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Preface

W,

A completely revised edition of Mass Communication awaits the reader of this
second edition.

Like the carlier edition, the book is designed primarily for usc in introduc-
tory courses in mass communication and courses studying mass media in socicty.
The book is designed for those who aspire to be responsible consumers of mass
media or practicing professionals.

The aim is to help students understand the full impact of mass media.
Human beings respond to many aspects of their environment. As far as mass
communication is concerned, we must keep in mind that exposure to one
message on one medium is not sufficient to explain human behavior. For this
reason, this book examines the many different mass media—newspapers,
magazines, radio, television, film, books, the recording industry—and their rela-
tionship tc one another and to society.

In addition, the book examines advertising and public relations, photog-
raphy and photojournalism, mass media news, media delivery systems such as
satellites and computers, wire services, syndicates and rescarch services, regu-
latory control of mass communication, legal issues and the working press, the
audicnce and cffects of mass communication and media ethics and social issucs.
“Opportunities for Further Learning” entice the student to dig deeper into the
subject. A comprehensive Instructor’s Manual accompanics the text.

Xix
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What Is

Mass Communication?
\_ Y,

What is mass communication? It is the dcadline of the investigative journalist,
the creative artistry of documentaries, the bustle of a network newsroom, the
whir of a computer, the hit record capturing the imagination of millions, the
radio disc jockey setting the pace of a morning show, and the advertising execu-
tive planning a campaign. It is radio, research, recordings, resonators, and
ratings. It is television, talent, telephones, and tabloids. It is satellites, storyboards,
systems, and segues. It is all these things and many more. It is dynamic and
exciting, but it is not new. Let us go back for a moment to the dawn of civili-
zation—more than two and a half milllion years ago.

THE EVOLUTION OF MASS COMMUNICATION

If you will, try to imagine our prehistoric ancestors emerging from their caves
and reacting to their environment. Archeologists, who refer to this era as the
Ramapithecus age, tell us that cave people possessed the basic senses of sight,
hearing, touch, smell, and taste. Genetically different from creatures of the
twentieth century, they resembled apes more than humans. However, as their
brains and central nervous systems began slowly to evolve, later generations

1
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gradually acquired the basic tools for communication. They began to distinguish
between pleasurable and unpleasurable experiences. More refined perception
and a morc sophisticated brain and central nervous system developed simultane-
ously and aided in satisfying basic needs—light to sce, air to breathe, food to eat,
water to drink, sleep to strengthen, and shelter to protect them from the envi-
ronment. By the ycar 300,000 s.c., their nervous systems and bran, as well as
their genctic features began to resemble those of present humans.

beginnings of language

Two hundred thousand ycars later, an embryonic language began to develop.
Before this time, people communicated mostly through touch. Anthropologists
arc still debating whether this language developed through learning or instinct.
Nevertheless, genetic evolution had now been joined by language cvolution. By
about 7000 B.c., Homo sapiens had evolved genctically to their present form,
and the ability to communicate had gained another medium, pictographics.
These wall etchings inside caves and temples remain vivid picture messages that
depict the life and religious belicfs of these first humans. In the period from 3000
to 2000 B.c., these etchings became highly stylized, and the first symbols came
into existence. Primitive alphabets, sometimes consisting of more than 600
characters, marked the beginning of recorded history. Mankind was now able to

>

Figure 1-1 Farly forms of communication were pictographs—
etchings or drawings made on caves, trees, or animal skins. This
onc represents an Indian war song. Translated, it reads, "I am
rising to scek the war-path. The earth and the sky are before me. |
walk by day and by night And the evening star is my guide.”
(Source: W. L. Hubbard, cd., History of American Music. Lon-
don: Irving Squirc, 1908)
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record sociocultural events, attitudes, values, and habits, and to trace the de-
velopment of moral codes (Figure 1-1),

functional requirements of society

Society’s survival and growth depended on a number of things, among them a
system of communication through which people could exchange symbols and
thus propagate lcarning at a much accclerated rate; a system of production to
create goods and services both for their needs and for barter and exchange;
systems of defense to protect their domain against intruders; a method of member
replacement sufficient to counteract discase and other clements of member de-
struction; and a method of social control to maintain order in the society. In the
following centuries, each of these functional requirements was, and is still, fulfilled
by ever more sophisticated and efficient systems, especially in communication.
As civilization continued to expand, interpersonal communication was used
cross-culturally. Relay runners would carry messages to distant places and dif-
ferent people. However learning about people living in different ways still was
very slow, mostly determined by how fast a messenger could run or ride. In some
cases, the messages took months and even vears to reach their destination.

print technology

In the fifteenth century, human ingenuity created a major breakthrough in
technology—the invention of movable tvpe—and introduced it to the Furopean
continent. People now could produce and send messages much faster. From this
point on, breakthroughs in communication technology mushroomed. The facil-
itv with which people now could record knowledge made possible a much more
rapid exchange of information.

Two important developments followed the invention of movable tvpe.
First, the use of a paper-making machine (Figure 1-2) in the eighteenth century
made it possible to mass produce and cut paper in specific sizes, reducing the cost
of production The second was the application of steam to the printing press.
Steam power, the first alternative to human labor, made possible true mass
production of printed material. Sources of power, improved printing presses
(Figure 1-3) and improved paper manufacturing processes developed continu-
ously during the nincteenth century. Such devices as eylinder-fed paper rolls and
tvpe cylinders continued the advancement of printing. Mechanical typesetting
machines also become part of the printing process. With the aid of larger and
faster presses, newspapers could print editions with as many as a dozen pages.

new distribution systems

Three other nineteenth-century inventions further aided the ability to communi-
cate. First, the development of major transportation systems permitted large
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Figure 1-2 A paper mill showing the paper-making process—from
dipping the screen into a vat of paper pulp to new sheets being
stacked and readied for pressing. (From DIDEROT and courtesy:
The Printer in 18th-Century Williamsburg. Williamsburg, Va.:
Colonial Williamsburg, 1955)

Figure 1-3 Early mechanieal
press used in small print shops of
the nineteenth and twentieth cen-
tury.
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quantities of newspapers to be carried to people residing outside the major cities.
Railroads became the key to this network and distribution system. Second, just as
railroads began to prosper, the telegraph (Figure 1-4) was invented, permitting
people to communicate over long distances with considerable speed. By means of
the mechanical transmission of short and long sounds—dots and dashes—
representing the letters of the alphabet, a skillful telegraph operator could casily
send or receive twenty words per minute. However, only those centers equipped
with telegraph lines could receive messages. Newspapers used the telegraph to
communicate bulletins, and when the Atlantic Cable was completed, news of
commercial and political events could be exchanged between the United States
and Kngland via Newfoundland. By the late nincteenth century, a network of
telegraph lines had developed over the United States.

The third major development of the nineteenth century, the device that
cnabled people to send voices over the wires, soon supplanted the telegraph
signal because of its immediacy of communication. Although the telephone
helped people to communicate with cach other on a one-to-one basis over long
distances, its impact was minor compared to that of the next technological
revolution that loomed on the horizon.

Figure 1-4 Samuel F. B. Morse’s first telegraph. The needle pro-
truding from the horizontal bar caused a perforation in a paper tape
permitting a “coded” record of the message. (Smithsonian Institu-
tion Photo No. 14593-B)



electronic communication

Just as the twenticth century dawned, a system was perfected by which elec-
tromagnctic impulses could be sent through the air without wires, carrying voice
transmission over long distances. This new invention was to become known as
radio  Low-cost receivers were developed which could be purchased by almost
evervone for a few dollars, cnabling them to listen to mass-produced messages

Figure 1-5 The NASA Voyager spacecrafts carried television to the
planet Jupiter and beyond. Electronic data pictures were relayed to
home television screens and gave scientists a new close-up look at
Jupiter’s surface. Space voyages permitted similar television close-
ups as well as landings on the Moon and Mars. (NASA)

6
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from thousands of transmitters located all over the world. Societies and cultures
were within an instant of communicating with each other, and a news event on
one side of the world could be transmitted almost simultaneously to any other
point in the world. For the first time in civilization, people had a medium of
mass communication that just a century before had belonged to the world of
scienee fiction.

In the same century, the ability to capture moving visual images with the
camera was perfected. People also discovered ways of capturing movement as
well as sound on film to produce the motion picture and the electronic system
called videotape. Scicntists, in deciding how these motion pictures could be
transmitted over wires and subsequently without wires, created a new medium
called television. In much the same way that steam aided the printing presses, jet
propulsion took television to the galaxies and bevond (Figure 1-5). Using com-
puters in mass communication systems has aided in the transmission, monitor-
ing, and logical development of information.

But let us stop for a moment. Have we answered our question of what mass
communication is? We have, partially.

We have learned it includes such entitics as newspapers, radio, and televi-
sion, what we call the mass media. But we still need to distinguish it from two
other tvpes of communication—intrapersonal and interpersonal communica-
tion.

DISTINGUISHING AMONG TYPES OF COMMUNICATION

One of the best ways to distinguish among different types of communication is to
use a communication model. ‘This pictorial representation of the communication
process contains the basic components of communication. Figure 1-6 shows the
relationship among the parts of the model: sender, medium, message, receiver,
feedback, and noise With this model in mind, let’s begin by discussing in-
trapersonal communication.

Medium

== ———— _——— 1
Sender [ Mesioges > Receiver

' ] L

q

N

Noise

Figure 1-6 Basic mode! of com-
munication. Feedback is instant
in interpersonal communication,

and there is no gatekeeper be-
Feedback tween the receiver and sender.




intrapersonal communication

We can assume that, even before history recorded such things, early humans
used their senses to help them understand their world. If they looked into a clear
midday sky, light and heat touched their eyes and were communicated to their
brain via the central nervous system. If they felt cool rain on a hot day, this
pleasant feeling also was communicated to the central nervous system. Cold
winter air probably initiated an avoidance reaction. Our prehistoric subjects thus
began to perceive, judge, and act accordingly. Perhaps the next time the temper-
ature was hot and it began to rain, they went outside the cave and cooled off.
When it was cold, they built a fire. The process of sunlight entering the eye and
communicating brightness to the central nervous system, the tactile sense organs
communicating the feeling of cold air, the thought processes of deciding whether
to brave the cold or build a fire, stay inside or walk in the rain—all were the result
of communication taking place within the individual. ‘This is the electrochemi-
cal action of the body taking part in the process of intrapersonal communi-
cation—communication within ourselves.

Intrapersonal communication is the basis of all other forms of human
communication. Without an effective system of intrapersonal communication,
an organism is unable to function in its environment, that is, to be open to
external forms of communication. Ideally, this communication system allows
one to make decisions based on information received through the senses. For
instance, when you watch television, your eyes and ears receive information and
communicate it to your brain. If what you see and hear is pleasurable and/or
interesting, your intrapersonal communication system indicates that, and you
attend to it. If you do not like it, your brain sends a message to your muscles
which results in a decision to change stations or to push the “off” button.

Just as the electronic components in your television set prohibit more than
one station from being received at a time, your central nervous system also sorts
out the different stimuli so that you can concentrate on one immediate thought—
which station to watch. Perhaps the telecphone rings just as you begin to think
about changing stations. Instead of answering the phone, your central nervous
system may give priority to the television message, and you may continue to pay
attention to that. However, if you had been anxiously awaiting a call from a close
friend, then your central nervous system will probably give the telephone mes-
sage priority, and you will answer its ring. The entire process requires intraper-
sonal communication. Now imagine the phone rings, and just as you get up to
answer it, the doorbell rings. You stop. You cannot decide whether to answer the
door or the telephone. You just stand there. The doorbell has interfered with
vour intrapersonal communication processes. Or perhaps just as you get up to
answer the phone, you drop back in your chair with a splitting headache. Again,
you cannot concentrate. The headache also has interfered with your process of
intrapersonal communication.

Applying our example of watching television to the components of our basic
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model of communication (Figure 1-6), we can see that your eyes and ears
become the senders or transmitters of electrochemical impulses (messages)
through a medium of communication, which in this case was your central
nervous system. Your brain becomes the receiver of these impulses which trans-
mits additional electrochemical impulses in the form of feedback to muscles,
producing such physical activity as changing stations or answering the telephone.
We also saw interference to successful intrapersonal communication 4The door-
bell produced external noise which interfered with this process. You also experi-
enced internal noise in the form of a headache. The headache and doorbell
interrupted the normal flow of electrochemical impulscs, thus adding new fac-
tors to your decision-making task and temporarily distorting the process of in-
trapersonal communication.

interpersonal communication

With the crude beginnirgs of language, the process of interpersonal
communication—communication in a face-to-face situation—bridged the gap
from the concrete to the abstract. It became possible to communicate about
persons or things not directly in view. If we apply our basic model to interper-
sonal communication, a typical situation might be as follows: You (sender) may
speak (medium) words (message) to a friend (receiver) across the room, and the
friend replies with an approval (feedback). While you are speaking and while
your friend is reacting, intrapersonal communication also is taking place. When
the two of you are talking, if a baseball (noise) comes flying through the window,
it will disrupt both the process of intrapersonal communication and that of
interpersonal communication. Perhaps one of you uses a cliché or a phrase
which the other person does not understand; then, semantic noise interferes with
the communication process. The possibility of semantic noisc is one reason why
a basic rule of journalism is to avoid using clichés.

For example, put yourself in the position of the television reporter from
Idaho who visited New York to be interviewed for a job with a major television
network. During the interview, the reporter commented how after a hard day on
the job, he would literally “come apart at the seams” before sitting down for
dinner. The network executive conducting the interview jotted down in her notes
that the reporter “can’t withstand pressure, becomes mentally deranged, and goes
berserk before dinner!” To the ldaho reporter, “coming apart at the scams”
simply meant totally relaxing before eating dinner. Obviously, the reporter did
not get the job. Semantic noise obstructed the process of interpersonal com-
munication and consequently the job interview. .

Every day we use interpersonal communication. However, the number of
people we can reach with our ideas is limited if this is the only means of
communication available to us. To understand the full potential of our com-
munication processes, we need to look beyond interpersonal communication to
the process of mass communication.



mass communication

To understand mass communication as a process distinct from interpersonal and
intrapersonal communication, imagine that you are attending a party where a
politician is mingling and conversing with guests. About an hour later, the party
ends and you join a few thousand people in an auditorium to hear the politician
deliver a major address. Stop and ask vourself whether mass communication was
taking place either at the party or in the auditorium where a large number of
persons was present. The answer is no. For mass communication to exist, we
need an intermediate transmitter of information, a mass medium such as news-
papers, magazines, film, radio, television, books, or combinations of these. The
politician who delivered a major address without the aid of the mass media would
be forfeiting his chance to reach thousands, even millions of persons not physi-
cally present. Essentially, then, mass communication is messages communicated
through a mass medium to a large number of people. For further clarification, we
shall use the word “mass” to refer to a large body of persons. Although by defini-
tion we have answered our question of what mass communication is, we need to
examine morce closely the specific characteristics of the process.

CHARACTERISTICS OF MASS COMMUNICATION

The process of mass communication requires additional persons, most often
complex societal organizations and institutions, to carry messages from the
speaker to the audience. Returning to our simplified examples, sitting next to vou
in the auditorium is a reporter who hears the politician’s speech, writes a story
about it, and delivers it to the local newspaper that publishes it the next morning.
In this example, relay people aid in carrying the speaker’s remarks beyond the
auditorium to the reading public. The reporter who wrote the speech, the news-
paper cditor who edited the reporter’s remarks, the typesetter, and the printer all
helped relay this information through a medium of mass communication. Both
the individuals (termed “relay people”) and the organizations are called
gatekeepers.

the gatekeeper concept

The term gatekeeper first was ecmployed by the Austrian psychologist Kurt Lewin
who used it to refer to individuals or groups of persons who govern “the travels of
news items in the communication channel.” We will expand Lewin’s definition
and define gatekeeper as any person or formally organized group directly involved
in relaying or transferring information from one individual to another through a
mass medium. A gatekeeper can be a film producer who cuts a scene from the
original script, a propaganda artist who prepares leaflets to be dropped from an
airplane, the engineer at the local control center for cable television, or any other

10
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individual in the processing or control of messages disseminated through mass
media to the public,

We can readily see that such an individual has the ability to limit informa-
tion we reeeive from the mass media. A magazine editor may “kill” or climinate
a feature story judged to be of little interest or importance to the magazine’s
readers. A reporter may edit a story about the work of a congressional committee
or a meeting of Parliament by deleting parts of the story he or she feels may be
irrelevant. On the other hand, a gatckeeper also can expand information to the
public by supplyving facts, attitudes, or viewpoints his or her audience would not
usually receive. The reporter who covers the congressional hearing or reports on
Parliament's deliberations increases the total amount of information we
receive—in this case, in absentia—from our environment. The reporter also may
reorganize or reinterpret the information we, the public, reccive. Facts may be
rearranged or a new slant may be given to the story of the politician’s speech.
This is not always the case, but it can happen.

Thus, it is important to remember that there are three functions of the
gatekeeper. (1) to limit the information we receive by editing this information
before it is disseminated to us; (2) to expand the amount of information we
receive by increasing our informational environment; and (3) to reorganize or
reinterpret the information,

delayed feedback

Returning to our example of the politician, perhaps the next day after reading
about the speech in the local newspaper, an angry constituent writes a letter to
the editor of the newspaper criticizing the politican’s stand on an issue Another
constituent, somewhat more upset, decides to write directly to the politician. A
lobbyist who heard the speech on radio may personally approach the politician
and cxpress approval of the speech. Each example is a form of delayed feedback,
which differs from the immediate feedback the politician received from the
membcers of the live audience. In the auditorium, for example, reporters could
ask questions about certain ideas they did not understand. The politician could,
in turn, clear up any misunderstandings or project new messages for further
thought. The difference between the reporters’ responses and those of the con-
stituents and the lobbyist may be accounted for by the time delay.

Delayed feedback is not unique to the mass communication situation. It
can occur on an intrapersonal level, as when one is temporarily baffled by an
optical illusion. It also occurs often on the interpersonal level when one person
temporarily refrains from commenting about another’s remark or suggestion.
However, since delayed feedback will in many cases result from the mass com-
munication situation, we shall use it as one of our distinguishing characeteristics.
Adding the concepts of the gatckeeper and delayed feedback to our basic model of
communication gives us the model of mass communication illustrated in Figure

1-7.
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As noise can interfere with interpersonal and intrapersonal communica-
tion, so can it disrupt the process of mass communication. The politician may
have had a headache and have difficulty concentrating (intrapersonal communi-
cation). The air conditioner may have been too loud for the reporter to hear
everything the politician was saying (interpersonal communication). The print-
ing press at the newspaper may have failed, creating blurred pages and making it
difficult to read the story (mass communication). Figure 1-8 shows the politi-
cian’s speech broken down into the various components of our communication
model. Keep in mind that the components present in intrapersonal and interper-
sonal communication also arc part of mass communication. Note, for instance,
that in the case of the receiver, for there to be a “public” to receive mass com-
munication, there also has to be a “reporter” to receive interpersonal communi-
cation and a “brain” to receive intrapersonal communication. All three compo-
nents are part of the process of human communication.
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THE SOCIAL CONTEXT OF MASS COMMUNICATION

Up to this point, our model of mass communication has been primarily con-
cerned with how we send and receive messages. But forces also affect the mes-
sages themselves, in addition to how consumers react to these messages. Specifi-
cally, these forces consist of socicty’s social groups and systems.

Mass communication does not operate in a social vacuum as a machine
does. When a computer receives a message, for instance, it will provide an
answer based on that original message. If the computer is functioning properly,
the same answer will appear every time we send it the identical message. Now
contrast this process with what occurs in mass communication. Imagine that
you, a consumer of mass media, read the newspaper story about the politician’s
specch. After you talked with your family, friends, and co-workers about it, you
decided to write a letter to the politician. It is thus possible that three social
groups—your family, friends, and co-workers—affected your reaction to the
speech.

Now imagine that you are the newspaper reporter responsible for writing
about the speech. Social groups also will affect your reporting of the story to the
public. Perhaps you are a member of a union that goes on strike just as vou
return to your office to write the story. Perhaps vou helong to a journalism
association with a code of reporting ethics to which you personally adhere. The
code states that you cannot accept gifts as part of your job as a reporter. Your
morning mail brings an invitation from a major oil company to be their guest on
a flight to Kuwait for an on-the-spot story about oil exploration. You are faced
with accepting the free trip and doing the story or rejecting the free trip and
permitting other media in vour city to obtain the story. You obviously are faced
with a dilemma attributable at least in part to the influence various social groups
have on vou.

CHANGING DEFINITIONS: SPECIALIZED AUDIENCES, SPECIALIZED MEDIA

Because mass media are such an important part of our lives, we tend to think of
media audiences as being total populations or mass national audiences. Al-
though to some degree this is correct, we also should understand that today the
mass audience is becoming a specialized audience. Similarly, many mass media
are also very specialized media.

media and media systems

Although a magazine publisher may want to reach as many readers as possible,
another publisher may want to reach only specific readers. For example, if vou
published City Woman (Figure 1-9) magazine, you would want to concentrate
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Figure 1-9 Typical of a contem-
porary specialized medium are
magazines such as City Woman,
which is directed toward a spe-
cific audience—the woman liv-
ing and/or working in a met-
ropolitan area. (COMAC COM-
MUNICATIONS LIMITED)

your cfforts on reaching professional women who lived or worked in the city.
Morcover, your advertisers would not be interested in paying high rates to reach
an audience that had no interest in buying their products, and vou would not
want to spend the additional money to print the magazine for these disinterested
readers. This is just one example of how mass communication is a process not
only designed to reach a mass audience but also a highly specialized one.

Radio presents another example of specialization. When radio’s golden age
began, it was truly a mass medium. Today that has changed; it has become a
specialized medium. What was once predominantly network programming di-
rected at mass audiences is now local programming directed at specialized audi-
ences. The radio network programming over ABC, NBC, CBS, and MBS also
has diversified. ABC has broken up into four different demographic networks.
Mutual Broadcasting System, besides its standard programming, has added the
Mutual Information Network and the Mutual Black Network. There even has
been an outcropping of state radio networks directed at audiences in specific
geographical regions.

Television also appeals to diversified audiences. Cable television, for in-
stance, can provide as many as forty or more separate channels with different
tvpes of progranmming for different viewers. Besides the major network programs,
special broadcasts can be produced by local colleges and universities, corporate
programs can be used to train employecs, and still other presentations can in-
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clude citizen discussion groups talking about community issues. No longer does
television simply aim at the “masses.”

Consider newspapers. Although the large metropolitan dailies still mainly
serve mass audiences, new computer technology permits many to reach specific
audiences with area edition inserts and refined distribution systems. Smaller
suburban newspapers, edited for communities adjacent to the metropoiis, attrib-
ute their success to news of interest to their own particular community.

Wire services also have gone the way of the other media. At the turn of the
century, the United States was served primarily by two wire services, Associated
Press and United Press. In a sense, they were directed at the mass national
audience through their subscribing newspapers. Today, however, although the
two major wire services still function, numerous specialized wire services have
come into existence. Some deal exclusively with weather information and news
of prime importance to agricultural regions. Others, directed at the business
audience, deal with stocks and commodities. Grain farmers, chicken farmers,
and people in the lumber business have specialized wire services. Fven AP and
UPI have become specialized. They now offer both print and broadcast wires for
subscribers in addition to audio scrvices and special services to cable television
opcrators.

Look at the recording industry. Back when the carly television program
The Hit Parade was popular, the ten songs performed each week were aceorded a
“mass” national audience. Today, a similar program would have a hard time
finding an audience large enough to justify its staying on the air. For there now
are top-forty charts, top country and western charts, top classical charts, top casy
listening charts, and many more.

media and the postindustrial society

Richard Maisel has theorized that industrial society eventually necessitates the
creation of specialized media. He contends that our present “postindustrial”
society results in the growth of service industries, which are “great consumers of
specialized media.” He states, “The needs and tastes of specialized groups can
only be satisfied by a form of specialized communication designed for a
homogeneous audience.”!

Although Maisel may scem to be referring to the industrial consumption of
media, his concept applies just as well to many facets of nonindustrial consump-
tion of media—for example, the entertainment function of media. Even the

" radio commercials that inform us of vital “services” in our postindustrial society
are directed to local audiences.

Although it may at first seem that the growth of specialized media conflicts
with the truly mass media, this is not necessarily the case. We now, however,
have the choice of attending to the older, more gencralized mass appeal media or
to the newer specialized media. The future of mass communication in the very
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SUMMARY

broad sense is still open to speculation. Qur society is centuries old; yet with the
exception of books and newspapers, we are mere infants in our experience with
mass media. What effect the growth of specialized media will have on society is
open to further study.

Mass communication evolved from the fundamental process of human
communication—people exchanging messages through verbal and written sym-
bols. Technology increased the efficiency of mass communication until today
the process sends messages around the world and into space.

We defined mass communication as messages communicated through a
mass medium to a large number of people. We also learned how to distinguish
mass communication from other types of communication by examining the
components of human communication as represented in a communication
model. These components include senders, receivers, messages, and medium of
communication. Two additional components are feedback and noise. There is
feedback when a receiver reacts to a message. Noise is anything that interferes
with the communication process.

Mass communication is one of three basic types of human communi-
cation, the other two being intrapersonal and interpersonal communication. In-
trapersonal communication is communication within ourselves, electrochemical
impulses sent from the sense organs of sight, sound, touch, smell, and taste
through the central nervous system to the brain. The brain, in turn, gencrates
electrochemical impulses that activate the muscular system. Interpersonal com-
munication is communication in a face-to-face situation. It contains the same
basic components of the communication model as does intrapersonal communi-
cation.

Mass communication differs from both intrapersonal and interpersonal
communication in that it requires a mass medium, such as television or news-
papers. It also necessitates the presence of gatekeeper(s), people, and/or systems
that control and process the information before it is disseminated to the public.
In addition, mass communication almost always has delayed feedback rather
than the immediate feedback present on the other two levels of communication.
Mass communication also operates within a complex social context. Messages
are affected by the attitudes of the various gatckeepers, and audience response, in
turn is affected by social context. How we react to mass media is partially
self-determined, however. To some extent we choose to associate with specific
social groups, friends, neighbors, co-workers, and members of professional, re-
ligious, and political organizations. The people and groups we associate with
influence how we respond to messages received through the mass media.

Mass communication increasingly is becoming a process designed to reach
specialized audiences through specialized media. Virtually every medium is in
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some way dirccted toward specialized audiences. Researcher Richard Maisel
vicws this changing definition of mass as a natural function of our postindustrial
society.
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Newspapers

J

Newspapers are an economic and social phenomenon of our socicty. They are a
major force in forming public opinion the world over and thus mightily affect
national and international efforts toward economic progress and global under-
standing. Specialty newspapers exist for clementary school students, major fi-
nancial dailies appeal to the commerce tycoons of the world, tabloids dress the
newsstands of city transportation hubs, and popular underground publications
appear and disappear at the change of a trend or movement. Newspaper stories
have turned ordinary men and women into heroes and have removed world
leaders from power. Huge presses spew out hundreds of pages in a single edition,
and modern transportation and communication systems can put that same edi-
tion on a breakfast table 3,000 miles away. Today, the newspaper industry has
become one of the largest in the world. It employs hundreds of thousands of
people, from managing editors, to investigative reporters, to carriers. It has
survived wars, economic collapse, and social destruction, vet remains essentially
the same type of medium that it was centuries ago—pages of print communicat-
ing information to rcaders.

Before beginning our discussion of early newspapers, we should stop and
define what a true newspaper is.

18



CHARACTERISTICS OF A NEWSPAPER

In 1928, a German scholar, Otto Groth, developed a set of five standards which
modem scholars generally hold as acceptable criteria for determining a true
newspaper.! Groth’s first standard was that a newspaper must be published
periodically at intervals not less than once a week. Second, mechanical reproduc-
tion must be cmployed. Early Roman and Chinesc publications would not
qualify here. Third, anyone who can pay the price of admission must have access
to the publication. In other words, it must be available to evervone, not just a
chosen few. No organization can have an cexclusive right to read or obtain the
publication. Groth also defined the content of the publication. It must vary in
content and include cverything of public intercst to everyone, not merely to
small, sclect groups. Finally, publication must be timely with some continuity of
organization.

Keep Groth’s definitions in mind as we read about early newspapers, since
the true beginnings of the press are found in many publications that may not
meet Groth's standards. Yet his standards remain important to our study as a
point of reference that historians use to refer to the newspapers’ true impact on
our society.

AN INTERNATIONAL BEGINNING

Scholars have never quite agreed on what could be considered the first true
newspaper. This is partly because they could not reach a consensus on how to
define the beginnings of the press.

the posted bulletins

In Italy, messengers disseminated mass news as carly as 59 B.C. with the publica-
tion of daily events bulletins called Acta Diurna. They were posted in a public
place for all to read and were kept on file as an official record of historical events
(Figure 2-1). There are indications that the bulletin may have been copied and
reproduced by hand for distribution to other countries by messenger and ship.
Obviously, the ability of the publication to transmit messages to a mass audience
was minimal based on today’s standards. The number of “subscribers” were the
number of persons who happenced to read the poster.

The Romans also developed a system of news dissemination in which a
“rcader” would announce the day’s news events at a given time and place, and
those wishing to hear him would be charged admission. You would have paid
one Italian gazetta to hear the news. Such contemporary newspapers as the
Sydney Gazette of Australia and our own Georgia Gazette and Colorado Springs
Gazette among many others, trace their name to this ancient custom. No one
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Figure 2-1 Early distribution of news occurred through the posting
of “bulletins” on the sides of buildings in public places, where
passers-by could read about the events of the day. (John W. Houck,
Outdoor Advertising: History and Regulation. Notre Dame, Ind.:
University of Notre Dame Press, 1969)

country can claim the foundation of the modem press. The earliest forerunner of
the modern newspaper can, however, be credited to the Chinese. A publication
resembling a court journal appeared about A.D. 500, entitled Tsing Pao. The
publication began in Pcking and remained in publication into the twentieth
century.

European foundations of the modern press

As the technological advances of printing made their way across Europe, news-
papers cropped up frequently in almost all areas. Certain political atmospheres
helped and in some cases hindered the development of the press, but for the most
part it flourished. Figure 2-2 is a representative sampling depicting the interna-
tional origins of the modern newspaper. We can see that the seveateenth century
was deluged with this medium. During this period, the press flourished in
England, the Scandinavian countries, France, Germany, and the United States.
The turmoil of the Thirty Years’ War during the first half of the seventeenth
century contributed to the development of journalism in Europe mostly by
providing a background against which many different issues could be aired. In
general, the war did more to liberate journalism than to hinder it.

The first newspaper published in Germany was founded in 1609 by
Egenolph Emmel, a bookseller, who started a weekly in Frankfurt in 1615. A
competing Frankfurt newspaper published in 1617 by Johann von den Birghden
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led to the first legislation over a newspaper monopoly. Von den Birghden asserted
in a lawsuit brought by Emmel that as postmaster, von den Birghden had an
exclusive right to publish a newspaper. Similar controversies did not in any way
discourage entrepreneurs from entering the business, however, as is indicated by
the fact that in 1633 there were no fewer than sixteen newspapers in Germany.

the English heritage

In England, the press developed under the authoritarian atmosphere of the early
seventeenth century. A product of the Tudor system designed to “license” official
government printers, a free press was virtually nonexistent. In fact, some whose
fever for frec expression became too much to hold back found themselves at the
end of a hangman’s noosc. William Caxton had established the first English
printing press in 1476, but not until 1621 did “sheets” of news begin to appear
sporadically across the English countryside. Called corantos, they still were not
true newspapers by today’s criteria. They usually skirted the restrictions against a
free press by publishing news from outside the country.

The Thirty Years War is credited for the flourishing of the early English
press. During that-pcri()d, from 1618 until 1648, news of the war became both
popular and profitable.

The voices calling for a free press were growing more strident. Most noted
among these was the poet John Milton. Milton had been educated at Cambridge
and had traveled widely in Europe, meeting many of the noted politicians,
artists, and church leaders of his time. He had become disenchanted with the
church’s ritualism, and this had germinated similar feelings against government’s
control over its people. In his famous Areopagitica, Milton stated: “and though
all the winds of doctrine were to let loosce to play upon the earth, so Truth be in
the ficld, we do injuriously by licensing and prohibiting to misdoubt her
strength. Let her and Falschood grapple: who ever knew Truth put to worse, in a
free and open encounter?”

The licensing to which Milton was referring was an order issued onc vear
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carlier, in 1643, making the government-approved stationers” company responsi-
ble for putting its official stamp on anything printed in England. The company
also had the right to scarch and scize publications which did not have its ap-
proval. Milton’s argument for a free press became the foundation for arguments
used by Thomas Jefferson in colonial times and even for contemporary lawyers
championing the rights of the First Amendment.

In 1694, the licensing of the press finally ended in England. The powers of
Parliament were beginning to conflict with those of the Crown and with rivaling
factions compcting for the same constituency, and none wanted its views muz-
zled. This freedom of expression increased the thirst for news, and cight ycars
later, in 1702, the Daily Courant became the first, although not continuous,
newspaper published in the English language. But between the edicts of the
1640s and the end of licensing, those most affected by both church and state
alrcady had ventured to a new world called America.

NEWSPAPERING IN EARLY AMERICA

If you had been among the first colonists in America, publishing a newspaper
would not have been one of your prioritics. There are a number of obvious
reasons why not, even though skilled printers were among the first people to
arrive from England. Basic needs of survival had to be met first: forests had to be
cleared, fields plowed, houses built, and crops harvested. Second, news of inter-
national events arrived regularly via ships from London. In addition, you would
have had little need for news about your own government, because that scarcely
existed. Fourth, the closely knit geographical location of the New England
communitics facilitated news dissemination through interpersonal communica-
tion. Town meetings thus became the colonists” primary means of communica-
tion. Based on today’s standards, early America was a closed socicty.

early colonial newspapers

The first attempt at a newspaper in the colonies was one started by the English
printer Benjamin Harris. 2 Harris had been banished from England for operating
the modemn cquivalent of an underground newspaper. Coming to Boston, he
published in 1690 an cdition of a newsletter entitled Publick Occurrences, Both
Forreign and Domestick (Figure 2-3). In the publication, he made the mistake of
taking a stance not favorable to the Indians in the area. The government of
Massachusctts, one of whose primary aims was to win the favor of the Indians,
did not appreciate Harris” ill-timed and undiplomatic remarks. As a result, Har-
ris’ publication was promptly confiscated, but the government gave him a subsidy
to continuc printing. He accepted. This may scem a rather cowardly act by
today’s journalistic standards, but the seriousness of Harris’ financial position
dictated a practical response, According to Groth's standards, Harris' publication
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Figure 2-3 Newspaper published by Benjamin Harris in 1690,

would not have been considered a true newspaper since it appeared only once
before its publisher returmed to England. The first publication to meet all of the
standards of a truc newspaper made its appearance fourteen years later.

In 1704, postmaster John Campbell joined with printer Bartholomew
Green to publish a newspaper called the Boston News-Letter. Campbell had
several advantages, including a postmaster’s free use of the mails. He also had
been appointed by the Crown and reported direetly to the governor of Mas-
sachusetts, and when he ran into financial trouble, a government subsidy was
waiting. The News-Letter reccived compcetition from the New England Courant
published by James Franklin, the older brother of Benjamin Franklin. The
Courant distinguished itself as being independent from the publishing enter-
prises approved by the Crown’s governors and carried forth numerous cditorial
crusades against both church and state. Samuel Keimer started the Pennsylvania
Gazette (Figure 2-4) which was later managed by Benjamin Franklin, William
Parks founded both the Maryland Gazette and the Virginia Gazette. The latter
proved especially important because of Virginia’s influence on American inde-
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Figure 2-4 The Pennsylvania Gazette.

pendence and because the paper was published in Williamsburg, the capital of
the Virginia colony.

the John Peter Zenger case

In 1733, there was a landmark case concerning freedom of the press. It involved
John Peter Zenger, an immigrant from Germany who had been a colleague of
William Bradford, a printer in the New York colony. Bradford’s newspaper, the
New York Weekly Journal, mostly expressed the government line. Upon Zenger's
assumption of ownership, the tonc of the paper, specifically that of the De-
cember 3, 1733 issue, became critical of the colonial government. Almost a year
latter, Zenger was arrested and in 1735 was brought to trial for seditious libel,
publishing falsc and defamatory statements against the government. The famous
Philadelphia lawyer Andrew Hamilton defended him in one of the classic cases
of American journalism. Hamilton argued that the jury had the right to deter-
mine (1) whether or not Zenger printed the paper, and (2) whether or not the
material was in fact libelous. Hamilton fully admitted that Zenger had published
the paper and the criticism of the governor. However, he also argued that the
material was truc and therefore could not be libelous. As the jury had the right to
determine whether or not the material was true, it therefore had the right to
determine whether or not Zenger had committed libel. The prosceutor in the
case took the position that, though the jury could determine whether Zenger had
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in fact published the paper, it remained the judge’s prerogative to determine
whether the material was indecd libelous. When Hamilton argued that the jury
had the right to both decisions, he won its favor; a not guilty verdict established,
at least in principle, the freedom to criticize public officials.

surviving the revolution

With the American Revolution, the press became noticeably more political.
Strife between the colonies and the Crown was bound to be aired in a press that
reflected the colonists” deep mistrust of the political control they had fled. The
Crown’s attempt to place controls on the press also was a natural reaction.
Newspapers, the stalwart of information during the Revolution, quenched the
people’s thirst for information during a time of crisis. Thus, despite all the
economic tribulations of war, 75 percent of the newspapers that commenced
production during the Revolution still were in existence at its conclusion. Those
that survived were healthier for the experience. The war had made them more
aware of their responsibility in a free society, and their content had become
much more than just a regurgitation of commerce and government news. The
press was on its way to becoming a true political force that would later join the
ranks of the executive, legislative, and judicial branches of government as
America’s fourth estate. Although not the most objective press by modern stan-
dards, these newspapers were nevertheless the training ground for several notable
persons who raised the prestige of the carly colonial printer to that of publisher
and editor.

the telegraph and instant news

During the nincteenth century, technology significantly aided the newspaper
industry. In 1844, Samuel Morse invented the telegraph, and news now could be
transmitted rapidly over long distances to major cities and rural communities.
No longer did important information have to wait for ship, pony express, or
stagecoach that sometimes took weeks and months to reach its destination
The era of the “bulletin” meant that news could be reported on the same day
(Figure 2-5) that it occurred. Consider your reaction if you had been used to
recciving news from distant places weeks and months after it happened, when
suddenly vou could be in touch with events the day they occurred. Certainly
vour awareness and desire for information would increase. The desire for “in-
stant” news often resulted in the common practice of newspapers’ preceding their
headlines by the word TELEGRAPHIC (Figure 2-6).

the Atlantic cable: a link with Europe

Along with an improved domestie relay system, another development, the Atlan-
tic Cable, provided the interational link for news coverage. Completed in 1866,
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Figure 2-5 The telegraph and news of war were powerful ingre-
dients to interest readers in the newspaper. In many communities,
the arrival of the newspaper was a major event. A painting by
Richard Caton Woodville graphically captured this excitement and
showed the reading of news about the Mexican War (1846-1848).

the Atlantic Cable prompted predictions that the Furopean mails would become
little more than waste paper. “The profound discussions of the old world press
will pass un-read.” stated the New York Times. Although plagued with periodic
breakdowns, the cable provided the first direct link between the United States
and Europe and helped disseminate news of international events both in the
United States and abroad. The American student of economics and politics
could open the New York Times and read news of British commerce and the
activities of Parliament. The student in England could check the latest edition of
the Times of London to leam the actions of Congress and the going price of
cotton. Clearly, the newspaper had become an international organ.

the penny press

Although the press was becoming well accepted, its appeal still was limited to
socicty’s elite. Written in dense prose and dealing with what often were complex
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political issues, the average American found little interest in these “statesmen”
newspapers. Al this began to change in the 1830s with the introduction of a new
style of journalism and a new style of newspaper. Small newspapers with a lighter
style, stressing not political issues but the crime, sex, and gossip of the day, sold
for one cent. The new publications ushered in the cra of the penny press which,
although the price has increased, still sces its brand of journalism alive in certain
contemporary tabloids,

The ecarliest penny press, the New York Sun, began in 1833 out of the
desperation of an all but bankrupt printer named Benjamin H. Day. Day quickly
left the impoverished ranks and, with news of immediate interest, achicved
almost overnight success. The Sun was quickly copicd by similar ventures,
including one in 1835 by another hard-pressed editor named James Gordon
Bennett. Bennett founded the New York Morning 1lerald which became emi-
nently successful, even though it experienced a 100 pereent price increase.
Philadelphia with its Public Ledger and Baltimore with its Sun also joined the
ranks of successful penny newspapers.

TELEGRAPHIC.
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What the penny press managed to do was increase newspaper circulation to
all-time highs, which meant that advertisers started paying attention to these
penny newspapers, even if the social elite found them abhorrent. The penny
press also was distributed on sidewalks, not through subscriptions. Bought
wholesale by vendors, they were peddled on the streets by hucksters. Along with
the cry of the newspaper vendor came bigger headlines, all designed to attract the
attention of the readers.

The penny press, in content, did not vanish from the scene. It convinced
many nineteenth-century publishers that the penny press’s style of reporting, and
its content based more on features and a variety of news rather than merely on
political and business news, could be a powerful and profitale voice.

THE MINORITY PRESS

The history of American newspapers is dotted with publications directed to
specialized audiences, specifically racial minorities. Today, we can find news-
papers published in many different languages appealing to the various ethnic
populations of the United States and Canada. Two early newspapers that stand
out in history belonged to the black and American Indian populations.

the black press

The first black newspaper is dated March 16, 1827. Freedom’s Journal (Figure
2-7) was edited by the Reverend Samuel Cornish and John Russwurm. The
newspaper began publication in the politically restrictive atmosphere of New York
City in the late 1820s. Slavery had been partially abolished by a new law that
was to take effect on July 4 1827, but it applied only to those over forty. White
slave owners were prohibited from transporting slaves outside New York state,
but that had not stopped the practice. The right to vote, which had belonged to
free blacks in both the North and the South, was beginning to be withdrawn by
new state laws, and there were no newspapers to plead the cause of the black peo-
ple. In fact, some of the newspapers were even making vile attacks on blacks. The
time was ripe for a newspaper directed to and published by blacks.

The first issue had a four-page, four-column format. The headlines, small
and brief, read “To Our Patrons,” “Common Schools in New York,” and “The
Effects of Slavery,” among others. The newspaper told its readers: “We wish to
plead our own cause. Too long have others spoken for us. Too long has the
publick been deceived by misrepresentations, in things which concern us dearly,
though in the estimation of some mere trifles.” Carrying news of foreign coun-
tries of special interest to blacks, the first issue had news of Haiti and Sierre
Leone as well as the “Memoirs of Captain Paul Cuffee,” who led a trading ship
staffed by free blacks. Freedom’s Journal went on to clash openly with other
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Figure 27 Freedom's Journal, published in 1827 in New York City.

newspapers of the day. Russwurm remained with the paper for only about a year.
When he left, Cornish continued the publication under another name, Rights

for All

the American Indian press

At about the same time Freedom’s Journal was championing its cause, another
minority, the American Indians, was the object of similar oppression. In Geor-
gia, the government was trying to move the Cherokees out of the South and into
the Midwest to free southern lands for farming. An Indian named Sequoyah
(Figure 2-8), a Cherokee, was laboring amid skepticism from the tribe to try to
develop a code of symbols that would permit the Indians to communicate as the
white people did, in written prose. He worked on this for almost twelve years.
Finally, in a special demonstration for the tribal elders, Sequoyah watched as his
sons demonstrated the new Cherokee alphabet of cighty-six symbols. Im-
mediately, the rather speedy transition to literacy began to take place, and special
arrangements were made to obtain a printing press capable of printing the new
alphabet. The first Indian newspaper, the Cherokee Phoenix (Figure 2-9), was
published on February 21, 1828 by a mixed-blood tribe member named Elias
Boudinot. White printers friendly to the Indian cause were hired to print the
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Figure 2-8 More than anyone in the Indian nation, “Sec-Quo-
Yah” was responsible for developing an alphabet (Cherokee Tribe)
and introducing the first newspaper, The Cherokee Phoenix (Figure
2-9), for Indians. (The Library of Congress)

newspaper. Written in both Cherokee and English, the first issue of the news-
paper had four pages.

Although the crusade to foree the Indians from their land continued, the
militia moved in approximately ten vears later and drove the Cherokees west-
ward. In what became known as the ‘Trial of Tears, the Indians gradually scttled
in Oklahoma territory. Accounts of what happened to both Scquovah and
Boudinot are conflicting. Sequovah fell out of favor with the tribe over his views
on the western emigration, History records that he cither erossed the border into
Mexico or was labeled a traitor by the tribe and had his cars cropped and his
forchead branded. Boudinot, whosce favor with the tribe was cqually perilous after
the move West, is reported to have suffered a brutal death at the hands of his
political tribal opponents.



WOMEN IN JOURNALISM

While the black and the Indian press were playing important journalistic roles
during the carly nineteenth century, women also were beginning to enter the
profession and make their mark. Both as reporters and publishers, women carried
not only the issues of the country but also those of their own cause to the readers.
In 1831, sixty-one year-old Anne Royall founded a publication entitled Paul
Pry. Another newspaper under Royall, called The Huntress, followed this exam-
ple and banncred the cause of equal rights for Indians and immigrants. By 1850,
the Washington press corps was beginning to accept women in its ranks. Jane
Grey Swisshelm paved the way by entering the Senate press gallery on April 17,

1850.

At about this time, Ida Minerva Tarbell (Figure 2-10) was bom in 1857 in
Erie County, Pennsylvania. Educated at Allegheny College in Pennsylvania,
she came from one of the old American oil families who made their fortunes
from the Pennsylvania oil ficlds. By the turn of the century, Tarbell was writing
for such major magazines as McClure’s, and she was tuming the oil industry’s
heads, and much of the journalism profession’s as well, with her investigative

reporting and her stories about big business.
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Figure 2-10 Ida Tarbell. early journalist and author who wrote
about the industrial life of Western Pennsyivania. (Allegheny Col-
lege Archives)

Anocther famous woman reporter of the late nincteenth century was
Elizabeth Cochrane Seaman. Under the pen name Nellic Bly (Figure 2-11). she
became famous for her escapades in the interest of her employer, The New York
World. Some of these cscapades included being admitted to a New York insane
asylum so that readers could have a firsthand report of the care of the mentally ill
and being arrested so that she could report how police treated women prisoners.
But the feat which gave Bly her greatest reputation was her around-the-world trip
that beat the time described in Jules Verne’s famous novel, Around the World in
Eighty Days. By cvery conceivable means of transportation, including ships and
hand carts, she made the trip in just over seventy-two days. Her career started at
the age of cighteen with the Pittsburgh Dispatch, and she died in 1922.

Ida Tarbell, Nellic Bly, Jane Grey Swisshelm, and Anne Rovall are just a
few of the many women who contributed to journalism. From colonial printers
to today’s newspaper exccutives in charge of some of the largest and most influen-
tial papers in the world, women have been and continue to be tremendously
important to the newspaper industry.

THE WAR BETWEEN THE STATES

The mood of the country was much different during the War Between the States
than it was during the Revolution. The country was fractured in the middle, not
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unified from the center. The War was a trying time for editors and readers alike.
The entire philsophy upon which the War was fought gave editors a variety of
choices. The foremost one was choosing between two presidents—Abraham
Lincoln and Jefferson Davis. In addition, within almost any readership could be
found opponents to any war effort, significant in number and vocal in presence.
Or, as in the border states, sympathy toward both sides could be equally strong.
Thus, while their newspapers carried local news of this local War being fought by
local troops, editors could choose among supporting two different armies, two
different presidents, and three different causes—the North, the South, and the
Union.

Many newspapers distinguished themselves for their war coverage. As wars
had in the past, the War created an almost insatiable thirst for news. Newspapers
such as the Cincinnati Gazette, the Richmond Engquirer, the New York Herald,
the New Orleans Picayune, the Memphis Appeal, the Savannah Republican,
and the Charleston Courrier, werc life lines of information to troops in the ficld,
families, and businesspeople. Papers such as Horace Greeley's Tribune carried
persuasive editorials. Correspondents such as Peter W. Alexander at Gettyshurg
and Antictam, B. S. Osbon at Fort Sumter, Whitclaw Reid at Shiloh, and
Lawrence A. Gobright at Lincoln’s death became historical by-lines. Newspapers

Figure 2-11 A world traveler and

« journalist, Nellic Bly achieved
fame for, among other things, her
around-the-world reporting as-
signment for The New York
World.
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also were life lines of information for the enemy, and a war correspondent’s
publicity of impending military campaigns tipped off more than onc officer. The
result was the nation’s first experience with government censorship of the press
during wartime. Unfortunately, the ability of the telegraph to speed news
thousands of miles in a day suddenly became a liability for the press. With
generals putting pressure on the government, some newspapers were temporarily
suspended. Although war news still continued to flow, the prepublicity of mili-
tary maneuvers came to a halt.

The War also changed the stvle of American journalism. The demands of
battleficld dispatches, the unrcliable transmission systems that could be cut off at
any moment, all bred a new breed of writer. The concise lead and the headline
formats became the standard, and that style continues today in both print and
broadcast news.

RECONSTRUCTION AND WESTWARD EXPANSION

With the War Between the States behind it, the United States moved toward a
new union, western expansion, and the industrial revolution. With all three
traveled the newspapers.

The West also spawned its share of great journalists and editorial writers.
Harvey W. Scott (Figure 2-12) of the Portland Oregonian was such an

Figure 2-12 Harvey Scott of the
Oregonian. (The Oregonian-
Oregon Journal)
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Figure 2-13 Joseph Pulitzer, from
a portrait by John Singer Sargent.
(Photo by D). Bulick)

cditorialist. The Oregonian had been founded in 1850, but it was not itil the
full cffect of the western movement was felt that Scott's editorials began to be
taken seriously cast of the Mississippi River. He saw the industrial revolution
from a viewpoint both touched by castem technology yet tempered by the great
expanses of the Northwest and its close proximity to the lumber industry. Perhaps
through Scott’s eves. unfilled with the crowded populations of the Fast and the
factories of New Fngland, came some of the most intelligent writing of the day.
Other carly newspapers famous in the West included the Sacramento Union
started in 1851, Salt Lake City's Desert News in 1850, and the Dallas News in
1885.

In the Midwest and South, newspapers made the transition from the Civil
War to an industrial cconomy. Many began their publishing ventures in the
fresh atmosphere of cconomic recovery. In Milwaukee, the Journal was founded
in 1882 with its famous publisher, Lucius W. Nieman. Under Nicman's guid-
ance, the newspaper became a respeeted voice, both nationally and internation-
ally. Nicman later helped advance journalism education by establishing the
Nicman Fellowships at Harvard University.

In St. Louis another publisher was making his mark, Joscph Pulitzer (Fig-
ure 2-13). He later had the Pulitzer Prizes in journalism named after him. Born
in Hungary in 1847, Pulitzer came to America and worked on some German-
language newspapers. After serving a term as a state officer in Missouri, he
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Figure 2-14 Henry W. Grady.
(The Atlanta Journal-The At-
¢ lanta Constitution)

managed to buy the St. Louis Dispatch at a bankruptcy auction. It became the
Post-Dispatch and, although filled with its share of sensationalized reporting in
its infancy, matured into a respected daily. Pulitzer broadened his journalism
basc in 1883 by buying the New York World.

In Kentucky, Henry Watterson of the Louisville Journal-Courier exerted a
major influence on Civil War reconstruction. A border state, Kentucky felt the
pressures of both the North and the South. Watterson, who became editor of the
Journal-Courier in 1868, called for a united nation and garnered respect from
both sides. Farther south, Henry W. Grady (Figure 2-14) in 1880 assumed the
managing editor’s position of the Atlanta Constitution. He increased the staff of
the newspaper and strengthened the cditorial page, bringing it up to a par with
the Louisville Journal-Courier.

YELLOW JOURNALISM

The penny press not only proved that “light” news sold at an inexpensive price
could be highly successful, it also laid the groundwork for an era of journalism
that was to arise some forty years later. The star participants were Joscph Pulitzer,
who published the New York World, and William Randolph Hearst (Figure
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2-15), who in 1887 became the editor of the San Francisco Examiner. Hearst’s
association with the newspaper business came from his father, who was more an
aspiring politician than a journalist and had originally acquired the Examiner for
political purposes. William Randolph Hearst ventured East to Harvard where he
gained fame more for his pranks than for his studies and was eventually expelled.
He did manage to acquire newspaper experience on Pulitzer's World, and when
he returned to San Francisco, took the lessons of sensationalism from the penny
press and applied them to big-city journalism. With bold, cye-gripping headlines
and various escapades to generate or report the news, Hearst's Examiner began to
climb in circulation. The result? It doubled—then tripled—both circulation and
profits.

But San Francisco was not the only place Hearst set out to tame. He had
studied the ways of his old boss Pulitzer and had watched the new technology and
somewhat sensational journalism already practiced by the Boston newspapers.
Now, his lessons, alrcady learned and proved workable in San Francisco, were
about to be brought to New York to do battle with Pulitzer. Hearst used Exam-
iner money to buy the faltering New York Morning Journal. He then “pur-
chased” most of the good newspaper talent in New York City. The result was a
steady climb in the Morning Journal’s circulation as Hearst splashed more and
more sensational headlines. Pulitzer himself could not even match the brazen

Hearst.

Figure 2-15 William Randolph Hearst.
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When Hearst hired away one of Pulitzer's top illustrators, Richard F. Out-
cault, it was the beginning of a battle that left an imprint on journalism that
remains today. Outcault had drawn a cartoon about life in New York's crowded
tenements that featured a child cartoon character. The extremely popular “kid”
appeared in a yellow dress and became known as “the Yellow Kid.” When Qut-
cault came to the Morning Journal, the kid came too, almost. She also stayed
behind to be drawn by George B. Luks of Pulitzer's newspaper. Appearing in the
promotional literature of both newspapers, the “circulation war” was in full
force, and a new title had been given to this era of sensational, competitive, and
in many ways irresponsible journalism—yellow journalism.

It remained as a way of selling newspapers well into the 1900s and still can
be scen today. National scandal sheets use the technique as common practice.
Characterized by large headlines and sensational reporting, yellow journalism is
credited by some with starting the Spanish-American War when it sen-
sationalized the sinking of the warship Maine in 1898. Hecarst and his empire
became the subject of a famous movie, Citizen Kane, and most responsible
journalists would rather the era of yellow journalism were banished to the ar-
chives.

NEWSPAPERS AND NEWSGATHERING: THE TWENTIETH CENTURY

The presence of professional organizations and the subsequent criticism of the
press that began to appear in other media, namely magazines, began to temper
the sensational “yellow” reporting. World War 1 arrived, and there was enough
action to report without emphasizing the crime-sex-sin syndrome that splashed
carlier front pages. World War [ also prompted, as wars always do, a new public
desire for news, and newspapers began to rely heavily on syndicated news ser-
vices. Today, such services as United Press International, Associated Press, and
Reuters are right hands to newspapers, which rely on them not only for national
and international news but also for high-speed data networks and photographs.

Typical of the wire services that have evolved through the twenticth cen-
tury is United Press International. UPI was born as the brain child of an aggres-
sive newspaper executive named John Vandercook of the E. W. Scripps (Figure
2-16) newspapers. Scripps had been operating news services for his own news-
papers when Vandercook convinced him of the wisdom of merging his news
services with the Publishers Press Association to form the United Press Associa-
tions. Vandercook died a year later, and the United Press operations came under
the directorship of Roy W. Howard (Figure 2-17). World War I brought the
United Press into its own with the establishment of foreign burcaus serving both
American and foreign newspapers. Roy Howard left United Press in 1920 and
became an executive in the Scripps newspapers. United Press continued its
expansion and pioncered such services as a broadcast news wire and the United
Press Audio Service in 1956. In 1958, the service merged with the International
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Figure 2-16

Roy Howord

Figure 2-17 (Courtesy: Scripps-
Howard and Jack Shannon)

News Service to become United Press International. It currently provides news
pictures, a television news service, a cable television news service, and is pioncer-
ing efforts in high-specd news transmission.

Roy Howard, mcanwhile, continued to move up the ranks of the Scripps
newspapers—newspapers that were in many ways indicative of the style of jour-
nalism that evolved from the industrial revolution. A large class of factory work-
ers had emerged from this revolution as a powerful but disorganized political
force in America. E. W. Scripps, like many other publishers of his time, exer-
cised a strong personal editorial influence on the American labor movement and
called for the organization of the working class. Scripps took newspapers, some of
them the outgrowth of the penny press, and began to direct their content to the
less educated working class. He personally and directly influenced editorials and
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viewed the newspapers as the true means of communication about the political
system. Scripp’s son, Robert Paine Scripps, continued the newspaper legacy
when his father died. When Robert died in 1938, one of the three key people to
take over the newspapers was Roy Howard. Howard remained influential in what
became the Scripps-Howard Newspapers, owned by the parent E. W. Scripps
Company.

The E. W. Scripps Company, like many other major publishing enter-
prises, has now diversified into additional communications media, including
broadcasting. But the personal style of journalism, evident when entrepreneurs
such as E. W. Scripps was in direct control of his newspapers, has been replaced
by corporate mergers and public ownership in which parent companies may look
more closely at profits than at editorial lines. Surviving as a remnant of that past
are some small-town dailics, which in certain parts of the country still exercise
that personal style of journalism so popular with big dailics of the past.

THE CHANGING INDUSTRY

As we look at the growth trends of the newspaper over the past twenty-five years,
we notice that circulation rose very slowly (Figure 2-18). The increase in circula-
tion between 1946 and 1977 did not keep up with the general population growth.
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Figure 2-18 Daily newspaper circulation. (American Newspaper
Publishers Association)
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Figure 2-19 Daily newspaper advertising volume. (American
Newspaper Publishers Association)

This did not, however, spell financial gloom, quite the contrary. Income of most
newspapers, through both advertising and sales, increased steadily. Newspapers
still claim the major share of the advertising dollar. Economic data show that the
growth of the newspaper industry has generally equalled and in several ways
exceeded the growth of the economy (Figure 2-19). Expenditures for advertising
for instance, have more than kept pace with the gross national product, and
employment in the industry has expanded at a more rapid rate than have com-
posite United States employment indicators. The success of the industry is due in
large part to its adaptability to the new technology developed over the last fifty
years. Supplementary features of the modern newspaper have also widened its
appeal; such things as special features and syndicated colums grasp our attention
just as much as news does. The evening sports page, “Dear Abby,” “Ann Land-
ers,” and “Peanuts” all are lures for us to spend more time reading a daily
newspaper. To boost circulation, many newspapers are appealing to more
specialized audiences. Sectionals are becoming popular, and regional editions
for suburban communities are adding to newspaper appeal (Figure 2-20). Inter-
national editions also reach specialized audiences. For example, the Wall Street
Journal publishes an Asian edition specializing in the economic news of Asia

(Figure 2-21).

economic indicators

Along with the positive indicators have come signs of caution for newspaper
publishers. A research study by the Burcau of Business Research and Service at
the University of Wisconsin highlighted these concerns.? First, as consumers we
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Figure 2-20 Sectionals are adding to the variety of ncwspaper content, helping many
dailics to boost circulation and permitting advertisers to reach specialized audiences.
(Courtcsy, The Baltimore Sunpapers)

are finding it increasingly difficult to read more than one newspaper per day. We
even are finding it difficult to read one newspaper per day. Newspapers are
becoming larger; a major city edition may include sixty pages instead of the ten or
twenty that comprised the major city editions at the tum of the century. Second,
other media vie for our attention. We have at our disposal a wealth of magazines;
we listen to the radio; we watch television; we receive direct-mail literature; and
we go to the movics. Third, the shorter work week of many businesses and the
new technology gives us more free time, longer vacations, and higher income to
spend on recreational activities. Again, these activities take away from time spent
reading. Fourth, dcterioration of the central city means that we are not as apt to
go downtown after dark and purchase an evening edition from the comer news-
stand. The convenience of listening to the radio on the drive to work is another
factor to be considered. Fifth, wire scrvices carrying news and information from
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around the world are available at moderate fees to even the smallest newspapers,
and thesc papers are taking advantage of this. Thus, their ability to carry national
and international news cuts into the circulation of the major metropolitan
dailics. Sixth, raw paper costs and labor costs are steadily increasing. Let’s
examine paper costs in more detail.

newsprint: cost and supply

Newsprint, the paper upon which newspapers are printed, has reached record
consumption (Figure 2-22). A research study by the Burcau of Business Research
and Service at the University of Wisconsin estimates newsprint consumption for
1980 will peak at 13 million tons, an increase of about six million from 1959.4
But increase is only part of the story—cost of newsprint also has jumped because
supply has not kept up with demand. There are many reasons for this economic
disparity. Onc is the profit margins of paper manufacturers and suppliers. In the
past, these merchants have proposed various cost-per-ton price increases. The
newspaper industry justifiably complained loudly and effectively postponed rate
increases for some time. Gradually, however, economic factors in the paper
manufacturing and supply segments of the industry became depressed. With
reduced profits, the manufacturers and suppliers could not expand and increase
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Figure 2-21 (Dow Jones & Company, Inc.)
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Figure 2-22 Newsprint consumption. {(American Newspaper Pub-
lishers Association)

production. Finally, about 1971, everything came to a head. The gap between
supply and demand began to close. The manufacturers and suppliers increased
prices. The encrgy crisis arrived, and labor disputes developed which affected
everyone from lumberjacks to shippers. Supplies dwindled. Costs soared.

As Canadian supplies began to dwindle, the United States’s suppliers had to
make up the difference.® The north central states, with newsprint production up
1,151 percent, carried most of the burden. To cut shipping weight and to make
the same tonnage produce more paper, the industry is experimenting with new
ways to retain paper strength while making it lighter. Breakage, however, is a big
problem. The lighter stock cannot withstand the stress of high-speed presses.
Moreover, very thin newsprint causes a “see through” effect which makes the
finished newspaper difficult to read.

To cut costs, some newspapers are cutting the size of their pages. One of
the most drastic reductions was that of the Christian Science Monitor, which
switched to a tabloid format half the size of past editions. Monitor subscription
prices also rose. Other newspapers cut pages and cancelled features. Even a
reduction in margins can save thousands of dollars, depending on the size of the
newspaper.

living with labor and new technology

New techniques in printing mean new equipment, new expenses, and new
personnel to learn the trade. If labor unions are affected, technology can be
forced to creep at a snail’s pace when the unions try to protect jobs. The threat of
strikes is common when skilled workers are fired because technology has made
their jobs obsolete. When such strikes do occur, the result has been serious
damage to the newspaper. Strikers have been accused of smashing presses to stop



Newspapers 45

a newspaper from being printed by scab (nonunion) employees. This action may
have several consequences: the newspaper may either shut down, print the edi-
tions elsewhere, bow to union demands, or a combination of all three. Personnel
costs for the average newspaper now run between 50 and 60 percent of the total
operating expenses. When labor costs approach the latter figure, cuts in other
arcas generally need to be made. For at this point, profit margins shrink, and the
expense of new technology can become prohibitive.

newspaper advertising

Before the impact of television, the fall of every year was a boom time for
newspapers. It was new car time, and to announce their new models, the major
auto manufacturers would purchase advertising in newspapers of every size. For
the smaller newspaper, it was big and important money. Yet in the last ten years,
the small newspapers have seen the auto makers’ money vanish. Such has been
the way of most national advertisers’ media buying habits. They have concen-
trated their purchases on the larger metropolitan dailies and television, while
withdrawing their national advertising from smaller newspapers. Newspaper ad-
vertising in gencral, however, is increasing, and newspapers still outdistance
radio and television in their share of the advertising dollar (Figure 2-23). Esti-
mated expenditures for 1980 are $9.8 billion. The major share of that figure is
attributed to local newspaper advertising, an increase of more than 100 percent
in both categorics. National advertising expenditures have not enjoyed similar
gains. While 1980 estimates are for $1.5 billion, that is an increase of only
slightly more than $.5 billion dollars from 1960 expenditures. Comparably,
national advertising on television has soared.

Despite the increase in advertising expenditures, some forecasters offer
only cautious optimism about the future of the newspaper industry.® Not that an
immediate danger of depression looms, but the industry must realize that it is

DAILY
NEWSPAPERS
29.0%

MAGAZINES
5.9%

TELEVISION
20.2%

RADIO
6.8%

OTHER
38.1%

Figure 2-23 Newspaper’s share of the advertising dollar, compared
to other media. (McCann Erickson, Inc. and American Newspaper
Publishers Association)
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living in an cra of rapidly changing social and economic conditions. In chapter 1
we studied the theoretical development posited by Maisel that would link our
existence in a postindustrial society with an increase in specialized media. With
the advent of new technology and changing life styles, will we change the way we
“consume” today’s typical newspaper? Will our life style changes also evolve
more rapidly than the newspaper industry can compensate for them? The ability
of a newspaper to survive thus will depend on freeing itself from tradition, facing
the reality of competing media, and understanding the changes that might have
to be made.

THE ELECTRONIC NEWSROOM

If you had been a large city newspaper publisher in the early 1900s, you would
most likely have set your news copy by the linotype or “hot type” method. With
linotype, the linotype operator works at a typewriterlike keyboard. There is a
series of steps, some performed by the operator and some performed automati-
cally by the machine. The end product of the process is a line of type that has
been cast in molten metal (thus the name “hot type”). These lines of type, or
“slugs,” are assembled into pages, and finally a special curved metal plate is inade
for rotary presses. In a small newspaper, printing is done from the original type in
a flatbed press.

from hot to cold type

Linotype machines did not climinate any of the processes in typesetting, but they
did mechanize and accelerate typesctting. Because of increased speed and effi-
ciency in typesetting the news, publishers could produce larger newspapers and
produce them faster than when type was set by hand. With the exception of the
steam-powered printing presses, linotype machines did more than any other
invention to launch the newspaper industry forward into the twentieth century.

The invention of lithographic printing, commonly called “offset,” to aug-
ment letterpress printing, increased printing efficiency in the 1950s. Offset differs
from letterpress printing in the following ways: (1) a photographic image of the
finished page is used to produce a (2) smooth surface plate from which to print
the newspaper; the image is not transferred to the paper by raised typefaces.

The advantages of offsct printing for the newspaper publisher over letter-
press are lower cost of offsct plates and better quality of printing, especially
illustrations, that can be obtained.

The 1970s brought another change to the typesetting process—the com-
puter. Computer-set type is also called “cold type.” The operator types the copy
on the computer’s electronic keyboard. The computer sets the type electroni-
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cally, using a memory system to position every letter in place. Each line and
margin is sct according to the input commands in the computer. The output is
strips of special paper with columns of type just as they will appear in the
newspaper. These strips are then pasted up in columns on a “mechanical” for
cach page. Headlines can be added by hand or programmed in the computer,
and illustrations are put in by hand. The entire page is then photographed and
ready for the next step, the production of the offset printing plate.

goodbye to typewriters?

Electronic keyboards and visual display terminals (VDTs) that look like television
screens have been interfaced with the computer and are actually replacing type-
writers in the newsroom (Figure 2-24). Reporters now type their copy on electronic
keyboards and watch the letters appear before them on the VDTs. They can
automatically “store” their story in the computer for later perusal by an editor. The
headline writer than uses the computer to call up the story and prepares a headline
for it. With yetanother push of a button, the completed story is electronically set in
type, photographed on the photosensitive printing plate, and rolls off the press
minutes later. Although the newspaper looks much the same as the one composed
by linotype, the actual process is radically different—it has become a product of
the electronic revolution.

Most major newspapers have made the change to cold type and are adding
computer technology to their newsroom. Publishers can justify the change by

Figure 2-24 Visual display ter-
minals  (VDTs), also called
cathode ray tubes (CRTs), are re-
placing the typewriter and be-
coming commonplace in major
newspapers and  other  media.
(Courtesy, Dow Jones & Com-
pany, Inc.)
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reduced labor and materials costs. Labor unions, however, are slowing the transi-
tion in many areas as they try to protect the jobs of workers who operate the older
machines. Bound by union contracts, publishers cannot fire a linotype operator
the way they fired the typesetter at the turn of the century—at least without
inciting a strike. As these employees retire or can be retrained, more newspapers
will undoubtedly switch to electronic printing.

For the journalist, computer technology brings two advantages. First, more
money can be devoted to the actual process of gathering and reporting the news,
since fewer people are needed to actually produce the paper. This does not mean
that converting to computer technology will necessarily mean an increase in the
reporting staff. However, there are some cost savings that can usually be realized.
Second, computers speed up the process of placing a news story into print. If
there is a 10:30 A.M. deadline in order for news to roll off the press and hit the
street by 5:00 P.M., reporters will obviously be unable to get a late breaking story
into print. With the arrival of radio and television, media that can air news
as it is happening, this time factor has become cven more crucial. Now,
along with having the edge over radio and television in the amount of coverage
that it can give to an event, the newspaper has more time to report complete and
accurate stories to its rcaders.

Figure 2-25 Laser and satellite technology are permitting news-
papers to reach regional audiences simultaneously with current
information and specialized reporting features. (Courtesy, Western
Union)



computer technology in advertising and distribution

Computer technology also has become a part of other phases of newspaper
publishing, such as advertising and distribution. If you are a business executive
and want to place an advertisement in the evening edition of your local paper but
want to reach only one part of the city, a computer-based distribution system will
put your ad in newspapers going exclusively to that section of the city, and you
will be charged for the appropriate circulation. Even satellites and microwave
transmission systems are part of the production of large newspapers. A facsimile
of a major metropolitan daily can be sent via satellite to another country and be
incorporated into one of its newspapers. It is now possible for newspapers with
regional editions, such as the Wall Street Journal, to use computers and satcllite
technology to transmit entire pages from one city to another, clectronically, in a
matter of minutes (Figure 2-25).

Electronic distribution systems give newspapers a flexibility never before
possible. Little more than a century after a crude method of dots and dashes was
utilized to send individual letters across a telegraph wire, satellites now link news
burcaus all over the nation and can almost instantaneously transmit news stories
to any of these burcaus. Computers can automatically set the stories into type
and start the presses rolling. The development of cable television systems can be
expected to open up new frontiers for newspaper distribution.

teletext

Future newspaper subscribers may be able to “tune in” the evening edition of the
local paper on television instead of having it delivered. Using special on-air coders
and decoders, a television transmission system called teletext is in use in many parts
of the world and in experimental use in Salt Lake City, Utah. Supplementary
information ranging from movie schedules to supermarket prices are available.
In actual use, a subscriber would simply select from an index list the “electronic
page” to be placed on the television screen (Figure 2-26). By the twenty-first
century, the cra of the paper carrier may be a thing of the past.

EXPANDING ENTERPRISES

Independent newspapers are finding themscelves the target of acquisitions by large
newspaper corporations who are expanding their influence and ownership.

newspaper chains

Major companies such as the New York Times Company, the Times Mirror
Company, Scripps-Howard, and Gannett are just some of the companies who
own much more than either a single newspaper or, indeed, just newspapers
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Figure 2-26 The experimental telctext system first introduced in
the United States by Bonneville International of Salt Lake City
could be a prototype of the electronic newspaper of tomorrow. The
hame subscriber can select from an index of different “pages,” and
then, by punching the correct cede, can “call up” the full page of
information. (Courtesy, Bill Loveless, Bonneville International and
KSL-TV)

(Figure 2-27). For example, the Times Mirror Company owns the Los Angeles
Times, Long Island’s Newsday, the Dallas Times Herald, and the Daily Pilot in
Orange County, California, among others. Gannelt owns over seventy ncws-
papers throughout the United States. It has even purchascd entire chains of
newspapers. In fact, 60 percent of the daily newspapers in the United States are
owned by newspaper chains.

Part of the reason for the increase in chains is the necessity to invest
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NEWSPAPER GROUP
CIRCULATION TOTALS

Weekday Sunday

1. Knight-Ridder 3,699,896 4,312,702
2. Gannett 3,322,476 1,930,774
3. Tribune (Chicago) 3,208,128 4,267,839
4. Newhouse 3,190,341 3,546,844
5. Dow Jones 1,907,523 257,120
6. Scripps-Howard 1,873,930 1,544,581
7. Times Mirror 1,790,820 2,132,119
8. Hearst 1,407,933 2,176,849
9. Cox 1,212,743 1,224,676
10. Thomson (USA) 1,064,786 523,262
Total 22,678,576 21,916,766

Figure 2-27 Newspaper group circulation totals for the top ten
group chains. (Source: Editor and Publisher)

operating profits from cxisting papers which may average as high as 25 percent to
30 percent. One of the most publicized acquisitions was when Australian busi-
nessman Rupert Murdock took over a myriad of New York publishing interests,
including the New York Post, New York Magazine, the Village Voice, (Figure
2-28), and New West Magazine. Murdock’s previous publishing record of bor-
derline sensationalism worried some American journalists that too many media
and their accompanying influence were in his hands.

diversified holdings

Many modern newspapers, much like other corporate conglomerates, have di-
versified into areas surprisingly different from publication of the local edition.
The Peoria Journal Star of Peoria, Illinois, for example, has a rapidly developing
broadcasting chain and publishes such magazines as Shooting Times. Dow Jones
and Company, Inc. gives the reading public the Wall Street Journal and Barron’s
National Business Financial Weekly. In addition to publishing, its specialized ser-
vices include the Dow Jones-Bunker Ramo News Retrieval Service, Inc., a jointly
operated computerized news retrieval service available to stock brokerage firms,
banks, and other businesses. The AP-Dow Jones Economic Report in conjunction
with the Associated Press operates an international wire service. Operating twenty-
four hours a day, six days a weck, news is gathered by AP and Dow Jones and sent
out around the world through AP facilities. Also part of the Dow Jones enterprises
is the Ottaway Newspapers, Inc., a wholly owned subsidiary, and Dow Jones Books
vet another enterprise.

»

pros and cons of the media conglomerate

There are arguments both for and against the wisdom of such major holdings
under one roof. Some argue that this arrangement seriously hampers the public’s
ability to gain access to the media. This is cspecially true when the media
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Figure 2-28 Under publisher Rupert Murdoch, The Village Voice
acquired a new layout style. (Reprinted by permission of The Vil-
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holdings are in the same community, Concerned over this issue, the FCC has
moved in to break up combinations of newspapers, television, and radio outlets
when all are owned by the same party and serve the same people. Place yourself
in the position of a politician running for office, who discovers that a certain
journalist works for more than one medium. Perhaps the journalist writes a
political column for the newspaper and also anchors a major radio newscast. You
might fecl that crossing this reporter could seriously jeopardize your campaign’s
publicity efforts either in the newspaper or on the radio station, and unfavorable
publicity in one medium would surely be reflected in the other. Another argu-
ment against multiple holdings is the lack of incentive to improve facilities. If a
newspaper-owned radio station is mercly a hobby for the newspaper manage-
ment, then even if the station is neglecting its community’s needs, its personnel
are underpaid, and its morale is low, the newspaper may be tempted to retain the
status quo.

What the increase in newspaper chain acquisitions means to the public is
still open to question. Certainly serious dangers can result. The tip-off comes
when the ownership of the chain decides to use the newspapers as a unified
editorial voice. A hecad office directing all newspapers in the chain to carry a
certain editorial or to take a specific editorial line is all that is necessary to put the
Justice Department on the alert for antitrust violations, to say nothing of the
serious implications of monopolistic control of information.

Despite these drawbacks of monopolistic ownership, other examples reveal
that rival media under the same owner can be as fiercely competitive as two
football tcams. When the same boss oversees both and can readily make a
comparison, the incentive for excellence can far outweigh any concern over the
identity of the owner. Similarly, when a broadcast division, a magazine division,
and a newspaper division have an equal voice and vote in a board of directors
meeting, and when cach, in the presence of the others, must be accountable for
its own operating procedures and profits, cach will put forth maximal efforts.

The newspaper industry has remained prosperous, in some instances be-
cause of these diversified investments. Morecover, there is no indication that the
public’s desire for news is waning. For as both government and international
polities become more complex and as new communication technology puts cach
individual in touch with people all around the world, newspapers and their allied
services will continue to be a vital and prosperous part of the world cconomy.

Newspapers arc an important social and economic force in society. An outgrowth
of the “posted bulletins” of carly Italy, newspapers evolved from single sheets of
paper locally distributed to multipage products with international distribution. In
Germany, the first newspapers appeared in the carly seventeenth century; in
England the single-sheet corantos were being published by 1621. These were
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among the first newspapers to fit Otto Groth’s standards for a true newspaper,
which included being published periodically, mechanically reproduced, accessi-
ble, timely, and having varied content with continuity of organization.

American colonial newspapers contained mostly commercial news and
were published by licensed printers who received government subsidics. Yet that
content was changing. John Peter Zenger was tried for seditious libel after criticiz-
ing the governor’s stand toward the Indians. Found not guilty, the Zenger case
was indicative of the changing face of journalism which eventually culminated
in a frec press.

The minority press in America developed in the nineteenth century with
such newspapers as Freedom’s Journal published by blacks and the Cherokee
Phoenix published by American Indians in the Southeast. Women journalists
also madc their mark on early newspapers, with such names as Nellie Bly and Ida
Tarbell becoming legends in their own right. It also was the cra of the “penny
press,” of inexpensive newspapers with sensational news stories. Big city dailies
that adopted the style of the penny press introduced “vellow journalism.”

By the twenticth century, newspapering was gaining credibility with the
founding of professional associations. The first half of the twentieth century also
saw a decline in the individual influence of the early publishing entreprencurs,
a gradual change to newspapers owned by large corporations with public stock-
holders, and newspapers as expanding enterprises. News gathering also changed
with the growth of press associations such as United Press International.

Current economic indicators have seen a continuation of newspaper profits
but only a gradual climb in circulation. To help the latter, newspapers are
attempting to rcach specialized audiences with suburban editions and increased
use of sectionals. In addition, today’s newsroom is equipped with video display
terminals and computers instead of typewriters and filing cabinets.
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The last quarter of the nineteenth century fostered the climate for the birth of
what we today view as the modern magazine. The United States had survived the
War Between the States, and its economy had made a new fiscal start that sig-
naled the industrial revolution. Fconomic and geographical expansion brought
with it a sharpened social awareness. Fields could be plowed beyond the Alle-
ghenies, and people knew that they were part of the excitement that caught up
thousands in the trek to reach the new western frontier. The new generation’s
background consisted of more than Main Street, U.S.A., for they were familiar
with the great railroads which spanned the continent, the telegraph which
brought messages from afar, and the newspaper which was published by rotary
press with far greater speed and efficiency than its predecessors did in the earlier
part of the century.

FINDING AN AUDIENCE y

As the nation prospered, a growing audience began to yearn for entertainment,
entertainment that took the form of magazines. Entrepreneurs immediately
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realized that if they could provide light, diversionary reading at nominal prices,
they could capture this mass audience. And they did. The magazine publishing
boom began. Between 1865 and 1885, the number of periodicals jumped from
700 to 3,300.!

As competition developed, so did trends in pricing and content. The name
of the game was circulation. Circulation lured advertisers who could pay to reach
a mass audience. The price was high enough to allow a decrease in subscription
prices, making magazines still more attractive to the public. Distribution also
became more efficient, as the rails spread their network into hitherto inaccessible
rural areas. Many magazines specifically sought a mass audience, just the oppo-
site of what happened fifty years later.

PROSPERITY AND TRANSITION

America’s phenomenal industrial growth during the early twentieth century also
helped spur the magazine publishing industry. The era saw major strides in
corporate expansion and the ability to produce mass goods for the consumer.
With that ability came the need to make the consumer aware of these goods and
of the various brand names of the products on grocery shelves, in new car
showrooms, on clothes racks, and in furniture stores. Magazines filled the bill,
and advertisements filled magazines. Although there were ups and downs, many
of the publications achieved wide national acclaim. Aniong them were Life,
Look and The Saturday Evening Post. The classic issue of prosperity was the
Saturday Evening Post of December 7, 1929. “Weighing nearly two pounds, the
272-page magazine kept the average reader occupied for twenty hours and twenty
minutes. From the 214 national advertisers appearing in it, the Curtis publishing
company took in revenues estimated at $1,512,000.”2

For the mass circulation magazine, the glory of that era did not survive.
Television already loomed on the horizon. It signaled the growth of specialized
magazines and the decline of mass circulation publications. The exact time of
this turning point is debatable. The mass national magazines survived the golden
era of radio and at first scemed to hold their own with television. Advertising
revenues for Life increased in the early 1960s. “A single issue of Life in October,
1960 carried $5,000,000 worth; another in November, 1961 had revenues of
$5,202,000.3 But the figures were deceiving. A period followed in which many
industry spokespersons argued that television was making gains on the magazine
publishers; magazine publishers countered that more than ever was being spent
on advertising—magazines were not only holding their own, but gaining. To
some extent, both arguments were correct. Magazines in general were still
experiencing a period of growth, but television was bound to make an impact. It
finally dealt a fatal blow to the mass circulation magazines. Skyrocketing postal
rates also contributed to their demise.



DECLINE OF MASS CIRCULATION MAGAZINES

Inability to dircct themselves to a specialized audience was another reason for the
demise of such well-known magazines as Look and Life. These were magazines
in the true sense of the word “mass,” having something within their pages that
was of interest to everyone. With the advent of television, however, advertisers
could reach the same mass audience as Look and Life did, but more cheaply and
more cfficiently. Besides cutting into the major advertising revenues of the mass
magazines, television also surpassed them in distributing visual messages on a
mass scale. The new medium also could offer both motion and sound accom-
paniment. With increased operating costs, mass circulation magazines folded.
The Saturday Evening Post shared the fate of the other mass circulation
magazines.

REINTRODUCING FAMILIAR PUBLICATIONS

After reading the last paragraph, you may stop and say, “Wait a minute. | just
saw The Saturday Evening Post on the newsstand.” You are right. In the past few
years you probably have spotted some of these magazines, such as Life, Look,
and Country Gentleman. Fach represents an unusual trend in publishing that
applies to a select few of some of the biggest titles to grace magazine history. But
do not be deceived into thinking those editions are reaching the same mass
audicnce they did thirty years ago. They are not. What publishers have done is to
purchase the names of the major publications and then reintroduce them into
the marketplace, but to a much more specialized audience than they were
reaching before they folded. The new publishers are able to capitalize on the
name familiarity of the former publications, yet do not have to compete with
television for the mass audience. What has been created instead are specialty
magazines with familiar titles.

For example, after The Saturday Evening Post folded, it was purchased by
the Ser Vaas family of Indianapolis. The new Curtis Publishing Company, oper-
ating out of a different city and with a different staff, introduced a new edition of
The Saturday Evening Post, with quality articles and top illustrators (Figure 3-1).
Instead of trying to reach the mass audience of the former publication, the new
Post is dirccted at a more conservative clement of American life and contains
many of the same sort of illustrations that its predecessor had. Its secret is that it
has been able to control its circulation and distribution systems. Had the old Post
been able to accomplish this same feat carly enough, it might never have disap-
peared from the scene (Figure 3-2). But most of the circulation magazines
persisted too long in trying to reach a mass audience so that they were unable to
make the drastic shift to a specialized audience in time to avoid insolvency.

The Saturday Evening Post was not the only magazine revived by the
Curtis Publishing Company. A very shrewd gamble paid off when the company
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Figure 3-1 Lucian Lupinski, art-
ist in residence at the Saturday
Evening Post. Creative illus-
trations are an important part of
contemporary magazine publish-
ing. Lupinski says, “An illustrator
must be versatile in several styles,
and be able to adapt to a
style. . .."" He also points out that
understanding a story you're illus-
trating is important. Learn what
visual images come from the
script; then convey these onto
canvas,

reintroduced Country Gentleman magazine (Figure 3-3). Initial circulation had
reached more than 100,000 before the new magazine ever left the printer. That
continued to swell to more than 300,000 as Country Gentleman cffectively
reached the “gentleman farmer” of the 1970s and 1980s. That “farmer” may own
only a half acre and buy a small riding lawn mower instcad of the full-size tractor
the reader of Country Gentleman (Figure 3-3) vears ago would have purchased.
Such products as building supplies for home repair and remodeling, lawn sced,
and other suburban home owner products found the Country Gentleman the
ideal medium to reach this specialized audience.

In 1978, Time-Life brought back Life Magazine. Based on the experience
of other popular publications such as People, the new Life was designed for the
more contemporary life style and the affluent reader than its mass-circulation
predecessor was. Advancements in printing and photojournalism also permitted
the new Life to be an even more “picture oriented™ publication than the old Life
was. Look also was revived and even adopted regional covers to attract readers.

Still famous magazine titles like Collier's remain to be reintroduced. But
the potential is there, so do not be surprised if you happen to spot them at the
newsstand someday.
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Figure 3-3 Country Gentleman is typical of the magazines which have been reintroduced
successfully. Catering to the suburban homeowner, the new Country Gentleman
capitalized on the solid reputation of its predecessor and provides articles of interest to
people who own much less acreage than the farmers who comprised the readership of past
decades. (Reprinted from Country Gentleman. © 1925 The Curtis Publishing Company.
Reprinted with permission from The Country Gentleman Company, © 1978)

MODERN MAGAZINE PUBLISHING: THE SPECIALIZED AUDIENCE

Not all publications were destined for the fate of the old mass circulation periodi-
cals. Many made the necessary changes to reach the highly specialized audiences
that modern magazine publishing demands. For example, Business Week offers
advertisers a select group of management level readers by regularly refusing to
take subseriptions from nonmanagement level readers. Even living in a certain
section of the country may determine if you qualify for a specialized magazine
subscription. Sunset (Figure 3-4) magazine, called “the magazine of Western
living,” is dirccted to readers in the Pacific coast states and Nevada, Arizona,
Idaho, and Utah. If vou want to subscribe to the publication but do not live in
the West, vou have to pay more. As a result, advertisers know that by purchasing
an ad in Sunset, they can concentrate on this western audience and will not be
paying for circulation to other parts of the country that might not be as interested
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FEBRUARY 1929

Figure 3-4 Reaching a specialized geographical audience, Sunset, called the “magazine
of Western living,” features articles of the Western United States with a concentration on
vacation spots, festivals, recipes. home construction, and home decorating. By keeping its
circulation tightly controlled, Sunset survived the rough transition period that many
magazines faced with the advent of television.

in their advertising. The same is true for Southern Living magazine for the
southern audience.

special editions

Many magazines publish numerous special editions to reach those specialized
audiences. What may appear to be one nationally distributed magazine is actu-
ally several specialized publications under the same cover. For example, Time
magazine publishes both demographic and regional cditions. An advertiser want-
ing to reach college students can advertise in the Time which is distributed
primarily to college students, or Time offers its Time Z and Time A+ editions
(Figure 3-5). Time Z stands for “zip codes.” Time Z is directed to subscribers in
1,414 of the United States’s most affluent zip code areas within meiropolitan
markets. The average family income in these zip code areas is $37,200. Thus if
you were an advertiser with a product appealing to high-income buyers, the
Time Z edition might be a good place to put your advertisement. An even more
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elite audience can be reached through the Time A+ edition. The A+ edition is
directed at business and professional people, 600,000 of them. The average
houschold income of Time A+ subscribers is $54,000: 93 percent of the sub-
scribers have been to college. Again, Time A+ is providing advertisers with a
very affluent audience.

Another example of specialized cditions is Sports Hlustrated. Not only
docs the magazine publish four regional editions—East, West, South, and
Midwest—but it also publishes a “homcowners edition,” limited to 640,000
subscribers in zip-code arcas that show the highest concentration of home own-
ers. In addition, it offers special “inscrt editions” to advertisers, with such special

TIME Z.
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Figure 3-S5 Time's Zipcode reach. (Courtesy Time Magazine)
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inscrt fcatures as the U.S. Tennis ()'i)cn and the Grand Slam of Golf. A manu-
facturer of tennis rackets, for instance, might find the U.S. Tennis Open insert
cdition an excellent place to advertise,

regional editions

We mentioned the regional editions of Sports Illustrated. Other publications are
realizing the advertising appeal of regional editions. Playboy has eastern, central,
western, southeastern, southwestern, New York mectropolitan, Chicago met-
ropolitan, Los Angeles metropolitan, San Francisco metropolitan, and urban
market cditions. The centerfold is not any different in the New York metropoli-
tan cdition than in the Los Angcles metropolitan edition. But an advertiser
wanting to reach only the New York audience can do so by buying advertising
space in just the New York metropolitan cdition.

international editions

Playboy, along with its regional editions in the United States, also is among those
magazines that publish international editions. Along with its overseas military
cdition, Playboy publishes foreign cditions for France, Italy, Germany, Japan,
Mexico, and Brazil. But this time, different centerfolds do appear in certain
foreign editions. Some countries prohibit the bold displays used in the United
States. The magazine also has different titles, being called Caballero in Mexico
and Homen in Brazil.

Another magazine boasting international editions is the Reader’s Digest. It
not only publishes editions in English but also in French, Dutch, German,
Spanish, Italian, Portugucse, Danish, Finnish, Norwegian, Swedish, Chinese,
and Japanese. In all, this magazine of good reading publishes thirty-five different
cditions in thirteen different languages, reaching sixty million readers outside the
United States.

Two other familiar publications with international editions are Cosmopoli-
tan and Good Housekeeping. Both have Spanish language cditions. Cosmopoli-
tan’s Spanish edition looks much like the English-language edition. The front
cover is identical but a closer look reveals the Spanish-language subtitles (Figure
3-6). For Good Housekeeping, the title is Buenhogar. American advertisers who
want to reach the Spanish audience and Spanish advertisers find the maga-
zines an ideal medium to reach the Spanish-speaking audience both in the
United States and Mexico (Figure 3-7). The magazine is independently edited. It
stresses family life, children, and self-improvement and is sold in 22 countries.

new target audiences: new publications

The magazine industry is much more than a series of specialized editions. New
publications are cropping up which are devoted entircly to very select audiences.
Perhaps nowhere is this trend more evident than in magazines directed
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toward today’s changing woman, following her every mood from sports to profes-
sions. One of the first of these publications was Ms magazine. In chapter 1, we
saw the front cover of City Woman, published for professional women living and
working in the city. Still another specialized publication, this one appealing to a
state identity, is Texas Woman (Figure 3-8). Others include Professional Women
and New Woman. To give you an example, a look at demographic characteris-
tics of New Woman reveals that 84.7 percent of its readers are working women.
Essence appeals to an cven more sclect audience, professional black women.
Business exccutives have always been a prime target audience for
magazines. These individuals usually make major buying decisions and have
higher than average incomes. Reaching this audience is the first aim of another
specialized magazine, Chicago Business (Figure 3-9). Published by Crain Com-
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Figure 3-7 Buenhogar, the Spanish Good Housekeeping

munications, Inc., Chicago Business is an exccllent example of a magazine
appealing not only to the specialized audience of business people but also refin-
ing that even further to reach business people in Chicago. Geared to more
general audiences are the many city magazines that have appeared in recent years
(Figure 3-10).

We discussed Time's ability to reach college students through a specialized
edition, but one of the more novel examples of reaching college students is
published by University Communications, Inc. The company publishes the
Directory of Classes for sclected colleges. The college supplies the company with
its class schedule, and the company, in turn, sells advertising in the Directory.
Reaching the college student is a difficult media problem since media attention
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habits change at that time. The hometown newspaper may no longer be avail-
able, the hometown radio station may not be within range, and loyality to other
media may vary since class schedules and different living conditions can inter-
vene.

CHARACTERISTICS AND TYPES OF MAGAZINES

Magazines are of four principal types—farm, business, consumer, and religious
magazines. Fach has subcategories. For example, farm publications consist
mainly of state and vocational publications. State publications are directed
toward a particular gecographic area, such as the Montana Farmer-Stockman and
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Figure 3-8 Texas Woman, specialized woman'’s magazine,
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The Pennsylvania Farmer. Vocational farm publications, on the other hand, are
directed toward a particular type of farmer, and include such magazines as the
Citrus and Vegetable Magazine and Dairy Herd Management or Beef (Figure

3-11).

Business publications include professional magazines such as thosc per-
taining to law, medicine, or education. Here the publisher may be a professional
organization such as the American Dental Association. The Quill, official publi-
cation of the Society of Professional Journalists—Sigma Delta Chi, is an example
of a professional magazine. Another subcategory of business publications in-
cludes trade magazines for specific businesses, such as the Hardware Retailer.

A third subcategory consists of industrial publications. Edited for specific
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Figure 3-10 Indianapolis, typical of a city magazine.

industries, they can include magazines directed to specific processes, for exam-
ple, manufacturing or communication. Two examples of industrial publications
of the printing and broadcasting industries, respectively, are the Printing News
and Broadcast Management and Engineering. Institutional business magazines
also abound, such as Hotel-Motel News. Publications that are sent to a group of
people belonging to an organization are usually termed house organs. Copies of
house organs may be sent to the news media for public relations purposes. In
content, the house organ will consist mostly of information of special interest to
its select readers.

In addition to these major categories of business publications, you should
understand the difference between vertical and horizontal publications. Vertical
publications reach people of a given profession at different levels in that profes-
sion. For instance, a major vertical publication of the radio and television indus-
try is Broadcasting. Its content is geared to every person working or interested in
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Figure 3-11 A specialized farm publication, Beef.

the broadcasting industry, whether it be the television camera operator, the radio
station manager, or even the advertising executive who needs to know about new
FCC regulations affecting broadcast commercials. Horizontal magazines, on the
other hand, are aimed at a certain managerial level but cut across several dif-
ferent industries. Business Week, for example, is dirccted at management level
personnel in many different facets of the business world. Two other examples of
magazines directed at management include Forbes and Fortune.

Consumer magazines are usually of two types: specialized and general.
Magazines directed at audiences with an interest in a special area, such as
Sailing or the Model Railroader, are specialized magazines. General magazines
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are directed to people with more varied interests. Playboy would fit into this
category.

Religious publications also have various subdivisions, usually based on
specific religious denominations. Typical religious publications include The
Catholic Voice, The Jewish News, The Episcopalian, The Lutheran, and many
more regional publications that deal with specific denominations within a city.

MARKETING MAGAZINES

Magazine publishing overall has enjoyed a steady growth (Figure 3-12) both in
number of publications and in circulation. Considering the increasingly compe-
titive state of mass media, the growth is commendable, and many factors have
contributed to this growth. In marketing a magazine to its intended audience,
many marketing considerations must be kept in mind. These include such things
as reader loyalty, the audience, the advertiser, and economic considerations.

the audience and the advertiser

Tough problems and decisions await the publishers of specialty magazines. For
instance, when a market analysis reveals that an audience profile is changing,
both publisher and advertisers may need to take immediate action, most of it
based on hypothetical projections. Advertisers who buy space in the hope of
reaching a specific audience as verified by market data must now decide whether
or not to switch media.

Put yourself in the position of an advertising manager, say of your school
magazine. According to market date, the audience you are reaching is the school

8_
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4 Figure 3-12 Magazine growth.
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audience. Suddenly your audience begins to shift. Your magazine’s circulation
remains the same, but student interest now begins to ebb while subscriptions
among the housewives living near campus increase. Your first reaction may be,
“So what?” Your advertisers simply do not want to reach housewives, that’s what.
They want to reach the students. What do you do? Do you change the edi-
torial or news content of the magazine to reflect the needs of the student
audience? That might work, but what if the trend is alrcady too deeply rooted,
and by changing the content you would not regain the students, but you would
lose the housewives in the process. By now your circulation has dwindled, and
advertising rates must be cut. But in order to stay in business and to meet
expenses you must keep the same advertising rate. Tough decisions? Absolutely.
Now imagine how hard it is for magazine publishers dealing with millions of
dollars in revenue and millions of readers.

magazine reader loyalty

A major reason for the overall steady growth of magazines has been their ability
to adapt with remarkable cfficiency to the changing media habits of readers and
to the unpredictable changes in the economy. Magazines also have fared well
because of their ability to reach specialized audiences, audiences whose loyalty is
considered fairly stcadfast. Stop and consider your own media experiences.
Naturally you watch television, if not as much when in school, then certainly
when you are at home in the evening, on weekends, during the summer, or on
vacation. But do you have a loyalty to one channel? Probably not. You switch
freely from channel to channel. However, if you have a keen interest in a hobby,
you may very well have a strong loyalty to a magazine devoted to your hobby. If
you enjoy skiing, you might regularly read Ski; if you are a gun enthusiast, you
might regularly read Shooting Times; a horse enthusiast might subscribe to
Western Horseman or the Chronicle of the Horse. You may even be so involved
in your hobby that you avidly read the editorial content of the magazine. Editor-
ials may champion financial support for the United States Olympic team, gun
control, or new interstate commerce regulations for transporting horses over state
lines.

How strong is your own loyalty to a magazine? Would you sacrifice reading
one issue of the newspaper each week to continue the opportunity to read your
favorite magazine? Would you give up the chance to watch a TV channel one or
two nights a week so that you could continue to receive your favorite magazine?
Regardless of your own answers, keep in mind that millions of people would
react with a definite “yes” to these questions. A business executive, for example,
might need an industry publication to understand business trends and to ensure
his or her continued livelihood.

Additional evidence of the important relationship between a magazine and
its reader is seen in a research study by Opinion Rescarch Corporation, released
through the Magazine Publishers Association. It indicates that over a six-month
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period 72 percent of the male readers and 79 pereent of the female readers kept
an issuc of a magazine for future reference: 79 percent of the men and 78 percent
of the women discussed an article or feature with another person, and 51 percent
of the men and 68 percent of the women tried an idea suggested in an article.

economic considerations

In today’s world of rapidly increasing costs for labor and paper, an acute aware-
ness of the expenses of magazine production also is important. Figure 3-13
examines the typical dollar spent on producing a magazine. We find approxi-
mately 8¢ out of every dollar is spent on postage. That figure is continuing to
spiral upward, and as it does, money must be subtracted from other areas of
production. Postage rates are forcing publishers to look for ways to cut the costs of
distribution through such means as newsstand sales. People magazine, for exam-
ple, is sold principally through newsstands. Yet for other magazines, their lim-
ited appeal prohibits this means of distribution. The average newsstand would
sell so few issues of the publication that the use of shelf space to display it would
be unjustified.

Paper costs also continue to eat away at the production dollar, accounting
for 18¢. Many magazines are reducing their actual dimensions in an cffort to
save paper costs and to prevent their magazines from being listed as “outsized” by
the Post Office. In fact, many publications on today’s newsstands are at least
one-third smaller in width and length than they were ten years ago.

The remainder of the magazine dollar allocates 14¢ for administrative
costs, 31¢ for editorial and manufacturing functions, and 29¢ for salcs, including
advertising and circulation.

Editorial
& Mig.

31¢

Source. Price Waterhouse MPA

Figure 3-13 Magazine costs. (Magazine Publishers Association)
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Costs have prompted some magazine publishers to join together to help
each maintain a strong position in the market and cut costs. The Society of
National Association Publications (SNAP) is one vehicle that helps publishers
cut costs, in this case by sharing cover designs. The magazine Hardware Retail-
ing published an issue featuring a cover design of Uncle Sam eyeing a con-
sumer. The title of the special issue was “Consumer Protection . .. How Far Is
Too Far.” This cover was subsequently made available to any other member of
SNAP who wanted to copy it. The other publishers needed only to substitute the
title of their own magazine. Four others did, including Mutual Review, whose
issue was entitled “A Look at Government-Industry Cooperation.”

Despite these higher costs, magazines are predicted to fare better than both
newspapers and network prime-time television in offering advertisers a lower cost
per thousand in the coming years. Cost per thousand (CPM) is the cost of
reaching one thousand people with one advertisement. Using 1977 as a base
year, industry predictions sce the cost per thousand for magazines rising 31
percent by 1981. But newspapers are predicted to rise 41 percent (Figure 3-14),
compared with 77 percent for prime-time television (Figure 3-15).

This does not necessarily mean that if you were to go out and purchase a
commercial on tclevision or an advertisement in the newspaper that it would
necessarily cost more than a magazine advertisement. We are talking about
projected increases in CPM, not necessarily in the cost of advertising. But in an
cra of increased advertising costs, the cost of magazine advertising is not expected
to increase at the rate that other media will. One major reason is the availability
of magazines and the increasing number of magazines creating a good competi-
tive climate. In many large markets you only have one choice in purchasing
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Figure 3-14 (Source: Foote, Cone & Belding and Magazine Pub-
lishers Association)
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newspaper advertising. Morcover, until we have more commercial television
networks, therc is no indication that the cost of prime-time television is going to

level off significantly.

In addition, magazines also can offer advertisers and audiences some
distinct advantages. Examining the education of magazine readers (Figure 3-16),
we see that better educated people are more apt to read magazines than to watch
television. Similarly, we sce in Figure 3-17 that the higher income individual

also is more apt to read magazines than to watch television.

Sources: TGI, 1977/MPA

ADULTS
MEDIA INDEX
COMPARATIVES?
By s -
EDUCATION
ey
150 = “s\ TELEVISION
125 |- N,
100 -
1y N
MAGA2INES \~
50 - ~~.
.)’ 1 1 ] )
Less Than Some Graduated Some Graduated
High School High School HighSchool  College  College

Figure 3-16 (Magazine Publishers Association)
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Figure 3-17 (Magazine Publishers Association)

Despite these economic considerations, the loyal readership of magazines,
the magazines’ ability to identify and to reach highly specialized audiences, and
the willingness of those audiences to pay high prices for speciality magazines,
suggest that magazines will continue to enjoy growth in circulation and income.

Modern magazines trace their roots to the latter part of the nineteenth century
when they became the first true entertainment medium, for at that time no radio
or television signals crowded the air waves, and not every community was blessed
with a movie theater. Magazines began to fill the void and gradually attracted
advertising. As they grew in size and popularity, their success was closely tied to
circulation. The more issues the magazines sold, the more advertisers they could
attract and the more they could charge for advertising. But by the 1950s, televi-
sion had acquired a sure foothold as the new “mass” medium, and it was not long
before advertisers who wanted to reach a mass audience could do it more cheaply
on television than in magazines. As a result, some of the true mass circulation
magazines, such as Life, Look, and The Saturday Evening Post were forced to
shut their publishing doors. Even though some of these were later revived, they
were completely new magazines, for television had ushered in the era of
specialized publications.

Today, magazines have at their disposal a variety of methods to reach
specialized audiences. Time, for example, publishes special editions to reach the
college student and the business person, among others. Sports lllustrated pub-
lishes special insert editions containing special information on the U.S. Open
Tennis Championships or the Indianapolis 500. Regional editions permit adver-
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tisers to reach readers in certain select regions of the country. Playboy and
Reader’s Digest are two magazines that utilize the intemational edition option.
Reaching special target audiences is still another way that specialized magazines
flourish. The working woman is one example for which such publications as
City Woman and New Woman are published.

Tough decisions await publishers of speciality magazines. Reader loyalty,
competition, and economics are just some of these considerations. On the other
hand, magazines have a projected lower growth in CPM than television or
newspapers, and magazines reach an audience with higher education and in-
come than television docs.

OPPORTUNITIES FOR FURTHER LEARNING
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When radio and then television became mass media, pessimists made dire pre-
dictions about the future of books, similar to the prognosis they had made for the
mails upon completion of the Atlantic Cable. They suggested that we would
become a visual society attuned to the giant screen instead of to the printed page.
The satirical movie Fahrenheit 451 portrayed a future in which television would
be the giant controlling medium and in which it would be illegal to possess
books.

Although such a state is not beyond the realm of possibility in anything less
than a free society, books have stood the test of time. They have survived and
carry with them an important part of socicty’s development. From Chaucer’s
Canterbury Tales to the latest best seller, books have remained an important part
of our lives. We learn from them, we are entertained by them, and we possess
them. They have survived major reforms among people and nations. Books have
been the object of political suppression and the stimulus for champions of libera-
tion. They have been among the cherished possessions of kings and have helped
lay the foundations of republican government. Radio and television programs
come and go; at best we may remember a catchy word or phrase, or a fleeting
image may haunt our memory. A book, however, like a good friend, can be
looked up again and again without tiring of its acquaintance.
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BEGINNINGS OF BOOK PUBLISHING

The Saxons in the fifth century published some of the carliest books. They
consisted of thin animal skins crudely bound together. The animal skin was
called vellum and was a major improvement over the clay tablets used to com-
municate messages thousands of years carlier. Later in the cloisters and abbeys of
medieval Europe, monks laboriously copicd the Scriptures, embellishing them
with crude hand-engraved illustrations. These early scrolls contained script
sometimes extending their entire length, much of which was arranged in col-
umns. These rolled scrolls were gradually replaced by manuscripts folded in
accordionlike stacks, with wooden boards attached to the first and last pages.
Then came the idea to punch holes into and stitch one side of the folds. From
this process came the practice of “binding” individual sheets of paper between
covers. Karly binding actually consisted of flexible hinges to which the pages
were attached with linen threads. When leather became the chief material used
for book covers, bookbinders began bordering these covers with their trademarks
of patterns rolled on with small wheel-like tools called rolls. These rolls were
similar to those used by today’s leathercraft workers to engrave belts, wallets, and
other products. Necdless to say, with so few books available and with considera-
ble time and effort expended in their production, they were very valuable.
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Figure 4-1 The early bookbinding shop shows the workers (left to
right) beating the folded scctions of the book, stitching the book,
trimming the edges on a ploughing press (Figure 4-3), and pressing
the edges on a standing press (Figure 4-4). (From DIDEROT and
courtesy, The Printer in 18th Century Williamsburg. Williams-
burg, Va.: Colonial Williamsburg, 1955)
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With increased use of the printing press during the sixteenth century,
composition changed drastically. Engraved wooden blocks became printing
plates to producc illustrations. Books could now be mass produced—of course on
a scale we would consider moderate indeed. These early books were mostly
hardback volumes, with content concentrating on religion, the writings of the
ancient Greeks, and the trades. The audience for the carly hard-bound volumes
again was not the mass audience. It consisted mostly of students who would
borrow the books and pass them on from one class to another, the religious orders
of the day, or the elite and wealthy who could afford the luxury of buying books.

The book publishing industry was centered on the local bookbinder’s shop.
Figure 4-1 and Figure 4-2 show two views of an early bookbinder’s shop. In
Figure 4-1, the man on the left is beating the folded sections of a book so that
they will lie flat. He is using a wooden hammer and large wooden block in much
the same way a blacksmith uses a hammer and anvil to shape metal. The folded
sections of the book then are stitched on a crude stitching frame, operated by the
woman on the right.

The two people at the right of Figure 4-1, are using a ploughing press (also
seen in Figure 4-3) and a standing press (also scen in Figure 4-4). The ploughing
press sat on a rectangular frame and was used to trim the edges of a newly sewn
book. The worker on the far right is using the standing press to press a stack of

Figure 4-2 Notice in this illustration of a colonial bookbinder the
hand tools on the back wall. The tools are used to “engrave” the
ornate borders on leather bound books. The standing press is at the
left, and immediately behind it are shelves with sheets of uncut
leather. (Courtesy, Colonial Williamsburg)



Figure 43 A closer view of the
ploughing press which “trims”
the book. The pages are clamped
firmly between the two top hori-
zontal beams, then the knife se-
cured in the “plough” cuts the
rough, uneven pages off the
book, leaving the edges of the
pages even and sinooth. (The
Bookbinder in  18th-Century
Williamsburg. Williamsburg, Va.:

Colonial Williamsburg, 1959)
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Figure 44 A closer view of the
standing press shows the books
stacked with “press boards” be-
tween each book and the large
handturned wood screw applying
pressure to the wood block on top
the stack. (The Bookbinder in
18th-Century Williamsburg, Wil-
liamsburg, Va.: Colonial Wil-
liamsburg, 1959)
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bound and trimmed books. The standing press used a large corkscrew to press a
plate against the stack of books.

Figure 4-2 shows a typical colonial bookbinder at work. Here you can see a
closer view of the standing press with its large wooden corkscrew. Notice that on
the table there is a much smaller press used to hold a single book. On the shelves
by the window are uncut sheets of leather used for book covers, and on the wall
behind the bookbinder are the rolls used to imprint borders and designs on the
covers. The bookbinder usually was in the village printing shop which, naturally,
also sold books.

PUBLISHING AND “BINDING” IN COLONIAL AMERICA

The beginnings of the book publishing industry in America can be traced as far
back as the seventeenth century, when the developing colonies needed to distrib-
ute laws, propositions before government, and other official documents approved
by the Crown.! Often these “booklets” were published by officially approved
printers in whose shops the bookbinders also worked. In fact, government print-
ing and publishing contracts constituted the major trade of colonial printers.
Additional income was obtained by printing religious publications, such as psalm
books or collections of sermons. Often these “published” books were single
copies, nothing resembling mass distribution.

Bookbinders in colonial America spent much of their time binding publi-
cations for private citizens who retained the only copy of the work. Some jobs
were binding books written by the customer ordering the binding. Other books
were Bibles, which often were rebound and passed on from generation to genera-
tion. If we had walked into the bookbinding shop of Joseph Royle in
Williamsburg, Virginia in the summer of 1765, we could have visited with a
customer wanting a song book bound, another wanting a prayer book bound,

THOMAS BREND,
BOOKBINDER axp STATIONER,

HAS for SALE, at his shop at the corner of Dr. Carter’s
large brick house, Testaments Spelling Books, Primers,
Ruddiman’s Rudiments of the Latin Tongue, Watts’s
Psalms, Blank Books, Quills Sealing-Wax, Pocket-
Books, and many other articles in the Stationery way.
Old books rebound; and any Gentlemen who have paper
by them and want it made into Account Books, may
have it done on the shortest notice.

Figure 45 (Courtesy, Colonial
Williamsburg)
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Thomas Jefferson might have stopped by to request that a history of Virginia be
bound, and two ministers might have come to have their Bibles rebound.

In addition to customer-ordered books, a lucrative side of the business was
the publication of blank ledgers and account books. These, along with stationery
items, kept the colonial bookbinder in business. If we had read the Virginia
Gazette on August 19, 1780, for example, we would have scen an advertisement
placed by Thomas Brend offering to sell spelling books, psalm books, pocket
books, blank books, and account books (Figure 4-5).

The changes in carly colonial bookbinding followed those of carly colonial
newspapers. After independence was declared, both increased the diversity of
their content and their distribution.

MASS TEXTBOOK PUBLISHING

A quarter-century after American independence, William Holmes McGuffey
was born in Claysville, Pennsylvania. He later became known as onc of the great
cducators of the time and advanced through various positions including public
school teacher and professor of languages and then served as president of Cincin-
nati College and later Ohio University, at Athens. But what McGuffey was best
known for was his creation of elementary school textbooks known as the McGuf-
fey Eclectic Readers (Figure 4-6), readers designed to teach good pronunciation
and reading ability. McGuffey readers were an institution, not only in education
but in book publishing as well. In all, between 1836 and 1857, McGuffey wrote
six readers designed for different levels of achievement. Based on gradual leamn-
ing and always carrying a moral message, they were designed so that the student
could graduate to the next level of reader after completing the preceding one. As
they became more and more popular, new editions were published and survived
well into the first decade of the twentieth century.

Considering the times, the approximate circulation of 122 million copics
of McGuffey’s readers is phenomenal. Today, the original readers are collectors’
items and are on the shelves of antique shops. In their time, they set the stage for
a new ecra of book publishing that went beyond the classroom to the general
public.

THE DIME NOVELS

The impetus for publishing on a mass scale occurred shortly after 1850 when
there were both the means and the desire to produce books that would become
the foundation for much of the current publishing industry. At that time, a New
York publisher named E. F. Beadle decided that he could sell books if they were
cheap enough and if they satisfied the public’s desire for entertainment and good
literary prose. He started with the publication of a ten-cent paperback song book.
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McGUFFEY'S PRIMER. 39

LESSON XXXIH.
pull eart goats Bass

ap ride hill

Bess has a cart and two goats.

She likes to ride in her cart.

See how the goats pull!

Bess is so big, I think she
should walk up the hill

The goats love Bess, for she
feeds them, and is kind to them.

Figure 4-6 Page from the McGuffy Reader. The Reader became one of
the most widely read and universally adopted early clementary

textbooks.

Shortly thereafter, he ventured into other paperback “dime novels” (Figure 4-7),
which became best sellers even by the modest standards of the late 1800s.
Beadle’s novels were not long—only about seventy-five pages—and most of them
were about the American pioneer.

A search for an escape into fantasy was what made dime novels into best
sellers. They contained little truth but continued to prosper even into the Civil
War when troops found the books good company on long hikes. Many other
companies also ventured into dime-novel publishing, and although the thrill of
the original dime novel diminished, it left a sizcable impression on the history
of book publishing. To it we owe the modern concept of the book as a medium
of mass communication.
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£ = . ‘ o W Figure 47 Beadle's “dime novels”
— E T U B were the forerunner of the modem
— =5 oF paperbacks. Their content ranged
DIALOGUES No. 21. from Western tales of adventure

= beyond the Alleghenies to “Dia-
BEADLE AND ADAMS, 98 WILLIAM ST, NEW YORK. ’ " . .
) s logues” which could be adapted
Genoral Dime Book Publishers, . .
to amateur theatrical productions.

MASS MARKET PAPERBACK BOOK PUBLISHING

In a suburb of Dayton, Ohio, a former advertising exccutive sat down at his
typewriter in the mid-1970s and began writing a series of paperback books. Under
contract to his publisher and stringent deadlines, author John Jakes (Figure 4-8)
typed the first pages of the American Bicentennial Series. The series would
literally shake the roots of the book publishing industry.

Jakes's opportunity to write the series came after he had written approxi-
mately fifty science fiction novels under the pen name of Jay Scotland. They had
been moderately successful, but provided only enough income for Jakes to con-
tinue his “hobby” of writing.

The American Bicentennial Series was released first in paperback. That in
itself was a first in American book publishing, since the common practice for
major best sellers was to relcase them originally in hardback and later in pa-
perback. But then no one knew Jakes’s novels would be best sellers.

Finally, the first of the series rolled off the presses. Titled The Bastard, it
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Figure 48 Writer John Jakes (left) and actor John Jakes (right) as
he appeared in the television miniseries of his best selling paperback
novel, The Seekers, part of the American Bicentennial Series about
the life of the fictional Kent family. Not only did the books set
publishing records, but the miniseries, released through syndica-
tion, produced additional evidence that quality television drama
can find a significant national audience without initially being
teleased via one of the major commercial networks. (Copyright
1979, Universal City Studies, Inc., all rights reserved. Provided
through the courtesy of JOVE Publications, Inc.)

traced the beginnings of the fictitious Kent family from their roots in France and
England and then to America. It also triggered a chain of events that set records
in American book publishing. The Bastard (Figure 4-9) was followed by other
titles—The Rebels, The Seckers, The Furies, The Titans, The Warriors, The Law-
less, and The Americans. The series became so popular that Jakes became the
first author to have three books on the New York Times best seller list within onc
year. It was not long before the series had sold more than 15 willion copies, and
the publishing industry was taking another look at paperback book publishing.
Some of Jakes’s novels were later combined and released in hardback, and syndi-
cated television features beginning with The Bastard were released to indepen-
dent television stations, achieving a ratings success.

The success of John Jakes and his Bicentennial Series was indicative of both
the potential and the present appeal of paperback book publishing. Today, it is a
maijor part of the book publishing industry and is receiving increased distribu-
tion, production, and promotional support.

distributing paperbacks

One reason for the success of today’s paperback book industry is its distribution
system. Anytime you can distribute casily and inexpensively information that the
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public wants, then you have a chance for success. The first chapters of the
paperback book success story are easy transportation and wide availability. The
distribution system, although not as efficient perhaps as that of radio or televi-
sion, is still not cumbersome by any means.

Because of this ease of distribution, paperback books also have become an
instrument of persuasion and, in some cases, propaganda. For example, politi-
cians running for office may find that they can add to their prestige by writing a
book that details their career in office. The book can be assembled into approxi-
mately one hundred pages and distributed on a mass scale to as many potential
voters as funds permit. The cost of producing the book is minimal, and distribu-
tion can be through political workers carrying an armload door to door.

Portability is part of the reason you, as a consumer, chose a paperback book
to accompany you on your last trip. It was light, and you could carry it for a long
time even though you were walking through bus stations or airport corridors.
You also could hold it casily or set it on the edge of your scat.

Paperback books also can be bought at places other than book stores. Sir

THE, MONUMENTAL TV DRAMA
OF THE YEAR FROM MCA "UNIVERSAL!

Bastard

JOHN JAKES

Figure 49 The Bastard was the
first book of the Bicentennial se-
ries written by John Jakes. When
the television miniseries ap-
peared, the cover was adapted to
reflect the characters in the televi-
sion production. (JOVE Publica-
tions, Inc.)




88 Book Publishing

Allen Lane, publisher of the famous Penguin books, during a visit to America in
the early 1930s, surmised that if he could make buying books as easy as buying
any other novelty, he could reach a substantial, untapped market of readers. Sir
Allen managed to negotiate a contract with the Woolworth stores to distribute his
Penguin books.2 The venture proved successful, and the new distribution system
clinched the success of his enterprise. Today, you can find paperback books in
virtually every type of retail establishment imaginable, from gas stations to groc-
ery stores.

promoting paperbacks

Along with distribution advantages, mass market paperbacks now emphasize
promotion that rivals the best of Madison Avenue’s marketing schemes. Today, a
paperback book reaches the marketplace with a coordinated cffort including
everyone from the bookstore clerk to the consumer. For example, the best seller
Coma, a medical thriller, was released to bookstores with a whole array of
promotional aids. “Tie-ins” included an attractive floor display for bookstores to
increasc reader interest at the place of purchase. A special marketing booklet with
scenes from the film was included. That in itself is a new phenomenon in book
publishing—having book and film (sometimes even television) rights and pro-
duction schedules all completed before the book is released. Coma T-shirts were
part of the campaign, and posters showing movic scenes were available for
bookstores, as were shopping bags with Coma printed on them and a special
gimmick, Coma surgical masks. For the bookstore with the best display came a
prize from the publisher.

Other promotional tic-ins also contribute to a book’s success, whether
paperback or hardback. The appearance of authors on television talk shows can
definitely boost sales. Promotional agents work hard to get the authors on pro-
grams that can promote the books at both local and national levels. Advance
copies of the book are distributed to reviewers, bookstore clerks, and other people
who can promote the book. Radio, television, and billboard advertising also can
be part of the marketing compaign. All combine to make contemporary book
publishing a radically different business from what it was twenty years ago.
Literary agents auction off top manuscripts in the millions of dollars, television
rights can bring even more money, and movies add still more to an industry that
certainly has adapted well to the competition of new media in the marketplace.

NEW FORMATS

In addition to paperbacks, publishers have started experimenting with new for-
mats in book publishing. Two of these are personalized books and “fotonovels.”



personalized books

Personalized books are composed and printed entirely by computer. The com-
puter stores a complete text of the book but with programming arranged so as to
permit the addition of specific names and places into the text. When the book is
printed, the person ordering the book can request that certain names, dates,
addresses, and places be incorporated into the text. For example, a parent wants
to order a book for a child. Let us assume that the child has a family pet, a
brother, and a sister and lives in a small community. We shall call her Nancy
Smith, the dog will be named Laddie, and the family will live on Peach Street.
When Nancy’s parent orders the book, all of this information is given to the
publisher, who in turn programs the computer to personalize the book for
Nancy. When Nancy opens the book, it reads: “This morning, Nancy and her
dog Laddie were walking home on Peach Street when Laddic began barking
loudly.” The story then continues with the names of the characters the same as
those of Nancy’s actual brothers, sisters, and relatives. There is more to this
concept than novelty, however. What has given them significant cducational
value and use as leaming tools are the interest and motivation that children
acquire when they see their names in print.

fotonovels

The fotonovel is part printed text, part picture book, and part comic book. It devel-
oped as a spin-off to television and movies and includes still pictures from the mov-
ics or programs, accompanied by short lines of text or dialogue. Star Trek recently
provided some of the most popular material for fotonovels. Acclaimed for years
in Europe, fotonovels are relatively new to North America. But with the in-
creased use of television, they are a natural commercial complement to enter-
tainment programming. Promotional tie-ins often include releasing both the
fotonovel and the television series at the same time and coordinating bookstore
and retail outlet advertising (Figure 4-10) with television promotional efforts.

ISSUES IN THE BOOK PUBLISHING INDUSTRY

In the rapidly changing world of corporate decisions, the future of the book
publishing industry hinges on many important issues.

distribution, printing, paper

The energy crisis has taken its toll in book-publishing expenditures as it has on
the costs of operating other print media. Unlike radio and television, however,
which can broadcast their messages over the air waves, the book-publishing
industry must transport its messages by truck, ship, train, and plane. Each of
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Figure 410 Marketing  display
for Bantam Books' Fotonovel of
the Star Trek series. (Courtesy,
Bantam Books)

these sources of transportation will naturally continue to increasc its rates as the
cost of fuel continues to rise. When a book lcaves the warchouse, many people
handle it, and many vehicles transport it. The labor costs of loading books onto
trucks, the cost of purchasing the trucks to haul them, the cost of gasoline to run
the trucks, the salaries paid to drivers, the cost of labor to unload the books, and
the increased rental costs to display them in a bookstore or wherever clse they are
sold all have burgeoned. This has triggered everything from bankruptcy to con-
solidation.

More and more printers are realizing the value of their skills and the
importance of good printing to the overall production of a book. Labor unions
are negotiating contracts that add higher salaries and new fringe bencfits.

As other print media do, book publishers also face soaring paper costs. The
chief villain is the inflated cost of energy and natural resources necessary to
manufacture paper. Added to this are higher labor costs. In many cases, the
market for books simply will not bear the essential price hikes to offset completely
these paper costs. As a result, the difference has appeared in shrinking profit
columns. This does not mean that book publishing is about to vanish from the
American scene. It can, however, translate into lcan years for stockholders until
prices level off, for paper can represent as much as one-half the expense of
publishing a book.

new ventures: new income

We already have seen how the paperback book industry is booming because of
major promotional efforts. In addition, the industry is branching out into new,
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profitable arcas. For instance, Bantam Books has developed a new gift books
division. In a major commitment to this type of publication, Bantam hired lan
Ballantine, the founder of Ballantine Books, out of retirement to head the new
division, called Pcacock Press. The Peacock Press publishes gift books with
excellent reproductions of quality art prints (Figure 4-11).

Retailing for a fraction of the cost of competing publications, these spe-
cialty items have literally stolen the market. Paperback originals by established
authors are also increasing the potential of this upcoming offshoot of the indus-
try.

Even unusual undertakings can become profitable with imagination, re-
scarch, and a little luck. Ballantine Books, for example, published a packet of
blueprints for the starship Enterprise from the popular “Star Trek” television
series. More than a half million packets were sold. Publishing sets of books or
reissuing books in gift covers also has proved successful. A popular book may
beget sequels, and after five or so have been published, a gift-box arrangement of
an entire set can lure new readers and new buyers to bookstore shelves. Even the
illustrations can turn into popular collection pieces. Norman Rockwell’s paint-
ings, which for many ycars decked the covers of the Saturday Evening Post, have

Figure 411 High quality print-
ing processes have helped pro-
duce a consumer demand for gift
books. (Covers of titles published
by Peacock Press/Bantam Books
© Bantam Books, Inc., 1975)
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been published and republished in collectors’ editions. Special collections of
circus stories, Christmas stories, Easter stories, recipes, and numerous other
items have proved interesting reading and profitable book publishing ventures.

REGIONAL PUBLISHING

Some publishers predict that future economic constraints on distribution will
generate growth in regional publishing—books appealing to a particular region.
-As a regional book publisher, you would not seek out manuscripts that appeal to
a national readership but, rather, to a specific regional market. For example,
instead of publishing a book about farming, you instead might publish one about
farming in New England or in the Midwest. Similarly, instead of publishing an
all-American cookbook, you might accept a manuscript about southwestern
cooking. Although the market for regional books is more limited, sales density
can be higher because of generally greater interest. Most important, distribution
costs drop as the publisher concentrates on a specific region, say the Fast Coast.
Many major publishing companies already have developed regional distribution
systems, and some smaller companies are exclusively regional. One of the more
successful regional presses is the Caxton Press of Caldwell, Idaho. Its primary
distribution area, the Northwest, is also the focal point of its readership. Caxton
has made recent inroads into what has become known as coffee table books—
handsomely designed, oversized volumes with color pictures—selling for as
much as fifty dollars or more. Other publishers maintain similar regionalism
within their published titles. The University of Tennessee Press, for instance,
concentrates on books on the heritage and people of that region. Its list of titles
also includes books on the War Between the States.

FUTURE MANAGEMENT DECISIONS

The future manager of any publishing enterprise will need to monitor constantly
the industry’s cost factors. Besides production and distribution costs, the industry
has fundamental cost factors such as sales and advertising. Here, the key is to
attract and to keep cnthusiastic and dedicated people who have the discipline to
work well without much supervision and who enjoy working on a commission
basis. These people keep a firm in business. But, as with cvery other cost, the
expenses incurred by a sales staff are increasing. In any publishing venture, there
arc only so many excess dollars to go around after basic publishing expenditures.
Thus, at some point management must decide if it can raise the commission paid
to the sales staff without raising the price of the book.

Other management decisions also will affect profit. Knowing a book’s
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market is crucial, because the larger the number of volumes that are printed, the
smaller the cost per copy. However, it costs just as much to print books that do
not sell. One key to success in a new venture is not to overrun the initial printing,
that is, to avoid unsold books being returned from bookstores. Again, distribution
costs apply to sold as well as to unsold books. In addition, management faces
unexpected costs that might develop before the book reaches the bookstores, such
as a truckers’ strike that would nccessitate shipping some books by air freight. All
of those factors can dramatically change the economic picture of any publishing
venture.

‘The roots of book publishing can be traced back to the Saxons in the fifth
century, Making accordionlike folds and binding the edges, the book concept
gradually evolved because of the advantages of stitching the loose pages together.
From the limited distribution of hand-copied manuscripts of the monks, the
printing press and moveable type began to transform book publishing into a mass
medium.

Book publishing’s colonial American roots were closely tied to the printing
industry. Colonial bookbinders using such cquipment as ploughing and standing
presses bound hooks on special order for individuals and the government. Mass
production books as we know them today could be bought only in England.

The first rcal impact on mass publishing came with the work of E. F.
Bcadle, who pioncered the famous “dime novels” which became popular in the
late nincteenth century. Beadle’s novels were-about seventy-five pages long, sold
for a dime, and contained short plays or tales of the West. Lane discovered the
secret of modern paperback book publishing—that inexpensive works available in
many different retail establishments could be a profitable publishing venture.

Author John Jakes is responsible for introducing a new era in contemporary
paperback publishing with his American Bicentennial Serics. It proved that a
major novel could be successfully released in paperback without first appearing
in hardback. Jakes’s bicentennial novels, the first of which was titled The
Bastard, not only sold in the millions of copices but also had some of the largest
first printings in book publishing history.

Paperbacks have succeeded because of their inexpensive price, inexpensive
distribution costs and multiple places of sale, such as drugstores and grocery
stores. Major promotional efforts also are closely ticd to a book’s success and can
include cverything from T-shirts to television commercials. In addition, book
formats also appear on bookseller’s shelves. Computer-produced books, called
personalized books, and fotonovels are becoming popular. Future decisions af-
fecting the industry will center on such issues as distribution costs, regional
publishing, and labor and printing costs.



OPPORTUNITIES FOR FURTHER LEARNING

ANDERSON, CHARLES B., ed., Bookselling in America and the World: Some
Observations and Recollections. New York: Quadrangle/The New York
Times Book Co., Inc., 1975.

ARMOUR, RICHARD, The Happy Bookers. New York: McGraw-Hill Book Com-
pany, 1976.

ARNDT, KARL J. R., AND MAY E. OLson, The German Language Press of the
Americas, Volume I: History and Bibliography. 1732-1968, United States
of America. New York: Unipub, 1976.

BARKER, NicoLas, The Oxford University Press and the Spread of Learning: An
lustrated History. New York: Oxford University Press., 1978.

BeNjamIN, CurTis G., A Candid Critique of Book Publishing. New York: R. R.
Bowker Company, 1977.

BruccoLi, MATTHEW, AND E. E. FRAZER CLARK, JR., Pages: The World of Books
Writers, and Writing. Detroit: Gale Research Co., 1977.

CocHRraN, WENDELL, Into Print: A Practical Guide to Writing, Hlustrating, and
Publishing. Los Altos, Calif.: William Kaufmann, Inc., 1977.

DESSAUER, JouN P., Book Publishing: What It Is, What It Does. New York: R.
R. Bowker Company, 1974.

Duke, Jupbith S. Children’s Books and Magazines: A Market Study. White
Plains, N.Y.: Knowledge Industry Publications, 1979.

FEBVRE, LUCIEN, AND HENRI-JEAN MARTIN, The Coming of the Book: The Impact
of Printing 1450-1800. Atlantic Highlands, N.J.: Humanities Press, Inc.,
1977.

HACKETT, ALICE PAYNE, AND JAMES HENRY BURKE, 80 Years of Best Sellers: 1895 -
1975. New York: R. R. Bowker Company, 1977.

PrtTeRs, JeAN, Book Collecting: A Modern Guide. New York: R. R. Bowker
Company, 1977.

RicE, STANLEY, Book Design: Systematic Aspects. New York: R. R. Bowker
Company, 1978.

RicE, STANLEY, Book Design: Text Format Models. New York: R. R. Bowker
Company, 1978.

STEINBERG, S. H., Five Hundred Years of Printing. Baltimore: Penguin Books,
1974.

TEBBEL, JonN, A History of Book Publishing in the United States, Volume I: The
Creation of an Industry, 1630-1865. New York: R. R. Bowker Company,
1972.

'TEBBEL, JouN, A History of Book Publishing in the United States, Volume II: The

Expansion of an Industry, 1865-1919. New York: R. R. Bowker Com-
pany, 1977.

‘Turow, JosePH, Getting Books to Children: An Exploration of Publisher-Market
Relations. Chicago: American Library Association, 1979.

94



Radio
\_ Y,

While the print media continued to influence world opinion, reaching millions
of people with information and entertainment, the twentieth century signaled
the era of electronic communication. In many ways, it also changed the habits of
media consumers. People began to spend more and more time with a new
novelty called radio. Although they temporarily left it for the phenomenon of
television, they returned, and radio once again prospered. Today, over 8,000
radio stations operate in the United States alone. Radio reaches every corner of
the globe, bringing the latest pop music to a large metropolis or information
about fertilizer to a remote tribal village. Radio is unique in its portability as well
as its ability to reach us while we do different things or even while consuming
other media. The soothing background music of a classical FM station adds to
the atmosphere of a library reading room. The latest rock music bounces from
the speaker of a nearby transistor radio while a teenager leafs through a favorite
magazine at the beach. And a car would practically be naked without its radio.
Much different from the tubes and wires that held together the early sta-
tions of the 1920s, today’s radio station is a complicated combination of electronic
sophistication and crcative mastery. Radio commands more than just the atten-
tion of the audience; it also commands the imagination. But radio’s ability to
conjure up creative imagery also has disadvantages. Images triggered by auditory
stimuli, perhaps more than visual cues, depend heavily on the listener’s own
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experience. For the child in the ghetto, for example, the sound of a crackling fire
might create a vision of a burning tenement house. For a child from a well-to-do
family, it might recall an open hearth fireplace in a sunken living room or the
crackling logs beyond the doorstep of a motor home. Radio’s coverage of civil
unrest has suffered from the same drawback, resulting in the criticism that it is
not objective and accurate. A news report about a shouting demonstrator and a
milling crowd could easily give the impression of a mob out of control in the
minds of many listeners.

With all of this criticism, though, radio has the ability to communicate
messages with special qualitics. Intangible products, for instance, can sell well on
radio. Thus, the added “visual costs” of television sometimes are unnecessary,
and less expensive radio advertising can do the job with equal effectiveness.
Moreover, radio journalism is experiencing considerable new growth and recog-
nition. When did this medium of radio begin? We shall begin our discussion in
the late nineteenth century.

THE BIRTH OF WIRELESS: MARCONI

By the standards of the late nineteenth century, Gugliclmo Marconi was born of
wealthy parents. On their estate in Italy, he experimented with the theories of

Figure 5-1 Marconi’s carly trans-
mitting device used in the first
experiments of wireless in Italy
and later England. The large tin
sheet served as the antenna. (The
Marconi  Company  Limited,
Marconi  House, Chelmsford,
Essex)
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Figure 5-2 Guglielmo Marconi seated at his transmitter in New-
foundland where the first trans-Atlantic wireless communication
took place. (RCA)

Heinrich Hertz until his father's patience grew thin with the boy’s constant dinner
conversations of wireless telegraph possibilities. Finally, hoping to either encour-
age him or to apply the experiments to some constructive conclusion, Guglielno’s
father loaned him the money to buy equipment necessary to outfit an attic labora-
tory. Equipped with the basics (Figure 5-1), Marconi successfully proved Hertz’s
theory of electromagnetic waves by making a compass needle turn at the same time
a spark jumped between two wires on the other side of the room. Constructing a
more elaborate transmitter, Marconi next successfully transmitted signals across the
hillside outside the family home near Bologna. With his mother, he then
traveled to England and successfully demonstrated the device to and received
support from the British Post Office Department. He patented the new “wireless
telegraph” on june 2, 1896.

At twentv-three vears of age, Gugliechmo Marcont was fast gaining world
recognition for his experiments that linked islands off the British Isles to com-
munication with ships at sea. Familiar with the long historic work of Samuel F.
B. Morse in America, Marconi realized the full potential of his invention would
occur only with a transatlantic wireless link. After an unsuccessful attempt at a
transatlantic broadcast between England and the New England coast, he later
tried again from Signal Hill, Newfoundland (Figure 5-2). There, at Signal Hill
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on the afternoon of December 12, 1901, a kite antenna and crude spark-gap
receiving unit heard the letter S repeated through the earphones. Newspapers
and magazines throughout the world heralded the historic event. With this
success, Marconi developed a series of companies which dominated the wireless
market. In fact, he was accused of monopolistic tendencies because of his refusal
to permit ships with other companies’ equipment to communicate with shore
stations and other ships equipped with his wircless equipment. But despite criti-
cism, his work brought wireless far beyond the realm of experimentation.

IMPROVING WIRELESS

Marconi’s invention was the application of a basic principle, sending clec-
tromagnetic Morse code. But Marconi was only the first in the long line of
contributors to the invention of radio.

Fleming and de Forest

One of the biggest hurdles to be conquered was the receiving apparatus. 1t was
bulky with an enormous antenna necessary to reccive the minute electrical
impulses. One of the early breakthroughs in this area is credited to . Ambrose
Fleming, who in 1904 patented a special, two-element receiving tube called the
Fleming Valve. The device controlled the “flow” of electricity much like a valve
controls the flow of water, greatly amplifying the incoming radio signals. It was
improved upon by another inventor, Lee de Forest (Figure 5-3), who added a
third element. His tube, the audion, in principle is still in use today and was the
main component of radio before the invention of the transistor. Although both
de Forest and Fleming ended their careers still feuding with each other over the
patent rights to the vacuum tube design, the work of both men was critical to
radio’s development.

voice broadcasting

While Fleming, de Forest, and even Marconi were conducting their historic
experiments, a Kentucky farmer named Nathan B. Stubblefield also made his-
tory by transmitting the first voice via wireless using a method called “induc-
tion.” It had little promise because it worked well only over short distances.
Stubblefield’s first demonstrations took place in 1892, but his work never had any
significant application. He was still experimenting with his little publicized de-
vice when a professor at the University of Pittsburgh named Reginald A. Fessen-
den joined with some local entreprencurs and uccessfully broadcast music to
ships at sea on the night of Christmas Eve, 1906. With the help of a General
Electric engineer named Ernst Alexanderson, a large alternator was used success-
fully to transmit the sounds of “0), Holy Night” between the coast of Mas-



Radio 99

Figure 5-3 Lee de Forest examining the developments of the vac-
uum tube which he helped pioneer with the invention of the aud-
ion. (AT&T)

sachusetts and the West Indies. In 1908, de Forest also conducted experiments
in voice broadcasting with successful demonstrations from Europe.

RADIO COMES OF AGE

With the advent of voice broadcasting, radio matured quickly. The takeover of
the industry by the federal government during World War I actually gave broad-
casting an additional boost. Although the efforts were directed to war defense
communication, the takeover forced all companies that were once competing
with cach other to share their knowledge. Everyone was thus immune from
patent infringement suits, and thousands of amateur radio operators and war-
trained telegraph operators swelled the ranks of early radio experimenters.

the early stations

It was not long before people began to envision radio as much more than just
ship-to-shore communication, and experimenters began to apply radio as a
medium for the masses. Generally recognized as the first commercial station to
sign on the air was an experimental venture in 1909 built by Dr. Charles David
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Herrold, which later evolved into KCBS. With studios in San Jose, California
(Figure 5-4), the station broadcast mostly advertisements of Dr. Herrold’s School
of Radio.

Another pioncer station signed on as WHA at the University of Wisconsin
at Madison, becoming the first major noncommercial broadcasting station. Its
regularly scheduled programming dates back to 1919, the same year RCA was
formed. Today, WHA continues as one of the leading public broadcasting sta-
tions in the United States. Under its experimental call letters 9XM, carly listen-
ers heard such programs as extension college courses by radio, the University of
Wisconsin Glee Club, farm news, and even courses on how to build your own
radio receiver. It eventually was joined by WHA-TV.

Two other stations are included in what historians consider the foundation
of radio in America. On August 20, 1920 at 8:15 P.M., two records were played
on an Edison phonograph with the speaker hom directed into a microphone con-
nected to a de Forest transmitter. This experimental broadcast of WW]J, the
Detroit News station, worked so well that it was followed the next day by a broad-

Figure 5-4 The early studios of Charles David Herrold's station in
San Jose, California. (Herrold is standing in the doorway.) (KCBS
radio, Gordon R. Greb, and The Sourisseau Academy of San Jose
State University)
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Figure 5-5 WWJ's carly mobile news unit which served both the
radio station and the newspaper. (Courtesy, WWJ) Q

cast of the Michigan election returns. The event captured attention with its
newspaper-radio mobile unit. (Figure 5-5).

In November the same year, station KDKA in East Pittsburgh, Pennsylvania
signed on with the election returns of the Harding-Cox race. The flagship station
of what was to become known as the Westinghouse Broadcasting stations, or
“Group W,” KDKA has frequently been dubbed the first radio station in the
United States. Actually, it was the first station with regularly scheduled con-
tinuous programming, but the publicity surrounding its inaugural broadcast
that November night began its claim to fame. However, if you were to travel to
cither San Jose, Madison, Detroit, or Pittsburgh, you would find commemmora-
tive plaques claiming first broadcasting honors for cach of these pioneer stations.

competition and cross-licensing

In 1916, a former employee of the American Marconi Company, David Sarnoff
(Figure 5-6), wrote his new boss at RCA (Radio Corporation of America) a
memo:

I have in mind a plan of development which would make radio a “house-
hold utility” in the same sense as the piano or phonograph. The idea is to
bring music into the house by wireless. . . . The receiver can be designed in
the form of a simple “Radio Music Box”™;. .. supplied with amplifying
tubes and a loud speaking telephone, all of which can be neatly mounted
in one box. . ..

Aside from the profit derived from this proposition, the possibilitics for
advertising for the company are tremendous for its name would ultimately
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Figure 5-6 David Samnoff as he appeared in 1912 at the wireless
station of the American Marconi Company. (RCA)

be brought into the household, and wircless would receive national and
universal attention.

Like many memos, this one went largely unheeded. But KDKA’s broadcast
quickly changed all of that. Even GE (General Electric), RCA, and A.T.& T.
(American Telephone and Telegraph), which had envisioned themselves the
triumvirate of radio as a form of marine communication, what these companies
thought the future of the medium would be, stopped short. Westinghouse had
something here, something profitable.

The four companies soon secured agreements to share patents, manufac-
turing, and distribution. But the honeymoon ended when GE, RCA, and A.T. &
T. also decided to sign on the air with their own stations. Westinghouse in-
creased its broadcasting chain by adding such stations as WBZ, then in
Springfield, Massachusetts, and now in Boston; W]Z in Newark, New Jersey;
and KYW in Chicago, later assigned to Philadelphia. RCA started WDY in New
York, and GE went on the air with WGY in Schenectady, New York.

WEAF: beginnings of commercial radio

The big headliner of early radio, however, belonged to A.T.& T. It signed
station WEAF on the air in 1922 with the idea of toll broadcasting, meaning that
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anyone wanting to use the station’s airwaves could do so by paying a toll.
Queensboro Corporations, a local real estate company, was the first to try out the
idea. It was not long before the print media began to criticize the practice,
realizing the dangers of radio competition. The printing trade journal, Printer's
Ink, said that advertising on radio would be offensive. WEAF disagreed. It
secured a more favorable, less crowded frequency, and the advertising continued
to roll in. It was evident A.T.& T. had discovered what David Sarnoff had
predicted, commercial broadcasting was where the action was. Not satisfied with
just WEAF, A T.& T. began to license other stations, charging them a fee
before permitting them to hook up to its long distance lines. It then organized
groups of stations to give advertisers a discount on advertising, creating the first
true broadcasting network, called “chain” broadcasting.

Finally, the agreements between the four companies began to erode as
cach started to pave its own way into the future of commercial broadcasting. The
end result was the involvement of the Justice Department, charges of antitrust by
the Federal Trade Commission, and A. T.& T.’s decision that the negative public
opinion and expensive legal battles were not worth the trouble. The telephone
company bailed out of the broadcasting business in 1926 and sold WEAF to
RCA’s scparate subsidiary company, the National Broadcasting Company.

NETWORK RADIO

The start of NBC began a new era in broadcasting—the networks.

NBC

Two networks operated as part of the NBC system: the Red and the Blue. The
Blue Network served stations on an exclusive basis as did the Red, but some
stations negotiated contracts permitting them to draw programming from both.
Both opcrated until the FCC became involved in 1941. In a special report
titled the FCC Report on Chain Broadcasting, NBC was criticized for its
financial holdings in a talent company that steered the best stars over to NBC.
Finally, the breakup of the Red and Blue Networks was inevitable, and NBC
reorganized the Blue Network into a separate corporation in order for it to be

sold.

ABC

He made his money in Lifesavers candy, but when Edward J. Noble bought
NBC Blue in 1943, he turned much of Livesavers’ assets toward broadcasting. It
was a sizeable challenge for the times. World War 11 was raging, and the country
was in a state of cconomic uncertainty. But Noble pulled together his own
management team, and on June 15, 1945, affiliates heard the network an-
nouncer open with: “This is the American Broadcasting Company.”
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In what turned out to be one of the most novel decisions ever to affect radio
network programming, on January 1, 1968, ABC split its operation into four dif-
ferent networks. These were the American Contemporary Radio Network, the
American FM Radio Network, the American Entertainment Radio Network, and
the American Information Radio Network. The idea was to develop news pro-
gramming to meet the needs of different types of radio formats. For example, the
American Contemporary Network was designed to match the programming of
contemporary-sounding stations. Sharp, quick tones preceded and concluded the
newscast; stories were shorter and more direct; and the entire newscast was
shortened to fit into the quick changes in sound and the fast transition that occurs
on the contemporary station. The four-network concept has proved to be ex-
tremely successful.

cBS

CBS has its roots in a cigar company with an advertising manager named
William S. Paley (Figure 5-7). Paley’s cigar company had experimented with
sponsoring a program on the UIB/Columbia radio network in 1927 and saw its
business more than double. Paley, a year later at the age of twenty-seven, arrived
in New York and bought the network that later became CBS.

Like the other networks, besides its regular entertainment and news pro-

Figure 5-7 William  S. Paley.
From the family cigar business,
he moved full time into broad-
casting and guided CBS to be-
come the largest advertising
medium in the world and the
owner of numerous subsidiaries,
ranging from publishing to retail
sales. (Courtesy, CBS)
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gramming, CBS experimented with broadcasts from trains, balconies, and
underwater bathyspheres. There were some unexpected outcomes. A 1930
broadcast featuring George Bernard Shaw aired the playwright’s comments with-
out approving them beforchand. CBS officials gasped as Shaw began with,
“Hello America! Hello, all my friends in America! How are you dear old
boobs. . . ” and ended up by praising Russia. When the broadcast was over, CBS
decided it was in everyonc’s best interest to provide equal time for an opposing
opinion.!

In 1930, Paul Kesten joined CBS as promotion manager and immediately
began to whittle away at powerful NBC. First came a survey on radio listenership
that refuted NBC'’s claim to be the most “listened to” network. Next came an era
highlighted by a policy of attracting big-name radio personalities to CBS. This
concept of using major entertainment to build up the business saw such stars as
Bing Crosby and Kate Smith join CBS.

In 1935, a twenty-seven-year-old instructor from the Ohio State University
received a telegram from CBS. It read, “I don’t know of any other organization
where your background and experience would count so heavily in your favor or
where your talents would find so enthusiastic a reception.”2 The instructor’s name
was Dr. Frank Stanton. He accepted CBS’s invitation and began to work for $55 a
week doing audience measurements and research. Later, he too climbed CBS’s
success ladder to become one of the leading spokesmen for the broadcasting
industry.

When World War 1l broke out, many CBS employees began to make
names for themselves in broadcast journalism. Correspondents Eric Sevareid,
Richard C Hottelet, H. V. Kaltenborn and many others reported from the front
lines—a first in providing up-to-date wartime news coverage.

When the war ended, there again was a movement to develop competitive
programming, and CBS spared little in competing head-on with NBC. In what
became known as the great “talent raids,” CBS literally bought such NBC talent
as Red Skelton and Jack Benny. CBS also developed a sizeable chain of its own
radio and television stations serving major markets. ‘The combination of CBS's
own stations, its network affiliates, and creative programming placed the network
at the top in national popularity.

Mutual

The Mutual Broadcasting System started in 1934 as a cooperative arrangement
among four stations: WOR in Newark, WXYZ in Detroit, WGN in Chicago,
and WLW in Cincinnati. Mutual was the time-broker for all four stations.
Advertisers buying commercial time on all four stations would pay the regular
advertising rate, and Mutual would take 5 percent to handle the cost of promot-
ing the network, line charges for network programs, and other expenses.

In 1936, Mutual added thirteen stations in California and ten in New
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England. Two ycars later, it assimilated a regional network in Texas, adding 23
more stations to the chain. By 1940, Mutual had grown to 160 outlets.

Today, the network not only operates its original system but also has added
the Mutual Black Network and the Mutual Information Network. Remaining an
exclusively radio network, Mutual is owned by the Amway Corporation, known
for direct sales of home cleaning supplies. Its programming includes such names
as newscaster Fulton Lewis, 111, son of the famed Fulton Lewis, Jr., who for
years was a major attraction of Mutual. Also included in the Mutual program-
ming schedule are such major sports events as Notre Dame Football, cham-
pionship boxing, NFL football, PGA golf, and the Sugar Bowl.

National Public Radio

The roots of public radio go back to WHA at the University of Wisconsin, which
signed on the air as the first noncommercial station. Noncommercial radio was
soon trying its microphones on college and university campuses all across the
country. Then in 1965, the Carncegie Commission for Educational Television
conducted a major study of noncommercial broadcasting in the United States
and recommended providing financial support for a national system of public
broadcasting stations. The Public Broadcasting Act of 1967 appropriated $38
million for improving existing noncommercial stations and building new ones.
Also formed was the Corporation for Public Broadcasting (CPB), a quasi-
government agency sclected to administer funds to public broadcasting stations.

The 1967 legislation made possible a special category of stations, called
CPB-qualified stations, which met certain operating criteria, such as specified
hours of operation and transmitter power. Although not all noncommercial
stations are CPB-qualified, the 1967 act made all noncommercial stations “pub-
lic” stations, in that they can secure grants from individuals and corporations to
provide operating expenses. National Public Radio is the organization linking
together all CPB-qualified stations by direct lines and satellite connections per-
mitting network programming to reach all of those stations simultancously.
Essentially, NPR operates in the same way as other radio networks do except that
it does not accept commercial sponsorship.

the role of radio networks

The role of radio networks in broadcasting is similar to that of television networks,
except that the individual station is not as dependent on the network for pro-
gramming. Radio has become a very specialized medium with considerable local
programming directed to specialized and local audiences, and it is much less
expensive to program local radio than to program local television. The recording
industry provides countless hours of inexpensive recorded music which can fill
local programming schedules. In addition, a single disc jockey can opcrate
virtually all the controls in a radio station, including the transmitter, and origi-
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nate local programming as well, all at the same time. Larger stations naturally
require a larger number of personnel, but the operation of a radio station is much
less complicated and less expensive than that of a television station, overall.

Radio affiliates are sometimes reimbursed for airing network commercials,
although the contractual agreements with stations vary greatly. In many cases,
the station may not realize a profit from affiliating with a network, but it feels that
the network programming adds to the overall image of the station.

Despite their supplementary role, radio networks have thrived, even
though many radio stations have no network affiliation. If the future of radio
networks can be predicted from their ability to specialize, plus the burgeoning
number of FM stations, all indications are that they will prosper. Also, we must
keep in mind that the cost per thousand persons reached by radio advertising is
low and that advertisers can aim at specific markets.

Frequency modulated, or FM radio, operates at a higher frequency than AM, or
amplitude modulated radio, does. As we shall learn later in this chapter, the
higher frequency permits the signals to travel in a straight line, rather than
bouncing them off the atmosphere in a zig-zag pattern. As a result and because of
the type of modulation employed, FM signals are less susceptible to atmospheric
distortion than AM signals are. That, plus other advantages, has made FM
radio a growing, popular medium.

FM was invented by Edwin Armstrong while he was working at Columbia
University in 1933. Its early application met with little enthusiasm because of the
developing war and the radio industry’s preoccupation with the threat of televi-
sion. But after World War 1l ended, both the FCC and the industry began to take
another look at FM. That second look became even more appealing in the
1970s, because the FCC had already allocated most of the available AM fre-
quencies during the previous decade. FM still had a wide range of frequencies
open for cxpansion.

The development of FM stereo also gave FM stations the ability to broad-
cast music of a quality_and distinction previously limited to the stereo record
player. FM stereo broadcasts the two tracks of a stereo record on two separate FM
frequencics. A special FM sterco receiver picks up these signals. Fven stereo
news is coming into its own. With stereo speakers, a morning news interview with
a local politician assumes immediacy as the interviewer’s voice emanates from
one speaker and the politican’s from the other. When a reporter airs a report from
the scenc of a parade, the listener hears the parade bands first on one speaker and
then gradually on the other speaker, as though the band were marching through
her dining room.

Many industry professionals expect the real growth of radio audiences to be
in FM. From a low figure of 35 percent of the radio audience in America’s top
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twenty-five markets in 1973, Cox Broadcasting Corporation research predicts a
majority figure of 55 percent by 1981 (Figure 5-8). Today it is not unusual for
FM broadcasting stations to sell for millions of dollars, a price inconceivable
in the 1960s.

PROGRAMMING

In 1923, Robert McCormick, editor and publisher of the Chicago Tribune,
wrote his mother saying, “I have written to arrange to have an operator come to
your room with a radio set and give you an exhibition. [ don’t think you will want
to keep one, but you cannot help being thrilled at the little box that picks sounds
from the air. . .. "* McCormick’s Chicago Tribune had its own station, WDAP,
which later became WGN, a major station in American broadcasting. The
ambitious and creative people at WGN helped bring radio into its own. A warm
May afternoon brought the microphone of WGN’s A. W. “Sen” Kaney to the
famed Indianapolis 500 auto race for seven hours of live sports broadcasting,
the first time the Indy 500 had ever been heard on radio. In October of 1924, a
crack of the bat kept listeners glued to their radios as sounds of Chicago Cubs and
Chicago White Sox baseball came over WGN’s air waves. That same month, the
University of lllinois and the University of Michigan met for a football clash,
again broadcast by WGN. The famed Scopes trial of 1925 heard WGN broadcast
the voices of Clarence Darrow and William Jennings Bryan as they argued the
case of the Tennessee school teacher, John Thomas Scopes, accused of teaching
the theory of evolution.

becoming a mass medium

The next decades saw radio blossom into mass popularity. Variety shows, dra-
matic productions, and comedy series elevated such radio personalitics as Jack
Benny and George Burns to national stars. Radio heroes dominated the medium.
“The Lone Ranger” (Figure 5-9), “The Shadow” (Figure 5-10), and many more

AM/FM SHARE OF AUDIENCE
(TOP 40 MARKETS)

1972 1975 1978 1961

Figure 5-8 (Cox Broadcasting Company)
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Figure 5-9 (Lone Ranger Television, Inc.)

kept listeners spellbound. Radio also developed as a news medium. A study by
cducator Wilbur Schramm in 1945 asked college students what medium they
would most likely believe in the face of conflicting news reports. Radio led by
far.* Broadcasts of events as they happened—the actual “sounds”of the news—
made radio one of the most credible news sources. The radio schedule of the
cevening newspaper became important and popular reading for everyone, espe-
cially the radio crities” columns. When WSB in Atlanta pioncered the airways,
the Atlanta Journal noted in wordy adjectives:

As may be instantly surmised by a casual glance at telegraphic tributes
printed elsewhere on this page today, Sig Newman, astonishing virtuoso of
the saxophone, and his orchestra of New York, entrancingly aided by the
vocal brilliance of Mrs. Susan Reese Kennedy, Atlanta soprano, not only
took Atlanta but half of the United States by storm at WSB’s 10:45 concert
Monday night, following proportionate glittering success at the 7:00 radio
debut of the Journal's radio telephone station.*
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Figure 5-10 (Charles Michelson, Inc.)

For the time being, the thrill and novelty of radio were conveyed to the public by
a press only too eager to cover every new programming and technical develop-
ment of the new medium.

the medium becomes specialized

This massive audience appeal began to waver, however, when television made its
appearance. Forced into new formats, radio began a period of transition. It found
its niche as a “specialized’” medium (Figure 5-11). Major radio networks that
once carried entertainment programming began to specialize in news. Each
station began to forge its own individual identity. An examination of radio
stations in any major metropolitan arca illustrates the extent to which this
specialization has been accomplished. One station may specialize in Top 40 or
rock music with top disc jockeys (Figure 5-12) while another may devote itself
exclusively to foreign broadcasts. Still others may concentrate on educational
programs or all-news formats. Starting at one end of the AM spectrum, your first
encounter might be a “personality” station. By the time you had turned the dial
to the other end of the spectrum, you would probably have heard a country-
western station, a station that plays only hit records from the past, an automated
station, a foreign language station, a top-forty station, and more than a dozen
others. If you were to turn to*the FM dial, you would hear an equally large
selection among almost three dozen stations, cach with its own identity.
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In many countrics where television systems are not well developed, radio re-
mains the dominant medium. Consequently, it has become a major teaching
medium for people in these underdeveloped nations. Researchers at the Institute
for Communication Research at Stanford University have compared the effec-
tiveness of instructional media in various international locations. The institute
has tested both instructional radio and instructional television. In a summary
report, researchers concluded:

There is nothing in the research evidence to cast doubt on the proposition
that a motivated student can learn from any medium. One of the most
surprising results to researchers was the absence of any clear and consistent
evidence of difference between the efficiency of learning from the complex
and costly media like television and the less costly ones like radio.®

Installation of relatively inexpensive transmitters in local arcas enables radio to
disseminate information in the local language and to reflect local cultures. This
is cspecially important in arcas in which social and cultural identities are
threatened In the United States, many colleges and universities offer special
courses by radio. The University of Wisconsin School of the Air pioneered in
this arca, and other schools that followed, such as Purdue University’s WBAA,
offer credit by examination for radio courses. Public schools also have found
radio an inexpensive alternative to television. The South Carolina Educational
Radio Network serves public schools in South Carolina. Special multiple-
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Figure 5-11 (Cox Broadcasting Company)
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Figure 5-12 Larry Lujack, nationally famous disc jockey. Careers
as disc jockeys range from minimum wage positions in small markets
to slots in major cities which pay big money for stars like Lujack.

earphone listening systems (Figure 3-13) permit teachers to use radio as a sup-
plement to classroom activities and learning experiences.

IMPACT OF RADIO

The medium that was once merely a theoretical vision of the late nineteenth
century has now achicved a major impact throughout the world.

radio’s acceptance and potential

Despite the enormous impact of television in the 1950s, radio has continued to
grow and prosper. Since its early development in 1920, it has achieved and
maintained growth rivaling that of all other media in the history of mass com-
munication Estimated percentages through the 1980s see growth up over 225
percent from that of the early 1950s. Despite a penetration of more than one
radio for every person, radio set sales continue to chmb. Almost 95 percent of all
automobiles have radios, up from 55 percent in 1952

We might well ask, with virtually every household cquipped with more
than one radio, why people continue to buy radios. One reason is that a transistor
radio has become a widely accepted gift, coming in all shapes and sizes from
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complex shortwave sets, to combinations of radios and other gadgetry such as
cigarette lighters, liquor decanters, and pencil sets. Miniaturization of parts has
made it possible to place a radio in all kinds of imaginable items in the home,
from intercoms to popular home entertainment combinations of television,
AM/FM radio, and stereo record players. Morcover, increased use of FM bands
has sparked still more sales. Now the public’s appetite has been whetted for FM
sets that can receive FM in stereo or quadrophonic, four-channel sound.
Radio is an especially strong medium among both the general population
and specialized audiences. For example, the overall radio listening audience is
larger than the television audience for a sizeable portion of the day. The highest
audience measurement comes at approximately 8:00 to 9:00 A.M. local time,
then it tapers off, climbing back up to a plateau between 3:00 to 7:00 P.M. local
time. These “highs’ are commonly called drive-time, when many people listen
to radio while commuting to and from work. Television begins to take over the
audience after 8:00 P.M. But among both high school and college students,
radio is the primary mass medium. High school students spend an average of
three and one-half hours per day with radio compared to two and three-quarters
hours for television, thirty-cight minutes with newspapers, and twenty-three

Figure 5-13 Somewhat overlooked because of the predominance
of television, educational radio serves a vital purpose in many cur-
ricula. Permitting the imagination to stretch to its limits, accounta-
ble educational radio programming can play an important part in
supplementing classroom instruction. (South Carolina Educational
Television and Radio Network and the South Carolina State De-
partment of Education)
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Average Daily Time Spent With Media:

High School Students

3-1/2 hrs.
2-3/4 hrs.
38 min.
23 min.
Radio TV News- Maga-
papers zines

Figure 5-14 (Radio Advertising Bureau)

minutes with magazines (Figure 5-14). College students spend an average of two
and three-quarters hours per day with radio compared to two hours with televi-
sion, thirty-one minutes with newspapers, and twenty-one minutes with

magazines (Figure 5-15).

radio’s future perspective

The future of radio is bright both in terms of technological developments and the
all-important economic eonsiderations that face any mass medium. The ability
of radio, for example, to reach a great number of people at a comparatively small
cost has a distinct advantage over television. For corporations with small to

Average Daily Time Spent With Media:

College Students
2-3/4 hrs.
2 hrs.
31 min.
21 min.
Radio ™V News- Maga-
papers zines

Figure 5-15 (Radio Advertising Bureau)
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moderate advertising budgets, radio affords the opportunity to reach their public.
Many radio news departments operate with a small number of personnel, a few
inexpensive cassette tape recorders, and an automobile cquipped with a two-way
radio. For television news to function, it takes thousands of dollars worth of
cquipment, trained personnel for operating the equipment, and a costly televi-
sion transmitter and studio cquipment to edit, compose, and send the program to
the viewers.

Sterco FM will continue to develop. The full potential of sterco news has
yet to be tapped. It will permit radio to develop and stretch the audio picture of
an event even beyond what television can do as a single video dimension. The
medium has come a long way since Marconi first lifted his kite antenna above
Newfoundland and reccived signals across the Atlantic. Throughout the world,
radio serves the masses with entertainment, news, and instructional program-
ming. It survived television and gained its own identity as a medium with
distinct advantages and the ability to reach specialized audiences in our society.

Chapter 5 examined the medium of radio. With over 8,000 stations operating in
the United States alone, radio penetrates the lives of virtually the entire world
population. The development of the medium is credited to a number of coun-
tries. In Italy, Guglielmo Marconi experimented with a crude spark-gap trans-
mitter and sent signals over the hillside near his home. He later captured world
attention by sending and recciving wireless signals across the Atlantic. In
America, Fleming gave radio his two-element valve, and de Forest contributed
his three-clement audion. Voice broadeasting began as carly as 1892 using a
process called induction, but the primitive process had little promise. Practical
voice application of the methods employved by Marconi were made by Reginald
Fessenden in 1906.

As radio moved out of the experimental era, early radio stations began to
apply the technology by bringing music and news to large numbers of people. In
1909, Charles David Herrold’s station signed on the air in San Jose, and in 1919,
WHA at the University of Wisconsin became the nation’s first recognized non-
commercial station. A year later, both WW] in Detroit and KDKA in Pittsburgh
crackled onto the air waves. The KDKA venture signaled a new entertainment
and commercial application for radio, and it was quickly followed by other
stations. A.T.&T. signed WEAF on the air but sold it to RCA in 1926. Out of
that sale came NBC. NBC operated two networks until 1943 when it was forced
to sell one of them, which became ABC. Two other networks, CBS and Mutual,
also were part of the development of early commercial radio. For noncommer-
cial stations, the National Public Radio began regular programming in 1971.

FM radio, once shelved by the industry in favor of the development of
television, has overtaken AM radio in listener popularity. Both AM and
FM have prospered because of radio’s ability to adapt its programming to both
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the competition and the audience. Programming drama in the 1920s, 1930s, and
1940s, radio began to direct its programming to a specialized audience in the
1950s.

Today, the medium has reached nearly 100 percent saturation in the
United States and is found in 95 percent of the country’s automobiles. It com-
mands our attention for the majority of the daytime hours and is the most
listened to medium among high school and college students.

OPPORTUNITIES FOR FURTHER LEARNING
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Television has been called everything from an educational panacea to a boob
tube projecting images of a vast wasteland. People have labeled it biased, accu-
rate, liberal, conservative, and have accused it of everything from wrecking the
family structure to robbing us of our individuality. Somewhere in between all
this lies the truth. One thing is certain. The medium has become one of the most
powerful communicative forces in the history of civilization.

EARLY DEVELOPMENT

To appreciate the great technological strides television has made in the past
decades, we nced to examine the history of the medium. The concept of
television can be traced back to 1839. In that year, French physicist Alexandre
Edmond Becquerel observed the electrochemical effects of light.

Nipkow’s scanning disc

In 1884, the German scientist, Paul G. Nipkow, devised a method by which a
spiraling disc would pass over a picture and create a scanning effect. Nipkow
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punched holes in his disc to create the pattern of a spiral, beginning at the outer
edge and circling toward the center of the disc. When the disc revolved, the holes
would pass over the picture, and in one complete revolution of the disc, the total
picture would be scanned. Nipkow transferred the light passing through cach
hole into electrical energy and transmitted this electrical energy through wires to
a receiver that also had a synchronized disc connected to a transmitter. When the
transmitter changed pictures at rapid intervals, a very crude picture with a sem-
blance of motion could be achicved. Nipkow’