion, as well as feature-
length dramas.

Radio. Like TV, this medium requires special equipment both
for transmission and reception. Transmission equipment is expensive
and complex, but radio receivers using solid-state transistors pro-
duced in Japan are relatively inexpensive. Ownership and operation
of the nearly 4,400 amplitude-modulation (AM) and 3,100 frequency-
modulation (FM) stations in the United States are regulated by the
federal government. Radio is oriented toward local rather than re-
gional or national operations although there are four national networks
(ABC, CBS, MBS, NBC), but they provide mostly news programming.
More than 98 percent of all homes in the United States have radio
receivers, normally receiving at least six to eight stations in the average
listening area.

Television. This medium is composed of two basic types of
transmission systems: very high frequency (VHF—channels 2 to 13)
and ultra-high frequency (UHF—channels 14 to 83). VHF stations
normally reach more people because their signals cover a larger area
using less power than UHF stations. This is reflected in the greater
number of VHF stations (more than 500 commercial and 90 non-
commercial) compared to UHF stations (more than 190 commercial
and 130 noncommercial). As with radio, TV stations are licensed by
the federal government. The three national television networks
(ABC, NBC, and CBS) dominate the medium because they supply 70
to 90 hours of programming per week out of their affiliated stations’
total program schedule of 100 to 110 hours.

Sound Recording. Like broadcast media, records and tapes re-
quire special playback equipment. Approximately 80 percent of all
U.S. homes have phonograph or tape recorders which use records
and tapes produced by over 1,500 record companies. Five companies—
led by Columbia—dominate record production in the United States.
Record companies are also the largest suppliers of programming for
radio.

Other Media. Although none of the following media is yet as
completely institutionalized as the seven described above, their day
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may soon be at hand. Newsletters and direct-mail companies are
growing, and new graphic and audiovisual media are coming into
widespread use, particularly for education and persuasion. Experi-
ments with mixed- and multimedia are producing new forms, usually
combining still and motion pictures with recordings and publica-
tions. Newest and most important of all are new computer-based
media, which can publish, broadcast, store, retrieve, and manipulate
communication in a variety of new ways.

Communication Products

The end results of the labors of mass communicators are products
not completely dissimilar from products of other producers in society.
The products have a substance, a monetary value, a social and in-
tellectual value, and a limited lifetime. Print-media goods and services
include issues of publications, either periodic, such as daily or weekly
newspapers and monthly or quarterly magazines, or one-time issues of
publications, such as books.

Film-media products are motion pictures.! Broadcast media pro-
duce programming for radio or television, often using the products
of other institutions—films and sound recordings in particular. These
programs, too, have a substance—even if not recorded on sound or
videotape. But since the substance is magnetic fields in the air,
broadcast services are fleeting unless recorded. The recording indus-

try produces disc and tape recordings that are similar to books in their
distribution.

Basic Media Units

The mass communication industry resembles the operational or-
ganization of other corporate enterprises in our country. The media
produce, distribute, and exhibit through national corporations as well
as local retailers. The basic media unit may be national or local, but
whatever its primary function, the basic media unit is that part of
mass media held responsible for content, even though the unit may

1. Although the production of still photographs has not resulted in a separate me-
dium, independent still photographers provide photographic service to other media.
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not have produced or distributed the content. In fact, some basic
media units actually create a relatively small portion of the content
for which they are held accountable.

The local newspaper is held responsible for the news and enter-
tainment it prints. Most papers also seek to create a specific editorial
policy on issues affecting their communities. They scek to create a dis-
tinct identity through layout, content, style, and coverage. The same is
true of magazines. The responsible party is the particular staff which
carries out the production of a publication that appears periodically
under one title.

The book publisher—David McKay Co., Inc., Harper & Row,
Hastings House—is the basic media unit in the book industry. The pub-
lisher not only serves as producer and distributor, but in a few metro-
politan markets one or two also operate retail book stores.

“What else has he written?"

Courtesy Schochet. ®1970 Writer's Digest.
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The motion picture’s traditional pattern of the studio serving as
the basic media unit is beginning to change as the movie industry
moves through a transitional period. For example, in the case of the
new [6-mm., sexually explicit films operating in manv metropolitan
areas, the exhibitor may be the producer, and no formal distribution
chains may exist. However, because of the costs involved in production
and the complex system of distribution, most feature filins still rely on
studio organizations (20th Century-Fox, Paramount, MGM, and so on)
as the basic media unit.

Radio and television stations licensed by the Federal Communica-
tions Commission are directly responsible for all content broadeast,
despite the fact that they create only a small part of it. In radio, the
phonograph record, wire services, network news operations, ad-
vertisers, and packaging agencies produce the content of radio. The
station organizes and supplements it but is still the responsible party
and required by law to serve “the public interest, convenience, and
necessity”’ of the community. The networks, syndication companies,
and advertisers dominate the content of the television program; but
the station assumes responsibility for the programs telecast.

Sound recording companies producing records are the basic
media units and the responsible party in this medium.

Media Service

In many ways, media service units are more important to mass
communication than the basic units that carry their own imprint and
reach the consumer directly. Although these service units often are
not identified by name—and only indirectly touch the lives of the
consumer—nevertheless they often produce the bulk of the commu-
nication, exercise control over its production, or provide the neces-
sary technical equipment and talent.

Press Associations. These organizations are the primary news
gatherers and processors for mass media. The largest American asso-
ciations are (1) the Associated Press (AP), a cooperative that sends
teletype news and features to more than 8,500 newspaper, magazine,
TV, and radio basic media units that are members of the association;
and (2) United Press International (UPI), a private association that has
more than 6,600 basic-media-unit subscribers. These press associations,
or wire services as they are also called, do not produce material directly

Units
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for the public but only for media units. They have widespread bureaus
and experienced reporters, writers, and editors to process the news.
The mass media are largely dependent upon them for nonlocal news
and information.

Syndicates. These service units provide feature and interpreta-
tive material, particularly for the print media. More than 200 syndi-
cates exist which own the rights to the production of individual writ-
ers and commentators. These syndicates package, promote, and sell
columns, analyses, comic-strip cartoons, and other features to indi-
vidual newspapers, magazines, or other media units.

Networks. In radio and television the networks play a compli-
cated and involved role. The chief networks in the United States are
the American Broadcasting Company, the National Broadcasting
Company, the Columbia Broadcasting System, and the Mutual
Broadcasting Corporation (radio only). They have become wealthy
and powerful units of mass communication, buying and producing
programs which they distribute to their affiliated radio and television
stations. But they do not broadcast or distribute directly to the
public—except on a few stations licensed to them by the FCC, called
*“0O and Os” (owned and operated). FCC regulations limit network
ownership to seven stations, of which five may be in the VHF channel.
These five VHF stations serve as a critical element in the total corpo-
rate enterprise of ABC, CBS, and NBC. Without these stations, many
observers feel, the networks would not be economically viable opera-
tions.

Networks function by working out an affiliation agreement with
local stations willing to carry their programs. Fundamentally, the
station gives the network the right to sell certain hours of the sta-
tion's time at established rates to national advertisers. In return the
network agrees to provide programs, and from 20 percent to 40 per-
cent of the money normally charged by the local station owner when
he sells the time himself. Network affiliation is dominant in television,
while only 25 percent of all radio stations are network affiliated. Most
radio stations receive a free program service—primarily news—but lit-
tle or no income from the networks.

Advertising Agencies. These service organizations work for their
clients’ marketing operations. They produce advertisements and
place them in the media. Leading agencies represent a variety of
clients but normally they do not represent competing products. For
example, the Leo Burnett Company, Inc., services accounts for nearly
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40 companies, including United Air Lines, Joseph Schlitz Brewing
Company, Procter and Gamble, Maytag, Kellogg’s, and Pillshury,
none of which competes with the other. More than 5,500 advertising
agencies operate in the United States, and a majority of the largest
agencies that handle national accounts are located in New York City—
often on or near that famous advertising row, Madison Avenue.

Public Relations. Firms that specialize in handling public rela-
tions are also concentrated in New York City. But while ad agencies
serve their clients’ marketing needs by purchasing time or space in
the mass media, public relations firms concern themselves with their
clients’ total communication problems. They counsel their clients on
the communication results of their actions; provide advice on the
course of action needed to win public acceptance; and seek to publi-
cize their clients to their publics (and publics to the clients) through
communication, most often mass communication. While public rela-
tions firms may produce advertising, they engage primarily in pub-
licity (free space and time in the mass media) and promotion (other
communication efforts over a period of time) to persuade the public in
their clients” behalf. Some attempts to determine the extent of public
relations work have shown that a large percentage of mass media
content originates with public relations firms.

Independent Production Companies. These media service units
perform a service for broadcast, film, and record media similar to
that which syndicates perform for print media. Independent com-
panies exist because of the great degree of production complexity in
broadcasting. While the idea for a program often originates with an in-
dividual, the programs are developed by program-package agencies.
Today, with the exception of network news, sports, and some docu-
mentaries, 90 percent of all television network prime-time enter-
tainment is produced by these package agencies.

The package agency develops the program, employs writers,
producers, and actors—doing everything short of broadcasting. The
packaging concept also extends to commercials for network and na-
tional spot advertising. Production companies generally subcontract
all the production details to the ad agencies that create the specific
advertisements. Program consultants, especially in radio, perform a
significant function in selecting format and content for individual sta-
tions. In addition, some companies supply specific audio and video
effects, including canned laughter, applause, and elaborate artwork
(for station 1D slides, program credits) for television programs.
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Distribution and Exhibition. Unlike radio and television, where
the networks serve as the distributor and the station as exhibitor, the
other media—especially motion pictures, publications, and records—
require complicated marketing, distributing, or exhibiting operations
and facilities. Newspapers sometimes contract with a local dealer to
distribute the papers through a system of newsstands, delivery boys,
and the mail. Magazines make widest use of the mail system for dis-
tribution, but they often hire commercial firms to sell subscriptions.
Book publishers in recent years have engaged in direct-mail selling
and distributing, but they are still closely tied to bookstores and
book dealers for distribution—often with complicated arrangements
and large discounts. The middleman as distributor has increasingly
entered the book and magazine field; jobbers sell books to book-
stores, and distribution companies sell books and magazines to
newsstands, drug stores, supermarkets, and department stores. A sim-
ilar apparatus exists for phonograph records.

Distribution and exhibition are even more complicated in the
motion-picture medium. Because of court rulings on antimonopoly
procedures, no film company can engage in more than two of the
following activities: production, distribution, and exhibition—unless
it can be demonstrated that the third activity will not restrain trade.
With the dwindling supply of feature films, some distributor-exhibi-
tors have begun limited film production. But this activity has not
been judged to be in restraint of trade.

Today there are about 14,000 regular movie theaters and about
4,500 drive-in theaters. These exhibitors are sometimes chain-owned
by large exhibition companies, and they in turn rent the films from
distribution companies, many of which are affiliated with large pro-
duction studios based in Hollywood.

Manufacturing. The equipment and materials necessary for
mass communication provide the basis of a large industry of its own.
One large newspaper, the Los Angeles Times, has more than $65
million invested in printing-press equipment alone. The New York
Times uses up more than 100 acres of trees to provide pulp for the
paper necessary for one Sunday issue. Ink, chemicals, plastics, preci-
sion optical equipment, and complex electronic gear are all necessary
for the operation of mass media.

Separate companies exist to provide printing and binding ser-
vices for many magazine and book publishers; separate film-process-
ing companies develop and print film for motion pictures and televi-
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sion; and separate record-pressing companies manufacture discs and
tapes for the phonograph industry. Finally, separate companies pro-
duce radio and television sets for the individual home consumer, and
these firms have become giant corporations in the American business
world. Such companies as RCA, General Electric, and Westinghouse
earn a far larger share of the market by producing radio and televi-
sion hardware than the software media industries they serve.

Representation. Mass communicators are men with special tal-
ents, skills, and abilities. Increasingly, like artists, they need special
help in promoting their interests and protecting the value of their
work. A variety of “talent’” agencies have grown to be a part of mass
media. Writers™ agents help find publishers for authors’ works, over-
see the legal protection of their rights and properties in contracts,
and help promote their fame. In return these agents receive a share
(usually 10 percent) of the author’s profits. For actors and perform-
ers—particularly in the fields of radio, television, motion pictures,
and phonograph recordings—talent agents play a crucial role: often
all dealings are with the agent rather than the performer, with the
agent receiving 10 to 15 percent of his client’s earnings.

Special note should be made of the work of representation in
the field of music, which provides a bulk of the programming in the
electric media. Two giants—the American Society of Composers, Au-
thors, and Publishers (ASCAP), and Broadcast Music Incorporated
(BMI)—dominate the field. They exercise considerable control over
published, recorded, and broadcast music, protecting the rights of
their artists and charging a fee to every media unit that uses their
clients’ work through recordings or sheet music. This process is sim-
plified by having the media unit pay a percentage of some of its in-
come for the right to play the music licensed by ASCAP and BMI.

Labor unions have also become part of mass media. The Ameri-
can Newspaper Guild, founded in the 1930s, represents newspaper
editorial personnel in salary negotiations and seeks to help improve
working conditions. Largely through its efforts, the salaries of re-
porters, photographers, copyeditors, and other professional staffers
have risen to professional levels. For example, in 1974 the Guild had
a minimum guaranteed salary at the Washington Post of $448 per
week for all editorial staffers with at least four years’ experience. The
New York Times editorial staff had a $360 minimum for all staffers
with two years’ experience. Of course, many newsmen earn more than
the minimum salary. The American Federation of Television and Radio
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Artists, the American Guild of Variety Artists, the Screen Actors Guild,
among others, perform similar services for mass communicators in the
electric media.

Media Associations

Professional and management associations represent a final as-
pect of mass media, and one of growing importance. Increased rec-
ognition of the role of professional standards and responsibilities for
mass communication in a free society has placed more emphasis on
such associations. In some countries striving for a free and responsible
press—especially in Western and Northern Europe—such press
associations or societies of journalists have been given considerable
power to approve or license journalists, admitting only those properly
prepared and talented for the profession and barring those who will-
fully violate the standards of the profession. Such societies act for
journalism as the medical association, bar association, and accounting
association act for doctors, lawyers, and accountants.

In America, however, these associations cannot have, and per-
haps never will have, such power over individual journalists, simply
because the constitutional guarantee of freedom of speech and press
for all individuals would make any attempt to approve or reject jour-
nalists illegal.

Nevertheless, many associations have come into being, and
these groups influence the profession and speak for their members in
a variety of ways. The owners of the media units are well organized.
Newspapermen, magazine and book publishers, broadcasters, and
film producers all have active associations that serve their needs, col-
lect information, lobby for sympathetic laws, and promote their in-
terests. In addition to national organizations, these bodies often have
state, county, or city groups as well—such as the Maryland-Dela-
ware-D.C. Press Association, or the Montgomery County Press Asso-
ciation.

In broadcasting, the National Association of Broadcasters (NAB)
functions as a lobby for broadcast stations with Congress, as a public
relations firm with the public, and as a supervisor of both the NAB
Radio and Television Codes. The National Association of Educational
Broadcasters (NAEB) serves similar functions of public broadcasters as
well as teachers and scholars in broadcast education.

In the film industry the Motion Picture Producers Association
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serves a very important public relations effort, and its production-
code division has created film ratings (G, PG, R, or X) for all films
submitted by its members.

The Recording Industry Association of America (RIAA) serves as
a public relations arm as well as arbiter of production standards and
controls.

Media workers, too, have professional associations that promote
their interests and advance their standards. The largest of these is
Sigma Delta Chi, the national society of journalists, which has both
campus chapters (at colleges where journalism and mass communica-
tion are taught) and professional chapters (for those working in the
media). Other associations represent almost every individual type of
communication profession; from editors and editorial writers to pho-
tographers, public relations men, advertisers, and cartoonists.

The mass media, as institutions in our society, are composed of
an intricate fabric of people, products, institutions, production units,
service units, and associations, all of which are necessary to mass
communication. No doubt, as institutions, they are among the most
complex in society, and this makes their study so intriguing, their
operation so demanding, their role so vital, and their impact so diffi-
cult to determine.



CHAPTER

Regulators

In mass communication, regulation of the media is a complicated
operation involving a number of groups. The role of the regulator is
similar to that of the gatekeeper, but the regulator operates outside
the basic media and media service units that create the messages.
We might think of regulators as resistors in an electric circuit or
valves in a fluid system, which control the quantity as well as direc-
tion of the current. They have the power to stop and delete from,
but seldom start or add to, messages. Regulators are more than cen-
sors, although in many national systems government censorship is
the major type of regulation and precludes others from attempting
to control media activities and content.

130



REGULATORS | 131

In the United States there are five regulators at work in the
mass communication process:

1. The government is the key regulator, even in a system where
the Constitution guarantees freedom of communication.

2. The source of the message can, of course, affect the flow,
deciding what to release and what to withhold.

8. The advertiser regulates; he who pays the bills can call the
shots.

4. The profession acts as a self-regulator of individual members as -
well as basic media units and media service units.

5. The consumer of communication himself is a regulator, exer-
cising control through his purchase in the marketplace, through public
pressure groups, and through his rights in the courts.

Government as Regulator

In American society, devoted to freedom of the press and
speech, government is the only agency capable of protecting those
guarantees of freedom. Most American government regulations, but
by no means all, are concerned with maintaining an environment of
freedom of communication and with protecting the individual's
rights in the communication process.

Constitutional Guarantees. First of all, mass media are unique
as business enterprises in our society because they alone operate with
special sanctions and freedoms guaranteed by the U.S. Constitution.
The First Amendment to the Constitution, which Congress adopted
in 1791, states:

Congress shall make no law respecting an establishment of reli-
gion, or prohibiting the free exercise thereof; or abridging the
freedom of speech, or of the press; or the right of the people
peaceably to assemble, and to petition the government for a
redress of grievances.

This expression of freedom of the press was a small climax in the
long struggle for individual rights and freedom under Anglo-Saxon
law. The way had been paved by previous landmarks such as the
Magna Carta of 1215, the Petition of Rights in 1628, the English Bill of
Rights in 1689, and the American Declaration of Independence in
1776. In the New World of the American colonies, where communi-
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cation and independence were both important, freedom of speech and
press were always key factors.

The First Amendment to the Constitution is imprecise, however,
and does not define limits of freedom. Court and legislative decisions
since that time have continued to establish the meaning of that
amendment, usually in the light of current trends and social condi-
tions. The Constitution as it is interpreted by the courts and lawmakers
controls the regulators and determines which of their actions are per-
missible and constitutional under the American system.

Censorship. Censorship, meaning prior restraint or suppression
of communication, has been held to be unconstitutional in all of its
many forms, save one. Government agencies, both local and national,
have from time to time attempted to censor communications, some-
times even for the best motives. A Minnesota state legislature passed a
“gag law” in the 1920s aimed at restricting newspapers that were
“public nuisances,” specifically scandal sheets which made scurrilous
attacks on the police and Jews. But the U.S. Supreme Court found this,
as it has most other attempts at censorship, illegal, in its interpretation
of the First Amendment.

The famous “Pentagon Papers” incident in 1971 provides a case
in point. A multivolumed study made by the Department of Defense
entitled History of U.S. Decision-making Process on Viet Nam Policy
was classified as top secret but was leaked out to the press. The New
York Times and the Washington Post both decided to publish stories
based on the material in the 47 volumes. The Justice Department
got a temporary court injunction to prevent further publication of
the material. Because of the significance of the case, it immediately
went to the Supreme Court. The Court, in a 6 to 3 landmark deci-
sion, ruled in favor of the newspapers and freedom of the press.

The Court’s ruling hinged on the question of the constitutional-
ity of prior restraint. Although the decision clarified the First
Amendment, it did not really broaden the protection of freedom.
The newspapers hoped that the Court would rule that the First
Amendment provided an absolute freedom. In the Pentagon Papers
case, however, the Court held that the government had not provided
sufficient evidence justifying prior restraint of the publications. This
left the door open for future cases to decide how much justification
the government must provide in order to censor a publication. But
the six concurring opinions of the Supreme Court justices all pro-
vided ample support for the general theory of freedom from prior
restraint by the government.



REGULATORS | 133

The one exception is in the area of motion pictures. In 1915 the
Supreme Court in the case Mutual Film Corporation v. Industrial
Commission of Ohio upheld the right of individual states to censor
films, on the grounds that they were “‘a business pure and simple.”
They were a *“spectacle or show and not such vehicles of thought as to
bring them within the press of the country.” In 1952, however, a Su-
preme Court decision changed this somewhat and laid the groundwork
for the increasing freedom for motion pictures. In the case of Burstyn
v. Wilson involving the film The Miracle, the Supreme Court stated:
“We conclude that expression by means of motion pictures is included
within the free speech and free press guaranty of the First and Four-
teenth Amendments. To the extent that language in the opinion in the
Ohio case is out of harmony with the views here set forth, we no longer
adhere to it.”” Decisions since then have continually brought movie
censorship into question, but at least four states in 1970 still had
censorship boards that could review films and restrict their public
showing, either in part or in whole. Those states were New York,
Maryland, Virginia, and Kansas; and two dozen communities—in-
cluding Chicago, Detroit, Memphis, and Atlanta—still require movies
to be submitted for examination prior to public showing. A 1970 de-
cision of the High Court upheld the Maryland board’s legal right to
determine which films were obscene.

Other forms of censorship, which exist in some other countries
and which have been tried in this country, have from time to time
been declared unconstitutional. The print media, for example, are
constitutionally protected from discriminatory or punitive taxes and
from licensing that would amount to censorship.

Restrictions on Importation, Distribution, and Sale. 1t is legal to
regulate some aspects of mass communication without causing prior
restraint or suppression. The government has generally held that the
morals of the community should be protected against certain types
of communication that could be objectionable to the average man.
These kinds of restrictions pertain primarily to obscene publications,
gambling and lottery information, and, in some cases, treasonous
propaganda.

The Customs Bureau of the U.S. Treasury Department has the
right to impound obscene material or gambling and lottery informa-
tion. But a recent Supreme Court decision declared unconstitutional
the role of Customs in restricting the importing of propaganda
materials.
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The Post Office Department exercises the right to restrict the
distribution of obscene publications or lottery advertisements
through the public mails and can stop the mailing of such material
and issue an order to refrain from further mailings.

Local courts and legislatures have the right to forbid the sale of
obscene material. The Supreme Court has upheld the right of com-
munities to protect themselves from the sale of materials they feel
are harmful. A person who violates a local ordinance against the sale
of such material would be subject to arrest and punishment as called
for in the ordinance.

It is important to note that in all cases of such restrictions by
the Customs Bureau, the Post Office, and local authorities, none has
the right to censor or prevent publication. It should also be noted
that social mores are changing rapidly, and certainly in the 1970s
many forms of obscenity might not be considered as socially harmful
as in previous decades and generations.

Criminal Libel. Government has assumed the right to protect
society and the public welfare from libel. Criminal libel is interpreted
as false and malicious attack on society that would cause a breach of
the peace or disrupt by force the established public order. In wartime,
sedition laws are more explicit about communication which might
damage the state. Criminal libel might also apply to libelous state-
ments made against groups or against dead persons who cannot defend
themselves in a civil action; thus the state becomes the prosecutor and
the libel a crime. Cases of criminal libel, however, have become
extremely rare.

Libel of Government and Public Officials. Governments in to-
talitarian countries can suppress the critical press with criminal pros-
ecution for seditious libel, but this is not possible in America. The
trial of John Peter Zenger in New York in 1735 first established the
unqualified right of the press to criticize the government, even if the
facts are false and the criticism malicious. Various attempts have
been made by government to protect itself from such criticism, for
example the Alien and Sedition Acts of 1798-1800. But the courts
have steadily upheld the impunity of the press as goad and critic of
government.

One of the most far-reaching Court decisions was The New
York Times Co. v. Sullivan ruling by the Supreme Court in 1964,
This ruling gives the press almost as much right to libel public offi-
cials as it has the right to criticize government itself. The case came
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about as the result of an advertisement appearing in the Times in
1960; the ad, it was-claimed, libeled one L. B. Sullivan, commissioner
of public affairs for Montgomery, Alabama, among others. The Court
ruling extended the privilege of publishing defamatory falsehoods
about public officials, if they were made in good faith, if they
concerned the official’s public rather than his private life, and if they
did not recklessly disregard the truth.

Contempt. Government also exercises the right to protect the
administration of justice against the interference of mass media. If a
newsman, for instance, in the course of his professional work, dis-
obeys a court order, disturbs a courtroom, attempts to influence court
decisions or participants, or (in some states) refuses to testify as to
his sources of news, he can be cited for contempt of court. Court of-
ficials have used this power to subpoena newsmen’s notes, tapes,
photographs, and film in an effort to use this material in court cases.
However, 19 states have laws protecting the newsman’s right not to
reveal his sources of information.

Unfortunately, the Supreme Court, in a 5 to 4 decision in 1572,
ruled that newsmen have no special right to protect their sources of
information if they are subpoenaed to testify in court proceedings. A
medical doctor does not have to reveal the nature of his relationship
with his patient, nor the lawyer with his client, nor the minister with
his parishioner, nor the teacher with his student. But the Court held
that such a privilege does not apply to the relationship between a
newsman and his news source. The ruling was made on the basis of
three different cases. Paul Pappas of WTEV-TV (New Bedford, Mas-
sachusetts) had refused to tell a grand jury what he had seen in a
Black Panthers headquarters. Earl Caldwell, a New York Times re-
porter, also had refused to testify about a Black Panther case. And
Paul M. Branzburg, reporter for the Louisville (Kentucky) Courier-
Journal, had refused to tell a state grand jury the names of individu-
als he had written about in a drug story.

An increasing number of newsmen have gone to jail since that
ruling for contempt of court after failing to divulge information in
court proceedings. For example, Peter Bridge, a former reporter for
the Newark (New Jersey) News, was sentenced to an indefinite jail
term for refusing to answer grand jury questions beyond his story
about an alleged bribe attempt. The closeness of the Supreme
Court’s decision, however, left the door open to new “newsman’s
privilege”’ legislation that might provide greater protection in the
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future from such encroachment on press freedom by the judicial
branch of government.

Protection of Property. The government also regulates commu-
nication by protecting the property rights of communicators. The
present copyright law, which has a long history, became a federal
statute in 1909. It protects the property rights of authors, composers,
artists, and photographers, and establishes a system of punishments
and a method of redress for violations of those rights. Thus it is a
form of restriction of the media as well as a protection for the
owner. It is important to note that facts and ideas cannot be copy-
righted, only the order and selection of words, phrases, clauses, sen-
tences, and the arrangement of paragraphs.

The government also protects property rights through the appli-
cation of antitrust laws to the mass media. For example, newspaper
mergers that eliminated actual or potential competition in a news-
paper-market area were formerly considered a violation of the antitrust
laws, but a new *‘Failing Newspaper Act” gives newspapers special an-
titrust privileges. Also, newspapers have been ordered by court in-
junction not to restrain trade by discriminating in their acceptance of
advertisers.
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Regulation of Broadcasting. Unlike other mass media, only
radio and television stations are licensed and regulated by the gov-
ernment. It should be noted, however, that the government cannot
censor or suppress any broadcast, once the broadcaster has a govern-
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ment license. Two reasons can be given for the government regu-
lation of broadcasting. One is that major broadcasters in the 1920s
requested government help to maintain order in the scramble for
limited frequencies and channels. The other is the idea that
broadcasters are using public property—the airwaves—and govern-
ment has an obligation to administer property that is not private. In
1927 the Federal Radio Commission was established, and in 1934 it be-
came the Federal Communications Commission (FCC) charged with
regulating radio, television, telephone, and telegraph.

The FCC Act of 1934 is the basis of the commission’s regulatory
power. Like the courts, the commission interprets rather than makes
the law. A broadcast station must be licensed by the FCC, and the
license must be renewed every three years. At the time of renewal,
the station including its programming is reviewed, and if the ‘com-
mission rules that the station has not acted in the public interest, the
license may be rescinded. The FCC also has the power to issue
cease-and-desist orders, short-term license renewal, revoke licenses,
and levy fines up to $10,000 for specific violations of the rules and
regulations. These regulatory powers do not give the FCC the right
to censor. Penalties are rarely assessed for single violations; it is the
station’s overall performance that is evaluated.

Few cases exist where licenses have been revoked, since the bur-
den of proof falls upon the FCC, and the definition of ““public inter-
est” is vague. Nevertheless, the government does have more power
to regulate a broadcaster than to regulate a publisher.

The FCC also controls the extent of broadcast ownership, in
order to prevent monopolies. No one can own more than one AM, one
FM, and one TV station in any one listening area. And no one can own
more than a total of seven of each of these stations in the entire
country. In television no more than five of these outlets may be very
high frequency (VHF—channels 2 to 13) stations. A new FCC move is
under way to limit ownership to only one broadcast outlet in some
markets.

The FCC also regulates some broadcasting program content, es-
pecially in the area of politics and public affairs. Section 315 of the
FCC code requires the broadcaster to furnish equal time and equal
opportunity to all political candidates for a given office. The so-
called Fairness Doctrine of the FCC also charges broadcasters with
the duty of seeking out and broadcasting contrasting viewpoints on
controversial issues of public importance.

The constitutionality of the Fairness Doctrine has been upheld
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by the Supreme Court in the famous Red lLion Broadcasting Co. v.
FCC case of 1969. The Court in effect ruled that the public’s right
to hear all points of view was more important than the broadcaster’s
right to express only one point of view.

Regulation of Advertising. The Federal Trade Commission Act
passed in 1914 was meant to regulate unfair competition in business,
but checking dishonest advertising has become an important aspect
of its work. The FTC is chiefly concerned with advertising that has a
tendency to deceive. Other government commissions have more spe-
cific tasks in the regulation of advertising. The Food and Drug Ad-
ministration controls labeling and branding in the important area of
food and drugs. The FCC controls broadcast advertising; for exam-
ple, it denies broadcasters the right to advertise cigarettes. The Post
Office Department controls fraudulent advertising sent through the
mails. And the Securities and Exchange Commission can regulate ad-
vertising about stock and bonds.

In all these cases, however, there is still no censorship or sup-
pression on the part of the government. It can ask for voluntary
compliance, and, if not agreed to by the advertiser, can issue a
cease-and-desist order. Violation of such an order can bring about a
$5,000 fine, six months in jail, or both; succeeding violations can
bring a $10,000 fine, a year of imprisonment, or both. The FTC can
also publicize deceitful advertising and thus warn the public.

In sum, the government can and does regulate and restrict mass
media in certain areas, and in these areas the court has interpreted
this regulation as not in violation of the First Amendment of the
Constitution. These regulations are aimed at protecting society from
damage by mass media as well as protecting the rights of the media
from damages by competing media, individuals, or the state itself.

The Content Source as Regulator

The content source is also a regulator in the communication
process. He provides a form of regulation at the very source of com-
munication, and as the process of communication has grown massive
and complicated, the forms of regulation that are used by the con-
tent source can be analyzed into fairly distinct patterns.

Strategic Releasing. The content source regulates communica-
tion by strategically timing and packaging the message himself in a
letter, a publication, or (if he has enough money) his own radio, tel-
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evision, or motion-picture production. Or he might release his com-
munication to the established mass media through a news release, a
press conference, or an exclusive interview.

Strategic Withholding. The content source can also regulate the
flow of communication by strategically withholding the message and
blocking the media from getting it. The government can do this by
classifying documents, or claiming executive privilege. The Federal
Public Records Law of 1967 set forth the legal rationale for what can
be withheld by the federal government and what cannot, and it es-
tablished the judicial procedures to make the government prove in
court why something should be withheld if challenged. Many states
have statutes that set forth the categories of public records to which
the media can have access, and what may be legally withheld.

Strategic Staging. The content source can also regulate the flow
of communication by deliberately and strategically staging a situa-
tion or an event in such a way that a certain kind of message gets
into the media. Again, using government as an example, a senator
might wish to express his point of view about Vietnam, so he holds a
hearing and calls a group of witnesses from whom he can elicit the
type of fact and opinion that will get news headlines. The President,
not wanting to see this point of view expressed in the media, an-
nounces a trip to Asia to take place at the same time as the Senate
hearing, taking many reporters with him, attracting daily coverage in
the newspapers and news shows, and overshadowing the hearing called
by the senator. These are staged situations used to regulate the flow of
news and opinion.

Advertiser as Regulator

Advertisers obviously play a role in the regulation of mass
media, but this can be a subtle and unspecific type of control. David
Potter, a historian who has made a study of advertising as a force in
molding the American character, says that:

. in the mass media we have little evidence of censorship in the
sense of deliberate, planned suppression imposed by moral edict
(by advertisers) but much evidence of censorship in the sense of
operative suppression of a great range of subjects. . .. The dy-
namics of the market . . . would seem to indicate that freedom of
expression has less to fear from the control which large advertisers
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exercise than from the control which these advertisers permit the
mass market to exercise.!

Individual instances can be cited in which advertisers used their
economic power to “regulate” the media. For example, advertisers in a
Wisconsin town withdrew their advertising from the local newspaper
when it used its shop to print an underground newspaper. But the
newspaper stood its ground and ultimately won the battle. The news
offices of most mass media are separate from the advertising offices
and will not accept the dictates of the advertising offices.

Theoretically, the more independent the medium can be from ad-
vertising, the less power of regulation the advertiser will have. Radio
and television, receiving 100 percent of their revenue from advertising,
run the risk of greater pressures from sponsors. Newspapers and
magazines, for the most part, receiving a third to a half of their revenue
directly from subscribers, have less direct obligation to sponsors.
Books, the phonograph-record industry, motion pictures—which
receive 100 percent of their revenue directly from their audiences—can
afford to ignore Madison Avenue.

Profession as Regulator

The gatekeeper, who as we have seen plays a key role in the
flow of mass communication, himself voluntarily accepts codes of
conduct which act as regulators of his actions. This is less important
in the United States than in most other countries, however, because
the First Amendment prevents such codes from being absolutely
binding on the communicator. In Sweden, for example, a journalist
could be thrown out of the profession for violating a journalistic
standard, but in the United States—since the Constitution guaran-
tees anyone the right to practice journalism—such codes can only be
used as voluntary guidelines.

Among the important professional codes are the “Code of Eth-
ics” or “Canons of Journalism™ of the American Society of Newspa-
per Editors, “The Television Code” and “The Radio Code” of the
National Association of Broadcasters, and the *“Code of Professional
Standards” of the Public Relations Society of America. See the
representative codes on pages 141-44.

1. David M. Potter, People of Plenty (Chicago: University of Chicago Press, 1954),
p. 184.
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Code of Ethics or Canons of Journalism
(American Society of Newspaper Editors)

The primary function of newspapers is to communicate 10 the
human race what its members do, feel and think. Journalism,
therefore, demands of its practitioners the widest range of intelli-
gence, or knowledge, and of experience, as well as natural and
trained powers of observation and reasoning. To its opportunities
as a chronicle are indissolubly linked its obligations as teacher and
interpreter.

To the end of finding some means of codifying sound prac-
tice and just aspirations of American journalism, these canons
are set forth:

1

ResponsIBILITY—The right of a newspaper to attract and
hold readers is restricted by nothing but considerations of public
welfare. The use a newspaper makes of the share of public atten-
tion it gains serves to determine its sense of responsibility, which
it shares with every member of its staff. A journalist who uses his
power for any selfish or otherwise unworthy purpose is faithless
to a high trust.

11

FreepoMm OF THE PrRess—Freedom of the press is to be
guarded as a vital right of mankind. 1t is the unquestionable right
to discuss whatever is not explicitly forbidden by law, including
the wisdom of any restrictive statute.

111

INDEPENDENCE— Freedom from all obligations except that of
fidelity to the public interest is vital.

1. Promotion of any private interest contrary to the general
welfare, for whatever reason, is not compatible with honest jour-
nalism. So-called news communications from private sources
should not be published without public notice of their source or
else substantiation of their claims to value as news, both in form
and substance.

2. Partisanship, in editorial comment which knowingly de-
parts from the truth, does violence to the best spirit of American
journalism; in the news columns it is subversive of a fundamental
principle of the profession.
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Iv.

SINCERITY, TRUTHFULNESS, ACCURACY —Good faith with the
reader is the foundation of all journalism worthy of the name.

1. By every consideration of good faith a newspaper is con-
strained to'be truthful. It is not to be excused for lack of thorough-
ness or accuracy within its control, or failure to obtain command
of these essential qualities.

2. Headlines should be fully warranted by the contents of
the articles which they surmount.

V.

IMPARTIALITY—Sound practice makes clear distinction be-
tween news reports and expressions of opinion. News reports
should be free from opinion or bias of any kind.

1. This rule does not apply to so-called special articles un-
mistakably devoted to advocacy or characterized by a signature
authorizing the writer’s own conclusions and interpretation.

VI

FAIR PLAY—A newspaper should not publish unofficial
charges affecting reputation or moral character without oppor-
tunity given to the accused to be heard; right practice demands
the giving of such opportunity in all cases of serious accusation
outside judicial proceedings.

1. A newspaper should not invade private rights or feeling
without sure warrant of public right as distinguished from public
curiosity.

2. lItis the privilege, as it is the duty, of a newspaper to make
prompt and complete correction of its own serious mistakes of
fact or opinion, whatever their origin.

DECENCY—A newspaper cannot escape conviction of insin-
cerity if while professing high moral purpose it supplies incen-
tives to base conduct, such as are to be found in details of crime
and vice, publication of which is not demonstrably for the gen-
eral good. Lacking authority to enforce its canons the journalism
here represented can but express the hope that deliberate pan-
dering to vicious instincts will encounter effective public disap-
proval or yield to the influence of a preponderant professional
condemnation.
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CODE OF BROADCAST NEWS ETHICS
RADIO TELEVISION NEWS DIRECTORS ASSOCIATION

The members of the Radio Television News Directors Association
agree that their prime responsibility as newsmen—and that of the
broadcasting industry as the collective sponsor of news broad-
casting—is to provide to the public they serve a news service as
accurate, full and prompt as human integrity and devotion can
devise, To that end, they declare their acceptance of the standards
of practice here set forth, and their solemn intent to honor them
to the limits of their ability.

Article One

The primary purpose of broadcast newsmen—to inform the pub-
lic of events of importance and appropriate interest in a manner
that is accurate and comprehensive—shall override all other
purposes.

Article Two

Broadcast news presentations shall be designed not only to offer
timely and accurate information, but also to present it in the light
of relevant circumstances that give it meaning and perspective.

This standard means that news reports, when clarity demands it,
will be laid against pertinent factual background; that factors such
as race, creed, nationality or prior status will be reported only when
they are relevant; that comment or subjective content will be prop-
erly identified; and that errors in fact will be promptly acknowl-
edged and corrected.

Article Three

Broadcast newsmen shall seek to select material for newscast
solely on their evaluation of its merits as news.

This standard means that news will be selected on the criteria of sig-
nificance, community and regional, relevance, appropriate human
interest, service to defined audiences. It excludes sensationalism or
misleading empbhasis in any form; subservience to external or “in-
terested”’ efforts to influence news selection and presentation,
whether from within the broadcasting industry or from without. It
requires that such terms as “bulletin” and “flash” be used only
when the character of the news justifies them; that bombastic or
misleading descriptions of newsroom facilities and personnel be re-
jected, along with undue use of sound and visual effects; and that
promotional or publicity material be sharply scrutinized before use
and identified by source or otherwise when broadcast.

Article Four
Broadcast newsmen shall at all times display humane respect for

the dignity, privacy and the well-being of persons with whom the
news deals.
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Article Five

Broadcast newsmen shall govern their personal lives and such
nonprofessional associations as may impinge on their professional
activities in a manner that will protect them from conflict of in-
terest, real or apparent.

Article Six

Broadcast newsmen shall seek actively to present all news the
knowledge of which will serve the public interest, no matter what
selfish, uninformed or corrupt efforts attempt to color it, withhold
it or prevent its presentation. They shall make constant effort to
open doors closed to the reporting of public proceedings with
tools appropriate to broadcasting (including cameras and re-
corders), consistent with the public interest. They acknowledge
the newsman’s ethic of protection of confidential information
and sources, and urge unswerving observation of it except in in-
stances in which it would clearly and unmistakably defy the pub-
lic interest.

Article Seven

Broadcast newsmen recognize the responsibility borne by broad-
casting for informed analysis, comment and editorial opinion on
public events and issues. They accept the obligation of broadcast-
ers, for the presentation of such matters by individuals whose
competence, experience and judgment qualify them for it.

Article Eight

In court, broadcast newsmen shall conduct themselves with
dignity, whether the court is in or out of session. They shall keep
broadcast equipment as unobtrusive and silent as possible. Where
court facilities are inadequate, pool broadcasts should be ar-
ranged.

Article Nine

In reporting matters that are or may be litigated, the newsman
shall avoid practices which would tend to interfere with the right
of an individual to a fair trial.

Article Ten

Broadcast newsmen shall actively censure and seek to prevent
violations of these standards, and shall actively encourage their
observance by all newsmen, whether of the Radio Television
News Directors Association or not.
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Consumer as Regulator

In a system of free mass communication, the consumer is per-
haps the most important regulator of the media. In two areas he can
resort to court procedures to help protect himself from the media as
well as help keep the media within acceptable boundaries. These
areas are civil libel and right of privacy.

Civil Libel. Libel is the defamation of a man’s character
through printed or broadcast means. Slander is defamation through
spoken words. Defamation is communication that exposes a person
to hatred, ridicule, or contempt, lowers him in the esteem of his fel-
lows, causes him to be shunned, or injures him in his business or
calling. The concept of defamation as a punishable act has a long
history; the ancient Egyptians cut out the tongues of men who were
found guilty of lying maliciously about their neighbors.

If a man feels that he has been damaged by communication, he
can bring a civil suit against those responsible and seek payment for
damages. The legal action is not much different from a lawsuit in
which a man seeks to be paid for the actual damage to his car’s
fender in an auto accident. In a libel suit tradition holds that a
man'’s reputation is a priceless commodity, unlike an auto fender,
and little just compensation can be paid for actual damages. Thus
the plaintiff can ask for punitive damages, an amount of compensa-
tion so great that it will punish the libeler. Some punitive damages
for libel have run into the millions of dollars, especially when the
libel was shown to have been published with malicious intent.

The publisher or broadcaster of a libelous statement can defend
his publication or broadcast under certain conditions that might ab-
solve him completely or mitigate the damages. Truth is now widely
accepted as an absolute defense for the publication of libel, and if
the libeler can prove the truth of his statement, he can be absolved.
Certain statements are privileged, that is, the publisher has a right to
repeat them without fear of libel suits; such privileged statements are
records of legislative, judicial, and other official public proceedings.
Also, statements made as a matter of fair comment or criticism about
public matters are defensible, even if libelous.

The Right of Privacy. Individuals have the right to be private,
even from mass media. Unlike libel, however, this is a relatively new
concept of communication regulation. A citizen has the right to re-
cover damages from the media for intruding on his solitude, publish-



146 | THE ELEMENTS OF MASS COMMUNICATION

ing private matters violating ordinary decencies, having his name
publicly used in a false manner, or having his name or likeness used
for commercial purposes. He can bring a civil action in court to seek
compensation for damages done to him from such invasion of his
privacy.

There are areas, however, where the individual might lose his
right of privacy. For example, if a person is involved in a newswor-
thy act, or if he himself is newsworthy by virtue of his public ac-
tions, he loses his right to privacy in those matters. Or if he gives his
consent to have his privacy invaded—for example, by signing a
waiver when he enters a studio to become a member of a television
audience—he cannot recover any damages through loss of privacy.

Control Through Consumption. No doubt the greatest area of
consumer regulation is in the marketplace itself. Those publications
that sell stay in business, and those that cannot obtain or maintain an
audience do not. Broadcast programs that do not attract large
audiences go off the air. Because the media are in business to make a
profit, they are usually sensitive to their customers and pay careful at-
tention to the moods and habits of their readers, listeners, and viewers.
Of course, what the audience wants may not always be the best or most
constructive content for the social good. Violence and sex seem to be
more popular than news analysis and interpretation of public issues.
Thus, control by the marketplace has to be balanced against other
regulations to achieve social well-being.

Control Through Pressure Groups. Although mass media are
sensitive to individual responses, nevertheless, as media grow, the in-
dividual voice gets weaker. Increasingly, men have joined together
in groups and associations to make their voices heard and their opin-
ions felt. These groups have been able to pressure mass media, thus
serving as regulators of mass communication. Nearly every religious,
ethnic, occupational, and political group has an association that can
speak for the members of the group, such as exerting pressure on
television to stop portraying Italians as criminals, on newspapers to
publish stories about gun laws, on radio to present antismoking com-
mercials, on magazines to stop obscenity. One of the most widely
publicized is a group of women from Boston, Action for Children’s
Television (ACT) which has petitioned the FCC for a rule barring ad-
vertisements on children’s shows. The efforts were a major force be-
hind the appointment by all three networks of executives to supervise
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children’s programming. Such pressure is also frequently brought to
the media through regulatory agencies of the government.

Thus we have an array of regulators and regulations which apply
to the mass communication process in a free society. For the most part,
these regulations are meant to strengthen the freedom of mass commu-
nication, while protecting both the communicator and the audience as
well as those who happen to become part of the message itself.



—T o

Filters

In any description of the elements of mass communication, we must
consider the problem of culture, for mass communication, unlike most
interpersonal communication, is usually sent out without regard to
cultural barriers to understanding. Most mass media send out their
messages to a wide variety of audiences, who often receive those
messages regardless of differences in their age, sex, race, religion, social
status, occupational group, income level, or nationality. Obviously,
members of these audiences do not bring the same experience to de-
coding the message. The meaning is apt to vary with individual
response.

In spite of mass communication on all sides today, we speak in-
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creasingly of a communication gap. The rich do not seem to communi-
cate with the middle classes, and the middle classes seemingly cannot
speak or listen to the poor. Whites and blacks seem unable to over-
come communication barriers. Ghetto residents of the inner city,
suburbanites, and country squires seem to have little ground for com-
munion. Protestants, Catholics, and Jews still seem to have difficulty
finding many common areas for discourse. Even within families, gaps
develop as fathers and mothers fail to speak the language of their chil-
dren; nor can they often speak the language of their own parents.

Anthropologists have taught us much about these communication
gaps. In studying the cultures of mankind, they have found that men
are creatures of their environments, their attitudes and opinions shaped
by forces of which they may be only dimly aware and over which they
may have little control.

Our Senses as Filters

No two people see the world alike. The way in which we see
the world depends upon what sociologists call our “frame of refer-
ence.”” We perceive the world only through our own senses—our
own eves, ears, nose, mouth, and fingers.

We might more appropriately call this phenomenon of percep-
tion a filtering system, like a filter used on a camera lens, a fine
screen to remove particles in water purification, or that bit of sub-
stance at the end of a cigarette designed to remove tars and nicotine
from tobacco smoke. Using the analogy of filters in photography, we
might say that these filters are color lenses that absorb certain rays
of light to color the picture; they might be lenses ground with dis-
tortions and blind spots, or they might be lenses that polarize light
and only let in rays slanted in a certain direction.

Our senses, which serve as communication filters, are affected
by three sets of conditions: (1) cultural, (2) psychological, (3) physi-
cal.

How Filters Are Affected

Culture. These filters—our senses—are colored, distorted, or
polarized by our culture. Edward T. Hall, a cultural anthropologist,
has written effectively about the role of culture in man’s communica-
tion efforts, especially in his book, The Silent Language, in which he
shows how culture affects the way man sends and receives messages.
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Review, April 11,

Copyright ©1970 by Saturday Review. Inc
1970. Used with perm

First appeared in Saturday

“Now that we've learned to talk, try to speak the same language.”

We are not fully aware, he says, of “the broad extent to which cul-
ture controls our lives. Culture is not an exotic notion studied by a
select group of anthropologists in the South Seas. It is a mold in
which we are all cast, and it controls our daily lives in many unsus-
pected ways.''!

Culture is communication itself, says Hall, and communication
is culture. He points out ten separate kinds of human activity that
are "primary message systems. These are interaction, association,
subsistence, bisexuality, territoriality, temporality, learning, play, de-
fense, and exploitation (or use of materials). These systems vary from
individual to individual and from culture to culture, and they consti-
tute a vocabulary and a language of their own, a silent language of
which most of us are not aware. Hall says:

We must learn to understand the " out-of-awareness” aspects of
communication. We must never assume that we are fully aware

L Edward ‘T. Nall, The Silent Language (New York: Doubleday, 1959), pp. 31-41.
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of what we communicate to someone else. There exist in the
world today tremendous distortions in meaning as men try to
communicate with one another. The job of achieving under-
standing and insight into mental processes of others is much
more difficult and the situation more serious than most of us
care to admit.?

Take Hall's category of temporality, for example. To the average
American of European origin, time exists as a continuum, with a past, a
present, and a future. He is able to compartmentalize time, to see dis-
tinctions in time, to do one thing at a time. The American-European
culture is basically linear, and that is perhaps one cultural reason for
this perceptual phenomenon. But to the Navajo Indian, time has no
limits. The American Indian culture, without written language, was not
linear. For the Navajo, time has no beginning. middle, or end. Time
starts when the Navajo is ready, not at a given point. The future has lit-
tle reality because it does not exist in the Navajo's time, nor does the
past.

Territoriality is also a cultural message system. The average
American of European origin has a strong sense of space. He knows
where things belong and to whom they belong. te establishes his
rights to territory. When a student takes a seat in a classroom, it be-
comes his seat. and he might well return to the same seat throughout a
semester as if he had established a right to it. But to the Hopi Indian,
space does not belong to anyone, and he is apt to settle down wherever
it suits him, regardless of whose territory he is invading.

Obviously the Hopi and the Navajo have different message
svstems regarding time and space from those exhibited by Americans of
European origin. And this could not help but color their message in-
take and output on any subject where temporality and territoriality are
involved. We could make an almost endless list of cultural traits and
subcultural habits of mind that influence our patterns of communi-
cation and our ability to make the act of communication a mutual
sharing of a common understanding.

Psychological Sets. We structure our perception of the world in
terms that are meaningful to us, according to our frames of reference
or our filters. In chapter 6 selective exposure, selective perception,
and selective retention were discussed. Wilbur Schramm defines
three problems in this regard that the communicator must expect as
he tries to communicate his meaning. First, the receiver will inter-

2. Ibid., p. 38.
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pret the message in terms of his experience and the ways he has
learned to respond to it. For example, a jungle tribesman who has
never seen an airplane will tend to interpret the first one he sees as a
bird. Second, the receiver will interpret the message in such a way as
to resist any change in strong personality structures. For instance, a
person strongly committed to the Democratic party will tend to ig-
nore the campaign propaganda of the Republicans. And third, the
receiver will tend to group characteristics from his experience so as
to make whole patterns. To illustrate, notice how we need just a few
strokes of a cartoonist’s brush, creating a steel helmet, to enable us to
summon up an image of a conservative hardhat.

Physical Conditions. Our sensory perceptions are altered by
both internal and external physical conditions and help heighten,
diminish, accept, or reject mass messages.

Internal physical conditions refer to the well-being or health of
the individual audience member. When physically ill, a person filters
messages differently from the way he does when he is in good
health. A migraine headache, a bleeding ulcer, or an abcessed tooth
can radically alter message filtering. The pain of a smashed thumb
affects the sense of touch so intensely that sight and sound are im-
paired—not even Playboy's playmate of the month can cut through
this filter. In some cases physical discomfort may heighten the com-
munication experience. For example, Pepto-Bismol commercials are
filtered differently when we have upset stomachs from the way they
are when we are feeling well. A beer commercial is filtered one way
by a man who is hot and thirsty, but another way by a man suffering
from a “morning after.” In the extreme the absence or impairment
of one sense significantly heightens the effectiveness of another.
Blind individuals tend to develop acute hearing—blindness filters
motion-picture messages negatively but may increase positive filter-
ing of phonograph music.
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External physical conditions refer to the environment or sur-
roundings in which we receive messages. If the room in which you
are reading this book is too hot, too cold, too dark, or too noisy, this
environment will affect your senses and the way vou filter the con-
tent of this page. The whole concept of the motion-picture theater is
the development of the most satisfactory environment imaginable for
viewing films. The seats are comfortable. The building is air-condi-
tioned in the summer and heated in the winter. The theater is dark-
ened, and the screen has excellent visual definition as well as a superior
sound system. Every sense is catered to in order to improve the
way movies are filtered. Compare this situation to the way you
watch a movie on TV. The room is lighted. People wander in and
out. The phone rings. Commercials interrupt. The senses are bom-
barded by a competing array of stimuli. No wonder seeing a movie
in a theater is a different experience from seeing that same movie at
home. We filter these two experiences in entirely different physical
environments. Every medium is affected in significantly different
ways by the way people feel and the physical surroundings in which
they use a given medium.

Stereotypes and Public Opinion

The process we are describing here was discussed at length by
Walter Lippmann in a pioneering work, Public Opinion, first pub-
lished in 1922. He called the process “‘stereotyping,” a term he bor-
rowed from the printing industry. It refers to the plates, molded
from type, that are used to reproduce printed copies, each one exact-
ly the same as the original. Lippmann used the term to characterize
the human tendency to reduce our perceptions into convenient cate-
gories, cataloguing people, ideas, and actions according to our
frames of reference for the purpose of easy recognition.

“The pictures inside people’s heads,”” Lippmann wrote, ‘“do not
automatically correspond with the world outside.” Yet those pictures
in our heads are our public opinions, and when those pictures “are
acted upon by groups of people, or by individuals acting in the
name of groups, they are Public Opinion with capital letters.”’® This
“Public Opinion” is the **National Will”" that is supposed to govern
democratic societies; and mass media are supposed to inform the

3. Walter Lippmann, Public Opinion (New York: Free Press, reissued 1963), p.
191.
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public about the truth of the world outside. But media men them-
selves cannot keep from shaping the news in terms of the pictures in
their own heads and the stereotypes of their audiences.

We can see one example of stereotyping in our attitudes toward
the people of other nations. Two social psychologists, William Bu-
chanan and Hadley Cantril, studied the image that one national
group has of another and found a definite tendency to ascribe cer-
tain characteristics to certain people. For example, Americans think
of Russians as cruel, hardworking, domineering, backward, conceit-
ed, and brave; Americans think of themselves as peace-loving, gener-
ous, intelligent, progressive, hardworking, and brave; the British
think of Americans as intelligent, hardworking, brave, peace-loving,
conceited, and self-controlled. Buchanan and Cantril found that
countries that were on friendly terms tended to use less derogatory
adjectives in describing each other’s characteristics, and that people
invariably described their own nation in flattering terms.

Media Formulas and Styles Produce
Stereotyped Views

Mass media directly affect the way we view the world, strength-
ening our stercotypes. Robert C. O'Hara, in his book, Media for the
Millions,* points out why the media deal in stereotypes. First of all,
he says, the mass communicator must reduce most of his messages to
their simplest elements. He must do this because of problems of
time and space as well as the requirements of his audience. There
simply is not enough time on the air or enough space on the page to
tell everything in detail. Readers and listeners themselves do not
have time to deal with material in depth and require simplified ver-
sions of most complex matters.

Second, O'Hara says, the media must frame their messages in
terms that are meaningful to the audience as members of American
society. Generally, those things we approve of are favorably pre-
sented by media, and those we disapprove of are presented unfavor-
ably. For example, interracial sexual relations have in the past been
considered taboo in American society, and the American mass media
presented these situations in an unfavorable light. When Ralph
Ginzburg published a series of color photographs showing a nude
black man with a white woman in the early 1960s in his magazine

4. Robert C. O'Hara, Media for the Millions (New York: Random House, 1961).
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Eros, he arrogantly defied this taboo and became the subject of im-
mense criticism and scorn. ultimately ending in a conviction and jail
sentence for distributing obscene material through the mails. He had
given favorable presentation to something the public viewed unfavor-
ably. But public views shift, and by the early 1970s interracial sexual
relations were no longer considered as taboo as they had been previ-
ously. In 1972 Playboy magazine published full-color photographs of
a black former football playver in bed with a white movie starlet.
Very little public criticism was raised. if any. Thus the view of life
that the mass audience gets from mass media reflects audience values
and codes of behavior, fits their frames of reference, or matches
their filters.

Mass media achieve simplification and audience identification
by resorting to easily structured molds and readily recognizable for-
mulas, themes, and attitudes. The news story is a highly structured
message with a lead and a body usually composed in an inverted
pyramid style, almost always containing the answers to certain ques-
tions such as who, when, where, why, what, and how. Not only does
this enable the reporter, editor, copyreader, and even printer to deal
with the material quickly and easily, but it also aids the reader in
quickly and easily filtering from the news story that part of the
message meaningful to him. The same is true of the editorial, the
feature story, the column, and other parts of the printed newspaper or
magazine.

As we show in chapter 6 the printed media are highly struc-
tured, highly stylized even in makeup and layout. They always con-
tain the same number of columns, with the same flag at the top of
the first page, same type style, and similar handling of the news on
the page from day to day. The editorial page appears in approxi-
mately the same place in each issue, the comic strips in the same
section, and classified ads and stock-market quotations in the same
location. Magazines and books, too, share this structured makeup.
Imagine a book that did not start with a title page. Most nonfiction
books have a contents page at the beginning, and end with a bibliog-
raphy or an index, or both.

Electric media are also structured, stvlized, and standardized.
Programs are segmented throughout the programming day and
timed to the split second. News programs tend to be five-, 15-, or 30-
minute segments, whether the news warrants it or not. Dramas are put
into segments of 30, 60, or 90 minutes. To be sure, electric media have
made great attempts to create a nonlinear structure, but even these at-
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tempts often end in standardization. ~Laugh-In,”" for example, at-
tempted to get away from a story line in dealing with comedy material,
but the show still was cast in a 60-minute format, with segments broken
up with commercials at well-timed intervals.

O’Hara points out that, particularly in fictional material in the
mass media, the situation involves simple formulas and themes that
are manifestations of our culture. The drama is composed of good
guys and bad guys, and figuratively speaking the good guys always
wear white hats and the bad guys black ones for quick and easy rec-
ognition.

O’Hara presents some of the basic formulas frequently encoun-
tered in fictional and factual presentations, such as Love congquers
all; Work hard and you will succeed; Virtue is rewarded, and evil
punished; and Any problem can be solved by faith in oneself, some-
one else, or God.

O’Hara also identifies certain basic themes that run as corol-
laries to media formulas. For example. The simple things in life are
best; We need to return to the good old days; Modern America is
too materialistic; Anything connected with Nature is good; Adoles-
cents are not responsible for their actions; Adults are almost always
in the wrong when in conflict with youth.®

These formulas and themes vary with the times and the patterns
of culture. But they reinforce the culture and enhance the stere-
otyped view through our filters. We might say that the mass media,
because of limitations of time, space, and audience, deal largely in
caricature rather than in portraiture, deliberately selecting features
for quick recognition and easy identification in a few strokes, rather
than presenting a full picture, rich in detail and complexity, which
might be closer to reality.

Relations and Filters

The problem of the proper perception of meaning is so great in
a mass society that in the twentieth century a profession has grown
up devoted to providing counsel on communication between groups
with varied interests and cultures. This is the profession of public
relations, which seeks to develop and utilize expertise in relating one
public to another through communication. It is a profession devoted

5. Ibid., pp. 140-38.
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to the task of making sure that the right image of the sender pene-
trates the filters of the receiver.

To do this, the public relations man structures the message in a
particular manner. As early as 1922, Walter Lippmann noted that in
modern life:

... many of the direct channels to news have been closed and
the information for the public is first filtered through publicity
agents. .. . The development of the publicity man is a clear sign
that the facts of modern life do not spontaneously take a shape
in which they can be known. They must be given a shape by
somebody, and since in the daily routine reporters cannot give a
shape to facts, and since there is little disinterested organization
of intelligence, the need for some formulation is being met by
the interested parties.®

Public relations is the professionalization of the activity of get-
ting others to see the world as one’s sponsor sees it. Essential to ef-

6. Lippmann, Public Opinion, p. 217.
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fective public relations is not only a clear understanding of one’s
own frame of reference, biases, and filters, but also those of his audi-
ence. This two-way communication effort requires careful listening
as well as distinct speaking.

Media as Polarizers

As the world grows more complex, the problems of cross-cultur-
al communications, in one sense at least, grow greater rather than
smaller. As men become more specialized in the functions they per-
form, their filters become more specialized. They acquire a special-
ized vocabulary and language for their tasks. Engineers do not speak
the language of doctors. In fact, eye doctors do not speak the lan-
guage of foot doctors. And different kinds of eye doctors do not
communicate with other kinds of eve doctors.

Specialized media have developed to accommodate the growing
specialization of men. Various forms of engineers and doctors, to
name only two professional groups, have new and growing special-
ized media to serve their communication needs. Almost every day, a
new publication is born in America to serve a distinct audience,
whether it is a group of prosthetics specialists or an association of
terrazzo and mosaic experts.

This phenomenon of communication in modern society is
changing the old lines of geographical and cultural boundaries. Soci-
ologist Edward Sapir has pointed out how the new capabilities of
communication have helped to

remap the world both sociologically and psychologically. Even
now it is possible to say that the scattered “scientific world” is a
social unity which has no clear cut geographical location. Fur-
ther, the world of urban understanding in America contrasts
rather sharply with the rural world. The weakening of the geo-
graphical factor in social organization must in the long run pro-
foundly modify our attitude toward the meaning of personal
relations and of social classes and even nationalities.?

In the 1960s and 1970s, the emergence of new “black media™ to
serve the black minority in American society is an example of just
such a remapping of the world through communications as media

7. Edward Sapir. " Communication,” in Reader in Public Opinion and Communi-
cation, ed. Bernard Berelson and Morris Janowitz (New York: Free Press, 1966). p.
166.
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adapted to the specialized filters of this group. Another example is
the development of the so-called underground press, which serves a
particular segment of society, a particular age group and, within that
group, a specialized subculture. The underground press uses a special-
ized language that is understood best only by those within the sub-
culture.

Thus to some extent the specialized media of modern times help
to polarize groups in society along new lines, perhaps of age, skin
color, or professional specialization. They adapt themselves to those
specialized filters.

Communication and Acculturation

The opposite side of this coin is the role of mass media in
bringing people together as well as keeping them apart. Mass com-
munication can have the effect of providing common filters for peo-
ple of diverse backgrounds and interests, allowing them to learn
from each other and grow together.

Robert E. Park writes:

Communication creates, or makes possible at least, that consen-
sus and understanding among the individual components of a
social group which eventually gives it and them the character
not merely of society but of that cultural unit. It spins a web of
custom and mutual expectation which binds together social enti-
ties as diverse as the family group, a labor organization, or the
haggling participants in a village market. Communication main-
tains the concert necessary to enable them to function, each in
its several ways.®

Mass media, Park says, are important to the process of acculturation,
where one culture modifies another.

If the marketplace is the center from which news is disseminated
and cultural influences are diffused, it is, likewise, the center in
which old ideas go into the crucible and new ideas emerge. . . .
Under such conditions the historical process is quickened, and ac-
culturation, the mutual interpenetration of minds and cultures,
goes forward at a rapid pace.®

8. Robert E. Park, "Reflections on Communication and Culture,” ibid., p. 167.
9. Ibid., p. 174
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Perhaps in no society yet known to man has this process gone forward
so quickly as in America. Here, the great melting pot has taken people
with different filters from diverse backgrounds and environments of
Europe, Africa, and Asia, and made of them one new culture where the
vast majority of them, regardless of what their grandparents did or
where they came from, now speak the same language, live in the same
kind of split-level house or high-rise apartment, study in the same kind
of school, drive the same kind of car, and eat the same kind of hambur-
gers and apple pie at the same kind of drive-in restaurant.

For this, mass media are largely responsible. They have in-
creasingly modified our filters, changed our frame of reference, given
us a way of looking at and perceiving the world around us.



cnrren]]

Audiences

The total media system of the United States serves the American
people by providing them with more accurate and better mass commu-
nications than any other nation in the world. However, individual mass
media do not serve the total American public. They serve specific
groups within the public, which we call audiences.

The public refers to a total universe, whereas audience refers to
the people who actually use the products produced by a basic media
unit. For the mass communicator, the public is an abstraction, but the
audience is a reality because audience members actually consume what
the media produce. An individual has only to exist to be a part of the
public, but a person must take action to become a part of an audience.
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Even radio and television stations that use the public’s airwaves,
theoretically belonging to all Americans, serve only those people who
listen to or view their programs. Although stations are licensed to serve
the public interest, convenience, and necessity, in reality they serve
only the audiences’ interests, conveniences, and necessities. No me-
dium reaches all the people, but the total media system attempts to ac-
complish this feat.

Implosion and the Audience

Marshall McLuhan describes the audience situation in terms of
the concept of implosion. In this description, the audience is central
to mass communication and is under constant bombardment from
the media. Instead of talking about an information explosion, we
need to refer to an information implosion.

magazines television

./

books ————— individual «<——————newspapers
4

radio phonograph

film

Figure 11-1.
An implosion model of mass communication.

The media distribution of information implodes inwardly on the
individual. The media are so pervasive, they are almost impossible for
audiences to escape. In addition, each individual is a member of a great
number of audiences and receives thousands of mass messages daily.
The American Association of Advertising Agencies estimates that an
average of 1,500 advertising messages reaches an individual each day;
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the average person pays attention to only 75 of these, however. We
have developed psychological barriers that filter out most mass com-
munications and filter in those messages that might be helpful to a par-
ticular need.

There are physical, psychological, and cultural limits to our ability
to perceive and understand. As the mass media provide more and more
information and entertainment and implosion increases, an audience’s
filtering systems become more complex and difficult to penetrate.

Theories of Mass Communication Audiences

In Melvin DeFleur's book Theories of Mass Communication, he
analyzes four theories in terms of the effects the media have on au-
diences.!

The Individual-Differences Theory. This theory describes audi-
ences in terms of behaviorism, where learning takes place on a stim-
ulus-response basis. Here there is no uniform mass audience—the
mass media affect each individual audience member differently in
terms of his personal psychological makeup derived from past experi-
ences.

The Social-Categories Theory. This theory takes the position
that there are social aggregates in American society based on the
common characteristics of sex, age, education, income, occupation,
and so forth. Since these social aggregates have had commonly
shared experiences, audience members have similar social norms, val-
ues, and attitudes. Here there are broad audience groups (i.e., work-
ing mothers, males aged 18-49, southern white females with two
children, and the like) who will react similarly to specific message
inputs.

Individual-Differences Theory and the Social-Categories Theory.
In combination, these theories produce the “*who says what to whom
with what effect” approach to mass communication. DeFleur
evaluates this approach in the following manner:

While these two theories of mass communication remain useful
and contemporary, there have been further additions to the set
of variables intervening between media stimuli and audience re-
sponse. This additional elaboration of the S-R formula repre-

1. Melvin DeFleur, Theories of Mass Communication (2nd ed.; New York: David
McKay, 1970), pp. 118-39.
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sents a somewhat belated recognition of the role of patterns of
interaction between audience members.?

The Social-Relationship Theory. This theory, based on the re-
search of Paul Lazarsfeld, Bernard Berelson, Elihu Katz, and others,
suggests that informal relationships significantly affect audiences.
The impact of a given mass communication is altered tremendously
by persons who have strong social relationships with the audience
member. As a result, the individual is affected as much by other au-
dience members’ attitudes as he is by the mass communication itself.

The Cultural-Norms Theory. This theory holds that mass media
content changes the audience—the media in effect create different
audience members out of those persons who use the media. The au-
dience member can gain new opinions, have old values reinforced,
or have present attitudes modified. But as a result of being in an au-
dience, the individual is changed by the experience.

Audiences and Theories. 1f we combine aspects of all four
theories we come up with the following description of a possible au-
dience theory: No one mass audience of our media system exists, but
rather a variety of audiences exist for each medium. All of us are
members of a large number of audiences, and each audience mem-
ber reacts individually. This reaction is similar, however, to that of
other audience members who have shared common experiences and
are influenced by the same social relationships. As a result of being a
member of an audience, an individual is changed by the total media
experience.

Characteristics of Audiences

In the interpersonal-communication process, the receiver is nor-
mally one individual. In mass communication receivers are audi-
ences, listeners, readers, and viewers. Mass communication audiences
exhibit five characteristics:

1. The audience tends to be composed of individuals who are apt
to have commonly shared experiences and are affected by
similar interpersonal, social relationships. These individuals
choose the media products they use by actual conscious se-
lection or habitual choice.

2. Ibid., p. 124.
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2. The audience tends to be large. Charles Wright says: “A
tentative definition would consider as ‘large’ any audience ex-
posed during a short period of time and of such a size that the
communicator could not interact with its members on a face-
to-face basis.”

3. The audience tends to be heterogeneous, rather than homo-
geneous. Individuals within a given audience represent a wide
variety of social categories. Some basic media units increasingly
seek specialized audiences, but even these groups tend to be
more heterogeneous than homogeneous.

4. The audience tends to be relatively anonymous. The communi-
cator normally does not know the specific individual with
whom he is communicating, although he may be aware of
general audience characteristics.

5. The audience tends to be physically separated from the com-
municator. The distance is physical in terms of both space and
time.

The word mass, when modifying audience, creates problems be-
cause it has the negative connotation as the great unwashed, antiin-
tellectual, and unthinking masses. The implication is that audience
members are automatons readily available for media manipulation.
Some people regard audience behavior as automatic, routine, and in-

3. Charles Wright, Mass Communication: A Sociological Perspective (New York:
Random House, 1959), p. 13.
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discriminate. However, few Americans spend their time and money
automatically, routinely, and indiscriminately on the mass media.

Audiences of Media

Print Media. Every time we commit ourselves to newspapers,
books, and magazines, we become part of the audience of that spe-
cific book or a given issue of a magazine or newspaper. When busi-
nessmen talk about print readership, they normally refer to circula-
tion, i.e., those people who buy the product. Media people, in point
of fact, don’t know exactly what is read or who actually reads it. So
when we talk about readership, we are referring to those people who
actually buy and hopefully read the media product in question. Fi-
nancial commitment generally precedes actual consumption, how-
ever, so we can assume that the buyers have a high probability of be-
coming readers. The buyer and his immediate family are primary
readership. 1f someone outside the household uses the issue in ques-
tion, we call this pass-along readership. Pass-along readership is an
important aspect of the magazine audience because every reader is a
potential customer for the products advertised.

The readers of books, newspapers, and magazines meet the au-
dience criteria established earlier:

1. Each basic media unit has a variety of audiences, not just one
audience.

2. The audiences for books, newspapers, and magazines are very
large. Many sell millions of copies.

3. Although specialized books and magazines seek specific
audiences, they are available and used by a wide variety of individuals.
Newspaper audiences are heterogeneous.

4. The audiences are relatively anonymous. Publishers try to
identify the characteristics of prospective audiences but seldom per-
sonally know the users.

5. The reader is physically removed from the writer. The
audiences read after something is written (time). The audiences do not
read over the author’s shoulder (space).

Reading is individual, private, and personal. Words are written
to be read by one person at a time. Reading is the act of one person,
which makes print audiences a collection of individuals.

Recorded and Broadcast Media. Broadcast and record audiences
are collections of groups and individuals. These electric audiences
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may listen as individuals (as is usually the case in radio and phono-
graph-record listenership), in small family groups (as is usually the
case with TV), and in small-to-large nonfamily gatherings (party or
discotheque use of the phonograph or the jukebox).

Record listenership is assessed by record sales. Radio and TV
audiences are determined by audience-rating services, which attempt
to determine not only the size but the characteristics of the individu-
als using these media. Unlike what happens with the print media,
audiences frequently use radio, television, and recordings, as a group,
although individual members maintain their personal identity.

The Motion-Picture Medium. Movies are seldom viewed by a
solitary individual and almost always by large audiences, although
drive-in motion pictures provide something akin to a solitary experi-
ence. Even though the individual may become deeply involved in a
given film, he remains an individual. There are a variety of movie
audiences which are massive, heterogeneous, relatively anonymous,
and physically removed from the communicator.

Audiences in Media Environments

Each medium creates or modifies the environment in which it is
used. Likewise, physical conditions in which media are used affect
audience response.

Reading Environments. The print media are highly mobile;
they can be used almost anywhere if the user is literate and there is
light to read by. Interestingly, some print-use environments establish
a variety of physical constraints on the user. The library, presumably
a place where intense concentration is required, usually demands
quiet. Reading a textbook or studying for a test normally needs low-
level sound. Freedom of movement is not restricted, however. It is
amazing how irritating noise can be in a library, but how unob-
trusive it becomes on the subway ride to work. The rider-reader con-
ditions himself to the use of magazines, newspapers, and books in
this noisy environment.

All of us learn to use media in a variety of environments. When
these environmental conditions are altered, the audience member
may become upset. Today's older generation learned to study quietly,
and parents cannot fathom their children’s use of rock music for back-
ground purposes while doing homework. The amount of retention re-
quired affects the reading situation. Reading for pleasure and reading
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for school are quite different acts and require very different levels of
concentration, because each requires us to acquire different amounts
and kinds of information.

The reading of a magazine, newspaper, or book can take place
in a variety of environments. Studying, however, tends to require en-
vironments that have less distraction. Nevertheless, the tremendous
mobility of most printed matter allows the reader to function any-
where he can establish a satisfactory physical and psychological envi-
ronment for himself.

Listening and Viewing Environments. Radio has great mobility
if the audience member owns a portable radio or has a radio in his
automobile. In addition to having the physical device, the radio user
must also have an electrical source, be it dry-cell batteries, the car
battery, or the standard alternating current. The automobile environ-
ment requires primary concentration on driving. For this reason, the
radio gets less attention than the road. Despite this, the audience
member is captive unless the driver turns the radio off or leaves the
car. The portable radio has no single physical setting for its use, but
portable use is inhibited where radio volume would disrupt others.
The development of the earplug has solved this problem, however.

Television tends to be located in a specific place, often modified
for that experience, generally the living room or family room. If
there are two or more sets in a household, the second tends to go
into a bedroom. There are portable TV sets, but the television re-
ceiver tends to be less portable than radio or print. The TV room
tends to be the focus of family activity, and normal distractions and
interruptions are accepted as part of viewing. Americans use televi-
sion as a social activity, and interaction during viewing is not only
permissible, it is encouraged.

The record environment depends greatly on whether the phono-
graph in use is the portable that belongs to the youngsters or the
family stereo. The portable usually gets around more, and because it
has little sound quality it needs to be played louder. The stereo,
however, is often housed in a visible area—immovable and supreme.
The portable and 45-rpm. record are adapted to new environments
by means of an increased volume. The album and the stereo modify
the environment in which they are kept. Perhaps the best phono-
graph environment might be provided by headsets, which eliminate
other aural stimuli.

The motion-picture environment is the least portable and most
institutionalized of all media institutions. Watching a movie at



AUDIENCES | 169

home, on TV, or in the classroom is completely unlike the experi-
ence we have in the movie theater. The movie house is created to
increase the involvement of the audience with the film experience.
The screen is huge; the place is dark; the seats are designed for com-
fort; the interruptions are minimal; the sound is usually good. With-
out question, the motion picture operates in the best of all possible
controlled media environments.

The Effects of Audiences on Media Content

The audience-consumer influences the content of media in a va-
riety of ways. The audience-consumer can change the content by
personally communicating with the men who produce it. The buyer
of a southern newspaper can write a letter to ask the editor to get
the hockey scores printed in that paper. The consumer can telephone
the local television station to complain about the accuracy of the
weather reports. The audience member can go to see the general
manager of the local radio station to ask that the station cease to
play records that offend him. Obviously, the basic media unit can re-
ject these requests outright. But when the communicator feels that
the complainer may speak for a sizable portion of the audience, he
may decide to make the change.

The audience-consumer can join with others to form pressure
groups that, as a body, attempt to change the media content, as did
the Legion of Decency (a Roman Catholic organization that rated
the moral tone of motion pictures and had a very powerful
influence on the decision-making process of the Motion Picture
Code Office and Hollywood film makers) in the 1930s, "40s, and "50s.
The audience-consumer can refuse to spend his time or money on the
basic media unit. The buyer can refuse to subscribe to the local news-
paper. The consumer can refuse to watch a television series. The
audience member can refuse to listen to the local radio station. If
audience size decreases appreciably, the media content will change.

This method is the most effective because it is the hardest on
the media economically. The newspaper, TV station, and radio de-
pend on audiences to attract advertisers. The size of a basic media
unit’s audience affects its revenue, and this may be the most accurate
index of the value our society places on that particular newspaper or
station. For example, when a movie becomes a smash hit, similar
films are produced until the public fails to support them financially.
Thousands of records are produced annually, and the public selects
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those that it finds valuable from the ones *“plugged” on their favor-
ite radio stations.

Theoretically at least, the media have a responsibility to meet
the needs of American audiences. When a basic media unit succeeds
in satisfying the wants of one or more audiences, it will be financially
rewarded. The audience affects the content of books, films, and rec-
ords by financially rewarding and punishing the people who produce
them. The Beatles were a cultural success because the consumers
deemed it so. Harold Robbins is an economic success because audi-
ences buy his books. Easy Rider succeeded because the movie audi-
ences bought the tickets, indicating they found it an enjoyable film.
The audience affects the content of media most when it accepts or
rejects it financially.



CHAPTER 1 2
Feedback

Up to this point seven elements in the mass communication process
have been described. Three other aspects of the process remain to be
described: feedback, amplification, and interference.

Communication, by its very definition, is a two-way process, a
cooperative and collaborative venture. It is a joint effort, a mutual ex-
perience, an exchange between two parties—a sender and a receiver.
The communication experience is not complete until an audience is
able to respond to the message of the communicator. That response is

called feedback.

171



172 | THE ELEMENTS OF MASS COMMUNICATION

Characteristics of Feedback

In person-to-person conversation, the receiver responds natu-
rally, directly, and immediately to the message and sender. We
might flutter our eyelids or raise an eyebrow, ask for explanation or
repetition, or even argue a point. In this way the message is shaped
and reshaped by the participants until the meaning becomes clear.
The sender and receiver interact and constantly exchange roles.

Many responses to mass communication resemble those in per-
son-to-person communication. The audience member may respond
by frowning, yawning, coughing, swearing, throwing down the mag-
azine, kicking the TV set, or talking back. None of these responses is
observable to the mass communicator, however, and they are inef-
fective kinds of action unless they lead to letter-writing, phone calls,
cancellations of subscriptions, turning off the TV set, or some other
critical action.

Because of the distance in time and space between communica-
tor and audience in the mass communication process, special mecha-
nisms to determine feedback have been developed. These procedures
are often as complicated as the original message transmission.

Thus, unlike interpersonal communication, feedback in mass
communication tends to be representative, indirect, delayed, cumula-
tive, and institutionalized.

Representative Feedback. Because the audience of mass media
is so large, it is impossible to measure feedback from each member.
Instead, a representative sample of the audience is selected for mea-
surement, and the response of this sample is projected scientifically
to the whole. A letter to the editor or a change of channels may be
noted by the mass communicator, but these responses would have
little significance unless they could be shown to be statistically repre-
sentative of the feelings of a large portion of that medium’s total au-
dience. In measuring the response of the mass media audiences spe-
cific responses of every individual are replaced by representative
sampling of the audiences.

Indirect Feedback. Rarely does a performer on television or a
reporter for a newspaper receive any direct response from members
of his audience. Rather, the feedback comes to him through a third
party, a rating organization or polling company. Even when a per-
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former or reporter receives a telephone call from a listener or a letter
from a reader, the response seldom offers much opportunity for di-
rect interaction or substantially changes specific media content—un-
less that response is felt to be representative of a large part of the
total audience. Because mass communication feedback is filtered
through a third party such as a rating organization, there is less vari-
ety in form and type of feedback. As is shown later, one form—
quantitative feedback—dominates.

Delayed Feedback. The response is also delayed in time from
the moment of transmission. There are some overnight television
ratings, but most ratings are not published until about two weeks
after the original TV-program transmission. Letters to the editor
must go through the mail. Surveys and polls take time to conduct
and study. The reaction of the communicator to feedback is also de-
layed by the way that medium operates. For example, once a motion
picture is “in the can” it can be modified in only minor ways after
audience reaction to preview screenings. Even in the more flexible
daily newspaper, immediate modifications and corrections are played
down and put in the back pages because they are not timely and
newsworthy. Before the first episode of a new network television se-
ries appears in the fall, 13 episodes of that series have usually been
completed. Thus, because of the financial investment and contractual
commitments involved, poor ratings (negative feedback) almost
never spell inmediate termination of a new TV program, but rather
at the end of the first or fall quarter (the 13-week period from Sep-
tember to December).
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Cumulative Feedback. In mass communication, the immediate
and individual response is not as important as the collective or cu-
mulative responses over a substantial period of time. Since the re-
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sponse is delayed, there is seldom any chance for immediate reac-
tion, but the communicator accumulates data over a period of time
from a variety of sources. He stores this data, and it influences his
future decisions—especially concerning what the public wants in the
way of media content. For example, the success or failure of one
rock group affects a record company’s willingness to promote a simi-
lar group. The success of The Beatles' records and films led to the
development of “The Monkees,” a TV series. In television, spin-offs
of “The Beverly Hillbillies,” including **Petticoat Junction™ and
“Green Acres,” were the direct result of cumulative feedback on the
original Paul Henning series. A more recent example is “*‘Maude,”
the sister-in-law of Archie Bunker from “All in the Family.”

Quantitative Feedback. For the most part, response is sought
and measured in quantitative terms. Critics of the mass media pro-
vide some qualitative judgments via book, phonograph, movie, and
television reviews. But the mass communicator is more interested in
knowing how many people responded rather than how a critic re-
sponded, unless he can show how the critic's views affected the
numbers of people who used that media content. The review of a
book, a record, or a movie can seriously affect purchases or atten-
dance, but in television the review of a particular program has little
impact because it usually takes place after the telecast. Little or no
critical evaluation of newspapers, magazines, or radio is consistently
available to audiences. In addition, critical evaluations of pop culture
may not be the best indication of the merit of media content, be-
cause traditional criteria are difficult to apply to new media content.

Institutionalized Feedback. Finally, mass communication feed-
back is institutionalized. That is, it requires large and complex orga-
nizations to accomplish meaningful feedback to mass communica-
tion. Research organizations such as the A. C. Nielsen Company, the
American Research Bureau, and Pulse, Inc., provide quantitative
feedback data for broadcasting in the form of ratings. Companies
such as Simmons and Politz survey print-media audiences. Market
research and public opinion survey groups such as Gallup, Harris,
and Roper go directly to the public to find out what messages have
come through and what changes have resulted in levels of informa-
tion, attitudes, and actions.

Most media institutions not only purchase the raw data but also
seek an analysis of the meaning of the information by the research
institution. In fact, little feedback is developed or interpreted by the
majority of mass communicators.
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Techniques of Obtaining Feedback

Feedback is essential for communicators using the mass media
—newsmakers, interpreters, educators, persuaders, promoters, and
entertainers. Whether the originator of the message is an advertiser,
a public relations official, a politician, an entertainer, or a myriad of
others, all need to ask essentially the same questions: How many
were exposed to the message? Who were these people? How did
they perceive the message? What effect did the message have on
them?

Feedback for mass media is obtained through research, using
scientific methods developed by sociologists, psychologists, and sur-
vey researchers. Correct sampling procedures—those that help
achieve a statistically significant finding from a small representative
sample of the total audience—are a critical aspect of such research.
A Gallup poll, for example, uses 1,500 interviews, from a random
sample, to project percentages for the entire population of the United
States. The national rating reports on network-TV programming pre-
pared by the A. C. Nielsen Company uses a sample of 1,200 homes, all
carefully selected to represent U.S. population patterns.

Research organizations commonly use four techniques of infor-
mation retrieval in conducting survey research:

1. The personal interview is frequently used in media research be-
cause it can provide lengthy, detailed responses that involve personal
interaction of the respondent and the interviewer. The drawbacks of
this method are that it is time-consuming, relatively expensive, and de-
pends on recall rather than the immediate responses of audience mem-
bers.

2. The telephone coincidental is a method that provides im-
mediate feedback as to what the individual is doing at the time of the
phone call. It is also fast and relatively inexpensive. Extremely lengthy
and detailed answers are difficult to obtain, however, and because of
the prevalent use of the telephone as a sales tool, many people called
in such surveys are suspicious and refuse to cooperate. This also auto-
matically limits the sample to those people with phones, to those who
have not moved recently, and to those at home or not using the phone
when called.

3. The diary method, whereby the respondent keeps a log of his
own or family use of media, has the advantage of providing a con-
tinuous record over a substantial period of time (usually one week).
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Failure to maintain the diary or forgetting to return the diary to the re-
search company are problems.

4. The mechanical device such as that used by the A. C. Nielsen
Company, called the audimeter, records the minute-by-minute use of
the television set. However, the audimeter only supplies information as
to whether the set is on and the station to which it is tuned. No data are
provided as to who or how many viewers are involved.

The ways in which these research methods have been used
tend to fall into general patterns. The diary and the mechanical de-
vice are used almost exclusively in providing feedback for the broad-
cast media. The personal interview and telephone coincidental serve
as essential methods in public opinion surveys. The telephone-coinci-
dental survey is also used as a fast method of obtaining broadcast-
audience information, and the personal interview is used almost ex-
clusively for print feedback.

The quality of the quantitative feedback varies with the ques-
tion being asked. In terms of how many people exposed, media-re-
search data are excellent within the limits of statistical error. As to who
the audience is, the feedback is also superior within these statistical
limits. In terms of how messages are perceived and the effects of this
perception, reliable feedback is almost nonexistent. These latter two
findings are critical to the future development of the mass media.

Forms of Feedback

The Motion-Picture and Sound-Recording Media. For both
commercial films and records, the most critical form of feedback is
how audiences spend their money. Record sales and box-office re-
ceipts are key determinants in the kinds of feature-length movies and
singles or albums that will be produced in the future. For both films
and records, critics do have some impact, but the communicator
usually focuses on ticket and record sales rather than reviews. The
figures from Variety (figure 12-1) represent a major form of feedback
for movie producers; it tells them the number of people willing to pay
a particular price for a specific ilm.

Similar kinds of data are provided for the recording industry by
Cashbox and Billboard. Although this feedback cannot alter the
content of a film or a recording, it does affect the booking and distri-
bution of films and records. This information is critical in determining
whether similar kinds of content will be produced in the future. Eco-
nomic feedback is also critical in the careers of the talent employed in
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Estimates for This Week

Astor (Reade (1,094; $1-$2.50)—"They Call Me Trinity”
(Avemb) and “C. C. & Company” (Avemb). See showcase. Last week,
house’s hardcore experiment, ** Personals’ (Distribpix) drew $7,415 in
second week.

Baronet (Reade) (430; $2.50-$3)— The French Connection”
(20th). See showcase. " The Garden of the Finzi-Continis” (C5) moves
here today (Wed.).

Beekman (Rugoff) (538; $2.50-$3)—""What's Up Doc?” (WB) (3d
moveover wk). Second moveover round heading for $18,500, after pre-
vious $19,957.

Carnegie lIlall Cinema (Cinecom) (330; $2-$3)—"Silent Run-
ning’’ (U). See showcase.

Cine (Loews) (599; $3.50-$4)—"'The Godfather”” (Par) (10th wk).
Ninth smash round nears $35,800, after previous $41,935. The five
Manhattan theatres which opened blockbuster join showcase today
(Wed.).

Cinema 1 (Rugoff) (700; $2.50-$3)— A Clockwork Orange”
(WB) (22d wk). Ticking along with $17,329 in 21st frame. Last round,
$18,887.

Figure 12-1.

Box-office-receipt information published by Variety,
an entertainment-industry trade magazine.

the film and recording media. Unless the records of a performer sell, he
cannot remain in the recording business, no matter how accomplished
amusician he may be.

One other form of feedback is important to both media:
professional recognition of excellence in the form of awards. The Os-
cars and Grammys are important forms of feedback to the artists in-
volved, because they can and often do serve as recognition of a specific
film or recording, or they can be used as a reward for exceptional
careers. Interestingly, this form of feedback also serves as an important
influence on audiences. For example, the Academy Award for Best
Actress in 1972 went to Jane Fonda for her performance in Klute. This
professional pronouncement of excellence led to a substantial increase
in attendance for that film. The Academy Award for Best Picture of the
Year usually means several million dollars in additional revenue for the
film, the most welcomed form of feedback in the commercial film in-
dustry.
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Broadcasting. For both radio and television the critics’ feedback
has little impact, and the Emmys are often used by actors and other
talent to criticize TV business decisions. For example, in 1971 the
Academy of Television Arts and Sciences gave several awards to
“The Senator” segment of ““The Bold Ones,” which NBC had can-
celed for the 1972 season. The recognition inherent in the award and
the acceptance speeches of the recipients were negative feedback on
NBC'’s decision to cancel that show. But they had no effect on keep-
ing it on the air, nor did those actions have any lasting effect on the
National Broadcasting Company’s programming policies.

Feedback in the form of volume of TV-set sales as well as sub-
scriptions to community-antenna television systems (cable TV, or
CATV) has little direct effect on programming practices of stations
or networks. Radio-set sales serve a similarly ineffective feedback
role.

In both radio and TV, audience research provides the most im-
portant form of feedback. This type of information has come to be
known as the ratings. Considerable confusion surrounds what a rat-
ing is, how it is used, and the impact this form of feedback has on
the decision-making process in broadcast programming.

The national television ratings, obtained by the audiometer of
the A. C. Nielsen Company, are a percentage of the estimated num-
ber of U.S. TV households. A program rating of 20 means that 20
percent of all the TV-equipped homes in the nation are watching
that program. In 1973 there were approximately 66 million TV
homes. Thus, for a rating of 20 it means that over 13 million homes are
tuned to that program (a fairly typical rating for “Sanford and Son’ see
figure 12-2).

A program’s US. TV The number of homes
. x =
rating homes tuned to that program
20% X 66,000,000 < 13,200,000
Figure 12-2.

The method used to compute the number of homes
represented by arating.

It should be reemphasized that these ratings represent households,
not individuals and are based only on those homes with television sets.
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The Nielsen Television Index Reports also carry ratings
(percentages) for various audience groups based on age, sex, family
size, location, income, and so forth. For example, if we consider
women aged 18-49 (a primary target audience of a large number of ad-
vertisers), a rating is a percentage of that universe—women aged 18-19
who reside in a TV household. Figure 12-3 provides feedback in the
form of ratings—percentages for the syndicated program “To Tell the
Truth” according to a specific kind of audience. The program was
viewed, for example, in Providence by 32 percent of all TV households
in the station’s market area. The 43 percent share figure indicates the
percentage of households that were watching television at that time
were tuned to “To Tell the Truth.”” The information is further broken
down by estimating figures (in thousands) for people aged 18-49 and
18-34. and for two groups of housewives. This type of information is
obtained by using diaries, because it deals with viewers rather than sets.

The most specialized ratings are based on product usage, a
practice initiated in the mid-1960s by the Brand Rating Index (BRI).
Here, viewers are reported as percentages (ratings) of users of a
product class. For example, a BRI rating of 20 indicates that 20 percent
of the viewers are heavy users of a product class (e.g., gasoline, pre-
pared cereal, beer, and so on). The basis of this system is that the ad-
vertiser on TV is more interested in feedback that indicates results in
terms of product use than audience characteristics and demographics.
This feedback is obtained through personal interviews as a means of
getting product information, and diaries to get viewer information.

Radio- and television-rating feedback for local network programs
are also prepared by Singlinger, Pulse, Trendex, and the American Re-
search Bureau (ARB). Each of these organizations uses a different
method of obtaining feedback. Singlinger uses the telephone-coinci-
dental method for network-radio research. Pulse, Inc., uses the per-
sonal interview. Trendex uses the telephone coincidental. ARB uses the
diary and is the major competitor of Nielsen in providing local TV
feedback.

Local TV ratings for more than 200 markets are reported in
November and March. The largest markets are surveyed as frequently
as once a month, but the smaller markets are covered only in the two
annual “sweeps.” All this information on network television is
designed to make network TV feedback fast, detailed, and cumulative.

The main criticism leveled at ratings is the emphasis placed upon
them by networks, stations, and advertisers. Low ratings bump pro-



Figure 12-3.

Selected market ratings analysis of “To Tell the Truth,”
Variety, 22 May 1972.

ADI METRO
il Station RATING SHARE | RATING SHARE Homes TOTAL 18-49 18-34 TOT'Alfu sell%’l‘;fzk 50
Providence (wep)t WJAR 32 43 38 31 215 218 61 34 183 51
Chattanooga (THURS)} WDEF 25 36 29 48 60 51 11° 47 20
Spokane (MON) KXLY 24 39 64 52 20 14 46 17
Memphis (6:30 CST) (wep)t WREC 29 41 29 42 159 161 68 37 137 35
Albany (Fri)t WTEN 23° 36° 27 42 97° 93 43 25 79 37
Columbus, O. (Fr1) WTVN 20° 39° 98 87 39 77
Phoenix (6:30 CST) (MonN)t KOOL 23 43 24 45 93 85 24 80
Indianapolis (wWep)t WISH 22 33 25 38 162 155 138
St. Louis (6:30 CST) (THURS )} KTVI 20 33 18 31 184 163 58 145 49
Fresno (THURS )t KM] 22 37 25 42 54 50 24 46 21
Roanoke (MoN)t WSLS 28 39 35 49 91 90 44 21 77 36
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grams off the air, because a program with a 10 rating costs its sponsor
twice as much for each home reached as does a program with a 20
rating. The fault does not lie with the feedback but in the way
broadcasters and advertisers use it.

In conclusion, it must be observed that as long as we have a com-
mercial system of broadcasting in the United States ratings will play an
important role in the medium. Broadcasters and advertisers must know
what they are getting for their money in TV as in any other advertising
medium.

Print Media. Feedback for books comes from critics, award
committees, and sales. All three provide a good indication of a
book’s success.

For newspapers and magazines, feedback as to the number of
copies sold comes from the Audit Bureau of Circulation. This infor-
mation indicates only the newspaper’s and magazine’s paid circula-
tion. Additional feedback on both media is provided by readership
studies conducted by companies such as Politz and Simmons, but
these studies are not conducted with the regularity of broadcast rat-
ings. In terms of advertisers, considerably more feedback on a repet-
itive basis would be helpful.

The effect of telephone calls and letters from audiences has sel-
dom had significant impact on the print media. This form of feed-
back is often considered ‘‘crank mail,” unless the media are barraged
by a huge quantity over a period of time. The media are so complex
that the audience feels powerless to change them. In spite of the
competition in the media marketplace, subscription cancellation or
even advertiser boycott are often relatively ineffective feedback.

In order to obtain changes in current media practices, audiences
often direct their negative feedback at someone other than, or in ad-
dition to, the communicator. Many dissatisfied audience members of
radio and TV stations respond to the Federal Communications Com-
mission rather than the specific station. The FCC—under public
pressure—then will provide to the station indirect feedback that
might be more effective than that of the audience. A change in the
station’s broadcast policies could come about as a result of feedback
to the FCC. WLBT-TV in Jackson, Mississippi, lost its license be-
cause of indirect feedback on that station’s policy in regard to racial
issues. The FCC’s action serves as feedback for other stations, indi-
cating that certain actions are frowned upon. The action by the Mo-
tion Picture Producers Association in establishing a production code
and self-regulating agency was a result in part of public feedback to
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Copyright 1972, G. B. Trudeau.
Distributed by Universal Press Syndicate.

Congress, which was retransmitted to the film industry. In addition,
public reaction to increased violence and nudity in film has been
communicated to other media, the local newspapers, and national
magazines, which in turn transmit it to the film industry.

Public feedback over references to drugs in rock-music lyrics led
the FCC to send a notice in 1971 to radio stations, reminding them
that they were responsible for putting this material on the air. The
stations, in turn, pressured the recording industry for changes in the
music or printed lyrics of all new releases so they could be evaluated
in light of the FCC policy statement.

There is some indication that the public feels its direct, negative
feedback goes unheeded when sent directly to the media. Letters
alone usually cannot keep a TV series on the air, change the content
of movies or the lyrics of rock music. This is, in part, correct—a few
letters are ineffective, but a massive barrage of letters, telephone
calls, or a boycott by regular users of a medium can have effect.
Feedback in mass communication must consist of extensive long-
term pressure in order to be successful in accomplishing major
change.

Interference

All along the route of a message from communicator to audi-
ence and back, there are many possibilities for distraction, and this
element of the communication process should not be minimized.
This breakdown in mass communication is called interference, static,
or noise. In person-to-person communication, these distractions
occur in various ways: one person may look away, a pretty girl may
walk by, another person may interrupt.

In mass communication, the possibilities of interference are
greatly multiplied. Noise and static can result from weak signals,
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clutter or competing messages, distractions in the environment, and
audiences burdened by information overload.

Weak signals, such as poor sound levels in radio, distorted pic-
tures on television, poor quality of paper and printing in newspapers,
magazines, and books, can all result in a message from which the re-
ceiver can be easily distracted. The substance of the communication,
too, can be insignificant and easily disregarded.

Clutter, such as the variety of sounds and images in broadcast-
ing, the jumble of stories splashed on the newspaper page, or the
profusion of books and magazines lined up on the newsstand rack,
can cause so much competition for the mind of the audience that we
turn off and receive no messages, or receive so many different and
conflicting messages that none makes an impression.

Information overload also can interfere with the message. The
audience of mass media receives so much that the burden of the in-
formation distracts from the meaning of the message. In an age of
mass communication, when the channels are so glutted with mes-
sages, when we can hardly turn around without getting bombarded
with numerous facts and opinions, it is almost surprising that any
messages come through at all.

Amplification

Messages usually do get through the maze of mass communica-
tion because of amplification. Somewhere along the line the message
gets amplified so that it stands out from the other facts and ideas
clamoring for our attention. Amplification might be the result of
front-page banner headlines, frequent reproduction of the same mes-
sage in many media over a period of time, or the approval of a third
party. The very fact that one message gets into the media, while
others do not, serves to emphasize that message and deemphasize
others.

Strong signals can amplify the message. Bold, black type in a
" front-page headline can make one item stand out more loudly than
another. Powerful radio transmission, color television, technicolor-
stereophonic-wide screen movies, slick paper, and artful typography
all can add to the effectiveness of a message. A meaningful message
itself can amplify communication.

Repetition of the message over a period of time can also am-
plify it. A person whose name is mentioned in the headlines day after
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day becomes a household word, acquires status and prestige, and
people listen to him more carefully than they would if they had never
heard of him. Products, ideas, and events, too, can be amplified if they
are repeated in the mass media.

Endorsement may be one of the most important elements of all
in achieving amplification of a message. If we can get the pretty girl
who distracted our conversation to talk about our idea on television,
we can use the distraction of sex to endorse or amplify. A baseball
hero, movie star, or popular politician can amplify a message by ver-
ifying it for the sender, or approving it. The media themselves, of
course, amplify any given fact, idea, or opinion through the selection

process.

EDBAC
‘ TR

gatekeepers
media
regulators
filters

audiences

Figure 12-4.
HUB Model of Mass Communication
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The Completed Process

Finally, let us put all the elements of mass communication to-
gether again in the HUB model (figure 12-4), and picture once again
how the process might look if we could diagram it like a football
play. In this figure, three different types of messages are pictured.

Message A might be the transmission of a newspaper story. As it
goes from the original source to the communicator, who encodes it
into the proper language, the message becomes amplified. It has no
trouble passing through the gatekeepers, and the medium, too, am-
plifies the message. There is some interference with the message at
the filter stage, however, since the story is about an event that does
not quite fit our cultural concepts. Nevertheless, it reaches most of
its intended audience, and there is some feedback to the communi-
cator commenting in both negative and positive terms.

Message B might be the transmission of news about a violent
campus protest. The message has no trouble passing through all the
elements of the mass communication process, and is enlarged upon,
amplified, and repeated all along the way. The message is coming
through loud and clear, we might say. The feedback, too, is strong.
Action is taken as a result of the message, in almost direct propor-
tion to the strength of the message.

Message C might be the release of a press statement by a politi-
cal candidate. The message was amplified by a communicator, but
somehow he did not put it into the proper code, or he did not have
sufficient news or communication value in his statement, and it did
not pass the barrier of the gatekeeper and get into the mass media.
Nevertheless, there was some feedback since the communicator of
the message at least got the message that his message was not per-
ceived as important by the gatekeepers.

Using such a model, we could draw a diagram of every communi-
cation act, for all messages that get communicated by mass media are
affected by all the elements we have described in this unit. This, of
course, is only a rudimentary picture of the process, however, and we
should not be fooled into thinking that such a complex process as mass
communication is, in all its ramifications, as simple as we have tried to
show it.
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Chapter 2 explained the HUB Media Systems Paradigm. The most im-
portant portions of that model were the media that make up the system.
This section explores seven mass media in detail: books, newspapers,
magazines, motion pictures, radio, television, and sound recordings. In
addition, chapter 20 covers other media that have impact on the total
system,
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Each medium is analyzed in a similar fashion: (1) historical perspec-
tives are provided to show how each medium developed: (2) current scope
of each medium is evaluated to give some idea of its size and impact;

(3) structure and organization are described to show how each medium
operates: (4) characteristics and roles of each medium are delineated to
describe its place in our society.

This section seeks to explain each medium as a distinct entity as well
as a part of a mass media system in the United States.
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Books

Clarence Day, the famous author and playwright, once wrote:

The world of books is the most remarkable creation of man.
Nothing else that he builds ever lasts. Monuments fall, civiliza-
tions grow old and die out. After an era of darkness new races
build others; but in the world of books there are volumes that
live on, still as young and fresh as the day they were written;
still telling men’s hearts of the hearts of men centuries dead.

That is still true about books, for the book, oldest of the mass
media, remains one of the most important. For a time, there might

189
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have been some feeling that, with the advent of the popular press and
the electric media, books would pass from the scene. But books play a
greater role in our society than ever before. The book is still the most
convenient and most permanent way to package information for effi-
cient storage, rapid retrieval, and individual consumption. With the
new media to compare with it today, we can recognize the special
qualities of the book as a valuable communication vehicle.

Historical Perspectives

Books have had a long history. As far back as 2400 B¢, clay
tablets about the size of shredded-wheat biscuits were used as we use
books today. In Babylonia these clay tablets were inscribed with cu-
neiform characters recording legal decisions or revenue accounts: the
clay was baked and the tablets placed in jars, arranged on shelves,
and the jars labeled with still other tablets attached by straw. In 700
B.C.an entire library of literary works written on such tablets exist-
ed in Nineveh in Asia Minor.

Technical Advances. The development of paper was the first
great technical advance in book production. The earliest form of
paper was papyrus, made from the pith of a reed found chiefly in
Egypt and was believed to have been used as a writing material in
Egypt as early as 4000 Bc. In the second century BC, finding papyrus
difficult to procure because of conflict with the Egyptians, the king of
Pergamon sought improvements in the preparation of animal skins for
writing purposes, leading to the development of parchment.
Parchment became the chief medium for writing until the tenth
century a.n., which saw the introduction of a new writing material
made from the pulp of linen rags.

Developments in bookbinding were also important. The earliest
form of paper books, called volumen, were rolls of long pieces of pa-
pyrus or parchment, wound around a stick. Such scrolls were difficult
to handle and impossible to index or shelve for ready reference.
They were more useful for inspiration than information. In the
fourth century ap. a new form of binding was developed by the
Romans, called codex, in which scrolls of paper were cut into sheets
tied together on the left side, between boards of wood, forming the
kind of book we still use today. Codex binding opened a new world
for books; the reader could leaf through the book and find the pas-
sage he wanted; he could begin to compare passages of books; he
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could set up a table of contents and an index and put material into
some order. The Romans used this form of book to organize or to
codify their laws. With this development, the book started to be-
come an important medium of information.

The Development of Printing. The most important single inno-
vation for book publishing was the invention of the printing press
and movable type. Until the middle of the fifteenth century A,
most books were hand copied. The Chinese were the first to develop
printing, sometime during the ninth century ap. and the oldest
known printed book is The Diamond Sutra, printed in China in 868 and
made up of seven sheets pasted together to form a 16-foot scroll. But
the Chinese did not carry their invention much further, and printing
did not develop in the Western world until the fifteenth century,
when Johannes Gutenberg, in Mainz, Germany, put together a wine
press and movable type to make a usable printing system.

Book distribution improved with printing but mass distribution
came slowly. Two of the first books to be printed with movable type
were a book of masses, The Constance Missal—believed to have
been printed by Gutenberg in 1450—and a Latin Bible—completed
about August 1436. The art of printing spread rapidly in Europe,
with more than 30,000 different books produced in printing’s first 50
vears. Most of these books were religious or Latin classics, written in
Latin or Greek. As more people came into contact with books and
learned to read, printers slowly began to produce common or vulgar
versions of these classics in native languages, and they began to pub-
lish more popular subjects, such as works on history, astronomy, and
supernatural phenomena.

Developments in typography followed the spread of printing.
The first printed books looked much like the hand-copied volumes
of the Middle Ages. The style of type was text, or Old English, re-
sembling the handwriting of the monks who had copied manuscripts
in florid letters. This type design was useful for religious or inspira-
tional purposes, but because it was not easy to read, it was not as
useful for information. The spread of the printed word caused new
type styles to be designed, and families of type styles began to grow.
As more people began to read books, type style itself began to be
vulgarized or simplified. Gothic type, made up of black, bold, square
letters, was easier to read than ornate text type. This new type ex-
pressed a feeling of simplicity and directness. Roman type was a
combination of text and Gothic, with some ornateness and some sim-
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plicity in the design of the letters, much like the type we use most
today.

Each development in the production of books—whether in
paper, binding, printing, typography, or broader distribution through
vulgar translations—brought the book closer to the common man,
and each development paved the way further for the ultimate mass
production and dissemination of the book as a mass medium.

Books in Early America. Books were, of course, important to the
discovery of the New World and the development of America. They
allowed explorers and discoverers to pass along their discoveries, and
accelerated accumulation and communication of this knowledge.

Nineteen years after the Pilgrims first set foot at Plymouth
Rock, Stephen Daye became the first printer in North America, es-
tablishing himself at Cambridge; and a year later, 1640, he pub-
lished his first book, The Whole Book of Psalms. The first American
Bible was published in 1663; it was soon translated into the language
of the Massachusetts Indians for missionary work.

More popular works gradually made their appearance. Most fa-
mous of these was Poor Richard’s Almanac, published by Benjamin
Franklin every year from 1733 to 1758. Franklin wrote the almanac
under a pseudonym, Richard Saunders, and, between meteorological
reports, filled the books with wise and witty sayings. In 1731 Frank-
lin started the first subscription library in America, the Library Com-
pany of Philadelphia. One of the first American geniuses, a scientist as
well as an eminent statesman, Franklin was also one of America’s
pioneer mass communicators, making important innovations not only
in book publishing but in magazine and newspaper publishing as well.

Until the nineteenth century, however, books were relatively
scarce, and the elite and affluent were the most likely possessors or
readers of books. A man’s library was often a mark of his place in
society. The aristocrats of Virginia, for example, prided themselves
on their leather-bound volumes of classics. One of the best collec-
tions belonged to one of the greatest geniuses among them, Thomas
Jefferson, and his personal library was purchased by Congress in
1815 to start the Library of Congress.

Development into a Mass Medium. For the first 350 years of
printing, the production of books changed very little. The type was
set by hand, the paper was handmade, and the wooden press was
hand operated. At the beginning of the nineteenth century, such
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slow production did not matter since only about 10 percent of the
population was able to read. But by the end of the nineteenth centu-
rv 90 percent of America’s population had become literate. As litera-
cy increased, the demand for books soon exceeded the supply, and
during the nineteenth century mass production techniques came to
the book business.

The first technological innovation was the invention of a ma-
chine in France in 1798 that could make paper in a continuous roll
rather than in single sheets. Innovations in the press were also made
during the same time: First an iron press was developed to replace
wood in England about 1800. Then in Germany in 1811 steam
power was added to replace hand production, and the press was
changed from a flat bed to a cylinder which could make impressions.
It was not until 1846 that an American invented a rotary press where
the type also was put on a cylinder. And in 1865, another American
put paper rolls together with a rotary press for the first high-speed
printing. Type continued to be hand set until 1884 when Ottmar
Mergenthaler in Baltimore invented the linotype to set type by ma-
chine.

These developments in technology were accompanied by rapid
change in the editorial side of book publishing. To fill the rising de-
mand for books that could be produced more quickly and cheaply,
book publishing became a more organized business, and a few major
publishers began to emerge. They sought writers to produce books
quickly for the new market.

The nineteenth century saw the emergence of the popular book,
a cheaply produced and often sensational treatment of some popular
theme, either fictional or nonfictional. The development of fast
printing methods and cheap paper in the 1840s opened the way for the
dime novel. Thus the world of books, which had formerly been de-
voted primarily to works of philosophy, religion, literature, and
science, also became inhabited, during the latter half of the nineteenth
century, by popular heroes of adventure, romance, the Wild West, and
Horatio Alger success stories.

While the emerging book publishing industry continued to de-
vote its primary editorial attention to producing books that would
add significantly to man’s storehouse of knowledge, it was the less
important type of book that often sold the most copies. Indeed, the
concept of “best seller’” became important to book publishing in the
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latter half of the nineteenth century. Books came to be judged by
the book industry not so much on their “intrinsic” merit as their
popularity—how many copies were sold? How much money did they
make? The “‘best seller” concept was to become basic to all mass
media.

Current Developments in Book Publishing. Until the end of
World War 11, book publishing in America remained essentially the
same kind of industry it was in the late nineteenth century. Most
firms were still relatively small, family-owned publishing houses, usu-
ally specializing in one type of book, such as adult trade books,
specialized professional books, e.g., books for medicine, law, or
science; or textbooks for elementary or secondary schools or colleges.

In 1945 the volume of sales of the entire book publishing indus-
try was comparatively modest. At wholesale prices, the industry
grossed $293 million in 1945, of which $60 million was earned in
textbooks and $85 million in encyclopedias. By 1947 the gross sales
had increased to $464 million, but this was still far behind the maga-
zine industry, which, in 1947, had total receipts of $1.086 billion,
and the newspaper industry which grossed $1.917 billion in 1947.

In the next half-dozen years, changes began to take place that
resulted in massive improvement and a sustained growing period for
book sales. From 1952 up to 1970, the book industry had in-
creased at a rate of more than 10 percent each vear. Bv 1972, gross
sales of books had reached $3.177 billion. Textbooks accounted for
the largest share of the market, $900 million, while encyclopedias ac-
counted for $606 million worth of sales. Professional books account-
ed for $350 million, and adult trade books accounted for $298 mil-
lion (see table 13-1 for earlier figures).

The growth in book publishing over the past 25 years is due in
large part to four specific developments within the book industry and
American society: (1) development of book clubs; (2) emergence of pa-
perback books; (3) changes in organization of publishing firms; (4) the
boom in American education.

One of the reasons for the growth of book publishing has been the
development of the book club, which provides a new mechanism for
the distribution of books. Unlike magazines and newspapers, books
cannot depend upon subscription sales, which will guarantee that the
consumer will purchase and receive continuing installments of the
publication over a regular period. The purchase of a book is not habit-
ual; rather, it is usually a one-time action to fill a specific need. Books



Table 13-1.

Dollar Volume of Book Sales. 1963, 1967, 1969, 1970, and 1971
Receipts of Publishers (In thousands of dollars; add three zeroes)

Categories of Books 1963* 1967° 1969 1970 1971
Adult trade
hardbound $ 108,515 $ 156,000 $ 199,000 $ 214,000 $ 233,000
paperbound 17,029 32,000 41,000 47,000 48,000
Subtotal 125,544 188,000 240,000 261,000 281,000
Juvenile books
under $1 retail 31,257 33,000 36,000 38,000 29,000
$1 and over retail 72.678 130,000 104,000 110,000 121,000
Subtotal 103.935 165,000 140,000 148,000 130,000
Bibles, testaments,
hymnals, etc. 34,622 51,000 47,000 56,000 36,000
other religious 46,498 57,000 61,000 57,000 61.000
Subtotal 81,120 108,000 108,000 113,000 117,000
Professional books
law 37,384 74,000 91,000 90,000 90,000
medicine 24,148 38,000 50,000 57,000 39,000
business books 14,800 20,000 23,000 25,000 35.000
technical, scientific,
and vocational 69,218 105,000 122,000 125,000 144,000
Subtotal 165,530 237,000 286,000 297,000 328,000
Book clubs 143,418 180,000 220,000 248,000 294,000
Wholesaled (mass-market)
paperbound 87,380 130,000 173,000 199,000 229,000
University press 18,274 31,000 37,000 39,000 39,000
Subtotal 725,221 1,039,000 1,204,000 1,305,000 1,439,000
Elementary and secondary
textbooks 304,700 421,110 454,680 483,990 498,000
College textbooks 160,200 286,670 346,370 360,450 379,000
Standardized tests 12,660 21,570 21,690 23,100 23,000
Subtotal 477,560 729,350 822,740 867,540 902,000
Subscription reference
books 380,900 500,750 605,450 612,800 607,000
Other books 102,056 110,000 131,000 139,000 135,000
Total $1,685,737 $2,379,100 $2,763,190 $2,924,340 $3,082,000

® The 1963 and 1967 figures are from the U.$. Census of Manufacturers, except for the following categories
for which data collected for the industry association are more complete for one year or both; elementary and
secondary textbooks, college textbooks, subscription reference books, standardized tests, adult trade books,
business books, university press books, hook club books, and other books. The figures for 1969, 1970, and 1971
are based entirely on industry surveys for elementary and secondary textbooks, college textbooks, standardized
texts, and subscription reference books. For the remaining categories in 1969, 1970, and 1971 the data are pro-
jections based on industry survey information from the base census year of 1967

Source: The Bowker Annual Library & Book Trade Information, 1973 (New York: R. R. Bowker, 1973).
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generally have been sold in bookstores or through direct mail, and the
sale is often accidental. Book clubs began to develop in the 1920s, pro-
viding a kind of automatic subscription for books and regular ordering
each month through the mail, in a habit-forming pattern. The book
club thus became a new distribution technique that has revitalized
book publishing. In 1972 more than $350 million was grossed by the in-
dustry through book-club sales.

A second element in the growth of book publishing has been the
emergence of the paperback book. Europeans were the first to publish
cheaply bound books on a large scale, giving readers access to a much
broader range of books than they could otherwise afford; if a reader
wanted to keep any one book permanently, he could have it bound in
leather for his personal library. The growth of paperback publishing
spurted during World War 11, when millions of men in the service
needed inexpensive reading material that could easily be carried in
their pockets. Today, paperback books are a staple item at almost
every newsstand, drugstore, corner grocery, supermarket, bus depot,
train station, and airport. Paperbacks are no longer limited to the 75-
cent variety; special texts or reference works may cost as much as $10.

The growth of the industry has been marked by important
changes in the organization of publishing firms. What used to be
largely family businesses and privately held firms are now large pub-
lic corporations with wide distribution and public listing on the stock
market. Often these corporations have diversified their publishing
activities into broad ranges of books, including trade, juvenile, ele-
mentary, secondary, college-textbook, scientific, and technical-book
publication. In addition, these corporations have been steadily merg-
ing into giant conglomerates, which often include other media as
well.

By far the most important development in the growth of book
publishing has been the boom in American education. In 1970 text-
books accounted for more than one-third of the total gross sales of
books; in 1945 they had accounted for only one-fifth. If we added
together all books falling generally within the educational category,
including encyclopedias and professional books, they would account
for more than half of the publishing industry’s sales. Among the
mass media, the book has a particular usefulness for conveying infor-
mation, rather than providing entertainment. As a tool of education,
it is still far superior to other media, and this fact has been an essen-
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tial element in the growth of publishing in the United States.

The Scope of Book Publishing

Even with the growth of book publishing in the past 25 years, it
is still a comparatively small and concentrated field; Bowker estimates
that almost 40,000 different titles were published in 1973 from Library
of Congress MARC 11 data. About two-thirds of these were new; one-
third were revisions and reprints. The total retail volume of books
produced in the United States was almost $3 billion in 1972; an addi-
tional $250 million worth of books were exported, heavily oriented
toward textbooks and technical works.

Book publishers are concentrated primarily in New York City,
with some important publishing also taking place in Boston, Phila-
delphia, and Chicago. San Francisco and Washington, D.C., also
have growing book companies, and of course small publishers are
scattered across the country, often in university towns, but these pro-
vide an insignificant percentage of the industry. By 1973 there were
about 1,500 book publishers in the United States, but of these it is esti-
mated that about 300 produced more than 80 percent of the total
volume, and most of those 300 are headquartered in New York City.

The book market is still limited as a mass medium. While books
are now more broadly distributed through the mail and corner drug-
stores than 50 years ago, there are fewer retail stores devoted exclu-
sively to the sale of books. The average American still does not
spend much leisure time reading books for pleasure. It is estimated
that the average American adult purchases and reads only 4 to 12
books per year. The amount of time spent each day by the average
American on book reading as compared with television viewing is in-
finitesimal. Book prices have also increased dramatically over the
past decade. In 1973 the cost of the average hardback book was more
than $12, an increase of nearly 45 percent in six years.

The Structure and Organization of Book Publishing

The book publisher is essentially a middleman between author
and reader. In most small firms, the publisher contracts for all the
services necessary for the production and distribution of his publica-
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tions—including the work of artists, designers, copyeditors, paper
dealers, printers, binders, salesmen, and distributors. Even some of
the largest book publishers use outside services for some production
aspects, and only a handful of major publishers have their own print-
ing facilities.
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Figure 13-1.

The book publishing industry. This diagram depicts the
structure of the book industry and visualizes the interac-
tion of a variety of institutions with publishers. From
Datus Smith, A Guide to Book Publishing (New York:
R. R. Bowker, 1966), p. 16.
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As figure 13-1 shows, the publisher operates at the center of a
large number of services and specialists between the author and the
reader. Within the publisher's offices, generally speaking, writes
H. Z. Walck, president of his own firm in New York, “no more than
forty to forty-five percent of the publisher’s staff work is in the edi-
torial, manufacturing, advertising, and selling departments. The ship-
ping clerks, invoice clerks, accountants, yes, the top executive officer,
frequently find their particular operations not much different from
those in a plumbing business or that of selling cornflakes.”

A typical publishing office, employing about 50 persons, would
have the following organization and components (figure 13-2). It has a
head editor, an officer manager, a sales manager, and a manufacturing
man. It has one assistant editor, one advertising manager, two
salesmen, (plus *‘commission salesmen’’ who also sell other lines), one
publicity director, one production assistant, one manuscript reader,
one proofreader, and four secretaries. The remaining staff personnel
are clerical workers, such as stenographers and typists, file clerks,
bookkeepers, billing clerks, shipping clerks, switchboard operators, key
punch and duplicating machine operators. The larger the firm, the
more specialized each individual’s function must become.

Editors themselves have increasingly specialized tasks. Managerial
editors are responsible for planning and managing publishing pro-
grams. These editors are decision makers, deciding what books to pub-
lish, what authors should write the books, and how the product should
be packaged and promoted. Production editors are technicians rather
than planners, performing the technical steps necessary to convert a
manuscript into a finished book. This includes such tasks as supervision
of copyediting, rewriting if needed, and supervision of such tasks as
preparation of front matter, registering copyright, proofreading, and
indexing.

The other tasks in book publishing are also specialized, whether in
selling, promoting, distributing, or producing. Artists, designers, ad-
vertising copywriters, and promotion specialists are of increasing im-
portance and concern. There are many different and challenging jobs
in book publishing, and, as one publisher says: “The qualifications
necessary for many of these positions are not unique to publishing;
they are the same as required by most other business enterprises for
similar jobs. Book publishing is a business, and as such it offers op-
portunity to almost anyone who has a business skill or professional
talent.”
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Organization of a typical small publishing house.*
° Broken lines represent relationships and services that are

usually carried on outside the house on a free-lance basis.

Types of Book Publishing

Today we speak of book publishing in terms of three broad
types: general, professional, and educational.
General Books. These are also often called ‘“‘trade” books be-

cause most of them are sold to the public by the trade, meaning
bookstores. General trade books include reference works, children’s
books, “how-to-do-it” books, fiction, poetry, humor, biography, and
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religion. Children’s books, or “juveniles” or “junior books,” repre-
sent a rapidly growing segment of the trade field.

Where do trade books come from and how are they distributed?
Often ideas or completed manuscripts come from free-lance writers,
except in the reference book field. There seems to be no dearth of
people with ideas for books, and the typical large publisher may re-
ceive annually up to 25,000 unsolicited manuscripts or book outlines
and ideas. Only a small fraction of these ever get published. Trade
books are generally sold through bookstores and to libraries for gen-
eral public consumption. Reference works and encyclopedias are
more often sold by subscription, through the mail, or by house-to-
house salesmen.

Professional Books. These have become increasingly important
because of our constantly changing and rapidly developing society.
The professional man, no matter what his occupation, must continue
to keep up with the changes in his field or run the risk of obsoles-
cence. Hundreds of books are published each year for lawyers, doc-
tors, engineers, scientists, businessmen, teachers, and executives.
These might be how-to-do-it books, specialized monographs with a
highly limited audience, handbooks, manuals, special reference
works, and learned dissertations.

These books are most often written by leading experts and spe-
cialists in the various professions, and are often produced at the
suggestion of the book publisher. The professional book editor
makes it his responsibility to keep up with a particular field, to know
where there are needs for certain kinds of information or interpreta-
tion in that field, and to know who can produce the needed product.
Such books are usually sold through direct mail or in special techni-
cal or campus bookstores, and almost always at prices higher than
those of trade books.

Educational Books. These comprise the largest area of publish-
ing. There are over 50 million students in primary and secondary
schools, about 8 million in colleges, universities, and technical in-
stitutes, and more than 25 million adults enrolled in evening courses,
on-the-job training, or home-study programs. This represents a giant
audience for educational textbooks, workbooks, supplementary-read-
ing books, reference works, and laboratory materials.

Most of these books are written by teachers, college professors,
or specialists. As with professional books, they are often written at
the suggestion of a particular editor or publisher who sees the need
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for a particular text, but educational-book ideas often come from ed-
ucators who have developed new materials or new ways of looking
at old subjects. The essential element of distribution for educational
books is the adoption. Textbooks are not selected by the individual
student but usually adopted by the teacher for an entire class. In
some cases, a book can be adopted for an entire school, an entire
school system, or even a statewide school system.

Characteristics and Roles of Book Publishing

Books are marked by several distinguishing characteristics. They
are, first of all, the only medium to which we attach some perma-
nence. We throw away magazines and newspapers; the sound of radio
and sight of television passes immediately; phonograph records are a
bit more permanent but they wear out, break, become dated, and are
hard to store. Movie film is difficult for the private individual to store.
But anyone can put together bookshelves and keep his books for a
lifetime. The permanent storage of books has been institutionalized
through libraries. All this gives books a reusage rate that is far higher
than that for most other media. The book can be retrieved, referred to,
and reused better than other forms of communication.
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The book, more than most other media, is an individual medi-
um. A person can sit down with a book by himself, at his own lei-
sure, whenever he wants. He can proceed to read at his own speed.
He can stop and start at will. He can leaf through the book and find
a special passage. Because the reading of a book is individual and
there is no need for speed, time is of little concern; the author of a
book can develop his subject much more completely and deeply than
can the originator of any other mass communications medium.

Because it has traditionally been a slow medium, usually taking
months before a completed manuscript could be produced in book
form, the book has not been an important medium of news. But
today, with high-speed presses and mass marketing methods, books
can be produced and distributed almost as quickly as newspapers
and magazines. The New York Times produced a book about the
first rocket flight around the moon and sold copies on the news-
stands within a few days after the event. Another paperback book
about a sensational trial was sold on drugstore counters within 24 hours
after the jury returned its verdict.

The book carries with it an aura of more dignity and respect
than most other media, perhaps because it is the oldest of them or
because it has been so closely identified with education, intellectual
activity, and the recorded wisdom of mankind. People who would
not think twice about wrapping their garbage with the week in review
section of the New York Times might keep on their bookshelves a
superficial romance bound in book form. We tend to have a reverence
for the book that transcends all other media.

The book can be an important medium of journalism, and it is
being rediscovered by journalists. This discovery has been aided by
such writers as Truman Capote, who used the techniques of journal-
ism to produce In Cold Blood, a factual work of literary merit. At
the same time, journalists such as Theodore H. White (The Making
of the President 1960, as well as 1964, 1968 and 1972) have been using
literary techniques to produce journalistic books with color, descrip-
tion, dialogue, and dramatic pacing, to bring factual events to life.

The book, as a matter of fact, is one medium of mass communi-
cation that increasingly will be able to combine creative writing and
news reporting to give greater meaning and impact to the swift-
paced and complicated occurrences in today’s changing world.



CHAPTER1 4
Newspapers

Although the book is the oldest medium in use today, the newspaper is
the oldest mass medium, for it was the first form of communication to
reach a mass audience. The newspaper’s early identification with the
masses, with the man on the street, made it the medium of democracy,
so newspapers have played a unique role in the development and con-
tinuation of a democratic form of government in America. Thomas Jef-
ferson summed up the political philosophy of the role of newspapers in
a free society when he said:

The basis of our governments being the opinion of the people,
the first object should be to keep that right; and were it left to

204
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me to decide whether we should have a government without
newspapers, or newspapers without a government, I should not
hesitate a moment to prefer the latter.

As a medium of the masses, the newspaper has often been sup-
pressed by those in power and authority, and the history of the news-
paper is a story of a continuing struggle to be free to publish news,
facts, information, and opinion.

Historical Perspectives

The regular publication of news goes back more than 2,000
years to at least 59 B.c. when the Romans posted public news sheets
called Acta Diurna. The word diurna, meaning daily, has been an
important part of news ever since. The words “‘journal’” and “‘jour-
nalism” have their roots in the same word, “day,” and the daily,
current, or timely aspect of news has always been an essential factor
in newspapers.

But for much of the past 2,000 years, the communication of
news has been carefully guarded. Through most of the empire days
of Rome and the centuries of dark ages, the distribution of news
came under the strict control of both secular and ecclesiastical au-
thorities. Even after the development of the printing press in the
mid-fifteenth century, it took another 150 years before the political
climate could change sufficiently to allow the first beginnings of the
modern newspaper.

Early Development of the Newspaper. During that century and
a half (and long thereafter), printers had to fight monarchs for the
right to publish. William Caxton, the first English printer, set up his
press in 1476 and worked in relative freedom for 30 years, largely
because he did not print any news. When Henry VIII came to the
throne of England, he feared the power of the press, and by 1534 he
had set up strong measures to control printing. For more than a
hundred years after that, the British maintained repressive restric-
tions on printers; some were hanged and many were imprisoned for
defying the authority of the Crown.

As Edwin Emery points out in his history of journalism, The
Press and America, “‘1t is significant that the newspaper first flour-
ished in areas where authority was weak, as in Germany, at that time
divided into a patchwork of small principalities.” The first prototype
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