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Preface 

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

Like the earlier edition, the book is designed primarily for use in introduc-
tory courses in mass communication and courses studying mass media in society. 
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 tr 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 research services, regu-
latory control of mass communication, legal issues and the working press, the 
audience and effects of mass communication and media ethics and social issues. 
"Opportunities for Further Learning" entice the student to dig deeper into the 
subject. A comprehensive instructor's Manual accompanies the text. 

xix 
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What Is 
Mass Communication? 

 J 

What is mass communication? It is the deadline 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 ola 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 



2 What is Mass Communication? 

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

beginnings of language 

Two hundred thousand years later, an embryonic language began to develop. 
Before this time, people communicated mostly through touch. Anthropologists 
are still debating whether this language developed through learning or instinct. 
Nevertheless, genetic evolution had now been joined by language evolution. By 
about 7000 B.C., Homo sapiens had evolved genetically to their present form, 
and the ability to communicate liad gained another medium, pictographics. 
These wall etchings inside caves and temples remain vivid picture messages that 
depict the life and religious beliefs 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 

X 
Figure 1-1 Early forms of communication were pictographs— 
etchings or drawings made on caves, trees, or animal skins. This 
one represents an Indian war song. Translated, it reads, "1 am 
rising to seek 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, ed., History of American Music. Lon-
don: Irving Squire, 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 learning at a much accelerated 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 disease and other elements 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 years to reach their destination. 

print technology 

In the fifteenth century, human ingenuity created a major breakthrough in 

technology—the invention of movable type—and introduced it to the European 
continent. People now could produce and send messages much faster. From this 
point on, breakthroughs in communication technology mushroomed. The facil-
ity with which people now could record knowledge made possible a much more 
rapid exchange of information. 

Two important developments followed the invention of movable type. 
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 nineteenth century. Such devices as cylinder-fed paper rolls and 
type 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 



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, 195ç) 

Figure 1-3 Early mechanical 
press used in small print shops of 
the nineteenth and twentieth cen-
tury. 

4 
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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 easily 
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 England via Newfoundland. By the late nineteenth century, a network of 
telegraph lines had developed over the United States. 

The third major development of the nineteenth century, the device that 
enabled 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 each 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 twentieth century dawned, a system was perfected by which elec-
tromagnetic 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 
everyone for a few dollars, enabling them to listen to mas.;-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 
science 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. Scientists, 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 beyond (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 entities as newspapers, radio, and televi-
sion, what we call the mass media. But we still need to distinguish it from two 
other types 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-
tra personal communication. 

Medium 

Sender Messages 

Noise 

Receiver 

Feedback 

Figure 1-6 Basic model of com-
munication. Feedback is instant 
in interpersonal communication, 
and there is no gatekeeper be-
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, ¡udge, 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 telephone 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 
your 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. The 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 impulses, thus adding new fac-
tors to your decision-making task and temporarily distorting the process of in-
trapersonal communication. 

interpersonal communication 

With the crude beginnings 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 noise 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 Idaho reporter, "coming apart at the seams" 
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 yourself 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 more 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 you 
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 editor 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 employed 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 1,ewin'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 
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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 receive from the mass media. A magazine editor may "kill" or eliminate 
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 gatekeeper also can expand information to the 
public by supplying 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, receive. 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 express approval of the speech. Each example is a form of delayed feedback, 
which differs from the immediate feedback the politician received from the 
members 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 characteristics. 
Adding the concepts of the gatekeeper 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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Medium 

Sender — Messages/Gatekeeper-er 

Noise 

Delayed Feedback 

Receiver Figure 1-7 Model of mass com-
munication. Feedback is delayed 
in mass communication, since 
the sender and receiver are not in 
the physical presence of each 
other. Also, a gatekeeper "pro-
cesses" the message and events. 
Noise, both semantic and physi-
cal, can occur at many places and 
at different settings in both inter-
personal and mass communica-
tion. 

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 are 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. 

Sender 

Receiver  

Messages 

Medium 

Feedback  

Noise 

Intrapersonal Interpersonal Mass 

Son» Orghns Politician Politician 

Brain Reporter Public 

Electro Chemical 

Impulses Language Language 

Central Nervous 

System Voice Newspaper 

Electro•Chernmal 

Impulses Quest Ions Letters 

Blurred 

Headache Breaking Glass Printing 

Figure 1-8 Components of the com-
munication process applied to our ex-
ample of the politician's speech. Keep 
in mind that the communication pro-
cess differs from situation to situation, 
and that communication models are 
but pictorial representations of this 
process which can be altered by dif-
ferent settings. 



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 society'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 
speech. 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 you 
return to your office to write the story. Perhaps you belong 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 your 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 you. 

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 you 
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 efforts on reaching professional women who lived or worked in the city. 
Moreover, your advertisers would not be interested in paying high rates to reach 
an audience that had no interest in buying their products, and you 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 
types of programming 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 employees, and still other presentations can in-
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chide 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 metropolis, 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. Even AP and 
UPI have become specialized. They now offer both print and broadcast wires for 
subscribers in addition to audio services and special services to cable television 
operators. 

Look at the recording industry. Back when the early television program 
The Hit Parade was popular, the ten songs performed each week were accorded 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 easy 
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 seem 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 generalized mass appeal media or 
to the newer specialized media. The future of mass communication in the very 
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broad sense is still open to speculation. Our 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. 

SUMMARY 

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, generates 
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 gatekeepers, 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 directed toward specialized audiences. Researcher Richard Maisel 
views this changing definition of mass as a natural function of our postindustrial 
society. 
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Newspapers 

Newspapers are an economic and social phenomenon of our society. 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 elementary 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, yet remains essentially 
the same type of medium that it was centuries ago—pages of print communicat-
ing information to readers. 

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

In 1928, a German scholar, Otto Croth, developed a set of five standards which 
modem scholars generally hold as acceptable criteria for determining a true 
newspaper. Croth'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 employed. Early Roman and Chinese 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 everyone, not just a 
chosen few. No organization can have an exclusive right to read or obtain the 
publication. Groth also defined the content of the publication. It must vary in 
content and include everything of public interest to everyone, not merely to 
small, select groups. Finally, publication must be timely with some continuity of 
organization. 

Keep Croth'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 Croth'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 early 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" 'ere the 
number of persons who happened to read the poster. 

The Romans also developed a system of news dissemination in which a 
"reader" 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 modern 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 Peking 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 seventeenth 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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Figure 2-2 International origins 
of the modern newspaper. The 
United States' date, 1704, refers 
to the beginning of the Boston 
News-Letter. 

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 free expression became too much to hold back found themselves at the 
end of a hangman's noose. 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 period, 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 loose to play upon the earth, so Truth be in 
the field, we do injuriously by licensing and prohibiting to misdoubt her 
strength. Let her and Falsehood 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 one year 
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earlier, 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 search and seize 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 conftict with those of the Crown and with rivaling 
factions competing for the same constituency, and none wanted its views muz-
zled. This freedom of expression increased the thirst for news, and eight years 
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 
already 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 priorities. 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 
communities 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 society. 

early colonial newspapers 

The first attempt at a newspaper in the cok nies was one started by the English 
printer Benjamin Harris. 2 Harris had been banished from England for operating 
the modern equivalent of an underground newspaper. Coming to Boston, he 
published in 1690 an edition 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 
Massachusetts, 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 continue printing. He accepted. This may seem a rather cowardly act by 
today's journalistic standards, but the seriousness of Harris' financial position 
dictated a practical response. According to Croth'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 returned to England. The first publication to meet all of the 
standards of a true newspaper made its appearance fourteen years later. 

In 1704, postmaster John Campbell joined with printer Bartholomew 
Creen 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 directly to the governor of Mas-
sachusetts, and when he ran into financial trouble, a government subsidy was 
waiting. The News-Letter received competition 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 editorial 
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 Mile-
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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 tone 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 false 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 true 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 prosecutor 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 indeed libelous. When Hamilton argued that the ¡ury 
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 early colonial printer to that of publisher 
and editor. 

the telegraph and instant news 

During the nineteenth 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 
receiving news from distant places weeks and months after it happened, when 
suddenly you could be in touch with events the day they occurred. Certainly 
your 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 domestic relay system, another development, the Atlan-
tic Cable, provided the international 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 European 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 learn 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 
society'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. All 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 era of the penny press which, 
although the price has increased, still sees its brand of journalism alive in certain 
contemporary tabloids. 

The earliest 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, achieved 
almost overnight success. The Sun was quickly copied by similar ventures, 
including one in 1835 by another hard-pressed editor named James Gordon 
Bennett. Bennett founded the New York Morning Herald which became emi-
nently successful, even though it experienced a 100 percent 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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Figure 2-6 The telegraph signalled a 
new interest in news and even head-
lined columns of some mid-nineteenth 
century papers. 
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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 2-7 Freedom's Journal, published in 1827 in New York City. 
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newspapers of the day. Russvvurm 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 eighty-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, "Se-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 liad four pages. 

Although the crusade to force the Indians from their land continued, the 
militia moved in approximately ten years later and drove the Cherokees west-
ward. In what became known as the Trial of Tears, the Indians gradually settled 
in Oklahoma territory. Accounts of what happened to both Sequoyah and 
Boudinot are conflicting. Sequoyah fell out of favor with the tribe over his views 
on the western emigration. History records that he either crossed the border into 
Mexico or was labeled a traitor by the tribe and had his ears cropped and his 
forehead branded. Boudinot, whose favor with the tribe was equally 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 early 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 Royal' founded a publication entitled Paul 
Pry. Another newspaper under Royall, called The Huntress, followed this exam-
ple and bannered 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 born 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 fields. By the turn of the century, Tarbell was writing 
for such major magazines as McClure's, and she was turning 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 2-9 First issue of The Cherokee Phoenix printed in both 
Cherokee and English. 
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Figure 2-10 Ida Tarbell. early journalist and author who wrote 
about the industrial life of Western Pennsylvania. (Allegheny Col-
lege Archives) 

Another famous woman reporter of the late nineteenth century was 
Elizabeth Cochrane Seaman. Under the pen llame Nellie Bly (Figure 2-11). she 
became famous for her escapades in the interest of her employer, The New York 
World. Some of these escapades 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 Veme's famous novel, Around the World in 
Eighty Days. By every 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 eighteen with the Pittsburgh Dispatch, and she died in 1922. 

kla Tarbell, Nellie Bly, Jane Grey Swisshelm, and Anne Royall are just a 
few of the many women who contributed to journalism. From colonial printers 
to today's newspaper executives 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 

Flic 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 Enquirer, the New York Herald, 
the New Orleans Picayune, the Memphis Appeal, the Savannah Republican, 
and the Charleston Courrier, were life lines of information to troops in the field, 
families, and businesspeople. Papers such as Horace Greeley's Tribune carried 
persuasive editorials. Correspondents such as Peter W. Alexander at Gettysburg 
and Antietam, B. S. Osbon at Fort Sumter, Whitelaw Reid at Shiloh, and 
Lawrence A. Gobright at Lincoln's death became historical by-lines. Newspapers 

Figure 2-11 A world traveler and 
journalist, Nellie 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 one 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 style of American journalism. The demands of 
battlefield dispatches, the unreliable 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) 

editorialist. The Oregonian liad been founded in 1850, but it was not until the 
full effect of the western movement was felt that Scott's editorials began to be 
taken seriously east of the Mississippi River. He saw the industrial revolution 
from a viewpoint both touched by eastern technology yet tempered by the great 
expanses of the Northwest and its close proximity to the lumber industry. Perhaps 
through Scott's eyes, unfilled with the crowded populations of the East and the 
factories of New England, came some of the most intelligent writing of the day. 
Other early 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 
\Var to an industrial economy. Many began their publishing ventures in the 
fresh atmosphere of economic recovery. In Milwaukee, the Journal was founded 
in 1882 with its famous publisher, Lucius W. Nieman. Under Nieman's guid-
ance, the newspaper became a respected voice, both nationally and internation-
ally. Nieman later helped advance journalism education by establishing the 
Nieman Fellowships at Harvard University. 

In St. Louis another publisher was making his mark, Joseph 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 
base 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 editorial 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 Joseph 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, eye-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, already 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 Out-
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 seen 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. Hearst 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 I arrived, and there was enough 
action to report without emphasizing the crime-sex-sin syndrome that splashed 
earlier front pages. World War I 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 twentieth 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 bureaus 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 pioneered 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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LW. Scripps 

Figure 2-16 

Roy Howard 

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 pioneer-
ing efforts in high-speed news transmission. 

Roy Howard, meanwhile, 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 dailies, which in certain parts of the country still exercise 
that personal style of journalism so popular with big dailies 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 2-19 Daily newspaper advertising volume. (American 
Newspaper Publishers Association) 

Gross 
National 
Product 

1965 1970 1975 '78 

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 Bureau of Business Research and Service at 
the University of Wisconsin highlighted these concerns.3 First, as consumers we 
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Figure 2-20 Sectionals are adding to the variety of newspaper content, helping many 
dailies to boost circulation and permitting advertisers to reach specialized audiences. 
(Courtesy, The Baltimore Stinpapers) 

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 arc 
becoming larger; a major city edition may include sixty pages instead of the ten or 
twenty that comprised the major city editions at the turn 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 movies. 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, deterioration of the central city means that we are not as apt to 
go downtown after dark and purchase an evening edition from the corner news-
stand. The convenience of listening to the radio on the drive to work is another 
factor to be considered. Fifth, wire services carrying news and information from 
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around the world are available at moderate fees to even the smallest newspapers, 
and these papers arc taking advantage of this. Thus, their ability to carry national 
and international news cuts into the circulation of the major metropolitan 
dailies. 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 arc printed, has reached record 
consumption (Figure 2-22). A research study by the Bureau 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. One 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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Growth In Newsprint Consumption 
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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 energy 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.5 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 
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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 
areas 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 general, 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 categories. 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.6 Not that an 
immediate danger of depression looms, but the industry must realize that it is 
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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 era 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 made 
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 eliminate any of the processes in typesetting, but they 
did mechanize and accelerate typesetting. 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 offset printing for the newspaper publisher over letter-
press are lower cost of offset 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 set 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 
each 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 yet another 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), arc re-
placing the typewriter and be-
coming commonplace in major 
newspapers and other inedia. 
(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. lf 
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 even 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 readers. 

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 satellite 
technology to transmit entire pages from one city to another, electronically, 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 
bureaus all over the nation and can almost instantaneously transmit news stories 
to any of these bureaus. 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 era of the paper carrier may be a thing of the past. 

EXPANDING ENTERPRISES 

Independent newspapers are finding themselves 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 

49 
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Figure 2-26 The experimental teletext 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 
home subscriber can select from an index of different "pages," and 
then, by punching the correct code, can "call up" the full page af 
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. Gannett owns over seventy news-
papers throughout the United States. It has even purchased 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 existing 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 fimis, 
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 week, 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, 
yet 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 especially true when the media 
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Up Against the Iron Bladder 
"The dyed-in-the-wool reactionaries 
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BY COCKBURN & 
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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-

lage Voice. Copyright IC) The Village Voice, Inc., 1978) 
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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 feel 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 merely 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 head 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 teams. 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 each, in the presence of the others, must be accountable for 
its own operating procedures and profits, each will put forth maximal efforts. 

The newspaper industry has remained prosperous, in some instances be-
cause of these diversified investments. Moreover, there is no indication that the 
public's desire for news is waning. For as both government and international 
politics become more complex and as new communication technology puts each 
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 economy. 

SUMMARY 

Newspapers are an important social and economic force in society. An outgrowth 
of the "posted bulletins" of early Italy, newspapers evolved from single sheets of 
paper locally distributed to multipage products with international distribution. In 
Germany, the first newspapers appeared in the early 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 subsidies. 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 
u as indicative of the changing face of journalism which eventually culminated 
in a free 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 made their mark on early newspapers, with such names as Nellie Bly and Ida 
Tarbell becoming legends in their own right. It also was the era of the "penny 
press," of inexpensive newspapers with sensational news stories. Big city dailies 
that adopted the style of the penny press introduced "yellow journalism." 

By the twentieth 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 entrepreneurs, 
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 reach 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. Economic 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 

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. Among 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 seemed 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 direct 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 efficiently. 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. I 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. Each 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 
audience 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 directed at a more conservative element 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 early 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 effectively 
reached the "gentleman farmer" of the 1970s and 1980s. That "farmer" may own 
only a half acre and buy a small riding lawn mower instead of the full-size tractor 
the reader of Country Gentleman (Figure 3-3) years ago would have purchased. 
Such products as building supplies for home repair and remodeling, lawn seed, 
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 3-2 Three eras of the Saturday Evening Post during the 
twentieth century. Top left, the Post as it appeared on July 4, 
1900; top right, the Post of May I, 1954, with artist John Falter's 
painting of "Stan the Man" Musial signing autographs; and at left, 
the Post in 1979, highlighting the cover photo of Johnny Carson. 
(Reprinted from the Saturday Evening Post. C) 1900 & 1954 The 
Curtis Publishing Company. Reprinted with permission from the 
Saturday Evening Post Company, C) 1979) 
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MEMOIRS OF JOHN SHARP WILLIAMS 

Ifoey etleig 
Special How Tds: 

Steal Your 
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Iti 
Figure 3-3 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. C) 1925 The Curtis Publishing Company. 
Reprinted with permission from The Country Gentleman Company, C) 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 subscriptions 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 directed to readers in the Pacific coast states and Nevada, Arizona, 
Idaho, and Utah. If you want to subscribe to the publication but do not live in 
the West, you 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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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. 

95 cents 

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 editions. 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 metropolitan 
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 
household 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 editions is Sports Illustrated. Not only 
does the magazine publish four regional editions—East, West, South, and 
Midwest—but it also publishes a "homeowners edition," limited to 640,000 
subscribers in zip-code areas that show the highest concentration of home own-
ers. In addition, it offers special "insert editions" to advertisers, with such special 

TIME Z. 
Z stands for ZIP Codes, 
and zeroing in on the 
markets that buy 

the most of the best. 
Affluence has its geography 

A mere 20'70 of the nation's residential ZIP Code 
areas buy 73% of all the California chablis sold in 
America, 57% of all the dishwashers. 47% of the top-
selling Scotch. 43% of all the life insurance policies—and 
so on. through virtually every category of goods and 
services you can name. As real estate agents have 
known for yeais, location is everything. 

That's why TIME Z was created. 
TIME Z reaches 1.200.000 TIME subscribers 

(average household income $37.20131 living in 1.414 of 
the nation's most affluent ZIP Code areas—all located in 
metro markets 

It's the biggest. ultraselective media buy around. 
With this curious and useful consistency: that the higher 
the neighborhood income level, the greater the penetra-
tion of TIME Z In some cases. it's 25-30%. 

As a marketing tool, TIME Z could make the 
crucial difference between hoping your advertisement 
wW go to the right neighborhoods. and making sure that 
it will 

Case histories on the performance of TIME Z make 
heady reading If you'd like to see some —or if you just 
want some information —call your TIME representative, or 
Jack Himions. Associate Advertising Sales Director. at 
(212) 55‘7811 
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Figure 3-5 Time's Zipcodc reach. (Courtesy Time Magazine) 
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insert features as the U.S. Tennis dp. en and the Grand Slam of Golf. A manu-
facturer of tennis rackets, for instance, might find the U.S. Tennis Open insert 
edition an excellent place to advertise. 

regional editions 

We mentioned the regional editions of Sports Illustrated. Other publications arc 
realizing the advertising appeal of regional editions. Playboy has eastern, central, 
western, southeastern, southwestern, New York metropolitan, Chicago met-
ropolitan, Los Angeles metropolitan, San Francisco metropolitan, and urban 
market editions. The centerfold is not any different in the New York metropoli-
tan edition than in the Los Angeles 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 edition. 

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 
edition, Playboy publishes foreign editions 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, Portuguese, Danish, Finnish, Norwegian, Swedish, Chinese, 
and Japanese. In all, this magazine of good reading publishes thirty-five different 
editions 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 editions. 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 entirely 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 even more select audience, professional black women. 

Business executives 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 Corn-
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munications, Inc., Chicago Business is an excellent 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 selected 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. Each has subcategories. For example, farm publications consist 
mainly of state and vocational publications. State publications are directed 
toward a particular geographic area, such as the Montana Farmer-Stockman and 

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 
3-1 1). 

Business publications include professional magazines such as those 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 

qCrains icago THE WEEKLY INEWSPAPER FOR MID AMERICA 
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Figure 3-9 Chicago Business. Special-
ized magazine for Chicago business 
people. 
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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 
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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 directed 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 
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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 already 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 efficiency 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 steadfast. 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 Research 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 percent of the female readers kept 
an issue 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 8e 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 18e. Many magazines are reducing their actual dimensions in an effort 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 14e for administrative 
costs, 31e for editorial and manufacturing functions, and 29e for sales, including 
advertising and circulation. 
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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 see 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 television 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 
era 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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newspaper advertising. Moreover, until we have more commercial television 
networks, there 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 see in Figure 3-17 that the higher income individual 
also is more apt to read magazines than to watch television. 
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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 Illustrated 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 international 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 does. 
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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 society'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 earliest 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 earlier. Later in the cloisters and abbeys of 
medieval Europe, monks laboriously copied 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. Early 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. Needless to say, with so few books available and with considera-
ble time and effort expended in their production, they were very valuable. 

Figure 4-1 The early bookbinding shop shows the workers (left to 
right) beating the folded sections 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) 

79 



80 Book Publishing 

With increased use of the printing press during the sixteenth century, 
composition changed drastically. Engraved wooden blocks became printing 
plates to produce 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 early 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 seen 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) 



te: 

• 

ai7 

N.  • 

81 

Figure 4-3 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 smooth. (The 
Bookbinder in 18th-Century 
Williamsburg. Williamsburg, Va.: 
Colonial Williamsburg, 1959) 

Figure 4-4 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 

Tile 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 Boyle 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 AND 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 4-5 (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 corne 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 seen 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 early colonial bookbinding followed those of early 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 Claysvillc, Pennsylvania. He later became known as one of the great 
educators 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 learn-
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 copies 
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 era 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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M•GUFFEY'S PRIMER. 39 

LESSON XXXIII. 

pull cart goats Bess 
Op 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 McCue Reader. The Reader became one of 
the most widely read and universally adopted early elementary 
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 sizeable impression on the history 
of book publishing. To it we owe the modem concept of the book as a medium 
of mass communication. 
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BEADLE AND ADAMS, 98 WILLIAM ST, NEW YORK. 

General Dime Book Publishers. 

DIALOGUES No. 21. 

MASS MARKET PAPERBACK BOOK PUBLISHING 

Figure 4-7 Beadle's "dime novels" 
were the forerunner of the modem 
paperbacks. Their content ranged 
from Western tales of adventure 
beyond the Alleghenies to "Dia-
logues" which could be adapted 
to amateur theatrical productions. 

In a suburb of Dayton, Ohio, a former advertising executive 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 release 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 4-8 Writer John Jakes (left) and actor John lakes (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 
released 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 Seekers, 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 one 
year. It was not long before the series had sold more than 15 million 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 
major 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 easily 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 easily or set it on the edge of your seat. 

Paperback books also can be bought at places other than book stores. Sir 
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Figure 4-9 The Bastard was the 
first book of the Bicentennial se-
ries written by John lakes. When 
the television miniseries ap-
peared, the cover was adapted to 
reflect the characters in the televi-
sion production. (JOVE Publica-
tions, Inc.) 
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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 effort 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 
increase 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 movie 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 tie-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 Laddie 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 educational 
value and use as learning 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-
ies 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 

hi 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 4-10 Marketing display 
for Bantam Books' Fotonovel of 
the Star Trek series. (Courtesy, 
Bantam Books) 

these sources of transportation will naturally continue to increase its rates as the 
cost of fuel continues to rise. When a book leaves the warehouse, 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 else 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 benefits. 

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 lean 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 areas. For instance, Bantam Books has developed a new gift books 
division. In a major commitment to this type of publication, Bantam hired Ian 
Ballantine, the founder of Ballantine Books, out of retirement to head the new 
division, called Peacock 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-
search, 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 years decked the covers of the Saturday Evening Post, have 
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Figure 4-11 High quality print-
ing processes have helped pro-
duce a consumer demand for gift 
books. (Covers of titles published 
by Peacock Press/Bantam Books 
C) 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 East 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 enthusiastic 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 every other cost, the 
expenses incurred by a sales staff are increasing. In any publishing venture, there 
are 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 necessitate shipping some books by air freight. All 
of those factors can dramatically change the economic picture of any publishing 
venture. 

SUMMARY 

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 equipment as ploughing and standing 
presses bound books on special order for individuals and the government. Mass 
production books as we know them today could be bought only in England. 

The first real impact on mass publishing came with the work of E. F. 
Beadle, who pioneered the famous "dime novels" which became popular in the 
late nineteenth 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 Jakcs is responsible for introducing a new era in contemporary 
paperback publishing with his American Bicentennial Series. 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 copies 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 tied to a book's success and can 
include everything 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. 
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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 creative 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 ola 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 qualities. 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, Cuglielmo Marconi was born of 
wealthy parents. On their estate in Italy, he experimented with the theories of 

Figure 5-1 Marconi's early 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, Guglielmo'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 twenty-three years of age, Guglielmo Marconi 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 wireless 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 elec-
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. It was 
bulky with an enormous antenna necessary to receive the minute electrical 
impulses. One of the early breakthroughs in this area is credited to J. 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 entrepreneurs and successfully 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-
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Figure 5-3 Lee de Forest examining the developments of the vac-
uum tube which he helped pioneer with the invention of the and-
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 each 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 pioneer 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, early 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 horn directed into a microphone con-
nected to a de Forest transmitter. This experimental broadcast of WWJ, 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 early mobile news unit which served both the 
radio station and the newspaper. (Courtesy, WWJ) 

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 
"Croup 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 
either San Jose, Madison, Detroit, or Pittsburgh, you would find commemmora-
tive plaques claiming first broadcasting honors for each 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 possibilities for 
advertising for the company are tremendous for its name would ultimately 
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Figure 5-6 David Sarnoff as he appeared in 1912 at the wireless 
station of the American Marconi Company. (RCA) 

be brought into the household, and wireless 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; WJZ 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 Samoff 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 
each 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 separate 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 operated 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 II was raging, and the country 
was in a state of economic 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 beforehand. 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 everyone'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 Il 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 years 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, III, 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 Carnegie 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 selected 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 simultaneously. 
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 operate 
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. 

FM RADIO 

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 II 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 expansion. 

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 
frequencies. A special FM stereo receiver picks up these signals. Even 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 scene 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. I 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.. .. "3 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 Illinois 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 personalities 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 
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Figure 5-8 (Cox Broadcasting Company) 
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Figure 5-9 (Lone Ranger Tele% bum, Inc.) 

1 

kept listeners spellbound. Radio also developed as a news medium. A study by 
educator 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. 4 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 
evening newspaper became important and popular reading for everyone, espe-
cially the radio critics' columns. When WSB in Atlanta pioneered the airways, 
the Atlanta Journal noted in wordy adjectives: 

As may be instantly surmised by a casual glance at telegraphic tributes 
printed elsem here 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 fournats radio telephone station.s 
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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 area 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, each with its own identity. 



educational radio 

ln many countries 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.6 

Installation of relatively inexpensive transmitters in local areas enables radio to 
disseminate information in the local language and to reflect local cultures. This 
is especially important in areas 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 area, 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 5-12 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 5-13) 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 achieved 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 climb. Almost 95 percent of all 
automobiles have radios, up from 55 percent in 1952. 

We might well ask, with virtually every household equipped 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. Moreover, 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-eight 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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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 considerations 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 
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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 equipped with a two-way 
radio. For television news to function, it takes thousands of dollars worth of 
equipment, trained personnel for operating the equipment, and a costly televi-
sion transmitter and studio equipment to edit, compose, and send the program to 
the viewers. 

Stereo FM will continue to develop. The full potential of stereo 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 received signals across the Atlantic. Throughout the world, 
radio serves the niasses 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. 

SUMMARY 

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 receiving wireless signals across the Atlantic. In 
America, Fleming gave radio his two-element valve, and de Forest contributed 
his three-element audion. Voice broadcasting began as early as 1892 using a 
process called induction, but the primitive process had little promise. Practical 
voice application of the methods employed 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 WWJ 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 

AITKEN, HUGH C. J., Syntony and Spark—The Origins of Radio. New York: 
John Wiley & Sons, Inc., 1976. 

BARNOUW, ERIK, The Golden Web. New York: Oxford University Press, Inc., 
1968. 

BARNOUW, ERIK, The Image Empire. New York: Oxford University Press, Inc., 
1970. 

BARNOUW, ERIK, A Tower in Babel. New York: Oxford University Press, Inc., 
1966. 

BITTNER, JOHN R., AND DENISE A. 13nTNER, Radio Journalism. Englewood Cliffs, 
N.J.: Prentice-Hall, Inc., 1977. 

CLAUDE, BARBARA HALL, The Business of Radio Programming. New York: 
Billboard Publications, 1977. 

DREHER, CARL, Sarrzoff: An American Success. New York: Quadrangle/The 
New York Times Book Co., Inc., 1977. 

DUNLAP, ORRIN E., Marconi: The Man and His Wireless. New York: Amo Press, 
1971 

FANG, IRVING E., Those Radio Commentators! Ames: Iowa State University Press, 
1977. 

HOOD, STUART, The Professions: Radio and Television. North Pomfret, Vt.: 
David and Charles, 1975. 

JULIAN, JOSEPH, This Was Radio: A Personal Memoir. New York: The Viking 
Press, 1975. 

LICHTY, LAWRENCE W ., AND MALACHI C. TOPPING, eds., American Broadcasting: 
Book on the History of Radio and Television. New York: Hastings House, 
1975. 

ROBINSON, SOL, Radio Advertising: How to Sell It and Write It. Blue Ridge 
Summit, Pa.: TAB Books, 1974. 

STERLING, CHRISTOPHER H., AND JOHN M. KITTROSS, Stay Tuned: A Concise 
History of American Broadcasting. Belmont, Calif.: Wadsworth Publishing 
Co., Inc., 1978. 

ULLYErr, KENNETH, Ham Radio: A Practical Guide and Handbook. North 
Pomfret, Vt.: David and Charles, 1977. 

VYvYAN, R. N., Marconi and Wireless. Yorkshire, England: E. P. Publishing 
Limited, 1974. 



Television 

Television has been called everything from an educationà1 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 need 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 each 
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 achieved. Nipkow's device represented a mechanical 
adaptation of the principle used in the old penny arcade in which a series of cards 
would turn down, each with a slightly different picture than the one before it, 
thus creating the illusion of movement. 

Mechanical television and the scanning disc processes continued to improve. 
Television entered into new experimental eras with greater picture clarity. By the 
1920s, although very crude, pictures could be reproduced with high intensity 
lighting. Felix the Cat was the first star of the system which made Felix look more 
like a venetian blind than a cat and the sixty-line (Figure 6-1) system was a long 
way from the picture clarity that would follow with major developments in elec-
tronic television. 

Zworykin and Farnsworth 

It was not long before the television experimenters realized that the future of the 
industry could not be tied to the mechanical reproduction of visual images. The 
breakthrough into electronic television came in the 1920s and is credited to two 

Figure 6-1 Felix the cat became television's 
first star as the crude scanning process resulted 
in a picture far inferior to modern transmission 
techniques. (RCA) 
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Figure 6-2 Vladimir Zworykin 
holding the iconoscope tube 
which helped usher in the era of 
electronic television. (RCA) 

men, a Russian immigrant, Vladimir K. Zworykin (Figure 6-2), and an Ameri-
can, Philo Farnsworth. Zworykin was an employee of Westinghouse in Wil-
kensburg, Pennsylvania in 1919. It was there that the company gave him permis-
sion to work on a new device which used electrons to detect and transmit pictures 
instantly. The device was patented in 1923 and named the iconoscope television 
pickup tube. It signaled the end of television's mechanical era. 

Improving the system was left to a schoolboy from Rigby, Idaho, who at 
age fifteen drew a blackboard sketch of a high-resolution scanning system. The 
boy was Philo Farnsworth, and he later shared the credit with Zworykin for 
fathering modern television. Farnsworth formed the Crocker Laboratories in San 
Francisco, later the Capehart-Farnsworth Corporation. Farnsworth eventually 
held more than 150 patents related to television, some common to all television 
receivers. 

RCA, meanwhile, continued its own television experiments, which in-
cluded opening an experimental television station, W2XBS in New York on July 
30, 1930. In 1931, the company placed an experimental transmitting tower on top 
of the Empire State Building. These experimental transmissions permitted the de-
velopment of a system producing a clearer picture than had been possible pre-
viously. Continuing its television experiments, RCA announced in 1935 that it 
would spend one million dollars for television field testing. It was a sizeable 
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business venture at a time when there were few viewers and much progress still to 
be made before the system could approach significant home use. 

experimental programming succeeds 

In 1936, television receivers were able to pick up signals from a distance of one 
mile. In 1937, the antenna atop the Empire State Building went into "public" 
use, and NBC and RCA took television to the people. In an arrangement set up 
on the streets of New York passersby could stop and see the operation of the new 
invention. A broadway play, Susan and Cod, was televised from the NBC 
studios on June 7, 1938. It was also the year David Sarnoff, pre..ident of RCA, 
announced to a meeting of the Radio Manufacturers Association that television 
sets would go on sale to the public when the World's Fair opened in 1939. 
During that year, television signals were transmitted a distance of 130 miles from 
New York City to Schenectady, New York. A year later on the first of February, 
as members of the FCC watched, television pictures were sent from New York to 
Schenectady and then rebroadcast to other points in upstate New York. On a 
small and experimental basis, the first television network began that first day of 
February in 1940. 

color, the freeze, and UHF 

Three FCC decisions greatly influenced television's growth from the early 1940s 
through the early 1950s. They included the decision on a compatible color 
transmission and receiving system, the freeze on licenses and the resultant alloca-
tion of frequencies, and the support of UHF television stations. 

Two broadcasting giants, CBS and RCA, battled for supremacy in color 
transmissions. Both had systems that produced color programming with accepta-
ble results. CBS got the FCC's first go-ahead with a noncompatible system, one 
which permitted color pictures to be received on special sets that could not 
receive the same pictures in black and white. Meanwhile, RCA was developing a 
compatible system which permitted color programs to be transmitted so that they 
could be received in black and white on sets already in use. RCA sued CBS with 
a court order, and the appeals went to the Supreme Court where CBS's noncom-
patible system received its blessing. But CBS's jubilation was short-lived. The 
FCC, realizing the advantages of RCA's system and wishing to avoid a disruption 
of the industry's manufacturing efforts, reversed itself. Thus, RCA's system be-
came the standard color system of modern television (Figure 6-3). 

As the color debates were brewing, the FCC meanwhile had frozen all new 
television licenses in 1948 until it had time to study a plan for television's orderly 
development. It lifted the freeze in 1952. The results were that twelve channels 
were assigned to the very high frequency (VHF) band (channels 2 through 13), 
and seventy channels (13 through 83) were assigned to the ultrahigh frequency 
(UHF) band. 
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Figure 6-3 RCA's first color television receiving sets come off :he 
assembly line in Bloomington, Indiana. (RCA) 

Although the freeze cleared the way for the development of both VHF and 
UHF television, UHF stations operated at a tremendous disadvantage. Few sets 
had channel selectors beyond channel 13. Thus, although in theory the FCC 
hoped that television set manufacturers would keep up with the demand for 
UHF, the demand could not materialize because UHF stations could not stay on 
the air for financial reasons. It was a vicious circle. As a result, everything stood 
still until 1964 when the FCC required set manufacturers to install both UHF 
and VHF tuners on all sets. Although UHF stations still do not have as many 
viewers as VHF can muster, many are gaining in the marketplace as viable 
competitors. Most UHF stations are independent, and, as independent stations 
obtain quality programming through syndication, they are sure to give VHF 
stations a run for their advertising money. 

developments in television technology: beyond the iconoscope 

The iconoscope tube was only the beginning of television technology. Improve-
ments in design led to the orthicon tube, which improved clarity, and the image 
orthicon tube, which allowed light levels to be used to pick up the visual image. 
The vidicon tube improved clarity and was more stable in capturing and holding 
the image. In color television, the plumbicon tube, a trademarked tube of the 
Amperex Corporation, permitted gains in picture clarity equal to the sensitivity 
of the human eye. 
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Recording the television picture also was of great concern to engineers. 
Early attempts used film. The first successful demonstration was in 1950 using 
Kodak film, a Navy camera, and a CBS receiver. Videotape recording was 
demonstrated by RCA in 1953, but it was Ampex Corporation's demonstration in 
1956 at a NAB meeting that received the publicity. From that point on, 
videotaped recording continued to be improved through systems which now 
include cassette recorders with tape as small as one-quarter inch and which 
promises widespread use of even smaller systems in the future. 

TRENDS IN TELEVISION PROGRAMMING 

Television networks were essential to early programming. NBC, with the backing 
of RCA's financial support and technology, was one of the top competitors. CBS, 
with William Paley's administrative abilities, had by the 1950s become a power-
ful force in the industry. ABC, although an infant, kept pace with innovative 
programming, especially with sports programming in the 1960s and 1970s. 

the golden era 

The 1950s are generally considered television's golden era. It was a time of 
continual experiments, and the experiments were live. Television was innovative 
because almost everything was a "first." One of the pioneer stars was Milton 
Berle with his "Texaco Star Theater." The show was so popular that on Tuesday 
nights, restaurant owners without a television set could expect vacant tables. 
Comedy was also king with programs like "I Love Lucy," built around a zany 
redhead and her band leader husband. William Bendix starred in "The Life of 
Riley," one of the first shows to bring blue-collar comedy to television. 

Children had the puppet show of "Kukla, Fran, and 011ie." For the slightly 
more serious child there was Jack Barry's "Juvenile Jury," and for the budding 
scientist there was "Mr. Wizard." Perhaps the most famous early children's 
program was "Howdy Doody" (Figure 6-4), featuring a puppet with a sidekick 
named Buffalo Bob and a group of kids in the studio audience called the "peanut 
gallery." The "Wonderful World of Disney" and the "Mickey Mouse Club" 
(Figure 6-5) were two other famous shows; the Disney show still remains popu-
lar. Even the original "Mickey Mouse Club" and "Howdy Doody" returned to 
modern television through syndication. 

1960s: politics and space 

If television were said to have been "in training" in the 1950s, it went to war in 
the 1960s. Few could have predicted the turmoil that television would capture in 
the 1960s. For the first time in history, it brought the trauma of political assassi-
nation to the world with the coverage of the assassination of President John F. 



Figure 6-4 Early television pro-
gramming had its share of chil-
dren's shows, one of the most 
popular which was Howdy 
Doody. With a cast of characters 
centered around "Buffalo Bob" 
Smith, the puppet Howdy Doody 
and other puppets charmed 
youngers in after-school pro-
gramming carried coast-to-coast. 
The show was later revived and 
syndicated. (Photo courtesy of 
Jack Drury Associates) 

Figure 6-5 Jimmie Dodd and Roy Williams of the original Mickey 
Mouse Club. (C) Walt Disney Productions) 
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Kennedy. It repeated the horror as it covered the assassination of civil rights 
leader Martin Luther King. And then Senator Robert Kennedy met death by an 
assassin's bullet while he campaigned in California for his own presidential bid. 
By this time, television was beginning to be blamed for the outbursts of violence 
that began rocking the country. As the decade drew to a close, that violence had 
spilled onto the streets and into living rooms as television covered the civil rights 
riots in the Watts section of Los Angeles and the student protests at the 1968 
Democratic National Convention in Chicago. But most of all, it covered the 
bloody agony of American servicemen fighting an impossible, unpopular war in 
the jungles of Vietnam. Yet, although most of the decade was spent covering 
conflict, it ended with a triumph as television captured the first live coverage of 
man on the moon (Figure 6-6). 

the 1970s 

The trends of the sixties, both in national events and television's coverage of 
them, continued into the 1970s. The winding down of the Vietnam War and the 
pullout of American forces, the last remnants of campus protests, and the con-
tinuing saga of space travel all were a part of 1970s television. But that decade 

Figure 6-6 Live television pictures of the Apollo \loon landing 
were sent back to earth on July 19, 1969. For television news, it 
seemed like a sharp contrast to the coverage of civil protest and the 
Vietnam War which had been regular television fare during the 
spring. (NASA) 
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Colgate-Palmolive Company 

Policy Statement 

The Company's policy regarding violence in 
television programming is printed below. 
During February 1977, a copy of this statement 
was sent to the chief executive officers ol all 
our advertising agencies and to the networks. 

Policy Statement on Violent or Antisocial 
Television Programming 
So there is no doubt about our policy regarding 
violence in television programming, the 
Colgate-Palmolive Company is releasing this 
statement summarizing its policy and operating 
procedures on this subject for the guidance of 
television stations, television networks, and our 
advertising agencies. 

1. The Colgate-Palmolive Company does not 
advertise its products in programs making 
gratuitous or excessive use of violence. This 
eliminates programs which include violence 
which is not necessary to the development of 
the program's characters or story line. It also 
eliminates those programs which, although 
some violence is an integral part of the story 
line, feature unnecessary violent details, 
brutality, or suffering. 

2. The Colgate-Palmolive Company does not 
advertise its products in programs which it 
considers to be antisocial or in bad taste, or 
which could stimulate antisocial behavior 
through viewer imitation. 

3. The Colgate-Palmolive Company has 
charged its advertising agencies with the 
responsibility of prescreening any questionable 
program material and, if there is any doubt 
about a program's suitability, it is to be referred 
to Colgate for prescreening and decision. 

Figure 6-7 Concern over sex and 
violence in television has caused 
some corporations to issue adver-
tising guidelines disassociating 
their products from such pro-
gramming. 

had its own version of conflict—that of a nation testing the very roots of its 
foundation through the impeachment hearings of a president. Television was 
there, giving us continuity through Richard Nixon's resignation, Gerald Ford's 
succession, and Jimmy Carter's election to the White House. 

Major new efforts in programming developed as the situation comedy so 
popular in the 1950s found its way back to television. Perhaps the leader in this 
trend was "The Mary Tyler Moore Show." The program made a successful run 
on CBS as the fictitious crew of a TV news department brought laughs and some 
serious issues to television. Audiences watched Mary Richards, played by Mary 
Tyler Moore, grow from a trauma-ridden single girl to a mature professional 
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woman. The program became as popular in syndication as it was in its network 
run. 

The 1970s also heard continuing criticism of television programming and 
saw a growing consumer movement. A critical and also popular view of televi-
sion was offered by Canadian philosopher Marshall McLuhan, who said that the 
media was massaging us into a rear view way of thinking. More direct criticism of 
television began to develop as groups, such as Action for Children's Television, 
began to examine what was being shown to children and what could be done 
about it. Direct communication with and lobbying efforts at both the FCC and 
the networks made the organization and the consumer movement in general a 
visible force in the television industry. Some of the public's reaction to violence 
on television resulted in some major corporations issuing public statements that 
they would not sponsor violent programming (Figure 6-7). 

As the 1980s begin, there is some indication that possibly serious attention 
could be paid to higher quality programming. ABC rose to the top of the ratings 
under the direction of programming executive Fred Silverman. When NBC 
lured Silverman away, Silverman suggested that in contrast to the action-filled 
(some called it sex and guts) programs that put ABC on top, NBC would reach the 
top slot through a new wave of quality programming that Silverman predicted 
would materialize in the 1980s. 

CONSUMER PRESSURE AND SELF-REGULATION 

What is the result of such public attention? Is it having positive or negative 
effects? For the consumer groups, there is now an impressive record of victories 
at high levels. 

pressure on government and industry 

The FCC has become very concerned with children's television, both pro-
gramming and commercial content, and this has prompted voluntary changes 
within the industry. As happens in a country with a free press, the activities of 
consumer groups have been accorded considerable media attention even by those 
who are on the receiving end of the criticism. Some industry representatives 
complain that these groups are the ruination of the industry. They argue that the 
programs being aired are broadcast because people want to see them. They cite 
the impressive figures of the rating services to back their postulations and criticize 
the pressure groups for not understanding the first thing about the workings of the 
media in a free society. The consumer groups counter with the argument that 
pressure from the public is much more satisfactory than pressure from govern-
ment. Gradually a citizen-industry working relationship is being constructed. 

If consumer groups are to be successful, both they and the industry will 
have to keep in mind that overreaction leads only to polarization. The lesson is 
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also pertinent to industry. When a community group becomes militant and 
refuses all compromise, then there is great reason to believe that they will isolate 
themselves from both the industry and other members of the community to the 
point of losing all previous gains. When industry representatives, on the other 
hand, charge consumer groups with irresponsible activity and do not engage in 
self-regulation, then they also will suffer the consequences of that same isolation. 
The lesson is pertinent to both industry and reformers. Consumer groups are a 
phenomenon that goes beyond the traditional role of the "unseen, unheard" 
consumer. If the dialogue that has been developed by these groups remains 
rational and responsible on both sides, then new channels of communication 
may open up to give the citizen more say in what reaches the family living room. 

the NAB codes 

While consumer groups continue to work toward better television programming, 
the industry points to its own efforts at controlling programming, especially for 
children. Both radio and television stations have the opportunity to subscribe to 
the "codes" of the National Association of Broadcasters (NAB), but membership is 
by no means universal, even though the codes have been in existence for decades 
and undergo constant revision. 

The Television Information Office, an independent association partially 
funded by the NAB, has tried to bring the Codes' provisions to the attention of 
the public and broadcasters alike. Ads in major newspapers as well as flyers from 
the Television Information Office alert parents to programs that are endorsed by 
the NAB as suitable for children to watch. 

code enforcement 

Adherence to both the Radio and Television Codes is enforced by a systematic 
monitoring (either listening or watching) system. Subscriber radio stations are 
monitored near the time of their license renewal periods and TV stations are moni-
tored twice each year. The NAB then notifies the station if it is operating within the 
guidelines established by the code authority. In certain situations, special atten-
tion will be paid to specific types of programming. If, for instance, the code 
authority feels that there has been an increase in certain types of questionable 
commercials at a station, then the authority may ask for the transcripts of those 
commercials. Along with determining a station's own self-regulatory posture, 
such detailed analysis keeps the authority cognizant of changes that may be 
occurring within the industry. Still, when a broadcasting station decides not to 
join the code, there is little the rest of the industry can do to pull it into line. 
When there is an economic crunch, a station may be less willing to turn down an 
advertisement dollar for a commercial unacceptable to the code. Similarly, if the 
difference between the profit and loss column of a station begins to shrink, 



128 Television 

management may cancel its subscription to the code altogether, thus saving the 
subscription fee. 
• When subscription support is present throughout the system, the real ad-

vantage of codes for the broadcasting industry is in two areas. First, they tend to 
deter dubious advertising and programming. Second, they can be an effective 
alternative to government regulation. The NAB keeps in close touch with the 
actions and the pulse of the FCC. Whenever possible, it will actively try to assure 
the FCC and other government agencies that there is self-regulation in the 
broadcasting industry and that government regulation is therefore not necessary. 

TELEVISION JOURNALISM 

The events of the 1960s also thrust television journalists into the limelight. In a 
sense they became seers, showing and explaining what was happening. Some of 
this record is less than satisfactory, specifically the overreactions in covering the 
heated chaos of protests and civil unrest. Unfortunately, the tendency to sen-
sationalize these events still plagues the profession, both at the local and network 
levels. However, news programming, like the medium itself, was still maturing. 

Surviving the Red scares 

As a social force, television news received attention and respectability in the 
1950s. It was an era beset with irrational, patriotic fever, worried that the Com-
munist movement had infiltrated into every segment of American society. This 
included the entertainment industry. Waving the banner of the Communist 
scare was Senator Joseph McCarthy. As he used the "Red" scare as a platform for 
political expediency, his rhetoric persuaded both the government and a number 
of private businesses to fire certain employees. The entertainment industry was 
hard hit by the impact of his purge when a right-wing publication, entitled Red 
Channels, published in June 1950 the names of 151 people associated with the 
Communist movement who also were in the radio and television industry. Many 
entertainers found themselves suddenly without work and their professional 
careers ruined. 

It was television journalism that finally brought these abuses of civil liber-
ties to the attention of the public and signaled the beginning of the end for 
McCarthy. Career journalist Edward R. Murrow (Figure 6-8) hosted the televi-
sion news show See It Now. After an Air Force officer was asked to resign 
because of his relative's questionable Communist activities, Murrow went on na-
tional television presenting the case that the officer had been the victim of 
innuendo. Another show covered the case of Dr. Robert J. Oppenheimer, who 
lost his security clearance because of a political stand on nuclear energy. The See 
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Figure 6-8 Edward R. Morrow with one of the many interview 
guests, movie star Marilyn Monroe, who helped to make his televi-
sion program, Person to Person, a success on early television. 
(WNET/THIRTEEN and CBS) 

It Now program cast the first shadows of doubt on the legitimacy of the McCar-
thy purge. When the senator took on the United States Army in congressional 
hearings, television was there, and the public, already skeptical of McCarthy, 
watched his radical accusations. When it was over, McCarthy had been reduced 
to humiliation, and television journalism had gained a new legitimacy. 

TV news and technology: microwave and ENG 

Microwaves are ultra-high frequency waves which have been found very effective 
in carrying television signals and computer data over relatively short distances 
using line-of-sight transmission that does not bounce off the ionosphere. With 
relay receivers and transmitters approximately every thirty miles, the signals can 
be carried across unlimited distances. 

Portable microwave systems have become an effective tool of local televi-
sion programming, especially electronic news gathering (ENG). A portable mi-
crowave system consists of a motor van or truck equipped with portable batteries, 
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television cameras, a small transmitter, and an antenna capable of sending 
signals via microwave (Figure 6-9). Back at the main television studio, another 
microwave antenna works as a receiving antenna for signals transmitted from the 
mobile van. 

Small microwave horn antennas and a miniature transmitter about six 
inches long now can be mounted on a small tripod about three feet high (Figure 
6-9). This portable tripod microwave transmitter is focused on the microwave 
transmitter in the mobile van (Figure 6-10), and the signal is then retransmitted 
back to the main studio. A television journalist with a portable camera (Figure 
6-11) connected to this portable microwave system can walk anywhere and 
broadcast live reports. Clear glass does not destroy the signal, so it is possible to 
take the portable tripod system inside a building and point the transmitting an-
tenna through the window toward the antenna at the mobile van. 

The development of microwave systems has opened up new frontiers for 
television journalism. The city council meeting once reported on the evening 
news and in the evening newspaper now can be televised live. Members of the 
local zoning board can be held accountable to the public in a far more direct and 
immediate manner. You can view documentaries broadcast live from such 
places as the inside of a nursing home, the office complex of a corporate execu-

Figure 6-9 ENG Transmitter, Electronic News Gathering 
(ENG) has brought a new dimension to television news. 
Transmitters using microwave technology can send signals 
which relay the program back to the studio for retransmission 
to home receivers. (CBS) 
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Figure 6-10 A microwave re-
ceiver is mounted on a mobile 
van alongside the larger dish for 
the link-up to the news center at 
the television station. (CBS) 

tive, the parking lot of a shopping center, or the middle of a ghetto. Mobile 
television news crews can provide live coverage from the scene of a major event 
within a few minutes after its mobile van arrives. 

PUBLIC BROADCASTING 

Along with the commercial networks, public broadcasting systems also are an 
essential part of the overall structure of broadcasting. Public broadcasting as 
defined here means the operation of the various noncommercial radio and televi-
sion stations in the United States. The depth to which the public participates in 
these broadcasting complexes varies considerably, but the underlying purpose of 
these stations is to serve the public—not to operate at a profit. This does not 
mean that commercial radio and television stations do not serve the public; it 
means simply that staying in business, that is, making a profit, must be their 
primary concern. In many cases, commercial stations may be owned by a parent 
corporation that views them first as profit-making instruments. If they are not, 
then there is a good chance that they will be sold for more profitable ones. Since 
public radio stations are not under the same financial pressure as their commer-
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Figure 6-11 Smaller camera, and microwave links permit live 
coverage of breaking news events. (Reprinted by permission of the 
Magnetic AudioNideo Products Division, 3M Company, St. Paul, 
Minnesota) 

cial counterparts are, they can program to more select audiences without as 
much concern over losing a mass audience or over winning a spot in audience 
ratings. Public broadcasting stations usually operate with a sizeable portion of 
their budget coming from listener contributions, direct appropriations, and 
grants from foundations and corporations. 

early stations and NE' 

.‘Ithough public broadcasting has attracted serious attention only in recent years, 
as we learned earlier, the roots of the system began back in 1919 at the University 
of Wisconsin in Madison when the experimental radio station 9XM went on the 
air. In 1952, the FCC allocated exclusive channels for noncommercial televi-
sion. Of these, 80 were located in the VHF range and 162 at the UHF end of the 
spectrum. This was just the help that noncommercial television needed to de-
velop along with radio. Also in 1952, noncommercial broadcasting received a 
major financial boost when the Ford Foundation created the Educational Tele-
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vision and Radio Center. This later became the National Educational Tcle‘ ision 
(NET), involved in producing educational programs for public television sta-
tions. In 1953, station KUHT at the University of Texas in Houston was the first 
noncommercial, educationally licensed television station to sign on the air. 
WQED-TV in Pittsburgh, Pennsylvania became the first community-owned, 
noncommercial television station to sign on the air. WQED-TV also is credited 
with supporting one of the earliest children's quality television programs on a 
noncommercial television station. One of the station's employees was Fred Ro-
gers who took part in the creation of a show called "Children's Corner." The 
program first appeared in 1954, but it sparked a much more lasting and creative 
effort that materialized into a program called "Mister Rogers" on the Canadian 
Broadcasting Corporation and eventually "Mister Rogers' Neighborhood" (Fig-
ure 6-12) in 1965 on WQED-TV. Fred Rogers was directly responsible for all of 
the programs and has continued to star in "Mister Rogers' Neighborhood" while 
working closely with child psychologists in developing the popular program on 
public broadcasting But in the 1950s when noncommerical television needed to 
show its potential, Fred Rogers's programming inventiveness became a good 
example of what the medium could accomplish. 

Figure 6-12 Mister Rogers' Neighborhood, which had its start in 
the 1950's, is still regarded as one of television's most successful 
children's programs. Fred Rogers, star and creator of the program, 
has served as an international consultant in children's television 
programming. (Copyright, Family Communications, Inc.) 



the Carnegie commission and CPB 

The next nine years saw noncommercial broadcasting develop rapidly. In 1962, 
Congress passed the Educational TV Facilities Act which provided $32 million 
over a five-year period to develop state systems of educational broadcasting. 

In 1965, planning began for what was to become a major policy document 
affecting the development of public broadcasting in America. A major 
industry-wide study of public television was undertaken by the Carnegie Com-
mission for Educational Television. The Commission was "asked to 'conduct a 
broadly conceived study of noncommercial television' and to 'focus its attention 
principally, although not exclusively, on community-owned channels and their 
services to the general public.'.. . The Commission will recommend lines along 
which noncommercial television stations might most usefully develop during the 
years ahead." The Commission, whose report was published in 1967, was made 
up of a broad spectrum of industry leaders. It reached the conclusion that a 
"well-financed, well-directed educational television system, substantially larger 
and far more persuasive and effective than that which now exists in the United 
States, must be brought into being if the full needs of the American public are to 
be served." 

the Public Broadcasting Act and CPB 

Acting on that recommendation, Congress passed the Public Broadcasting Act of 
1967. Among other things, the act allocated an appropriation of $38 million for 
the construction of facilities and the formation of a nonprofit corporation called 
the Corporation for Public Broadcasting (CPB). Specifically, CPB was charged 
with authorization to: 

Facilitate the full development of educational broadcasting in which pro-
grams of high quality, obtained from diverse sources, will be made avail-
able to noncommercial radio or television broadcast stations, with strict 
adherence to objectivity and balance in all programs or series of programs 
of a controversial nature; 

Assist in the establishment and development of one or more systems of 
interconnection to be used for the distribution of educational television or 
radio programs so that all noncommercial education television or radio 
broadcast stations that wish to may broadcast the programs at times chosen 
by the stations; 

Assist in the establishment and development of one or more systems of 
noncommercial educational television or radio broadcast stations through-
out the United States; 

Carry out its purposes and functions and engage in its activities in ways that 
will most effectively assure the maximum freedom of the noncommercial 
educational television or radio broadcast systems and local stations from 
interference with or control of program content or other activities. 2 
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The concept of public broadcasting had received the beginnings of a financial 
base. Now it could prosper and expand. 

the Public Broadcasting Service—PBS 

To help meet these goals, the CPB joined in cooperation with many of the 
licensees of noncommercial television stations in the United States in 1970 and 
formed the Public Broadcasting Service (PBS), which became the primary distri-
bution system for programs serving public broadcasting stations. PBS is responsi-
ble for obtaining programs for national distribution from its member stations as 
well as from independent suppliers. In less than a decade, PBS has been respon-
sible for a number of award-winning special programs as well as regular series, 
the most famous of which is "Sesame Street" (Figure 6-13). Along with its 
production and distribution system, PBS is also responsible for representing the 
interests of member stations before Congress and other governing bodies. 

In 1979, the PBS membership of affiliate stations voted the recommenda-
tion to split PBS into three primary services with different programming and dis-
tribution responsibilities. A national or primary service is designed for prime-time 
entertainment and cultural programming; a regional and special-interest service 
is designed to feature the works of independent producers; and a third service is 
designed to provide informational and instructional programming for both in-
school and home-study offerings. 

Figure 6-13 Big Bird of Sesame 
Street. (Courtesy Children's Tele-
vision Workshop) 



affiliates, organizations, and licensees 

In addition to NPR, PBS, and CPB, other key components of public broadcast-
ing include affiliated stations, state systems of educational radio and television, 
program libraries, and producers. Noncommercial radio and television stations 
are of four basic types. There are those licensed to state authorities or commis-
sions; community stations licensed to nonprofit community corporations; school 
stations licensed to school corporations; and university stations, usually licensed 
to the hoards of trustees of both public and private colleges and universities. 

Carnegie Commission ll 

A second study of public broadcasting was made in 1978 and was released in 
1979. Officially titled "The Carnegie Commission on the Future of Public 
Broadcasting," it criticized the system now in operation and suggested numerous 
changes. Among these was eliminating the Corporation for Public Broadcasting 
and replacing it with a Public Telecommunications Trust, with a Program Ser-
vices Endowment as a subsidiary of the trust. The trust would be a nonprofit, 
private, nongovernmental corporation, and the endowment would be dedicated 
to underwriting and developing quality programming for public radio and televi-
sion. 

Funding for public broadcasting would come partly from licensee or "spec-
trum" fees paid by commercial broadcasters. At the same time, the Carnegie II 
report took some pot shots at commercial broadcasters for not providing quality 
programming. Comments such as "the growing degradation of America's com-
mercial communications media" and other phrases did not sit well with com-
mercial broadcasters. At the very least they showed little political expediency 
since Congress will make the final changes in the system and since commercial 
broadcasters through the NAB can be a powerful lobby on Capitol Hill. 

If the proposals of Carnegie Il are carried out, the trust will be administered 
by nine trustees, as opposed to a fifteen-member controlling board of the CPB. 
Trying to insulate the trust from political pressures claimed to hinder the CPB, 
the new management structure would have the nine members chosen by a select 
panel including the librarian of Congress, the head of the National Endowment 
of the Arts and the National Science Foundation, the head of the National 
Endowment for the Humanities, the secretary of the Smithsonian Institution, 
and members from public radio and television. 

TELEVISION'S IMPACT AND FUTURE 

The public has widely accepted the medium ever since its first year of significant 
operation in 1948. Television's Bureau of Advertising estimates list television as 
commanding 48 percent of our time spent with media as opposed to 32 percent 
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for radio, 13 percent for newspapers, and 7 percent for magazines. Television set 
ownership increased dramatically after World War il. Networks began to develop 
major distribution systems at that time to reach affiliate stations in most areas of 
the United States and in many foreign countries. A. C. Nielsen estimates listed 
more than forty-three million households with televisions in 1950. By 1980, that 
figure has increased to approximately seventy million. In the United States, we 
averaged more than five hours of television consumption per day, per household, 
in 1963, and this increased to over six hours by 1980 (Figure 6-14). This translates 
into actual years spent in front of television by the time we reach adulthood. 

Educational television (ETV) and instructional television (ITV) have been 
designed specifically to capitalize on the teaching-learning process in both educa-
tion and industry (Figure 6-15). ETV refers to any noncommercial television 
program, whether or not the program is used for direct classroom instruction. 
ITV refers to programming especially tailored for use in the classroom or in direct 
teaching. Industries also have incorporated ITV into many areas of training. The 
ability to transmit ITV programs directly into the home makes it possible for 
many corporations to conduct home training programs. Similar programs have 
been developed through colleges and universities. 

Much of the medium's impact cannot be measured in statistics. The 
changes in our life styles since the advent of television are too numerous and in 
some cases too subtle to measure fully. An international television spectacular 
from one country can set a new trend in another country's clothing styles. A 
breakfast cereal commercial may show someone participating in the sport of 
hang-gliding. The sale of the breakfast cereal soars, and so does the sale of 
hang-gliders. A stomach medicine is advertised as a man stuffs pizza into his 
mouth. The sale of the stomach remedy stays constant, but pizza sales increase. 
A student sits in the classroom and has little desire to learn from lectures. The 

TIME SPENT WITH TV 
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Figure 6-14 (Cox Broadcasting Corporation) 



138 Television 

Figure 6-15 Television is becom-
ing an increasingly important tool 
in corporations, where it finds 
applications ranging from the 
production of training programs, 
to customer sales aids, to internal 
communication and telecon-
ferencing. (Inland Steel) 

teacher introduces a televised segment into the lesson, and the student's interest 
and attention span increase. Researchers in a university prepare a comedy series 
to teach reading to underprivileged children. When their examples seem unreal 
to the children's preconceptions of television, the series fails miserably. All of 
these examples show that at present we are still unaware of the total impact of the 
medium. It has only been during the last decade that college students have 
become the first total-television generation, living with the medium from birth. 
What will occur when you become the first television-parent generation, and 
your children will be part of a home that has seen every member of the family 
molded by television since birth? It is easy to see why it is so important to realize 
the impact of the medium now and to become responsible consumers and 
molders of its future. 

What television holds for society as it approaches the end of the twentieth 
century is open to considerable speculation. Already we can sit in front of "big 
screen" television, which can cover an entire wall. A special television receiver 
collects the signal and then projects it onto a wall like a slide projector. Research 
also has developed slim-screen television to replace the cumbersome models of 
the past that had television tubes as large as two feet thick. The new picture tubes 
are not much thicker than a picture frame and can be hung on the wall in much 
the same manner. Portable "mini-cams" and "microcams" give television repor-
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ters the flexibility of the radio journalist, although still not at the reduced cost 
that radio enjoys. Held easily with two hands, these small cameras permit live 
TV coverage of many news events that was previously impossible because of the 
difficulty in transporting cumbersome television equipment. Sideline interviews 
with football coaches, traffic-flow observations from a helicopter, and streetside 
interviews at a political rally thus have become commonplace. Although we may 
not see the wholesale marketing of Dick Tracy-type wrist televisions in our 
lifetime, the miniaturization of electronic components will increase television's 
portability. 

Television programming also will change as cable television grows, making 
available more channels than are possible with direct, over-the-airways recep-
tion. We will see an increase in the amount of local access to cable television, 
and community groups will be responsible for this programming. Public televi-
sion supported through public contributions and government subsidies from the 
Corporation for Public Broadcasting will be providing more alternatives to the 
mass appeal programs seen on commercial network television. The future of pay 
television on a mass scale is somewhat uncertain, but limited experiments have 
proved successful in a number of communities. A coin dropped into a slot in the 
top of your home television set permits you to see programming not available on 
other channels. All this adds up to more selective viewing, which, along with 
technological improvements, will be important to television's development as a 
medium of the future. 

SUMMARY 

Television's debut can be traced back to the work of Alexander Edmund Bec-
querel and the electrochemical effects of light. Practical application of principles 
transmitting visual information took place in 1884 with Paul Nipkow's 
scanning-disc transmitter and receiver. Vladimir Zworykin with his iconoscope 
tube and Philo Fransworth with his improved, high-resolution scanning system 
made the transition to electronic television. Other improvements in television 
tubes included the orthicon, image orthicon, vidicon, and plumbicon. 

Television was introduced to the public at the 1939 World's Fair. Surviv-
ing the FCC's decision on an industry-wide color system, a freeze on licenses, 
and rules improving the development potential of UHF, the medium enjoyed its 
golden age in the 1950s. Programming ranged from the variety shows and com-
edies of the fifties, to the political turmoil of the sixties, and to the consumer 
movement of the seventies. Television journalism gained respect in the 1950s 
with such programs as "See It Now" and explored new horizons in the 1970s 
with electronic news gathering. Television's impact on our lives has been sub-
stantial, with steadily increasing amounts of time being spent with the medium. 
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and Photojournalism 
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In the early 1860s, the illustrated newspaper brought vivid, if not altogether 
accurate scenes of the Civil War to an anxious readership. Gradually, the wood-
cuts used to print these scenes were replaced by engravings and later, photo-
graphs. By the 1920s, photography was radically changing the newspapers' for-
mat. The camera also changed from the large, tripod-mounted models to the 
small, hand-held 35mm models capable of capturing "candid" shots of world 
leaders and celebrities. 

CAMERA OBSCURA 

History's first record of images being reproduced with light dates back to the 
ancient Greeks. Aristotle described light waves and how they behaved when 
projected through a small opening called an aperture. Later applications of 
Aristotle's principles were recorded in the Middle Ages when Francis Bacon used 
a dark room with a tiny opening in one wall to permit light to enter from the 
outside and to project an image on the opposite wall. The device used for these 
experiments became known as the camera obscura, which in Latin means "dark-
ened chamber." Artists, including Leonardo da Vinci, are reported to have used 
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11.1 

Figure 7-1 Camera obscura, a box-like room, was used to project images on the inside 
walls of the room. Artists many times used it as a guide for paintings and sketches. 
(International Museum of Photography at the George Eastman House) 

the camera obscura to project images (Figure 7-1) into the darkened chamber 
where the artist would trace the image. 

Gradually, the camera obscura began to be improved and reduced in size. 
What started out as a room became a large box. Then a piece of glass was added 
to the aperture, and a mirror was placed inside the box. The mirror reflected the 
image to the top of the box where another lens permitted it to escape and to be 
projected onto a wall. By looking directly into the lens on top of the box, the 
image could be viewed from outside the camera obscura. This latter principle is 
the same used in early cameras held at chest level while the photographer looked 
down into the viewfinder. 

A PERMANENT IMAGE 

Although the camera obscura had considerable use for the artist, it was not a 
camera capable of capturing permanent images. That did not occur until 1727 
when German scientist Johann H. Schultze discovered that silver salts were 
sensitive to light. The process Schultze used, however, was not stable, and 
although a crude image could be captured, it could not be preserved. Closer 
scrutiny of the process resulted in Carl W. Scheele's 1777 discovery that the 
image captured on silver salts could be preserved longer with ammonia. 



Niepce and Daguerre 

Progress was slow until 1826 when, after a series of experiments, Frenchman 
Joseph N. Niepce succeeded in producing a permanent photograph (Figure 7-2), 
but the exposure time ran as much as eight hours. 

Three years after this, Niepce joined in partnership with another French-
man, Louis Daguerre. Daguerre, Like Niepce, also was attempting to create 
permanent photographs. Using copper coated with silver and exposed to iodine 
vapors, a photosensitive plate was produced. When exposed to light through a 
camera obscura and then brought into contact with mercury vapors, the plate 
produced the image seen by the camera obscura. The process was both quicker 
and of better quality than the process originally used by Niepce. Called daguer-
rotype (Figure 7-3), the process became popular in Europe and America and 
even was used for portrait photography. It was not long before explorers' expedi-
tions were carrying daguerrotype cameras to capture the landscape of unexplored 
territory. 

The only disadvantage of the daguerrotype was that only one daguer-
rotype could be made at a time. There was no process for reproducing more than 
one image, such as multiple positive prints from a single negative. That hurdle 
was overcome by British scientist William H. F. Talbot, who invented a light-

Figure 7-2 The first photograph, "Image from Nature," produced 
by Niepce in 1826, was called a heliograph. The gray area of the 
sky is actually the impurities of the metal. In the original, the sky 
appeared white, and the dark shadows showed more contrast. 
(Cernsheim Collection, Humanities Research Center, The Uni-
versity of Texas at Austin) 
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Figure 7-3 Daguerreotype cam-
era. (International Museum of 
Photography at the George 
Eastman House) 

sensitive paper. Talbot's paper was coated with salt and silver nitrate and from a 
single negative, multiple positive prints could be made. Talbot's process was 
christened photography. By 1841, Talbot had received a patent on an improved 
version of his paper film, calling the improved process calotype, and by 1844, 
Talbot's photographs had appeared in The Pencil of Nature, the first major book 
containing photographs. For the early world of photography, however, Talbot's 
ability to make multiple copies from a single negative of marginal quality did not 
appeal as much as Daguerre's single prints of almost perfect quality. 

improving the photosensitive plate 

The next two developments in photography were in the substance of the photo-
graphic plate. Frederick Scott Archer took glass and coated it with a wet sub-
stance called collodion. The wet-plate process was later applied to metal by an 
American, Hamilton Smith, who called them tintypes. There were further 
improvements in photography in 1871 when Richard L. Maddox invented a 
dry-plate process which meant less cumbersome developing equipment which in 
the past resulted in a wagon load of chemicals and apparatus when the photo-
grapher ventured into the field. 

George Eastman 

Although history records Hannibal Goodwin as the inventor of celluloid film, 
George Eastman, founder of the Eastman Kodak Company, will always stand 
out as having the greatest impact on photography and motion pictures. The year 
was 1877 when Eastman took an amateur interest in photography ard discovered 
the craft entailed being part chemist, part artist, and part mechanic. Producing 
pictures required much equipment and luck. Eastman, who at the time was 
working as a bank clerk in Rochester, New York, began experimenting with 
manufacturing "dry plates." Eastman invented a machine to manufacture the 
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dry plates and with a partner, H. A. Strong, opened a business in a third-floor 
loft in Rochester to begin manufacturing the plates on a mass scale. The East-
man Dry Plate Company opened for business on January 1, 1881. 

Three years later, Eastman jolted the photographic industry with his an-
nouncement that he had invented film rolls and a roll adapter which fit virtually 
every dry plate camera. Not having to change plates after every picture was a 
significant improvement but not as monumental as what happened in 1888. It 
was in that year that Eastman introduced a light, portable camera priced at 
twenty-five dollars and capable of holding film for one-hundred exposures. 
When the exposures were taken, the customer sent the entire camera back to the 
company where the film was extracted, developed, and the camera with new film 
was returned to the sender. The cost for replacing and developing the film was 
ten dollars. A year later, Eastman introduced the first commercial roll of film on 
transparent nitrocellulose backing. 

Not satisfied with manufacturing a camera that contained film for one-
hundred exposures, Eastman set out to make photography a truly "mass 
medium." What was needed was a camera that anyone could afford and simple 
enough for anyone to use. The price of his early camera, twenty-five dollars, was 
inexpensive compared to previous studio models, but still out of reach of the 
average person. For the most part the only people really engaged in photography 
were studio photographers and people who could afford the high-priced camera 
with roll film. Finally after much product research and testing, Eastman intro-
duced the world to the Brownie camera (Figure 7-4), a simple box camera with a 
price tag of only one dollar. Now photography was available to almost everyone, 
and the company that had started as a manufacturer of dry plates was into 
worldwide distribution of its products (Figure 7-5). 

1 
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POSTAGEPA1D 

Owl Drug Store 
WHOLESALE AND RETAIL 

Figure 7-4 Early ad for a Brow-
nie camera. Mass production 
made both the Brownie and 
popular photography available to 
the masses. 
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Figure 7-5 Improvements on the 
original Brownie still kept the 
same box-camera concept and 
inexpensive price. (Photo: Greg 
Rice, DePauw University News 
Bureau) 

EARLY ILLUSTRATED REPORTING 

Despite the changes in the development of still photography in the 1800s, using 
photographs in the daily production of the newspaper waited until later. 

sketch artists and ilustrated newspapers 

The roots of photojournalism grew from the work of artists, not photographers. 
The appetite for these sketchbook reporters was whetted by such events as the 
War Between the States in the United States and after it, the massive westward ex-
pansion. When photographs were used, they became the guide that engravers 
used to make woodcuts, which in turn, were printing plates. Debate ensued 
between photographers and printers alike on which method, the sketch artist or 
photographer, would become the mainstay of the illustrated press. 

But while the debate continued, events meant that illustrated newspapers 
and their artists would flourish. Often criticized for glorifying battle and portray-
ing an unrealistic picture of events, the sketch artists still found a waiting public. 
Illustrated newspapers, started in the 1850s, flourished with the war. Most 
prominent were titles such as The Southern Illustrated News, Harper's Weekly, 
and Frank Leslie's Illustrated News (Figure 7-6). 

Even papers not accustomed to using pictures became conditioned to new 
layout styles. For these papers, the maps of the Civil War battles and troop 
movements demanded composition different from the thin columns commonly 
used for type. Gradually, two and three columns were used to display maps large 
enough to identify roads, paths, and tiny, unknown hamlets made famous by the 
war. 



illustrating westward expansion 

Along with the Civil War, the movement to the western frontier created another 
appetite for illustrations. Again the sketch artist prevailed. Names such as 
Charles Graham and Allen C. Redwood embellished weeklies with drawings of 
outlaws, cowboys, and the western experience. Graham, who was one of the best 
known national news artists of the late 1800s, traveled throughout Montana and 
Idaho sketching Indians. Redwood, who fought with the Confederates, traveled 
and sketched Idaho and Washington after the Civil War. 

Although better known for his famous paintings than his work as a sketch 
artist for newspapers, Frederic Remington helped bring scenes of the West to 
eastern newspapers and magazines. One of the most responsible artists of his day, 
his scenes were not the glorified exaggerations produced by some of his peers. 
Illustrations by Remington appeared in such publications as Century Magazine 
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Figure 7-6 The illustrated newspaper did much to make pictures 
an important part of journalism and paved the way for acceptance 
of photographs as illustrations. (Leanin' Tree Publishing Co.) 
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and Collier's Weekly. When the Spanish-American War broke out, he was sent 
to Cuba as a war correspondent by the Heat* papers. 

Another product of the West was artist Charlie Russell. Like Remington, 
he is more famous for his paintings than his illustrations, although Russell's 
pictures did appear in publications. Longing to be a cowboy, Russell left home in 
St. Louis for the West and remained to live among the cowhands of Montana 
and the Indians of Canada. For capturing the life style of both groups, few 
equaled Russell's talent for depicting the hard, calloused, but sometimes fun-
loving life of the open range. While writers created glamour and intrigue of the 
West, Russell, Remington, and others made a realistic appraisal of a land that 
many easterners saw only in pictures. 

One of the most complete chronicles of Western life in the late 1800s and 
1900s occurred, not on the pages of newspapers, but in a tiny photographic 
studio located in Wallace, Idaho. There, T. N. Bernard photographed not only 
commissioned portraits of the people of the rich silver-lead mining region, but 
the town, its surrounding area, the mines, and anything else that made a good 
subject. When his business of the 1890s grew too busy to manage, he telegraphed 

I e 
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Figure 7-7 "Bridge Wreck." One of over 5000 photographs which 
were the work of pioneer photographers T. N. Bernard and Nellie 
Jane Stockbridge. (Bernard-Stockbridge Photographic Collection of 
the University of Idaho Foundation, Inc.) 
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his photographer sister-in-law in Chicago and asked her to join him. She did, 
and Nellie Jane Stockbridge continued to photograph the people of Northern 
Idaho well into the 1960s (Figure 7-7). But it wasn't until her death in 1965 that 
her work gained recognition on a wide-scale. At that time, the University of Idaho 
became the beneficiary of over 200,000 negatives from the Bernard-Stockbridge 
photography business, and, through the efforts of the University of Idaho Foun-
dation, cataloguing and copying of the negatives began in earnest. The result is a 
rich depository of material for scholars of both early photography and the history 
of the Pacific Northwest. 

PHOTOGRAPHY MAKES AN IMPACT 

By the late 1800s, the photographer had managed to become part of the reporting 
process, albeit not in newspapers. Government collections, books, and private 
exhibits were the showcase of the photographer-reporters. What the photograph 
could do for reporting, however, was shown by a massive photo project headed 
by Mathew Brady. 

Mathew Brady 

Many illustrators captured the Civil War, but Mathew Brady and his staff did it 
on a grand scale. Brady's interest in photography grew from a boyhood fascina-
tion that matured through associations with Samuel Morse, who, along with 
inventing the telegraph, had an interest in optics. Morse introduced Brady to 
Daguerre in Europe, and in 1844, Brady came back to New York and opened his 
own photography studio using daguerrotype. By 1860, he had met and photo-
graphed Abraham Lincoln. When the Civil War broke out, Brady received presi-
dential approval to photograph it. With Secret Service protection and now using 
the improved wet-plate process, he and his assistants traveled from the battlefield to 
battlefield bringing reality to a war the sketch artist often misrepresented. Al-
though the newspapers did not benefit from his photographs, since there was no 
rapid photoengraving process, his work remains one of the important beginnings 
of photojournalism. 

Brady also left his mark on photography and photojournalism by giving us 
some of the best photographs of prominent figures (Figure 7-8). Along with 
Lincoln, he also photographed Jefferson Davis, John Tyler, John Quincy 
Adams, James Polk, and Franklin Pierce. Brady, or his assistants, are also cred-
ited with photographs of such noted people as Mary Lincoln, wife of the Presi-
dent and Susan B. Anthony, women's sufferage leader. 

Mathew Brady brought photography out of its experimental stages into 
being a recorder of history. But the invention that brought photographs to mass 
communication was the halftone. 
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Figure 7-8 Two of Brady's famous photographs are these of Abraham Lincoln (left) and 
Jefferson Davis (right). (International Museum of Photography at the George Eastman 
House) 

the invention of the halftone 

For the newspaper publisher of the 1870s, photographs were nice, but there was 
no fast and practical way to put them in print. Even when used as tracings for 
engravers, the cutting and edging of a good engraving took time—too much time 
for the demands of instant news the telegraph brought to newspapers. But all that 
began to change in March, 1880, when the New York Daily Graphic published 
its first line halftone picture showing a scene in Shantytown, New York (Figure 
7-9). The halftone process permitted the printer to capture the full tonal range of 
a photograph, something not possible before. An improved halftone process used 
two pieces of acid-coated glass with tiny parallel lines cut on the glass. When the 
two pieces of glass were placed so the lines were perpendicular to each other, it 
formed a -screen" effect that in turn was used to impose the tonal variations of a 
photographic negative onto a printing plate (Figure 7-10). 

There is a debate over who contributed the most to developing the 
halftone. Two people stand out as particularly important. One is Frederic E. Ives 
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Figure 7-9 A halftone image is 
created using a screen process 
with different amounts of ink 
adhering to the printing plate. At 
a distance, the illustration be-
comes an eye. Close up we can 
see the various "dots- created by 
the halftone screen. In this 
halftone, both vertical and hori-
zontal lines were used to create 
the screen, whereas in Figure 
7-10, only vertical lines were used. 
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Figure 7-10 A halftone engraving of a photograph titled "Scene in Shantytown- appeared 
in the New York Daily Graphic on March 4, 1880. It marked a new frontier in newspaper 
illustrating. (Newspaper Collection, The New York Public Library, Astor, Lenox and 
Tilden Foundations) 
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who worked at Cornell University and is credited with making the first halftone 
reproduction in 1878. He continued to improve the process, while simultane-
ously a photographer named Stephen H. Horgan worked on a way to use the 
halftone process in newspaper publishing, specifically for his employer, the New 
York Daily Graphic. It was Horgan who prepared and published the Shantytown 
picture and made the use of halftone practical on the rotary press. 

With the ability to publish quality photographs with speed, the importance 
of the photographer to journalism increased dramatically. 

THE TABLOIDS 

As photography began to improve, more and more people became aware of the 
capabilities of the medium, and organized professionals banded together to pro-
mote their craft. Early efforts by Alfred Stieglitz resulted in the formation of 
Photo-Session, a cooperative group of photographers who, through 1917, pub-
lished and displayed a wide variety of photographs. 

After World War I, newspaper publishers took time to view the growth of 
the illustrated tabloid newspapers of England and realized that a handsome profit 
awaited the publisher who could combine good photography with reporting. 
Unfortunately, it was not journalism's finest hour. With strong competition 
among tabloids, sensationalism became the norm, and there were ample oppor-
tunities, too. Motion pictures were just coming into their own, and the life of the 
celebrity filled gossip pages. In Germany, a new camera called the Leica was 
placed on the market. Much smaller than the older models, the new 35 mm 
Leica was small enough to catch candid photographs of politicians, movie stars, 
and everyone else who could be caught in an embarassing position. 

Edwin and Michael Emery in their book The Press in America succinctly 
describe the era: 

The national experiment called Prohibition brought rumrunners, 
speakeasy operators, and gangsters into the spotlight, and they were in-
teresting people. Al Capone, Dutch Schultz, Waxey Gordon, Legs 
Diamond, and their rivals were sensational copy. Socialites caught in a 
speakeasy raid made good picture subjects. 

Tabloid editors feasted, too, on stories about glamorous and sexy Hol-
lywood and its stars—Rudolph Valentino, Fatty Arbuckle, Clara Bow. 
They glorified in the love affairs of the great and not-so-great—Daddy 
Browning and his Peaches, Kip Rhinelander, the Prince of Wales. They 
built sordid murder cases into national sensations—Hall-Mills, Ruth 
Snyder. They glorified celebrities—Charles A. Lindbergh, Queen Marie 
of Rumania, Channel swimmer Gertrude Ederle. They promoted the 
country's sports stars—prizefighter Jack Dempsey, golfer Bobby Jones, ten-
nis champion Bill Tilden, football coach Knute Rockne, and home run 
hitter Babe Ruth. ' 



Photography and Photojournalism 153 

With Joseph Medill Patterson at the helm, the Illustrated Daily News became 
one of the first New York tabloids, with its inaugural issue on June 28, 1919. 
Hearst launched another tabloid, the Daily Mirror in 1924. Magazine publisher 
Bernarr MacFadden bought the Daily Graphic and turned it into a tabloid. But 
the pinnacle of the photo-oriented tabloids came on January 14, 1928 when a 
full-page picture of convicted murderess Ruth Snyder being electrocuted at Sing 
Sing appeared with a caption reading "exclusive closeup of Ruth Snyder in death 
chair at Sing Sing as lethal current surged through her body." 

Photojournalism had gained such popularity by the late 1920s that some 
publishers had syndicated photographs of major news events (Figure 7-11) and 
would send them to subscribers for posting in such places as hotel lobbies, 

INEWS OF TE WORLD IN PICTURES I  He A MI MI 

GEORGE EASTMAN GIVES AMATEUR PHOTOGRAPHERS 
COLOR MOVIES 

Photo shows George Eastman, Kodak King, surrounded by a group of 
scientists and public men to whom he showed amateur motion pictures, 
reproducing scenes in full natural colors, for the first time. Left to right, 
Adolph S. Ochs, publisher; Mr. Eastman, with kodak; Thomas A. Edison, 
inventor of movies; General John J. Pershing and Sir James Irvine of 

St. Andrews University, Scotland and a noted chemist. 

Figure 7-11 Gracing everything from barber shops to hotels and 

store windows, the news poster become a popular attraction of early 
photojournalism. 
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restaurants, and barber shops. These "instant news" one-page sheets lasted until 
radio news began to take over as the new instant medium. 

MAGAZINES AND DOCUMENTARY PHOTOGRAPHY 

Other tabloids in other cities prospered, but many eventually went out of busi-
ness, including New York's Mirror and Graphic. But photography and photo-
journalism were growing, and it was the magazines that brought the camera to 
new heights in mass communication. 

Life and Look 

When Henry R. Luce launched Life magazine in 1936 (Figure 7-12), it quickly 
became the standard of photojournalism. Although showing its own brand of 
sensationalism by printing such things as sequence pictures of the top of a man's 
skull being removed for a brain operation, it prospered with the expert photo-
graphic talents of such well-known names as Margaret Bourke-White and Alfred 
Eisenstaedt. Eisenstaedt has one of the longest associations with the magazine, 
over thirty-six years. He is credited with over 1,700 stories and 90 covers for Life. 
He joined Life eight months before its first issue and rejoined them at the age of 
eighty when Life was reintroduced. As we learned earlier, the original Life fell 
victim to the mass appeal and lower cost-per-thousand of television. Look, first 
appearing in 1937, copied Life's picture style. It also succumbed to television but 
appeared again in 1979 with different covers for different regions of the country. 
Both magazines are considered standards in photojournalism. 

still photography as documentary 

While Life and Look radiated the importance and acceptance of photography 
magazines, a man named Roy Emerson Stryker made history in the photo-
graphic division of the Farmers Home Administration. Founded in 1935, it 
showed what could be done with documentary photography, the graphic record-
ing of events, conditions of society, and its people. Documentary photography is 
a statement, an impact, a commentary, yet an accurate portrayal. And for 
documentary photography, few eras could equal the Great Depression of the 
1930s. Roy Stryker made a permanent history of these tragic times of poverty and 
gave documentary photography a permanent place in modern photojournalism. 

More recently, a project of the 1970s called project Documerica brought 
photographers (Figure 7-13) together to record the ecological condition of the 
country. Stryker in the 1930s and Documerica added still more to the impor-
tance of photography and photojournalism. 
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Figure 7-12 Life magazine, perhaps more than any other publica-
tion, brought the photojournalist to the forefront and permitted a 
significant amount of latitude in photo layout and reproduction. 
Shown is the cover of the first issue of Life as it appeared in 1936. 
(Margaret Bourke White, LIFE Magazine, C) 1936. Time, Inc.) 

THE FUTURE 

Photography and photojournalism matured far beyond the crude images of 
Niepce and the Civil War pictures of Mathew Brady. There have been major 
developments in cameras, lens, and film. Even small-town dailies are well 
equipped to adapt layout designs to capture the full impact of good news photog-
raphy (Figure 7-14). Color photography is a vital, if not major force in photo-
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Figure 7-13 The Environmental Protection Agency's Project 
Documerica set out to record the effects of our industrial growth 
and expansion on the environment. Reminiscent of the Farm Se-
curity Administration's photographic record of the 1930's Great 
Depression, the EPA project provided a contemporary chronicle, 
again using the skill of the photographer. (EPA-
DOCUMERICA-Gil) 

journalism. Such scientific breakthroughs as Polaroid's instant developing and 
the printing industry's color offset presses promise to bring more and more color 
photography to a variety of publications. 

Today, just as media arc becoming more specialized, so is the work of the 
photographer. Depending on the publication or on the company, a photographer 
can spend a career specializing in specific types of photography such as food, 
fashion, and farming. 

What about the future? Will new media delivery systems mean new de-
mands and markets for the photographer? What will the new technological 
advances in photography mean? Alfred Eiscnstaedt was asked that question and 
replied: "You can buy the most modern equipment, lenses, cameras, etc., but 
you still need the eye and the brain behind the camera. It's not the camera that 
takes the picture, it's the person with the brain and the eye."2 

SUMMARY 

Photography had its beginnings with the camera obscura, a crude, boxlike device 
used to project inverted images. A lens was added to the camera obscura, and 
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Figure 7-14 Modern layout designs permit the full impact of 
photographs, as evidenced by this award-winaing front page from a 
small town daily. (Eric Bernsee and the Banner-Graphic, Green-
castle, Indiana) 

photosensitive plates were invented to capture the image permanently. The first 
permanent photograph is credited to Joseph Niepce who later, with his partner 
Louis Daguerre, perfected the photosensitive plate and shortened the exposure 
time necessary to take pictures. The photosensitive plate was improved still 
further by such people as Frederick Scott Archer, Hamilton Smith, and Richard 
Maddox. George Eastman produced an inexpensive camera and roll film, bring-
ing photography in reach of the average citizen. 
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The earliest photojournalism began during the Civil War when photogra-
phers such as Mathew Brady made realistic pictures of battle scenes, tempering 
the exaggerated and glorified examples drawn by some sketch artists of the period. 
After halftone printing processes made rapid and accurate reproduction of the 
photograph possible in newspapers and other publications, photography became 
much more a medium of mass communication. Although it suffered from the 
sensational reporting techniques of the early tabloids, photojournalism matured 
and was represented with distinction in such publications as Life and Look and 
in the documentary photography of Stryker in the Great Depression and the 
1970s Docuamerica Project for ecology. Today, new technology in camera, lens, 
and film have aided the photographer. As other forms of mass communication 
have become more specialized, so has the work of the modern photographer. 

OPPORTUNITIES FOR FURTHER LEARNING 

BLoDGETT, RICHARD, Photographs: A Collector's Guide. New York: Ballentine 
Books, 1979. 

CAVALLO, ROBERT M., AND STUART KAHAN, Photography: What's the Law. 
New York: Crown Publishers, Inc., 1976. 

COE, BRIAN, Cameras From Daguerreotypes to Instant Pictures. New York: 
Crown Publishers, Inc., 1978. 

CRAVEN, GEORGE M., Object and Image: An Introduction to Photography. En-
glewood Cliffs, N.J.: Prentice-Hall, Inc., 1975. 

CURRENT, KAREN, Photography and the Old West. New York: Harry N. Abrams, 
1979. 

DAVIS, PHIL, Photography. Dubuque, Iowa: William C. Brown Co., Publishers, 
1975. 

EDEY, MAITLAND, AND CONSTANCE SULLIVAN, eds., Great Photographic Essays 
from Life. Boston: New York Graphic Society, 1978. 

EDON, CuFroN C., Photojournalism. Dubuque, Iowa: William C. Brown Co., 
Publishers, 1976. 

GOULD, LEWIS L., AND RICHARD GREFFE, Photojournalism: The Career of Jim-
my Hare. Austin: University of Texas Press, 1977. 

LANGFORD, MICHAEL, The Step-by-Step Guide to Photography. New York: 
Alfred A. Knopf, Inc., 1978. 

POLLACK, PETER, The Picture History of Photography: From the Earliest Begin-
nings to the Present Day. New York: Harry N. Abrams, Inc., 1977. 

STARK, ROBERT, AND LYNN DANCE, Nebraska Photographic Documentary Pro-
ject. Lincoln: University of Nebraska Press, 1977. 

THOMAS, ALAN, Time in a Frame: Photography and the Nineteenth-Century 
Mind. New York: Schocken Books, Inc., 1977. 

WELLING, WILLIAM, Photography in America: The Formative Years, 1839-1900. 
New York: Thomas Y. Crowell Company, Inc., 1978. 



Motion Pictures 

If we walk back to the nineteenth century, we will not see shopping centers with 
movie theaters tucked away between department store entrances and ice cream 
shops. We will not see neon signs flickering names like Roxy or Rivoli between 
rows of flashing lights. We will not see marquees listing the choices at Cinema I, 
Cinema II, Cinema III, and Cinema IV. Neither will we find plush cushioned 
seats, wide screens, or sound-encased theaters. What we will see are movie 
parlors and curious theaterlike establishments called nickelodeons and store-front 
theaters. We will encounter people like Thomas Edison. And as we begin our 
walk toward today, we will meet other familiar people like Lee de Forest and 
George Eastman. 

TOWARD REPRODUCING MOTION 

Film really began in the minds of people who came long before the film 
pioneers. The attempt to capture and recreate motion can be traced to the 
beginnings of civilization when cave drawings depicted a horse with eight legs, 
the fleeting arrow from a hunter's bow, or carefully detailed drawings of kings 
with one foot outstretched to suggest a walking motion. 
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images and sequence 

Early attempts at photographing and reproducing motion were crude. Eadweard 
Muybridge came close when he photographed a running horse with a series of 
cameras. Connected to each camera along a track was a trip cord, and when the 
horse ran by, it tripped the cords and the cameras, giving Muybridge a series of 
photographs of the horse in various stages of running. The French next de-
veloped a single camera that could take twelve pictures in a second. What was 
still lacking, however, was a film and a camera capable of taking rapid pictures of 
moving objects, pictures that when developed could be "played back" for an 
illusion of motion. 

Edison's contributions 

Despite George Eastman's contributions to photography and the development of 
film, it took the inventive and practical mind of Thomas Edison to appreciate 
fully the potential of Eastman's new film, the film with the transparent nitrocel-
lulose support. With an associate, William Dickson, Thomas Edison invented a 
workable motion picture camera in 1888. A year later, the two were successfully 
taking and projecting motion pictures. By 1891, Edison had constructed a crude 
motion picture studio at his workshop and headquarters in West Orange, New 
Jersey. The studio was a tarpaper shack dubbed "Black Maria" (Figure 8-1), but it 
was the beginning of the commercial motion picture industry in America. From 
Black Maria came a series of very short films on such subjects as Buffalo Bill, a 
strong man, a dancer, and a Chinese laundry. The camera capable of recording 
these short subjects was called the kinetograph. The projector, which was actu-
ally a large contraption with a hole to view the picture show, was called the 
kinetoscope. 

Edison viewed his inventions more as novelties than as something that 
would sweep the world as a mass medium. His attitude proved to be a costly 
mistake. His refusals to improve his inventions and to protect them by patents 
opened the door to commercial exploitation. In fact, Edison had to rely on his 
industrial might even to stay in the motion picture business. The kinetoscope 
parlors, everything from buildings to store fronts, were converted into these 
rooms where dozens of the machines were lined up for paying patrons to view 
about fifty feet of film, all that the kinetoscope could hold. Eastman, who was 
supplying film for studio still photography and amateurs had not yet produced 
reels longer than fifty feet. What Edison did not know was that in France, two 
brothers would soon make his device obsolete, almost overnight. 

projection: the Lumière brothers 

Auguste and Louis Lumière were brothers who worked with their father's busi-
ness manufacturing photographic plates and film. Using the technology they 
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Figure 8-1 Edison's early studio, the Black Maria. (U.S. Depart-
ment of the Interior, National Park Service, Edison National His-
toric Site) 

learned from Edison's work, they set out to improve both the kinetoscope and 
kinetograph. They succeeded in developing a camera much more portable and 
less cumbersome than Edison's, one that could print and project pictures with a 
crude yet intermittent motion. The invention was named the cinematographe. 

In 1895, the Lumière brothers produced their first film entitled Leaving 
the Lumière Factory, the content of which was what the title implied. On 
December 28, 1895, they opened their first movie theater in the basement of a 
Paris cafe, and the motion picture industry began. The impact of the new 
medium, even with its shaky photography, caused quite a stir. One of the 
Lumières' most famous films, The Arrival of a Train made theatergoers cringe in 
their seats as they watched the huge steam locomotive approach on the screen. 
Other famous Lumière films included Feeding Baby and the more humorous 
L'Arroseur arrosé. The latter showed a gardener with a water hose and a boy 
coming behind the gardener and stepping on the hose. When the water stops, 
the gardener looks down the nozzle of the hose at the moment the boy steps off 
the hase. The gardener gets wet. The audience laughs. As you can probably de-
tect, even simple humor was amusing since the mere presence of motion before 
the eyes of the audience created a heightened emotion capable of being triggered 
by the slightest response. 

For the Lumière brothers, the potential of the new invention was never 
fully realized. They were far more impressed with the mechanical workings of 
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their "scientific" discovery than they were with its ability to make money. They 
produced films that used the reality of the outdoors and the real lives of people. 
Most were between thirty and sixty seconds long and sufficient to entertain early 
film enthusiasts. Critics view the films of the Lumières as being much more 
creative than those of Edison who used more stilted presentations suitable to the 
confines of his early makeshift studio. 

Back in the United States, Edison quickly realized that his kinetoscope was 
doomed because of the popularity of the Lumières' projection system. The 
Edison organization shrewdly managed to secure the rights to an American 
improvement on his own machine. An inventor named Thomas Armat had 
discovered the same principle that the Lumière brothers used, an intermittent 
projection of film to produce the illusion of motion. So using their combined 
corporate and scientific reputations, Edison and Armat went into business to-
gether with Armat receiving a percentage of the sales of his projection system 
which Edison announced as belonging to his own company. Called the 
vitascope, the device was introduced as part of a vaudeville program on April 23, 
1896 at Koster's and Bial's Music Hall in New York. It signaled the beginning of 
the movie theater in the United States. 

When admission reached a nickel and theaters opened exclusively for 
movies, the era of the nickelodeon was born. More and more films were pro-
duced as the owners of the nickelodeons tried to satisfy the unsatiable thirst for 
films. Keep in mind that the average show consisted of a small selection of very 
"short subjects" and meeting the demand for new material kept production 
humming. 

Edison eventually tried a series of legal power plays to push other producers 
and manufacturers out of the market. One of his claims to ownership was 
what was called the Latham loop, which entailed the film being positioned on 
the projector with a small loop to permit a flexible tension as it passed in front of 
the lens. The loop is still used today, and although a rather simple principle, it 
was the cause of countless legal battles. Armat later fell out with Edison and sued 
him over ownership of the vitascope. But whatever the outcome of these power 
plays, the motion picture business was now an established entity. 

expanding the story line: Wiles and Porter 

Among many, two other people left their imprint on early motion pictures. One 
was a Frenchman named Georges Méliès who added the dimension of special 
effects to film. A magician by trade, Méliès secured a camera and projection 
device and began producing films as early as 1896. Soon he became an interna-
tional distributor, quickly eclipsing the work of the Lumières. Méliès's most fa-
mous film, A Trip to the Moon, showed a group of scientists and chorus girls 
launching a rocket to the moon. The rocket is seen hitting the "eye" of the man 
in the moon, and the space people encounter moon people. Some of the special 
effects Méliès incorporated in the film include the earth rising on the horizon 
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Figure 8-2 Scene from the Great Train Robbery." (U.S. De-
partment of the Interior, National Park Service, Edison National 
Historic Site) 

and a trick photography scene of moon people disappearing in smoke. Méliès 
went on to produce numerous fanciful pictures showing his talent for special 
scenery, if not the most imaginative use of the camera. 

Another landmark film was the product of one of Edison's employees, 
Edwin S. Porter. Porter produced The Great Train Robbery (Figure 8-2) and 
numerous other films that were a direct product of Méliès's influence on world 
cinema. The Great Train Robbery is famous for its introduction of narrative to 
early films. It told a story and inaugurated the technique of cross-cutting, piecing 
together different scenes in a composite story line, to a fourteen-scene film which 
lasted just short of twelve minutes. An earlier Porter film, The Life of an Ameri-
can Fireman, used similar editing techniques, but not knowing exactly how the 
last scene was edited caused The Great Train Robbery instead to emerge as the 
singular example of the narrative style. A sequence of scenes was not new to film. 
That had appeared before in Méliès's films. But in Méliès's films, especially A 
Trip to the Moon, the action progressed from one scene to another—from con-
structing and launching the rocket on earth to its landing on the moon. In The 
Great Train Robbery, viewers visit the telegraph office not once but twice at 
different times in the film, first for the outlaw to tie up the operator and later for 
the operator to be discovered. For the nickelodeon audience, this scene was a 
marvel, and people could not get enough. Thus began an industrial revolution in 
the production, distribution, and showing of motion pictures. Silent films had 
arrived. 



D. W. GRIFFITH AND THE SILENT ERA 

By the turn of the century, the technology and creativity of motion pictures were 
beginning to mesh. Longer narratives and sophisticated techniques became the 
norm. But for the industry, this meant stiff competition, so stiff that nine com-
panies, including Edison's, joined together in 1908 to form the Motion Picture 
Patents Company to oversee all aspects of the motion picture industry. It also was 
the time when the talents of motion picture producers and directors were given 
their just recognition. Perhaps none was more highly regarded than David Wark 
Griffith. 

the technique 

Intending to be a serious stage actor and playwright, D. W. Griffith found his 
aspirations and the demand for his work somewhat at odds. After he unsuccess-
fully tried to sell some of his material to the Edison studio, Edwin S. Porter 
convinced him to try his hand at film acting. He did and played the lead role in 
the film Rescued from an Eagle's Nest. But more importantly, Griffith landed a 
job as assistant to a director when a shortage of help and a demand for films gave 
many studio employees a jack-of-all-trades experience. Griffith was no average 
assistant, however. He had an energy and a will to learn that gave him a reputa-
tion among studio people that he could be counted on and that he would put in 
the hours to get the job done. It paid off. 

He was given a chance to direct, and his attention to dramatic flow im-
pressed even the studio heads. With more and more films under his belt, Griffith 
was slowly beginning to change the way motion pictures were made. He 
scheduled rehearsals before final shootings and concentrated on producing 
scenes that carefully followed the progress of the film. His first film, The Adven-
tures of Dollie, utilized a high-angle shot that gave the film a new dimension. 
But this was only a hint of the man's talents. 

Gradually Griffith graduated from single-reel films to the longer versions 
that gave him more latitude for experimentation. By 1914, he was firmly en-
trenched as a brilliant director, respected by the motion picture industry around 
the world. He had not only realized the tremendous potential of the camera to 
capture the intense emotions of the actors but also the flexibility of different 
camera angles and shots to communicate these emotions to the audience. Until 
Griffith's time, the camera had been primarily a silent witness to theaterlike 
productions. It was not any longer. Griffith carried three important elements to 
their full potential: (1) the use of the camera (2) scene and costume design and (3) 
editing. In using the camera, he effectively employed the close-up, medium, and 
long shot to give the audience many different perspectives on a scene. Such shots 
were designed to add to the story line as well as to the feeling of the picture. A 
battle scene shot from a distance, for example, could show the size of the armies 
and the terrain on which they fought. A medium shot could show the fierce 
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fighting in the trenches, and a close-up could show the emotion on a soldier's 
face as he met the enemy and death. 

Similar mastery was displayed in his editing techniques. Louis D. Gian-
netti, in his book Understanding Movies, classifies Griffith's editing techniques 
as cutting to continuity, classical cutting, and thematic montage. Cutting to 
continuity is editing the action so as to preserve its flow without showing all of the 
action. In its very simplest form, a modern example would show someone 
boarding an airplane, the airplane taking off, a shot of the person in his or her 
seat, the plane landing, and the person walking out of the airport. Griffith 
brought to the screen a smoother yet more dramatic continuity than had been 
seen previously. The "dramatic" aspects of his films were highlighted further by 
his classical cutting. Some of Griffith's most famous scenes were chases or 
rescues that he carefully edited to control both time and space to prolong the 
climactic moment of suspense. Or, using the thematic montage technique, Grif-
fith would unify a central theme of his film, regardless of the different scenes or 
camera shots. For example, different periods in time can be edited together to 
capture a central theme. Actors in a live scene while the camera flashes back to 
one actor's memory of previous romantic encounters is an example of thematic 
editing. 

The Birth of a Nation and Intolerance 

Of all of the films produced by Griffith, he displayed the greatest talent in The 
Birth of a Nation and in Intolerance (Figure 8-3). They remain today the most 
discussed and studied of Griffith's works. The Birth of a Nation could be called 
the first "docudrama" in that it traced in dramatic terms the history of the United 
States through the Civil War and Reconstruction. That in itself was a first, 
because history had previously been limited to books. Although critics deplore 
the blatently racist theme of the picture, which centered on the Ku Klux Klan 
and postwar racial strife, it is still considered a brilliant cinematic work. Costing 
$125,000 and requiring fifteen weeks to shoot, it opened in Los Angeles in 1915. 

In comparison, Griffith's film, Intolerance, presents some of the best 
cinematic examples of thematic montage. Intolerance was an extravaganza even 
by today's lavish standards. Originally begun as a film titled The Mother and 
the Law that dealt with life's injustices, the piece was expanded into four 
scenerios in different time periods which were edited together in an attempt to 
show the existence of injustice over time. The four scenerios consisted of the city 
of Babylon constructed with lavish sets and hundreds of extras, the age of Christ 
and the conspirators against him, Protestant-Catholic strife in Renaissance 
France, and murder and child stealing in modern America. In typical Griffith 
fashion, the four parts of the film that kept the audience jumping between each 
period all were brought together by editing a "unified" conclusion. 

For all of its acclaim over the years, however, Intolerance had its pitfalls. 
The Birth of a Nation had brought Griffith considerable criticism because of its 
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Figure 8-3 Although its audience found it difficult to comprehend, "Intolerance- pro-
vided a classic example of an early spectacular. (National Film Information Service, 
Academy of Motion Picture Arts and Sciences) 

social implications; Intolerance was an attempt to show that social strife had been 
with us through the ages. Unfortunately, it did not refute the criticism of The 
Birth of A Nation. In addition, it proved to be too complex for its audience. 
Griffith had attempted to carry even further his skills in camera technique, 
editing, and lavishly detailed sets. But in doing so, he went beyond the ability of 
his audience to understand the film. In other words, it flopped. Because it was so 
lavish, Griffith had to put his profits from The Birth of A Nation into Intol-
erance, which spelled financial trouble. No longer a financially independent 
producer, Griffith was forced to seek outside financing for future films. 

Ironically, the motion picture industry went through a similar experience 
in the late 1960s when The Sound of Music was produced with a budget in the 
range of $20 million. It was highly successful. Believing that the key to big 
audiences and big profits was similar spectaculars, the industry spent huge sums 
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on films that, like Intolerance, flopped and placed some of the biggest motion 
picture companies on shaky financial ground. 

The Birth of a Nation and Intolerance were the pinnacle of D. W. Grif-
fith's career as a director. By having to secure outside financing, he lost some of 
the independence of producing what he wanted, how he wanted, and with the 
production schedules he wanted. But besides this, times were changing. The 
roaring twenties were not noted for their love of Victorian theatrical epics of the 
kind that Griffith produced. Two of his films that were popular just as the 
twenties arrived were Broken Blossoms and Way down East. The former showed 
rare compassion and gentleness somewhat unusual for Griffith's tradition of 
social upheaval. Way down East presented one of the most popular rescue 
scenes complete with a damsel in distress heading over a giant waterfall. 

The arrival of sound in motion pictures signaled the beginning of the end 
for Griffith, for it was a technology that he did not master, as he had the camera 
lens. The powers in the movie industry also felt that Griffith had failed to sense 
the changing tactics of the movie audience. Nevertheless, the man had a pro-
found affect on the entire concept of film and still does. 

SILENT COMEDY: SENNETT AND CHAPLIN 

It was one of D. W. Griffith's understudies who began a silent-era tradition of 
bringing comedy to the silver screen. Mack Sennett was much like Griffith in the 
paths their cameras took and what led them to fame as directors and producers. 
With a background in acting and little success in vaudeville, Sennett ended up at 
Biograph working under Griffith as an actor. It was with the Keystone film 
company that Sennett was able to begin producing his first love, silent comedy. 

Sennett paid little attention to the narrative story telling and continuity for 
which Griffith was noted. Rather, he had one objective, to produce comedy 
through purely physical action. It was not important if the scenes fit together in 
any real sense of forward motion, nor critical that a social message be presented. 
Sennett cared only that actors and objects be combined in a way that gave the 
audience as many chuckles as possible in as little time as possible. The famous 
Keystone cops became one of his trademarks, the focus of his directing style be-
ing on three primary methods. One method was to take a melodramatic plot and 
insert strategically placed gags in it. Another was to take a particular location and 
stage all the gags there. For example, a single room might contain a slippery 
bananna peel, a board ready to knock someone on the head, a bucket placed where 
someone will step in it, and glue all over the floor. Another approach was to fit 
individual gags into the theme of the picture, such as a movie director trying to 
instruct a half-witted actor. 

Two other Sennett trademarks were his use of fast-motion film and charac-
ters whose fast-paced antics tickle the funny bone. The secret was to direct an 
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actor to act out gags in a mechanical fashion, record the action at one speed, and 
project it at a faster speed, thus achieving the robotlike comic effect. Machines 
also were important to a Sennett comedy. An automobile crashing into and 
knocking over everything in its path was even more outrageous with an illusion of 
a fast speed of eighty miles per hour. 

Of all who worked with Sennett, none captured the hearts and box office 
popularity of America as Charlie Chaplin did (Figure 8-4). It was 1913 when 
Chaplin went to work for Keystone at a salary of $150 per week and a year's 
guaranteed salary. His small, thin frame was perfect for the mechanical tin-
soldier look Sennett wanted, and the director used Chaplin effectively in a 
number of comedies. While with Keystone, Chaplin began to develop a charac-
ter called the "tramp" that would make him a star. The little man with a cane, 
moustache, derby, and baggy pants, Charlie Chaplin shared with audiences the 
disappointments, frustrations, and constant confrontations with the obstacles of 
life. But it was after leaving Keystone that he was able to realize his potential. 

In 1915 he was offered and accepted a salary of $1,250 per week to act, 
direct, and produce for the Essanay company. In Essanay's The Tramp, Chaplin 

Figure 8-4 Charlie Chaplin. 
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comes to the rescue of a beautiful woman, played by Edna Purviance, only to 
lose her love to her handsome boyfriend. Yet; unlike the Sennett style that 
progresses rapidly from gag to gag, Chaplin moved with more deliberation, 
milking a scene for all the humor it could offer before going on to the next one. 
His films also contain more continuity and composition than Sennett's do. For 
instance, in The Tramp, Chaplin acted through four complete scenerios protect-
ing the girl from other tramps, working for the girl's father on their farm, 
stopping a robbery of the farm, and losing the girl. 

The pretty girl and the downtrodden tramp became the theme of many 
Chaplin pictures. Chaplin himself came from a life of poverty and had a keen 
awareness of social injustices. This added quality, well portrayed in his pictures, 
made him a popular favorite. Today, his films still are studied and enjoyed in 
theaters, coffee houses, and on college campuses. 

LAUREL AND HARDY, KEATON, AND LLOYD 

The popularity that Sennett and Chaplin brought to comedy was echoed by other 
stars of the silent era. Among comedian teams, two men named Stan Laurel and 
Oliver Hardy were among the best (Figure 8-5). Laurel's and Hardy's comic style 
was in the tradition of Sennett and Chaplin. Downtrodden and against the 
world, they managed to tackle it head-on. Although starting out in pictures 
separately, they worked well with each other. Critics did not regard them as 
having the depth of style of Chaplin, but their "team" approach nevertheless kept 
audiences entertained well into the sound era. 

Called the "Great Stone Face," Buster Keaton began in pictures in 1917 
and became a master at portraying an individual able to succeed through in-
genuity. Many times confronted with mechanical obstacles from trains to boats, 
he would use them to get an upper hand. His appeal was his straight-faced 
reaction to unsurmountable circumstances while keeping audiences on the edge 
of their seats with his hair-raising stunts. In Sherlock Jr., we see a movie pro-
jectionist fall asleep, dreaming that he is playing the hero in a series of daredevil 
stunts. Critics consider Keaton's best film to be The Navigator. Here he ends up 
as a dumbfounded millionaire adrift on an ocean liner with one other passenger, 
played by Kathryn McGuire. Before the picture ends, they end up in the drink 
after being attacked by cannibals. Unfortunately, the one hurdle Keaton could 
not conquer was sound. When talkies arrived, he moved behind the camera and 
worked as a script doctor, never to have his talents extended beyond a few short 
appearances as an extra. 

A third well known comedian of the silent era was Harold Lloyd, who 
combined sonic of Chaplin and Keaton in a straightman image. For Lloyd, the 
character was Lonesome Luke, also the title of many single-reel films produced 
between 1915 and 1917. Movie scenes carried Lloyd, however, more than Lloyd 
carried the scenes. In The Freshman, a tiny thread on his tuxedo begins to 
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Figure 8-5 Laurel and Hardy. (C) Freelance, Lansdale, PA) 

unravel and carries the action through a hilarious romp in which the tuxedo falls 
apart. With the public taste whetted by Chaplin and Keaton, Lloyd had no 
trouble finding an audience for his antics. 

OTHER STARS. PRODUCERS, DIRECTORS 

This also was the era of giant epics, lavish sets, and big money, especially with 
the monumental Ben Hur. Starting production in Italy, it finished in California 
where M-G-M's home office could keep an eye on expenditures. The total cost 
of a staggering $6 million was not entirely recovered from box office receipts. 

Horror films liad their day with Lon Chaney starring in such pictures as 
The Monster, a story about a mad doctor who captures motorists for experiments 
in bringing back the dead. Other Chaney hits included his 1923 The Hunchback 
of Notre Dame and his 1925 picture, The Phantom of the Opera. 

Sex made its appearance in a number of early films. Sinners in Silk in 
1924 had Hedda Hopper's drinks spiked so that the villain could take her home 
for the evening. In those days, wild intentions were mostly thwarted, however. 
Greta Garbo excited early audiences in such films as The Temptress, in which 
she played a loose woman who drove men to murder. In Flesh and the Devil, 
Garbo teamed up \\ ith John Gilbert for some of the hottest love scenes of the 
1920s. 



Pickford and Fairbanks 

¡'he "sweetheart" of early films was Mary Pickford. Labeled "the first movie star" 
and "America's Sweetheart," her Hollywood ventures included marriage to 
Douglas Fairbanks and life on their estate named Pickfair. Born in Canada, she 
started her career acting with stock companies before she joined D. W. Griffith. 
She later became one of the partners with Griffith in founding United Artists. 
Her "sweetheart" role was nurtured by such films as Tess of the Storm Country, 
Rebecca of Sunnybrook Farm, Poor Little Rich Girl, and Little Lord Fauntleroy. 
In 1929, her performance in Coquette won her an Academy Award. 

Douglas Fairbanks was a hero with so much energy that Griffith's directing 
seemed to confine rather than to display his talents. With physical attractiveness 
and roles that made him the chief romper through pirate ships and Sherwood 
Forest, Fairbanks was a movieland star of the first order. He was at his best when 
he was physically involved in the scene, whether it be crashing through windows 
or swinging from ceilings. He was John Wayne, Tarzan, and a Latin lover all 
rolled into one. Robin Hood, The Three Musketeers, and The Mark of Zorro all 
made Fairbanks a famous male symbol of the 1920s. 

Ince, De Mille, von Stroheim 

The king of the silent Western thrillers was Thomas Ince. Known more as a 
producer than as a director, he realized early the power of the great outdoors, 
especially the West. With stagecoaches, posses, Indians, and blazing but mute 
gun battles, he brought the Western hero to the silent era. Ince is respected for his 
ability to combine shoot:ern-up action with a tight story line that did not get lost 
in the shuffle. Careful editing to preserve that story line also became his 
trademark, instead of editing for emotional highlights as Griffith and Sennct did. 
Representative of his major Westerns are War on the Plains, Custer's Last Fight, 
and Hell's Hinges, all produced between 1912 and 1916. So intent on producing 
films set in lavish landscapes, he arranged for 18,000 acres of land on the Pacific 
to be leased for War on the Plains. The tract was christened Inceville. 

Also realizing the lavish possibilities of the West was Cecil B. De Mille. De 
Mille became famous for his spectaculars, such as The Ten Commandments, 
and his films that catered to liberal morals as in Why Change Your Wife? 
Although his films received high praise when they were released, he slipped out 
of grace among contemporary critics for his appeal to the masses and his preoccup-
ation with studio profits. Nevertheless, just his longevity as a director has made 
him an indelible part of film history. 

Somewhat in contrast to De Mille was Erie von Stroheim. Von Stroheim, 
a popular actor and later director, brought some very long, yet quality films to the 
early screen. Foolish Wives and Greed were two of his longest films, running 
seven and nine hours, respectively. He also brought uncompromising detail to 
films and would sacrifice nothing to create the tiniest display of realism. Al-
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though his films have not played to nearly as many audiences as De Mille's have 
over time, the critics have been kinder to von Stroheim because of his devotion 
to this detail while remaining at odds with studio accountants over costs and 
shooting times. 

LAVISH SETS, LAVISH SCENERY 

The public's hunger for movies, the overnight profits, and the bullish attitude 
toward the future of films are readily seen in some of the lavish expenditures and 

Figure 8-6 With the development of major motion pictures came 
major studios with huge sets, such as this replica of a Chicago 
street. 
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sets that the major studios constructed (Figure 8-6). For example, Universal 
Studios kept a complete zoo, drawing on everything from elephants to pets. At 
one time it housed thirty lions, ten leopards, a sizeable share of elephants, 
numerous monkeys, horses by the hundreds, and an array of dogs and cats. 

Twentieth-Century Fox had entire streets and villages constructed for its 
productions. It started in 1925 when William Fox purchased a ranch for cowboy 
star Toni Mix. A western street became part of the Mix set and was shortly joined 
by a European city for Sunrise, a French village and battleground for What Price 
Glory? and a Parisian set for Seventh Heaven, all on the back lot. A scale model 
of an ocean liner seen from blocks away was constructed for Metropolitan. 
Surviving for thirty years because of its flexibility was the famous New England 
street with its stone church, courthouse, and gabled houses. The Erie Canal set 
was constructed for Henry Fonda's The Farmer Takes a Wife and a Honolulu set 
for Warner Oland's Charlie Chan series. 

THE INTERNATIONAL INFLUENCE 

Although our discussion of motion pictures to this point has centered on Ameri-
can actors and directors, we need to mention the impact that motion pictures 
made in other parts of the world. Two countries stand out for their cinematic 
contributions. Germany and the Soviet Union. 

Germany and The Cabinet of Dr. Caligari 

After World War I, Germany brought its fledgling film industry under the 
complete control of the state and organized it into what was known as the 
Universum Film A.G. (UFA). With massive studios at Neubabelsberg near 
Berlin, UFA's goal was to join the power of film to domestic "uplifting" and 
international influence. Although originally more a war policy than a creative 
one, the latter eventually materialized as German directors captured the desolate 
state of the German people following the European conflict. The emotional 
impact they made stirred sensations in international film circles, beginning with 
The Cabinet of Dr. Caligari in 1920, Dr. Caligari, played by Werner Krauss, is a 
demented physician with mental powers over his patients, powers that can hyp-
notize them into performing lunatic acts in the most grotesque fashion. This was 
a horror film with far more realism than anything the American directors had 
dared to make. For the unsophisticated viewer, the film is an escape into fantasy. 
For the critic in search of symbolism, the film unearths a wealth of comparison 
to political suppression and tyranny. 

If Caligari jolted the senses, other German films went on to show a 
mastery of technology that the Americans found tough to match. Cameras were 
used in every conceivable way to illustrate emotion. Strapped to an actor's chest, 
placed on camera dollies to follow the action, and hung from a trapeze, they 
went everywhere a viewer or a viewer's eyes could go. 
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Dominating German films was the theme of a depressed people caught in 
hopeless straits against both the real and surreal. Fritz Lang's Destiny with souls 
going through a stone wall surrounding a cemetery, Paul Leni's Waxworks, and 
F. W. Murnau's Nosferaty on the Dracula theme all are representative of the 
oppressed horrific themes. Even the future world of Lang's Metropolis reflects a 
city with human catacombs beneath the street. 

As German films began to play in America, they not only became popular 
but also spurred American directors to become more creative and bold in their 
own endeavors. For Germany, however, the creative era was short-lived and is 
considered to have ended when Hitler took power in the 1930s. 

Russia and Potemkin 

Like Germany, the Soviet Union developed a sizeable state-controlled film in-
dustry after the Russian Revolution. By 1917, film was an instrument of prop-
aganda but one that still nurtured creative talents. International acclaim was 

Figure 8-7 The mother and child from "Potemkin." (National 
Film Information Service, Academy of Motion Picture Arts and 
Sciences) 
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achieved through the successful use of the thematic montage, refined and per-
fected from the foundation laid by Griffith. Carefully editing for sequence and 
emotion, the Soviets used the broad expanse of natural scenery with the thematic 
montage to capture a new realism in film. It was perhaps best displayed in Sergi 
Eisenstein's Potemkin (Figure 8-7). The story of symbolic revolt and revolution, 
it takes place on the ship Potemkin where a mutiny of the crew symbolizes the 
revolution against oppression. The theme fit in well in the postrevolutionary 
Russia of 1925. Five parts of the film are skillfully edited through thematic 
montage into a theme of unity against political dictatorship. The film is further 
heightened by classical cutting techniques. In a scene from the first part of the 
film, a sailor eating infested meat sees the words "Give us this day our daily bread" 
inscribed on a plate and smashes the plate in frustration as the action is highlight-
ed by ten different camera shots. 

Other Soviet films and personalities displayed similar creativity. Vsevlod I. 
Pudovkin brought a more relaxed approach to film with attention to the indi-
vidual. Comedy in Chess Fever and empathy in Mother were part of his reper-
toire. Although clinging to the revolutionary themes of Eisenstein and Pudovkin, 
Alexander Dovzhenko chose surrealism in which people and objects are distorted 
from reality. In his Arsenal, bullets from a firing squad have no effect on a 
prisoner, symbolizing the ability of the spirit to withstand the oppressor. 

France and Un Chien Andalou 

In France, surrealism reached its height with the work of artist Salvador Dali and 
director Luis Buniiel. Their film, Un Chien Andalou, carries the shocking and 
absurd to new peaks with objects out of place and the camera deliberately focused 
on special effects to jolt the audience. A dead donkey on a piano is one example, 
but tame compared to a portrayal of a straight razor slicing across a woman's 
eyeball. 

French surrealism treated life as an irrational dream with its directors 
making no apologies for their film's content or even trying to justify any sym-
bolism. The shocking scenes of Un Chien Andalou have somewhat masked the 
displays of other French films. However, the artistic movements of the era still 
exerted a massive influence on European directors and audiences as political 
strife, revolution, and the bloodshed of World War I spilled over from real life 
onto the big screen. 

the Passion of Joan of Arc 

Climaxing the silent era was a French film of international proportions. The 
Passion of loan of Arc was produced by Carl Dreyer whose association with the 
UFA brought his talents to France where he was joined by German craftsman 
and designer Hermann Warm and Polish photographer Rudolph Mate. Starring 
as Joan was the Italian actress Falconetti. The key to loan's success, even in the 
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beginning days of sound, was the use of the camera to catch facial expressions. 
For instance, the close-up shot masterfully captures every turn of her eye, every 
tear, and every agony. The special effects of Joan burning at the stake, not so 
much gruesome as they were expressionist and packed with intense empathy, 
brought audiences the world over to appreciate what the camera could do. And 
audiences would need to remember that versatility, because with the arrival of 
sound would come a degree of restraint on directors and producers that had been 
present only at the very beginnings of film. 

THE ARRIVAL OF SOUND 

Sound joined film as early as 1889 when William Dickson introduced to 
Thomas Edison sound on a disc system. But not until the end of World War I 
was there any significant development. 

Figure 8-8 Lee de Forest with a sound film camera. De Forest's 
audion contributed as much to the motion picture industry as it did 
to broadcasting. (AT&T) 



technology 

Two different systems premiered in early sound pictures. The famous "audion" 
tube that Lee de Forest invented to amplify the incoming electromagnetic waves 
of a radio receiving set appeared again in the 1920s as an amplification system for 
sound motion pictures (Figure 8-8). De Forest also invented a method through 
which sound could be recorded directly on the film in perfect synchronization 
with the picture. This system, introduced in 1922, was called phonofihn and was 
similar to a German process called the tri-ergon process. The other system was 
developed by Western Electric and used a disc recording in synchronization with 
the picture. Called vitaphone, it would not become the standard of the industry, 
but it would drastically change it. 

Vitaphone, after being offered to numerous studios, was finally purchased 
by the almost bankrupt Warner Brothers. Warner started out by producing a 
series of sound short subjects, or "shorts," with vitaphone, using a few talking 
dignitaries of the film industry and some musical scores. The first feature length 
film with the system was Don Juan in 1926. Warner's almost instant success 
came on the night of October 6, 1927 when the film The Jazz Singer starring Al 
Jolson opened in New York. Although not the first sound film, it did use 
synchronized sound to tell a story. Audiences loved it. 

Meanwhile, Twentieth-Century-Fox started producing sound films with a 
system closely resembling Lee de Forest's. Called Fox Movietone News, the 
early "journalism" shorts were gradually replaced by feature films produced in 
Fox's Movietone City, a special studio complex built for sound in 1928. By 
1930, movie theaters around the country had converted to sound. While techni-
cally it moved motion pictures far into the future, artistically it left them behind. 

restraint on creativity 

Cameras that had once roamed sets and had gone along with riding posses now 
were frozen in cement. They had a new device to contend with—a mi-
crophone. The camera could not rove because the microphone could not rove 
with it. In addition, the director's habit of shouting directions now had to be 
muzzled. But they adapted. The camera became encased in a special soundproof 
box, and the director learned to use everything from signs to sign language to 
communicate with the actors. And the studio audience, which once had filled the 
balconies of the silent movie studios, was kept out entirely. The most abused 
character in all of this was the cameraperson who had to be locked up inside the 
soundproof cage with the camera. 

Unfortunately, movie audiences did not give the studios much incentive to 
adapt to sound creatively. Early sound films with their stilted camera shots and 
lack of action were a novelty, just as film itself had been in the days of the Black 
Maria. People came to hear actors talk and guns shoot. Never mind that actors 
huddled together straining their voices toward a concealed microphone; never 
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mind the crackling quality of voices picked up and reproduced on primitive 
equipment; never mind the return of the theater sets. Stars and directors of the 
silent era cringed at what was happening to the medium. There was no place for 
the trifles of Chaplin's tramp nor the stunts of Buster Keaton. 

transition actors and directors 

For actors, sound became a frightening experience of mammoth proportions. 
Stars of the silent era dropped like flies, victims of the new technology. When a 
hero of action sounded like a whimpering coward, his career could end with a 
ten-minute audition. When a romantic actress talked with sloppy English and 
battered accent, beauty could not salvage a crumpled career. 

But reliance on theater for scripts also brought new stars with the voices to 
make the transition. One of vitaphone's finds was Lionel Barrymore (Figure 8-9). 
For Barrymore, the microphone was a friend. It captured his resonance and gave 
the audience just what it wanted. Delores Costello starred with Conrad Nagle in 
Glorious Betsy and brought a contrast of the male and female voices to the screen 
(Figure 8-10). In The Lights of New York in 1928, Helene Costello and Cullen 

Figure 8-9 Lionel Barrymore's (right) wide-stage experience made 
him a find for Vitaphone productions. Buster Collier, who also 
gained experience on stage, appears here as Barrymore's son in the 
film "The Lion and the Mouse." 
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Figure 8-10 Emphasis between the masculine and feminine voice 
played an important role in "Glorious Betsy," which starred Do-
lores Costello and Conrad Nagel. 

Landis sat "very close" so the single microphone could pick up their dialogue, 
even though the picture consisted of little more than the camera shots of the 
pre-Griffith era. 

Fortunately, the creative void did not last too long. Soundproof cages were 
replaced by more manageable soundproof camera covers. Two directors un-
shackled the industry with their creative and technical breakthroughs. Rouben 
Mamoulian accomplished with Applause in 1929 a feat that sounds simple by 
today's standards. First, he separated sound from picture in the original filming. 
Using a camera crane for aerial shots of New York's Penn Station, he added the 
sound later. Second, Mamoulian used two microphones instead of one. Using a 
sound mixer, dual microphones permitted new latitudes in positioning actors as 
well as scenery. 

The second director to break the sound barrier was King Vidor. With his 
production of Hallelujah! Vidor put the camera into a chase through a swamp, 
then later added the sound of squishing mud and animals. Distant shots of blacks 
in the fields of the South were accompanied by the singing of spirituals, which 
made it seem as though microphones were in the cotton bushes. 

At last the motion picture industry was managing to wed sound to film, 
even though the products were a bit like a newborn fawn, beautiful to look at but 
with a lot of growing up to do. 



HOLLYWOOD: THE 1930s TO WORLD WAR Il 

With the creativity of sound released from its cages and an audience again 
becoming sophisticated, film moved into its second generation. Some critics feel 
that film grew faster in these years than it ever would again. As a new medium 
experimenting with itself, virtually all of the shots used in today's pictures and 
much of the sound techniques came from this time. By the 1930s, the town 
called Hollywood was a lavish dreamland where millions were made and stars 
were born. And the public began to idolize these stars. To examine this era, let's 
look at some of the producers, the films and the stars that were part of it. Keep 
in mind that it was a time when the big Hollywood studios like M-G-M, Warner 
Bros., Columbia, and Twentieth Century Fox were big, big business. Movies 
were mass produced, and their audiences clamored to the theaters. Remember 
also that television was not around to keep audiences at home. That came later 
and drastically altered the motion picture industry. 

Film in the 1930s had reached a Waterloo with sex and violence, just as 
television today is feeling the pangs of citizen group pressure. After the risqué 
1920s, civic and religious leaders began blaming the movies for society's ills. In 
1934, a Catholic lay leader, Joseph Breen, was added to the board of the Motion 
Picture Producers and Distributors Association, which had been founded as a 
self-regulatory commission in 1922, headed by President Harding's postmaster 
general, Will Hays. Although there was still plenty of action, it was Breen's 
responsibility to determine what society should see and what it should not. 
Fortunately for Breen and the industry, the lack of competition from television, 
the novelty of sound, and the new achievements in color photography kept 
people interested in the movies. 

animation: the work of Walt Disney 

Walter Elias Disney entered Hollywood not as an actor or director like so many 
before him, but as an artist. A cartoonist from Kansas City, Disney started 
producing short, animated cartoons called Laugh-O-Grams. Then with animal 
characters, he set out to produce cartoons which mimicked the real world. By the 
time his career had matured, Disney had collected a record number of Academy 
Awards and had moved beyond cartoons to feature films known for their family 
entertainment value. The profits his company amassed stand today in such 
monuments as Disneyland in California and Walt Disney World in Florida. 

What brought Walt Disney's productions to the national public's eye was 
his 1928 cartoon, Steamboat Willie. It introduced a character eventually named 
Mickey Mouse who went on to become one of the biggest stars in motion picture 
history. In Steamboat Willie, Disney put Mickey on a steamboat, bringing 
music out of everything from a cow's teeth played like a xylophone to the 
drumming sounds of garbage cans. The picture was a success because cartoon 
characters did not need the peculiar microphone arrangements of real characters. 
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Rather, they could roam at will, and sound could complement, not constrain. 
Following the success of Steamboat Willie, Disney's Silly Symphonies series 
combined music with animated dance and preliminary attempts at color. Then 
after three years of work on the project, Disney captured the hearts of the world as 
he set to animation Snow White and the Seven Dwarfs. Here the screen could 
capture much of the great techniques of directors and actors alike. With the use 
of animated close-ups, the audience was able to see the flawless beauty of Snow 
White and the varied expressions of the Seven Dwarfs. After all, how could any 
real life film character compete with Sleepy, Dopey, or Grumpy? Disney was 
showing Hollywood and the world what he could do, and there was no one who 
could match him. 

Many critics feel that his most creative efforts were unleashed in his 1940 
production of Fantasia (Figure 8-11). Here Disney set his cartoon characters 
loose to dance and to act out the themes of great works of classical music. For 
example, Hyacinth Hippo dances with Ben Ali Gator to Ponchielli's "Dance of 
the Hotirs." Then Mickey Mouse, as Dukas's "Sorcerer's Apprentice," bewitches 
brooms to do water-carrying chores. Filmed in Technicolor, which now was 
able to bring the complete spectrum of color to the screen, Fantasia still stands 
as a classic example of the ability of animation to mix sound, sight, and color 
together as only animation can. 

Disney continued to produce cartoon features. The little fawn Bambi both 

Figure 8-11 Walt Disney's "Fantasia" combined the work of the 
artist and the musician in what some consider to be the Disney 
studio's best example of animation. (C) Walt Disney Productions) 
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enchanted and scared the daylights out of young audiences in 1942. Pinocchio 
made any child think twice about telling a lie, and Dumb° became a symbol of 
hope for children who doubted their importance. After World War II, Disney 
began adding real people to his cartoons. In Song of the South, animated birds 
and animals flirted with real people. By the 1950s, Disney was working on 
Disneyland, and his films had expanded to include family features and nature 
documentaries. 

the stars 

The 1930s also proved that the silent films did not have a corner on the comedy 
market. Comedy was alive and well, even among the female stars like Mae West. 
Her original roles displayed her buxom appearance and unrestrained sex appeal, 
but restrictions from the Hays office and Breen kept her reined in through much 
of her career. One of her best appearances was in My Little Chickadee with 
comedian W. C. Fields. Fields was to sound what Chaplin had been to silents. 
He possessed both the voice and the physique to garner a laugh. He became 
known for his highly articulated speech and natural deviousness in comic por-
trayals. Along with My Little Chickadee, some of his most famous films include 
The Bank Dick (Figure 8-12) and Tillie and Gus. Matching Fields in comic 
routines were the Marx brothers. Crouch°, Harpo, and Chico had the irrever-

Figure 8-12 W. C. Fields. (Copyright, Raymond Rohauer) 
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ence of Fields, the style of Chaplin, and were able to play one against the other 
in such films as A Night at the Opera and Duck Soup. 

Romance and intrigue arrived when Paramount Studios director Josef von 
Sternberg found Marlene Dietrich. The match worked financial wonders for 
Paramount. Dietrich became the star of shadows and mystery, lover and loved. 
Among others she played in The Blue Angel, Blonde Venus, and The Devil Is a 
Woman. Born in Berlin, Dietrich became an American citizen in 1937 and was 
honored during World War II for her overseas entertainment efforts. 

Gary Cooper and Clark Gable also entered films in the thirties, Cooper, 
playing in famous roles opposite Dietrich, and Gable, who won an Academy 
Award in 1934 for It Happened One Night, were symbols of the macho male. 

Other stars making their presence felt in the thirties and early forties in-
cluded Jimmy Stewart, Jean Harlow, Spencer Tracy, Jackie Cooper, John 
Wayne, James Cagney, Humphrey Bogart, and Rita Hayworth. Joan Crawford 
starred in No More Ladies, while Robert Young of modern television fame and 
Betty Furness of consumer fame starred together in the 1936 M-G-M production 
of Three Wise Guys. Johnny Weismuller, meanwhile, romped through the 
jungle in the Tarzan movies. Then Myrna bay starred in The Barbarian which 
included a racy nude bathtub scene. Fred Astaire and Ginger Rogers entertained 
audiences whenever they danced together, and Edward G. Robinson entertained 
them by being the original tough guy. Names such as William Powell in The 
Thin Man, Peter Lorre in Mad Love, Judy Garland in Broadway Melody 1938, 
and Greta Garbo in Ninotchka and Camille, all kept movie audiences flocking 
to the theaters. Even with the Great Depression of the early thirties, when 
attendance took a massive but temporary dip, the movies survived. 

But the stars were only one of the attractions. It was the directors who made 
the industry and, consequently, stardom possible. 

the directors 

In addition to being known for consistently casting Marlene Dietrich in his films, 
Josef von Sternberg was most at home with intrigue set in seamy places. From 
the foreign legion to the back street night club, von Sternberg loved focusing his 
shadows and dull lights on shady characters and bewitching women. 

Breaking out of the studio into the freedom of the open spaces, John Ford 
used people and scenery in contrast with each other. In films like his most 
notable Informer, Ford used the camera to emphasize the facial expressions of 
the middle class in their life of survival and fight against the idle rich or political 

injustice. 
Carrying contrast to the inner self, Howard Hawks (Figure 8-13) was most 

comfortable with actors of the Douglas Fairbanks era. But Hawks went beyond 
action to the psychological. Here the contrast was between courage and cowar-
dice. 

Even the genius of Alfred Hitchcock (Figure 8-14) received its first real 
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Figure 8-13 Howard Hawks. 

Figure 8-14 Alfred Hitchcock, 
recognized as one of the great di-
rectors of movie intrigue, is fa-
mous for such titles as "Psycho," 
"The Birds," and "Frenzy." 

) 
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appreciation in the 1930s. The master of such later shockers as The Birds and 
Psycho, Hitchcock brought these audiences such thrillers as The Man Who Knew 
Too Much and The Thirty-Nine Steps. 

Gone with the Wind and Citizen Kane 

Two films that stand out as "the" movies of the early sound era, however, are 
Cone with the Wind (Figure 8-15) and Citizen Kane (Figure 8-16). The former 
is considered so because of its lasting appeal to the masses, the latter because of its 
lasting appeal to critics and students of film. 

Based on Margaret Mitchell's book of the same title, Cone with the Wind 
was the dream child of producer and studio head David O. Selznick. As soon as 
Mitchell's book became a best seller, Selznick bought the screen rights for $50 
thousand, intending the movie to be his company's masterpiece. Later he volun-
tarily doubled the amount after profits on the film soared. But it was not long 
before the Selznick organization needed both financial and artistic help. The 
public wanted Clark Gable for the leading role, but Gable had a contract with 

Figure 8-15 "Gone With the Wind" was an epic production of the 
late 1930s, famous for numerous cinematic accomplishments. 
Well publicized was this embrace between Rhett Butler (Clark 
Gable) and Scarlett O'Hara (Vivien Leigh). (From the MGM re-
lease CONE WITH THE WIND C) 1939, Selznick International 
Pictures, Inc. Copyright renewed 1967 by Metro-Goldwyn-Mayer, 
Inc. ) 
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Figure 8-16 Orson Welles in "Citizen Line." (National Film In-
formation Service, Academy of Motion Picture Arts and Sciences) 

M-G-M. Undeterred, Selznick convinced M-G-M to place $1 million into the 
picture and to release Gable to star in it, giving the film company the distribution 
rights and half the profits in•return. Even the New York Times became interested 
in the picture, lamenting in an editorial that the first actress chosen to play 
opposite Gable, Norma Shearer, declined the role. Vivian Leigh became the 
beguiling Scarlett O'Hara instead. 

Throughout its production, the American press constantly ran stories about 
the upcoming event, generating enough anticipation that regardless of what the 
final product was, America was ready to see the movie. Sidney Howard was hired 
to do the screen play but died before the picture was finished. Such well known 
writers as Ben Hecht and F. Scott Fitzgerald were called in to finish the script. 
When the picture was officially released in 1939, it immediately filled theaters 
both in America and abroad. During World War II, there were lines at box 
offices in England even during the raids. Among the records set by the film were 
its running time of two hours and forty-two minutes and its collection of ten 
Academy Awards. Since its release, it also has chalked up the distinction of being 
one of television's biggest film spectaculars and has earned M-G-M close to $200 
million. 

If Cone with the Wind stands as the picture of this era with the most mass 
appeal, Citizen Kane stands as the film most heralded for its accomplishments in 
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cinema. The director, who also saw to it that he starred in it and had a direct 
hand in virtually every phase of the production, was young Orson Welles. Welles 
had become famous through theater and his 1938 War of the Worlds radio 
broadcast. Citizen Kane was his first, his best, and practically his last fling at 
pictures. 

Opening with shots of Charles Foster Kane near death, recalling his life, it 
moves to a shot of a small sled bearing the name of "Rosebud." Rosebud be-
comes a symbol of the film, contrasting the love and play of Kane's childhood to 
his adult life in pursuit of material things. Kane becomes a powerful and ruthless 
newspaper executive who will do anything to create a story, increase circulation, 
and boost profits. He tries to buy everything, including love, and spends much of 
his life in a California castle filled with museum artifacts, the symbols of his 
materialist life. Faintly resembling the life of William Randolph Hearst Sr., the 
picture uses lighting and angle shots to the limit to accentuate the ferocious 
temperament of Kane and the massive walls of his castle. The film, despite its 
dismal box office showing, is still a popular favorite of film studies programs. 

FILM THROUGH THE FIFTIES: CHANGES AND TRENDS 

World War II had an unusual effect on the movies. Directors produced govern-
ment films, people escaped the realities of war by attending those pictures that 
Hollywood did turn out, and it postponed the inevitable breakup of the theater 
chains and distribution systems that the antitrust forces soon dissolved. It also 
took the industry's mind off a new invention that RCA's David Sarnoff had 
introduced at the 1939 World's Fair. That invention arrived in the fifties and 
with it, dramatic changes for motion pictures. 

transition to television 

A business faced with monumental and almost overnight competition will do 
some unusual and hasty things to survive. Some work; some do not. Film was no 
exception. What could the industry do to counteract a movie screen that had 
been reduced to twenty-one inches and placed in the living room? How could 
motion pictures compete with "1 Love Lucy" and the "Texaco Star Theatre," 
with Ed Sullivan and Milton Berle? It tried novelty, novelty in the form of 
cinerama. 

Cinerama was more a process than a picture. Using multiple cameras and 
projectors, the audience was offered a visual spectacular with a huge screen 
expanded to ten times its usual size and "wrapped around" the audience. 
Peripheral vision made it all seem incredibly real. The first cinerama captured 
the visual feeling of clutching in the front seat of a roller coaster as it thundered 
up and down and around the curves, all in living color. Cinerama worked, but 
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on a limited scale because only a select group of thcaters were big enough or went 
to the trouble of buying equipment for it. 

The next novelty was three-dimensional pictures, or 3-D. Using separated 
images on the screen and bringing them together with the muted hues ola pair of 
special 3-D glasses, the audience looked more like a group of Martians with space 
goggles than like theater patrons. The idea did not work well because the movies 
that used the process were as bad as the glasses. Some of the most famous 3-D 
films were It Came from Outer Space, Bwana Devil, House of Wax, and Crea-
ture from the Black Lagoon (Figure 8-17). 

Creature from the Black Lagoon, however, managed to take its place 
among some of the better science fiction features of the 1950s. John Baxter 
writing in Science Fiction in the Cinema called it "brilliant underwater photog-
raphy." Even the relationship between the creature, Gill-Man, and the woman 
he desires managed to elicit positive reactions from critics. The film is still a 
popular feature of science fiction festivals and is distributed in its original 3-D 
version. 

With the expense of cinerama and its limited distribution possibilities, and 
the short-lived novelty of 3-D, the industry next tried cinemascope. First intro-
duced by Twentieth-Century-Fox in the biblical story The Robe, cinemascope 

Figure 8-17 One of the original 
3-D films, "Creature from the 
Black Lagoon," still plays fre-
quently on college campuses. 
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expanded the width of the screen to a two to five ratio but did not u rap it around 
the audience as cinerama did. 

Along with cinemascope came new sound systems with names such as 
Wamerphonic and Kinevox Stereo. Other marketing labels attached to sound-
visual sensations included Visterama, Vista Vision, Vectograph, and Vitascope. 
But through all the gimmicks and all the novelties, it became clear that if 
audiences were going to keep coming back, the industry needed more than wide 
screens, glasses, and fancy names. It needed big pictures. 

spectaculars 

One solution was to produce epic pictures of proportions too big to be ignored by 
the public and the press. One of the first of the fifties was Quo Vadis. At a cost of 
$7 million, it was filmed in Rome where a cast of 5,500 extras took part in a 
march to Nero's palace. Director Mervyn LeRoy guided Robert Taylor, Deborah 
Kerr, Peter Ustinov, and Leo Genn through scenes that saw them co-starring with 
no less than twenty lions and two cheetahs. The success of Quo Vadis, which 
earned for M-G-M the most money it had seen since Gone with the Wind, made 
it clear that spectaculars had promise. 

Another profitable spectacular was a remake of Ben Hur. This time, 
M-G-M sunk $15 million into it as Charleton Heston raced chariots, again on 
location in Rome. Back home the movie won twelve Academy Awards. 

The lure of the spectacular created a different kind of reaction at 
Twentieth-Century-Fox. There Cleopatra went into production on the basis that 
a big event picture could not go wrong. It did. Cleopatra, starring Elizabeth 
Taylor, Richard Burton, and Rex Harrison, came out as the first and most lavish 
spectacular of the 1960s, but it flopped and cost the studio millions. 

other solutions 

Another solution to television and something the movies did rather well, was 
social commentary. Blackboard Jungle brought to the screen the theme of 
juvenile delinquency with switch blades and confrontations in schools. Then an 
unknown actor from a small town in Indiana came to the screen in Rebel 
without a Cause. James Dean (Figure 8-18) became the symbol of the teenager 
searching for identity, adventure, love, and life. After Dean was killed in an 
automobile crash, he became almost a spiritual guru of the teenage scene, and 
movie magazines for years played up his image. 

Because television was faced with even more content restrictions than the 
motion picture industry was, movies sought to exercise what freedom of expres-
sion they did have to the limit. Elizabeth Taylor and Paul Newman starred in 
Tennessee William's play, Cat on a Hot Tin Roof From the plantation country 
of the deep South, a story of romance and tension unfolds as Paul Newman, the 
husband, refuses to make love to his wife, played by Elizabeth Taylor. Implied 
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Figure 8-18 Killed in an explod-
ing automobile crash, James 
Dean became a film martyr for 
many teenagers of the 1950s. 

homosexuality is the result with outstanding performances by both stars. Taylor 
then teamed up with Rock Hudson and James Dean for a temptuous love affair 
in the movie Giant. Sex symbol Mamie Van Doren also kept the theaters 
steaming with The Beat Generation, Girls Town, and Born Reckless. 

The ever popular Westerns padded the box offices, especially when cast 
with major stars like John Wayne. Jimmy Stewart ended up in the Alaska gold 
fields in The Far Country and on the railroad in Night Passage. Western hero 
Audie Murphy starred in such films as The Duel at Silver Creek and Destry. 
Victor Mature rode along in Chief Crazy Horse, Rock Hudson trailblazed in 
Seminole, and Jeff Chandler shot it out in Pillars of the Sky. By the time the 
1960s rolled around, motion pictures had adapted to television so well that they 
were beginning to permit the medium to buy selected films for broadcast use and 
even attempted to produce some television movies themselves. 

THE MODERN ERA: FINANCIAL TRANSITION 

Financially, the movie industry also began to change after the 1950s. In a 
nutshell, box office flops and big expenditures spelled financing. 

big bank financing 

Sharp financial business managers have not always sat behind the desks of the 
motion picture corporations. BefoFe television, creative geniuses, or movie bar-
ons, as they were known, ruled the movie kingdom, and there was nothing that 
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could not be sacrificed for the sake of creativity. If a picture went over its budget 
in adding the necessary glamour to suit the director's whim, over it went. The 
difference between then and now was that money seemed to stretch further in 
those days. 

Competition from television, however, required new management and 
new thinking within the industry. It thus entered a transitional period that 
brought management keen financial minds, people who could talk the language 
of accountants and bankers. Although creative talent was and continues to be the 
backbone of the industry, "dollars and cents" people began to make the final 
decisions. 

At the same time, money became scarce, and financial risks became much 
greater. And remember, the industry was entering the era of the spectacular. The 
Sound of Music (Figure 8-19) was a typical example ola picture that went all out 
with script, stars, and financial backing in the $20-million-dollar range. Fortu-
nately, it was extremely successful at the box office. As we have seen, such 

Figure 8-19 Julie Andrews starred in "The Sound of Music," one 
of many films that became part of the big budget, bank-financed 
mmic spectaculars. (SOUND OF MUSIC Copyright C) 1965 
Twentieth Century-Fox Filin Corporation) 
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movies created the theory that big scripts, big stars, and big money automatically 
meant big box office receipts. 

To obtain big money, the industry approached leading financial institu-
tions to secure loans. But banks were not used to lending money under the risks 
common to the motion picture industry. So the industry had to prove that 
responsible management and financial safeguards were inherent in any given 
film enterprise. One of the banks' greater concerns was budget overruns. To 
counter this, film companies had to show that even though a director or producer 
might have a tremendous desire to shoot a special scene for a special effect, he or 
she would not jeopardize the budget. After all, the financial luxury of waiting 
thirty days for the weather to clear to achieve the proper lighting and scenery was 
not something upon which banks looked favorably. In order to further appease 
the banks, the industry also rearranged its contractual agreements with actors and 
actresses. The rule had been to guarantee a star a certain amount of money 
before the picture ever went into production, regardless of how well the movie 
did at the box office. Instead, film companies now began to offer the stars a 
percentage of the box office receipts. 

Some banks did give credit to some of the larger film makers on the basis of 
past film successes. For instance, a typical film company may produce twenty-
five films in a year, five of which may prove quite successful, another five may be 
financial disasters, and the rest may come somewhere near the break-even point. 
On balance, then, the company's profit record seems a reasonable credit risk. 

Film companies also could offer the banks collateral in the form of in-the-
can films—movies which already had been run in movie theaters but whose 
income was still assured from re-releases and release to television. This was the 
type of collateral that appealed to banks. The fallacy, however, was in the 
formula. Big money did not necessarily mean big profits. Three New York banks 
found that out after they arranged a credit line of over $70 million to one major 
company for four movies, only one of which was profitable. In fact, some of the 
most popular bank-financed titles, such as Hello Dolly, did not live up to their 
financial expectations. As a result, some banks backed out of the movie financing 
business. 

low budgets and big profits 

A happy ending was in sight, however. Although some of the big-budget movies 
were bombing at the box office, some low-budget pictures, those in the three- to 
five-million-dollar range, were on the upswing. Two which turned the heads of 
the industry were M.A.S.H. and Butch Cassidy and the Sundance Kid. Paul 
Newman and Robert Redford helped the latter considerably. It meant a new 
formula was possible, one with only one of the formerly essential ingredients— 
big stars. In some cases, even big stars were not necessary, as Tom Laughlin 
proved in Billy Jack. So, almost as fast as spectaculars appeared on the scene, 
they disappeared. 
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Today, movies in the seven-million-dollar range are permitting many pro-
ducers and directors to experiment with their creative talents without endanger-
ing the financial structure of a movie company. This development also has 
allowed individual investors to get back into the movie financing business. 
People and organizations with a few million dollars to lend can reap tremendous 
profits if the movie is a success, yet they need not place their own corporate 
structure on the line in case of failure. This attitude also has given rise to more 
creative production flexibility, for if too tight a financial rein is placed on a 
production, creativity can suffer as well as quality. Today's producers have found 
that they can produce pictures of exceptional quality on reduced budgets, and the 
public is willing to accept them, sometimes even more eagerly than the spectacu-
lars. 

ACCENT ON YOUTH 

The 1960s brought turmoil to America with the unpopular Vietam War, the 
civil rights movement, the drug scene, and campus protests. Perhaps at no other 
time in recent history was a generation of young adults in such a quandary. The 

Figure 8-20 Dustin Hoffman and Karl-writ), R I I I u 
Graduate." (Embassy Pictures) 
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movies, which had been trying to find a theme and an audience to match it, 
stumbled onto this young adult audience. 

First came the beach movies of the early 1960s with themes of California 
and sun. Teenagers were dancing, loving, swimming, and playing volleyball by 
the ocean, while bikinis were featured in such films as Beach Party, Beach 
Blanket Bingo, and How to Stuff a Wild Bikini. Elvis Presley took up the role in 
Spinout playing a singer and race driver. 

Then as the decade progressed, an unknown star named Dustin Hoffman 
teamed up with Anne Bancroft and Katherine Ross, another unknown, in the 
picture The Graduate (Figure 8-20). Hoffman, who was an instant hit, portrayed 
a young college graduate who finishes his senior year without a job and little 
more going for him than his parents' rich friends, all giving him advice. His 
problems are compounded as he falls emotionally for Mrs. Robinson's daughter, 
played by Katherine Ross, and sexually for Mrs. Robinson, played by Anne 
Bancroft. Hoffman followed The Graduate with a starring role in Midnight 
Cowboy, a story about a male derelict and his friend, played by Jon Voight. 

The epitome of pictures of the sixties generation was Easy Rider, starring 
Dennis Hopper and Peter Fonda. It brought to the screen the contrast between 
the establishment and the nonconformists, between clean living and drugs, all 
wrapped in the theme of directionless youth. 

Thomas Laughlin continued the nonconformist theme in his portrayal of 
Billy jack, a nonviolent hero who, when pushed far enough, could still stand up 
and fight. The story of an Indian war veteran on a reservation, Billy lack 
became a cult movie by the 1970s, spawning two sequels, The Trial of Billy Jack 
and Billy Jack Goes to Washington. World-of-mouth promotion campaigns and 
surprisingly low production costs made these films a huge success. 

DIRECTORS LEAVE THEIR MARK 

While movies were catering to their young adult audience with nonconformist 
themes and low budgets, still other films reassured the critics that creative direc-
tors had not all gone to the beach. The genius of Stanley Kubrick had emerged as 
early as 1962 in the movie Lolita. He enhanced that recognition, although not 
necessarily for a better picture, in Dr. Strangelove, or How I Learned to Stop 
Worrying and Love the Bomb. In Dr. Strangelove, country-western star Slim 
Pickens portrays a crew member on an Air Force bomber that mistakenly heads 
to Russia to drop its load. But the movie that propelled Kubrick into world fame 
was his 1968 production of 2001: A Space Odyssey (Figure 8-21). Stars did not 
make the picture; Kubrick's creation of future interplanetary civilizations did, 
and without gimmicks. Kubrick carried his wild illusions further in A Clockwork 
Orange, a film about a futuristic society with sexual mannikins and perversions 
of violence. 

Examining the inner self and the search for reality, Italian director 
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Figure 8-21 Stanley Kubrick's "2001: A Space Odyssey." (From the MGM release 2001: 
A SPACE ODYSSEY © 1968 by Metro-Goldwyn-Mayer. Inc.) 

Michaelangelo Antonioni brought to the screen such well-known pictures as his 
1966 Blow Up. Two sex scenes in the movie caused such a stir that in South 
Dakota, a local Baptist minister demanded the film be banned from the city 
theater. A much deeper meaning than the sex, however, is the search by a 
photographer to find meaning in his life. That meaning had been treated earlier 
in Antonioni's Red Desert, in which a woman examines her life in relation to the 
people and things surrounding her. 

Director Federico Fellini's filins brought an explicit visual realism to the 
screen, achieving a height of emotional vigor difficult to match. The human 
condition reflected in both individuals and society in his films %sas presented in 
sometimes shocking form. Fellini explored the mind in his 1963 production of 
81/2, dwelt on fanciful illusions in La Dolce Vita, and expanded this in Juliet of 
the Spirits. On location in Rome, Fellini shot Fellini Satyricon and Roma, 
which display the cynicism and grotesqueness for which he is noted. 

Other directors of the 1960s and 1970s who stand out for their individual 
achievements include Franklin Schaffner, who directed George C. Scott in one 
of his most powerful roles, in Patton (Figure 8-22). The expert use of camera 
techniques created a larger-than-life leader of men who displayed both a fanatical 
love of war and an equal contempt for the bureaucracy that created it. Interest-
ingly enough. it managed to appeal to both the hawks and clov(n of the Vietnam 
War era. Roman Polanski received rave reviews directing Mia Farrow in Rose-
mary's Baby and brought the underworld of the 1930s to life in Chinatown. 
William Friedkin directed The French Connection, a powerful film about an 
international drug ring, and the Exorcist, an equally powerful movie about 
mental powers. Francis Coppola brought us The Godfather, while Alfred Hitch-
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Figure 8-22 George C. Scott in "Patton." (PAT1 ON Copyright 0 
1969 Twentieth Century-Fox Film Corporation. All rights reserved.4 

cock directed Tony Perkins and Janet Leigh in Psycho. Peter Bogdanovich's The 
Last Picture Show was another favorite of the film set. And David Lean, who had 
been well accepted as a director in the 1940s and 1950s, directed the beautiful 
1965 production of Dr. Zhivago as well as the 1970 production of Ryan's 
Daughter. 

DRAWING CARDS: VIOLENCE AND SEX 

While the peace movement was flourishing, the motion picture industry was 
swelling with violence. In the bullet category, Bonnie and Clyde took top hon-
ors. Directed by Arthur Penn and starring Faye Dunaway and Warren Beatty, 
the gangster movie climaxed with machine guns riddling the two stars. More 
vintage firearms were used in director Sam Peckinpah's The Wild Bunch. And 
raw guts and guns came to the screen as a new star named Clint Eastwood spent 
time looking down both ends of a gun barrel in such pictures as Hang 'Em High 
and loe Kidd. Eastwood then donned more modern garb for some equally violent 
scenes in Magnum Force and Dirty Harry. Steve McQueen starred as a police 
officer in Bullet, noted for its famous chase scenes. 

The audiences that violence could not lure to the box office, sex did. 
Midnight Cowboy had an X rating. Jane Fonda lay nude inside a science fiction 
love-making tube in Barba relia, and A Clockwork Orange detailed future sex. 
Swapping sex was the theme of Bob and Carol and Ted and Alice. For further 
instructions, along carne A Guide for the Married Man. Prostitution appeared in 
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such films as Irma La Douce, starring Jack Lemon, and sexual fantasy was the 
theme of Belle de jour. Two films, I am Curious Yellow and Carnal Knowledge, 
contained such explicit scenes that they provoked court cases testing the power of 
censorship. Yet even harder core sex appeared in the 1973 production of Last 
Tango in Paris starring Marlon Brando. Receiving attention as more serious 
X-rated films of the era %%ere Gerard Daminao's Deep Throat and The Devil in 
Miss Jones. 

EMERGING BLACK FILMS AND BLACK STARS 

By the 1960s and 1970s, race relations were being treated with some degree of 
reality. Stars such as James Earl Jones, Lola Falana, Roscoe Lee Brown, and 
James Brown helped to focus this reality. 

Of all the black stars, however, Sidney Poitier probably did more to call 
attention to the black actor as a serious star with major audience appeal. Poitier 
was a hit in Ralph Nelson's production of Lilies of the Field. He then played a 
powerful role in In the Heat of the Night as a black New York police detective 
who is stranded in a small southern community. While he is there, the detective 
finds himself working on a murder case with the town's bigoted white police 
chief, played by Rod Steiger. The film brings realistic racial tension to the 
screen but concludes with a lesson in racial harmony. Still another Poitier film is 
To Sir with Love, in which he plays a school teacher who wins the respect of 
white students in trouble. In Guess Who's Coming to Dinner, he portrays a 
doctor marrying into an aristocratic, white family. 

Other black stars followed Poitier's lead, helping black films to be 
acclaimed in their own right. Singer Diana Ross starred as Billie Holiday in the 
well received Lady Sings the Blues, and Pamela Grier played in Coffy, Foxy 
Brown, and Sheba Baby. From television to recordings, Richard Roundtree's 
role in M-G-M's Shaft had audiences intrigued with a new hip private eye. The 
actor even starred in two spin-off sequels: Shaft's Big Score and Shaft Goes to 
Africa. The screen had come a long way from the racist 1915 production of The 
Birth of a Nation. 

NEW EPICS 

If three types of films could best represent the 1970s, they would be disaster films, 
shark films, and science fiction. The former found their way onto the screen with 
The Poseidon Adventure, which showed an ocean liner sinking with most of its 
passengers trapped inside. This ocean adventure was followed by fire in The 
Towering Inferno and by crumbling buildings in Earthquake. Airplanes and 
dirigibles also became part of the act. Fear at 30 thousand feet was so successful 
for the movie Airport, starring Dean Martin and George Kennedy, that it begot 
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Airport 1975. In this film, Jack Smight directed box office favorites Charlton 
Heston, George Kennedy, and Karen Black in this adventure about a stewardess 
flying a Boeing 747 after a small plane crashes into the jet's cockpit. Its success 
even spawned Airport 1977 and yet another, Airport '79, which featured the fast 
flying Concorde jet. 

A more realistic approach to big action suspense was played by George C. 
Scott in his role of a German colonel assigned to travel with the dirigible Hin-
denburg to try to prevent sabotage. Using original footage from the actual Hin-
denburg crash, the picture was one of the better disaster epics, winning an 
Academy Award for special effects. 

Although they produced their own low budget copies, jaws and laws II 
kept many theaters in the black during the seventies. Jaws was the brainchild of 
author Peter Benchley who wrote the book and publicized it in serial form in a 
leading magazine. Released at the beginning of the summer of 1975, it was not 
long before the "Jaws" fad took the country by storm. The film was successful 
enough to give Universal City Studios a 25 percent share of the United States and 
Canadian film market for 1975 and to become the all-time box office record 
breaker (Figure 8-23). For producers Richard Zanuck and David Brown and 
director Steven Spielberg, it meant millions in personal income. 

As for science fiction, few films could equal the dazzling display of special 
effects in Star Wars. With a likeable pair of robots, Star Wars was the 
sleeper film that broke all-time box office records. It was pure fantasy, but it 
brought forth a new wave of interest in science fiction and a definite wave of 

JAWS 

Figure 8-23 (From the Motion 

Picture "JAWS," Courtesy of 
Universal Pictures) 
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Figure 8-24 Scan Gunnery and Karl Malden climb through rubble 
in "Meteor.- (C) 1978 American International Pictures, Inc. Cour-
tesy: Columbia Picture Merchandising) 

profits. Followed by the more realistic but equally majestic Close Encounters of 
the Third Kind, creatures from outer space were becoming bigger stars than 
earthlings. The success of Star Wars and Steven Spielherg's Close Encounters of 
the Third Kind was followed by the news that the cast of the television series Star 
Trek had been reassembled for a major motion picture. 

American International kept the reality of Close Encounters and the sci-
ence fiction genre alive with their 1979 release of Meteor (Figure 8-24), starring 
Sean Conner y of James Bond fame and other major stars such as Natalie Wood, 
Karl Malden, Brian Keith, Martin Landau of television's Space 1999, and Henry 
Fonda. Similar science fiction fare arrived with The Humanoid, in which a 
world of tomorrow is menaced by a super human force. How far into the 1980s 
the science fiction craze will last is only a guess. In 1979, "special effects" 
director Spielberg had turned his attention back to nostalgia with 1941, a comedy 
about a Japanese submarine's unannounced appearance off the California coast. 

1980s THE CARTOON AS FEATURE FILM 

\\ hat else is in store for film in the 1980s? The beginning of the decade will 
introduce the characters of the comics. Columbia Pictures bills its 1981 film 
Annie (Figure 8-25) as "the top movie musical of all time." Patterned after the 
popular comic strip feature "Little Orphan Annie," as well as thc Broadway hit 
by the same name, Annie already has to its credit seven Tony Awards, including 
best musical, and the New York Drama Critics Award for Best Musical. With 
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Winner of 7 limy Au ard. 
including N.,* 114mical. 
11,4 Ntudcal-
N.V. I »am* Critics Circic. 

The greatest Broadway musical of the '70s will 
soon be the happiest Columbia Picture ever. 

Figure 8-25 Full length cartoons, such as "Annie," showing a return of major animated 
features for the early 1980s. (C) 1979 Columbia Pictures Industries, Inc. Courtesy, 
Columbia Pictures Merchandising) 

SUMMARY 

news of Annie, other film companies quickly bought the rights to additional 
comic characters. If the trend is successful, the 1980s could see a whole motion 
picture series of "Terry and the Pirates," "Spiderman," "Flash Gordon," "Pop-
eye," "Buck Rogers," and "Dick Tracy." 

In theory, we can trace motion pictures back to the era of pictographics when 
cave paintings attempted to express the illusion of motion. By the 1800s, motion 
pictures became a reality as Thomas Edison invented the motion picture camera 
in America, and the Lumière brothers in France invented a projection device. 
Early films were short and easily satisfied their patrons. Gradually, as directors 
like D. W. Griffith and Mack Sennett offered more creative camera techniques 
and story lines, the public thirst for films grew, and makeshift studios were built to 
accommodate production of these new films. People especially developed an 
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interest in movie stars. Charlie Chaplin, Buster Keaton, Laurel and Hardy, Mary 
Pickford, and Douglas Fairbanks were among the early idols. 

In 1927, sound was introduced to motion pictures, and they became a 
novelty all over again. But creativity stood still as sound moved forward. Finally, 
Mamoulian placed two microphones at different locations, thus unleashing the 
constraints that had plagued directors and actors. 

Even through the depression of the 1930s, the movies flourished. Studio 
profits were plowed back into bigger productions and lavish sound stages. World 
War II promoted the boom. Then in the 1950s, film met a new competitor— 
television. Panic attempts to lure audiences back to the movies came up with such 
novelty technology as 3-D, cinerama, and cinemascope. Movies also adapted 
with a series of low budget films, a few spectaculars, and themes of juvenile 
delinquency. 

The 1960s and 1970s witnessed changes in the financial structure of 
movies as studios were purchased by corporate conglomerates more concerned 
about profits than about creativity. Bank financing also became common, 
although sonne box office failures were too much for conservative financiers. The 
movies themselves began to search for an audience and found it in young adults. 
Pictures about the "now" generation thus became the vogue, followed by sexual 
liberation and violence. Disaster epics, shark films, and science fiction seemed to 
characterize the 1970s, and prospects for the early 1980s see a new trend in 
full-length feature cartoons. 
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The Recording Industry 
 I 

What images come to mind when we think of the recording industry? The 
support for virtually every type of electronic mass communication, the industry is 
synonomous with multimillion dollar studios, rock bands, promoters, albums, 
concerts, stars, excitement—and perhaps heartbreak. To the musicians it means 
Nashville, London, Chicago, New York, Paris, and Los Angeles. To the elec-
tronic engineer it is echo chambers, reverbs, microphones, and synthesizers. 

SCOPE OF THE RECORDING INDUSTRY 

l'he recording industry today is an international, billion-dollar enterprise. In the 
United States alone, more than 1,200 companies are producing and releasing 
records and tapes; approximately 2,600 different record and tape labels are sold; 
60,000 stores sell records and tapes; approximately 73 million phonographs are in 
use; and in any one year, as many as 2,600 albums and 6,200 singles will be 
released. Retail sales of records in the United States are in excess of $2 billion 
dollars annually. In fact, the United States is the largest consumer of recorded 
music with approximately 36 percent of the world market. What types of music 
are the most popular? Contemporary music by far, accounting for over 61.4 
percent of sales. Country music follows with 11.7 percent. Figure 9-1 examines 
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Figure 94 Record sales by music type. (Source: Billboard 
magazine and the Recording Industry Association of America) 

other musical types, showing that middle-of-the-road music accounts for 11.1 
percent, classical for 5.4 percent, jazz with 4.6 percent, children's music at 2.3 
percent, and comedy with 1.6 percent. 

To understand how the recording industry achieved such success, we need 
to go back before radio, before disc jockeys, even before the phonograph. 

PRERECORDING ERA: BROADSIDES AND SHEET MUSIC 

The first use of music as a means of mass communication is credited to the print 
medium. Long before the concept of electronics, a new song was published on 
paper and inserted inside a decorated cover to be played on the piano or other 
appropriate musical instrument of the time. Published meant just that, produced 
by a printing press and distributed the same way a book would be published and 
distributed. Music publishing in the eighteenth century took the form of broad-
sides, which were musical editorials on some important political event of the day 
and were printed on a rather large sheet of primarily rag content paper, hence its 
name. ' The broadside's purpose was not actually to publish music but rather to 
act like a newspaper "extra." Inside would be news of the day and the accom-
panying comical verse set to a familiar tune satirizing some newsworthy event. 

Sheet music, those separate publications devoted entirely to musical selec-
tions, arrived later as the American Revolution whetted appetites for patriotic 
songs. The Yankee Man of War, in honor of the deeds of the famous Captain 
John Paul Jones, and The Liberty Song were typical of songs in the late 
eighteenth century. Some of the songs first appeared in ncwspapers, then if their 
popularity warranted it, they received separate publication status as sheet music. 
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Typical of these was the song Independence, first published in the Freeman's 
Journal, a full month before the signing of the Declaration of Independence in 
1776. Another popular tune of the era was the famous Yankee Doodle. Actually, 
this song was in existence before the American Revolution, having been part of a 
larger selection published as part of a comic opera in 1767. It evolved as a 
separate song about 1780, published in London under the title Yankee Doodle or 
(as Now Christened by the Saints of New England) The Lexington March (Figure 
9-2). Instructions were given to the effect that "the Words to be sung thro' the 
Nose, & in the West Country drawl and dialect." 

The War of 1812 also produced its share of sheet music favorites. The most 
famous American tune is credited to author Francis Scott Key, who wrote what 
became our national anthem during the defense of Fort McHenry near Balti-
more. Although the verse is credited to Key, the tune itself had appeared in many 
versions prior to. 1814. Titled Anacreon in Heaven, the tune was composed by 
the Englishman John Stafford Smith and appeared as early as 1798. 

Sheet music remained the usual method of music distribution in the 
nineteenth century, and the politics of the times produced a wide selection of 
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Figure 9-2 The first separate version of "Yankee Doodle" pub-
lished as sheet music in London about 1780. Numerous variations 
of the verse were published in later years in Boston, New York, and 
Philadelphia. (Source: Harry Dichter and Elliott Shapiro, Hand-
book of Early American Sheet Music 1768-1889. New York: Dover 
Publications, Inc., 1977) 
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Figure 9-3 The Little Brown Jug- was one of the popular sheet 
music selections of the late 1800s and was published by J. E. 
Winner of Philadelphia in 1869. Notice the decorative corners of 
the cover. Engraved borders, many in color, were a feature of early 
sheet music publishing. (Source: Harry Dichter and Elliott Shap-
iro, Handbook of Early American Sheet Music 1768-1889. New 
York: Dover Publications, 1977) 

popular songs. Presidential campaigns were naturals for sheet music publishers. 
The most popular selections were marches such as President John Quincy 
Adams's Grand March, published by G. E. Blake of Philadelphia about 1825, 
and then there was the Fillmore Quick Step published by Miller & Beacham of 
Baltimore in 1856, and the Lincoln Quick Step, published by Lee and Walker of 
Philadelphia in 1860. Even tobacco provided themes for such sheet music as The 
Light Cigar and Think and Smoke Tobacco. 

The Civil War continued the sheet music craze, and both the war and the 
celebration of its conclusion packed music sellers' shelves. One of the most 
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enduring songs appearing in sheet music between 1860 and 1869 was Dixie by 
Dan Emmett, appearing under the original title of I Wish I Was in Dixie's Land 
by Firth, Pond & Co. of New York and later reproduced, some say "pirated," by 
P. P. Werlein of New Orleans. Werlein changed some of the lyrics, as typified by 
this first line of the Firth edition, "I wish I was in de land ob cotton," which the 
Werlein edition changed to, "I wish I was in the land of cotton." Another 
popular favorite was The Little Brown Jug (Figure 9-3), published by J. E. 
Winner of Philadelphia. 

Sheet music continues today to be sold by most major retail stores, and the 
recording industry is still plagued by people pirating songs and selling them 
through infringing on their copyright. But the widespread practice of pirating 
began to diminish when the international copyright agreements were reached in 
1891 and President Benjamin Harrison issued the U.S. International Copyright 
Proclamation on July 1 of that year. By then the era of sheet music was beginning 
to feel the effects of competition from an odd-looking machine called the phono-
graph. 

BEGINNINGS OF ACOUSTICAL RECORDING 

The story of the phonograph began in Thomas Edison's small laboratory in West 
Orange, New Jersey (Figure 9-4) where he worked on a device to improve the 
telegraph. 

the phonograph: Edison and Cros 

The problem was to devise a way in which the dots and dashes of the Morse 
telegraph could be captured on a paper that later could be played back. Edison 
was fascinated by communication. The Western Union Telegraph Company 
was using his improved carbon transmitter in competition with Bell and had 
developed a system in which four telegraph signals could be sent over the sanie 
wire. As Edison played the "paper tape" back to hear the Morse code, the 
increased speed sounded much like rhythmic tones of the voice. An idea de-
veloped. Why not record the human voice in the same way that the Morse code 
had been recorded? In 1877, although the exact date is somewhat obscured by 
history, Edison sketched a crude drawing and had his assistant manufacture the 
machine that Edison envisioned would "talk back" to its speaker. The device 
consisted of a metal cylinder around which Edison wrapped a form of tin foil. 
Connected to a diaphragm was a needle which touched the tin foil. A second 
diaphragm and needle were used for playback. As the cylinder turned, the needle 
would vibrate on the tin foil, making an indentation. This indentation would 
then reproduce the sound when the needle first was returned to its starting 
position, then played back over the cylinder. The question was, would it work? 
With exacting care, Edison placed the needle in position, and as he hand-
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cranked the cylinder, recited the poem "Mary Had a Little Lamb" into the 
diaphragm. The playback stylus was placed in position, and as Edison turned the 
crank, he was "taken aback" by the little machine saying "Mary Had a Little 
Lamb." Using the Greek words for "sound writer" the new invention was christ-
ened the phonograph (Figure 9-5). 

History has confirmed that Edison later took the machine to the editorial 
offices of Scientific American. There under the witness of eager reporters, he 
demonstrated the phonograph. One eyewitness said, "The machine inquired as 
to our health, asked us how we liked the phonograph, informed us that it was 
very well, and bid us a cordial good night. These remarks were not only perfectly 
audible to ourselves, but to a dozen or more persons gathered around." On 

Figure 9-4 Thomas Edison in his lab in West Orange, New Jer-
sey. On the table is an improved version of the cylinder phono-
graph he invented in 1877. (U.S. Department of the Interior, Na-
tional Park Service, Edison National Historic Site) 



The Recording Industry 209 

Figure 9-5 Edison's original phonograph, patented in 1877, con-
sisted of a piece of foil wrapped around a rotating cylinder. The 
sound waves of the voice as Edison spoke into a recording horn (not 
shown) caused a vibration which in turn caused the stylus to cut 
grooves into the tin foil. The first sound recording was Edison 
reciting the poem, "Mary Had a Little Lamb.- (U.S. Department 
of the Interior, National Park Service, Edison National Historic 
Site and the Recording Industry Association of America) 

Christmas Eve, 1877, Thomas A. Edison filed for a patent on the phonograph. 
Sound recording was born. 

It is interesting to note that while Edison was busy inventing the phono-
graph, a Frenchman already had conceived the idea, although he had never 
managed to apply it practically. Charles Cros, a poet and tinkerer, wrote a paper 
in which he envisioned a "phonograph" that would record speech and play it 
back for the listener. Cros's idea was quite similar to Edison's and used a stylus to 
imprint a groove in a disc. Edison's machine used a cylinder. Cros never built 
the device that he imagined but did file a sealed paper describing it with the 
Academic des Sciences. He later requested the paper be read, presumably on 
hearing the news of Edison's machine in the United States. Although both men 
had the same idea and both used the term phonograph, Edison remains the 
recognized inventor of sound recording with the cylinder machine that cited 
"Mary Had a Little Lamb." 

Despite its accomplishments, the phonograph was far from becoming the 
medium of home entertainment that it is today. The little tin foil cylinder wore 
out after a few plays, and it only took a couple of minutes for the stylus to travel 
the length of the cylinder. Still, it looked profitable, and Edison formed the 
Edison Speaking Phonograph Company in 1878. One of his backers was none 
other than Gardner Hubbard, Alexander Graham Bell's father-in-law. The pho-
nograph became the hit of the vaudeville circuit as entertainers demonstrated it 
to audiences willing to pay for the privilege of hearing a few words of prose or a 



210 The Recording Industry 

few measures of song. The entire venture lasted less than a year, and although it 
was profitable while the novelty lasted, Edison's commitment to the electric 
light, plus a lack of time and resources, sent the whole idea into early retirement, 
at least temporarily. 

the graphophone: Bell and Tainter 

It is understandable that with Alexander Graham Bell's father-in-law backing 
Edison's venture, Bell would keep an eye on the phonograph's development. 
After winning the $10 thousand Volta Prize from the French government for the 
invention of the telephone, Bell founded the Volta Laboratories in Washington, 
D.C. in 1880. There he hired an English relative, Chichester Bell (Figure 9-6) 
and an American technician named Charles Tainter to begin work improving 
the Edison machine. They developed an improved version of the phonograph 
and called it the graphophone. The graphophone differed from the phonograph 
in two important ways: (1) the cylinder used a wax coating instead of tin foil, 
which permitted a clearer sound though one not as loud as the phonograph, and 
(2) the stylus or needle encasement floated on the wax cylinder. Bell and Tainter 
were not interested in stealing Edison's idea, but Edison apparently did not think 
so. When Bell and Tainter visited him with their new invention, he decided that 
the two men had invaded sacred territory. 

Bell and Tainter wanted Edison to help them perfect, market, and manu-

Figure 9-6 Chichester A. Bell, 
cousin of Alexander Graham 
Bell, who worked on sound re-
cording in the Volta Labora-
tories. He teamed up with Charles 
Tainter to improve on the Edison 
machine by developing the 
graphophone. (AT&T) 
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Figure 9-7 An improved version of the cylinder phonograph with 
multiple earphones, permitting upwards of ten people to listen at 
the sanie time. (Recording Industry Association of America) 

facture their graphophonc. But Edison, suddenly faced with competition, de-
veloped a new interest in the phonograph. Meanwhile, Bell and Tainter gained 
financial support from a group of Washington, D.C. business executives and 
formed the American Craphophone Corporation in 1877. Acquiring a treadle to 
replace the hand crank, the new graphophone hit the market as a definite step 
above the phonograph. Edison counterattacked by adding an electric motor to 
his phonograph and incorporating solid wax cylinders that could be shaved and 
reused. Subsequent refinements resulted in a machine with multiple earphones 
which permitted upwards of ten people to listen at the same time (Figure 9-7). 

Before the corporate war heated up, a Philadelphia businessman decided to 
enter the sound recording business and gained control of the distribution rights 
for both the phonograph and the graphophone. Jesse Lippincott had the right 
idea, but he went about it the wrong way. Taking his cue from the telephone 
company, he decided the best way to make money was to lease the machines 
instead of letting people buy them. Lippincott divided the country into ter-
ritories, but it was not long before the whole venture began to collapse. The only 
territory making any money was that assigned to the Columbia Phonograph 
Company, which had secured the distribution franchise for Washington D.C., 
and could service the government offices with dictating machines. 

Soon some poor, rebellious salespersons on the West Coast threw corpo-
rate image to the wind and started leasing the machines to a San Francisco 
saloon. There, patrons began to stand in line to plug a nickel into the machines 
and be "talked to" by the phonograph (Figure 9-8). What was supposed to be the 
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Figure 9-8 A view of one of the phongraph parlors which helped 
popularize recordings during the 1890s. These machines were the 
forerunners of the home phonograph and the jukebox. (Library of 
Congress and Recording Industry Association of America) 

distinguished mechanical contribution to the offices of the country became the 
bawdy boon to the saloon business. Yet, despite their interest in the amusing 
apparatus, saloons did not rescue the American Graphophone Company. It went 
the way of the tin foil phonograph. The lone survivor was the Columbia group 
which kept its fiscal head above water and gained control of the Bell-Tainter 
patents. The new venture became known as Columbia-Graphophone. 

the gramophone: Berliner and Johnson 

While the graphophone and phonograph were confronting each other, a Ger-
man immigrant and a machine shop operator were preparing to steal the show 
with the third addition to the sound recording family, the gramophone. Emile 
Berliner (Figure 9-9) landed in America as a penniless immigrant from Germany 
and was self-educated in the science of physics. He first invented an improved 
telephone transmitter, which was the forerunner of the modern microphone. 
Bell Telephone paid him for the patent and put him to work. Almost ten years 
later, he took a leave of absence from Bell and went to work improving the 
phonograph. The most dramatic improvement came in changing the way that 
the stylus recorded sound. The second change was to use a disc instead of a 
cylinder. 



Figure 9-9 Emile Berliner, who arrived a pennyless immigrant 
from Germany, educated himself in physics. He invented an im-
proved microphone for the telephone. But his most famous work 
occurred with the invention of the disc recording device called the 
gramophone. (RCA) 

Figure 9-10 The Berliner gramophone of 1893, manufactured by 
the U.S. Gramophone Company of Washingotn, D.C., was one of 
the early disc phonographs on the market. Hand powered, it re-
quired the operator to crank the handle up to a speed of about 70 
revolutions-per-minute in order to get a satisfactory playback. 
(Smithsonian Institution and the Recording Industry Association of 
America) 
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Figure 9-11 Original painting of"His Master's Voice," which be-
came the trademark of the Victor Talking Machine Company and 
later, RCA Victor. (RCA) 

It was now time to begin marketing and selling the new device. For that, a 
Camden, New Jersey machinist named Eldridge Johnson joined Berliner, and 
the two formed the Victor Talking Machine Company. Berliner received 40 
percent and Johnson 60 percent of the stock. Not only did the gramophone 
(Figure 9-10) ornament people's living rooms, but Johnson also began importing 
the famous European Red Seal records of famous opera stars. They were expen-
sive, about $5.00. Enrico Caruso was one of the first to record, and the event in 
1902 gave a new legitimacy to sound recording. Other opera stars were quick to 
follow. Now the public could obtain quality recordings and purchase reasonably 
priced machines with which to listen to them. Along with good music, Victor 
also obtained a world famous trademark, "His Master's Voice," the picture of a 
terrier named Nipper listening to a gramophone. The trademark (Figure 9-11) 
was originally painted by Francis Barraud and sold to the European affiliate of 
Victor. Johnson realized the appeal of the art, secured an American copyright for 
the logo, and used it on Victor records. 

The final breakthrough in early acoustical recording came in 1905 when 
Columbia introduced disc records with songs on both sides. The dual-sided 
records originally sold for 65e and could be played on any disc machine. Colum-
bia promoted the dual-sided recordings in ads which read, "Columbia Double-
disc Records! Double discs, double quality, double value, double wear, double 
everything except price! Don't put your record money into any other!" 



THE ELECTRICAL ERA 

Although the popularity of acoustical recording spread widely, it was seriously 
limited in its reproduction of quality sound. Because the sound was imprinted on 
the record through the impact of sound waves on the recording stylus, performers 
had literally to shout into the microphone. Heavily draped and highly confined 
recording studios were employed, and, in some cases, even the musical instru-
ments were altered so that a satisfactory recording could be made. Sounds from 
string instruments could not be reproduced clearly; thus many orchestras would 
substitute brass and woodwind instruments for better sound reproduction. One 
altered instrument was the Stroh-violin (Figure 9-12), which employed a special 
acoustical horn permitting directed amplification of the sound and greatly aiding 
the recording process. Because of all the makeshift apparatus, though, inventors 
realized that the future of recorded sound was in finding a way to record and 
amplify sound through an electrical, not an acoustical process. The break-
through came just as radio was becoming a home medium. 

Joseph P. Maxfield and electrical recording 

Joseph P. Maxfield and other members of the Bell Laboratories began experi-
menting with electrical recording processes in 1919. Other companies also were 

Figure 9-12 Because cylinder records could not capture string 
sounds faithfully, brass and woodwinds were frequently substituted 
for strings at recording sessions. The Stroh-violin, an acoustically 
amplified instrument, was designed especially for cylinder record-
ings. Smithsonian Institution and the Recording Industry Associa-
tion of America) 
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working on this, including the English Columbia and His Master's Voice, for-
merly the Gramophone Company, Limited. Their main goal was to find a 
means of electrically amplifying sound. Three things were needed to accomplish 
the task: (1) a condenser microphone that would provide greater clarity than the 
horn did and would reduce the loss of volume and quality of sound as it passed to 
a (2) vacuum tube amplifier that would amplify the sound and transmit it to (3) 
an electromagnetically powered cutting stylus. If perfected, listeners could hear 
everything from the most subtle sounds of a symphony orchestra to the true 
undistorted sounds of a marching band. 

By 1924, Maxfield had perfected the process, and recording companies 
quickly jumped in line for licenses permitting them to develop commercially the 
new process for the home consumer. The first company to reach the home 
playback market was Brunswick with its Panatrope machine in 1926. Soon such 
names as Electrola and Radiolas began to crop up in advertisements as com-
panies such as Victor marketed the home playback devices. Prospects looked 
promising enough for RCA to purchase a major portion of Victor in 1929 and to 
move for a formal merger in 1930. Although the long-term benefits were sub-
stantial, the short-term were disastrous. 

rise and fall of depression profits 

Neither radio nor the recording industry foresaw the economic consequences of 
the 1929 stock market crash. For the recording industry, it was a catastrophe, 
primarily caused by radio, which was free to the listener. The medium that was 
to be the "advertiser" for the recording companies' products appeared at first to be 
its demise. Movies did not help either. Escaping the realities of famine and 
unemployment, crowds flocked into theaters to watch the silver screen. Based on 
figures of the Recording Industry Association of America (RIAA), recording 
industry retail sales, which had reached $75 million in 1929, had plummeted to 
$5.5 million by 1933. 

But in the same year, the industry started to regroup. With the repeal of 
Prohibition in 1933, the nightclub trade, the bars, and the cocktail lounges once 
again returned to the neon facade of the business district. With them came juke 
boxes. First manufactured by Automatic Music of Grand Rapids, Michigan in 
1927, the names on the flashing, push-button record players were such industry 
standards as Capehart, Seeburg, and Wurlitzer. Through juke box exposure, 
record sales began to climb back to respectability, reaching $26 million in 1938. 
Radio networks, meanwhile, were beginning to see future tie-ins with the broad-
casting industry. CBS even purchased the Columbia Phonograph Company. 
Recordings by major stars made famous by radio were snatched up quickly in 
the record stores, and familiar coporate names began to appear on recording 
labels, such as RCA Victor, Columbia, and Decca. 



battle of the speeds 

Also brewing at this time was the "battle of the speeds." RCA in 1931 had 
unsuccessfully launched a long-playing 33 1/3 rpm (revolutions per minute) 
record, substantially improving the ability to record such major productions as 
musicals and symphonies. The trouble was that the records wore out after a few 
plays. Some 33 1/3 recordings were used in World War Il to send radio programs 
overseas, but for the most part, the long-playing record was of little value to 
either the recording industry or the broadcasters. Then in 1948, Dr. Peter C. 
Goldmark (Figure 9-13) of CBS invented a long-playing, long-lasting 33 1/3 rpm 
record. Accompanied by lightweight tone arms and special microgroove cutting 
techniques, the new records began to catch on. Success did not come overnight, 
however, because arch rival RCA created chaos one year later by introducing the 
45 rpm disc. With three speeds to choose from-78, 33 1/3, and 45—the public 
reacted by not buying much of anything. Finally, Columbia released its famous 
33 1/3 recording of South Pacific, and the public demand for the disc sent the era 
of 78 rpm into the past. RCA was not licked, however. Juke box operators found 
the durable, lightweight 45s with the big holes just right for the coin operated 
machines. To be safe, radio stations bought equipment with all three speeds. 

Figure 9-13 Dr. Peter C. 
Goldmark is shown in an early 
picture dramatizing the increased 
capacity of the long-play 331/4 
r.p.m. record, which he helped 
develop. The music contained in 
the stack of 78 r.p.m. records on 
his left can be recorded on just 
the long-play albums Dr. 
Goldmark is holding. (Columbia 
Records) 
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Finally, 45s found a home in single hit records, and 33 1/3 records were ideal for 
svmphonies, and operas. 

TAPE, TELEVISION. AND STEREO 

The recording and broadcasting industries became involved with much 
more than just discs. The Allied forces during World War II discovered that the 
Germans had made great strides in recording on magnetic tape, and the technol-
ogy was brought to America. Now for broadcasting, even the 33 1/3 rpms were 
running second to what the capabilities of tape could offer. Tape gave even the 
smallest radio stations the ability to record, playback, erase, and rerecord every-
thing from local newsmakers to studio trios. Editing also was possible, down to a 
note or syllable. Radio newscasts began to use the actual sound of the news, 
edited into short audio "actualities" which fit easily into the shorter time slots 
evolved during radio's competition with television. Today, the cartridge tape 
plays inside the radio studio, the home, the car, and even the boat. Radio 
broadcasting and sound recording have achieved not just a relationship, but a 
marriage. 

What about television? It sent radio into a tailspin, and the recording 
industry did not have much comfort either. There were dire predictions once 
again for both industries. RIAA figures show that record sales, which had hit 
$224 million in 1947, plunged to $173 million in 1949. In fact, they did not 
return to 1947 levels until 1955. Radio advertising fell, and the radio networks 
consequently could not afford live talent. What they desperately needed was a 
cheap supply of quality radio programming. Coming to the rescue was the 45 
and the 33 1/3 which had made significant inroads into the home market. The 
two industries started to revive. 

Moreover, television did not have stereophonic sound, which had been 
successfully developed in 1931 by Englishman A. D. Blumlein. Stereo records 
made their debut in 1958. Audio Fidelity, a small recording company, led the 
way in producing stereo records. As people began to understand the possibilities 
of sound separation, the demand for stereo records increased. FM stereo received 
the FCC's approval in 1961, opening up more new stereo avenues. Today, 
quadraphonic, four-channel sound has become commonplace in the recording 
industry and is undergoing experimentation for adaptation to full-scale broadcast-
ing, and AM stereo is on the horizon. 

THE RECORDING ARTIST: A RISING IDENTITY 

Although the changing technology of the recording industry was an important 
part of the history of recorded music, the transition between songs and perfor-
mers was equally important. At the turn of the century when the novelty of the 
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phonograph was in full bloom, people were not as interested in performers as 
they were in specific songs. Today, a recording artist is what the public wants; the 
songs follow. People pay as much as $20 to attend a rock concert, not because 
they want to hear a given song but because they want to hear and see the star. 
The same holds true when someone enters a retail establishment and buys an 
album; it is the artist who counts. 

But, back in the 1880s, records did not even carry the name of the artist. It 
was the song people purchased. Names like George W. Johnson, a popular black 
performer, George Schweinfest, a piccolo soloist, and George J. Gaskin, an Irish 
tenor, were destined to obscurity although their recordings were hits at the turn 
of the century. Then there was Russell Hunting who recorded Irish dialect stories 
and received fame in recording industry management circles but never as a 
recording star. It took opera favorites like Enrico Caruso to change the industry, 
to see the name of the recording artist appear on the record label, and to see 
performers paid royalties instead of a fee for each recording session. 

Entrepreneurs also capitalized on the industry's growth. An enterprising 
Englishman named Louis Sterling became rich by recording musical shows and 
selling the recordings to lonely soldiers in World War I. These were the first of 
the "original cast album shows," which included such favorite tunes as Irving 
Berlin's Watch Your Step. World War I also saw the introduction of jazz record-
ings, with the public snapping up those by jazz artists King Oliver, Kid Ory, and 
later Louis Armstrong. 

Changes in technology, specifically electrical recording, brought a new 
wave of artists called crooners. Crooners were performers who sang in soft roman-
tic tones, something that was impossible with acoustical recordings. Among the 
early favorites were Rudy Vallee, Bing Crosby, and Frank Sinatra. When film 
began to incorporate sound, recorded music again received attention as musical 
scores from motion pictures came into vogue. When AI Jolson appeared in the 
movie The Jazz Singer in 1928, every song in the film became an instant hit. 

By the 1930s, the big bands were in full swing. Names like Benny Good-
man, Jimmy and Tommy Dorsey, Harry James, Glen Miller, Artie Shaw, and 
Woody Herman were the hottest sounds around. Their popularity continued 
through the 1940s, receiving a big boost from radio which, ironically, also 
signaled their demise by ushering in the next big era, the age of rock and roll. 

ROCK AND ROLL 

The 1950s brought forth a revolutionary new musical concept—"rock and roll." 
It changed the music industry, it helped change radio, and it provided some of 
the largest profits that the entertainment world had ever seen. Its beginning is 
credited to a combination of fast-paced country-and-western music combined 
with rhythm and blues. Its first international hit belonged to Bill Haley and the 
Comets and their song "Rock around the Clock." It also began to narrow its 



Figure 9-14 Elvis Presley. 

Figure 9-15 The Beatles. Their tour of America in 1964 provided 
the major emphasis for British rock in the United States. 
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appeal to teens and young adults. Middle-aged people were attracted to the 
novelty by Elvis Presley's (Figure 9-14) first appearance on national television, but 
it was the younger audience that became devoted fans of rock music and perform-
ers. By the time the Beatles (Figure 9-15) arrived in the 1960s, these young fans 
were complete rock converts. Meanwhile, the middle-aged recording fan had be-
come a voice almost too small to be heard in the consumer market. 

Disciples of the new music made up the larger portion of the population 
who tuned in rock radio stations to hear the "Top 100," the "Top 40," the "pick 
hit of the week," the "number one song" in the area, and the occasional "oldies 
but goodies" which were never too old to be out of the real era of rock music. 
The music industry's new commodity commanded a loyalty and a following that 
sent thousands to concerts from Woodstock to the Thames. Because of radio's 
adaptability, it drew the same overwhelming loyalty, and disc jockeys became 
popular stars in their own right. Transistors even made it possible to take rock 
music and a favorite radio station almost anywhere. 

But rock music did more than acquire its devotees—it also changed our 
culture. With the Beatles came long hair and then still longer hair with the 
countless rock groups that followed. People began to realize that rock and roll 
was a true cultural expression and not a passing fad. 

From its beginnings with Bill Haley and the Comets through Elvis Presley, 
rock and roll itself began to specialize. Today there are different rock forms from 
middle-of-the-road rock, which has a beat not unlike that of the original rock, to 

Figure 9-16 1he rock group KISS. (Aucoin Management, Inc.) 
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hard rock, and the even harder acid and progressive rock. Groups such as Kiss 
(Figure 9-16) brought a new dimension to rock with wild costumes, popular 
music, and broad appeal to a contemporary audience. 

DISCO 

While rock and roll played to the beat of the young audience of the 50s and 60s, 
the late 70s spawned a new generation of music lovers. They listened, danced, 
bought records, and danced some more to disco. Disco music had its roots, 
much like rock and roll, in the beat of rhythm and blues, the repeated tempo, 
and the sounds of drums and brass fermented by synthesizers. 

the dance beat 

Where it all started few agree on, but the dance seemed to precede the music. 
Evolving from the jitterbug of the earliest rock, to the twist, to the hustle, the 
disco dance steps managed their way into clubs and dance halls before disco 
music came along. The rock-fueled dance craze spawned in the 50s tapered off 
in the 60s, and was gradually replaced by the rock concert. People did not stop 
dancing altogether, they just listened more. The acid and progressive rock of the 
60s did not lend itself to dancing—at least not like disco does. But as though 
somehow penned up in the psyche of the public was a steaming desire to get back 
to the dance floor. Disco popped the cork, let out the emotion,and brought the 
public out of their seats and back to the dance floor. What people wanted were 
simple beats and hard pumping sounds—sound to which bodies could move. At 
just about 125 beats per minute the formula jelled, and disco music plunged 
onto the scene, first in the off-beat bars and hole-in-the-wall dance clubs, then 
onto the record charts and Wall Street. Before long, disco was big, big business, 
with big stars and big audiences. 

the stars 

New stars emerged as charter members of the disco era. Expressing the animal 
beat of a bump-and-pump rhythm, Donna Summer began to capture the sensu-
ous side of the disco beat with her recording "Love to Love You Baby" released in 
1975. Donna Summer was as hot on stage as on an album. Tour and television 
appearances soon added to her mass appeal. Even in small-time night clubs, 
amateur talent tried to woo audiences by imitating Summer and her sound. 

From the solo performances of Donna Summer followed The Village 
People—six men whose on-stage costumes produced a cowboy, construction 
worker, Indian policemen, motorcycle jockey, and soldier. Their 1978 songs 
"Y. M. C. A." and "Macho Man" became instant hits. By now, established stars 
saw the handwriting on the wall—disco was more than a quick passing fad. 



The RecordIng Industry 223 

Even names like Rod Stewart and Dolly Parton found their way into disco. And 
studio technicians, working with an assorted array of vocals and sound tracks, put 
together disco hits comprised completely of technology. 

new role for the disc jockey 

The public's acceptance of a disco song often comes first in the night clubs, 
where the key person to its success is the disc jockey. The disc jockey's evening 
transplant from the radio station to the dance floor is not new. Rock saw the same 
phenomenon, but the d. j. 's performance was different. There the disc jockey at a 
dance did not do things much differently than at the radio station. A song was 
introduced, it ended, the next song was introduced, it ended, and so on through 
the evening. With disco, the disc jockey is the artist behind the painting, the 
person with an appreciation and deep knowledge of music who blends one song 
into another without ever missing a beat or forcing the dancer to concentrate on a 
transition. 

Some disc jockeys on big-city radio pull in hundreds of thousands of dollars 
for their talents away from the airwaves. Some have left radio entirely to become 
the producing technicians behind some of the biggest record company hits. 

MAKING A HIT RECORD 

How does an idea become a hit record? It starts at one of the performance rights 
societies, such as Broadcast Music, Inc. (BM!) or the American Society of Com-
posers, Authors, and Publishers (ASCAP). Association with these organizations 
is important because they become responsible for collecting royalties. They 
collect licensing fees from broadcast stations, airlines, or rock groups that per-
form songs. 

demo and master recording sessions 

After the performing rights societies comes the publishing company. The pub-
lishing company arranges for a demo session and provides the basic accompani-
ment to put a song on tape. After the manager and some of the staff of the 
publishing company listen to the tape, they decide whether or not to arrange for a 
master session. This session is immensely important. To achieve authentic re-
production of every sound, the recording is done on a major control console 
having as many as thirty or more channels with a trained recording engineer and 
full orchestral accompaniment (Figure 9-17). The master session requires an 
investment by the publishing company of many thousands of dollars. After the 
master session, the tape is sent to be made into a master record, usually a 45 rpm, 
and from this, thousands of records are pressed and readied for distribution. 



Figure 9-17 Recording studio control console. (Photo: Yael Bran-
deis, Courtesy, Le Studio) 

Figure 9-18 Sophisticated com-
puter technology resulting in "di-
gital recording" has the potential 
to bring a new era to recorded 
music. (Soundstream and Tekirc 
Records) 
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Modern production methods also employ a process called direct-to-disc that 
eliminates the tape-to-disc transfer. 

Computers have also entered the very foundation of the recording process 
with digital recording becoming the wave of the future (Figure 9-18). With 
digital, the range and clarity of reproduction is greatly enhanced. High and low 
notes are virtually distortion free, a feat with which other methods cannot compete. 
With digital, the distortion occurring from standard recording onto magnetic 
tape—mixing sounds in the studio, transferring the tape to a master disc, using 
the master disc to press other records—is eliminated. As the sound is originally 
produced by, say, an orchestra, the computer can sample the sound waves picked 
up by the microphone as many times as 50 thousand times in one second. Each 
"sampling" is assigned a numerical value and, along with other "samplings," 
produces a numerical model of the sound. The numerical values comprising the 
model can be stored in the computer and called back when the recording is 
made. Sounds can still be mixed, just as they can with magnetic tape. But 
distortion—creating characteristics of magnetic tape such as flutter and varying 
tape speed—is eliminated. Although direct-to-disc methods also eliminate many 
of the problems encountered with tape, the need still arises for the artist to 
perform perfectly, since post-performance correction cannot be made on the 
disc. 

promoting the record 

Promotion is the next step. So far, there is no one interested in buying the 
record. But the publishing company plans to change that and sends complimen-
tary copies of the record to radio stations all over the country, hoping the disc 
jockeys will listen to it, like it, and begin to play it. This process is not as easy as it 
sounds. At an average radio station, the record will be in competition with more 
than two hundred other records each week. At many stations, unless the artist is 
known, the record will not even be taken out of its cover. However, if someone 
does decide to play the record, and if it begins to generate requests for air play, 
then the next step is watching for it to appear on the charts of the industry's trade 
magazines. 

the charts 

Let's assume that it does appear on one of Billboard magazine's hit charts 
(Figure 9-19). Now the chances for success, although not guaranteed, suddenly 
become a thousand times greater. As we shall learn later in this chapter, the 
Billboard charts are a detailed summary of a recording's popularity. Once a song 
appears on the chart, it has a much better chance of receiving air play on radio 
stations, of being recognized by program directors and disc jockeys, and finally of 
being purchased by the public. 

However, before you run out to buy a guitar and head for Nashville, 
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Figure 9-19 One of the weekly 
Billboard charts indicating a 
song's popularity. Appearing on 
the charts and rising into the top 
slots can mean big money to 
people involved in producing the 
record. Such things as money 
charged for concert appearances, 
the frequency of airplay, and re-
cord sales can be influenced by a 
song's position on the Billboard 
charts. 
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remember two things: those who do make it to stardom are few and far between, 
and the time that transpires between the first signing with the publishing com-
pany and reaching stardom may be decades. Although glamorous and profitable, 
the recording industry has many risks. 

UNDERSTANDING CHARTS AND PLAYLISTS 

It is Monday morning, and every disc Iockey, radio program director, recording 
company executive, artist, composer, and everyone who has anything to do with 
the music industry is literally consuming every word of the Billboard chart 
published in Billboard magazine. 

billboard 

The typical Billboard chart lists ten important pieces of information which, 
when surveyed over time, can indicate how well a particular performer or group 
is doing, how well a particular recording company is faring, and the prospects for 
a record becoming a hit (Figure 16-4). For instance, assume the hit song you are 
following is "Sunset," recorded by Mary Doe. It might appear on the chart as 
follows: 

675 SUNSET 
Mary Doe, Apple 1201 (Capitol) (Tre-Hollis, BMI) 

The first two numbers on the chart indicate the record's standing for the current 
and the previous week, respectively. In our example, "Sunset" has moved up 
from seventh place to sixth place. This information immediately tells you that 
the recording is becoming more popular or is "climbing the charts." As program 
director at a radio station that is airing "Sunset," you might, on the basis of this 
listing, increase the frequency of air play of the song, for example, from one to 
two air plays every hour. You might also give it some additional buildup, such as 
your own station's "pick hit of the week." All of these decisions, which may seem 
little more than radio "jargon," are daily judgments that actually can be reflected 
in profits or losses of hundreds or thousand of dollars, for the slightest change in a 
radio station's programming can prompt the listener to switch stations or to 
change listening patterns entirely. When this decision is translated into rating 
shares, which then affect advertising dollars you can see how this "jargon" be-
comes very expensive. 

The third important number on our listing represents the number of weeks 
the song has been on the charts, in our example, five weeks. This information 
indicates how fast the song climbed to its present position. The remainder of the 
information tells the name of the song; the label and number, which in our 
example is Apple 1201 and very important if you must order it; the distributor's 
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label, which in our example is Capitol; the publisher of the song, which for 
"Sunset" is a company called Tre-Hollis; and the licensee, which is BMI. 

playlists 

Playlists are similar to the Billboard charts except that they are published by 
individual radio stations and reflect the popularity of songs in that station's 
immediate listening area. They usually are found in most record stores posted in 
a conspicuous place next to the record display racks. Many times they contain 
supplementary information, such as the latest "gossip" on station air per-
sonalities. They are distributed by direct mail and are important promotional 
literature for many radio stations. Playlists also are an excellent way for stations to 
assure themselves of obtaining free records for air play. In fact, when the energy 
crisis created a shortage of the petroleum products used to make records, some 
recording companies informed campus radio stations that they could not afford 
to send them any more free promotional records unless they received playlists in 
return. 

Along with retail record outlets in any market, station playlists usually are 
mailed to major recording companies, record distribution companies, certain 
artists and performers, and other radio stations. Just as the recording industry 
scans the Billboard charts, it also reviews playlists, especially those of the major 
radio stations. In essence, being first on the playlist of some of the larger radio 
stations in the United States is equal in importance to being first on the Billboard 
charts. 

syndicated charts and playlists 

In addition to station playlists and the Billboard charts, other charts and services 
are used by the industry to gauge the success of its products. Some private 
individuals, mainly authoritative and knowledgeable program directors or disc 
jockeys, make up their own syndicated record charts and playlists. Such charts 
and playlists are detailed and can reflect the rise of an obscure recording in a 
small market, thus indicating how it might do nationally. 

ECONOMIC ISSUES 

The road to a hit record is becoming more expensive, affected by everything from 
price wars among record distributors to shortages of vinyl, the material used to 
manufacture records. In between is the consumer, whose fickle buying habits 
send many a recording artist into unemployment and promoters back to the 
drawing board. To the average consumer, records are a luxury, and the industry 
tends to sway with the economy. When the economy is up, record sales 
are up; when the economy is down, then record sales either drop or consumers 
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change their buying habits. For instance, singles may outsell albums simply 
because they are cheaper, and people wanting a certain hit sound may not want 
to spend the extra money for added sounds. The segments of the industry are 
interrelated. Artists, through their contracts with recording companies, are not as 
flexible in the marketplace as artists in some other media are. Whereas an author 
may easily go to different publishing companies, a recording artist is usually 
signed to one company and remains there until his or her contract runs out or is 
bought out by another company. The companies themselves are also involved in 
related areas of the industry, such as distribution, retail sales, and promotion. As 
a result, the entire industry is affected by its component parts, many of which 
may be controlled by a single corporation. Expenses are mostly in two areas— 
promotion and distribution. 

promotion costs 

Only on rare occasions does a record make it big on its own without the recording 
company launching a major promotional campaign. The cost of these pro-
motional campaigns and all of their various aspects can be in the millions of 
dollars. For example, recording companies purchase a substantial number of 
commercials to introduce new artists. They also pay fees for performers to appear 
on prime-time television programs. They purchase blocks of tickets at rock con-
certs to give away to fans and purchase outdoor advertising (Figure 9-20). Large 
record companies will join with promoters to stage concerts and dance fests 
featuring major rock stars. All of these promotional efforts have a single goal: to 
give the artists ample exposure and thus attract attention to their recordings. 

Figure 9-20 Generating sales of a major recording means a well coordinated advertising 
campaign, often using different media. Here a billboard advertisement is used to promote 
the rock group CHICAGO and their album, "Chicago X." The billboard is on a gold 
background with red lettering showing a mock bar of chocolate candy being unwrapped. 
(Institute of Outdoor Advertising) 
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Another heavy expense is keeping an artist or rock group soluble until they 
have a major hit record and can pay their own expenses. The recording industry 
is much like a crowded airport with planes flying in a holding pattern. With only 
so much room for planes to land at any one time, the rest have to stay airborne 
until they have the opportunity to land. Similarly, many recording artists are kept 
in business until there is an opportunity for them to penetrate the market; public 
demand dictates that only so many of them can be popular at any one time. All 
recording companies make major investments in talent, some of which never pay 
off. 

distribution 

l'he distribution system for records is quite similar to that for books and has many 
of the same costs. Transportation is one. Shipping of recording discs and cassettes 
is done by truck, and increased fuel prices affect the distributors' and eventually 
the consumers' costs. The distributor also must estimate the demand for the 
recording to avoid the costly process of returning unsold recordings. On top of 
this, price wars have complicated the distributors' woes. Record retail outlets are 
very much like gas stations. They buy from wholesalers but also can discount 
their merchandise. A market that has not only price but also time limitations 
placed on it can suffer considerable loss from such tactics. A popular recording 
artist, for example, will have a hit on the charts for a limited time only. It is 
during this period that the public will purchase his or her record. Signs with "big 
tape discounts" and "cut-rate prices" abound, and consumers invariably find that 
shopping around does pay. Although the record companies have been accused of 
cooperating in this, the FCC has been strongly against interfering, stating that 
recording companies must compete in a free market. 

Overall, the recording industry has shown the ability to weather most of the 
economic storms it has faced—partly because it also has a system of royalty 
agreements suited to different outlets such as bands, juke boxes, radio stations, 
and airline music systems, to name a few. 

pirating 

In addition to price wars, the recording industry also must contend with pirated 
tapes—illegally recorded music sold in violation of copyright agreements and 
contractual agreements with artists. Pirate companies have been the target of 
both the industry and the Justice Department. Although there have been some 
major crackdowns, the practice continues. Pirate operations will record songs of 
popular artists directly from a broadcast or from other recordings and then sell the 
tapes at a big discount. Profits are considerable, since pirate companies pay 
neither royalty fees nor the cost of distribution. Most are operated on a regional 
or even local basis with few outlets, thus eliminating most middleman fees. All 
that is needed is duplicating equipment and a retail outlet to sell the merchan-
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dise. After that, it is mostly profit. The fines for the offenders, however, are stiff, 
and a jail sentence can be an accompaniment. 

SUMMARY 

Chapter 9 examined the billion-dollar recording industry, starting with its roots 
in the seventeenth century when musical selections first appeared in broadsides 
and as published sheet music. Thomas Edison is credited with inventing the first 
workable phonograph in 1877, which used a tin foil-covered cylinder upon 
which indentations were made from a stylus connected to a large recording horn. 
Chichester Bell and Charles Taintcr made substantial improvements on the 
machine and named their improved recording device the graphophone. It also 
used a cylinder but one made of wax. 

A German immigrant named Emile Berliner teamed up with craftsman 
Eldridge Johnson and invented the first workable disc recorder, called the 
gramophone. Commercial development of acoustical recording devices con-
tinued through the early twentieth century while the machines tried to find a 
profitable market, appearing as everything from dictating machines to fads of 
saloons and phonograph parlors. 

By 1924, radio had become a home medium, and Joseph P. Maxfield 
introduced the first electrical recorder. Now sounds could be amplified much 
more than was possible with acoustical methods, and the result was a tonal clarity 
never before achieved. The improvements made the phonograph the newest 
home entertainment medium. Although the Depression slowed the growth of 
the industry, it bounced back and remains an important part of both home 
entertainment and broadcasting. 

Along with the technology came the identity of recording stars. Early opera 
favorities such as Enrico Caruso were to be followed by such greats as Al Jolson, 
the big-band sounds, the jazz favorites, and crooners. By the 1950s, rock and roll 
arrived, and by the late 70s, disco was obtaining mass popularity. 

The making of a hit record is part of a step-by-step process that has many 
more failures than successes and is tied to the economic issues facing the record-
ing industry. The concept of a hit record starts at the performance rights society 
and goes from there to the publishing company, where recording sessions are 
followed by major promotional efforts, possibly leading to retail sales. 
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Advertising and Public 
Relations 
 J 

As either industry professionals or future consumers of mass communication, we 
should be aware that there are many people responsible for the messages dissemi-
nated by mass communication. There are people and organizations whose 
primary responsibility is to produce and prepare messages, especially.commercial 
messages. Advertising agencies are one of the most important and active organiza-
tions that influence every facet of mass media. 

Along with studying advertising and ad agencies, this chapter will examine 
public relations. 

FUNCTIONS OF AD AGENCIES 

Ad agencies first appeared in the late nineteenth century when newspapers began 
to rely less on government subsidies and more on commercial advertising to 
survive. The improved distribution systems of railroads and highways made 
newspaper advertising an attractive means of reaching a large number of people. 
Yet advertising still met resistance, not from consumers but from merchants who 
felt it was unorthodox to market their products in any way other than in a 
storefront display or a simple, typed paragraph in the paper. The creative ads in 
the pages of today's newspapers and magazines were unheard of in the late 
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1800s, mainly because the foundation for such an inventive service had yet to be 
laid. The newspaper publisher was concerned mainly with publishing, and the 
merchant was concerned mainly with running a business. There needed to be 
someone in the middle, someone who could develop the creative message neces-
sary to take the merchant's product out of the typed column and into the 
limelight of reader attention. Early efforts at advertising were made by copywrit-
ers at the local newspaper. As the importance of their function was realized, 
however, they became independent agents, specialists whose talents were in great 
demand. Businesses realized that they needed the assistance of these specialists to 
compete successfully in the marketplace. 

This modest beginning was the foundation of modern advertising and the 
ad agency. Today, ad agencies are found in virtually every major city in the 
world, and their role in stimulating economic growth is solidly established. To 
understand advertising, we need to examine the four principal functions of an ad 
agency: talent, research, distribution, and monitoring feedback. 

talent 

The basic function of an ad agency is providing talent. The creative efforts of the 
art director, the marketing savvy of the media buyer, the detailed analysis of the 
research director, and the political understanding of the campaign director are 
just a few examples of the many abilities ad agency personnel have to offer. A 
business, organization, or person will contract the services of an ad agency to 
help market a product. The product may be soap, the corporate image of a 
multimillion dollar company, a political figure, or a nonprofit organization. 

research 

The second function is research. In order to distribute the message to the public 
successfully, the agency first must know all that it can about the product. Imag-
ine you are responsible for handling the advertising for a major lumber company. 
The company wants to develop an advertising campaign for a new by-product it 
has developed. This by-product is small chips of bark which previously have been 
burned as waste. It is your job to plan the advertising campaign. 

One of your first jobs is to research the product and the company. You 
must learn everything you possibly can about both. Your research must even take 
you close to the heart of the firm's inner operations. In order for you to make 
effective advertising judgments that may involve thousands of dollars, you must 
know how that firm works. Occasionally research may reveal certain questiona-
ble business operations, dealings that may force your agency to withdraw from 
handling the campaign. Handling a disreputable firm's advertising may leave 
your agency with the problem of collecting money for your services, to say 
nothing of a lawsuit for fraudulent advertising and possible tangles with the 
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Federal Trade Commission. This research into the company and its product is 
called product research. 

Market research is the second type of research. It aims at finding the 
potential market for the new product. You will need to know if there are other 
products on the market that can successfully compete with your client's product. 
You will want to know where the customers for the product can be found. You 
will want to know the characteristics of your potential customers. Are they home 
owners? Are they apt to do their own gardening and yard work, or do they hire 
professional gardeners to do these tasks? Answers to these questions are part of 
market research. 

distribution 

The third important function is distribution. Here you will decide what type of 
message you are going to create for the company and what media will be most 
helpful in sending this message to the public. Let's assume that your research 
into the company's background gives it a clean bill of health and that you decide 
to continue with the account. You have learned that the bark chips make a good 
bedding to place around shrubbery. Next, you conduct further research into a 
possible name for the bark chips. Your research strikes a positive note on the 
name "Barko!" The name is catchy, it is easily remembered, and it carries the 
substance of the product into the name. 

Now comes the decision on how to tell the "Barko!" story to the public. It 
is time to call a meeting of the agency's department heads. 

Account Executive: The lumber company has decided to market the small 
wood chips that are waste material when bark is ground off the logs. The 
chips are a few inches long and come in all shapes. They'll bag them in 
fifty pound sacks and we're calling it "Barko!" 

Research Director: We've investigated the product and the market as thoroughly 
as possible. The bark chips are great for placing around shrubbery. We see 
the market as basically home owners who do their own gardening and yard 
work. 

General Manager: It's a good account all around. The lumber company has 
been in business for fifty years, and they have an excellent credit rating. 
Any ideas on how to tell the story? 

Art Director: I think some pictures toned with soft brown shades will tell the 
story best. 

Production Director: OK, but don't go too far; color television has more poten-
tial than brown. Let's consider using some bright yellows, oranges, and 
greens. 

Art Director: Since this stuff comes in all shapes and sizes, perhaps we could 
arrange a cartoon character around it. 
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General Manager: That's cutting our budget close. Cartoon production is too 
expensive with this account. 

Photographer: We could shoot some sharp photography of sunlit patios with 
Barko around the shrubbery. 

Copywriter: That might work well. We could develop a series of commercials to 
stress seasonal outdoor decorating. 

Media Buyer: I envision running some ads in the syndicated section on garden-
ing in the Sunday paper and tying in the theme to evening television and 
radio. Perhaps some billboards would also be helpful. In addition, I feel a 
brochure sent to all the gardening outlets in the state would be an excellent 
sales piece. 

This conversation illustrates some of the numerous considerations in plan-
ning an advertising campaign. Notice how the development of the commercial 
message encompasses the creative talents of many people. Precisely because it 
would be too time consuming and costly to develop this expertise within the 
lumber company, its management hired the ad agency. Moreover, the people at 
the ad agency can look at the company's product objectively. They are not as 
closely associated with the product or the company so they can point out possible 
negative aspects of the product that should be considered. 

monitoring feedback 

The fourth function of an advertising agency is monitoring feedback. Although 
this may be accomplished in various ways and is not always included in the ad 
agency's contract, it can be an important part of the business-media relationship. 
Perhaps retailers receive complaints about Barkos. Perhaps there is a rival prod-
uct, and the public is confusing your product with its competition. By monitor-
ing consumer feedback, a decision on whether or not to revise the message, the 
medium, and/or the target audience can be made. 

The preceding paragraphs have given us a brief look at the operation of an 
ad agency. As the business of reaching the public with information about new 
products becomes increasingly complex, the work of ad agencies becomes more 
and more important. No longer can a firm make a decision merely to advertise in 
a storefront window or in the local newspaper. Complex multimedia buying 
decisions, the psychology of attitudes toward styles and color combinations, and 
the ability to coordinate advertising messages across many different media all de-
mand talent—talent based on the ad agency's years of expertise. 

Many large, diversified corporations supplying national and international 
markets are developing their own ad agencies right within the company. These 
in-house agencies serve much the same function as an independent ad agency 
except that they deal exclusively with that company's products. Although there is 
some danger in being "too close" to the company and its line to treat them 
objectively, such dangers have not deterred the growth of in-house agencies. 

If an advertising campaign has the backing of effective talent, research, 



Advertising and Public Relations 237 

Figure 10-1 (General Cigar de Tobacco Co.) 
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distribution, and feedback, it has the best chance of succeeding. Today, more 
and more specialized advertising is developing, demanding new creativity by 
advertising personnel. Although some of the simplest campaigns have, over the 
years, been tremendously effective—campaigns like Mail Pouch Tobacco (Fig-
ure 10-1) and its painted barns—new campaigns demand specialized talent. For 
example, in many areas attorneys are advertising for the first time, and special 
consulting and advertising firms are devoting their talents to the law profession 
(Figure 10-2). Celebrities are used more and more in ads, and not only the 
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Figure 10-2 Advertisement for legal services. 
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Figure 10-4 Spanish language advertising retains a cultural identity while reaching a 
specific audience. (OMAR) 

creative talents of an ad agency but legal talents are required to understand the 
regulations of complex contracts between stars and the products and agencies 
with which they are associated (Figure 10-3). 

Ad agencies are developing to reach ethnic audiences and some of the most 
effective advertising includes ads written in the native language of the target 
audience (Figure 10-4). All of these specialized campaigns are creating new 
demands on agencies and are requiring new talents for people who work in 
advertising. 

ECONOMICS OF AD AGENCIES 

Two arguments can be heard by agency personnel whenever they gather. One 
executive will claim his or her agency is doing well because the economy is doing 
well. Another will claim that because the economy is in bad shape, businesses 
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are advertising more, and thus the agency is doing well. Both arguments are valid 
and reflect some of the concerns of being in a business that is "in the middle." 

ad agency income 

Much of the income of an agency comes from the discounts it receives from 
media. Most discounts, which are in effect agency commissions, are approxi-
mately 15 percent. With the exception of newspapers, which generally still 
refrain from giving agency discounts, this percentage is fairly standard in all 
media. By the way of illustration, assume that you are advertising "Barkos" and 
that your ad agency is going to spend $10,000 advertising "Barkos" in a gardening 
magazine. You contact the gardening magazine and purchase a $10,000 full-
color insert. After the ad runs, the gardening magazine bills your ad agency for 
$8,500 ($10,000 minus 15 percent). Your ad agency pays that bill and then bills 
the company that manufactures "Barkos" for $10,000. When the manufacturer 
pays its account, your agency has received $1,500 income in the transaction. Of 
course, the agency's costs must come out of the $1,500, so that this is by no 
means clear profit. The American Association of Advertising Agencies estimates 
that in a typical large agency, media commissions represent about 75 percent of 
the agency's income. In smaller agencies, the percentage drops to as low as 55 
percent. The reason for this difference is that large agencies usually cater to large 
markets where a thirty-second radio commercial may cost $250. Fifteen percent 
of $250 makes a nice commission. But smaller agencies in markets where $10 
buys a thirty-second spot simply cannot exist on the commission alone. They 
must have other income. 

Other income can be realized through an agency's own percentage 
charges. For instance, an agency may have a printing job to complete for a 
client. The printer allows the agency a 20 percent discount on the job to attract 
and keep the agency's business. We shall assume the nondiscount rate for the 
printing job is $500. With the 20 percent discount, the agency is billed only $400 
($500 minus 20 percent). The agency then bills the client for $475, keeping $75 
as a commission. Although the client still pays a fee over and above what the 
agency is charged, the client is still receiving the service at less cost ($25 less) than 
if he or she had placed the printing order directly with the printing company. 

Some ad agencies have even entered into special arrangements with manu-
facturers in which they not only handle a company's advertising, but also process 
orders for goods and services provided or sold by that company. For instance, an 
ad agency might handle the advertising for a new cooking utensil. In the media 
campaign, the agency purchases ads in leading homemaker magazines and issues 
press releases to media outlets that might give the new product free publicity. 
The agency then processes the orders for the new product and takes a commis-
sion on the gross sales, such as $5.00 on each utensil sold. These arrangements 
are not a general practice with all ad agencies, but they have proved successful for 
smaller agencies that have a limited market in which to secure accounts. Other 
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income has been realized by agencies conducting executive workshops, sales 
training seminars, and other activities. 

Within the agencies, there are many different arrangements for commis-
sions and income. Any agency-client relationship, of course, rests on an agree-
ment that is mutually satisfactory. Some agencies, for instance, provide different 
classes of service in accordance with clients, needs, wishes, and, most impor-
tantly, budgets. More experienced personnel and those with proven creative 
abilities may be enlisted to serve clients wanting the best service possible. Newer 
personnel may be engaged for lower quality, less expensive projects. Some large 
accounts from which the agency receives a major share of its income will receive 
top-of-the-line service simply because of the importance of retaining such a 
lucrative account. Different services within the agency also can affect the final 
cost to the client. For example, additional use of the secretarial force does not 
raise the cost of the total package anywhere near as much as extra hours of an art 
director's talent. 

public relations 

Agencies with extensive public relations work will command a larger proportion 
of their client's dollars than agencies concerned mostly with placing media buys. 
Public relations services for a client include such things as meeting with media 
representatives on behalf of the client, sending press releases to media, visiting 
trade fairs, organizing promotional luncheons, and so on. Whenever such activi-
ties are involved, there is less outflow of cash for media buys and more retained 
within the agency. The actual amount of these "services" can account for as 
much as 50 percent of an agency's income. 

future costs of making impressions 

One factor that will largely determine the income of ad agencies in the future is 
the actual cost of advertising—placing a message with a particular medium to 
reach a target audience. Let's examine how one medium, television, will require 
more of the ad dollar to reach a target audience, women, between now and 1985. 
This future perspective was offered at a meeting of the Association of National 
Advertisers by Andrew Kershaw. ' It illustrates how the cost of reaching women is 
increasing, but that the impressions—the number of times a person is reached by 
an ad—are decreasing. Figure 10-5 shows that in 1965, a $5-million ad budget 
spent on daytime network television would have reached all women, eighteen 
years old and over, ninety-six times that year. However, that same ad budget in 
1985 will reach that same audience only twenty-four times. The cost of keeping 
up with the 1965 impressions also becomes substantial. Figure 10-6 illustrates 
how the increase will be almost 300 percent for daytime network television. In 
other words, in 1985 it will be necessary to spend $20 million in daytime network 
television to make the same ninety-six impressions per woman that $5 million 
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bought in 1965. Similar cost effectiveness is felt in nighttime network television. 
It will be necessary to spend $14.6 million in nighttime network television 
advertising in 1985 to make the same thirty-eight impressions per woman that $5 
million purchased in 1965. An expenditure of $5 million in nighttime network 
television in 1985 would make only thirteen impressions per 100 women. Ker-
shaw points out that "advertising budgets are not going to grow at that rate" and 
that "research budgets are not going to grow at that rate." Kershaw's prediction 
for the future?—a necessity for more effective advertising and, in the case of 
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television, shorter commercials. The talents of the ad agency seem to be assured 
of an even more receptive market. 

the agency's position 

The agencies themselves, however, are in the unique position of remaining 
flexible and of still making money despite increasing costs. There are two impor-
tant reasons for this. One is that the ad agency takes its commission from the 
overall purchase price of the advertising. If the cost of purchasing advertising 
time increases, then the agency's commission increases proportionately. Second, 
in a highly competitive market that takes advertising glamour for granted, most 
businesses find themselves willing to spend gigantic sums only to obtain the most 
for their advertising dollars. 

TYPES OF ADVERTISING 

The most common types of advertising are standard advertising and public 
service advertising. In addition, contemporary social issues and governmental 
regulations have induced new types of advertising. Among these are social re-
sponsibility advertising, counter-advertising, corrective advertising, advocacy ad-
vertising, and image advertising. Let's examine the different types of advertising 
in more detail. 

standard advertising 

Standard ads appear in all media and are financed by the company or organiza-
tion that has products to sell or services to render. The motive is to sell and to 
create in the consumer a feeling of need and desire for a product or service. 
Decisions as to the type of message the ads will use, in what media they will be 
placed, and how often they will appear in the media are usually made by the 
manufacturer or distributor, sometimes in conjunction with an ad agency. Once 
these decisions are made, time or space is purchased, and a contract is signed 
specifying such things as the number of times the ad will appear, when it will 
appear, and in the case of billboards, at what location. There is usually some type 
of tangible market feedback to judge the ads' effectiveness, such as the number of 
sales resulting directly from the ad. Standard advertising is the financial lifeblood 
of commercial mass media. 

public service advertising 

Public service advertising supports nonprofit causes and organizations. Time or 
space for this type of advertising is provided free as a service to the public by the 
print or broadcast media. Most public service advertising is to solicit contribu-
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tions of either time or money for the nonprofit enterprise. Contributions to 
organizations such as the Red Cross are received almost exclusively through 
public service advertising. 

Federal regulations demand that a certain amount of broadcast media time 
be devoted to public service programming. Public service announcements 
(PSAs), more evident in American broadcasting than anywhere else, run a regu-
lar schedule with the commercials. They usually last anywhere from a few 
seconds to five minutes, the most common lengths being thirty or sixty seconds. 

Prime time on broadcasting networks devoted to PSAs is a valuable com-
modity worth many thousands of dollars. As a result, there is considerable 
competition among nonprofit organizations to obtain exposure for public service 
advertising. 

Public service advertising in the print media is concentrated mainly in 
those magazines that devote free space to nonprofit organizations. Although 
there is no legal requirement for the print media to do so, most magazines 
cooperate with the Advertising Council and contribute advertising space. Major 
outdoor companies also cooperate with nonprofit organizations and provide pub-
lic service space. Outdoor companies, however, expend considerable effort in 
designing and pasting up the bulletin. Moreover, they must usually foot the 
rental for the property on which the bulletin is displayed. 

social responsibility advertising 

A screech of tires, the sound of smashing glass, twisting metal, and the plea to 
"drive safely." This message is the subject of radio and television messages which 
are especially plentiful during holiday seasons. The safe driving ads and others 
which admonish us to act responsibly belong to social responsibility advertising. 
These ads are usually sponsored by either a nonprofit organization such as the Na-
tional Safety Council, not linked to any one industry, or special public relations 
organizations representing a particular industry. 

An example of the latter is the Distilled Spirits Council of the United 
States, Inc. The Council is the public information and research arm of the 
distilled spirits industry. A major campaign of the Council through its Licensed 
Beverage Industries division is to instill responsibility in drinking (Figure 10-7). 
Its advertisements have a dual purpose: raising the public's consciousness about 
drinking, and informing the media that the industry is taking an active role in 
promoting a responsible attitude toward alcohol consumption. The major thrust 
of this campaign came just after cigarette commercials were banned on televi-
sion. Although, because of the NAB Codes, advertisements for hard liquor 
seldom appear in broadcasting, there is nothing to prevent a major anti-drinking 
campaign from developing in a fashion similar to the anti-smoking campaign. 
Perhaps if the cigarette industry had provided a "responsibility in smoking" 
advertising campaign, cigarette ads would still be running on radio and televi-
sion. The distilled spirits industry is thus applying the extremely effective public 
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You're old enough to drink. 
But are you mature enough? 
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LICENSED BEVERAGE INDUSTRIES 
Division of Distilled Spirits Council of the United States, Inc. 

485 Lexington Avenue, New York, N.Y. 10017 

Figure 10-7 Social responsibility advertising. 

relations technique of combatting poor publicity before a significant image prob-
lem can arise. 

There are many other types of social responsibility advertising besides the 
two we have already mentioned. Significant campaigns to use natural resources 
responsibly have become common, and land use planning, fire prevention, and 
wildlife management are just three examples. Energy conservation has also re-
ceived wide exposure in ads sponsored by nonprofit industries and in some cases 
the energy companies themselves. 

counter-advertising 

One of the most controversial types of advertising is counter-advertising, advertis-
ing directed against a product or service. Counter-ads directed against specific 
products are rarely seen on a national scale. Nevertheless, industry and public 
concern over such ads has become significant. Advocates of counter-advertising 
claim that standard advertising does not sufficiently inform the public to enable 
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consumers to make intelligent buying decisions; counter-ads are therefore neces-
sary to counteract some of the allegedly unwarranted claims found in standard 
advertising. Some familiar counter-ads are those which warn against abusive 
collection practices by credit agencies, the dangers of air and water pollution 
(Figure 10-8), and cigarette smoking. 

Broadcasters have put up considerable resistance to counter-advertising. 
The National Association of Broadcasters as well as the Television Information 
Office, both professional groups representing the broadcasting industry, have 
opposed widespread requirements for stations to run counter-ads. 

The effectiveness of counter-advertising is still moot despite recent research 
efforts. Bayer aspirin counter-ads apparently made Bayer users adopt a more 
cautious attitude toward the product, but the statistical figures were not signifi-
cant.2 There was no indication that in a real-life situation attitudes would have 
changed significantly, that peer group decisions about the product might have 
contradicted the effectiveness of the ads, or that the decrease in favorable attitude 
would have remained over time. 

Counter-advertising remains a concern of mass media. The interpretation 
of the Fairness Doctrine in broadcasting, the possibility of lawsuits against other 
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Figure 10-8 Counter-advertising. 
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media, and the liability for broadcasting and printing unfounded claims in prod-
uct advertisements certainly are not taken lightly by media executives. At the very 
least, the issue of counter-advertising has made media management stop, con-
sider, and scrutinize the content of advertising. 

corrective advertising 

"Super bloopers make your feet run faster." "This vitamin cures all ills." 
"Thirst-quench has better nutrients than any other drink." Exaggerated claims 
such as these are prime targets for corrective advertising, which are attempts, 
usually instigated by regulatory orders, to correct false or misleading advertising. 

Many government agencies participate in policing advertising claims, in-
cluding the FCC, FTC, and the Food and Drug Administration, but the agency 
responsible for ordering corrective advertising is the FTC (Figure 10-9). The 
others assume more of a preventive role. The Food and Drug Administration, for 
instance, has established strict rules of ingredient disclosure, thus guarding 
against deceptive food and drug labeling. Similarly, the FCC strongly encour-
ages radio and television station management to reject advertising that may be 
deceptive. 

The classic case of corrective advertising occurred in 1971 when the FTC 
reached an agreement with the ITT Continental Baking Company to correct 
advertising that implied that eating the company's Profile Bread would result in 
weight loss. According to the FTC, Profile Bread was no different from other 
breads except that the slices were thinner. The baking company was ordered to 
stop using weight loss as a pitch and to spend part of its advertising budget over a 
one-year period to tell the public that its bread was not an effective weight 
reducer. The result was a television commercial with the script: 

I'd like to clear up any misunderstandings you may have about Profile 
Bread from its advertising or even its name. Does Profile have fewer 
calories than other breads? No, Profile has about the same per ounce as 
other breads. To be exact, Profile has 7 fewer calories per slice. That's 
because it is sliced thinner. But eating Profile will not cause you to lose 
weight.... 

The FTC also ordered the maker of Listerine mouthwash to start including 
in its advertising a statement to read, "contrary to prior advertising, Listerine will 
not prevent colds or sore throats or lessen their severity." The company denied 
that it had claimed the mouthwash was a cold cure and readied an appeal. 

Obviously, there are arguments for and against corrective advertising. Sup-
porting arguments claim that the ads are necessary to put the "bite" on com-
panies that readily defy regulatory measures. In addition, they are necessary to 
inform the public that misleading claims do appear and that therefore the con-
sumer should be more critical of advertising. Negative arguments say that years 
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ADVERTISEMENT 

WALL STREET JOURNAL 

February 10, 1978 

FTC NOTICE 

As a result of an investigation by the 
Federal Trade Commission into certain allegedly 

inaccurate past advertisements 
for STP's oil additive, STP Corporation 
has agreed to a S700,000 settlement. 

With regard to that settlement, 
STP is making the following statement: 

It is the policy of STP to support its advertis-

ing with objective information and test data. In 
1974 and 1975 an independent laboratory ran tests 

of the company's oil additive which led to claims of 
reduced oil consumption. However, these tests 

cannot be relied on to support the oil consumption 
reduction claim made by STP. 

The FTC has taken the position that, in mak-
ing that claim, the company violated the terms of a 
consent order. When STP learned that the test data 
did not support the claim, it stopped advertising 

containing that claim. New tests have been under-
taken to determine the extent to which the oil addi-

tive affects oil consumption. Agreement to this 

settlement does not constitute an- admission by STP 

that the law has been violated. Rather, STP has 

agreed to resolve the dispute with the FTC to avoid 
protracted and prohibitively expensive litigation. 

February 10, 1978 
Figure 10-9 Corrective advertis-
ing. 

will have passed by the time the wheels of the enforcement process begin to turn 
and a misleading advertiser has been made to retract claims it has made for its 
product. Others claim that people are attracted by the novelty of the corrective 
ads, which call their attention to the product rather than to the corrective mes-
sage and that the regulatory purpose of the ad is therefore defeated. 

advocacy advertising 

Closely related to counter-advertising is advocacy advertising. Whereas counter-
advertising is normally directed at a particular objectionable product, a company 
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producing such a product, or an industry responsible for creating a societal ill, 
advocacy advertising champions preventive action against illegal or illegitimate 
activities affecting the public welfare. Ads raising our awareness of heroin addic-
tion, the rising crime rate, and impoverished conditions in the ghetto are all 
examples of advocacy advertising. In most cases, advocacy advertising is sponsored 
and paid for by an organization which wants to be associated with community in-
volvement. The ads may or may not be directed toward the sponsor's own business 
interest. The Distilled Spirits Council, which we learned has sponsored the re-
sponsibility in drinking ads, has also warned against the ills of moonshine liquor. 
Moonshine is illegal but can also cut into the profits of licensed distillers. 

Advocacy advertising is finding more and more sponsors as companies and 
organizations want to gain the added benefit of directing a message against a com-
mon fault of society while at the same time keeping their name visible to the public. 

image advertising 

For many corporations, especially oil companies, image advertising has become 
very important. It is part of many companies' natural public relations function. 
They may go to great lengths to show how they were working to protect or 
reclaim the environment during drilling and exploration. Such scenes as 
waterfowl flying in front of an oil rig or the rays of a setting sun across reclaimed 
grassland are designed to create a favorable corporate image. Other image adver-
tising is more direct and deals head-on with issues confronting a particular 
company or industry. Mobil Oil has taken a particularly strong stand in its ads, 
frequently clashing with journalists' positions on the oil industry and Mobil. 

ADVERTISING APPEALS 

As consumers of mass communication, understanding advertising also is under-
standing the different appeals used in advertising messages. Two of the most 
common appeal to an individual's values and basic needs. 

value appeals 

Values are broad-based characteristics of a population defined as standards that 
influence individuals to choose between alternative behaviors. Values are a prod-
uct of our early childhood development and hence are not easily changed. Since 
they form the basis for many of our decisions, appeals to our value structures are 
very common in mass communication. 

Most researchers have defined the range of values into six broad categories: 
aesthetic, humanitarian, intellectual, materialistic, prestigious, and religious. 
Looking at each of these values separately, we can recognize the value-oriented 
appeals found in advertising. For example, aesthetic appeals attempt to evoke a 



Vail. 
A mountain, a village, 

a world of warmth. 
The mountain is big ... a playful medley of silky 

smooth forest trails and challenging powder bowls. 
The village is enchanting ... cozy lodges, intri-

guing boutiques, mouth-watering restaurants, all in 
abundance and mingled with laughter-filled nights. 

And the warmth is so special that it seems to reach 
out and touch you. Come ski with us. Feel the warmth 
of a Vail winter. 

t. 

Please send me a Vail Vacation Planning Ku 
describing ehe best I illm., to ski from 

November to April. 

Naar 

Address 

Ca, Suer ZlP 
Ved Ream Auociadon. Dos C055. 

Vail. Colorado 81657 13031 476.5677 

Figure 10-10 Aesthetic value appeal. (Produced for Vail As-
sociates, Inc. by Advantage Vail. Photo by Peter Runyan) 
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sense of beauty and grace in our environment (Figure 10-10). Humanitarian 
value appeals are some of the most widely used in advertising and can reach 
across cultural boundaries. Love and respect of people are the basis of humanita-
rian appeals (Figure 10-11). Intellectual appeals on the other hand, are based on 
an individual's love and respect for knowledge. 

Some of the most dominant and most frequent value appeals found in 
advertising are those directed to materialistic and prestige values. We are an 
acquiring people who enjoy having possessions and the money to purchase them. 
Our orientation into materialism begins when we acquire our first toys and 
continues from there. Regardless of whether or not materialistic values are dom-
inant, people usually make decisions based on their "money's worth." Similarly, 

7-
"We're 2,000 

miles apart now, but 
still just as closer 

11 

Before I could tell time. I knew when my dad wi old he honte 
from work. I'd be waiting at the window. watching for him to turn the 
corner. 

When I was old enough. I'd run to the bus stop to wait for him. 
And we'd race each other to the porch, then sit on the steps and talk 
about everything fri im football to cowboys. 

That part of the day was ours. Now, were 2.000 miles apart, but 
I still get a kick out of sharing my day with him. 

Long Distance is the next best thing to being there. 

Ci Bell System 

Figure 10-11 Humanitarian value appeal. (American Telephone 
and Telegraph Company, Long Lines Department) 
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prestige values are closely matched to our desire to obtain some form of power 
and position among our peers. When an advertising campaign equates wearing a 
certain suit with leadership, it is appealing to our desire for prestige. 

Appeals to religious values are not used as frequently in advertising as other 
value appeals are. It is difficult to relate consumer product demand to the 
worship of a supernatural being. Religious appeals are used principally to per-
suade people to attend church or to make religion more relevant to their daily 
lives. Religious appeals are most strongly felt by those whose value orientation is 
predominantly religious; for example, as a group, the elderly tend to be more 
oriented toward religion than some younger generations are (Figure 10-12). 

"There's no 
I can do. I'm just one 

person." 
Do you really think God is gohig to 

let you get away with that? 

person is is too insignificant to help 
iii,i kc lir world a better place, then work together 
with others at your local church or synagogue. 
Example: in Montana, one congregation was dis-
turbed by the lack of adequate housing for senior 
citizens in the area. Through its perseverance, a 
nonprofit building with Ill homes is now a re-
ality. There are lots of things you can do, too. The 
God we worship expects more from us than sym-
pathy and good intentions. 

Start treating your brothers and sisters 
like brothers and sisters. 

REJelpt! 

A Pubic Sennce of Tlys Magazne 
.5 The ACtvertivog Counol Figure 10-12 Religious value ap-

peal. 
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Ghe him a Christian I)ior shirt and tie for Christmas. 
And stay home NewYear Eve. 

Think of the aunt elegant name in fashion. 
Think of the man in sour life. Wouldn't they bah great together? 

Christian Dior> this Christmas. this -Neu. Year's Eve, 
and all year long. Affine stores everywhere. Figure 10-13 Sex appeal in ad-

vertising. (C. F. Hathaway Com-
pany) 

appeals to basic needs 

Everyone shares certain biological and psychological needs. The three basic ones 
are food, shelter, and sex. We need food to live, we need protection from the 
elements to survive, and we have a biological sex drive to enable the species to 
survive. Much of the content of advertising is designed to appeal to these needs. 
Food products, for instance, consume a sizeable portion of most media advertis-
ing income. It is no accident that among children, Ronald McDonald is the 
most recognizable character next to Santa Claus. Breakfast cereals predominate 
on Saturday morning television, and savory sauces precede, permeate, and par-
cel the evening news. Exhausted athletes quenching their thirst with fruit drink 
and families barbecuing steaks in the back yard all are part of food product 
advertising. 

Another common appeal and sometimes a controversial one, is sex appeal 
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in advertising (Figure 10-13). It can be subtle, as in a commercial for eye glasses, 
or more direct, as in some advertisements in leading men's and women's 
magazines. All are based on the fact that people are sexually attracted to each 
other. Multimillion dollar industries have developed around cosmetics, hair 
coloring, after shave lotions, padded bras, toothpaste, bikinis, toupées, perfume, 
and hard liquor, to name a few. Some of the most successful sex appeal themes 
have been used to market health foods and diet drinks. 

The women's rights movement has had some strong criticism for sex-
appeal advertising. In one state, protests arose over the use of a billboard adver-
tisement in which a woman dressed in black velvet was used to sell hard liquor, 
likening its taste to the soft touch of velvet. In another case, when singing star 
Susan Anton showed up in a men's locker room selling Muriel cigars, one 
television network even refused to air the commercial (Figure 10-14). 

Shelter, like food, is somewhat limited and is usually directly related to 
building products or similar items. Often combined with materialistic values, 
such shelter-oriented ads as good investments in a home, long-lasting weather 
siding, leakproof shingles for the roof, or dual-pane insulated windows are com-
mon. Occasionally, motels and hotels have also used the shelter appeal on a 
theme of "coming in out of the storm." 

Again, it is important to remember that seldom are any of the appeals we 
have discussed used exclusively. For instance, as you sit in front of your televi-
sion set or read the evening newspaper, the message that states that the new car is 
priced $500 cheaper also says it will add prestige to your life, will probably 
enhance your sex appeal, and has beauty equivalent to a fine artistic masterpiece. 
Likewise, the appeal for your vote on the city bond issue will more than likely 
stress that your children's health and education are at stake and that you will save 
gasoline by not having to take your garbage to the city dump. As consumers of 

Figure 10-14 (DKG Advertising, Inc. and Consolidated Cigar Corporation) 
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Program/Ad Content 

Media Support 

Clutter, Intrusiveness 

Figure 10-15 The extent to which opinion about each issue con-
tributes to overall attitudes towards advertising. 

mass communication, you should become familiar with these various appeals 
and learn to identify them. With this knowledge, you will be able to make more 
intelligent and critical judgments of the issues and products the appeals are 
designed to support. 

OUR PERCEPTIONS OF ADVERTISING 

How do we feel about advertising? The answer to that may depend on how we 
have been taught to react to advertising and to the quality of advertising in the 
area in which we reside. The American Association of Advertising Agencies 
(AAAA) has studied the issue and found that our opinions of advertising are 
principally influenced by the advertising we see on television. Naturally, news-
paper, radio, and magazine advertisements also have their effect. Direct mail and 
billboards contribute the least to our opinions of advertising. The AAAA study 
also showed that the issues about which we are most concerned are advertising's 
credibility, entertainment value, advertising as a social force, and consumer 
benefits (Figure 10-15). We are concerned about how advertising manipulates 
and motivates us, its clutter and intrusiveness, its content, and media support of 
advertising as an institution. Of these, our negative opinions center on its credi-
bility, content, intrusiveness, and its ability to manipulate and motivate us. 

Advertising has been criticized by some for turning us into a materialistic 
society, isolating the poor who cannot afford the majority of products splashed 
across billboards, the television screen, and countless other media. Advertising 
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also has been held responsible for creating an artificial demand for products that 
we do not need and in some cases are actually harmful to us. Counter-
advertising, corrective advertising, and social responsibility advertising have 
emerged from this concern to change the tide of mass persuasion more toward 
the public's welfare and away horn commercial exploitation. Ad executives 
speaking on college campuses are fielding questions about why the agencies are 
continually producing ads that show women in their traditional roles as house-
wives and childbearers, thus supporting the status quo and perpetuating tra-
ditional role models for young children. These and many other considerations 
will remain important concerns. One thing is certain—advertising is a major 
force in our society. It is an important part of media content and has perhaps a 
greater effect on our lives than any other type of media message. For this reason, 
it is important to know as much as possible about all types of advertising mes-
sages. 

PUBLIC RELATIONS 

Public relations is directly related to advertising. In fact, there is only a very fine 
line distinguishing them. Whereas advertising is concerned with selling a prod-
uct, public relations is concerned with creating a favorable image for the com-
pany that produces the product. As responsible consumers of mass communica-
tion, we need to be aware that many of the messages we receive through the mass 
media are concerned with public relations. The thin line between public rela-
tions and advertising is evident when a fast-food chain sponsors a bike-a-thon for 
a national charity. In the charity ads, the food company's name and trademark 
are used in the same way that they are used to sell sandwiches, yet the message 
solicits participation in the bike-a-thon. What the company is trying to do is 
create a favorable impression for itself as well as interest the public in its product. 

philosophy of public relations 

Why bother with public relations? Why not just cdncentrate on selling 
sandwiches? That may be satisfactory if the company's only goal is to sell 
sandwiches at their current locations. But what if the chain wants to expand? 
Perhaps the next community in which it plans to build a restaurant has had bad 
experiences with a similar food chain. As the request for the company's restau-
rant comes before the zoning board, there is much negative reaction to the 
application. However, the company officials remind the board and the con-
cerned citizens about their involvement in local charities with their national 
bike-a-thon. This public relations event may be just what is needed to garner 
approval for the building application. 

A major criticism of public relations is that too often it is similar to shutting 
the barn door after the horse has escaped. Effective public relations programs 
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should help prevent problems in image and public opinion before they occur, not 
afterwards. 

Many public relations firms work closely with professional organizations 
that act as a voice for certain industries. National organizations such as the 
American Gas Association work to help identify critical issues concerning the gas 
industry and to gain public support for the industry through national campaigns. 
The Mortgage Bankers Association represents much of the banking industry and 
actually presents journalism awards for stories related to banking. The contest, 
along with publicizing the banking industry to the news media, also promotes 
special features, articles, and documentaries carrying the message of the financial 
world to the public. 

Professional organizations on the state level also carry on public relations 
campaigns and media awards programs. For example, the Indiana Public Health 
Association conducts an annual awards contest to recognize media organizations 
for excellence in three categories: best in-depth factual presentation of a health 
matter, best promotional activity on a health matter, and best support given to 
public health programs on a continuing basis. 

As with any media award given by an association whose first function is 
public relations, a question of ethics immediately arises: Should a journalistic 
medium compete for public relations awards? 

Public relations will continue to be important to mass communication, 
especially because the media themselves are important in forming public opin-
ion. Public relations will be a vital function of organizations whose best interests 
arc served by favorable publicity. 

the publicity function 

Publicity is another important aspect of public relations. In most cases, publicity 
deals directly with the gatekeepers who control the flow of news. The forces 
directed toward such gatekeeprs can be tremendous. These people are usually 
bombarded with telephone calls from press agents, piles of press releases on 
everything from new products to politicians, tickets to free dinners at which a 
politician is appearing or a company is delivering its latest annual report, and 
countless other tactics from people and organizations all trying to receive free 
media exposure. If they successfully receive this free exposure, it often is more 
valuable than media exposure obtained through advertising campaigns. For 
example, a feature article of a new product in a national magazine may elicit a 
much greater reader response than an advertisement for the new product. 
Readers who see the product in the feature article are not resistant to its message 
as they may be to the message in an advertisement. If a politician makes a 
favorable impression on the evening news, the publicity can be much more 
credible than if he or she appears in a paid political advertisement. 

Those whose job it is to obtain free publicity work very hard at it, some-
times with limited results. In many news rooms, personnel are so accustomed to 
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press releases that they often do not bother to open certain mail. The letterhead is 
enough to tip them off. In most cases, the press releases are tossed away because 
the person trying to obtain free publicity has done one of two things. This person 
has probably first inundated the media with almost daily press releases. Rarely 
does a single subject or politician warrant that much publicity. After all, if you 
were a regular reader of a newspaper and saw that every issue had a story about a 
local congressman or congresswoman, you would begin to grow somewhat suspi-
cious of the paper's credibility. Second, many press releases try to masquerade as 
news. The press release begins with a lead sentence that might be used to 
introduce a major international event; the second paragraph reveals, however, 
that the politician is simply speaking to the ladies' aid society. The gatekeeper 
thus loses trust in the source of the press release and tends to shy away horn 
future releases. 

Publicity, when it is effective, can reap many rewards. One of the more 
successful publicity campaigns was in Oregon where a teacher at a community 
college invented an "executive toy." This toy was made with a line of steel balls 
hung in a row on individual strings from a small wood frame about nine inches 
square. Using Newton's Third Law of Motion, which says that for every action 
there is an equal and opposite reaction, you pull one of the steel balls back, let it 
go, and the steel ball at the other end of the line will bounce while all the other 
steel balls remained stationary. Beverly Creen, president of Creen/Associates 
Advertising, Inc., was responsible for successfully marketing the gadget through 
free publicity. The publicity campaign included sending letters, press releases, 
and samples of the novel toy to newspapers, television stations, and magazines 
throughout the United States. The toy appeared in such publications as Playboy, 
Newsweek, Boy's Life, and House Beautiful. It also appeared on such national 
television shows as the "Today Show", Johnny Carson's "Tonight Show," the 
"Mery Griffin Show," the "Joey Bishop Show," and the "Steve Allen Show." 
This media publicity brought the toy to the attention of millions of people, of 
whom 200,000 purchased their own by the end of the first year of production. 

This is just one example of how free publicity was used to market a 
product. The channels of mass communication are limited, so the competition is 
fierce. Yet when you can gain exposure on the media, it can have far-reaching 
results. 

SUMMARY 

Advertising agencies are responsible for many of the commercial messages in the 
mass media. The main asset of the advertising agency is talent. The creative 
talents of such people as the production director, research director, general 
manager, photographer, copywriter, media buyer, and account executive are all 
combined. This "team" of creative people works to call the attention of the 
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public to a product or service. Along with talent, the ad agency uses research, 
distribution, and monitoring feedback. 

There also are many different types of advertising. Standard advertising, 
the most common, attempts to persuade us to purchase certain products and 
services. Public service ads arc those devised by nonprofit organizations to answer 
a public need. Social responsibility ads seek to warn us against the dangers 
inherent in the excessive use of some product. Counter-advertising concentrates 
on warning consumers about alleged fraud or misrepresentation in advertising. 
Corrective advertising is employed when an enforcement agency has determined 
that a previous ad has misrepresented a product. Image advertising, on the other 
hand, operates much like public relations. Overall, advertising is accepted as an 
important part of any economic system, and a large majority of the population 
feels that it creates better products for society. Advertising messages continually 
surround us. Our value structures, attitudes, and basic needs affect how we 
perceive these messages. 

Public relations campaigns are the most effective when they help prevent 
problems before they exist. Working closely with professional organizations and 
the news media is part of a good public relations program, and some products 
have even been marketed successfully through public relations alone. 
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Mass Media News 

Of all the messages processed through mass communication, news is certainly 
one of the most important. But the news we read in the evening newspaper or 
watch on television does not reach us through a set of formulas. Many forces are 
at work in this process, including human forces which are subject to mistakes, 
misjudgements, misunderstandings, and biases. 

In this chapter, we shall study the qualities of news, what affects its dis-
semination, and those forces that affect the gatekeepers who process it. We shall 
begin by examining the difference between gatekeeper chains and gatekeeper 
groups. 

THE GATEKEEPER CHAIN 

There is a gatekeeper chain when more than one gatekeeper processes the same 
news story with a limited amount of feedback from other gatekeepers in the 
chain. To understand the concept, imagine that you are a newspaper reporter 
assigned to the scene of a flood (Figure 11-1). You interview people, survey the 
damage, and write up the report. You (C1) then call your story back to the city 
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desk reporter (C2) who takes down all the information and rewrites your story to 
read: 

The Clearwater River overflowed its banks today near the downtown sec-
tion of Pineville. First reports are that two persons sustained minor injuries 
and three homes were destroyed. 

The city editor (G3) then reads the story and changes it to: 

Flash flooding hit Pineville today as the Clearwater River overflowed its 
banks, destroying homes and injuring residents in the area. 

Now the story goes to a major wire service bureau in the state. The bureau 
receives a continual inflow of information from all over the region and uses this 
information to prepare a report for its subscribers. At the wire service, a reporter 
(C4) works to collate all the information about flood damage. Reports are coming 
in from all over the state, telling of property damage and numerous injuries. 
Compiling all of this information, the wire service story is sent to subscribers and 
reads: 

Flash floods swept over the state today doing millions of dollars in damages 
and injuring more than 100 persons. Pineville and other cities were hit by 
the sudden storms. 

Obviously, the story that reaches the wire service subscribers is entirely 
different from the one you originally reported from the scene at Pineville. Never-
theless, word for word, there have been millions of dollars in damages, more 
than 100 persons have been injured, and Pineville is one of the communities 
which has been hit. On the other hand, a person who read the wire service 
description and had relatives in Pineville could easily have been left with the 
impression that the town had been swept off the map. Rearrangement of the 

G -G1 2 3 4 

----).-MESSAGE FLOW 

— FEEDBAC K Figure. I I-1 Gatekeeper chain. 
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Maybe More, Maybe Less 

Who Knows? 

What if you held a 
political rally and lots of 
people came? Fob James 
Jr. did, but no one is 
exactly sure how many. 

At Saturday's barbecue 
and rally, workers say 
they served 6,000 plates of 
barbecue. Yet some folks 
went back for seconds, or 
even thirds, and some 
didn't eat at all. 

Capt. Ronald Dunson of 
the Opelika Police De-
partment, giving a re-
quested, unofficial esti-
mate, said between 6,000 
and 8,000 persons attend-

ed. Yet the Auburn High 
stadium, where the rally 
was held, has a seating 
capacity of only 4,000, 
and at no time Saturday 
night was it full. On the 
other hand there were 
those who spent the time 
mingling above the 
bleachers, and never did 
sit down. 

There was no "official" 
count, so the crowd size, 
we surmise, was some-
where between the "few 
hundred" reported by a 
radio station in Auburn, 
and our maybe-too-
generous 6,000 to 8,000. Figure 11-2 (Source: Auburn-Opelika 

News) 

factual material, minor changes made in the story by the various gatekeepers, 
and the merging facts at the wire service all led to a variation in the story. 

News distortion in a gatekeeper chain can be frequent, especially when a 
central clearing house for information, such as a wire service or other news 
bureau, has conflicting information from which to compile a report. Crowd 
estimates can be particularly difficult (Figure 11-2). Different news organizations 
covering the same story can report significant variations in the estimates of a 
crowd. A political rally, protest, convention, or other news event may look either 
like a small gathering of a few friends or a large assembly, depending on who is 
looking. When these variations are transmitted back to the wire service, there is 
bound to be distortion. 

THE GATEKEEPER GROUP 

Now we shall examine a gatekeeper group (Figure 11-3). Gatekeeper groups can 
operate at any point within a gatekeeper chain. The advantage that such groups 
have is that they permit interaction among gatekeepers. Interpersonal communi-
cation among members of the group results in greater accuracy, simply because 
the information can be discussed and checked before it is disseminated to the 
public. The message is clarified, changed, rewritten, and evaluated by each 
member of the group. 

Consider what might have happened to the flood story at any point in the 
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gatekeeper chain if there had been a gatekeeper group. The conversation among 
the group might have sounded like this: 

OK, what have you been able to pick up? 
Well, it wasn't too bad at Pineville, just some homes lost. 

I checked with the sheriff, and he said the two injuries were to children. 
Were they hurt very badly? 

No, but the family dog drowned and a ten-year-old girl almost drowned trying to 
save it. 

That might be good to note. Stories like this can become too impersonal. 
Good idea. I wouldn't have thought of that. 
I'll write up a draft, and then you can check it over. 

OK. I'll see if there's an update. 
The interaction permitted a check and a recheck of the story's content. 

Gatekeeper chains and gatekeeper groups have many different combina-
tions. The presence or absence of either does not mean news distortion will 
occur. It simply means it can occur, and as consumers or practicing professionals 
of mass communication, we should be aware of this potential. 

New developments in electronic journalism have eliminated certain uses 
of the gatekeeper group without necessarily producing distortion. For instance, a 
television news correspondent in a foreign country may send a filmed report by 
satellite to a news bureau in New York. From there, the report may be transmit-
ted to a regional distribution center and then retransmitted to subscribing sta-
tions. The filmed report remains relatively unchanged from the time it was 
originally prepared. The only real distortion might be technical "noise," such as 
visual or audio interference. 

Although the gatekeeper chain and gatekeeper group are in a sense a "road 
map" of the flow of news, other factors are pertinent to how news is diffused into 
society and how we react to it. 



NEWS DIFFUSION 

News diffusion is defined as the process by which news is disseminated to the 
receiving public. To understand news diffusion, let's see what happens when the 
story about the flood reaches the public. An executive of a fertilizer company 
buys a copy of the paper at a newsstand, reads the story about the flood, and is 
alarmed at the reported damage to farms owned by a number of his customers in 
the heart of the flood region. He goes back to the office and immediately tells his 
colleagues about the flooding. They in turn tell other colleagues, and within a 
ten-minute period, almost the entire office is clustered around the radio to hear 
news updates on the flooding. 

The experience of the fertilizer company executive illustrates what happens 
when news of high value reaches the public. In this case, the news was dissemi-
nated through interpersonal communication. Then, those who heard about the 
event through interpersonal communication turned to the mass media for 
additional information. Within a relatively short time, it had reached many 
other people who also were affected by the event. To recapitulate, when news of 
high value enters a social system, (1) it diffuses very rapidly; (2) much of the 
diffusion process is through interpersonal communication; (3) there is a tendency 
to search out mass media to learn more about the event; and (4) there is a desire to 
tell other people about the event. 

Now let's consider what might occur when the news is of low value. Let's 
assume the executive purchased the newspaper, but that this edition contained a 
story about an economic upturn in agricultural industries. When he returns to 
the office, the sales manager walks in, and the executive tells her about the 
economic forecast he has just read. She replies with a quick "that sounds good" 
and continues with her work. About half an hour later, another colleague goes 
out for a coffee break, returns with the same edition of the newspaper, and reads 
about the predicted economic upturn. He mentions it to the executive who says 
he already has seen the item. About this time, some members of the sales force 
stop by the office to ask about new accounts. The sales force leaves, and there is 
no mention of the item in the newspaper. Meanwhile, the radio plays softly in a 
corner of the office. Now ask yourself, what is different about the diffusion of 
news in this case? 

First, we can see that although the economic forecast affected the em-
ployees of the fertilizer company, it was not of immediate concern to them as was 
the news of the flooding. Second, the diffusion process occurred less through 
interpersonal communication and more through individual purchases of the 
evening newspaper. Third, no one hurried to gather round the radio to hear the 
latest updates. As the radio continued to play background music, many people in 
the office remained completely unaware of the news. Comparing the diffusion 
patterns of the two events, we see that both interpersonal and mass communica-
tion participated in the diffusion process, but that these varied depending on the 
value of the event. 

265 
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Many other factors will affect news diffusion: the time of day an event 
occurs; when an item is released by the media; to what audience and through 
what medium it is first released; and the education, age, sex, and other de-
mographic characteristics of the audience, to mention a few. 

SOURCE AND MEDIA CREDIBILITY 

Ever since the ancient Greeks noted that a message delivered by one spokesper-
son had more impact than the sanie message delivered by a different spokesper-
son, the concept of ethos or credibility has been accorded much attention. 
Research into interpersonal communication has investigated how the source of a 
message can affect its reception, a concept called source credibility. We know, 
for instance, that the leader of a nation will have more credibility when talking 
about foreign policy than the factory worker expounding on his preferences to a 
hometown audience. The factory worker, on the other hand, may have more 
credibility than the national leader when the subject is factory production. Be-
sides the effects of message and source on the ultimate reception of a message, we 
must also reckon with the role of different media. Their contribution to a story's 
believability is called media credibility. 

Research has suggested some general trends about media credibility, trends 
that do not necessarily remain constant but do reflect the public's perception of 
the news media. For example, in the 1930s when radio first appeared as a 
medium, it quickly jumped ahead of newspapers as the most credible news 
source. Whether it was really more credible or contained fewer inaccuracies than 
newspapers is debatable. Yet the public clearly preferred hearing the news over 
the radio, and there were several reasons for this. First, the medium was new. 
Second, the dimension of sound added a realism to mass communication that 
was even reflected in Franklin D. Roosevelt's increased political stature. His 
"fireside chats" were not only novel but also instrumental in cementing a closer 
bond between the people and the president of the United States. 

On Halloween night in 1938, radio's credibility as a mass medium was 
vividly demonstrated when actor Orson Welles broadcast his famous radio 
drama, The War of the Worlds. Its theme was a takeover by spaceships from 
another planet of the East Coast of the United States. Despite repeated an-
nouncements that the play was merely a radio drama, Welles succeeded in 
producing mass panic among thousands of listeners, who actually waited in fear 
for the Martians to swallow their community. Even today's highly refined televi-
sion techniques cannot command this same blind belief. 

Since the 1930s, research has examined the public's changing perceptions 
of media credibility. We know, for example, that newspapers have regained 
much of the overall credibility that they lost to radio in the thirties and early 
forties. We have also seen television surge ahead as today's most credible 
medium. However, we should be cautious in assuming that messages received via 
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other types of mass communication are therefore less credible. Television's enor-
mous credibility is attributable not only to the tremendous impact it has on our 
lives but also to its two dimensions of sight and sound. People also spend more 
time with television than with any other medium. 

However, it is also important to consider each message and source separately 
in judging media credibility. For example, few members of the financial commu-
nity would contest the fact that the Wall Street Journal covers economic news 
more credibly than any television station does. However, if you were to ask a 
rodeo rider which medium he considered more credible for rodeo news, Rodeo 
Sports News or his favorite television station, Rodeo Sports News would un-
doubtedly be the winner. 

Certain characteristics inherent in different media lend themselves to dif-
ferent types of messages. The ability of television to capture the motion and color 
of major sporting events is unequaled by any other medium. A detailed contour 
map necessary to understand a complex story on the environment can, on the 
other hand, hardly be reproduced on a television screen. 

FORCES AFFECTING NEWS SELECTION 

\ 'though we may feel that after reading a newspaper and a news magazine, 
listening to various radio newscasts throughout the day, and watching a local and 
national television news program, we have been exposed to all the news that 
could possibly happen in one day, such is not the case. Reporters are constantly 
faced with a multitude of stories from which to choose, scores of events to report, 
and a myriad of decisions to make about what should and should not appear in 
print or on the air. Why are some stories chosen and others are not? Why do 
some stories carry pictures and others do not? Why are some stories on the front 
page or lead a broadcast while others are either buried or do not ever appear? All 
of these questions are summarized by one: What forces affect gatekeeper deci-
sions? 

economics 

With the exception of noncommercial media, such as campus radio stations or 
some campus newspapers, most media are commercial, profit-making busi-
nesses. Our context is the free world countries where the majority of media 
operate as free enterprises. And an economic fact of life is that these media must 
make a profit or go out of business. 

For example, the ability of a newspaper to afford to send investigative 
reporters to cover a story will have a direct bearing on the type and amount of 
information the public receives. Labor costs and newsprint costs also affect the 
operation of a newspaper. Perhaps economic considerations might force a news-
paper to reduce the number of pages. Even if it does cut back, however, the 
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number of advertising pages, the newspaper's bread and butter, will probably not 
be affected. News will be what suffers. 

Economics can affect messages on other media. Television stations can be 
very expensive to operate. Purchasing and maintaining electronic equipment as 
well as trained personnel can be costly. Like newspapers, television has certain 
basic operating costs. Engineers, directors, and producers all draw on the sta-
tion's payroll. The evening anchorperson is not trained to repair a $100,000 
color camera. In television, when personnel cuts take place, the news depart-
ment may be the first to go. 

Radio is no different. In some cases, economics can play havoc with this 
medium. At many radio stations, one or two persons staff the entire news de-
partment. Eliminating one position may reduce the department's ability to cover 
news by fifty percent. Economic considerations such as permission to make long 
distance telephone calls and freedom from other on-air duties at the station all 
can affect how well a news team can gather and disseminate news to the public. 

legal restrictions 

The media most affected by legal restrictions are radio and television. One 
example of these legal shackles is the Fairness Doctrine, which requires radio 
and television stations to present all sides of a controversial issue. Although this 
may seem like common sense, it can place a station in a position of "book-
keeper," such as when a group of California stations found themselves faced with 
actually measuring the time given certain issues and then providing an equal 
amount of time for the opposing side. Moreover, the issues must be balanced 
over all types of programming, not merely advertising or editorials. News pro-
gramming is included under this umbrella, as is entertainment programming. We 
shall learn more about these legal restrictions in other chapters. 

Nor are newspapers immune from regulations. A reporter can be called to 
testify in a criminal case and be requested to reveal the sources of confidential 
information. Although the reporter can refuse the request and will usually win a 
contempt of court action brought against him or her because of this refusal, the 
threat of subpoenas may be enough to discourage the practice of using "un-
named" sources. It may also discourage these sources from openly revealing 
information to a reporter. Some predict that a 1978 Supreme Court ruling 
permitting police to search newspaper offices like any other business may further 
restrict investigative reporting efforts. 

deadlines 

Every reporter lives with deadlines. The ever-present deadline can make the 
difference between gaining an exclusive story or being "scooped" by a compe-
titor, between being able to report all the facts or just some of them, between 
being able to use a story or being forced to hold it for lack of information. For 
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news reporters, deadlines mean working under extreme pressure on a daily basis, 
pressure that forces them to spew forth their ideas, thoughts, and words at an 
often unsettling pace. 

In the broadcast media, the pressure of deadlines is even more acute. 
Because radio and television can air news almost as it happens, deadlines literally 
come every minute. Of course, problems with accuracy arise when stories are 
broadcast too soon after a news event occurs. It takes time to gather news and 
prepare a story. Even when a story is reported live, there are many background 
details that cannot be reported without time and effort. 

Deadlines and news reporting are always companions. To be a responsible 
consumer of news you need to know how they work together. When we read or 
hear news, we assume accuracy. We must, however, be alert to certain cues 
which may help us gauge the degree of this accuracy. Such phrases as "at press 
time" and "at least one source" alert us to missing gaps in a story or missing links 
in a chain of information. 

personal and professional ethics 

Assume you have just written a story for your newspaper about a local resident 
arrested on a charge of drunken driving. But as you are preparing to send the 
story to your editor, the owner of the paper walks in and kills your story because 
that particular resident had spent $50,000 in advertising last year. What would 
you do? Many reporters would quit immediately in disgust. Although economic 
concerns are undeniably important, the professional journalist cannot condone 
the suppression of newsworthy information, and his or her function is finding 
and publishing the truth. For the owner to have suggested compromising the 
newspaper's integrity for the sake of advertising would not only be considered 
poor journalism but also prostitution of the press and a request to participate 
deliberately in a breach of ethics. Or what would you do, if you opened your 
mail and found two free tickets to cover a local political rally? Marked "com-
plimentary," the tickets are what journalists call freebies. Would accepting the 
tickets prejudice your coverage of the rally? Even if it would not, should you still 
accept them? What if buying the tickets was simply too expensive, and you had 
the choice of either accepting the tickets as freebies or not covering the rally? 
What if the competition accepted the tickets and covered the rally, gaining 
considerable reader or viewer interest in the report? Answers to these questions 
are not easy. 

Freebies can range from tickets to a church supper to excursions to a 
foreign country, which also are called junkets. Some newspapers have a policy 
against accepting freebies. If the function is important and requires paid admis-
sion, then the newspaper will purchase admission passes. The policy against 
freebies tries to prevent any opportunity, regardless of how small, for biased 
reporting. The paper wants its readership to receive objective news coverage and 
does not want freebies to endanger that objectivity. 
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The author's own experiences in covering stories often have involved per-
sonal ethics. On one occasion, two fugitives from a mental institution stole a car 
and headed for the state line. After their capture, there was an opportunity to take 
pictures of them as they emerged from the squad car in police custody. However, 
the following day, when it came time to use the story, a superior made the 
decision not to use the names of the two fugitives or their pictures. The case fell 
into the realm of crimes committed by suicidal and mentally ill persons. The 
story that reached the public mentioned only that a stolen car had been recovered 
and that two escapees from the state correctional institution had been taken into 
custody. 

About two months later, a similar incident forced another judgment of 
personal and professional ethics. On an early Sunday morning, the static on the 
police monitor was broken by a report of a sniper in a ravine shooting at police 
cars with a high-powered rifle. One officer whose car had been hit was keeping 
the man "pinned down" until assistance arrived. As the morning progressed, a 
number of other law enforcement officers arrived at the scene. It was determined 
that the sniper, who had escaped from the same state correctional hospital, had a 
high-powered rifle with a telescopic sight and ample ammunition. Unsuccessful 
attempts by law enforcement officials to entice the man to surrender prompted a 
decision that a group of officers, armed with rifles, form a human line and walk 
side by side toward the ravine, all the time requesting the man to surrender. 
Nightfall was rapidly approaching and many felt that in darkness it would be easy 
for the man to escape and threaten the lives of area residents. As the police line 
moved to a ridge above the ravine, the fugitive shot one of the officers in the 
stomach. Immediately, the line opened fire. The fugitive's body, riddled with 
holes, was a somewhat gruesome sight. Nevertheless, the same superior who had 
determined not to use the pictures or names of the fugitives who had stolen the 
car, made the decision to use Pictures of the dead sniper as well as his name and 
all the details surrounding the event. Why that decision? 

A number of personal and professional reasons were behind that decision. 
For one, the police officer died. In addition, this reporter's superior had been 
employed by a federal law enforcement agency before becoming a journalist. 
Moreover, the police officer had been a high-ranking official in one of the 
communities served by the news medium. The incident, unlike that of the stolen 
car, liad occurred in broad daylight, and the standoff with police officers had 
lasted for almost eight hours. The activity also took place on the only main 
highway connecting two major communities. All traffic for an eight-hour period 
was either stopped or detoured. In short, it was an incident of which the public 
became very much aware, especially in an area in which events of this mag-
nitude were not that common. Thus, the story captured more attention than it 
might have, had the event occurred in a high crime area. 

Similar personal and professional decisions are made every day by 
gatekeepers responsible for reporting news to the public. Ask yourself what deci-
sions you might have made had you been the news executive. Would you have 
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used the story with the pictures? Would you have used filin of the event if it had 
been available? 

competition 

Concern over the possibility of another medium nabbing a scoop story is typical 
of competition among the news media. This competition is inherent in a free 
press and usually fosters the reporting of more than one opinion or approach to a 
story. Competition also can nurture the growth of true investigative journalism. 
Media in competition will sometimes take the extra initiative to explore an issue 
in depth rather than be satisfied with supetficial information. 

Plain economics encourages competition in many areas. Larger markets, 
for instance, have the financial base to support more than one news medium; 
large metropolitan areas can support even more than one newspaper. Some 
smaller communities, however, face information control by a single news 
medium that may be biased on certain issues. In such cases, competition would 
have a positive effect on freeing the flow of information to the public. As we 
learned in chapter 2, concentration of media control in joint newspaper-
broadcasting ownerships has been curtailed by the actions of the FCC. In some 
localities, direct orders by the FCC have blocked concentration of media owner-
ship by requiring the sale of sonie properties by multi-media owners. 

Negative aspects of media competition surface particularly in the electronic 
media, in which the ability to air news almost simultaneously as it occurs breeds 
frenzied competition. The result can be news distortion. For example, put your-
self in the seat of a radio news cruiser that has just received a call to cover a labor 
dispute at a major industrial plant. Also enroute to the event is another news 
cruiser from a competing station. Both cruisers are equipped for live, on-the-
scene broadcasts. Both of you, sensing the other's presence, begin live reports. 
You describe a group of men fighting and report that it is the result of another 
flareup at the picket line. After the broadcast, you get out of the news cruiser to 
learn some details. You discover the fight you were reporting was actually a 
rough and tumble football game. You are shocked. Had you not been quite as 
concerned about the competitive edge, you would have taken the time to investi-
gate all the details. Your actions were inexcusable, to say nothing of being 
unprofessional and irresponsible. You may also have opened yourself and your 
station to a libel suit. Except under extreme crisis conditions, such as a natural 
disaster, the impression that listeners spend their time switching back and forth 
from one station to another just to see who airs the news first is a fallacy. 

One of the nation's leading broadcast news consultants reacts negatively to 
the common practice among broadcast journalists of listening to the compe-
tition's newscasts. Such a practice, he contends, is a waste of time and effort 
since the listeners or viewers who are tuned to your station will not know what 
the competition is scooping you on in the first place. Certainly, a news medium 
that consistently airs or prints information days after an event occurs will lose 
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credibility. Yet, the continual dissemination of misinformation due to hasty 
overreaction to competition also will lose credibility. 

Competition in itself is beneficial and safeguards a free press. It must, 
however, be taken in its proper perspective so that both a free and responsible 
press is the end result. 

news value 

The term news value is a relative term. It refers to the value or importance oían 
event or the potential impact oían event in relation to other events or potential 
news stories. For example, the news value of the story about the sniper who shot 
the police officer was very high. But it was high in comparison to other events 
that may have been happening simultaneously or that had happened on previous 
occasions in the community. Note the words "in the community." The geo-
graphical sphere of influence of the message also will affect its value. Again, the 
story of the sniper had its highest value on the community in which it occurred. 
Although it may have had enough value to be selected as news by a gatekeeper in 
a neighboring community, its relative value there might have been less. 

Another factor influencing news value is the number of people affected by 
an event. For example, the sniper's actions caused many hundreds of people to 
be stopped or detoured from their normal route of travel. The fact that a high-
ranking police officer was shot affected everyone in the community in which he 
worked. All the people affected by an event contribute indirectly to the news 
value of the story. 

the news hole 

The news hole is directly related to news value. To understand this concept, 
imagine a large auditorium full of students, each of whom wants to spend the day 
on a bused field trip. But only one bus load can go. When the instructor looks 
over the auditorium, everyone in the room tries to gain attention. Some shout. 
Others wave their hands and hold up signs. Still others become the object of 
attention by sheer accident, such as having a sign fall on their heads. Still, only a 
small percentage will be able to make the trip since space is limited. Now 
compare the students to all the events in society competing for the attention of 
the gatekeepers in the media. Some events may be deliberate attempts to gain 
attention, such as issuing a press release. Other events attract attention by acci-
dent, such as the sniper shooting. Certainly many of the events to which a 
gatekeeper is exposed can become news stories. But the news hole is only so big. 
There are only so many pages to a newspaper and so much time allotted to an 
evening television newscast. 

The size of the news hole is also determined by the number and news value 
of events that attract the gatekeeper's attention. A busy news day may fill the news 
hole to capacity, leaving little room for press releases. We, the public, are 
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exposed to only a fraction of the information that could be reported to us. What 
we do receive is determined by the size of the news hole in relation to the 
number and value of the messages that vie for attention in the limited space or 
time at the gatekeeper's disposal. 

attention factors 

Many things besides news value draw our attention to messages in the media. 
Although certain stories in themselves often command our attention, others may 
need help in the form of visual or aural stimuli. A story about a robbery, for 
example, might make the front page because an accompanying picture attracts 
attention to it. Audio actualities on radio and film or videotape on television all 
can attract attention to the newscast. 

Although both the print and broadcast press have been accused of sen-
sationalism, the use of pictures, newsfilm, and audio actualities do make a 
difference in which stories are reported as well as their location in the news hole. 
Certainly we should not assume that members of the press choose news only 
because of these added factors. If something important happens to a community, 
it will make news regardless of the visual or aural stimuli it contains. However, 
these factors do make a difference for stories with minimal or average news value. 
For example, if an editor has two stories about a beauty pageant and can only use 
one story, the one with the accompanying photograph of the queen may have an 
advantage. 

As consumers of mass communication, we need constantly to keep in 
mind that these attention factors can make a difference. Ask yourself the next 
time you read a story on the front page of a newspaper or see the lead story on the 
evening newscast: Is it there because of its news value or because it had a picture, 
newsfilm, or audio actuality to accompany it? 

peer group pressure 

One effective means of peer group pressure is the increasing number of local 
newspaper columnists who keep an eye on the broadcast press through regular 
columns about radio and television. Items that have appeared in newspaper 
columns include analyses of internal hiring practices and broadcast employee 
qualifications. Some broadcasting stations have also aired programs critical of the 
work of newspaper journalists. Such peer group pressure among media personnel 
can make gatekeepers look seriously at their work and the implications it has for 
the public. 

Numerous journalism reviews keep a watchful eye on members of the 
press. The nationally famous Columbia Journalism Review is one example, and 
there are other journalism reviews in large cities which treat the activities of the 
press in their own locale. 

Lack of peer group pressure can have just the opposite effect. This condi-



274 Mass Media News 

tion, which exists especially in small communities, is reflected in an almost 
narrow-minded reporting of the issues. Consider the life of a newspaper reporter 
in a small town that has no local radio or television station. Also imagine that the 
reporter has no one else on the staff to assist with news gathering and reporting. 
What happens? Stated succinctly, the reporter can get into a rut, and the public 
suffers. Day in and day out, the reporter sees the same people and reports the 
same news, but at no time is his or her work scrutinized. The basic facts can be 
correct, but the stories reflect a narrow line of thought that pervades the limited 
number of news sources. Isolation and lack of peer group pressure thus have 
resulted in a daily diet of limited reporting. 

Perhaps the reporter develops what is commonly called a "police complex," 
in which the only real news the community receives comes from the police blotter 
and the traffic fatality list. Meanwhile, the other issues affecting the community go 
unnoticed and unchecked. This kind of reporting could permit a slow takeover of 
corrupt government, it might even seem, with the tacit approval of the press. 

reacting to feedback 

Perhaps the most common form of feedback to the press is the letter to the editor. 
Although not necessarily representative of the general public, letters to the editor 
have been a traditional part of journalism since a free press began to flourish. 

Some newspapers may even employ an ombudsman whose sole responsi-
bility is to review feedback from the readership. Reaction to this feedback may 
prompt moderate changes such as a new emphasis on the coverage of a particular 
series of events. On the other hand, it may influence editorial comment or even 
necessitate special feature articles. 

You should never discount the impact of reader or viewer feedback. Your 
own letter to the editor or the head of a major broadcasting complex can be a key 
indicator to personnel on what the public is thinking and why. One letter indicates 
to management that there are many other people who undoubtedly feel the same 
way but just did not take the time to write. One letter may be all it takes to 
prompt a reporter to question a news source, check an additional source, or 
conduct an in-depth interview that reveals a serious problem affecting the com-
munity. 

PROCESSING NEWS UNDER CRISIS CONDITIONS 

In recent years, increased attention is being given by both news organizations and 
the public to mass media news disseminated under crisis conditions. Such acts as 
terrorist campaigns, frequent world conflicts, and inevitable natural disasters all 
create abnormal conditions within the media. The work load becomes tremen-
dous, and schedules are carried out under great tension. The media become a 
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clearing house for information, both incoming and outgoing. There is also far 
more information processing than under noncrisis conditions. A radio station, 
for example, may typically schedule a newscast once every hour. During a crisis, 
however, that same radio station may switch its format to continuous all-news 
programming in order to serve its stricken community. The station's staff may 
also change roles in a crisis. The program and music directors may completely 
disregard their regular duties to aid the news staff. In addition, the news director 
will usually assume charge of all on-air programming. 

Problems arising from these abnormal conditions vary. Two university 
professors, Galen Rarick, Dean of the School of Journalism at the University of 
Oregon, and James Harless of the School of Journalism at Ohio State University, 
investigated what happens to local radio stations and their personnel during a 
natural disaster. Under a grant from the National Association of Broadcasters, 
they investigated the operations of stations when faced with one of three different 
types of disasters—flood, blizzard, or tomado. They found a major problem for 
station personnel during a disaster was transportation. They found that four-
wheel drive vehicles were almost indispensable. Without four-wheeel drive, tire 
chains had to be used for many hours at a time, causing tires to "overheat and 
pop," leaving personnel stranded and unable to provide needed information to 
their community. Rarick and Harless also found that if reporters had two-way 
radios installed in their vehicles, they would not have to waste time searching for 
a telephone to relay their reports. Station personnel also felt that walkie-talkies 
would be beneficial, and , for stations that could afford it, auxiliary power and 
transmitting equipment. Management agreed that "if you are off-the-air, you are 
nothing." 

In investigating the role of the station staff, the two professors discovered 
that at many stations, the staff was willing to work to the point of exhaustion. 
There were no interpersonal problems among the staff—they pulled together. 
Yet there were difficulties in the staff's ability to gather and process the news 
during the crisis. One reporter who was not accustomed to carrying a press pass 
had a hard time gaining access to an area that had been sealed off to prevent 
looting. 

Rarick and Harless also found that news personnel had to be careful of 
whom they used as news sources. One reporter found the public to be no more 
than 80 percent accurate in reporting details of a snowstorm. In the case of 
tornados, people were so "frightened and shocked" after it hit that they could not 
remember what happened. Government agencies may be reliable sources for 
accurate information, but their helpfulness varies from town to town. A classic 
case cites a local official who could not even find the key to the courthouse! 
Rarick and Harless recommend that stations processing news and information 
during a crisis be prepared in advance. News personnel should have at their 
fingertips the names of the best news sources, and the station should become an 
integral part of its community disaster plan. 



SUMMARY 

This chapter dealt with mass media news. Two forces that have a significant 
effect on news processing are the gatekeeper group and the gatekeeper chain. The 
gatekeeper chain allows for little interpersonal communication between 
gatekeepers and consequently fosters a greater opportunity for distortion. The 
gatekeeper group, on the other hand, permits gatekeepers to check and recheck 
each other's decisions and therefore reduces the opportunity for distortion. 

Closely related to the gatekeeper's responsibility is the process of news 
diffusion. News of high value will be diffused faster than news of little value. As 
in processing, rapid diffusion will increase the possibilities for distortion. In high 
intensity situations, we are more apt to communicate and to receive important 
news by word of mouth than from mass media. 

The medium that disseminates the news also can affect how we perceive it. 
Because society is so attuned to television, it is generally accorded more credibil-
ity than other mass media in the face of conflicting news reports. Media credibil-
ity is, however, not an absolute, but a relative term. Each medium has its own 
forte, lending its superior credibility for a particular message and source. 

Many factors work together to influence the selection and treatment of 
mass media news. These include (1) economics, which refers to the profit-loss 
structure of media operating as part of a free enterprise system; (2) regulations 
legislated by local, state, and federal governments to control the operations of the 
media and to ensure freedom of the press; (3) deadlines, which limit the time in 
which a gatekeeper can collect news before it is necessary to disseminate it; (4) 
personal and professional ethics, those forces on which gatekeepers often base 
decisions in selecting information to become news; (5) competition, the 
safeguard of a free press in a democracy; (6) news value, which signifies the 
importance of one event in relation to other events; (7) the news hole, which 
refers to the total amount of available space or time in which to present messages 
in order of decreasing value; (8) attention factors, visual or aural stimuli that 
enhance a story; (9) peer group pressure, those decisions that are influenced by 
colleagues; and (10) reaction to feedback, the communication received from the 
audience. 

Under crisis conditions, different forces act upon the media and alter this 
news selection and dissemination process. Increased dissemination of news, de-
mands on the media to provide information, and difficulty in gathering informa-
tion arc just some of the problems that can occur under crisis conditions. 
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Media Delivery Systems: 
cable, satellites, and computers 

In studying mass communication, it would be easy to limit our investigation to 
the actual media and the audiences they serve. But by doing this, we would fail to 
understand the whole picture of how messages are processed by the media and 
how these messages reach us. New technology is constantly improving the pro-
cess of mass communication. Satellites hovering in space beam television pic-
tures across continents. No longer are live television pictures from abroad a 
novelty. No longer do we sit in amazement at computer predictions of national 
election outcomes when only a handful of votes are in. 

The purpose of this chapter is to give a better understanding of this new 
technology, technology that has become part of our media delivery systems, 
helping both to process and distribute messages through mass communication. 

CABLE 

The only communities capable of financially supporting several television sta-
tions are large population centers. The residents of these large cities have thus 
long enjoyed good reception of all the major network programs as well as those 
produced by independent stations. During television's early years, however, 
people living far away from these centers had no recourse but to sit in front of 
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Figure 12-1 (Communications News) 

their sets, watching distant signals blurred by interference. People began invest-
ing in every type of complex antenna system imaginable, and a maze of televi-
sion antennas covered rooftops everywhere. 

In the late 1940s, there was a breakthrough in the previously fruitless efforts 
to receive clear, interference-free television signals from distant stations. It was 
putting a large antenna on a hilltop high above the average terrain, from which 
the distant signals would be carried by shielded wires, called cables, directly into 
home television receivers (Figure 12-1). Thus began the development of cable 
television, also called community antenna television or CATV. Residents whose 
televisions were connected to a community antenna paid a monthly rental fee for 
the service. Others could, of course, still use their rooftop antenna but usually 
sacrificed good reception. It soon became evident, especially in outlying areas, 
that the way to receive quality television signals and have a wide selection of 
channels was to link onto the local cable system. With the development of color 
TV sets, which accentuate poor reception, cable television became even more 
helpful. 

CATV refined its system even further, including the application of sophis-
ticated transistorized electronic equipment and improvements in the construc-
tion of the cable. Both developments made it feasible to send many more chan-
nels via cable without having to eliminate intermediate channels because of 
interference. Instead of receiving about half a dozen programs on the VHF 
spectrum, a cable subscriber could receive all twelve channels if the cable system 
carried all twelve. Still other developments in cable expanded this twelve-

Cable Television ... the Original Concept 
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channel capacity to carry as many as forty or fifty separate channels, and fiber 
optics (Figure 12-2) can handle as many as 1,000 channels. 

The FCC now requires that CATV systems, depending on the number of 
subscribers, permit local access to one of their channels. This means that in 
many communities, a local organization or university may have access to one of 
the CATV channels and provide locally originated programming to subscribers. 
It also gives many systems the option of two-way transmission, something which, 
at least under current technology and development, broadcast systems cannot 
provide. 

The new two-way systems, commonly called broadband communication, 
are opening up exciting media possibilities. One of the more fully developed 
two-way systems is the QUBE system in Columbus, Ohio. Although they pay a 
higher monthly fee, QUBE subscribers also have a wider selection of programs 
and services from which to choose. A special home terminal unit (Figure 12-3) 
operates on a thirty-channel capacity system in Columbus. When operating at 
full potential, the home terminal integrated with the two-way system permits 
subscribers to participate in interactive games, educational testing, and public 
opinion polling, in addition to receiving regular television programming. The po-
tential for full scale use of broadband communications includes automatic reading 
of utility meters such as electric, water and gas, picture telephone systems facsim-
ile data, and video and telephone. 

How do subscribers receive this regular programming? Let's find out how 
CATV works. 

Figure 12-2 Fiber-optic technology promises wide use of light-
waves in communication, permitting hundreds of times more 
channel capacity than conventional coaxial cables of the saine size. 
(Western Electric) 
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Figure 12-3 The Warner QUBE system permits two-way channel 
capacity using the home terminal pictured here, and lets the sub-
scriber select from a number of different channels as well as take 
part in instantaneous public opinion polls. The QUBE system has 
been featured in such things as major network analysis of public 
opinion following a Presidential address. (Warner Cable of Colum-
bus, Inc.) 

components of a cable system 

The basis of the CATV system is the receiving antenna (Figure 12-4). This, 
along with the amplifier, which retransmits signals to home subscribers, is called 
the head end. This term does not necessarily connote a specific location. Broadly 
speaking, it is the human and hardware combination responsible for originating, 
controlling, and processing signals over the cable system. In most cases, a separate 
antenna receives each individual signal; thus optimal reception is assured. In 
some instances, the head end will have the means to originate local program-
ming. For example, it could contain a studio complex complete with a modest 
assortment of cameras and switching equipment. On other occasions, the studio 
may be at an adjacent site, such as a university campus or community center. In 
still other cases, the head end may include the local weather bureau which 
transmits emergency weather bulletins over the cable—for instance, small craft 
warnings. 

The second major component of a cable system is its distribution system. 
As opposed to the head end, which originates, controls, and processes messages, 
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the distribution system simply dispenses the system's messages. The most impor-
tant component of the distribution system is the cable itself. The type of cable 
most commonly used is called coaxial cable and consists of an inner wire core 
surrounded by plastic, metal-webbed insulation and another coating of plastic. 
Coaxial cable, because of its thickness and shielding, is capable of carrying 
considerably more information than telephone lines can. It is strung out over a 
community in much the same way that other utility lines are, usually connected 
to utility poles or installed as underground cable. A special line from the main 
cable then runs into a subscriber's home or office and connects directly to the 
television set. 

The entire cable system can be compared to a tree. The main transmission 
line of the cable is called the trunk cable (Figure 12-4). Looking at a typical map, 
the trunk would usually parallel a community's main traffic arteries. Branching 
out from the trunk are feeder cables that convey the signal to outlying areas, 
some only a few streets away, others possibly miles from the main trunk line. 
Amplifiers are used at strategic locations to give the signal a boost when it gets too 
far away from the head end. In some areas, the cable company owns or leases 
microwave links for long distance transmission. 

Another important part of the distribution system is the drop cable. The 
drop is that section of cable that brings the signal from the trunk or subtrunk 
directly to a subscriber's set. Usually about one to two hundred feet in length, it 
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connects directly to the back of the television set, making the use of any other 
external antenna unnecessary. 

The third part of the system is the home terminal. There are basically two 
types—one-way and two-way terminals. One-way terminals are the typical 
home television receiver. Two-way terminals are the television receiver, which is 
used as a visual display terminal, and a control board capable of sending com-
mands into the system. 

uses and issues 

Our discussion of one-way CATV systems already has mentioned some of the 
principal uses of this type of operation. One is the retransmission of television 
signals too weak for the average home antenna to pick up clearly. Another is the 
opportunity for universities to originate local programming, not only to train 
students preparing for careers in mass communication but also to broadcast 
convocations, recitals, and even academic courses to cable subscribers. Local 
civic meetings can also be televised by the cable. 

Two-way cable, or broadband communication, has an almost unlimited, 
still largely untapped potential. Consider the heart patient who at present must 
remain in the hospital for continual monitoring. With two-way cable, this same 
patient can return home and connect himself or herself to a home two-way cable 
terminal. The terminal connects to a computer at the hospital that monitors the 
heartbeat for a short period each day and signals the patient if anything is wrong. 
It also will automatically notify the hospital staff if emergency care is needed. 

Central computers hooked up to home terminals can provide services that 
may seem like pure science fiction—for example, performing complex 
mathematical formulas or giving you access to your checking account records. 
Mailing lists also can be sorted on the computer. If you had decided to send 
holiday greeting cards only to friends in your local community this year, you 
could ask the computer to sort those names from a master zip-code list. 
Additional tasks you can perform in your home via two-way cable include buying 
groceries, participating in group therapy sessions, and playing in chess tourna-
ments. 

First-run current movies can be part of your cable viewing. Instead of 
driving a date to the theater, you may want to stay at home to watch a movie. A 
channel on your two-way cable system will permit selection of any number of 
feature films. Using the two-way cable home terminal, you simply punch the 
code for the movie you want to watch. 

policy concerns affecting cable 

Although the subject of government control over cable television will be dis-
cussed in more detail in another chapter, we must raise several important issues 
here. One is the problem of public acceptance of new media. Over the past 
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decades, we have become conditioned to resist such things as invasion of privacy, 
big government, corporate control, and similar factors that have an effect on our 
lives but over which we feel we have little or no control. History shows there has 
been similar resistance to new technology whenever it evolved. CATV did not 
suffer from excessive resistance since it was a logical extension of television. 
However, the concept of two-way cable is something entirely different. For many 
who do not understand the potential of the system, there is a feeling that "big 
brother" has arrived and should be stopped at all cost. A typical reaction toward 
two-way cable envisions a superspy electronic eye lurking in the living room. 
Although it is possible to develop such a system, that is not the current aim of 
two-way cable. But until public resistance to the new technology diminishes, it 
will continue to stifle two-way cable's growth possibilities. 

Government control also affects the cable industry. The use of microwave 
transmission systems (Figure 12-5) placed cable companies under FCC regula-
tion, whose jurisdiction spread to areas such as local access and eventually locally 
originated programming. However, unlike standard radio and television broad-
casters, cable companies are also accountable to local and state government. 
This may mean government-controlled rate schedules or the adoption of 
guidelines for local access programming. Inevitably jurisdictional conflicts will 
arise among local, state, and federal regulatory agencies. In one community, 
even when the cable system owners were alleged to have violated federal laws and 
the FCC wanted to take action, local officials said that they had the authority to 
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Figure 12-5 Microwave relay permits long distance communication without the use of 
cables. (AT&T) 
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deal with the matter and that the FCC did not. Similar conflicts are undoubtedly 
going to occur whenever several governmental agencies have overlapping regu-
latory powers. We shall learn more about regulating cable in the following pages. 

Pay cable will also become an increasingly contested issue. Pay cable refers 
to an amount paid over and above the monthly rental fee to see a particular 
program. With pay cable in your home, you can see such selected features as 
major concerts, sports events, plays, and other attractions. Opponents of pay 
cable argue that it discriminates against those who cannot afford this type of 
"luxury programming." Broadcasters are worried that it will take away from their 
viewing audience. Proponents of pay cable argue that admission prices to movies 
and theaters are already discriminatory and that pay cable will make available to 
the public a much greater variety of cultural and educational events. Obviously 
these arguments are not easily resolved. 

The fact that your home terminal would be connected to a central com-
puter creates widespread anxiety. Questions immediately asked are, How can the 
information I store in the computer remain confidential? What if the computer 
feeds me wrong information? If I am balancing my checkbook and someone finds 
out how much money I have in my checking account, what would prevent that 
person from making a computer withdrawal? If information about my heart 
condition is stored in the computer at the local hospital, what would prevent my 
employer from finding out about it and stopping my next promotion? These 
questions are obviously practical concerns that affect public acceptance of new 
media. 

REGULATING CABLE 

The barrage of rules and regulations that has evolved since cable television 
became a major carrier of media content boggles the mind. Federal legislation is 
almost equal in amount to the combined regulations governing commercial 
radio and television broadcasting, and when we add to this the maze of local and 
state regulations, we may stand back in amazement. At least with standard 
broadcasting stations, the federal government has the responsibility for making 
and enforcing the laws. Such is not the case with cable. Regulations enacted by 
local municipalities abound, establishing standards for the local cable operator 
on everything from fees to program content. They have legislated to which poles 
cables can be attached, where they must be underground, why cable operators 
cannot work on actual television sets, and numerous other regulations. Officials 
at all levels of the regulatory ladder have discovered the potential of cable sys-
tems, and state and FCC lawmakers also want a voice in controlling them. There 
are no clearly defined rules or court precedents giving the FCC exclusive jurisdic-
tion. Thus, in many areas there are significant conflicts, if not confusion, over 
exactly who has jurisdiction over the case. 



regulatory conflicts 

At the local level, control stems from the communities' realization that the cable 
system has much more potential than merely bringing distant entertainment 
radio and television to the community. It can reach local school children with 
information about their schools. It can broadcast meetings of the city council and 
bring the workings of municipal government into living rooms with a realism 
that the local newscast or newspaper would find hard to match. With so many 
channels available to community groups, almost anyone can gain access to a 
local cable channel and disseminate a message to area cable subscribers. More-
over, there is the problem of categorizing cable in relation to other media. Legal 
precedent has suggested that the printed press and broadcast press are equal under 
the First Amendment rights of free speech and free press. However, is cablecast-
ing the same as broadcasting? What would happen, for instance, if a cable 
company's news programs became justifiably critical of the city council, in a 
community in which the city council had control over the cable company's 
franchise? These and other questions have posed many regulatory quandaries. 
Simple answers are just not available. 

When a municipality becomes involved in cablecasting, problems of juris-
diction among the three governmental levels are bound to occur. Whenever state 
and local laws conflict, the state law will almost always have the advantage in an 
appeal. Similarly, in a conflict between state and federal laws, the federal law 
will usually take precedent. Thus, to avoid problems with possible appeals, many 
states and localities have borrowed regulations that closely resemble federal legis-
lation. 

state control of cable 

State laws governing cable fall into three categories—full preempt statutes, ap-
pellate function statutes, and advisory statutes. Of the three, the most encom-
passing is the full preempt statute. Here, the state assumes full control of licens-
ing decisions and, in effect, "preempts" the municipalities' rights to determine 
licensing and programming. In other words, the state becomes the primary 
governing authority, and the loyalty of the cable operator is to the state. In the 
appellate function statutes, the state has the authority to review local decisions 
concerning cable operating and franchising. "State approval does not preempt 
federal review (before the FCC). However, state disapproval may effectively 
preempt ultimate municipal authority ....." Advisory statutes are the least en-
compassing, Massachusetts has a "pure" advisory statute. In other words, the 
state cannot normally regulate cable "in any way except when 10 percent of the 
system subscribers petition the State CATV Commission for review."' 

Cable has significant potential. If trends toward specialized media con-
tinue, then cable has even more growth possibilities for carrying much of this 
specialized communication on its many channels. Two-way systems will add a 
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new dimension to cable's future, and if suggested legislation frees the industry 
from some of its regulatory constraints, then more investment capital may be 
attracted to cable development. 

SATELLITES 

As we already have learned, various technological advancements throughout 
history have had a profound impact on our ability to communicate with each 
other. These included the printing press, radio, and television. Other develop-
ments increased the efficiency of these mass communication advancements; 
among them were the application of steam power to the printing press and the 
miniaturization of radio and television components. At the same time we were 
perfecting these developments, we also were gaining knowledge about the earth's 
orbital characteristics and jet propulsion. Jet propulsion permitted us to launch 
instruments into space which could facilitate mass communication worldwide. 
We had reached the age of satellites. 

Perhaps no other technological advancement in our history had or will 
continue to have such a tremendous impact on our lives. We have already 
mentioned some applications of satellite technology that have revolutionized 
communication. Newspapers such as the Wall Street journal are printed in 
regional distribution centers using satellite communication. 

Wire service transmissions also can reach newspapers, as well as radio and 
television stations through satellite distribution. Earth stations (Figure 12-6) 
beam signals into space (Figure 12-7), and the satellites relay them back to earth. 
In addition to the wire services, broadcast stations receive both audio and video 
program services through satellite transmission. 

Some "super" stations beam their signals directly to the satellites that, 
again, relay those signals back to earth thousands of miles away. Cable subscrib-
ers in Nebraska, for example, can receive television programming direct from 
Atlanta, Georgia. Ted Turner's WTBS-TV in Atlanta now reaches a nationwide 
cable audience that numbers well into the millions. Broadcasters everywhere are 
watching closely the impact the Atlanta superstation is having on both audience 
and the industry. If successful, if a favorable regulator)/ climate exists, and if 
advertisers support it, superstations could become the new networks of the future. 

Sputnik through SYNCOM 

When the Soviet Union launched Sputnik in 1957, it sent the world a message 
far more significant than "beep beep." It signaled the beginning of a new era in 
which we would have groups of satellites hovering in a global communication 
network as well as manned space flights. Compared to today's satellites, Sputnik 
was N'ery rudimentary indeed. It did not have a ground system relaying messages 
to the satellite for return transmission. There was no real message broadcast, just 
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Figure 12-6 Satellite relay permits even greater flexibility to com-
municate over very long distances. The earth station can send 
and/or receive signals from a satellite in space, which in turn can 
relay signals to other earth stations thousands of miles away. (West-
ern Union) 

the continual, intermittent tones. Sputnik's antenna was not directed toward any 
particular part of space or earth; thus it could be heard only when it passed over 
that area of the earth containing a receiving antenna. 

In 1958, the United States launched the SCORE satellite, the first to carry 
a taped message. SCORE was followed in 1960 by Echo I, which became the 
first relay satellite capable of bouncing messages back to earth. Satellite technol-
ogy was now advancing rapidly. The United States' Courier 1-B, also placed into 
orbit in 1960, was the world's first repeater satellite. The repeater satellite dif-
fered from Echo I in that it was capable of receiving signals and then retransmit-
ting them back to earth. With repeater satellites, it was now possible to send 
telephone and television signals by satellite. 

The public's attention to satellite technology again was stirred in 1962 
when a 170-pound satellite named Telstar relayed signals among the United 
States, England. and France. Powered by solar energy, it was the first display of 
television pictures by satellite, and it featured then Vice President Lyndon 
Johnson in the United States, Deputy Chief Engineer Captain Charles Booth in 
England, and Minister of Postal Services and Telecommunications Jacques M. 
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Maretts in France. Headlines greeted the event as a new era and a triumph for 
private industry. 

But the real breakthrough was yet to come. For all practical purposes, 
satellite communication had two big liabilities. First, satellites were useful only 
when they passed over an earth station's repeating or transmitting antennas. That 
meant if the United States wished to send a satellite signal to England, it was 
necessary for the satellite to be within "eye shot" of the two countries. As soon as 
its orbit placed it over another land mass, it could no longer function. Second, 

Figure 12-7 Two generations of 
Western Union satellites—two 
satellites of the Westar domestic 
satellite system and the Western 
Union-NASA tracking and data 
relay satellite. When completed, 
the tracking and data satellite sys-
tem will consist of three syn-
chronous orbit satellites plus an 
in-orbit spare, which will relay 
data between orbiting-user satel-
lites and a ground terminal lo-
cated in White Sands, New 
Mexico. (Western Union and 
TRW Defense and Space Sys-
tems Group) 
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satellites had short life spans. Since the perigee, the point closest to the earth 
during an orbit, was at very low altitude, gravity would pull the satellite into the 
earth's atmosphere, and it would bum up after relatively short use. The solution 
to the two problems was first to launch a satellite that could be positioned so that 
its orbit would remain at a given altitude, making the apogee, the orbiting point 
farthest away from the earth, equal to the perigee. The second step was to 
position the satellite so that its orbit at 22,300 miles above the earth would travel 
at the same speed in proportion to the earth's rotation, resulting in a synchronous 
or geostationary orbit. Although the satellite was orbiting at a faster rate than the 
earth because its circumference path was larger, the satellite appeared to remain 
stationary above the earth at a stationary- point in space. 

The feat was accomplished by Huges Aircraft Company engineers Harold 
Rosen, Donald Williams, and Tom Hudspeth. In July, 1963, crews at a ground 
station in Lakehurst, New Jersey and on board the Navy ship Kingsport stationed 
off the coast of Nigeria waited patiently for the launch. Then through the ship's 
speakers came a voice saying, "Kingsport this is Lakehurst; Kingsport this is 
Lakehurst; how do you read me?" This crystal clear signal launched a new era of 
communication. It would also launch a new system of satellite development 
called the SYNCOM series, which stood for synchronous orbit satellite. 

Figure 12-8 INTELSAT satel-
lites ringing the earth. (Courtesy, 
Hughes Aircraft Company) 
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Following the development of synchronous orbit satellites, engineers de-
veloped a satellite antenna system that rotated freely from the base of the unit. 
This enabled a microwave antenna system to point in one stationary direction. It 
was like having a satellite stopped in space pointed at a given spot on earth. 

COMSAT and INTELSAT 

To provide some form of regulation and control over the new developments in 
satellite technology, in 1964, the International Telecommunication Satellite 
Consortium (INTELSAT) was formed. INTELSAT is composed of countries 
working together for the mutual cooperative development of satellite communi-
cation. The manager of INTELSAT is the United States Satellite Corporation 
called COMSAT. COMSAT was formed under the Communications Satellite 
Act of 1962, which provided for our commercial communication satellite sys-
tem. Under the INTELSAT arrangements, there has been a systematic progres-
sion of satellite launches providing cooperative communication lines between 
nations. The INTELSAT series is capable of virtually all types of communica-
tion, including color television transmission (Figure 12-8). The first in the IN-
TELSAT series was the Early Bird Satellite, which was then followed by IN-
TELSAT II. INTELSAT II placed satellites over both the Pacific and Atlantic 
Oceans. The INTELSAT III series placed a satellite over the Indian Ocean, and 
the INTELSAT IV series greatly increased the circuit capability of the system as 
did INTELSAT V. 

domestic satellite systems: Westar and Satcom 

Along with the international satellite systems, a number of domestic satellite 
systems are in operation. In the United States, the Westar system, operated by 
Western Union, and the Satcom system, operated by RCA, provide numerous 
services for companies wishing to lease frequency space. 

The RCA system was inaugurated in 1973 using leased channels from 
Canada's Anik Il satellite and later Westar. Following initial operation of the 
system, RCA launched its own satellites: the Satcom series, Satcom I in 1975 
and Satcom II in 1976. 

Western Union's Westar system has two satellites and an extensive 
ground-based microwave interconnection system. A third satellite is planned. 
The ground-based system consists of five earth stations connecting such cities as 
New York, Atlanta, Georgia, Los Angeles, and Dallas. Earth station 1, outside 
New York City, is the main control point of the system. The earth station in 
Atlanta keeps the satellite antenna in position. The Westar system serves other 
companies besides Western Union. In fact, it is becoming increasingly popular 
as an alternative to expensive telephone facilities for transmitting such messages 
as network radio and television programming. 



POLITICAL ISSUES AND CONTROL OF SATELLITES 

Americans are conditioned to the idea that the First Amendment to the Constitu-
tion is a universally held principle of law and morality—it is not. Its jurisdiction 
applies only within United States boundaries. When other countries become 
involved, as they immediately do with direct broadcast satellite communication, 
new issues of international law and understanding arise. 

legalities and cultural integrity 

These issues were summarized by Paul L. Laskin and Abram Chayes in an essay 
prepared under the auspices of the American Society of International Law and 
published by the Aspen Institute for Humanistic Studies.3 In their summary, they 
contended that there is no way to ensure that television programs sent from direct 
broadcast satellites would remain inside national boundaries. For example, a 
nation surrounded by a ridge of high mountains may effectively keep within its 
boundaries television signals sent from land-based transmitters. However, signals 
from satellites do not respect such natural terrain and can spill over into border-
ing nations. Even new developments in satellite technology that permit signals to 
be directed within areas of approximately 100 miles in diameter still cannot 
provide directional coverage to match the irregular political boundaries. Most 
satellite coverage areas must be circular. When spillover does occur, it can easily 
threaten a nation's culture, integrity, or even its security. 

There is also the fear that the superpowers may be in a position to dominate 
world development of satellite communication. Because the United States, for 
example, has the technology as well as the economic base to develop a worldwide 
system of satellite communication, other countries, especially the less developed 
ones, are resistant to American programming, especially programming from the 
major commercial networks. These nations also fear that bad American pro-
grams may drive out or keep out the good ones.4 

Commercialism is another contested issue. Countries in which commer-
cials are not a major part of the television fare are afraid that the influence of 
United States programming will ignite a commercial bombardment. There is 
also the fear that commercials of one country would tend to create a desire for 
goods of that country and, as a result, provide unfair competition to local indus-
tries. In addition, certain societies are apprehensive that commercial program-
ming will create a thirst for consumer goods and portray consumer-oriented 
societies too positively. Such examples may disrupt national plans for orderly 
social and economic development. 

international law 

Added to these considerations is the difficulty of formulating any international 
law. Laskin and Chayes noted: "Where the Anglo-American countries, for 
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example, proceed pragmatically, formulating the rules of legal behavior as they 
acquire experience, the civil law tradition tends to rely on the codification of 
rules in advance of action."s Such concepts become important when trying to 
establish systems in which agreements will precede the beginning of direct satel-
lite communication into a country, or if the regulatory function is to begin after 
the broadcasts commerce, determining when there may be a need to control 
them. 

Clearly, the solutions to these issues are not easy. In the United States, the 
only two documents that really reflect any attempt to govern satellite communi-
cation are the Communications Satellite Act of 1962 and the Communications 
Act of 1934 as amended. The 1962 legislation was concerned mainly with setting 
up COMSAT, creating a common channel of communication and control with 
other nations, and ultimately fixing the position of the United States with IN-
TELSAT. The 1962 law followed precedents established by the 1934 legislation 
in that the FCC's responsibility for regulating television programming within the 
boundaries of the United States would logically carry over to programming 
beamed outside United States boundaries. Beyond this, however, control is 
vague if not nonexistent. This regulatory gap in American policy toward direct 
broadcast satellite communication is not necessarily negative. Premature control 
could place satellite communication in the same category as cable television, 
which both industry and government officials have contended is being stifled by 
overregulation. The incentive to develop new hardware and software systems 
stagnates when constant rewriting of government regulations leaves companies 
uncertain of definitive guidelines. To prevent this from happening to satellite 
communication, many of the issues and incentives for developing an interna-
tional system of direct broadcast satellites have purposely been kept in the discus-
sion stage. 

COMPUTER TECHNOLOGY 

When station KDKA broadcast the results of the Harding-Cox election returns in 
1920, few people could have imagined that giant computers would someday 
predict with uncanny accuracy the outcome of national elections hours and 
sometimes days before all the votes were counted. The average citizen who sits in 
front of a television set and watches an election night broadcast is perhaps not 
aware of the full scope of the computer's power. For the publisher whose news-
paper must go to press a short time after the polls close, however, with computer 
predictions there is far less chance of headline errors such as the famous boner 
made by the nation's major newspapers in predicting the outcome of the 1948 
presidential election. Harry S. Truman went to bed listening to broadcast reports 
of his loss, only to awake the next morning as president-elect of the United 
States. The ability of the computer to analyze data from selected voting pre-
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cincts, to use voting trends from previous years, to plot trends and probabilities, 
and to predict victories has given added credibility to all media. 

Today's newspaper owes its greatly increased efficiency to computer 
technology. The ability of a major national newspaper to compose pages and 
advertisements, edit copy, set type, and effect regional distribution, all by com-
puter, has become commonplace. Computers also have reduced errors in news-
paper production. In the past, "scissors and paste" manuscripts were marked with 
pencil and passed through many different copy desks. With computers, the copy 
is now clean, and erasures and changes are edited electronically instead of 
manually. Type is set automatically through electrical impulse instead of by 
hand. Even the spacing of the lines and margins has been computerized. 

operation and application 

In most applications to mass communication, the basic operation of a computer 
is information storage and retrieval. The three major components of the com-
puter are input, processing, and output. Data, usually in the form of numbers, 
are entered into the computer by one or more mathematical operations. The 
answer is then typed on a teleprinter or displayed on a visual display terminal. In 
our example of election night news coverage, information about previous voting 
trends first is stored in the computer. This might include the similarity in voting 
of key precincts to the total overall vote of a given area; how this has affected 
previous elections; and the percentage of voters eighteen to twenty-four years of 
age and how frequently they vote as their parents do. On election night when the 
votes are tabulated in the sample precincts, the information previously stored in 
the computer is combined with the new vote totals and then processed. The 
result is a prediction of voting results based on sample data collected in the 
current election as well as on information collected from previous elections. 

A large midwestern newspaper that also owns broadcast and magazine 
interests has most of the company's financial data stored in its computer. 
Through sophisticated analysis, the company can consider such factors as expan-
sion trends toward specialized media, annual billings, rate of inflation, printing 
costs, plant expansion, and countless others, then use the computer to project 
these same cost factors over the next decade. At a command, the company 
president can have at his fingertips what percentage of his operating costs printing 
will consume by the next decade, how much paper he should stock, and what the 
price of advertising will be in the years ahead. Management might then decide to 
purchase more broadcast stations and to sell some of its magazine interests, or 
just the opposite. Management might also decide that it needs to hire more 
employees to keep pace with the company's projected development over the next 
five or ten years. A composite sales chart can be developed by computer so that 
every person will know his or her quota. Perhaps, on the basis of cost data, 
management will even decide to move into other investments related to mass 
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communication, such as purchasing a chain of movie theaters or starting a book 
publishing company. 

Another use of the computer is to help mass media sales personnel sell 
advertising. If you were sitting in the office of a major advertiser selling a segment 
of network television programming, you would find the computer indispensable. 
Assume that the sale is in the neighborhood of $200,000 for a series of network 
commercials. You have just spent the past hour convincing the prospective 
advertiser how good your network programming is and how a commercial on 
your network will reach more prospective buyers than another network can 
deliver. Just then your client says, "OK, I'll buy if you can place all the commer-
cials in a certain selection of afternoon programming, alternating them every 
other day and alternating programs as well, but with three commercials running 
every day in one very popular program." The complexity of the request may 
boggle your mind. Moreover, if the competing network's representative was 
outside in the waiting room, it could be even more serious. To return to your 
office, work out the schedule, and then call her back could mean the loss of 
$200,000, plus your commission. Her interest could dwindle after you left, and 
the competition could steal your sale. Instead, you simply call your office and ask 
the traffic director to check the time availabilities on the computer for the 
requested advertising schedule. In a matter of seconds, the computer feeds the 
information to the traffic director who tells you the requested time is free. The 
time slots you sell are then logged into the computer, and that action prevents 
another member of the sales force from selling them to another prospective 
advertiser. New developments in computer hardware also enable you to carry a 
miniature teleprinter in your briefcase. This teleprinter enables you to make 
direct contact with the computer by using the phone on the advertiser's desk, and 
both of you can watch the advertising schedule being printed right before your 
eyes. 

The computer can also be used in broadcast engineering. For example, the 
chief engineer at a modern broadcasting complex can go directly to a visual 
display terminal (Figure 12-9) or can read computer printout data on the opera-
tion of the station's transmitter or automation system. In the past, the same 
engineer would have to spend much time each day walking around with a 
clipboard taking meter readings required by the FCC. Now, the computer re-
ceives data directly from the transmitter and translates this into a printout of the 
meter readings. The computer also stores these data for future reference. For 
example, by reviewing a list of the times the transmitter was off the air, the 
engineer can tell what the operating time of many key instruments is. He can then 
prepare for future equipment failures by replacing these instruments before they 
wear out. 

New developments in computer technology have also been applied to radio 
and television production. A disc jockey can sit at the controls of a radio station 
and, with a keyboard and VDT nearby, automatically select the next song to be 
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aired (Figure 12-10). A television program is recorded on magnetic videotape in 
much the same way that sound is recorded on magnetic audiotape. If a section of 
videotape needs to be edited, you find that portion of the tape and then electroni-
cally edit it. You may have two videotapes and want to blend video from both of 
them onto a third tape. You may want to dissolve or slowly change from one tape 
to another. Simply turn on the tape machines, and the computer will automati-
cally edit, stop, and start the tapes exactly when you command it. Also, you 
might want to insert a sound effect at the moment a specific picture appears. By 
giving pre-edit commands to the computer, the exact picture and sound combi-
nation will occur automatically. The time segments on the computer are very 
detailed, down to tenths and even hundredths of a second. The ability to edit in 
such detailed segments permits almost error-free editing. 

transition to computer technology 

The integration of computer technology into mass communication did not occur 
overnight. There naturally has been some resistance to computers by segments of 
organized labor who see union jobs being eliminated or reduced. In many cases, 
these fears have been justified. Linotype operators who have spent their lives 
setting type face a bleak future as the linotype machine simply disappears. 

Psychological adjustment also enters the picture. The reporter who has 
made a living pounding out stories on an old typewriter for the past twenty-five 

Figure 12-9 Satellite control centers can select and transmit pro-
gramming to any number of selected geographical regions. 
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SUMMARY 

Figure 12-10 Disc jockey Johnny 
Walker at radio station CIOCL in 
Calgary, Canada uses a com-
puter-based system to select rec-
ords for airplay. (Moffat Com-
munications photo) 

years may be hesitant to give up the "friend" and replace it with an electronic 
keyboard and visual display terminal. In most cases, however, the remorse is only 
temporary, and after there has been ample opportunity to become accustomed to 
the new equipment, the changeover is welcomed. One newspaper made the 
transition to a computerized system by first installing electric typewriters. The 
feeling of the managing editor was that the electric typewriters were the real 
transition, not the electronic keyboards and visual display terminals. Most of the 
employees, therefore, easily made the adjustment to computers. However, one 
reporter did run into trouble when he wanted to use a slightly off-color word 
which had come into acceptable vogue. Programmed into the computer was a 
block system in which a list of certain words would not appear in printed type. 
When the reporter wanted to use the word as an adjective, the computer refused 
to print it. Incidents like this are common. At a major wire service bureau, it was 
discovered that the static electricity built up in the rug would, when an employee 
wore wool clothing, erase portions of completed stories from the visual display 
terminal. In both the above cases, some minor adjustments solved the problem. 

CATV, called cable or community antenna television, first was developed in the 
1940s when large community antennas were shared by many people living far 
away from television stations. Later, cable developed as a two-way communica-
tion medium. Today, cable systems offer the potential for home hookups with 
central computers, medical monitoring, grocery shopping, and access to first-run 
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movies. When public resistance to the new two-way cable systems begins to 
diminish, more opportunities for using the system will unfold. 

Satellites have been important in fostering international mass communica-
tion. The first satellite in orbit was the Russian Sputnik. It was followed by the 
American SCORE satellite and then Echo-I, the first relay satellite. The United 
States's Courier 1-B was the first repeater satellite. The world body governing the 
development of satellite communication is the International Telecommunica-
tion Satellite Consortium called INTELSAT. The management of INTELSAT 
is under the United States's Communication Satellite Corporation (COMSAT). 
There are many policy issues still affecting the development and operation of 
satellites. Cultural invasion by television programs from other countries is one 
major concern. 

Computers also are essential to mass communication. From the rapid 
tabulation of election-night results, to making management decisions, to sales 
assistance, computers are yet another example of hardware systems making the 
process of mass communication more efficient. 
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Wire Services, 
Syndicates, and Networks 

Although the media themselves are key links in bringing communication to a 
mass public, they are supported by many other media services. This chapter 
examines three such services that support both the print and broadcast media. 
First, few newspapers could successfully gather regional and national news with-
out the help of wire services. Broadcasters would have similar difficulties. Sec-
ond, neither the comics nor single panel cartoons, among other features, would 
appear in most newspapers or magazines without the help of syndicates. Many 
radio and television programs also reach the airwaves through this syndicated 
service. Third, both radio and television stations would have a difficult time 
filling their programming schedules without the services of some type of network. 
Let us begin by discussing wire services. 

THE WIRE SERVICE CONCEPT 

CBS iicu s commentator Walter Cronkite once described working in a wire 
service as being in the "hot seat" of journalism. His analogy is not far from the 
truth. Sometimes called press associations or news services, wire services are 
essential information support systems for many mass media. Radio and television 
stations, newspapers, and specialized publications such as news magazines all 
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use wire services as a source for their presentations. The most familiar wire 
services are the Associated Press (AP), United Press International (UPI), and 
Reuters. Stop and listen carefully to a television or radio news program. You will 
hear many reporters introduce the news program with a reference to the wire 
service. The reporter may say, "and now from the wires of United Press Interna-
tional," or "the Associated Press stated today ...." What follows is a story origi-
nally sent to subscribing media through a system of leased telephone lines and 
teletypes or teleprinters. Much of the national and international news offered by 
radio and television stations or newspapers comes from the wire services. Even 
networks rely heavily on wire services. It is obviously impossible for every radio 
and television station or newspaper to have correspondents throughout the world. 
The wire service is an important link in providing information to these media 
and consequently to the public. 

in the beginning: AP and Reuters 

The modern concept of wire services began in 1848 in the office of the New York 
Sun where New York newspaper publishers met and formed a news gathering 
organization called the Associated Press. Dr. Alexander Hones directed AP until 
1851 when Daniel Craig, who had started AP's first foreign bureau two years 
earlier in Nova Scotia, became head of the organization under the title of 
"general agent." Mass transportation systems not only increased the potential 
number of newspaper subscribers but also created a demand for news content 
beyond the provincial reporting that permeated local presses of the era. In the 
same decade, the telegraph had become a major communication link. It pro-
vided instant news to places that just a few years earlier had waited for months to 
learn of events happening a mere hundred miles away. 

Reuters pigeon service 

At the same time Craig took over at AP, Paul Julius Reuter began his first full 
year of operating a European carrier pigeon service relaying economic news to 
bankers between Aachen, in what is now West Germany, and Brussels, Belgium. 
The distance between the two points, 100 miles, was a large gap in the already 
developed telegraph network, and Reuter was able to bridge this gap. Not long 
after, Reuter hired help to run his own pigeon service and moved to London to 
try to develop a stronger base for his operation and also to have access to the 
coming Atlantic Cable. Although the London stockbrokers were eager for eco-
nomic news, the London newspapers were not. It was not until 1858, after 
Reuter had provided a free trial service to the newspapers, that they entered into 
an agreement allowing them to receive general news from Europe. 

dissension in the AP ranks 

In our own country, the AP was responsible for much of the news disseminated 
during the Civil War. The journalistic prowess and objective reporting of the AP 
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even gave it exemption from censorship orders by the government. After the end 
of the war, the AP struggled with some organizational problems. Specifically, the 
Western Associated Press complained that it was not receiving enough quality 
news from the New York headquarters bureau, which was controlled by New 
York interests. The Western Associated Press claimed that when the New York 
press learned of a big story, instead of turning it into the wire service for distribu-
tion, they would simply hold on to it. Even today, if a major paper or a radio or 
television station wants to keep a scoop story from its competition, it may not 
immediately turn over the story to the wire service. Although the AP is legally 
entitled to all news gathered by its subscribers, there is no contractual agreement 
binding the subscriber to relay a major scoop immediately to the wire service. 

The split between the two factions of AP temporarily healed, and the wire 
service expanded its operation with the development of its own leased lines for 
exclusive AP distribution. However, the split appeared again in 1891 when an 
investigative team of the western group went to New York and discovered that 
some of the key AP people were in a secret news trade agreement with and were 
shareholders in a rival organization called United Press. This United Press was 
no relationship to the later service that eventually evolved into UPI. The out-
come of the investigation was the formation of the Associated Press of Illinois, 
which was incorporated as a nonprofit organization and became the foundation 
for the modern AP. AP of Illinois also entered into agreements with foreign press 
associations, including Reuter's, which increased its coverage of foreign news. 

John Vandercook and United Press 

In 1897, the old United Press went out of business and left the new AP without 
any real competition. At about the same time, a twenty-five-year-old New York 
correspondent with the Scripps-McRae newspapers was beginning his career as a 
foreign correspondent and pursuing the opportunity to develop and enlarge the 
international wing of the Scripps-McRae Press Association. His name was John 
Vandercook. Seven years after his successful foreign assignment, he walked into 
his boss's office and asked E. W. Scripps for a promotion. He got it and began a 
fifteen-month position as editor of the Cincinnati Post. Not satisfied with being 
an editor, Vandercook again approached Scripps with an ever weightier proposi-
tion. Since the end of the old United Press in 1897, the Scripps papers had not 
fared well. Their own Scripps-McRae Press Association was no match for AP, 
but membership in the rival wire service was not an attractive prospect. Vander-
cook proposed consolidating the Scripps-McRae Press Association with the East 
Coast Publishers Association and the Scripps News Association, which served the 
West Coast members of the Scripps chain. Scripps bought the idea, and the three 
merged into a new press association called United Press. United Press prospered 
even after Vandercook's death a year later in 1907. In 1958, it merged with the 
International News Service to form United Press International. During the years 
between its founding and the merger, it also became the first major supplier of 
news to broadcasting stations and gave the broadcast media equal status with 
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newspapers in helping to determine wire service policies. It also launched UPI 
Audio to provide radio stations with audio actualities, correspondent reports, and 
regularly scheduled newscasts. AP began a similar audio service in 1974 called 
AP Radio. 

Meanwhile, Reuters was developing its own sizeable list of subscribers in 
the United States and especially in Europe. It continues to support many indi-
vidual European bureaus that specialize in news services for specific countries. 
In 1967, it terminated agreements with AP and has since made great strides on its 
own, including the development of general and specialized services for the news 
media and such financial institutions as the Reuters Financial Report, Reuters 
Commodity Report, ,Reuters Money Report, and Reuters Metals Report. 

USING A WIRE SERVICE 

To understand how wire services function and how they are used by individual 
media, let's eavesdrop on a conversation at a local radio station. We are standing 
in the news room as the news director walks in. It is 6:00 A.M., and part of the 
news team is already sitting around having coffee. The "sitting around" will stop 
shortly; the coffee will remain a constant friend throughout the day. 

News Director: What's it look like today, gang? 

Reporter: We've had a big night. The jury on the Simpson case didn't get in 
until 1:30 this morning. 

News Director: Did you get the story finished? 
Reporter: I roughed out a draft and called it in to the wire service. They sent out 

a story on the morning split. They included some background information 
that we had overlooked. I had forgotten that Simpson had also been in-
volved in that bank holdup five years ago. 

News Director: Anything else breaking? 

Reporter: Yea. Remember the hustler on the loan fraud case in Gainesville? 
Well, the wire says he tried it again last night and picked an undercover 
state trooper for his customer. 

News Director: Call the state police headquarters and see if you can interview 
the trooper. We'll use it as an audio actuality. 

Reporter: Already did that. Also there are some stories on the wire about the boy 
scout troop that uncovered the Indian ruins. It has some local interest for 
scouts in this area. There is even a good kicker story on the wire which 
should make you think about stopping your smoking, boss. 

News Director: What's that? 

Reporter: Some guy was out riding with his girlfriend in his convertible last 
night. She was driving and he was sitting in the passenger seat smoking a 
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cigarette. The wind hit the cigarette ashes and burned a hole in his pants. 
He jumped up in the open convertible just as his girlfriend took a sharp 
S-curve. He fell out of the car and is in the hospital with a concussion. 

From our conversation, let's examine the uses of a wire service. Keep in mind 
that a similar conversation could have taken place in a television station or a 
newspaper news room. 

backgrounding stories 

From the wire, the news team acquired additional information about local 
stories. Although the reporter had the information about the jury in the Simpson 
trial, the wire service filled in the details that gave greater depth to the story. The 
wire service also added another dimension to the station's news programming, an 
audio actuality, the recording of the "actual" sounds in the news. A portion of 
the station's interview with the state trooper will be used in the local newscast as 
an audio actuality. A television station or newspaper could accomplish the same 
thing with videotape. Our radio reporter also used the wire service as a source of 
new information—the story about the boy scout troop uncovering the Indian 
ruins. The wire even had a kicker story. This refers to the closing story of a 
newscast, which is in many cases a humorous anecdote, such as that about the 
fellow who fell out of his convertible. 

We also heard some newsroom jargon during the conversation. For exam-
ple, the word split was used to refer to a given news report sent over the wire. In 
wire service terminology, there are state splits, regional splits, morning splits, 
evening splits, and so forth. A split is simply a feature newscast on a particular 
region or a specialized interest, such as business, agriculture, weather, or sports. 

audio services 

Along with the printed copy, a wire service also offers audio feeds to subscribers. 
The audio feed is sent via telephone lines to local radio stations where it is either 
recorded or aired live. Audio feeds can be a single story or a complete newscast, 
such as UPI Audio or AP Radio provide. When your local radio station airs an 
interview with an international leader, the chances are that the interview was 
recorded first on location, then sent to the wire service headquarters by telephone 
where it was recorded and added to an "audio file" with other prerecorded stories. 
At a given time, all of the prerecorded stories in the wire service's audio file are 
sent to all subscribing stations through leased telephone lines. If you were re-
sponsible for preparing a radio newscast, you would learn which prerecorded 
stories were available by checking the wire service audio billboard which periodi-
cally clears the teletype. 



picture wires 

Many of the pictures you see in the newspaper are also prepared by the wire 
services. Most newspapers subscribe to a picture wire. The next time you read the 
newspaper or look at a news magazine, examine the photographs. Probably 
under one of them will be the words AP WIRE PHOTO or UPI WIRE PHOTO. 
In each case, the picture was transmitted through a special photo transmission 
system to the newspaper or magazine. New developments in wire photo trans-
mission have made it possible to transmit photos of almost lifelike quality. Using 
a process similar to color television, color pictures also can be transmitted. 

video feeds 

Television stations also can benefit from wire service photographs. For example, 
video systems make it possible for television stations to receive daily video feeds of 
both still and motion pictures from the wire service. These are recorded on the 
station's videotape recorders and are later used in television newscasts. 

THE BUREAU'S ROLE IN GATHERING NEWS 

The major wire services have bureaus throughout the world staffed with experi-
enced reporters, photographers, and editors all responsible for gathering and 
disseminating news to subscribers (Figure 13-1). In the United States, wire 
service bureaus are located in state capitals and metropolitan centers. Many of 
the major bureaus are responsible for disseminating world news that they receive 
from other wire service bureaus. In wire services, then, we have one of the most 
important gatekeepers of mass communication. In any given twenty-four hour 
period, wire service bureaus determine the news that billions of people will hear, 
see, and read. 

reporters, photographers, and technicians 

When a major story breaks, a wire service bureau may dispatch a reporter, 
photographer, and technician to cover the event. In many cases, one person 
performs all of these tasks. The nature of the wire service as news supplier to 
subscribers over a wide region requires that it carry the big stories and leave less 
important or local interest stories for individual broadcast stations and news-
papers to carry. When major news does break, wire service reporters are under 
considerable pressure to get as much accurate information over the wire as soon 
as possible. After all, these reporters are actually doing the leg work for a large 
group of professional journalists who are dependent on their first hand reports. 
Added to this is the pressure of competition among rival wire services. 
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Figure 1 3-1 Large wire service bureaus process millions of words of news copy every day 
and distribute it throughout the world. Once primarily the workhorse of the newspaper 
industry, wire service bureaus now serve broadcast and cable clients as well. (United Press 
International) 

covering major events 

An example of one enterprising wire service reporter in action is the account of 
UPI reporter, John Gregory, now assigned to the Chicago Bureau. Late one 
afternoon when Gregory was still with UPI's Indianapolis Bureau, a passenger jet 
collided with a small plane above the Indianapolis airport, and both planes 
crashed, killing all aboard. It was one of the country's largest air disasters. 
Gregory left the office, and, in the process of driving to the scene of the event, 
pulled into a service station to ask directions. There he encountered a student on 
a school bus who had been an eyewitness to the event. Gregory directed the 
student to a telephone at the gas station, called UPI Audio headquarters in New 
York, and instructed the student to tell the wire service audio bureau about his 
eyewitness account of the crash. The New York bureau recorded the student's 
remarks. Continuing on his way to the scene, Gregory again stopped to ask for 
directions, this time at a nearby farmhouse. He was met at the door by a lady who 
had been picking vegetables outside when the crash occurred and had therefore 
been another eyewitness. In a few moments, Gregory had placed another call to 
UPI Audio in New York, and the woman was giving her eyewitness account of 
the event. Subscribers to UPI Audio thus had access to eyewitness interviews 
ready for airing on their evening newscasts, something that most other stations 
could not match. Gregory followed up the story that night with data on casual-
ties, flight plans of the aircraft, and background information on the personal lives 
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of passengers who never reached their destination. It was an example of what 
working at a wire service and being on the "hot seat" is like. 

THE SUBSCRIBERS' ROLE IN GATHERING NEWS 

Not all the work in gathering news falls on the shoulders of the wire service. It 
would be simply impossible for a wire service bureau to cover every news item in 
its assigned area. So they count on their sybscribers to tip them off to major 
stories and to provide in-depth coverage of others. It is this willingness on the part 
of subscribers to contribute news to the wire service that improves the quantity 
and quality of news sent to all subscribers and, consequently, to the public. For 
example, AP is organized as a news cooperative and is entitled to all of the news 
that its subscribers gather. UPI is not automatically entitled to news that sub-
scribers gather but does not operate at a disadvantage to AP. Both arrangements 
work equally well. AP simply puts into contractual terms what UPI has in an 
unwritten agreement. In some instances, subscribers are paid a nominal fee for 
their efforts. This token payment does not buy subscriber loyalty, however. The 
wire service's ability to provide a significant amount of important, accurate news 
on a regular basis is what keeps a subscriber renewing his or her contract. 

Theoretically, the more subscribers a wire service has, the more informa-
tion that can be fed back to the wire service from local areas and distributed to all 
other subscribers. In some states, the dominance of one wire service has created a 
lopsided situation, resulting in that wire service disseminating more stories of 
better quality. 

SPECIALIZED WIRE SERVICES 

Our discussion of wire services has centered on the major wire services of AP, 
UPI, and Reuters. There are also many specialized wire services serving specific 
news markets. We have already mentioned those furnished by Reuters. Another 
example is the Commodity News Service headquartered in Chicago and Kansas 
City. The Commodity News Service provides a series of specialized market 
analysis wire services of specific types of information. For example, it offers the 
Lumber Instant News (LIN), carrying such information to the lumber industry as 
daily cash prices of plywood, forest ranger reports, construction trends, and 
mortgage and financial information. This information is not only of interest to 
the mass media located in the heart of the lumber country but also provides an 
important service for the lumber industry, a subscriber to the LIN wire. Com-
modity News Service also offers the Farm Radio News (FRN) and Grain Infor-
mation News (GIN), both offering crop reports, market quotations for the United 
States and Canada, and information on planting conditions. Also available are 
the Activity Commodity Trading News (ACT), Livestock Feed and Market News 
(LFM), and Poultry and Egg News (PEN). 

Another example of a specialized wire service is the Public Relations Wire. 
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It is for the exclusive use of companies or other institutions and individuals who 
want to disseminate press releases through a wire service rather than to send them 
through the mail. Sending a press release over a wire service provides an aura of 
importance and urgency that the mail cannot convey. The income for the wire 
comes from two sources—subscribers, such as newspapers, broadcasting stations, 
and networks; and the companies which pay a fee to have their news releases 
distributed. 

At first you might ask, "Why would any medium want to subscribe to a 
public relations wire?" The answer lies in its content and in the speed of distribu-
tion. Certainly much of the information received from such a source is biased in 
favor of the company or institution that distributes it. On the other hand, special 
feature information from a particular company or institution—discussing a 
major industrial development, executive transfers, or quarterly earnings—may 
be of interest to a specific public. Highly competitive media, such as the net-
works or media that carry a significant amount of financial news find the wire 
informative and rely on it for information a day or two in advance of the 
mails—and therefore well ahead of the competing media. 

WIRE SERVICES AND NEW TECHNOLOGY 

New technology has greatly increased the efficiency of the wire service. For 
instance, it is now possible to transmit wire photos through the process of elec-
trostatic transmission. Using specially prepared paper, this system processes pic-
tures to subscribers as glossy prints on dry paper ready for printing. Before the 
electrostatic process, subscribers still had to develop wire photos for printing. The 
new system, pioneered by UPI, not only facilitates the work of the photo editor 
on a major newspaper but also makes it possible to use photos received only 
minutes before press time. 

The computer also has been important to wire service operation and is now 
responsible for the storage and retrieval of most copy disseminated from wire 
service bureaus worldwide. No longer is the typewriter the standard piece of 
equipment in the wire service bureau. It has been replaced by the visual display 
terminal. As noted earlier, the VDT is a television screen with a keyboard on 
which are typed the stories to be sent to subscribers. The stories are then edited 
and stored in a computer until ready for transmission. At any point during the 
transmission process, an editor can call forth on the VDT a list of stories cur-
rently stored in the computer and then determine which stories are to be sent and 
in which order. 

access to stories 

There are tremendous advantages to a computerized wire service system. Besides 
speed and efficiency, local news editors have access to stories formerly available 
only to national wire service editors. An editor in Iowa, for example, might want 
a feature article on harvest conditions in other parts of the world. Previously, the 
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national wire service editor would control the dissemination of such features. 
Now the Iowa editor can scan the list of wire service stories on file in New York 
and call forth to his or her own VDT a completed story about harvesting. If the 
Iowa editor likes the story, a command to the computer will order that complete 
story automatically typed on the local teletype, ready for printing. 

Even the teletype is succumbing to new technology and is being replaced 
by the quiet, compact teleprinter. Used in many bureaus and news rooms 
throughout the world, the teleprinter eliminates the familiar drumming sound of 
the teletypes associated with radio newscasts for decades. The small, boxlike 
machine sitting on a stylish base joins the silent VDTs in news rooms where the 
only sounds are those of conversation, not of pounding typewriters and clicking 
teletypes. 

increased channel capacity 

Channel capacity is another important consideration of wire services. By channel 
capacity, we mean the number of words a wire service can transmit during a given 
time period. In effect, this determines the amount of information a subscriber 
can receive. In the past, the channel capacity of standard teletype systems with 
information transmitted over telephone lines was limited to approximately 66 
words per minute. However, new developments in technology, including high-
speed teleprinters and cable systems, have the potential channel capacity of 
70,000 words per second. Although the average news room will not ever receive 
that much news, developments such as these allow subscribers to receive an 
almost unlimited amount of news in any twenty-four hour period. 

The future of wire services depends on their ability to remain free and 
independent suppliers of news. Currently, they are facing serious price squeezes 
because of increased costs for leased lines. If they can survive this era financially 
intact, and there is every indication that they will, new technology such as 
satellite communication may aid in disseminating the news to their subscribers 
much more economically. 

FEATURE SYNDICATES 

The next time you read the comics or your favorite feature column in the 
newspaper, notice in the corner of one of the panels or columns the small print 
reference to the copyright of a syndicate. The small print with the name King 
Features Syndicate, United Features Syndicate, National Newspaper Syndicate, 
or a similar reference spells the story behind one of the most important informa-
tion systems for the newspaper and magazine industries. These publishers sub-
scribe to syndicates in the same way they subscribe to wire services. In the past 
seventy years, the role of the syndicates has steadily increased in size and impor-
tance. Moreover, newspapers long ago learned that the features they carry often 
determine the size and loyalty of their readers. Although people turn to the 
newspaper for news, they also depend on the newspaper for entertainment— 
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entertainment that is just as important to the lifeblood of the newspaper as 
programming is to radio and television. It is mostly for this that the syndicates, 
sometimes called feature or press syndicates, operate. 

Even books can become an important part of syndicate publication. Many 
times a syndicate will purchase the rights to a book and release it piecemeal 
before the complete publication is made available to the public. Along with 
providing good reading material for many magazines, the author and publisher 
also receive beneficial promotion. Records of special events are also syndicated. 
Many of the Apollo astronauts syndicatd the stories of their adventures in space 
as have famous explorers. 

SYNDICATED COMICS 

Of all the syndicated features, perhaps none reflects the concept more than the 
comics. Throughout this century, comic strips have reflected virtually every 
segment of life and have stereotyped such characters as the fighting soldier and 
the kid down the street. Every family with children can identify with such strips 
as Dennis the Menace, Blondie, and Tiger. The world of law enforcement has 
been accorded its share of attention through decades of Dick Tracy. We have 
watched this world-famous police officer tackle criminals with such crime fight-
ing devices as two-way wrist radios and later two-way wrist television. The 
universal experience of romance has been captured in such popular strips as 
Juliet Jones and Mary Worth. 

Although not new, direct social commentary has become acceptable comic 
material and has gained popularity and loyalty among comic enthusiasts. One of 
the most successful is the strip Doonesbury, created by a twenty-five-year-old 
Yale student named Gary Trudeau. The strip, an outgrowth of the turbulent late 
1960s, first appeared in the Yale Daily News before being discovered and syndi-
cated by Universal Press Syndicate. This comic has taken an almost no-holds-
barred approach to current issues. In fact, some newspapers have refused to run 
certain episodes that pertain, by name, to some of the highest officials in gov-
ernment. Treatment of issues such as the energy crisis, protest marches, hippies, 
drugs, communal living, and life at the White House is common. Current 
estimates by Universal list the readership at eighteen million. 

Syndicated artists and writers have emerged from some strange and unre-
lated backgrounds. Not atypical are the personal backgrounds represented by 
employees of King Features Syndicate. According to the Syndicate, Otto Soglow, 
who created The Little King, was a dishwasher, shipping clerk, and switchboard 
operator; the creator of Prince Valiant, Hal Foster, worked as a trapper, hunter, 
and boxer; Chic Young, who created Blondie, was once a mailcarrier; and Roy 
Crane, who created Buz Sawyer, claimed to have once been a hobo. But before 
you decide immediately to become a feature syndicate writer or artist, keep in 
mind that on the average, only about 1 in 10,000 attempted features ever reaches 
publication. 



the readership 

Of those that do reach publication, the impact and readership are astounding. In 
comparison, syndicate publications hold their own among such media systems as 
the networks and wire services. Unofficial estimates for the comics alone range in 
the vicinity of 100 million readers per day. The comic strip characters have also 
traveled beyond the pages of newspapers. Major radio serials have been devel-
oped around various comic strip personalities as have special radio and television 
programs. For example, Charlie Brown is not only a favorite among newspaper 
comic readers everywhere but has also starred in several prime-time television 
specials. In addition, his dog Snoopy adorns the dormitory rooms of count-
less students as a cuddly stuffed pillow dog, a perky poster, or in the form of 
countless other knickknacks.The character Ziggy, created by Tom Wilson of 
American Greetings Corporation and syndicated by Universal Press Syndicate, is 
also seen in stores as the little statue with the funny sayings inscribed on its base 
which seem to say anything you want about this charming little underdog. 

panel cartoons 

Panel cartoons are also popular syndicate features. These are cartoons contained 
in a single frame instead of a series of frames. Popular single frame cartoons 
include Dennis the Menace, Marmaduke, Crin and Bear It, and Dunagin's 
People. Editorial panel cartoons are syndicated in virtually every major news-
paper in the free world. 

As long as people continue to enjoy the escape to identification with 
characters whose experiences and life styles are similar, so will syndicate publica-
tions continue to thrive. With the ability to adapt to changing moods, issues, and 
experiences, the features of a syndicate can live almost indefinitely, appealing to 
generation after generation. Although the high cost of newsprint and other 
expenses associated with newspaper production have cut many pages from the 
print medium, the loyalty of readers to the comics and other features has been 
too steadfast for editors and publishers to gamble with removing some of the most 
popular characters of our daily lives. 

EARLY SYNDICATE DEVELOPMENT 

The beginning of the syndicate can be traced back to the late nineteenth century 
when Joseph Pulitzer published in the Sunday editions of his newspapers a comic 
character created by cartoonist Richard F. Outcault. But Pulitzer did not keep 
Outcault very long. The cartoonist soon began working for William Randolph 
Hearst and created his cartoon character, the "Yellow Kid," as mentioned in 
chapter 2. The success of the syndicated features became apparent as newspapers 
realized there was more to attracting readers than just publicizing hard news. 

310 
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Following the Yellow Kid, the Katzenjammer Kids were born, and they were 
joined in the early 1900s by such strips as "Mutt and Jeff" and in 1917 by "The 
Gumps." 

Hearst and King Features 

Hearst also guided the founding of King Features Syndicate which was responsi-
ble for producing comic strips and other features for the Hearst newspapers as 
well as for subscribers. "Happy Hooligan" and "Bringing up Father" appeared 
along with book reviews, fashion features, and reproductions of art. M. 
Koenigsberg became the first president of King, and some of his early writers 
included George Bernard Shaw and William Jennings Bryan. Today, King is 
responsible not only for its printed features but also for the production of radio 
features and cooperative ventures into motion pictures, such as the film The 
Yellow Submarine. 

John Dille and Buck Rogers 

Another syndicate pioneer, John Flint Dille, founded the National Newspaper 
Syndicate in 1916. Dille, who had an interest in science and the intellect, 
combined these qualities in 1929 to create the popular "Buck Rogers in the 25th 
Century." The series was the forerunner of science fiction. One of the characters 
in the series, the famed Dr. Huer, differed from the usual athletic hero. He was 
an intellectual who was responsible for applying the discoveries of science to the 
imagination and creating mind-expanding adventures. He planted in many 
young readers of the era a hunger for scientific knowledge which undoubtedly 
influenced many of their professional careers. Along with becoming a successful 
and profitable entrepreneur, Dille wanted to give some social significance to his 
enterprise. So at a time when the word "psychology" still belonged to the realm 
of skepticism and suspicion, Dille launched the feature called "Let's Explore 
Your Mind," written by Dr. Albert Edward Wiggam. Dille's son, Robert C. 
Dille, now heads National. 

Many other feature syndicates developed concurrently. The principal wire 
services also entered the feature syndication field. Many major newspapers have 
syndicated their best writers and artists, including the Washington Post, Chicago 
Tribune, New York Times, Los Angeles Times, and Denver Post. Individual 
writers and artists also have independently syndicated their material for distribu-
tion. 

SCOPE OF SYNDICATES: GOLF TO GALL BLADDERS 

The scope of content found in contemporary syndicate features is as broad as the 
tastes of the readership they serve. For example, our preoccupation with the sport 
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of golf has prompted the syndicated "golf tips" of such sports immortals as Arnold 
Palmer, Gary Player, Sam Snead, Cary Middlecoff, Jack Nicklaus, and many 
others. "Mark Trail's Outdoor Tips" and the Publisher Hall Syndicate's "Jimmy 
The Creek' Snyder," plus many other sports cartoons, are further examples. 
Syndicated columnists themselves are popular with many readers. Jack Anderson 
has become a journalistic legend with his inside scoops on happenings in gov-
ernment. Other syndicated political columnists included on editorial pages in-
clude Rowland Evans, Robert Novak, and Carl Rowan. In some areas, regional 
columnists are also popular. 

In addition, such specialized features as "Ann Landers" have gained tre-
mendous loyalty among readers. Victor Reisel writes about the labor movement 
and has a wide following in areas in which a significant percentage of the 
readership are union members or come from union families. Hobbies have 
always been popular syndicated subjects, and many run on a seasonal basis, such 
as those dealing with gardening and landscaping. Medicine is also a popular 
feature, and the number of famous doctors writing syndicated columns has 
increased steadily. One of the most famous is Dr. Spock, the "baby doctor," 
whose column is found not only in newspapers but in magazines as well. Dr. 
Brady's health advice was syndicated by the National Newspaper Syndicate for 
over fifty years. National also syndicated the column by Dr. Lindsay Curtis 
entitled "For Women Only," which deals exclusively with women's health prob-
lems. 

SYNDICATED BROADCAST PROGRAMMING 

While feature syndicates provide newspapers and magazines with much of the 
material that reaches readers, syndication is also becoming a big business for 
broadcast programming. For example, some shows run a successful schedule on 
the network and are then syndicated, that is, sold directly to individual television 
stations for local programming and sponsorship. Shows such as Bonanza, 
Ironside, Star Trek, The Mary Tyler Moore Show, Gunsmoke, and 
countless others have not only made a successful run on network television but 
are now reaping additional income through syndication. In certain instances, 
production companies, the organizations that first produce the shows, place 
programs directly in syndication instead of first in network television. An exam-
ple of this type of "first-run" or "original" syndication was Independent Televi-
sion Corporation's Space 1999. 

One of the most famous and successful programs to go directly into syndi-
cation was Mary Hartman, Mary Hartman. Having been turned down by net-
works for his program, creator Norman Lear resorted to this direct syndication 
approach. His success startled even the networks. The program dealt with for-
merly taboo social issues. Sex therapy and pot smoking, which had previously 
been left to late-night documentary fare, were discussed openly in Mary 
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Hartman, Mary Hartman. Understandably, some areas of the country protested 
bringing these subjects daily into their living rooms. 

Although the program did not have a lengthy air life, Mary Hartman, 
Mary Hartman had long-range effects on television. The major networks' local 
television affiliates had been increasingly dissatisfied with the type of program-
ming coming from network hoppers. Although other programs had had success 
on the syndication circuit, Mary Hartman, Mary Hartman was a first in the 
amount of attention and popularity that a program had captured going directly 
into syndication. Television station managers suddenly realized that perhaps the 
networks' distribution system might not always produce programming that suited 
their individual market. What is appropriate fare for Portland might not be 
appropriate to Paducah. Why should each city have to suffer with the other's 
programming? If the Portland television station manager can negotiate pro-
gramming for Portland directly with production companies and syndicators, why 
make major commitments to the networks? Although it may be a while before 
the basic structure of the television networks changes and each individual station 
manager programs his or her own station much as radio now programs, this 
possibility is not escaping either the network or local station management. 

HOW NETWORKS OPERATE 

Most television stations operate on a profit. They derive their income from 
advertising, and their expenditures are primarily personnel salaries. But paying 
the number of people necessary to produce eighteen hours of daily local pro-
gramming would bankrupt the average television station. To produce a full day 
of local programming would require numerous sets, production crews, and thea-
ter and film crews, just to name a few. And because of the limited number of 
people a local station is capable of reaching, it cannot charge enough for advertis-
ing to offset the cost of all that production. Thus, the network provides its affiliate 
stations with high-quality programming. Most stations need only to supplement 
this programming with two or three local shows per day, usually news programs. 
Since a network can charge more for advertising because of the large national 
audience it reaches, it can afford to provide programming with the talent capable 
of attracting and keeping sizable audiences. 

Networks also act as a distribution system for commercials as well as for 
entertainment, news, and other types of programming. A national advertiser, 
usually through an advertising agency, can purchase advertising time on a net-
work and reach millions of people without having to contract with each indi-
vidual station. The three major commercial networks all are in competition for a 
share of the total national television viewing audience. The number of viewers a 
network is able to capture, measured in ratings, determines how much money it 
can charge for a segment of advertising. Certain special audience characteristics, 
such as the age and income of the audience, also will affect charges for network 
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advertising. For example, a certain type of sports programming may appeal to a 
special type of audience, such as a predominantly male viewership with an 
average income of over $15,000 a year. Obviously, this type of listener is much 
more capable of purchasing sponsors' products than is an audience of equal size 
but with little buying power, such as a group of preschoolers. Thus, advertising 
on this type of programming will be more expensive. 

The local television station is bound by an affiliate contract with the 
network but is not obligated to carry all of the available network programming. 
Naturally, it is a rare occasion when a local affiliate will not carry network 
programming, although it does happen. It is the local station and not the network 
that is responsible to the FCC for meeting the needs of the station's local com-
munity. Thus, when a local station feels that some type of programming may be 
objectionable to its audience, it may decide not to air the program or to shift it to 
another time period. 

The networks must keep attuned to the needs and desires of their local 
affiliates. A network could not survive if its affiliates objected to its programming 
and refused to broadcast it, because sponsors could no longer be guaranteed a 
specific audience for commercials. Some advertisers might also object to spon-
soring programs distasteful to the public. Thus, it is easy to see that in the long 
run the networks, although competing with each other, still must program shows 
that appeal to the great majority of the national audiences. 

NETWORKS AND OTHER BUSINESSES 

Up to now, our discussion has centered on the networks as systems used to supply 
programming and information to affiliate broadcasting stations. We should, 
however, be aware that the overall corporate structure of the parent corporations 
of most major networks includes other business enterprises, which have a broader 
financial base than the networks alone would have. Often a common theme, 
such as ABC's entertainment basis, runs through all the ventures. Along with the 
ABC television and radio networks, ABC also owns a group of seven AM and 
seven FM radio stations. The seven AM stations include such famous call letters 
in broadcasting as WABC in New York, WXYZ in Detroit, KABC in Los 
Angeles, KGO in San Francisco, KQV in Pittsburgh, KXYZ in Houston, and 
WLS in Chicago. Its profitable chain of theaters also gives ABC financial flexibil-
ity. There is no limit to the number of theaters a corporation can own, but the 
FCC limits to fourteen the number of AM and FM (seven of each) stations under 
single ownership. 

All three of the major networks are involved in major publishing oper-
ations, including books, magazines, and specialty publications. CBS (Figure 
13-2), for example, owns both Holt, Rinehart & Winston and W. B. Saunders 
Company, which publishes specialty material in the health sciences field. CBS 
Consumer Publishing Division publishes Field and Stream, Road and Track, 
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World Tennis, and Cycle World. ABC Publications include more specialized 
magazines, such as the Wisconsin Agriculturist and Prairie Farmer. RCA, of 
which NBC is a part, is involved in publishing through its subsidiary company, 
Random House. Allied publishing interests also are common, such as BFA 
Educational Media products, part of CBS, and RCA's Random House Enter-
prises, designed to compete in direct-mail sales. 

One of the enterprises most closely allied to broadcasting is the recording 
business, in which both ABC and CBS have substantial interests. CBS's pur-
chase of Columbia records in 1938 signaled the beginning of a lasting interest in 
the recording industry. Today, the CBS Records Group includes not only man-
ufacturing and distribution but also talent scouting. Stars such as those of the 
early 1940s were the first on a long list of recording artists that includes some of 
the most popular contemporary singers associated with all different types of 
music both here and abroad. Mounting interest in tapes has also helped the 
industry. Closely aligned to CBS's recording interests is the CBS Retail Stores 
Division. Headquartered in California, the division includes Pacific Stereo, a 
group of stores selling high fidelity and stereo components, and Discount Rec-
ords, a chain of retail record stores. ABC also has a major records division, 
contracting many important recording stars. Its purchase of Duke/Peacock Rec-
ords now permits ABC Records to produce its own black gospel recordings. 
Group-owned stations, theaters, publishing houses, and recording companies are 
just some of the many diversified interests with which the major networks are 
associated. 

THE NETWORK-AFFILIATE RELATIONSHIP 

A broadcast network is basically as strong as its affiliate stations. Remember that 
without the affiliates there would be no network. To understand the network-
affiliate relationship, it first is necessary to understand the communication occur-
ring between the two. The key element is feedback, feedback from the affiliate to 
the network management. 

commercial networks 

Affiliates make their opinions known to network management through a group of 
delegates, usually certain station managers of the network's affiliate stations. If 
local stations have complaints or opinions they wish expressed to the network, 
they tell their delegates, who in turn meet with the network's management. 
Although no network will act on isolated complaints, when affiliate feedback on 
an issue becomes substantial and is well represented geographically and de-
mographically, then the networks will make efforts to remedy the situation. 

Another method of feedback to commercial networks is provided through 
the clearance ratio. If a network plans to broadcast material of questionable taste, 
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it will notify all the affiliates well in advance of the forthcoming program and 
then air it on closed circuit to all network stations for their perusal. If enough of 
the stations decide they do not want to air the program, then the network will 
realize that it will suffer from the low ratings the program will undoubtedly 
receive. It is then up to the network to decide: (1) to air the program at all; (2) to 
reschedule it for another time period; (3) to permit local affiliates to videotape the 
program, then air it at a later hour; or (4) to cancel the program entirely. 

How do the affiliates make their programming decisions? They do so by 
being responsive to the feedback they receive from their viewing audience. By 
carefully monitoring this feedback, broadcast management can determine what 
is suitable or unsuitable to local audience consumption. However, communica-
ting their preferences to local broadcast management is the public's responsibility. 
Only when individuals take time to communicate their reactions to the local 
broadcaster can the local broadcaster, in turn, relay that feedback to the net-
works. 

public broadcasting 

in the Public Broadcasting Service, feedback has a much different form from that 
originating from commercial affiliates. This feedback comes mainly from what is 
called the Station Program Cooperative (SPC). The SPC utilizes direct feedback 
in the form of financial commitment from affiliate stations to determine which 
programs will make up approximately one-third of the programming distributed 
by PBS. 

Essentially, the SPC operates in the following manner. As the person 
responsible for determining what program will be funded under the SPC system, 
you first will develop a set of national program needs using all of the feedback 
information mentioned above. Based on these needs, you will solicit proposals 
from program producers. From this information, you then will prepare a 
catalogue of the program proposals for use by the individual public broadcasting 
system's licensees in planning their next season's programming. 

This selection process by the individual licensees initiates a direct feedback 
procedure that eventually determines which program will be funded and which 
program will be dropped from further consideration. The first step in this feed-
back process is a bidding round in which the licensees indicate their interest in 
specific programs. At this point, there is no financial commitment by the licen-
see. From this information, the SPC official then determines which programs 
are the top contenders for selection by affiliate stations. After a second bidding 
round, during which the stations begin to commit themselves financially, some 
programs are tentatively accepted, and others are dropped from the list. The final 
step, a purchase round, involves stations making final commitments and pro-
grams being selected. 

Feedback is one of the most important steps in the decision-making process 
of a public broadcasting station. Public broadcasting, by its very nature, must 
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monitor more detailed feedback at every level of the management chain. The 
interests of the local audience become feedback to the affiliates, and these data 
are in turn utilized by the PBS network. PBS programming is generally the result 
of a much more "participatory process" than occurs with other forms of mass 
communication, a type of feedback in which you, as a consumer, can become 
personally involved. 

REGIONAL, INFORMAL, AND SALES NETWORKS 

Along with the major radio and television networks, other types of networks affect 
the flow of information to the public. These are the regional, informal, and sales 
networks. 

Regional networks provide programming and information to specific geo-
graphic areas. They are incorporated into the regular programming of the station 
in much the same way as national network programming is. The regionals' 
supplemental programming, especially news, figures importantly in attracting 
local audiences. An audience in Maine, for instance, is more interested in news 
of Maine and New England than in news of Alabama. With the advent of 
CATV, regional networks have become increasingly important to individual 
stations. CATV takes the station's signal beyond its primary broadcast contours 
into many outlying communities. Since for most broadcasting stations the cost of 
sending reporters to cover all these surrounding areas is prohibitive, the regional 
network solves the problem. 

Informal networks are news networks created by a professional group of 
radio or television news personnel. There is no contract or written document 
spelling out services or agreements. Such networks are in existence everywhere 
and are a big help to participating stations. 

Let's assume that you are working as a radio reporter in a large city and 
want to carry news of three surrounding cities. To do so, you develop an associa-
tion with news personnel at a station in each of the three surrounding cities and 
call on them whenever you need information about a story in their community. 
The advantage of this informal network is that because the desired story is 
important local news, the originating station will probably cover it in depth and 
can provide additional background information that other networks, including a 
wire service, might not have. Usually called co-ops, these informal networks can 
consist of two to as many as fifteen or more newspersons who exchange news on a 
fairly regular basis. 

Sales networks are designed principally for advertising. Although par-
ticipating stations may occasionally receive programming material, this is not the 
network's main purpose. A sales network is usually a group of stations linked 
together through some common bond to benefit all member stations financially. 
As with informal networks, this bond can be aided by a permanent communica-
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tions system, such as teletypes or leased transmission lines. The networks are 
often formed by advertising agencies or broadcast station representatives. 

For example, there might be one such network in an area noted for its 
vacation opportunities or tourist attractions. Let us assume that this area consists 
of three states and that you are responsible for buying advertising for a chain of 
restaurants in the three-state area. You decide to purchase commercials on 
different radio and television stations in the area and are looking for an inexpen-
sive group rate. However, since the stations do not often voluntarily 
cooperate—mostly because they are competing businesses and are perhaps miles 
apart—an advertising agency in the area might contact the group of stations and 
ask if they would like to join together in, for example, a "tourist network." The 
advertising agency or station representative then would sell commercials for all 
member stations, taking a commission from the total price of the commercials. 
All stations would benefit from the sale as would you, the advertiser, who would 
receive a group purchase discount. The difference between this type of a network 
and the others is that dissemination of information is not the primary service 
provided by the network; its benefits come from group purchasing power. 

SUMMARY 

In this chapter we have studied wire services, syndicates, and networks. Wire 
services are responsible for supplying the bulk of news to the mass media, which 
in turn disseminate it to the public through broadcast and printed news reports. 
Specialized wire services carry news designed for specialized audiences such as 
the agricultural and business communities. 

The concept of a wire service actually found its first application in the 
nineteenth century with carrier pigeon service between towns not connected by 
telegraph. The first modern wire service was Associated Press, which did not 
acquire its present form until a dispute between its western and eastern factions 
resulted in the formation of the Associated Press of Illinois. United Press Interna-
tional became the first supplier of news to broadcast stations. Reuters, AP, and 
UPI are the three major wire services. 

Syndicates are another principal source of information for mass media, 
especially newspapers. The syndicate concept, which dates back to the end of the 
last century, has now been applied to everything from books to cartoons. Based 
on this same syndicate principle, many broadcasting stations are also using 
syndicated programming. 

Broadcast networks, especially television networks, are responsible for pro-
viding much of the programming that affiliate stations air. These networks also 
are associated with other businesses through their parent companies. The owner-
ship of motion picture theaters, radio and television stations, book and magazine 
publishing houses, and retail stores forms a broad base of financial support for the 
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networks. In commercial broadcasting, networks are made aware of the concerns 
of their affiliates through affiliate representatives and organizations. In public 
broadcasting, affiliates directly participate in what becomes network programm-
ing through the station program cooperative. 
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Regulatory Control 
of Mass Communication 

Freedom from regulatory control of American mass media is guaranteed by the 
Constitution. In other countries, legislation either guarantees the free flow of 
information via the media or establishes very strict controls over such messages. 
However, because space on the electromagnetic spectrum is limited, American 
electronic media operate under government control, originating from such 
agencies as the Federal Communications Commission on a national level, to the 
International Telecommunications Union (ITU) on an international level. To 
understand control of mass communication, we shall begin by examining a 
theoretical model of control. Keep in mind as we examine the model of control 
that different media have different regulatory needs. Broadcasting, because it is a 
limited resource, has more regulations than magazines do. And although 
magazines are not regulated by a federal agency as such, they are affected by a 
complex array of postal regulations. In different countries, the control of media 
varies, and the limitations of the print or broadcast media in one country can be 
entirely different in another. 

A MODEL OF CONTROL 

One way to view control of mass communication is through a model developed 
by Osmo Wiio, professor and director of the Helsinki Research Institute for 
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Business Economics.' In Who's model, mass communication is viewed on a 
two-dimensional, open-closed continuum of the receiver system (the audience) 
and the message system (the media) as shown in Figure 14-1. The left vertical 
line of the model represents the audience, and the bottom horizontal line repre-
sents the message system. A numerical range of 0.0 to 1.0 is used to characterize 
the degree of control, with 1.0 representing the most open system, and 0.0 
representing the most closed system. Thus, the most closed system, for example, 
a Type 3 private telephone system, is actually private communication, not mass 
communication at all. Type 2, uncontrolled mass communication, which di-
rects its messages to anyone who can hear them, represents the other end of the 
spectrum, a completely open mass communication system. 

Each medium operates under varying amounts of control and for an audi-
ence at some position on the open-closed continuum. For example, a company 
magazine is more closed both in terms of message and audience than is a major 
metropolitan newspaper. Certain messages within the sanie medium may also be 
more closed than others. Consider the local television cable system that provides 
a fairly wide range of programs for its viewers. Some channels, however, may be 
accessible only to those viewers who pay an additional fee to the cable system. In 
this case, the system itself represents a more open position on the model, and a 
given cable channel represents a more closed position. It is important to realize 
that the model is not meant to be a tidy classification of media. It is presented to 
help you conceptualize the various dimensions of control that affect mass com-
munication. As you read about the specific agencies and regulations, consider 
how they would interrelate with the model we have just discussed. In addition, 
remember that many of these "controls" are not controls in the traditional sense 
but are actually safeguards to ensure our system's "openness." 



EARLY RADIO LEGISLATION 

The twentieth century had barely begun when it became clear that Marconi's 
invention was quickly getting out of hand. Interference, jamming, and crowded 
frequencies were just some of the conditions that resulted in the United States 
bringing radio tinder government control. 

the Wireless Ship Act of 1910 

The Wireless Ship Act of 1910 was the first piece of legislation to affect directly 
the new "wireless" communication that later became known as radio. Basically, 
the law made it illegal for any "ocean-going steamer" carrying more than fifty 
persons to leave a United States port for a trip of more than two hundred miles 
without ship-to-ship and ship-to-shore communication equipment (Figure 14-2) 
operated by a trained technician. Enforcement of this regulation was the duty of 
the Secretary of Commerce and Labor, who had the authority to arrest the "mas-
ter" of any ship violating the order. The courts were authorized to slap a 
maximum $5000 fine on the "master" for that violation. The act accomplished 
three things: (1) it provided an impetus for the beginnings of the radio industry; 

Figure 14-2 Shipboard wireless. "typical Marconi-equipped facility 
was this wireless room aboard the Lusitania. (The Marconi Com-
pany Limited, Marconi House, Chelmsford, Essex) 
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(2) it was evidence that Congress recognized the potential of the new medium; 
and (3) it sparked research and development of wireless communication for 
improving long-distance radio service. 

the Radio Act of 1912 

It was not long after the 1910 act, however, that Congress realized that it would 
be necessary to keep track of who owned and controlled the two-way communi-
cation equipment so the President of the United States could gain control of it 
during wartime, should that become necessary. Thus, two years later, Congress 
passed a second piece of legislation, the Radio Act of 1912. In the 1912 act, 
Congress effectively legislated that anyone operating a radio transmitter first had 
to have a license; that the only people who could obtain a license were citizens of 
the United States and Puerto Rico or corporations chartered in either the United 
States or Puerto Rico; that the owners and location of the equipment be identified; 
and that there be some estimate of the distance over which the transmitter could 
send messages. The act also provided for separation between the frequencies of sta-
tions to eliminate interference, but it left these decisions more up to the owners 
of the transmitters than to the government. 

Yet the 1912 act really had no practical way of controlling the development 
of commercial broadcasting for mass public consumption, for radio was far more 
than shipping and commerce. Experimental stations began testing the air waves. 
The 1920s arrived with KDKA broadcasting the Harding-Cox election and 
WGN carrying Chicago Cubs and White Sox baseball, Big Ten Football, and 
the Indy 500. Radio was suddenly everywhere. Broadcasters also realized that 
with an audience of this size they could charge for messages sent over the air 
waves. Excitement and turmoil within the industry were mounting. To fight off 
competition, stations began to operate with more and more power. 

By the 1920s, the air waves were in complete chaos. Yet the courts over-
ruled the Department of Commerce and Labor's attempts at control. Secretary of 
Commerce and Labor Herbert Hoover (Figure 14-3) then called a series of 
National Radio Conferences to try to develop legislative proposals that if passed, 
might solve some of radio's crowding problems. The conferences brought to-
gether everyone from the military, to private owners of broadcasting stations, to 
amateur radio operators. Finally, after a number of false starts with inadequate 
legislative proposals, Congress responded to the problem by passing the Radio 
Act of 1927. 

the Radio Act of 1927 

The Radio Act of 1927 recognized for the first time the need for broadcasting to 
be in "the public interest, convenience, and necessity," although in 1927 pro-
gramming was not the issue it is today. Legislators also paid heed, both legal and 
political, to the fact that the airwaves, unlike the print media, were limited in 
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Figure 14-3 Herbert Hoover. (AT&T) 

their capacity to transmit messages at any one time. Only so much of the 
electromagnetic spectrum could be efficiently used for broadcasting; this scarce 
resource thus needed to be controlled. 

The 1927 legislation also established the first governmental body to control 
broadcasting—the Federal Radio Commission—a five-member group appointed 
by the President. The Act of 1927 contained some significant legislation that still 
applies to broadcasting today. It established a system of call letters for radio 
stations, a systematic method of license renewal and equipment modification, 
and qualifications for station operators. It also gave government the power to 
revoke licenses, to provide for inspection of station apparatus, and to assign 
frequency and power limits to stations while retaining the regulatory provisions of 
the 1912 legislation on communication for ships at sea. 

the Communications Act of 1934 

The Radio Act of 1927 remained in force until 1934 when Congress, on the 
recommendation of President Franklin D. Roosevelt, passed the Communica-
tions Act of 1934. This act identified broadcasting as a separate entity apart from 
both the "utility" or "power" concept and apart from "transportation." The act 
replaced the Federal Radio Commission with the Federal Communications 
Commission and became the main piece of legislation, as later amended, under 
which the American system of broadcasting now operates. 



THE FEDERAL COMMUNICATIONS COMMISSION 

Of all governmental agencies, the FCC is second to none in its direct and 
profound effect on the lives of virtually everyone. The FCC is, whether directly 
or indirectly, the governmental body responsible for regulating relatively all of 
the messages millions of people see and hear every day through the broadcast 
media. Although the commission has no broad power to censor the content of 
broadcasting, it does have the power to ensure that those in broadcasting are 
responsible and consider the public "interest, convenience, and necessity." By 
one sweep of the regulatory hand or even by the suggestion of a major policy 
statement, it can affect the content of prime-time television, give networks sec-
ond thoughts about children's television programming, give a politician equal air 
time, and affect the daily operation of every local broadcasting operation in the 
country, which in turn affects each citizen. 

organizational structure and effectiveness 

The commission consists of seven FCC commissioners appointed by the Presi-
dent with the advice and consent of the Senate (Figure 14-4). In recent years 
their appointment has come under close scrutiny in confirmation hearings, a 
sign of the importance of mass communication to our society in general and the 
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control of that communication in particular. The Communications Act prohibits 
the commissioners from having any conflicting interests while serving on the 
commission. It also sets their terms for seven years and limits to four the mem-
bers from any one political party. 

There are arguments on both sides of the fence as to how effective the FCC 
is. On the one hand, the commission has been criticized for being too lenient in 
broadcast programming regulation and allowing the networks, the broadcasting 
industry, and the politicians the upper hand. Others have argued that although 
the FCC is in fact a regulatory agency, it can very easily come into conflict with 
the First Amendment to the Constitution.. Over the years, the commission has 
increased in size to more than 2,000 employees, a development indicative of the 
trend toward government bureaucracy. However, the FCC does patrol the opera-
tion of thousands of commercial broadcasting stations and many times that 
number of two-way radio stations operated by citizens, local governments, and 
municipalities. The surge of interest in citizens' band radio has also increased the 
commission's workload. 

As with any governmental agency, many commission actions and decisions 
take their cue from developments within the industry. This is because in order to 
regulate an industry effectively and fairly, one first needs to know how that 
industry works. To obtain this feedback, the FCC initiates a system of "opinion 
filings" in which broadcasters file with the commission their opinions on pend-
ing rules and regulations. The FCC, in turn, weighs these opinions, because 
significant industry opposition to a proposed regulation might result in more law 
suits than in compliance, once it is passed. 

Many of the decisions the FCC makes are not popular with the industry, 
and many should not be. But the commission is caught between regulating an 
industry that must operate in the public interest and being the instrument of a 
political process that is ultimately accountable to Congress. The commission can 
even face pressures from the industry directed at members of Congress. Com-
ments from broadcasters are not ignored in Congress, and a high level of criti-
cism against any governmental agency can cause everything from investigative 
inquiries to budget hassles. 

policing the industry 

Despite the pros and cons of FCC regulation, the average broadcaster views the 
commission as a very visible "police" force. Public interest groups often view it as 
an ineffective "paper tiger." A network of FCC field offices does send out inspec-
tors to make periodic, unannounced visits to stations to scrutinize various aspects 
of station operation. They check logs to determine if commercial messages are 
recorded as aired and billed to the sponsor; they check the station's public file to 
see if documents open to the public are in order; they inspect equipment; and 
they monitor the programming of the station. Any perusal of the back pages of 
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Broadcasting will document the violations and penalty fines resulting from these 
inspections. At license renewal time, each station makes a complete accounting 
to the FCC of its operating procedures and promises of service to the commu-
nity. 

complaints to the FCC 

Although it is usually more effective to deal directly with a local station when 
complaining about some aspect of broadcast communication, everyone has a 
right to complain directly to the FCC. If you are not satisfied with the action 
taken by the local broadcaster to resolve your complaint, then the FCC may be 
your only recourse. When this procedure is used, the Broadcast Procedural Man-
ual of the FCC outlines specific guidelines which you should follow: 

Submit your complaint promptly after the event to which it relates. In-
clude at least the following information in your letter of complaint: The 
full name and address of the complainant. The call letters and location of 
the station. The name of any program to which the complaint relates and 
the date and time of its broadcast. A statement of what the station has done 
or failed to do which causes you to file a complaint. Be as specific as 
possible. Furnish names, dates, places and other details. A statement set-
ting forth what you want the station and/or the Commission to do. A copy 
of any previous correspondence between you and the station concerning 
the subject of the complaint. Try to appreciate that the person reviewing 
your complaint must make rapid judgments regarding the gravity of the 
matters related and the action to be taken. There are a number of simple 
things you can do to make his job easier and to aid your own cause: State 
the facts fully and at the beginning. Subject to fully stating the facts, be as 
brief as possible. If the facts are self-explanatory, avoid argument; let the 
facts speak for themselves. Avoid repetition or exaggeration. If you think a 
specific law or regulation has been violated, tell us what it is. If possible, 
use a typewriter, but if you do write by hand, take special pains to write 
legibly. 

These guidelines are both to make the job of the FCC easier and to process 
your complaint more efficiently. If you do file a complaint to the FCC, you will 
be one of almost 25,000 people who do so every year. With this volume of 
feedback to assimilate, it is easy to see why step-by-step guidelines are a necessity. 
It is also easy to see why the best method is first to contact the local station and try 
to resolve the issue at that level. 

It is wise to learn something about broadcast regulations before filing such 
a complaint. Some people are under the impression that the FCC has the power 
to demand that certain programs be aired or taken off the air. It does not. Also, 
some people are under the mistaken impression that news programming is fair 
game for complaints. Although anyone is entitled to file a complaint about the 



Regulatory Control of Mass Communication 329 

operation of a broadcast station's news department, strong safeguards assure 
freedom of the press, which in many ways exempts the news department from 
any control, including that of station management. 

Despite these precautions, the person who contributes responsible feedback 
to the media advances the democratic process in a free society. The commercial 
broadcasting industry, because its licensees have the "privilege" of operating a 
station, is particularly sensitive to feedback from its audience and is prepared to 
react to this in a responsible manner. 

Input to FCC rule making 

Complaints are not the only reason to contact the commission. The FCC wel-
comes input from the public when it is considering issues affecting the operation 
of broadcasting stations or other areas of its jurisdiction. In such cases, your letter 
should state precisely the issue to which you are responding, the FCC file or 
docket number assigned to the issue, and what background you have that may 
make you particularly qualified to respond. The FCC distributes regular Action 
Alerts (Figure 14-5) memoranda that explain in lay terms the issues being con-
sidered. Broadcasters and interested citizens groups are on its mailing list, and 
many libraries receive them. Single copies of Action Alert can be obtained by 
writing the FCC in Washington. 

As with any governmental agency, the FCC must be flexible in the face of 
pressures from both the industry it regulates and the public it serves. The future is 
going to bring many more difficult decisions by the commission. As new 
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technology continues to affect our lives, and as Congress continues to define its 
regulation of electronic mass communication, the work of this regulatory body 
will become significantly more important. 

SECTION 315 

Of those sections found within the Communications Act of 1934, perhaps none 
has been more discussed than Section 315. It has had a profound effect on the 
operations of political broadcasting. Section 315 concerns the ability of political 
candidates to gain access to the airwaves during political campaigns. It states: 

If any licensee shall permit any person who is a legally qualified candidate 
for any public office to use a broadcasting station, he shall afford equal 
opportunity to all other such candidates for that office in the use of such 
broadcasting station: Providing, that such license shall have no power of 
censorship over the material broadcast under the provisions of this section. 

pros and cons of access 

Section 315 has received serious criticism from candidates and broadcasters 
alike. To understand these feelings, imagine that you have just filed candidacy for 
your city council and plan to make arrangements to purchase advertising time on 
one of the radio stations in your community. You make an appointment with the 
sales manager to discuss the amount of money you have to spend and the type of 
political announcement you will make. You look at the station's rate card and 
discover that by purchasing 100 commercials, you will obtain a discount. You 
are not sure you can afford 100 commercials and are relieved to hear the sales 
manager say that you can purchase a lesser number of commercials and still 
receive the discount rate. He explains that under Section 315, you are entitled to 
the "lowest unit charge" and therefore will receive the station's "discount rate" 
for purchasing 100 commercials even though you will only purchase 50 com-
mercials. The discount rate for 100 commercials is $5.00 per commercial. You 
can afford to purchase 50 commercials for a total of $250.00 You agree to the 
contract and then explain that you want to use the station's facilities to produce 
your commercials. The sales manager quotes you a per-hour rate for the use of 
the facilities. Returning the next day to produce your commercials, you tie up 
the facilities for about two hours. Finally with the help of the program director, 
you produce an acceptable commercial. After you leave, the sales manager goes 
in to talk with the general manager. 

Sales Manager: Well, that job is finished. We tied up the main studio for two 
hours and all for $250 in advertising. I could have used the same time to 
produce a commercial for the hardware store worth $500 in advertising. 
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General Manager: Yes, I know. This Section 315 is getting to be a real 
headache. We haven't heard the end of it, either. You know that when the 
opponent hears that commercial, she'll be in here wanting to buy time, 
and we'll be faced with the same tied-up facilities and low sales that we 
were on this one. What do you think? Would it be a good idea simply to 
refuse to sell political advertising next year and instead offer free time to all 
the candidates? 

Sales Manager: Do you have any idea how many people are running for city 
council? This place would be like a zoo. We would have every candidate in 
here who wanted to state a case. This way, the cost of purchasing commer-
cials at least keeps the crowd down. 

General Manager: Yes. It also keeps our profits down. 

The conversation between the sales manager and the general manager illustrates 
just one of the issues surrounding Section 315—money. A station does not 
realize much profit from political commercials. In addition, because a station is 
required to permit all candidates for any one office to purchase time, every 
candidate is assured equal access and equal rates. Besides this, since a radio 
station is allowed to program only so many minutes per hour of commercials, 
and since Section 315 says stations must grant candidates access to these min-
utes, many other advertisers who would pay more for commercials and who may 
be long-term, good customers may have to be pushed off the air to accommodate 
political advertisements. But remember the positive side of Section 315. Without 
it, candidates with smaller campaign budgets might not be able to use the 
broadcast media to bring their campaign to the public. 

exempting news programming 

One area that is exempt from the provisions of the law is news programming. 
Section 315 states that the equal time provisions do not apply to 

1. bona fide newscasts; 
2. bona fide news interviews; 

3. bona fide news documentaries (if the appearance of the candidate is 
incidental to the presentation of the subject or subjects covered by the 
news documentary); or 

4. on-the-spot coverage of bona fide news events (including but not lim-
ited to political conventions and activities incidental thereto). [A 1975 
ruling by the FCC added press conferences and political debates broad-
cast live in their entirety to this exemption.] 

If you interviewed a candidate and aired his or her remarks in a newscast, it 
would be up to you whether or not to air the comments of the opposing candi-
date. Although you would want to exercise your responsibility to seek out both 
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sides of an issue, the opponents could not demand equal time based on Section 
315. An example of this exemption occurred with the CBS Morning News, 
which covered a story about an ex-convict running for sheriff in the state of 
Virginia. The story showed the candidate campaigning, interviewed him, and 
told of his background, which had included time served at a number of prisons 
for felony convictions. When the report was broadcast, there was even a cam-
paign poster behind Hughes Rudd, the CBS news commentator, which said 
"vote for" and the name of the candidate. Although the man was an officially 
declared candidate, the news about his campaigning came under the exemption 
provisions of Section 315. 

A station, of course, cannot completely refuse access to candidates and 
close itself off from its community. For instance, it cannot refuse free time and 
also refuse to sell political advertising. That would be denying "reasonable oppor-
tunity for the discussion of conflicting views on issues of public importance." 
The main purpose of Section 315 is to assure minority candidates and candidates 
with limited funds at least a minimal access to the broadcast media. Although 
. there is continued criticism of the law, so far it is the best measure the FCC has 
to assure candidates an opportunity to be heard. 

THE FAIRNESS DOCTRINE 

The Fairness Doctrine goes beyond political broadcasting to the overall treat-
ment of controversial issues. The issues are not limited to politics as codified in 
Section 315 but go beyond them to include other issues deemed important to the 
community served by the broadoasting station. 

the fairness doctrine is issued 

In the spring of 1948, the FCC began a series of hearings on the subject of 
editorializing by the broadcast media.2 Out of these hearings arose the Fairness 
Doctrine, which pertains to the responsibility of every broadcaster to provide 
station facilities for the expression of controversial issues and all sides of those 
issues.3 In a statement on the matter, the commission noted on June 1, 1949, 
that editorializing was "consistent with the licensee's duty to operate in the public 
interest." The commission went on to emphasize the responsibility of the licen-
see to seek out opposing views on controversial issues, commonly referred to as 
the "seek out" rule. The 1949 report also charged the licensee with the responsi-
bility to "play a conscious and positive role in bringing about a balanced presen-
tation of opposing viewpoints." 

Since 1949, the FCC has periodically issued a series of statements on the 
interpretations of the Fairness Doctrine. Among these is the "personal attack" 
rule requiring notification and offers of equal time to people verbally attacked on 
the air. 



the 1974 report 

Reopened hearings on the Doctrine in 1974 led to the FCC issuing the "Fairness 
Doctrine Report: 1974." That report specifically exempted product advertise-
ments from the Doctrine's jurisdiction. The 1974 report also attempted to create 
an atmosphere of flexibility in interpreting the Doctrine. What the FCC, the 
broadcasters, and the public had been concerned over was that there were no 
guidelines for any of the groups to follow in defining such important concepts as 
"a controversial issue" or "reasonable opportunity for contrasting viewpoints." 
The commission summed up its feelings on these matters as follows: 

The Fairness Doctrine will not ensure perfect balance and debate, and 
each station is not required to provide an "equal" opportunity for opposing 
views. Furthermore, since the Fairness Doctrine does not require balance 
in individual programs or a series of programs, but only in a station's 
overall programming, there is no assurance that a listener who hears an 
initial presentation will also hear a rebuttal. However, if all stations pre-
senting programming relating to a controversial issue of public importance 
make an effort to round out their coverage with contrasting viewpoints, 
these various points of view will receive a much wider public dissemina-
tion. 

The 1974 report has not reduced the debate over the Fairness Doctrine. 
When cable television systems fully utilize their multi-channel capacity and 
when citizen groups take advantage of their opportunities to help determine 
programming on these channels, then the restricted broadcasting "spectrum" 
will expand as will its potential for disseminating information. Perhaps there will 
come a time, then, when both the implied and stated controls that comprise the 
Fairness Doctrine may be unnecessary. 

reconsidering the fairness doctrine: 1976 

The commission decided to reconsider the Fairness Doctrine in 1976 after citi-
zens' groups wanted more access to broadcasting. The FCC generally reaffirmed 
its decisions in the 1974 report. It felt that the Doctrine should continue to be 
applied to advertisements that pertain to public issues, not to specific products. It 
agreed that broadcast editorials should come under the Doctrine's aegis and 
reaffirmed the right of the broadcaster to decide how the Doctrine should be 
applied on a local basis. In the case in which the FCC did have to intervene, it 
felt that the probable action would be simply to require the station to provide 
time for opposing viewpoints. 

UPS AND DOWNS OF THE REWRITE ISSUE 

The impetus for a major rewrite of the Communications Act of 1934 came 
out of congressional hearings held in 1976 on the proposed Consumer Corn-
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munications Reform Act, which would have overhauled telephone regulation. 
Commonly called the "Bell Bill," the proposed legislation went into hearings 
before the U.S. House of Representatives' Communications Subcommittee 
under the chairmanship of Lionel Van Deerlin, a California Democrat. Cable 
television also received close scrutiny by Van Deerlin that year. In October of 
1976, Van Deerlin announced a full-scale inquiry into rewriting communica-
tions legislation after concluding during the hearings that, among other things, 
the 1934 legislation was insufficient to regulate the new technology that had been 
developed since its passage—technology that included satellites, microwave, 
cable, fiber optics, citizens band radio, radar, land mobile communication, and 
light wave or laser beam communication. 

After a series of hearings on the subject, Van Deerlin's subcommittee 
released the first draft of the proposed changes in the spring of 1978 and another 
draft in 1979. In addition, other bills rewriting the act were also introduced. But 
none managed much success in committees, and even Van Deerlin dropped the 
broadcast provisions. 

The future of a major legislative overhaul of the communications act will 
depend on Congress, and although broadcasters recognize the problems with the 
current system, they fear that changing it would only create more problems. 
More enthusiastic about a change are cable operators, citizens groups, and 
minorities, although most realize that they, in some way, must compromise with 
broadcasters in order to exert a successful lobbying force on Congress. 

COPYRIGHT 

In 1976, a complete revision of United States copyright statutes took place, with 
most of the new statutes taking effect on January 1, 1978. The new law was much 
more extensive than the old 1909 legislation, taking into account photocopy 
technology, cable television, and other changes that had evolved in the sale and 
distribution of copyrighted material. 

For example, libraries received some measure of protection in reproducing 
copyrighted works with their photocopy equipment, a practice common to every 
college and university. Although the new law did not absolve the person desiring 
to make the copy from penalties, it gave libraries some immunity if they posted a 
public notice next to the photocopy machines stating that the use of the machine 
to reproduce material may be governed by copyright law. 

This new law also clearly spelled out the fair use of copyright material. In 
particular, material used by reporters, critics, scholars, or teachers for noncom-
mercial purposes became somewhat exempt from copyright restrictions. The key 
test of copyright infringement was whether someone other than the copyright 
holder used the reproduced documents for profitable gain and whether such 
reproductions reduced the demand for the original copyrighted work. The new 
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law also extended copyright protection for life plus fifty years for authors and 
seventy-five years for copyright holders. 

Certain activities of the broadcasting industry also came under this new 
law. Users of instructional television programs gained more jurisdiction to use 
copyrighted material without clearance and payment of fees if the taping and 
showing of the program was directly related to the teaching function. Negotia-
tions began immediately after the law was passed to establish the rates that public 
broadcasters would pay for the use of copyrighted musical works licensed under 
the performance rights societies, such as ASCAP, BMI, and SESAC. SESAC 
did not wait for the other two to arrive at rates and instead sent public broadcas-
ters a licensing agreement that many signed and returned with the requested 
licensing fee. Other stations waited to see what ASCAP and BMI would do. 
Professional organizations even joined together to resist payment of the licensing 
fees. A copyright royalty tribunal was formed under the law with jurisdiction to 
establish terms of the royalty payments to performers and fees to broadcasters, 

As for cable television systems, the copyright law permits them to obtain a 
compulsory license and pay a single fee for both the license and rebroadcasting 
signals not only from FCC licensed stations but also from similarly licensed 
stations in Canada and Mexico. Cable systems also can carry other signals that 
FCC rules permit them to carry. Locally originated programming, however, is 
separate from the compulsory license, and carrying it subjects the cable system to 
certain copyright fees similar to those paid by commercial broadcasters for airing 
copyrighted works. 

As with all new legislation, this copyright law will undergo numerous court 
tests to become defined precisely. But it is a welcome relief to all media and 
related industries to have updated guidelines to a very complicated issue. 

NATIONAL TELECOMMUNICATIONS AND INFORMATION ADMINISTRATION 

In 1978, President Jimmy Carter signed an executive order creating the National 
Telecommunications and Information Administration (NTIA) in the U.S. De-
partment of Commerce. The idea was not new. It evolved in 1970 when Presi-
dent Richard Nixon coordinated the advisory functions on telecommunication, 
including both domestic and international radio and television and other elec-
tronic communication services, under the Office of Telecommunications Policy 
(OTP) in the Office of the President. He concurrently created the Office of 
Telecommunications (OT) in the Department of Commerce. The OTPs pur-
pose first was to advise the president. The OTs purpose was to conduct research 
in order to make intelligent recommendations for telecommunications policy. 

Both the OT and OTP worked closely, in theory but not always in politics, 
with other agencies of government. For example, they consulted with the FCC 
about frequency assignments and policy affecting domestic broadcasting stations. 
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They worked with the State Department on relations with other countries con-
cerning such issues as satellite communication and mutually cooperative efforts 
to establish communication systems abroad. They also worked with the Office of 
Management and Budget to gain insights into and policy recommendations for 
the fiscal aspects of a national telecommunication policy. In addition, they 
worked with the Defense Department on the role of telecommunications in 
wartime and in peacetime defense policy. 

Unfortunately, both the OTP and the OT came in less than ideal political 
times. First, Nixon's first vice president, Spiro Agnew, lashed out at the media in 
a speech made in Des Moines, Iowa in 1969, criticizing the supposed concen-
trated power and news bias in the three commercial television networks. The 
speech received wide publicity and alerted the networks that the White House 
was jumping into the communications policy arena. Then the OTPs first direc-
tor, Clay Whitehead, delivered a famous speech to a group of journalists in 
Indianapolis, implying that radio and television stations could improve their 
chances for a five-year license renewal if management took an active interest in 
how their news departments functioned. Implied pressure from the executive 
branch over the license renewals of Florida television stations combined with the 
criminal implications of the Watergate scandal sent the Nixon administration to 
a low ebb among much of the public and the media establishment. President 
Carter, realizing the political liability of having the OTP located in the Office of 
the President and sensing the need for better cooperation between the OTP and 
other agencies of government, instituted the executive order creating the NTIA. 

Specifically, the order initiated five actions: 

1. Transferred all functions of the Office of Telecommunications Policy 
to the Department of Commerce. 

2. Abolished the Office of Telecommunications Policy. 
3. Abolished the Office of Telecommunications. 
4. Established an assistant secretary for communications and information 

in the Department of Commerce. 
5. Formed the National Telecommunications and Information Adminis-

tration with the assistant secretary for communications and informa-
tion as the NTIA director. 

President Carter appointed Henry Geller (Figure 14-6) as the first head of 
the agency. Geller was a former deputy general counsel and general counsel of 
the FCC under two presidents and served with the Rand Corporation and later 
the Aspen Institute Program on Communications and Society. 

Although the NTIA's charge is still one of advising the president and is still 
an executive branch agency, moving it out of the Office of the President has at 
least presented the appearance of detachment and has opened the potential for 
better cooperation with other agencies of government. How effective that coop-
eration will be remains to be seen. 

Similar in many ways to the old Office of Telecommunications, the NTIA 
has four primary functions, or program elements, as NTIA calls them. The first is 
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Figure 14-6 Henry Geller, first 
head of the National Telecom-
munications and Information 
Administration. 

Policy Analysis and Development, which includes analyzing the issues surround-
ing common carrier industries such as telephone communication, options for 
deregulating cable and broadcasting, international telecommunications, and pro-
tection of privacy in data communications. A second element is Telecommunica-
tions Applications, which includes such concerns as improving telecommunica-
tions in rural areas, stimulating minority ownership in broadcasting and cable TV 
stations, coordinating local and state telecommunications policy, and working on 
user-industry cooperation in developing satellite systems for public service activi-
ties. A third element is Federal Systems and Spectrum Management, which 
includes assessing the federal use of the electromagnetic spectrum and evaluating 
the procurement plans of other federal agencies. A fourth element is Telecom-
munications Sciences, the research arm of NTIA, which studies climatic effects 
on radio waves, studies various direct-broadcast systems for public service use, 
and develops user-oriented standards for federal data communication systems. 

The elements we have been discussing are just some of those perceived by 
NTIA at its inception. Only the future will determine what road the new agency 
will take, how much it will become involved in politics, and how effective it will 
be in formulating policy and dealing with other federal agencies. 

ADVERTISING AND THE FTC 

We need only look at a collection of bygone advertisements to see why current 
advertising controls exist. A perusal of old medicine ads, for example, would 
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bring to view labels for everything from horse liniment to castor oil, all capable of 
curing everything that could possibly ail man, woman, or beast. Their claims to 
cure were outdone only by those to prevent, claims that, figuratively speaking, 
promised the fountain of youth overnight—or in three doses! When the 
medicine wagon rolled through the frontier West, there was not much concern 
over the outlandish claims that the barker made. However, when the twentieth 
century saw mass circulation magazines roll off the presses, when it heard radio 
commercials jingling their way across the countryside, and when television 
began to assure "miracle" results, advertising was due for some regulation (Figure 
14-7). 

criticism and compliance 

When the Federal Trade Commission was formed in 1914, its first duties did not 
center on advertising regulations. It was mainly concerned with guarding against 
corporate monopolies. In later years, however, the FTC became deeply involved 
in controlling deceptive advertising. The agency has had its share of ups and 
downs over the years, and in 1969 and 1970, both consumer advocate Ralph 
Nader and the American Bar Association criticized the agency's performance. 
The FTC consequently undertook a major reorganization, establishing a sepa-
rate division to handle food and drug advertising within the FTC's Bureau of 
Consumer Protection. The agency's enforcement powers range from simple 
letters reprimanding those who the FTC feels have violated its rules to the 
stronger "cease-and-desist" orders. Through regular press releases to nationwide 
news media, the FTC notifies the public of its actions, the dates, times, and 
places of agency hearings, the companies involved, and any final action taken by 
the FTC or by the judges hearing appeals on FTC decisions. It was not until 
consumer awareness developed that FTC press releases received such extensive 
news coverage. Now, however, with an increase in the number of "special 
reporters" and consumer watchdogs, virtually no development in this area goes 
unnoticed. 

Celebrity endorsements 

The FTC has been especially careful in recent years to scrutinize the use of 
celebrities in advertising. For one, the FTC expects celebrities who use their 
name or picture with a product to use the product. Also, in some cases, the FTC 
has gone so far as to hold celebrities responsible for the quality of the products or 
services they advertise. Stringent controls such as these can make manufacturers, 
advertising agencies, and celebrities alike be careful of what products they repre-
sent and what they say about the products. 



INTERNATIONAL TELECOMMUNICATION UNION 

The International Telecommunication Union is a United Nations organization 
responsible for coordinating the use of telecommunication between nations.4 It 
does not have the enforcement powers of the Federal Communications Commis-
sion. Rather, it is a collective body of sovereign states and is only as strong as is 
the willingness of the sovereign states to abide by its treaties. In other words, if a 
country violates an ITU agreement, no "field office" will revoke licenses or 
impose forfeitures. ITU's sovereign states view it not so much as an independent 
agency but as an arena in which to negotiate the uses of telecommunications.5 
And as that arena, it has been effective. 

The principal functions of the ITU include: 

1. Effective allocations of the radio frequency spectrum and registration 
of radio frequency assignments; 

2. Coordinating efforts to eliminate harmful interference between radio 
stations of different countries and to improve the use made of the radio 
frequency spectrum. 

3. Fostering collaboration with respect to the establishment of the lowest 
possible rates; 

4. Fostering the creation, development, and improvement of telecom-
munication equipment and networks in new or developing countries 
by every means at its disposal, especially its partiticipation in the 
appropriate programs of the United Nations; 

5. Promoting the adoption of measures for ensuring the safety of life 
through the cooperation of telecommunication services; 

6. Undertaking studies, making regulations, adopting resolutions, for-
mulating recommendations and opinions, and collecting and publish-
ing information concerning telecommunications matters benefiting 
all Members and Associate Members. 6 

SUMMARY 

Our chapter began with a discussion of different theories of control over mass 
communication, pointing out that controls differ among print and broadcast 
media, and among countries. The electronic media that have evolved in the 
course of the twentieth century are a far cry from the colonial presses that the 
founding fathers had in mind when they wrote the constitution. In the public 
interest, therefore, Congress sought more definitive controls to regulate the new 
media and accordingly formulated such legislation as the Wireless Ship Act of 
1910, the Radio Act of 1912, the Radio Act of 1927, and the Communications 
Act of 1934. From this legislation, the 1934 law created the Federal Communi-
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cations Commission, the governmental body responsible for the control of elec-
tronic communication. The commission is under the direction of seven FCC 
commissioners, each serving a seven-year term. 

Two of the most familiar regulations of standard radio and television pro-
gramming are Section 315 of the Communications Act of 1934 and the Fairness 
Doctrine, a special 1949 ruling of the FCC. Section 315 covers political broad-
casting, and the Fairness Doctrine sets up guidelines for unbiased treatment of 
controversial issues. 

The newest regulatory agency of government is the National Telecom-
munications and Information Administration. Formed under an Executive reor-
ganization order in March 1978, this agency of the executive branch combines 
the duties of the former Office of Telecommunication Policy in the Office of the 
President with the former Office of Telecommunications in the Department of 
Commerce. The four program elements or functions of the NTIA are policy 
analysis and development, telecommunications applications, federal systems and 
spectrum management, and telecommunications sciences. 

The Federal Trade Commission continues to police advertising. Its powers 
range from requesting information to major cease-and-desist orders which it may 
institute after an advertising review process takes place. 

The International Telecommunication Union operates on the interna-
tional level. Formed in 1865 to control telegraph communication, it has evolved 
to its current status as part of the United Nations. The ITU's areas of concern 
range from international spectrum allocations, to satellite development, to 
broadcasting in developing nations. 
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Legal Issues 
and 
The Working Press 

As we learned in chapter 1, mass communication does not occur in a vacuum. 
Many different controls affect the final message the public receives—government 
regulations, codes of ethics, and court orders, among others. This chapter exam-
ines some of the controls that both safeguard and in some ways hamper the 
working press. 

First, however, we shall attempt to place these various controls in a broader 
perspective by studying four theories of how the press functions in society. 

FOUR THEORIES OF THE PRESS 

In their classic book, Four Theories of the Press, Fred S. Siebert, Theodore 
Peterson, and Wilbur Schramm outline four theories which have characterized 
the operation of the press in society. The oldest of these is the authoritarian 
theory. 

authoritarian theory 

The authoritarian theory evolved in the sixteenth and seventeenth centuries, 
spreading throughout Europe with the invention of the printing press. It was 
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associated with such reigning families as the Tudors in England, the Bourbons in 
France, and the Hapsburgs in Spain. In modern society, it has at various times 
found its way into the governments of Japan, Imperial Russia, Germany, and 
Spain, as well as some Asian and South American countries. 

The authoritarian theory views humans as subservient to the state and as 
instruments of the state's natural, if not divine, right to maintain order and further 
the state's existence. The press in such a society is viewed as an instrument for 
disseminating the state's position to the populace, informing the populace what is 
right and wrong based on the state's interpretations of issues, and providing 
official policy statements of the ruling elite. The state, after determining its 
objectives, uses the press as a means of obtaining those objectives. The press 
becomes a means to an end rather than an instrument of criticism of either 
means or ends. In writing about the authoritarian theory, Siebert points out that 
in its early stages, the state used the press negatively by making sure that the press 
did not interfere with the attainment of national ends. Later the press, and for 
that matter the mass media in general, was used positively as an instrument for 
helping the state achieve its ends. 

Who owned the press was of equal importance under the authoritarian 
theory as how the press was used. In early England, the private sector was 
permitted to own the press, but that sector contained only wealthy friends of the 
Crown who did not abuse their ownership priviledge by criticizing it. Later, 
government use of the media spawned various official journals that echoed the 
government line. Eventually, these government media were joined by other 
private media. Herein was the difficulty of the authoritarian theory—how to 
control the private press. 

The control took various forms. We already discussed the permits to pub-
lish that were granted by the government to the privileged few. This "patent" 
system existed for about 200 years in England. Then in the seventeenth century, 
the system began to collapse because of the success of the competing private 
press. So the government next decided to limit the number of journeymen 
trained as apprentices for the monopolists. But this method soon disintegrated. 
Because ownership of the press was limited, the apprentices found that they 
could not get jobs when they reached the journeyman stage and instead began to 
operate their own presses illegally. A third method of control was outright censor-
ship, requiring state approval of the content of selected works. Yet censoring 
proved so unpopular that it also did not succeed. A fourth method, again rather 
unsuccessful, was trying a person under the laws of treason or sedition for 
printing material unfavorable to the state. 

In the United States, the transition from authoritarian to libertarian press 
occurred more abruptly than in some other countries. The signing of the Decla-
ration of Independence set forth new principles for freedom of expression. Indic-
ative of this transition was the change in the Virginia Gazette published in 
Williamsburg, Virginia in 1776 (Figure 15-1). The masthead of May 10, 1776 
reflects British dominance with its coat of arms. A week later, the masthead took 
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Figure 15-1 Three different mastheads of the Virginia Gazette 
showing the growing spirit of independence and the change from 
the authoritarian to the libertarian press. (The Printer in 18th-
Century Williamsburg. Williamsburg, Va.: Colonial Williams-
burg, 1955) 

on the revolutionary spirit, replacing the coat of arms with the words "THIR-
TEEN UNITIED COLONIES" and the slogan, "United, we stand—divided, 
we fall." By June 7, 1776, independence was declared with a new coat of arms 
and the slogan, "Don't Tread on Me." 

Today, the authoritarian system of the press is still in operation in many 
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parts of the world. In Communist countries, in nations under dictatorial control, 
and in some sections of Africa, a free press is little more than a theory without 
practice. 

libertarian theory 

The libertarian theory developed slowly in the sixteenth century, being refined in 
the eighteenth century as libertarian principles found their way into nations' 
constitutional framework. In theory a libertarian press is the exact opposite of an 
authoritarian press. Libertarianism places the individual above the state, not be-
low it, and humans are viewed as rational animals who, although imperfect as 
individuals, will collectively arrive at the best decision for the general welfare of 
society. 

Fred Siebert, in discussing the development of libertarianism, credits its 
transition from authoritarianism to the efforts of four men: John Milton in the 
seventeenth century, John Erskine and Thomas Jefferson in the eighteenth cen-
tury, and John Stuart Mill in the nineteenth century. Milton (Figure 15-2) 
argued that people had the capacity to distinguish between right and wrong and 
good and bad. As a result, to make decisions, people should have "unlimited 
access to the ideas and thoughts of other men." Erskine argued that people 
seeking to enlighten others, and not intending to mislead, should be able to 
address the universal reason of a whole nation on what is believed to be true. 
John Stuart Mill felt that people had the right to think and act as they pleased if 
they did not infringe on the rights of others. Jefferson, borrowing from Milton's 

Figure 5-2 John Milton. 
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ideas, felt that the collective aggregate of a people, if intelligent and informed, 
could arrive at sound decisions. The press was the instrument to inform the 
people and therefore had to be free of control. In 1774 when Jefferson published 
his Summary View of the Rights of British America (Figure 15-3), it set the stage 
for the libertarian press. 

SUMMARY VIEW 

OF THE 

RIGHTS 

OF 

BRITISH AMERICA. 

SET FORTH IN SOME 

RESOLUTIONS 

INTENDED FOR THE 

INSPECTION 

OF THE PRESENT 

DELEGATES 

0. F THE 

PEOPLE OF VIRGINIA. 

NOW IN 

CONVENTION. 

By • NATIVE, •lin MEMBER or -rat 
H OUSE or BURGESSES. 

e7  

WILLIAMSBURG -

PRINTID BY CLEMENTINARIN D. 

Figure 15-3 Published by Thomas Jefferson as a pamphlet in 1774, 
this piece is credited with giving Jefferson the stature that resulted in 
his being selected to write the Declaration of Independence. The 
pamphlet is a classic example of the beginnings of the libertarian 
press in America. (The Printer in 18th-Century Williamsburg. 
Williamsburg, Va.: Colonial Williamsburg, 1955) 
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Gradually, the rights of the press and libertarianism began to gain ground. 
The road started in the courts where charges of seditious libel, or publishing 
language that incites rebellion against the state, were continually overthrown, 
since the jury had the right to determine if a person was guilty of printing the 
allegedly libelous piece. Since the jury was interested more in independence 
from the Crown than in supporting the decisions of Crown-appointed judges, 
even when a judge ruled material libelous, more often than not the jury simply 
claimed that the accused did not print the piece and therefore was not responsible 
for its dissemination. Eventually, libertarianism, with its freedom of the press, 
became part of the constitutional doctrine both in the United States and later in 
England. 

social responsibility theory 

By the twentieth century, the printed press had been through the era of yellow 
journalism and was beginning to see the first glimpses of radio and motion 
pictures. Political ideas could persuade from such platforms as the airwaves and 
the giant screen. 

In this atmosphere of the industrial revolution and a multimedia society 
developed a theory of a free but responsible press. It held that a press has the right 
to criticize government and institutions but also has certain basic responsibilities 
to maintain the stability of society. Nurturing this theory is the rise of profes-
sional associations associated with journalism—the American Society of News-
paper Editors and the Society of Professional Journalists—Sigma Delta Chi, 
among others. Both started near the turn of the twentieth century, and both have 
codes of ethics encouraging responsible actions by their members. Furthermore, 
the Communications Act of 1934, by which broadcasting is governed, is built 
upon the phrase, "in the public interest, convenience, and necessity." 
• We see open criticism of the press in many journalism reviews and books. 

Theodore Peterson, writing about the social responsibility theory, points out that 
this criticism has its roots in Will Irwin's series on the press which appeared in 
Colliers magazine as early as 1911; in Upton Sinclair's book, The Brass Check, 
appearing in 1919; and in George Seldes book, Freedom of the Press, written in 
1935. All based their criticisms on dangers inherent in the increased reliance on 
advertising by the press. For even though the press is expected to be commer-
cially independent of government control, profits achieved at the expense of 
public service are taboo. This concept permeates everything from the monopolis-
tic practices blamed on the film industry in the 1930s to the cross-ownership 
controversy of newspaper and broadcasting properties in the 1970s. Within the 
framework of open and free press criticism, codes of ethics or government regula-
tion, and guidelines for responsible action on the part of members of the press, 
lies the social responsibility theory. 



soviet-communist theory 

In Four Theories of the Press, Wilbur Schramm writes about the Soviet-
Communist theory of the press, aptly beginning his discussion by noting that 
when a reporter from the United States and one from the Soviet Union get 
together, "The talk is apt to be both amusing and frustrating . ." Their different 
frames of reference are simply incompatible. The American loathes the Soviet 
reporter's life with a government-controlled press. The Soviet reporter loathes the 
American's association with a "corrupt," "venal," "irresponsible," press "con-
trolled by special interests." 

To understand the Soviet-Communist theory of the press, one must exam-
ine not only the basic Soviet political implications as derived from Marxist 
doctrine but also the Soviet interpretation of the word freedom. You may be 
surprised to learn that the Soviet Constitution guarantees both free speech and a 
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Figure 15-4 PRAVDA, official newspaper of the Communist Party of the Soviet Union. 
The headline in the upper right says, "The Five Year Plan, Second Year." To the left of 
that headline is the slogan, "Proletarians of All Countries Unite.- PRAVDA was founded 
in 1912 by Lenin. 
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Figure 15-5 Inside PRAVDA. (Courtesy, MTV Finland—from 
the documentary on PRAVDA) 

free press. In addition, the principle tenet of Soviet political life is one of unity. 
The rise of the working class, the revolution, was a movement of unity within 
Soviet society. This joining together of the people into a classless society has 
become the philosophy of the Soviet state. Thus, freedom from the Soviet point 
of view is freedom from the oppression of a class—upper, middle, lower— 
society. 

Schramm explains that mass communication in the Soviet-Communist 
theory is an instrument of the state. The two large Soviet newspapers, Pravda 
(Figures 15-4 and 15-5) and lzvestiya, are the best examples. International 
propaganda publications such as Soviet Life magazine reflect the Soviet-
Communist theory. In Four Theories of the Press, Schramm writes: "The point 
is, that Soviet mass communication do not have integrity of their own. Their 
integrity, such as it is, is that of the state. They are 'kept' instruments, and they 
follow humbly and nimbly the gyrations of the Party line and the state direc-
tives." Mass communication is integrated with other instruments of the state, 
such as schools, the police, and even assemblies as instruments protecting the 
Communist philosophy. Yet while the press is considered an instrument of 
unity, it is also considered an instrument of revelation to provide enlightenment 
and to prepare the masses for unity and eventually revolution. The press is an 
"agitator, propagandist, and organizer." 

Broadcasting (Figure 15-6) under the Soviet-Communist theory likewise is 
designed not so much to serve the public but to inform it. Programming is again 
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Figure 15-6 Inside Soviet television. Courtesy, Radio Moscow) 

the instrument of the state, and the medium is important to it because of the 
large numbers of people that broadcasting can reach. 

Our discussion of the four theories of the press should be viewed not so 
much as categories in which various mass media can be placed but rather as 
different variations of media systems. These systems can apply to different media 
across different countries or even different media within one country. They 
represent the roots of not only the press in society but of mass communication in 
general. Keep this in mind as we now turn our attention to more specific legal 
issues and to the working press. 

FREEDOM OF THE PRESS: THE CONSTITUTION 

The association of the working press with the Constitution is closest to the First 
Amendment: "Congress shall make no law abridging the freedom of speech, or of 
the press." To give some assurance that a state could not completely negate the 
U.S. Constitution, the Fourteenth Amendment was passed, stating "No State 
shall make or enforce any law which shall abridge the privileges or immunities of 
citizens of the United States nor shall any state deprive any person of life, liberty, 
or property, without due process of law." The Fourteenth Amendment was not 
affirmed by the courts until 1925, in the case of Gítlow v. New York. Gitlow was 
the business manager of a newspaper that had published a "Manifesto" support-
ing Communist revolution in the United States. In this case, the Supreme Court 
declared: "For present purposes we may and do assume that freedom of speech 
and of the press—which are protected by the First Amendment from abridge-
ment by Congress—are among the fundamental personal rights and liberties 
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protected by the due process clause of the Fourteenth Amendment from impair-
ment by the states." 

Yet the Constitution has not stopped the states from passing countless laws 
affecting the confidentiality of sources for both print and broadcast journalists, 
from passing laws affecting the right of access to public meetings or cameras in 
the courtroom, nor from passing laws governing cable television. Continually, in 
broadcasting, the twentieth-century concept of the electromagnetic spectrum as a 
limited resource has been used as a basis for more legislation and interpretation, 
although not without criticism. Former CBS commentator Eric Sevareid, ad-
dressing a meeting of the National Association of Broadcasters, remarked, "J 
could never understand why so basic a right as the First Amendment could be 
diluted or abridged simply because of technological change in the dissemination 
and reception of information and ideas."2 

The broadcast press has had to fight continually for its rights as an equal 
partner with the print media under the First Amendment. This fight has entailed 
visible lobbying efforts by the National Association of Broadcastors (NAB), such 
as its Declaration of Broadcast Freedoms (Figure 15-7) passed as a resolution by 
NAB's Board on June 17, 1976. The declaration states that broadcasters "will 
increase our vigilance in defending our rights to stand equal to the written 
press...." The NAB even published a mock newspaper (Figure 15-7) publicizing 
"future" government control of the newspaper industry. Spokespersons for 
the broadcasting industry have been equally as vocal. CBS's William S. Paley 
remarked that the First Amendment freedom "presupposes, in us as broadcasters, 
a greater sense of responsibility. If we fail to see the dimensions of that responsi-
bility and to measure up to them, we are in for constant threats of restrictions and 
policing." 
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With the rhetoric has come some judicial support for the First Amend-
ment's application to broadcasting. In the case of CBS v. the Democratic Na-
tional Committee, Justice William O. Douglas wrote: 

My conclusion is that the TV and radio stand in the same protected 
position under the First Amendment as do newspapers and magazines. 
The philosophy of the First Amendment requires that result, for the fear 
that Madison and Jefferson had of government intrusion is perhaps even 
more relevant to TV and radio than it is to newspapers and other like 
publications.4 

A panel of five justices of the New York State Supreme Court affirmed the right 
of WABC-TV to show a documentary about conditions in a children's home.5 
Presiding Justice Harold A. Stevens wrote: 

While the protection of freedom of the press is not absolute, the burden of 
demonstrating a condition which warrants a prior restraint is indeed a 
heavy one. Television broadcasting falls under the umbrella of protection 
afforded the press, for it too, in matters such as the subject under review, is 
engaged in the dissemination of information of public concern.' 

Ironically, while affirming the right to show the documentary, the court stopped 
the broadcast for five days to give the children's home time to appeal. 

The spirit of the First Amendment is inherent in other laws, one example 
being the Communications Act of 1934 and its amendments. Section 326 of the 
Communications Act of 1934 states: "Nothing in this Act shall be understood or 
construed to give the Commission the power of censorship over the radio com-
munications... shall interfere with the right of free speech by means of radio 
communication." 

Although the U.S. Constitution remains the umbrella document under 
which legal theory functions in America, it is only a small part of the total 
regulatory scheme affecting the working press. 

REPORTERS SHIELD LAWS 

Reporters' shield laws are designed to protect the anonymity of a reporter's 
sources of information. The laws received great attention in the early 1970s when 
the courts with interesting frequency began jailing journalists for not divulging 
their sources of information. One of the most publicized cases involved Los 
Angeles Times reporter William Farr, who refused to divulge the source of 
information he had received from an attorney during a murder trial. Farr served 
some time in jail. As a result of several other similar cases, a number of states 
began realizing that the Constitution did not give journalists sufficient protection 
and that there was a real need either to legislate new reporters' shield laws or to 
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strengthen old ones. By 1980, more than twenty states had shield laws. Two 
states whose legislatures instituted typical changes were Indiana and Oregon. 
Indiana had had a shield law on the books since 1941, but it had become 
outdated. This, accompanied by the reasons mentioned above, prompted the 
legislature to change the law in 1971 and 1973. Below is the new law. The 
portion crossed out belongs to the 1941 law. 

Section 1. IC 1971, 34-3-5-1 is amended to read as follows: Sec. 1. Any 
person connected with, or any person who has been so connected with or 
employed by, a weekl y, scnthveekly, triweckly, or daily newspaper that 
conforms to postnl regulation:;, which :;hall have been published for five (5) 
eenseet44eyeafs--44-4he-rsaiiit-eity-er-tewii-entl-wkieli-ltim-a-pititl-eifettltttiffl-
of two per cent (2%) of the population of the cono in which it ii pub 

newspaper or other periodical issued at regular intervals and having 
a general circulation or a recognized press association; a wire service as a 
bona fide owner, editorial or reportorial employee, who receives or has 
received his or her principal income from legitimate gathering, writing, 
editing and interpretation of news, and any person connected with a mil-
iiieFeia4ly licensed radio or television station as owner, official, or as an 
editorial or reportorial employee who received or has received 4s-of-her-
prineipal income from legitimate gathering,writing, editing, interpreting, 
announcing or broadcasting of news, shall not be compelled to disclose in 
any legal proceedings or elsewhere the source of any information procured 
or obtained in the course of his employment or representation of such news-
paper, periodical, press association, radio station, or television station, or 
wire service, whether published or not published in the newspaper or pe-
riodical, or by the press association or wire service or broadcast or not 
broadcast by the radio station or television station by which he is employed. 

Although Indiana's 1941 shield law may seem rather shortsighted by to-
day's standards, it was felt conclusive enough for that era. Today, however, there 
are many other considerations. Technology and judical precedent have created a 
need for more inclusive shield laws. 

An example of this inclusiveness is the Oregon shield law. In the Oregon 
law, the scope of the media covered under the statute is much broader than in 
the Indiana law. Although a court might interpret the Indiana law as being just as 
broad, the Oregon law specifically states that: "Medium of communication has 
its ordinary meaning and includes, but is not limited to, any newspaper, 
magazine or other periodical, book, pamphlet, news service, wire service, news 
or feature syndicate, broadcast station or network, or cable television sys-
tem ...." 

Laws as encompassing as Oregon's are rare. Not all states are explicit in 
their definition of media, and reporters working for magazines or writing books 
are not always protected as fully as newspaper journalists are. Although judicial 
precedent has firmly established radio and television as being "press" in the 
traditional sense, there still are many legal frontiers to be conquered before shield 
laws can be said to have universal application. 
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Reporters are also faced with the fact that orderly judicial procedures must 
be followed when a court order demands that a reporter reveal confidential 
sources of information. Courts also have ruled that reporters are not exempt from 
appearing and testifying before grand juries. Even the strongest shield laws may 
not prevent a judge from issuing a contempt order, and although a reporter may 
win a case on appeal, he or she may in the meantime spend considerable time in 
jail and be faced with huge legal fees. 

FREEDOM OF INFORMATION LAWS 

Closely related to reporters' shield laws are freedom of information laws. Both are 
designed to help guarantee the ability of the news media to disseminate truthful, 
accurate, and complete information. Freedom of information laws attempt to 
assure the press access to (1) meetings of governmental bodies and (2) documents 
that are classified or are part of public officials' files and reflect possible corrupt 
activities in government. These laws exist not only on a national level, as was so 
vividly brought to the public's attention during the Vietnam War and the 
Watergate era, but also on the state level. 

For the news media, the most common contact with freedom of informa-
tion laws is in the area of open meetings. Investigative journalism is, of course, 
concerned with open records legislation, but the average reporter preparing in-
formation for daily public consumption is also concerned with whether or not he 
or she will be admitted to the local meeting of the city council or whether the 
executive meeting of the zoning board is going to shut the door to the news 
media. A report written by Dr. John Adams of the University of North Carolina 
and funded by the American Newspaper Publishers Association listed eleven 
different classifications of open meetings laws. 7 

I. Include a statement of public policy in support of openness, 
2. Provide for an open legislature, 
3. Provide for open legislative committees, 

4. Provide for open meetings of state agencies or bodies, 

5. Provide for open meetings of agencies and bodies of the political 
subdivisions of the state, 

6. Provide for open County Boards, 

7. Provide for open City Councils (or their equivalent), 
8. Forbid closed executive sessions, 
9. Provide legal recourse to halt secrecy, 

10. Declare actions taken in meetings which violate the law to be null 
and void, 

11. Provide for penalties for those who violate the law. 
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Of all the classifications, the four most common types of open meetings legisla-
tion currently in operation include open state agencies, open county-local agen-
cies, open county boards, and open city councils. For the average reporter, these 
are the most common types of governmental bodies to which he or she would 
need access. 

Two other key arcas in which the press would like to see open information 
laws enforced are executive sessions and actions taken in meetings that violate 
the law. When important desicions must be made before they can be voted on in 
public, many governmental bodies may call executive sessions. The problem 
with these closed sessions is that they can easily become a habit. When such 
issues as budgets, firing employeees, planning raises, and similar items arise, 
public reaction and concern can be significant. Voting and deciding behind 
closed doors and then merely "rubber stamping" the decisions at the public 
meetings of these agencies deprives the public of the information they need as 
constituents of elected officials. 

The real teeth in open meetings laws are found in points 10 and 11. Any 
law is only as good as its ability to be enforced. Laws are strong when they void 
any action taken in closed session and even stronger when they provide penalties 
for those who violate the law. When the news media have this type of legislation 
protecting their ability to report, the free flow of information to the public is 
much more open. 

CAMERAS IN THE COURTROOM 

In 1935 when Bruno Richard Hauptmann was tried for the kidnapping of the son 
of famed aviator Charles Lindbergh, the courtroom resembled more a county fair 
than a judicial proceeding. Reporters were falling over reporters, vendors were 
selling souvenirs, and when the judge barred cameras from the courtroom, one 
reporter still managed to sneak a camera into court and snap a picture that 
bannered in papers across the country. 

The American Bar Association approved its famous Canon 35 two years 
after the Lindbergh trial. Amended in 1963 to include television, Canon 35 
forbade either taking photographs of or broadcasting court proceedings. Indi-
vidual states were quick to affirm Canon 35's principles and to place it in statutes 
affecting court proceedings. The Federal Rules of Criminal Procedures, specifi-
cally Rule 53, carries the prohibition of cameras to federal courts. A special 
committee of the Judicial Conference of the United States reaffirmed Canon 35 
in 1968, calling for prohibition of " . . . radio or television broadcasting from the 
courtroom or its environs, during the progress of or connection with judicial 
proceedings. ... " Clearly, from the standpoint of the courts and many lawyers, 
there is popular support for the Sixth Amendment's position guaranteeing a fair 
trial. 
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Such claims for constitutional priority are not founded in merely supposi-
tion or conjecture. The annals of case law are filled with overturned verdicts, 
appeals, and charges of biased juries, because the news media have been less 
than restrained in their coverage. Cases that stand out include Rideau v. 
L,ouisiana. 8 In this case, the suspect was interviewed by a country sheriff, and the 
interview was filmed and played on local television. The suspect's confessions 
made during the interview and the subsequent televising of those confessions 
prompted the defense attorney to request a change of venue. A denial and 
subsequent guilty verdict were all that was needed for the United States Supreme 
Court to reverse the conviction and state that the jury should have been drawn 
from a community whose residents had not seen the televised interview. 

The case of Texas businessman Billie Sol Estes added fuel to this constitu-
tional fire. Estes was tried and convicted of swindling. An appeals court affirmed 
the conviction, but when the case reached the United States Supreme Court in 
1965 in Estes v. State of Texas, the conviction was reversed.9 Massive national 
publicity surrounded the trial, and when it first went to court, the trial judge 
permitted television coverage of portions of the trial. In fact, the initial hearings 
were carried live. The scene was described by Justice Clark, who delivered the 
opinion in the case: 

Indeed, at least 12 cameramen were engaged in the courtroom throughout 
the hearing taking motion and still pictures and televising the proceedings. 
Cables and wires were snaked across the courtroom floor, three mic-
rophones were on the judge's bench, and others were beamed at the jury 
box and the counsel table. It is conceded that the activities of the television 
crews and news photographers led to considerable disruption of the hear-
ings. 

Justice Clark summarized four areas in which television could potentially 
interfere with a trial: (1) Television can have an impact on the jury. The mere 
announcement of a televised trial can alert the community to "all the morbid de-
tails surrounding" the trial. "Every juror carries with him into the jury box those 
solemn facts and thus increases the chance of prejudice that is present in every 
criminal case." (2) Television can impair the quality of testimony. "The impact 
upon a witness of the knowledge that he is being viewed by a vast audience is sim-
ply incalculable. Some may be demoralized and frightened, some cocky and given 
to overstatement; memories may falter. .. . (3) Television places additional re-
sponsibilities on the trial judge. Along with other supervisory duties, the judge 
must also supervise television. The job of the judge, "is to make certain that the 
accused receives a fair trial. This most difficult task requires his undivided atten-
tion." (4)On the defendant, television "is a form of mental if not physical harrass-
ment, resembling a police line-up or the third degree. The inevitable close ups of 
his gestures and expressions during the ordeal of his trial might well transgress his 
personal sensibilities, his dignity, and his ability to concentrate. . . . " 
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The Supreme Court's decision, however, did not stop the courtroom access 
of omnipresent television cameras. Breakthroughs did occur in 1972 when the 
American Bar Association's House of Delegates approved a Code of Professional 
Responsibility, permitting the use of television in the courtroom for such activities 
as prerecording testimony and playing back the videotape to present evidence. 
Another breakthrough came in 1974 when the Washington State Supreme Court 
instructed a county superior to select a trial and to experiment, for "educational" 
purposes, with televising it. The experiment was generally successful. '° In Las 
Vegas, Nevada, the fall of 1976 saw KLAS-TV televise in color a criminal court 
trial. Sixty hours of courtroom activity, including interviews with the defendant, 
jury, and attorneys, were videotaped and edited for a three-part, prime-time spe-
cial. And one of the most publicized trials took place in Florida in 1977 when a 
teenager was accused of murder (Figure 15-8). The trial was televised, and seg-
ments appeared regularly on network television, calling national attention to the 
camera-courtroom issue. A few weeks later, when the verdict was read in an Indiana 
kidnapping case, cameras were again present, and the courtroom once again made 
national television. 

In 1976, a Montgomery, Alabama courtroom opened its doors to a reporter 
from the Montgomery Advertiser journal. Using the Alabama Supreme Court 
ruling that permitted pictures to be taken during court proceedings when judges 
permit it, the photographer captured a ten-year-old deaf-mute girl identifying the 
defendant in a case. The child testified in sign language and her testimony was 
translated for the jury by a teacher. Judge Richard Emmet, who presided over the 
case, was quoted by Associated Press as saying that taking of pictures in court was 

Figure 15-8 (George Chase and WPBT-TV) 



360 Legal Issues and The Working Press 

Figure 15-9 Arguing a point in the trial of Patty Hearst. The scene 
is the work of NBC courtroom artist Walt Stewart of KRON-TV in 
San Francisco. (Walt Stewart) 

not in any way disruptive. He felt that the trial went very well and that the 
camera did not disrupt the courtroom. 

The future of camera coverage of court proceedings will depend on the 
willingness of the courts to recognize the public's right of access to trials, their 
permission in court for the apparatus necessary to capture the actual sounds and 
sights of the court in session, and the willingness of the press to use restraint and 
the highest professional attitude and activity while covering a trial. Certainly, not 
all of the courts across the country are going to open their doors to cameras 
overnight. The process will be slow and gradual, and many trials will remain 
closed at the request of the parties involved. Meanwhile, the familiar and tal-
ented courtroom artists will continue their craft of capturing on sketch pad 
(Figure 15-9) the activity barred from the eyes of the news cameras. 

TELEVISION AND LEGISLATIVE PROCEEDINGS 

While many broadcasters have been fighting to gain access to the courtrooms, 
others have been lobbying for access into legislative chambers, especially on the 
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state level. One reason for this effort is to offset the lopsided coverage that the 
executive branch of government always receives. Another reason is the public's 
right to know. Critics argue that the legislature is where the real coverage should 
take place, since this is where an informed public needs to exert its opinions 
through its elected representatives. Although the U.S. House of Representatives 
voted in 1977 to permit television cameras in its chambers for certain proceed-
ings, many state bodies have lagged behind. 

Two factors have continually snarled the full-scale coverage: (1) the neces-
sity to garner enough votes to pass a full-coverage measure and (2) the inability to 
muster a plan for the coverage. Sticky points include whether or not cameras 
should show all of the chamber. Can the gallery be seen? Do the cameras need to 
be in fixed positions? Who will determine what will and will not be televised? 
Will the charismatic representatives steal the show from their less "polished" 
counterparts? Will politicians play to the cameras instead of doing their job? 

Nevertheless, the broadcast press is making progress. After court pressure 
was brought by a Chicago station, the Illinois Commerce Commission opened 
up its sessions to television coverage in 1977. Temporary guidelines were issued 
pending the adoption of permanent ones. Those guidelines restricted cameras 
and recording equipment to a designated area in the back of the hearing room. 
Television lights could not be set up outside the designated area; camera persons 
could have access to other areas of the room before the conference was called to 
order; and microphones could not be placed on the staff tables at the front of the 
room nor on the commissioner's bench. Photo journalists had similar restrictions 
placed upon them and were prohibited from using flash bulbs during the confer-
ence. 

Such specially called conferences are just a brick on the road to unre-
stricted coverage of the day-to-day business of the legislative process. But again, 
as with the courts, as television cameras become smaller and less conspicious, 
and as broadcast journalists act more responsibly, there are bound to be greater 
opportunities for legislative coverage. 

GAG RULES 

In their attempts to assure a fair trial and to secure the "dignity" of the court, some 
judges have placed restraints on the press by keeping them from reporting those 
aspects of the trial that the judges feel might interfere with the judicial process. 
Such actions are commonly called "gag rules" and create a direct conflict be-
tween the news media and the judiciary in the issue of free press versus fair trial. 
Gag rules have ranged from attempts to keep all news media from reporting any 
and all aspects of a trial, to orders stifling just one particular reporter. In many 
cases, reporters have been held in contempt of court for publishing or broadcast-
ing information the judge has deemed unacceptable for public consumption via 
the news media. 



scope of gag rules 

In recent years, gag rules have become increasingly common. Although there 
seems to be little constitutional foundation to such rules and they are almost 
always voided when appealed, this has not hampered their frequent issuance. For 
instance, in California, Superior Court Judge J. A. Leetham barred journalists 
from reporting the identity of witnesses in a murder case. The same gags were 
placed on defendants, documents, and exhibits. The gag rule was eventually 
struck down by an appeals court." An Ontario, California judge issued a gag 
rule against publication of the names of certain witnesses, also in a murder trial. 
A well-publicized gag rule resulted when a Baton Rouge, Louisiana judge, 
Gordon E. West, prohibited reporting news of a pretrial hearing involving a civil 
rights worker. Two reporters, Gibbs Adams of the Morning Advocate and Larry 
Dickinson of the State Times, defied the gag rule and were consequently fined 
and held in contempt of court. The rule was overturned by an appeals court, but 
the contempt citation was upheld, leaving the clear directive that, although a gag 
order may later be struck down in an appeal, it should be obeyed until that appeal 
has been completed.'2 In Texarkana, Arkansas, an editor was found in contempt 
of court for reporting the verdict in a rape case. That decision also was overturned 
by a higher court. '3 

the judicial dilemma 

Although these judicial decisions may seem arbitrary to you, place yourself 
behind the bench for a few moments and consider what might go through your 
own mind. You are considering a controversial murder case which has received 
considerable publicity. You, as a judge, have the responsibility to guide the 
attorneys in the search for truth. It is your responsibility to secure the defendant a 
fair trial and to see that everyone is equally represented in the case. You know 
from previous decisions that if you do not adhere to the rules of the court, the 
final decision in the case will be appealed, and your own actions will be held 
accountable in the appeal. If there is considerable pretrial publicity and an 
appeals court rules that the defendant is entitled to a new trial, then this reflects 
on the operation of your own courtroom, especially if during the trial the defen-
dant's attorney requested a change of venue for the trial based on that very 
pretrial publicity. Perhaps you are an elected judge and are caught between 
giving the press complete freedom to do and say what they please and thus risk 
the dignity of your court, or attempt to gag them and thus incur their ire which 
could have an effect on your chances in the next election. Even if the press is 
responsible in your community, you may still wrestle with the question of what 
should be done and how it will affect your political career. On the other hand, 
you may be asking yourself, "If I issue a gag rule and in my opinion protect the 
dignity of the court, then when the gag rule is subsequently struck down, what 
does that action create?" In trying to protect the dignity of the court and the due 
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process of law under one constitutional amendment, you successfully nullify the 
effect of another one. Thus, from behind the bench, it is a real dilemma, one 
which is not easily solved. 

Now place yourself in the shoes of the reporter assigned to cover the case. 
From the morning that the case first appeared on the police log, you have worked 
to provide complete and impartial information about it. You have based your 
activities not only on the fact that you have a job to do but also that the public has 
a right to know. As a journalist, you have the responsibility to report the activities 
of the government and the courts and to point out any deficiencies which might 
exist. Now comes the day of the trial. The judge issues you an order to not 
publish any information about the case. You are faced with some rather unpleas-
ant alternatives. You can defy the judge and publish the story. You can also land 
in jail and be fined in the process. On the other hand, you can abide by the 
judge's ruling and tell your peers back at the office why you sold out. Suppose 
you decide at least to take the issue to a higher court to try and have the gag rule 
reversed. Chances are you will be successful, but in the meantime, you will have 
missed the story. At the very least, you will have spent valuable time and money 
and may face the situation again when the judge decides to issue another gag 
rule. There is no easy solution to your dilemma any more than there is an easy 
solution to the judge's dilemma. 

voluntary cooperation 

Occasionally, the press has agreed to voluntary silence arrangements with the 
judge. For example, in Cartersville, Georgia, Judge Jefferson L. Davis simply 
calls a conference with the reporters whenever he wants information withheld 
from publication. He explains why, and the arrangement seems to work. 14 Yet 
Cartersville is not Los Angeles or New York, and what may work in a small 
Georgia community may not prove feasible in a major city. Moreover, many 
journalists would claim it should not work. That is not the job of a journalist. 

In an article in Time magazine, the following incident was reported. 
When two persons accused of murder were brought to trial in Pennsylvania, the 
judge informed the press that the cases for the two defendants had been sepa-
rated, and each was to receive a separate trial. The press agreed to withhold 
reporting the first trial so as not to prejudice the second trial. The news media, 
including radio and television stations as well as newspapers, went along with the 
judge and not only failed to cover the proceedings but even omitted any public 
mention of the trial. When it was all over, the press was divided on whether or 
not they had made the right decision.'5 

The problem of ensuring a free press but at the same time according a 
defendant a fair trial is a dilemma far from nearing a solution. Gag rules will 
probably continue to be issued, and journalists will probably continue to defy 
them, as will judges persist in citing members of the news media for contempt. 
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This is one of those gray areas in regulatory posture that placcs law, journalism, 
and the Constitution right in the middle. 

RIGHTS OF THE STUDENT PRESS 

The courts' continued support of First Amendment principles as they apply to 
the student press depends on the responsible actions of student reporters. Al-
though the legal issues are complex, generally the college press is afforded some-
what more freedom than the high school press. One reason for this greater 
freedom is because college students are usually of legal adult age, over eighteen 
in most states, and can therefore assume some of the responsibility for their 
actions that the school district must assume for high school journalists. 

Any school system typically finds itself in the awkward position of being an 
instrument of the state, supported by taxpayers' dollars. As a result, schools can 
exercise control over the student press when the content of the press directly and 
specifically affects the maintenance of the school system. In other words, calls for 
revolution in a school newspaper, especially in a high school newspaper, can be 
a sticky legal issue. For example, in one case the Supreme Court ruled, "the First 
Amendment can be abridged by state officials if their protection of legitimate 
state interests necessitates an invasion of free speech."'6 This does not, however, 
sanction blanket authority to censor anything disagreeable to a school administra-
tion. Specific actions affecting the control of a student press must be based on 
evidence. Moreover, money, once appropriated, cannot be withdrawn or 
threatened to be withdrawn as a means of controlling press content. Firing a 
student editor can be just as touchy, especially if it is done under the guise of an 
infraction of school rules. 

As a result of the obscure legal issues, many student newspapers have tried 
to become independent of their parent institution. Yet how independent a stu-
dent newspaper is from the school usually does not matter until the newspaper 
becomes involved in a libel suit. Attorneys can be rather disinterested in "inde-
pendent" status and can be quick to name the school as a defendant, regardless of 
how independent the paper claims it is. Court arguments purporting to show this 
association can center on such factors as the newspaper being widely publicized 
in school literature, from admissions brochures to school catalogues; articles 
written in journalism classes under faculty direction finding their way into print; 
the college or university handling some of the newspaper bookkeeping; facilities 
of the college or university being used to house the newspaper; and endowments 
administered through the school directly benefiting the student newspaper. 

Most student journalists have the opportunity in a high school or college 
curriculum to experience both responsible reporting and the exercise of free 
press. Taking advantage of both opportunities can be a valuable training ground 
for a professional career or for better understanding and critical evaluation of the 
press. Most of the student publications operate under faculty advisors. Students 
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who fail to take advantage of these advisors or who look upon them as potential 
censors instead of as colleagues concerned about a responsible press are failing to 
tap a valuable resource which can pay off in later years. 

LIBEL AND SLANDER 

Although the First Amendment gives reporters the ability to pursue truth, 
criticize government, and generally take a no-holds-barred attitude toward the 
exercise of a free press, there are certain legal safeguards against irresponsible 
journalism that may libel a person, institution, business, or other identifiable 
entity. 

definition 

Libel is defined as the publication of material that identifies and defames a 
person, resulting in that person's exposure to hatred, contempt, ridicule, and 
causes him or her to be shunned or avoided. Closely related to libel is slander, 
which can apply to broadcasting, and is the voicing of defamatory statements 
about someone to another person. Libel and slander are in some ways inter-
changeable. For example, someone who is libeled on a radio newscast may also 
be slandered, inasmuch as the actual "publishing" of the news story was in the 
form of an oral presentation. A test to determine whether or not something is 
libelous has three parts: publication, defamation, and identification. If a person is 
written about in a newspaper or mentioned during a broadcast and that mention 
defames the person, then publication, defamation, and identification have oc-
curred and the person may have been libeled. 

avoiding libel 

it is as important to understand libel as it is to avoid it. Most reporters have some 
knowledge of mass communication law, and although every case is different and 
every jury and judge can make a different interpretation of that law, there are 
guidelines for staying out of libel court. Of these, nothing is more important than 
to avoid mediocre reporting practices. Journalism is extremely serious business. 
A name misspelled, a false association with the scene of a crime, or an implied 
immoral act may wind up as a law suit in the millions of dollars. There is no 
substitute for sacrificing accuracy, regardless of how big the story or how tight the 
deadline. Second, truth, although a defense against libel, may not hold up in 
court unless the truth can be proved. Simply saying that something is fact, yet 
not being able to prove it in court may not be enough. A reporter cannot assume 
something is true simply because someone says it is. Regardless of how close to the 
truth a source may seem to be, documents may be necessary to defend a libel suit. 
A third way to avoid libel is to make sure the story is objective. Words often can 
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bring on a libel suit. If a reporter writes that someone is a swindler, that reporter 
had better be sure the person has been tried in court and convicted of swindling 
before using the noun in print. Even then it is safer to say that the person was 
"found guilty" in a court of law rather than using the word "swindler." Quota-
tions can be particularly difficult. A reporter may accurately report a quotation. 
However, if the quotation is an untrue statement, regardless of how accurately it 
is reported, the reporter and his or her respective medium are open to charges of 
libel. Finally, if an error is made and a libelous statement is reported, a full and 
complete retraction should be made. Although only a few states make it a com-
plete defense against libel, a retraction can nevertheless reduce the damages. 

libel per quod, libel per se 

Courts can award two types of damages in libel cases. One type results from what 
is termed libel per quod and the other from libel per se. Libel per quod refers to 
libel from association. For example, a newspaper gossip column reports that two 
public school teachers, Mr. Smith and Miss Jones, are going to make it legal and 
get married next week. The comment merely refers to their upcoming wedding 
but could infer that they have been living together, which a conservative school 
board might not consider the best publicity for their teachers. Smith and Jones 
might decide to sue for libel. If they did, it would be considered libel per quod. 
On the other hand, if the paper reported that Mr. Smith, who happens to be 
happily married, is getting a divorce to marry Miss Jones, when in fact it is not 
the case, Smith might decide to sue on grounds of libel per se, that the words 
themselves are libelous. 

defense against libel 

When the press does find itself in libel court, it has three primary defenses. 
The first is truth. In some states, truth is an absolute defense against libel. In 
other words, regardless of how defamatory a statement or story is, if it can be 
proved true, then the plaintiff has little recourse but to live with the conse-
quences without receiving any damages. The second defense is reporters' 
privilege. For example, comments made by politicians in a governmental forum, 
such as a legislature, are primarily immune from libel actions. Statements made 
by witnesses, judges, and lawyers in open court are also poor arguments in a libel 
case. In addition, comments made by heads of governmental agencies in the 
official discharge of their duties also can be freely reported on as long as the 
reporter does not show malice in reporting them. 

A third defense is fair comment: comment about books, artistic works, and 
performers and others in the public light. However, recent Supreme Court deci-
sions have greatly narrowed this privilege by narrowing the definition of a public 
figure. Simply putting someone in the news does not make him or her a public 
figure. When fair comment is employed, malice cannot be the motive and the 
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statements must be opinions, not statements about what the reporter believes to be 
fact. Other defenses also exist beyond the three primary ones stated. For example, 
having permission to report something can be a defense. It must be proved, 
however. Consent in writing is much better than someone's verbal consent. 
Permitting the person to reply is another defense, and if the statute of limitations 
has expired, the person libeled has little recourse. 

In recent years, libel suits have increased in frequency, and the press is not 
always held in high esteem among juries. So despite a defense of free press, truth, 
a retraction, or reporters' privilege, the reporter and the medium can find them-
selves paying significant damages. In fact, the problem is becoming so serious 
that some insurance companies are considering discontinuing libel insurance. 
Those companies that still have the insurance have raised their premiums so 
high that they are almost prohibitive for many small newspapers and broadcast 
stations. Yet the risk of libel judgments running into the millions of dollars can 
lead only to bankruptcy. The result is the need, more than ever, for responsible 
journalists. 

INVASION OF PRIVACY 

In its search for truth, the press deals daily with the issue of invasion of privacy. 
How far can the press go to gather information without infringing on the rights of 
others, specifically the right of privacy? Both statutes and judicial precedent have 
established parameters within which reporters must work to gain information. 
Going outside these parameters can result in actions against the press for invasion 
of privacy and, depending on what is reported, libel or slander. Generally, four 
areas must be avoided to avoid an invasion of privacy action.'7 

These include: (1) physical intrusion—breaking into someone's office or 
home is clearly off limits, although if the police raid the office or home and you 
accompany them, you would at least be on safer grounds. Good taste still can be 
considered. If the police arrest the occupant and drag him nude into the street 
and you film that and show him nude on the evening news, you may find 
yourself in court for invasion of privacy. Similarly, bugging a telephone or using 
a telephoto lens can get a reporter into the same kind of trouble, especially if a 
private citizen is involved and no crime has been committed. But even if a crime 
has been committed, publishing the picture or the results of the wiretap can be 
extremely serious and good cause for legal action. (2) Appropriation—showing a 
person's picture or using a person's name for commercial purposes without his or 
her permission can also be costly. Although this type of privacy invasion mostly 
concerns the advertising department of a newspaper or broadcasting station, the 
reporter taking the photograph or providing it to the commercial department for 
use can be named a defendant. (3) Public disclosure—exposing private, embar-
rassing facts about an individual can provoke legal action against the reporter. A 
patient hospitalized for obesity would have a case if a reporter took a picture of 
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the individual in the hospital and published the photo without the person's 
permission. (4) Placing a person in false light—file photos can be particularly 
troublesome in this area. Publishing a picture of a policeman in conjunction 
with a story about a police corruption probe when the policeman in the photo is 
in no way connected with the probe would definitely be cause for legal action. 

Much like libel, responsible reporting is the best insurance against an 
invasion of privacy suit. 

SEARCH AND SEIZURE 

In 1978, the Supreme Court ruled that police could search for criminal evidence 
believed in possession of a third party. The decision arose from a case concerning 
the Stanford Daily at Stanford University. Some say the ruling has frightening im-
plications for a free press. At the extreme, it means that a corrupt government can 
use police action to secure documents from reporters who may be trying to expose 
that corruption. At the very least, it threatens every reporter who has ever worked 
on a story that may have criminal implications. If all police forces were without 
the taint of corruption and every officer of the law carried the banner of a free 
press, perhaps the ruling would not be as serious. But they are not. It was not 
surprising that the press was concerned about the ruling, and trade publications 
were quick to point out its dangers. Broadcasting magazine, in an editorial, 
noted: "It will be a public-spirited cop indeed who chances upon evidence of a 
journalistic investigation of the local police and keeps it secret." 

The threat of a search warrant rests in the fact that it is a surprise document 
thrust in the front door and not subject to challenge. Instead of issuing a sub-
poena and having it challenged in court, a police officer can show up at the front 
door of a newspaper and, as one network executive commented, "break the door 
down." Moreover, when the warrant is requested from the judge, no one from 
the press will be there to argue against its issuance. Although the Supreme Court 
suggested that judges be careful of protecting First Amendment concerns when 
issuing warrants, the press found little solace in this, pointing out that local 
officials on the magistrate level will likely be less than cognizant of First 
Amendment principles, especially when police officers and prosecutors are 
standing in front of them demanding a search warrant in the name of law and 
order. 

ALTERNATIVE CONTROLS: THE NATIONAL NEWS COUNCIL 

It was at the height of the Watergate era, when news reporters were being jailed 
and the administration of former President Richard Nixon was protesting the 
press coverage it was receiving, that the National News Council became a reality. 
Supported by a grant from the nonprofit Twentieth Century Fund, the council 
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was charged with the responsibility of considering the accuracy and fairness of 
news disseminated by national news-gathering organizations. Anyone can bring 
a complaint before the council as long as he or she waives filed legal proceedings 
against the news-gathering agency in regard to the complaint. 

After some well-publicized criticism, the council finally became a reality 
in early 1973 and in July of that year formally announced its fifteen members, 
representing people from a wide range of backgrounds. William B. Arthur, a 
former editor of Look, was named executive director. Roger J. Traynor, a former 
chief justice of the California Supreme Court, became chairman, and the former 
city editor of WCBS-TV, Ned Schnurman, was named associate director. Three 
years later, the council increased its size to eighteen members, permitting two 
additional representatives from the media and one from the general public. 

Ironically, Richard Nixon's criticism of the press coverage of his adminis-
tration was not handled by the news council, mostly because it could not gain the 
cooperation of the Nixon administration officials to substantiate the charges. 

Other cases have come before the council. A CBS television documentary 
about the life of former President Franklin Delano Roosevelt was criticized for 
misleading the viewers into assuming that troops had killed marchers during a 
Washington, D.C. protest in 1932. The council said the complaint brought 
against CBS was warranted. The Washington Post also received council scrutiny 
when the Post edited a UPI story and thus, the council claimed, changed the 
reported thrust of a speech by a woman's rights advocate. 

In 1976, the scope of the council expanded beyond the national press to 
include press that may not be national in initial circulation but that deals with 
issues of a national concern or concern for journalists. Certainly the future of 
such a body will be dependent on the ability of the council to obtain three 
things—money, public support, and media support. Without any one of these, it 
cannot succeed. The thought by some that the council might turn into a type of 
hatchet body was not justified. While criticizing some media, it found that other 
complaints were not warranted. Currently, the council operates much like a 
watchdog without teeth. It can investigate and comment, but it cannot take action 
against the media, short of attempting to publicize its findings. 

SUMMARY 

Our discussion of legal issues and the working press began by examining four 
theories of the press as discussed by Siebert, Peterson, and Schramm. Of these 
theories, the authoritarian theory is the oldest and is based on the assumption 
that the individual is subordinate to the state. The press functions as an instru-
ment of the state under this theory, with limited private control of the press for 
selected individuals who will publish the state's position on issues affecting society. 
As the authoritarian theory began to deteriorate, it was gradually replaced by 
the libertarian theory, which espouses a free press. Libertarianism envisions a 
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society in which the individual is the concern of society, and society's goal is the 
achievement of the greatest happiness possible for the largest number of people. 
In the twentieth century, partly based on criticism of the role of advertising in the 
press, arose the social responsibility theory of the press. This theory suggests that 
while a free press exists, it must operate within certain safeguards to ensure that it 
will be both a free and responsible press. The Soviet-Communist theory is an 
example of a press that is not only an instrument of the state but one that is 
integrated with other instruments to maintain the theory of unity in Soviet 
society. 

The basic legal document affecting the press in America is the First 
Amendment of the U.S. Constitution. Even when the federal government be-
comes directly involved in regulating mass media, the free press—free speech 
concept applies. Indicative of this is the Communications Act of 1934, which 
prohibits direct censorship of the media by government. 

Our chapter also discussed reporters' shield laws, those laws protecting the 
confidentiality of reporters' news sources. Because of the lack of specificity of the 
Constitution with regard to safeguarding the confidentiality of news sources, 
individual states have enacted shield laws to strengthen their own commitment to 
freedom of the press. Closely related to shield laws are freedom of information 
laws which guard against the secrecy of governmental record keeping and meet-
ings. Measures that control the press in the coverage of judicial proceedings 
include Canon 35 of the American Bar Association and gag rules. Canon 35 
was designed to prevent cameras in the courtroom but is slowly being revoked by 
both courts and forward-thinking judges. Gag rules are issued by judges to thwart 
journalists from reporting news of court proceedings. 

The student press enjoys many of the same rights as other media. There 
are, however, some restrictions placed on high school newspapers, and the 
student press that receives funds from a tax-supported college or university retains 
the somewhat precarious position of being an extension of the state. Whatever 
the relationship to the funding source, a student press provides an opportunity for 
students to learn from responsible advisors and to gain experience in reporting 
practices which can be beneficial in later professional careers. 

Libel laws are among those safeguards that ensure a responsible press. 
Publication, identification, and defamation are three facts that can spell libel and 
a court suit for reporters. Similarly, invading someone else's privacy can also 
cause legal difficulties. Recent Supreme Court rulings have lifted the press's 
immunity from police search and seizure tactics. Placed in the same category as 
other businesses, the press is concerned about the possible abuse of this search 
and seizure privilege and the use of warrants to silence any record of possible 
criminal activity. 

Alternatives to legal controls on the working press can be found in the 
activities of the National News Council. Operable in 1973, the council operates 
mainly as a watchdog. 
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Audience and Effects 
of Mass Communication 

l..ver since the press began to exert an influence in society, people have been 
concerned about the effects of the press. Today that concern ranges far beyond 
the press. Scan the topics in an evening newspaper, listen to radio or television, 
or read a news magazine, and you will realize why there is concern about the 
effects of mass media on our lives. The impact of editorials on the election 
process, the influence of televised violence in contributing to or in alleviating 
real-life violence and teenage delinquency, and the effect of comic books—all of 
these have entered the discussions of legislators, parent-teacher associations, and 
academicians. 

The purpose of this chapter is to examine the effects of mass communica-
tion on our lives. Before doing this, however, it is necessary also to understand 
the audience for mass communication. We shall learn how we view the audience 
in terms of its demographic and psychographic characteristics and then shall 
discuss some of the pitfalls in studying the audience and effects. 

AUDIENCE DEMOGRAPHICS 

With a mass audience, it is often difficult to find certain segments of the popula-
tion to which specific mass media messages are to be directed. For example, a 
successful advertising campaign for a Rolls Royce must first select an audience 
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whose income level is high enough to afford it. As a result, media buyers must 
rely on demographics to categorize the population. Demographic characteristics 
are the basic statistical data on such things as age, sex, education level, income, 
and ethnic background. They are used more often than any other method to 
pinpoint a certain mass audience and thus to determine such things as how much 
an advertiser will be charged for airing a commercial during a particular television 
program at a specified time. 

Demographics can be applied to local media that serve a given geographic 
area as well as to national media. For instance, your local radio station reaches a 
specific portion of the total community listeners, which again can be identified as 
a group because of its demographic characteristics. If you were to walk into the 
manager's office at the local station and ask him what the characteristics of his 
station's audience are, he might reply, "We reach the upper-income, middle-aged 
male." Further investigation might reveal that his station programs a lot of 
play-by-play sports which attract this type of sudience. 

Similarly, if you were to walk into the office of a network executive and ask 
what type of audience her network prime-time programming reaches on Wednes-
day nights, she might say, "the middle-income individual whose median age is 
thirty-four." In each case, both media executives identified their audience by 
demographic characteristics. 

Now for comparison, let's examine what would happen if you walked into 
the office of a media manager who was responsible for publishing a magazine 
called Skiers. The publisher would certainly be able to tell you the demographic 
characteristics of her audience. However, this would not be the only important 
quality of the audience. Of equal importance would be their interest in skiing. 
They would be joined, not so much because of their demographic characteris-
tics, but because they liked to ski. Advertisers, although wanting to know the 
average income of the audience, would be mainly interested in them because of 
this skiing interest. It would be an ideal place to advertise ski apparel, ski equip-
ment, and ski resorts. On the other hand, if an advertiser wanted to reach an 
audience predominantly in their mid-twenties, all hobbies or other interests aside, 
he would want to find another mass medium that would accurately reflect this 
demographic feature. Perhaps network television or radio would be a better 
medium in this instance. 

As a result of certain demographic characteristics, media specialists and 
resarchers have become very proficient in determining media habits of the mass 
audience. Although new research techniques are being developed to supplement 
audience demographics, demographics still remain the foundation for categoriz-
ing the mass audience. 

AUDIENCE PSYCHOGRAPHICS 

One of the new research frontiers that scrutinizes the mass audience is called 
psychographics. Psychographics attempts to define and to distinguish the 



374 Audience and Effects of Mass Communication 

psychological characteristics of the mass audience. Examples are attitudes, opin-
ions, values, or self-esteem. 

Psychographics come into play when the traditional demographic charac-
teristics are not sufficient to plan a media buy or to explain our reaction to media 
messages. For instance, age and income may very well help to determine attitudes 
toward welfare payments. However, if these were the only characteristics you 
considered when planning a media persuasion campaign to revise the welfare 
system, you would have little success. Many other characteristics of the mass 
audience help determine attitudes toward welfare, and it is imperative for the 
media buyer to look directly at those attitudes, disregarding, for the moment, 
demographic characteristics. 

After sampling audience attitudes, you may discover that unfavorable at-
titudes toward the current welfare system are held by middle-income people. 
Based on psychographic information about these individuals, you plan your 
media campaign to reach them. Had you assumed that the attitudes of all 
income groups were alike, your media campaign would have been needlessly 
expensive. Moreover, had you assumed that certain attitudes toward welfare 
followed directly from membership in specific age and income groups and had 
not investigated these attitudes, your media campaign would have failed miser-
ably. Based on the information you have received, you may also discover that you 
will need to use different media to reach these middle-income individuals. 
Perhaps they watch more television than other income groups do, or read certain 
consumer magazines. Your media campaign will then have the greatest chances 
for success if advertisements are placed in these media. 

RESEARCHING THE AUDIENCE AND EFFECTS: SOME PITFALLS 

What we know about the characteristics of the mass audience and the effects that 
mass communication has on this audience is the result of about four decades of 
research, a short span of time when we consider how long, for example, the print 
media have been with us. There is still much to learn. 

methodology and theory 

For instance, in chapter 1 we learned there were three basic types of communi-
cation—intrapersonal, interpersonal, and mass communication. Research in 
each of these three areas has proceeded from a different methodological base. 
In intrapersonal communication, highly controlled laboratory experiments have 
employed sensitive electronic measurements of such physiological processes 
as brain waves and galvanic skin response. Interpersonal communication re-
search has been mostly under closely controlled laboratory conditions, frequently 
in the college classroom. In many cases, this research has consisted of students 
receiving some type of message and then being tested for attitude change. Mass 
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communication research, on the other hand, has consisted of mostly field or 
survey research, in which the sample population responds either to a question-
naire or to a home interview. 

experimental vs. survey methodologies 

When people have tried to structure a theoretical base for all types of communi-
cation from these three very different types of data, results have been less than 
ideal. Psychologist Carl Hovland, in discussing the subject of attitude change, 
summarized the differences in results obtained through research using experi-
mental and survey methodologies. ' Among these differences were such things as 
the length of the message used to test attitude change, the influence of experimen-
ters, the difference in interpersonal reaction, and the elapsed time after exposure 
to the message. These differences, among others, reflect some of the difficulties 
in researching the mass audience and studying the effects of mass communica-
tion. 

Imagine that you are a reseacher hired to test viewers' reactions to a new 
television commercial for a certain brand of soap. You arrange for a group of 
people not currently using that brand of soap to gather in a classroom, sit quietly, 
and watch the commercial. You then elicit their opinions about new soap. Their 
answers suggest they have changed their opinion about their current brand of 
soap and will try the new one. You are excited; your commercial works. But does 
it? You select a community in your area, purchase time on a local television 
station, and wait for sales to go up. But they do not. What happened? 

To answer the question, review some of the carefully controlled conditions 
of your "laboratory." Recall first that your group watched the entire commercial 
from start to finish. But what happened outside the laboratory? Many people only 
saw part of the commercial. They may have headed for the refrigerator at the very 
instant the commercial appeared. This limited exposure naturally affected their 
reaction to the commercial. Second, when your group entered the classroom 
setting, they perceived your wishes and reacted accordingly. This influence was 
not present in the home environment. Third, you also asked your group to sit 
quietly. They were not permitted to talk to each other. Yet when viewers saw the 
commercial in their home environment, the situation was entirely different. 
They would interact freely, and their reactions may have been exactly opposite to 
those expressed in the classroom. Perhaps one member of the family told the rest 
that the brand of soap featured in the commercial was not any good, and the rest 
of the family believed her. When you showed the commercial in the classroom, 
you tested for attitude change immediately after the airing. But after waiting a 
few weeks to compile the results of your mass communication campaign, you 
discovered what you could not find out from the interpersonal, classroom 
setting—that after a few weeks, people's preferences for soap returned to what 
they had been before the commercial. 

Of course, there are many other factors, all making the results of your 
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research misleading. These four conditions are just some of the ones that make 
researching the mass audience a difficult process. Although you wanted to obtain 
as truthful and as valid results from your research as you could, moving research 
out of the laboratory made it possible for many unknown variables to interfere 
with the results. 

In the following pages, keep in mind that the results of research can vary 
with different methodologies. Human communication is a very complex 
phenomenon. It is not easily defined, let alone completely understood. 

EARLY APPROACHES TO UNDERSTANDING EFFECTS: THE BULLET THEORY 

Early theories held that the mass audience was an unidentifiable group of people 
with separate life styles, who were individually affected by the various mass 
media with which they came in contact. Reaction to mass media was thus seen as 
an individual rather than a collective experience. This approval to understand-
ing the effects of mass communication was termed the hypodermic or bullet 
theory. Two assumptions that can easily be drawn from such an approach are (1) 
people receive information directly from the mass media and not through an 
intermediary, and (2) that reaction is individual, not based on how other people 
might influence them. 

REVISING THE BULLET THEORY 

As psychologists and sociologists began to work with the bullet theory, it just did 
not seem to explain why people reacted the way they did to messages from the 
mass media. Gradually, the idea of subgroups began to emerge. 

subgroups 

This concept of a subgroup, a "mass within a mass," provided new insights into 
how we, as members of a mass audience, both receive information from the mass 
media and react to that information. For example, we can receive information 
directly by watching television, listening to the radio, reading a newspaper, 
leafing through a magazine, or some other form of direct contact with the media. 
On the other hand, some of our knowledge is derived from other people who have 
been exposed to the media and who have, in turn, relayed the message to us. In a 
sense, these people who relay the message to us play the role of gatekeeper. And, 
just as the gatekeeper working in the media both expands and restricts our 
informational environment, so the person delivering interpersonal communica-
tion may both expand and restrict our informational environment. 

To understand this concept, let's imagine an executive of a large fertilizer 
company is sitting at lunch reading the financial page of the local newspaper. 
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That afternoon he leaves the office and on the way out meets the office manager. 
They stop to chat for a moment, and in the course of their conversation, the 
executive suggests that the office manager consider purchasing agribusiness 
stocks as an excellent personal investment. The office manager mulls over the 
advice of the executive. She has heard about a number of the agribusiness stocks 
and feels that they might make a good investment. However, until now, she has 
never been influenced to the point of buying. Her conversation with the execu-
tive changed all that. She values his advice. He has made many successful 
investments in the stock market. She also knows that he reads a large number of 
financial magazines, the financial page of the local newspaper, and specialized 
economic publications that offer tips on potential investments. Based on the 
executive's advice she decides to purchase the agribusiness stocks. 

opinion leaders and the two-step flow 

The above example illustrated two important concepts in understanding the mass 
audience—the two-step flow and opinion leaders. First, let us study the two-step 
flow. This theory was posited by three researchers, Paul Lazarsfeld, Bernard 
Berelson, and Hazel Gaudet, who studied the 1940 American presidential cam-
paign. 2 In the process of interviewing people about the election, they found that 
much of the voters' information about the campaign came from other people. 
This concept has been expanded upon since that time, but the primary 
hypothesis remains essentially the same—that much of the information dissemi-
nated by mass media comes to the individual's attention secondhand from people 
who relay their interpretation of it. The case of the executive reading the finan-
cial news in the newspaper and then suggesting that the office manager buy stock 
was an example of the two-step flow. 

In addition, the executive influenced the office manager's opinion of the 
stocks—he was an opinion leader. This concept, which also evolved from the 
research of Lazarsfeld, Berelson, and Gaudet,3 hypothesizes that relayers of in-
formation from mass media can also influence the attitudes and/or decisions of 
the receivers. 

interpersonal influence 

We all are acquainted with someone we respect for his or her opinions on world 
affairs. This other person is usually very much attuned to the mass media and 
may read more than one newspaper per day, some news magazines, and also 
listen to a number of radio and television news presentations. We may thus tend 
to rely on this person's judgments of world affairs. Type of medium may also 
determine how and with what influence an opinion leader functions. For exam-
ple, some opinion leaders are attuned to more specialized media which give 
them an authoritative stance on specific subjects. You, as students, are in class to 
learn about mass communication. You rely on your instructor to provide you 
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with recent and authoritative information. Your instructor, because of his or her 
interest in mass communication, most likely reads scholarly journals on the 
subject, journalism reviews, radio-television columns in the local newspaper, 
and probably watches television programs on issues surrounding mass media in 
society. Because your instructor is so attuned to the mass media, especially when 
it concerns his or her area of expertise, you rely on this person as an opinion 
leader. 

Now imagine for a moment that you cut class and miss a lecture in which 
the instructor relates new research findings that he or she read about in a 
scholarly journal. You know you probably will be penalized when it comes time 
for an examination, so you borrow another student's class notes. When you 
choose the student, you pick someone that you feel took good notes and could 
relay to you an accurate interpretation of the instructor's remarks. You were 
again seeking someone who, for you, would be an opinion leader. Notice that 
more than one person was involved in relaying information to you from the mass 
media—in this case, the scholarly journal. Both the instructor and your fellow 
student became opinion leaders. Thus, although this process is still referred to as 
the two-step flow, it may involve more than just one relay person. 

In addition to the indirect communication we receive via the two-step flow, 
we may turn directly to the media either to receive more information, to reinforce 
an opinion presented to us by an opinion leader, or to form our own opinions. For 
instance, assume that the information about new research published in the 
scholarly journal seems strange to you. You feel that despite the authoritative 
posture of both your teacher and your friend, you just cannot accept it as valid. 
Instead, you decide to refer to the journal and read the article yourself. In this 
case, you use media as a check and reinforcement for the information that you 
received from the opinion leader. What actually occurred was an interrelation-
ship between the media and the opinion leader, an interrelationship that ulti-
mately determined how you were informed and influenced by media content. 

UNDERSTANDING REACTION TO MEDIA MESSAGES 

If we accept the idea that different individuals and groups affect how we react to 
messages from the mass media, we can begin to understand the different approaches 
to explaining these reactions. These approaches can be grouped into the individ-
ual differences, categories, and social relationships approaches. 

individual differences approach 

The individual differences approach proposes that each of us has unique qualities 
that result in our reacting differently to media messages. Professors Melvin De 
Fleur and Sandra Ball-Rokeach in their book, Theories of Mass Communica-
tion, state: 
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Individual differences perspective implies that media messages contain 
particular stimulus attributes that have differential interaction with person-
ality characteristics of audience members. Since there are individual dif-
ferences in personality characteristics among such members, it is natural to 
assume that there will be variations in effect which correspond to these 
individual differences.4 

Variables in these differing effects are partially caused by the audience's expo-
sure, perception, and rentention of media content, which we shall discuss later in 
this chapter. 

Although at first the individual differences approach may seem like the 
bullet theory, it is more complex and takes into consideration the differences 
among individuals in accounting for different reactions to the same message. 

categories approach 

Another approach to the mass audience and the effects of media content is the 
category approach.s Its origin stems from the needs of advertisers to reach more 
specialized audiences. Although the simplest way to group an audience into 
categories is by demographics—sex, age, etc.—researchers are looking more and 
more at the physiographic—values, beliefs, attitudes, lifestyles—components of 
the audience. Looking at the audience through categories can be much more 
complex than the old bullet theory. Notice we said, can be. For the ad buyer 
wanting to reach eighteen-to twenty-one-year-old females, the application of the 
theory becomes mechanical. But for social scientists wanting to know how 
categories of people think and how they interact with other categories of people, 
the approach becomes much more involved. Moreover, if we want to use these 
interrelationships to understand how people react to mass communication, the 
process becomes even more sophisticated. Buying an ad to reach the homemaker 
is one thing; buying an ad to reach the homemaker who interacts with another 
homemaker viewing a competing commercial is something else. 

social relationships approach 

Concentrating on this interaction and the people taking part in it would describe 
the social relationships approach to studying the audience and media effects. The 
importance of interpersonal communication becomes evident in the social rela-
tionships approach, as does the realization that although the media can help 
disseminate the initial message, how it is retransmitted, discussed, and rediscus-
sed among audience members will significantly determine the effect of the mes-
sage. 

After considering the different approaches to studying the audience and 
the effects of mass communication on an audience, we readily can see that not 
only do the three approaches overlap, but that in some ways, all come into play in 
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the communicative process. It is much like viewing that process through dif-
ferent colored glasses. A psychologist concerned with an individual's behavior 
might feel more comfortable with an individual differences approach, although 
that same psychologist would be foolish to ignore the other approaches. Simi-
larly, an advertiser wanting to reach a specific type of audience might be con-
cerned with categories but cannot ignore the interrelationships among people 
that demand the attention of the social relationships approach. 

SELECTIVE EXPOSURE, PERCEPTION, AND RETENTION 

In discussing the individual differences approach, we talked about exposure, 
perception, and retention. Each influences our interaction with the media and 
how they affect us. For instance, research has taught us that we selectively expose 
ourselves to certain types of programming, the process being called selective 
exposure. If a politician is delivering a televised address, you might tune in the 
program because you agree or disagree with the politician. For either reason, you 
selectively exposed yourself to the program. 

Second, the perceptions you hold prior to watching the televised address 
will also affect your reaction to it. If you are extremely loyal to the politician, you 
might agree with everything she says regardless of what she says, so much so that 
if her opponent said the same thing, you might completely disagree with him. 
You would be guilty of selective perception. It is not a serious crime, but one that 
can considerably distort how you react to messages. 

Third, because of your selective perception, you may retain only those 
portions of the address with which you agree. If you perceive the entire address as 
favorable, you may remember all of it. If you perceive it as unfavorable, you may 
wipe it entirely from your mind. If parts of the address affect you positively, those 
may be the portions that you remember while forgetting the negative elements. 
Or the negative elements may be the very ones you remember. Either way, how 
you originally perceived the address determines what you retain, a process called 
selective retention. 

THE FUNCTIONAL USE OF MEDIA 

For the most part, our discussion has been in the context of how the media 
influence the audience or how the mass audience reacts to the media content. 
Our study has been primarily one-sided, and we have so far failed to consider the 
interactive qualities of our media-audience relationship. We have been asking the 
question, "What do the media do to people?" instead of "What do people do with 
media?" This same myopic approach was noted by well-known media researcher 
and scholar Elihu Katz, who stressed that much media research proceeded from 
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a "bookkeeping" outlook indicative of the first question, rather than to a 
"functional" or "uses and gratification" approach, indicative of the second ques-
tion.6 Let's look at this "functional" concept in more detail so that we can 
become aware of how the mass audience interrelates with the mass media. 

film: highbrow, middlebrow, lowbrow, postbrow 

One of the ways that we can study this concept is through film audiences. The 
motion picture has become an established medium of mass communication. 
Over the past sixty years, it has touched on virtually every segment of society, has 
dealt with every subject, and has reached every audience. Yet for these audi-
ences, it has had many different meanings and has performed many different 
functions. 

Louis M. Savary and J. Paul Carrico, in writing about motion pictures and 
their audiences, divide the film audience into three distinct groups—highbrows, 
middlebrows, and lowbrows. 7 For each audience, film performs a different func-
tion and has a different meaning. For example, the highbrows look at the 
medium as an artistic expression and derive intellectual satisfaction from a well 
executed film. They may attend a movie more than once, not necessarily be-
cause they like the plot or the actors, but because they want to study the work of a 
famous director or review the camera techniques. For the lowbrow audience, 
the experience is entirely different; perhaps it is an excuse to get out or an escape 
from life's daily routine. Between these two groups are the middlebrows, some-
what knowledgeable in what a good motion picture consists of and able at least to 
differentiate between a really good and really bad film. 

Savary and Carrico typify the current audience for films as belonging to 
none of the three types previously mentioned. Still predominantly in their late 
teen and young adult years, they are more sophisticated than past generations. 
Having taken courses in film, they have a much deeper understanding of the 
medium and its social implications. Savary and Carrico have labeled this knowl-
edgeable generation the "postbrow" or "no-brow" audience. 

Stephenson's play theory 

Using a data gathering procedure called Q-sort, William Stephenson did exten-
sive research on how different types of audiences, expressed as typical individu-
als, feel about the media. From this research has evolved Stephenson's play 
theory, which suggests that we use the media as a means of escaping into a world 
of "play" not accessible at other times.8 Those researchers familiar with Stephen-
son's data gathering methods have given considerable support to Stephenson's 
theory as well as to his methodologies. Others have been severely critical, like 
Professor David Chaney who contends that "Stephenson... fails to move be-
yond an individualistic level of description. While the importance of audience 
commitment is understood, his concern with finding a methodological demon-
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stration of his argument leads his audience to be conceived as only a conglomera-
tion of individuals." 

Professor Deanna Robinson of the University of Oregon provides a more 
generous view of Stephenson's methodologies. Conducting research on the uses 
of television and film by upper-middle class professionals, she suggested that 
Stephenson's technique could be used for a direct examination of people's at-
titudes toward media and be able to demonstrate "(1) that within any single, 
demographically defined audience group, several attitude or 'taste' groups exist 
and (2) that similar taste groups exist within other classes."0 Further support for 
Stephenson has been offered by Wilbur Schramm who generalized that Stephen-
son, with a style of writing like McLuhan's, could have been the guru of modern 
media. " 

uses and gratifications 

Moving from the specific to the general, Stephenson's play theory is part of a 
wider body of research and theory centering on what uses we make of media and 
what gratifications we gain from exposing ourselves to media. Research of these 
uses and gratifications has been conducted in populations ranging from farmers 
in less developed countries to American homemakers. The research has not 
escaped vigorous debate, however, not only on the different types of uses and 
gratifications but also on the very methodologies that attempt to identify them. 

Part of the debate is a conflict between the individual differences approach 
and the social categories approach to the study of media effects. Consider a 
television program. We could argue that a soap opera provides certain role 
models for homemakers or college students. We also could contend that reaction 
to soap operas cannot be classified in demographic terms but, rather, in psycho-
graphic terms. Soap operas have certain uses for people possessing specific 
motivations or certain psychological characteristics. Or we could argue that even 
this approach is unsatisfactory since each individual is different, and many dif-
ferent individuals may have many different uses for the same soap opera. How we 
learn what uses these many different people or groups of people make of the 
media is still another dilemma. Do we individually test them in tightly controlled 
laboratory situations, psychologically wiring them up to get at the depths of their 
thought processes? 

What has the research told us about uses and gratifications? Sampling a few 
of these studies, Professor Deanna Robinson studied upper-middle class profes-
sionals. She discovered the presence of "information absorbers," people who 
passively absorb information from television without actively interpreting it. 
Another group she labeled "analytical artists" who use television to increase their 
understanding of themselves, other people, and the world. Researcher Neil A. 
Weintraub suggested that radio gives teenagers awareness, makes their day pass 
more quickly, and also tells them what is happening. 2 Researcher Lawrence 



Audience and Effects of Mass Communication 383 

Wenner examined the elderly and found that one use of television among this 
group was companionship." 

One of the earliest studies on the uses of the media was conducted by Herta 
Herzog who examined the reasons that people listen to radio soap operas. Con-
ducting in-depth interviews, Herzog found three reasons: compensation, wish 
fulfillment, and advice. 4 

Consider the area of compensation through identification. As members of 
society, we assume certain roles and must make decisions based on these roles. 
Naturally, we seek to receive approval or recognition for what we do. Direct 
approval comes from someone telling us that we are doing the right thing. 
Indirect approval comes from our knowledge or assumption that others are doing 
the same things that we are. The soap opera thus provides a form of indirect 
approval. The person watching sees other people experiencing the same relation-
ships, trials, and tribulations that he or she experiences. It may be meeting a new 
neighbor, having a love affair, splurging for a new coat, or whatever. The 
important thing is that there are, even though only portrayed on the television 
screen, people living similar lives and having experiences similar to our own. 

The person who views soap operas as a means of wish fulfillment has a 
different functional relationship with the medium. This individual wishes that 
those things taking place on the screen were happening to her or him but is not 
actually experiencing them. In this situation, the audience uses the program to 
fantasize about the lives of other people. Perhaps their environment is unpleas-
ant, drab, or routine, and they have neither the ability nor the real desire to 
change their life style. Yet simply by exposing themselves to the soap opera, these 
viewers are given the opportunity to fantasize. 

Anyone who has ever watched any soap opera will notice the development 
of a series of plots and subplots that represent human relations problems to be 
solved; for example, an in-law spending too much time at her married child's 
home, a member of the family suffering from alcoholism, or a neighbor with 
marital problems. The viewer is faced with the question of how to deal with these 
situations. The soap opera provides the answers. This type of viewer is seeking 
advice on what he or she should do in his or her own life when faced with similar 
situations. 

Television news has also been found to have uses and gratifications for 
viewers. Researcher Mark R. Levy categorized five different areas of uses and 
gratifications based on statements by viewers of television news." One category 
defined by Levy is surveillance-reassurance. The surveillance-reassurance cate-
gory is exemplified by such viewer statements as: "TV news makes me realize that 
my life is not so bad after all," "I watch TV news so I won't be surprised by higher 
prices," and "TV news helps me keep track of what is happening to people like 
myself." Another category is cognitive orientation. In this category, Levy 
grouped viewer statements such as: "I like to compare my ideas to what the 
commentators say" and "Watching TV news keeps me in touch with the 
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world." Levy's third category is dissatisfactions. Statements in this category in-
clude: "The TV news programs try to make things seem more dramatic than they 
really are" and "By the time I see the TV news at night, I've already read or heard 
about most of the headline items." The fourth category Levy labels affective 
orientation, characterized by such statements as: "After a hard day, watching the 
TV news helps me relax"; "I feel sorry for the newscasters when they make 
mistakes"; and "Television news is sometimes very exciting." Levy's fifth category 
of uses and gratifications is diversion, characterized by such viewer statements as: 
"When the newscasters joke around with each other, it makes the news easier to 
take"; "TV news satisfies my sense of curiosity"; arid "I enjoy hearing funny, 
different, or strange things on the news." 

Stop and consider your own uses and gratifications of the messages you 
receive from mass media. What do television soap operas mean to you? Why do 
you watch television news? What meanings do films have for you? 

agenda-setting function 

With the advent of sophisticated means of measuring the relationship between 
mass media and media audiences has come the development of preliminary 
theoretical concepts, which state that media not only inform us but also influence 
us as to what is important to know. 16 In other words, the media create an agenda 
for our thoughts and influence us in what seems important. For example, if the 
media in a local community provide considerable coverage ola local bond issue, 
the residents of the community may very well perceive the bond issue as being of 
great importance to the community, even if it is not. The media coverage of 
issues in a political campaign may help us to perceive certain issues as being 
more important than others and consequently influence our decisions about 
candidates based on how they address themselves to those issues. 

Major research on the agenda-setting function of the mass media is now 
being conducted at a number of universities. There are some problems associated 
with this research, however. One of the most troublesome is monitoring all 
media that affect an individual and then determining how they actually do affect 
the person. For instance, a major market may have upwards of fifty different 
media channels bombarding a population. Keeping track of all of these media 
messages is an awesome task. By first determining which media are important to 
certain population groups and then concentrating on these media, the control of 
intervening variables has permitted at least a preliminary theoretical base for the 
agenda-setting function. 

the broad context of functional use 

The uses and gratification, or functional relationships, described here are only a 
few of the many ways a person attuned to the various mass media can interact 
with them. The importance of these functional relationships is in the context of 
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the mass audience, and it is on this level that they will affect societal develop-
ment. For instance, if you personally need a new dress and cannot find one you 
like in the store, you may order one from a catalogue. The catalogue, a medium 
directed to a specialized audience, has a very identifiable use—to order 
merchandise—and each individual purchaser's decision will affect only that 
person. On the other hand, the content of television and film affects millions. 
Yet we have seen that researching the mass audience is difficult. When we do 
understand more about our functional relationship to the mass media, we will 
undoubtedly have a far greater insight into how we use media, instead of how 
media use us. 

This emphasis on future research is important. Some of the criticism of 
media has been that media give us exactly what we want to consume, and as we 
consume, media managers and planners provide us with more of the same. If we 
are, in the broader sense of an entire society, interrelating with media in a 
functional sense, then we need to know more about this relationship. We need to 
know such things as how media affect our political system, how our attitudes and 
values are formed, and what effect media have on this formation. Answers to 
these questions will come from more than just a "bookkeeping" approach to mass 
media research. Perhaps as students of mass communication, you can help find 
these answers. 

SOCIALIZATION 

Closely related to how we use media is their effect on our social development in 
acquiring culture and social norms. Although a significant amount of research 
centers on media, especially broadcasting's effects on the socialization of chil-
dren, we know that socialization continues throughout our lives. As with other 
approaches to studying effects, the content of messages can mean different things 
to different people. For example, the effect of a violent television program on a 
group of male adults can be in sharp contrast to the effect of that same program 
on a group of small children, whose world and ideas are just being formed and 
whose socialization process is much less developed than that of the adults. The 
adult might go to bed thinking how great John Wayne was as the hero. The child 
may have frightful nightmares about evil forces affecting his or her ability to 
survive in the world. 

Here again, research has opened up a plethora of debate. And here again, 
different methodologies are used. As responsible consumers of mass communica-
tion, we should recognize these. Since socialization does not occur simply by 
being exposed to a single message, we must draw from a wide body of research 
across many disciplines to begin to theorize exactly how media affect our so-
cialization process. Moreover, that data must be drawn over time. Few studies 
examine socialization over time. Most ask a given group of individuals what 
meaning mass media has for them and then group the results under the heading 
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of socialization or uses and gratifications research. Although studying the re-
search on these different audiences is valuable, studying the same individuals 
over a longer time period is much more desirable. 

stages in studying effects on socialization 

Socialization research has three stages. First, numerous studies have examined 
the "content" of media messages. Such elements as the image of women in 
advertisements, hero figures in movies, and acts of violence on television have 
told us much about what we see or hear. The second stage of this research tells us 
if people exposed to the message actually perceive or recognize it. Were the 
children who saw a given television program able to recognize examples of good 
behavior and prosocial messages? The third stage of investigation must determine 
what effect the messages have once they are received. 

studying the results 

From socialization research, we have learned that children can identify certain 
prosocial content themes. For example, CBS has actively supported various 
research projects on this issue. Even though beneficial from a public relations 
standpoint, the research has been conducted under responsible scrutiny." Ex-
amining the program Fat Albert and the Cosby Kids, research in three cities— 
Cleveland, Philadelphia, and Memphis—revealed that close to nine out of ten 
children who had seen an episode of Fat Albert received one or more messages 
of social value. Some of the prosocial messages reported being received included, 
"Take care of younger children," "Father's job is important," "Support a friend 
in trouble," "Be honest," and "Be friendly; don't be rude, nasty, jealous, or 
mean." 

Similar research by CBS showed that older children were more likely to 
receive more abstract messages than younger children were. For example, in 
studying the program Shazam, about a Superman figure, about half the seven to 
eight year olds received the message "obey your parents," whereas about three-
fourths of the ten to eleven year olds and the thirteen to fourteen year olds 
received that message. Only 4 percent of the seven to eight year olds received the 
message "be independent," whereas eleven percent of the ten to eleven year olds 
and 25 percent of the thirteen to fourteen year olds received the message. Exam-
ining the program Isis, about a superhuman female figure, the research discov-
ered that girls were more likely than boys to comment on Isis's concern for others 
and her beauty, while boys mentioned her superhuman qualities as often as did 
girls. 

Analyzing the effects of broadcasting on socialization, we can conclude 
that parents can have responsibility in the relationship and should not permit 
television to become a surrogate parent. Ii Watching television with very young 
children, then discussing the results while referring to the prosocial lessons that 
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may appear is one positive use of the medium. This same process was common 
in pretelcvision times as parents read storybooks to children, then discussed the 
content of the books. Children apparently learn from television, and such broad-
casting practices as stereotyping the roles of certain classes of people therefore can 
become a child's perception of reality. 

The amount of television and when and how it becomes part of children's 
lives can also influence how they relate to their environment. Studying three 
towns in Australia that had three different availabilities of television, researchers 
found that the content viewed was directly related to the context in which it was 
viewed. 19 When television experience was restricted to mostly an informative-
educational context, children perceived it to be far more than just entertainment. 
When high levels of television viewing tended initially to decrease the involve-
ment in such outside activities as sports, the involvement returned to normal 
levels after the novelty wore off. 

There also are content and context variables in research on the political 
socialization of children. Political knowledge, news discussion, public affairs 
interest, and seeking information about news events were investigated by Profes-
sors Charles K. Atkin and Walter Cantz. 2° They found that the amount of news 
viewing to be associated mildly with children's political awareness, with the 
highest correlations being among older children. The amount of exposure to 
television news has some relationship to children's knowledge of politics, but 
more so among middle-class youngsters than among working-class youngsters. 
Many children in the research reported being stimulated to seek further informa-
tion after watching television news, and to some degree this desire for more 
information increased with the amount of news exposure. 

Advertising also can influence the socialization process. For example, one 
study showed children three different eyeglass advertisements with a woman 
giving a testimonia1. 2' One advertisement showed her dressed as a court judge, 
another as a computer programmer, and the third as a television technician. The 
children who saw that woman in a particular role were more apt to choose that 
occupation as appropriate for women. 

There is still a great deal to be learned about mass media's relationship to 
the socialization process. Because socialization among children centers on the 
broadcast media, broadcasting has been singled out as the basis for research. 
However, we need to understand the influences of other media in the socializa-
tion process. Even though children may not be able to read yet, what images are 
being formed and what behavior patterns are being developed by children leafing 
through a magazine and seeing the pictures? What indirect socialization may 
occur as parents discuss the content of media in the presence of children? How 
do newspapers affect the socialization process when children are exposed to 
special inserts designed for younger readers? What influence do comics have 
among children old enough to consume comics? These questions need to be 
investigated and answered before we can make intelligent conclusions about how 
the media affect our lives and the learning process. 



VIOLENCE ON TELEVISION 

Violence in media can be traced back to ancient pictographics which displayed 
such sacrificial acts as carving a heart out of a person's chest, ceremonial torture 
methods used to bestow adulthood on children reaching puberty, and other 
activities that by today's standards, if shown, would never make late night televi-
sion. Awareness of the effects of violent programming in general and on televi-
sion in particular began in 1952 during television's formative years when Senator 
Estes Kefauver's subcommittee investigated juvenile delinquency. Testimony by 
authorities charged television with being responsible not only for showing vio-
lence but also for prompting juveniles to imitate it. The issue might have van-
ished from public attention except for that afternoon in 1963 when a sniper's 
bullets killed President John F. Kennedy. Ironically, it was television that 
brought three days of national mourning into American living rooms in what was 
hailed as the medium's finest hours. That same medium would later be blamed 
by its critics for causing the warped minds that were responsible for similar 
events. 

the surgeon general's report 

The bloodshed was not over. Black leader Martin Luther King was next to fall to 
an assassin's bullet. Then another assassin killed Senator Robert Kennedy as he 
was celebrating with hundreds of campaign workers his victory in the 1968 
California presidential primary. The entire era had been spiced with dinnertime 
detail of the Vietnam War, plus political protests at the 1968 Democratic presi-
dential convention. What many saw as inevitable finally occurred as the Ameri-
can government examined the issue of violence on television and committed $1 
million to a study, with additional funds for administrative and publishing costs. 
The project, titled "The Surgeon General's Study of Television and Social 
Behavior," involved leading social scientists and produced a multi-volume work 
which, when completed, posed as many questions as it had answered. The 
summary report of the study stated: 

There is a convergence of the fairly substantial experimental evidence for 
short-run causation of aggression among some children by viewing vio-
lence on the screen and the much less certain evidence from field studies 
that extensive violence viewing precedes some long-run manifestations of 
aggressive behavior. This convergence of the two types of evidence consti-
tutes some preliminary evidence of a causal relationship. 

From this statement, it is easy to see how the press and critics jumped on the 
report with varying interpretations. The reactions ran from the New York Times's 
headline of "TV Violence Held Unharmful to Youth," to then FCC Commis-
sioner Nicholas Johnson's comparing the network executives responsible for 
programming to child molesters. 
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Since the report was released and the public's attention was drawn to the 
issue, the press has been filled with reference to television's causal relationship to 
violent behavior. To examine what trends do exist in the research on this subject, 
we'll center our discussion on learning theory. 

effects of televised violence: the role of learning theory 

Four theories predominate in the violence-media relationship. The catharsis 
theory suggests that we build up frustrations in our daily lives which are released 
vicariously by watching violent behavior. This theory claims that there are actual 
benefits gained from televised violence. This theory is the least supported of the 
four, although the results of some studies have provided limited support for the 
idea. 22 The aggressive cues theory suggests that exposure to violence on television 
will raise the level of excitement in the viewer, forming a catalyst to trigger 
already learned behavior resulting in violent acts being repeated in a real-life 
setting. 23 Closely aligned to the aggressive cues theory is the reinforcement 
theory, suggesting that televised violence will reinforce behavior already exsisting 
in an individual. 24 Inherent in such a theory is the probability that the violent 
person, because of violent tendencies, perceives violent behavior as a real-life 
experience, whereas the nonviolent person may perceive the violent program as 
entertainment without becoming psychologically involved with the program. 
The observational learning theory suggests that we can learn violent behavior 
from watching violent programs. 25 

Clearly all of the theories have merit, and none should be discounted. 
Moreover, research is examining new variations of these four principal ap-
proaches. The observational learning theory, for example, could apply more 
strongly to very young children who are in their formative years of growth when 
their environment has a significant effect on what they learn. In essence, if 
television becomes a surrogate parent, it could certainly teach behavior. Later in 
the child's life, with the behavior well manifested, violence learned in the forma-
tive years could be reinforced. For a child who is hyperactive or easily excitable, 
the aggressive cues theory might be used to explain easily heightened emotions 
from exposure to televised violence. Even the catharsis theory could apply to the 
business executive who uses television to unwind and vicariously vent his or her 
frustrations through the actions of others. 

We immediately begin to see all sides of the violence debate surfacing. 
Current research is concentrating primarily on children, partly because of fund-
ing for such research and partly because of a general feeling that children may 
very well be the most affected by television violence. In this arena, the violence 
debate is becoming public with considerable pressure and visibility from citizens' 
groups. 

Along with suggesting the casual relationship of televised violence to aggres-
sion, the widely quoted research of George Gerbner, Director of the Annenberg 
School of Communication at the University of Pennsylvania, is used to support 
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the arguments. For more than a decade, Gerbner and his associates have compared 
violence on television among the major networks, then plotted their data over time, 
providing a running record of the number of violent acts representative of each 
new television season. Two often discussed measures are Gerbner's Violence 
Index, measuring the actual acts of violence, and the Risk Ratio, describing the 
risk of encountering violence. The index is used mainly to count violent acts on 
television; the ratio is a bit more complex. It measures the aggressors and the 
victims, dividing the larger into the smaller with the final figure preceded by a 
plus sign if aggressors exceed victims and a minus sign if victims exceed aggres-
sors. CBS employs a different violence measuring device, prompting continuing 
debate over which measure is more accurate and representative of actual vio-
lence. 26 

effects of portrayal on aggressive behavior 

The research on televised violence in now voluminous, with more studies on the 
way. What the research is telling us about the relationship between the portrayal 
of violence and aggressive behavior was summarized by Professor George Com-
stock in the journal of Communication. He stated that the evidence suggests: 

1. Cartoon as well as live portrayals of violence can lead to aggressive 
performance on the part of the viewer. 

2. Repeated exposure to cartoon and live portrayals of violence does not 
eliminate the possibility that new exposure will increase the likelihood 
of aggressive performance. 

3. Aggressive performance is not dependent on a typical frustration, al-
though frustration facilitates aggressive performance. 

4. Although the "effect" in some experiments may be aggressive but not 
antisocial play, implications in regard to the contribution of television 
violence to antisocial aggression remain. 

5. In ordinary language, the factors in a portrayal which increase the 
likelihood of aggressive peiformance are the suggestion that aggression 
is justified, socially acceptable, motivated by malice, or pays off; a 
realistic depiction; highly exciting material. The presentation of condi-
tions similar to those experienced by the young viewer, including a 
perpetrator similar to the viewer and circumstances like those of his 
environment, such as a target, implements, or gives other cues resem-
bling those of the real-life milieu. 

6. Although there is no evidence that prior repeated exposure to violent 
portrayals totally immunizes the young viewer against any influence 
on aggressive performance, exposure to television portrayals may de-
sensitize young persons to responding to violence in their environ-
ment. 27 

In concluding our discussion of televised violence, we should çeemember 
that accompanying the issue are numerous policy decisions that can affect the 
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future of television programming. If a casual link is established and if legislators 
feel that something should be done to curtail the violence, then major First 
Amendment issues of free speech will arise. Yet this curtailment may have legal 
precedent. A recent court decision giving the FCC the authority to control 
programming that airs when children may be present indicates a shift toward 
some type of control over entertainment programming, control that in the past 
had been limited to the vagueness of the Fairness Doctrine and indecent pro-
gramming. 

DIFFUSION OF INNOVATIONS 

As consumers of mass communication, we are constantly exposed to material 
that both informs and persuades: information about new discoveries in technol-
ogy, products designed to make our life easier, inventions, and other innovative 
procedures. The importance of mass communication in convincing us of the 
worthiness and benefits of various innovations has been under research and 
investigation for some time. 28 There are no concise formulas to express the 
importance of mass communication in convincing us to acquire these products, 
because each of us is unique, as is each product and each situation. But some 
general trends are discernible and can aid in our understanding of this process. 

To understand the process, imagine that you are considering purchasing a 
new portable electric typewriter. Your old manual typewriter just does not work 
well anymore, and you need a new one. While reading a magazine, you happen 
to stumble across an ad for such a typewriter, and the ad catches your eye. The 
new electric portable has a cartridge ribbon system, which means you do not 
have to change ribbons, and also has a separate cartridge from which to make 
erasures. You glance at all the features the ad presents and then flip to another 
article in the magazine. 

The next day you happen to be watching television, and a commercial 
appears that shows the typewriter you first became aware of while reading the 
magazine. Now you are really interested. There it is in living color with all of its 
new features. You then decide to discuss the machine with some of your friends 
who also have similar portable electric typewriters. While you are discussing it, 
you are constantly evaluating its features. Next, you make a trip to the office 
supply store and further investigate the typewriter. There you encounter the sales 
clerk who explains the features to you and asks you if you would like to borrow 
the typewriter on a trial basis until you make up your mind. You think that idea 
is great, bring the typewriter back to your room, and begin using it in your school 
work. Finally, after about two weeks of trying it out, you decide you like the 
typewriter and acquire it. Of course, you could have decided to reject the type-
writer in favor of a different model. 

The process that led up to your decision to buy the typewriter had several 
steps. First, you had a need to purchase the typewriter. Your old typewriter just 
was not satisfactory. Second, you became aware of the new typewriter. Your 
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accidental encounter u ith it in the magazine alerted you to its many features. 
Your second exposure to the typewriter, this time on the television commercial, 
created an interest sufficient to discuss it with your fellow students. These dis-
cussions helped you evaluate the typewriter in comparison to your old one and 
others on the market. Then you made the decision to go one step farther. You 
made arrangements at the office supply store to take the typewriter on a trial 
basis. After the trial period, you then decided to acquire the typewriter. 

SUMMARY 

There are many variables in researching the audience and the effects of mass 
communication. As a result, it has become difficult to develop a theoretical base 
for studying them and to provide a link with research in intrapersonal and 
interpersonal communication. 

Early explanations centered on the bullet theory that stated that people 
were individually affected by mass media. Gradually, though, we became aware 
that subgroups influenced how we consumed mass media. Research began to tell 
us that messages reached us not only from the media but also from other people. 
In fact, these other people could influence us even more than the media could. 
How we reacted to messages began to be explained in three different but interre-
lated theoretical frameworks: individual differences, categories, and social rela-
tionships. How we react to messages can also be explained by how we selectively 
expose ourselves to media as well as how we perceive and retain that to which we 
are exposed. 

Although we need to know how we react to media, we also need to 
understand how we use media. Our discussion centered on such concepts as the 
lowbrow, middlebrow, and highbrow film audiences; Stephenson's play theory's 
uses and gratifications; and the agenda-setting function of media. How we learn 
and how our behaviors develop from media messages is called the socialization 
process. Although television and children are the major emphases of current 
media research, we also need to examine other media audiences and their 
effects. Violence on television is one of the most visible issues on the effects of 
mass communication. Current studies of learning theory have shown that there 
may be some trends that link aggressive behavior with viewing televised violence. 

Mass communication also is important to the diffusion of innovations. 
From products found in commercial advertising to new innovations in develop-
ing countries, we are learning more about how the media influence our decisions 
to accept new products and services. 
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Media Ethics 
and Social Issues 

177-
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Any technological or social force that reaches down to affect the majority of 
society's members is bound to produce a number of controversial topics. Al-
though there are many issues that directly confront the role of media in contem-
porary society, only some have been singled out for treatment in this chapter. 
Each discussion is not an answer or solution to these issues. Rather, it is hoped 
that the reader will reflect on the problems, perhaps discuss them with fellow 
students, and possibly even fill in pieces of the puzzle with which he or she may 
be familiar from past experiences or reading. We will begin with media ethics 
and conclude with a more philosophical approach to the future of mass com-
munication as espoused in the writings of Marshall McLuhan. 

ETHICS AND THE PRESS 

student reporter sits at his desk finishing a story for the next day's edition of the 
campus newspaper. By-lining the story that has taken a week to compile, he 
decides at the last minute to use a quotation from a professor's lecture, feeling 
that it will add to the story. He neither tells the professor that the quotation will 
be published in the campus newspaper nor does he make any attempt to inter-

394 
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view him about other points of view he may have. He also quotes other people 
from information he has received secondhand. Even a damaging opinion about a 
campus administrator is attibuted to an "unnamed," high-ranking military offi-
cial who happens to be stationed at the school's ROTC detachment. The next 
day, the professor, in another class lecture, gives the other side of the issue about 
which the student was reporting. But there is no reason to print excerpts horn 
that lecture because the material does not fit the slant of the student reporter's 
story. Besides, the newspaper already has gone to press. No follow-up story is ever 
printed. 

A few weeks later, the colonel who heads the ROTC detachment is 
relieved of his command, the resignation of the professor is called for in an 
editorial in the local paper, and the president of the school receives angry calls 
from members of the state legislature. A year later, when a multi-million dollar 
libel suit is filed against the campus newspaper by the professor and the colonel, 
the real facts of the story come out. The "unnamed," high-ranking military 
official turns out to have been the student reporter's roommate who is a cadet 
captain in the ROTC. The court also hears how the professor's lectures were 
quoted out of context. The student testifying under oath speaks in his defense and 
says that he did not realize that what he was doing was wrong. Along with 
awarding damages to the plaintiffs, the judge also sentences the student reporter 
to take some courses in ethics. The example of the student reporter is fictitious. 

specific cases 

Another example is not fictitious. Consider the case of the Indianapolis Star, 
which during the 1968 presidential primary in Indiana, published an editorial 
from the New York Times, deleting, however, a section unfavorable to Indiana's 
favorite son candidate, then Governor Roger Branigan. The resulting editorial 
was a critical stance toward former Senator Robert Kennedy, a candidate and 
later victor in the Indiana primary, but a rather uncritical review of Branigan. 
Jules Whitcover, a reporter for the Newhouse News Service, brought the matter 
to the attention of the profession with an article in the Columbia Journalism 
Review that examined the reporting quality of Indianapolis newspapers during 
the campaign. ' Whitcover's analysis was not favorable and cited other question-
able reporting practices by the same newspaper. 

The version of the editorial that had been published in the Times referred 
to candidate Branigan as "the leader of the state party organization which con-
trols thousands of patronage jobs and which still engages in the ancient and 
disreputable practice of levying a 2 percent party tax on the salaries of state 
employees." When the Indianapolis Star reprinted the editorial from the Times, 
that passage was omitted. The editorial reprinted on the front page of the Star 
carried the headline, "Is Indiana For Sale? Asks the New York Times." Whit-
cover quoted the Times's editorial page editor, John B. Oakes, as characterizing 
the Star's action as "reprehensible, unethical and the kind of newspaper practice 
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that blackens the reputation of American journalism." Kennedy won the pri-
mary. 

It is important to point out, however, that not everything that happens in 
one area of a newspaper necessarily reflects on the rest of the staff. Almost seven 
years later, a team of tough investigative reporters for the Indianapolis Star went 
to work on a major police corruption story inside the Indianapolis police depart-
ment. Having battled several lawsuits, they emerged with a series of stories that 
not only brought them a major share of journalism awards in the state but 
national awards as well, including the coveted Pulitzer Prize. 

The broadcast media also have not been immune from such ethical quan-
daries. The well-known and criticized Chicago "pot party" staged by WBBM-TV 
drew fire from a number of critics. The station's purpose was to show that there 
were young people who, with some regularity, were smoking pot in Chicago. 
The station filmed people smoking marijuana and telling why they smoked it. 
The problem was that the pot party had been prearranged for the television 
cameras. The questions are whether or not this was the only way that the medium 
could show what was taking place, was it an accurate reflection of what these people 
were experiencing, and was it a breach of ethics to stage the party? 

Not every questionable ethical practice occurs in the reporting functions of 
media. A case in point occurred with the now defunct National Observer. The 
Observer, which had done a front-page article on the subject of journalism ethics 
three months earlier in July of 1975, found itself in a very embarrassing situation 
caused by a readership survey questionnaire that had been sent to 3,000 of its 
subscribers. The eight-page questionnaire asked everything from what they liked 
in the Observer to what their income was and what jewelry they owned. The 
questionnaire and its results would have become a quiet part of the Observer's 
research files until a University of Wisconsin professor happened to put the 
questionnaire under ultraviolet light and found an identifying code number in 
the upper lefthand corner of the questionnaire. It meant that the questionnaire 
could be traced back to its sender. When the editor of the Observer, Henry 
Gemmill, received a letter from the professor who had uncovered the hidden 
code number, Gemmill was appalled and brought the whole issue to the atten-
tion of the public in a full-page explanation entitled, "The Invisible-Ink Caper." 
It covered the back page of the November 1, 1975 issue. Gemmill assured those 
who had filled out the questionnaire that he believed they would suffer no harm 
from the incident and in the process was candid about his personal feelings of 
distaste for the entire matter. 

public response 

Generally, however, the public does not strike back against what it feels are 
unethical practices. Public inaction can be attributed to two factors: on the one 
hand, people may be unaware of the unethical conduct; on the other, they may 
feel powerless against the press or the red tape of media business in general. 
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Although there are national news councils to which people and organizations 
can complain about unethical activities, proportionately few have taken their 
complaints to these bodies. Others have used a different retaliatory approach. 

One such instance was an advertisement purchased in a number of major 
newspapers by the Mobil Oil Corporation. Capitalizing on the Jaws motion 
picture phenomenon that had swept the country, Mobil placed an ad under its 
trademarked "Observation" series that claimed that the profits of Mobil Oil had 
been inaccurately reported by columnist Jack Anderson. In bold-faced type at the 
top of the first paragraph was the word "Shark-bait." The article went on to 
describe how Mobil could sympathize with "owners of beach cottages, hotels and 
water-ski shops who suffered from the 'Jaws' exaggerations." The second para-
graph detailed a specific charge of alleged inaccurate reporting by Anderson and 
was bold-faced with the words, "We were 'jawed' by Jack Anderson." Four other 
paragraphs highlighted Mobil's case. Regardless of the accuracy of either Ander-
son's or Mobil's claims, Mobil felt it had received the brunt of unfair reporting 
and attempted to show the other side, even if it meant buying advertising to do it. 

Cases of questionable conduct are common in many media circles. Stories 
of a reporter identifying police detectives to a group of civil protesters, reporters 
on the payroll of a government agency threatening the agency with bad publicity 
if their raises did not come through, reporters working for politicians while also 
being active members of the press—these sagas are all too common. They have 
provoked a serious crisis in media ethics which has created a major credibility gap 
with the public. Why do they happen? 

ETHICS AND DECISION MAKING 

There has been considerable speculation about the credibility gap among 
academicians and working media professionals alike. Yet most of the discussion 
centers on excuses for the failure of moral leadership rather than on solutions to 
the problem. Some suggest that unethical journalism is a combination of cir-
cumstances and forces. The college student reporter, for example, without 
proper training and proper advisement, reads professional newspapers that liber-
ally use such phrases as "unnamed sources" or "reliable sources" whose "truth is 
self-evident." Without any background in the ethical responsibilities attached to 
professional reporting, certain campus reporters try to impress their peers by 
adopting those same reporting methods for local stories, using every Tom, Dick, 
and Harry who has an opinion on any subject as an "unnamed" source. This is 
not to suggest that all campus news media are suggestible and irresponsible or, 
conversely, that those reporters who work at leading newspapers or broadcast 
complexes throughout the nation are immune to breaches of ethical conduct. It 
simply points out how the public becomes the loser in these cases. 

Many forces taken singly or together can precipitate unethical conduct. 
For example, if a small media outlet does not or cannot afford to pay its staff a 
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decent wage, employees are usually forced to seek additional employment. Such 
employment can provide the potential for conflict of interest. There is many a 
journalist who could not be objective about reporting a boss's arrest for fraud, 
especially when the reporter needs the money to keep his or her family in food. 
Although many journalism veterans would not hesitate to ban such reporters 
from the profession, these same veterans probably have not faced a similar 
situation and would be the first to tell a new journalism graduate to take a job at 
any small newspaper or broadcast outlet just to gain experience, regardless of the 
pay. 

Some very tough journalistic decisions also require ethical considerations. 
For instance, the necessity to publish information about a terminally ill cancer 
patient as her relatives fight for permission to remove her from life-support 
machines may not be pleasant for anyone concerned. It may also be a very 
private family matter, which makes it even more difficult to have the responsibil-
ity of calling it to the attention of the public. The decision of an editor not to 
publish the name of a suicide victim is another ethical question. If the person 
had been a public figure, the editor's feelings on the matter might have been 
different. Those feelings might also have been different if the person had taken 
his or her life in a public place, such as lumping off a well-traveled highway 
bridge. The problems that face the press covering human activities become even 
more complex if the people are prominent in government, education, or indus-
try. Here, still other forces act upon the media, creating conflicting goals and 
decision-making perplexities. 

Such ethical dilemmas were put into perspective by a professor of sociology 
at the University of Texas, Gideon Sjoberg. Professor Sjoberg contended that 
"... the major ethical orientation of most people in the modern world is that of 
system loyalty or system maintenance. Indeed, commitment to the nation-state 
has been the basic ethical orientation during the past century and a half of most 
politicians, citizens, and scholars of the West. In contradistinction to this system 
ethic, we need one that transcends any given social system. 2 Professor Sjoberg 
warned of the dangers in a system-specific ethic "... wherein loyalty to the 
system is the dominant concern, . . ." these dangers "... loom ever more serious 
with the proliferation of large-scale organizations." 

He cautioned that all "... large-scale bureaucracies seem to generate a 
secret side, and part of that secret tends to become a dark side where a great deal 
of manipulation takes place." Much of this manipulation, Sjoberg declared, 
maintains the bureaucracies for those who hold power. It is in this area that 
many investigative journalists circulate and function. The crux of the problem, 
however, is that by working within this secret side and developing overt or covert 
relationships with inside sources, journalists can lose their ethical perspective. 
For instance, a journalist can find himself or herself becoming so sucked into the 
system, that he or she fails to be objective and thereby perpetuates its secret 
purposes. 

Communication researcher and anthropologist Alfred G. Smith noted: 
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"An ethic that stresses compatibility among the parts of a system, conservation of 
the system, limited change, and control, may lead it to control the system to its 
own advantage. 3 Such journalists become purveyors and communicators of 
only positive information about the system. 

Consider the journalist who travels the police beat, reporting the daily 
activities of the department. To obtain this information, the reporter usually 
must develop a close association with the police. They become friends, as-
sociates, "buddies," and even godfathers or godmothers to each other's children. 
When one of these "close friends" becomes involved in a police corruption 
scandal, what happens? Can the reporter dislodge himself or herself from the 
system-specific ethic to report the corruption? Will he or she be commended by 
the police department for reporting this or be chastised, as Professor Sjoberg 
described, for "disrupting the social order." Stop and consider your own ethics. 
What if it were necessary for you to work in this situation? Would you be able to 
report corruption in the police department if you had become close friends with 
the officers? Would you be able to report police bribery if you were working on 
an investigative story in which you needed the police as sources? What if you 
were dating a police officer? Would you be able to report corruption in the 
department if you were married to the police chief? 

The answers to these questions grow increasingly complex. The role of any 
gatekeeper is not one of easy solutions to simple problems. He or she sits among a 
multitude of events with the awesome responsibility of determining which event 
will reach the public with consequences of untold impact. 

PRESS CODES 

The press, because of its foundation in the First Amendment, has been the least 
controlled of any American institution of mass communication. Although cer-
tain regulations have been placed on broadcast journalism through the Com-
munications Act of 1934, the news media generally have operated with only 
conscience as a guide. Unfortunately, some journalists are less scrupulous than 
others, and in many cases this laissez-faire atmosphere has resulted in journalism 
of less than good taste. Yet there is an attempt by some professional organizations 
to encourage responsible journalism practices, more through social and profes-
sional sanctions than through concerted attempts at enforcement. Three codes 
among many that reflect these thoughts are the Code of Ethics of the Society of 
Professional Journalists, Sigma Delta Chi; the Code of Broadcast News Ethics of 
the Radio/Television News Directors Association (RTNDA); and the Code of 
Ethics of the American Society of Newspaper Editors. 

the society of professional journalists, sigma delta chi 

The Society's code charges journalists to exercise boldness in reporting the news 
but cautions them to do so responsibly. This particular code was cited fequently 
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during the Nixon era when journalists were facing jail sentences for refusing to 
divulge their sources of information. The code is divided into six areas: (1) 
responsibility, (2) freedom of the press, (3) ethics, (4) accuracy and objectivity, (5) 
fair play, and (6) pledge. 

Under responsibility, the code reminds the journalist of two forces. These 
are in the "mission of the mass media," which is based on the public's right to 
know, and the great trust that the public places in the news media. Freedom of 
the press is expressed as the "right of people in a free society." The code endorses 
journalists' "responsibility to discuss, question, and challenge actions and utter-
ances" of government and institutions, both public and private. The ethics 
section is concerned with such things as journalists' refusing freebies, moonlight-
ing, and personal life styles that might reflect negatively on the profession. News 
judgment, overcoming obstacles in gathering news, and protecting the confiden-
tiality of sources also are covered. The accuracy and objectivity section stresses 
"truth" as the ultimate goal and charges journalists to distinguish between news 
and opinions, to recognize editorializing, to keep informed, and to label clearly 
their "own conclusions and interpretations." Fair play treats the right to reply, 
invasion of privacy, handling details of vice and crime, correcting errors, and 
accountability to the public. Compliance with the code is entirely voluntary, 
being signified by a pledge charging journalists to "censure and prevent violations 
of these standards." 

radio/television news directors association (RTNDA) 

The RTNDA is composed mainly of men and women whose responsibility it is 
to direct the news operation of a broadcasting station. Membership dues are 
based on the size of the station's news staff, and associate memberships are 
available to educators and other practicing broadcast news professionals. The 
Code of Broadcast News Ethics of RTNDA has ten articles, within which are 
found the major issues affecting most working broadcast journalists. Many of 
these articles parallel those of the Code of the Society of Professional Journalists. 
For instance, there are similarities in the areas of rights of privacy, overcoming 
obstacles, keeping informed, confidentiality of sources, and censuring other 
professionals who violate the code. The RTNDA's unique qualities surface in 
such areas as broadcasting court proceedings. This section calls for journalists to 
"conduct themselves with dignity" when covering such proceedings, as do the 
NAB's Standards for Broadcasting Public Proceedings. Other articles within the 
RTNDA Code cover the individual's right to a fair trial, the use and abuse of 
news bulletins, and guarding against sensationalism. 

american society of newspaper editors 

Similar to both the codes of Sigma Delta Chi and RTNDA is the Code of Ethics 
of the American Society of Newspaper Editors. It stresses: "A journalist who uses 
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his power for any selfish or otherwise unworthy purpose is faithless to a high 
trust." Two other sections pertain to freedom of the press and the independence 
of the press. The latter states: "Promotion of any private interest contrary to the 
general welfare, for whatever reason, is not compatible with honest journalism." 
Editorialism also is discussed when the code warns that"... editorial comment 
which knowingly departs from the truth does violence to the best spirit of Ameri-
can journalism; in the news columns it is subversive of a fundamental principle 
of the profession." Other concepts include the use of headlines and fair play— 
the opportunity for the accused to be heard. 

code enforcement 

The Achilles' heel of every journalism code is, of course, the actual ability to 
enforce sanctions on violaters. With protection of the press well established in 
law, there are few ways to force reporters to make public the "secrets," "confiden-
tial sources," and other "protected" information that may be necessary to investi-
gate some aspect of a journalist's ethical conduct. The journalism profession is 
full of stories, some rumor and unfortunately some fact, of serious breaches of 
professional ethics despite the professional organizations' noble guidelines. Fear 
of retaliation, lack of concern, and desire to avoid publicity for the competition, 
all combine to make direct attack or censure by one medium on another rare 
occurrence. 

CENSORSHIP 

The issue of censorship will always be in the forefront of any discussion of mass 
media. The forces that act toward greater control of media content and those that 
act against it are present in all societies. We tend to think of censorship as 
something negative, but we have yet to define this phenomenon that spans all 
media and all types of media content. 

Earlier in this text, we learned how colonial governments virtually con-
trolled the fledgling publishing industry in early America. Today we would have 
little difficulty in defining such control as a form of censorship. If an eighteenth 
century newspaper wanted to publish articles critical of the government, the 
owner would usually find himself out of work; his government subsidy would be 
cut off, his presses might be confiscated, and there was always the possibility that 
he would be deported to England. In retrospect, we can see that it took the 
American Revolution to free the press from its shackles. Yet, if there had been no 
government control over the press during its formative years, would the republic 
have survived and prospered as much as it did? Did our republic need a period of 
time simply to gain a foundation and population, even if it was the recipient of a 
daily diet of censored news? If the American Revolution had occurred earlier 
than it did, would the country have had the solidarity to conquer suppression? 
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These rhetorical questions could be debated for hours. Yet when India's Prime 
Minister Indira Ghandi censored the press during nationwide upheavals in 1975, 
many gasped in amazement at how such a dictatorial attitude could be displayed. 
An ambassador to India appearing on a television news program was not nearly 
as taken back by the action, commenting that in the early stages of a democracy 
when certain political forces could actually harm it, censorship was necessary. 

During the War between the States, we again saw the press shackled, this 
time by generals who were unhappy with the newspaper coverage they were receiv-
ing. In other wars in which Americans took part, notably World War II, the press 
voluntarily complied with government orders to withhold news from the public. 
In such cases, are the members of the press guilty of censorship just as much or 
more than the officials who order the news embargo? Are such embargoes ever 
justified? Would you comply with such an embargo if you were a reporter 
covering the battlefront? 

We already have learned about shield laws that protect the confidentiality 
of news sources and freedom of information laws that guarantee the press and 
public access to public records. What about laws against censorship? What about 
the reporter who is subpoenaed before a grand jury to identify his or her source of 
information for a story? Can a zealous prosecutor use this same threat of sub-
poena to wrest this information from a reporter before the journalist is even 
called before the grand jury? Having been through this experience, will the 
reporter tend in the future to avoid the hassle represented by such a threat by 
shunning controversial stories? Is the prosecutor then, with this threat of sub-
poena, guilty of news censorship? Is the judge who issues a gag order preventing 
or trying to prevent pretrial publicity guilty of censorship? 

The molders of our Constitution could not have foreseen the advent of 
electronic media. When these media did make their impact felt, government 
found itself as an umpire in assigning portions of the electromagnetic spectrum to 
specific radio and television stations. The FCC and its regulatory actions came 
about by necessity. When sex-talk shows scintillated the airwaves, the FCC let 
explicit on-air discussion of sexual activities go only so far. It then decreed that 
continuing such programming could provoke action against the licensee. 

In 1978, the Supreme Court upheld the FCC's decision to take action 
against a New York radio station that broadcast comedian George Carlin's album 
about seven words you cannot say on television. Court cases and rulings such as 
the Fairness Doctrine have now established a legal precedent for determining the 
content of broadcast programming. Yet, there has been little solid legal ground 
on which to justify similar controls in the print media. Consider the broadcast 
manager who operates a station in a large city where there are ample oppor-
tunities for the public to obtain diversified programming. The FCC can ad-
monish the manager that he or she has certain programming guidelines to 
follow. But, wait a moment—is this government control any different from the 
control placed on the prerevolutionary press? Are the actions of the FCC a form 
of censorship? 



Media Ethics and Social Issues 403 

What about the small newspaper that receives a sizeable share of its adver-
tising from a large business in the community? Can the threat of withdrawing 
that advertising make an editor think twice about giving the big business unfavor-
able publicity? Is this form of economic censorship any different from what the 
early colonial printer faced when he printed news unfavorable to the politicians 
subsidizing his enterprise? 

What about the student press? At many colleges and universities, the 
campus newspaper as well as the campus radio and television station receive 
subsidies from the parent institution. What happens when these media grow 
critical of the college or university administration? The loss of such subsidies, 
especially when the broadcast media are noncommercial and prohibited by law 
from selling commercials to raise money, can become instantly crippling. 

Other censorship issues focus on the internal operations of mass media. 
Take a labor dispute, for example. Perhaps the labor union strikes after news-
paper management refuses to consider a union-proposed wage package. As 
negotiations progress, it is clear that nonunion labor will be called in to run the 
presses. Thus, on the day before the strike, the presses are "accidentally" dam-
aged beyond immediate repair and cannot operate. Is this action a form of 
censorship? Is it a means of stopping the free flow of information to the public? 
Does censorship exist when the purpose of an action is not directly to inhibit the 
free flow of information but to protect workers' rights? 

None of these answers is easy. Remember, censorship can be obvious. It 
can be the court order that keeps a newspaper story from being published. It can 
be the network executive's decision to scrap an evening television show that the 
executive views as too sexually explicit for a home viewing audience. Yet even 
these rather obvious forms of censorship can be seen as decisions in the public 
interest, actions that protect other constitutionally guaranteed freedoms. In this 
"in between" area lie many of the cases involving censorship. Continued discus-
sion of individual situations as well as a reasonable definition of the issues are 
necessary to make sure that decision makers do not stray too far in either restricting 
our freedoms or ruining our social order. 

MEDIA AS BIG BROTHER 

Sitting in your room, you reach over to switch the channel on the television set 
from the instructional television program you have been watching as a class 
assignment. You feel that you know the material being shown in the program 
and are ready to be tested on it in class. As you turn the dial to another channel, a 
warning light flashes on a master control console in the basement of a building at 
the other end of the campus. There, a lab assistant quickly traces the source of 
the alarm light to your room and, in a special notebook, records a check next to 
your name. It is not the first time you have changed channels in the middle of a 
televised course assignment. At the end of the semester, you receive a lower 
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grade than the one you expected. In a consultation with the instructor, you are 
told you did not watch the assigned programs and made fun of the course to 
friends who would stop by your room. That is why your grade was lowered. You 
discover that a two-way interactive cable system was hooked to your television set 
which made it possible for the master control to monitor what channels you 
watched and also to listen in to conversations in your room. You are shocked and 
file a lawsuit claiming that your privacy has been invaded. 

Our example brings to light some of the concerns that recent technological 
capabilities have placed in the minds of the public. Many people feel we are no 
longer "secure" in our homes as guaranteed by the Fourth Amendment to the 
Constitution. We have become the watched instead of the watchers, the invaded 
instead of the invaders. The thought of an unseen, unknown, ever-present "big 
brother" looms over us as we become pawns to a technological society. Although 
the example in the preceding paragraph was fictitious, it is well within the 
confines of technology at this very moment. Increasingly, we are faced with 
policy decisions that affect our rights to privacy and our ability to maintain 
confidential such items as our medical records, financial statements, and educa-
tional transcripts. 

Among the media under fire in this issue, cable television perhaps more 
than any other has captured the limelight, mostly because of its two-way oper-
ability. Already the hardware exists to monitor when television sets are on or off 
and to what channel a set is tuned. Hooked to central computers, these systems 
can be used for opinion polling and similar data-gathering exercises. Obviously, 
one of the first concerns of the public is how to control such a system. The 
federal government, the logical governing body, has in recent years discredited 
itself with news of snooping into citizens' private affairs and violating the same 
safeguards that it has been charged with protecting. Reports from Washington 
reveal that the CIA, in the name of national security, has actively participated in 
opening mail—approximately a quarter-million letters—and the National Secu-
rity Agency (NSA) has even monitored messages sent via overseas telephone and 
cable in attempts to find people suspected of being involved in political dissent. 
Computers at NSA were programmed to activate on such key words as "assassina-
tion" and to identify the sender and receiver of such messages. Certain com-
munication companies have been charged with routinely turning some messages 
sent through company facilities over to government officials. Such massive 
surveillance measures create a gloomy picture for those who feel that technology 
has already invaded our privacy and shows no signs of retreating. 

MEDIA'S PORTRAYAL OF WOMEN 

The women's rights movement has been responsible for much more than merely 
identifying women as a target audience (Figure 17-1). It has produced a 
groundswell of attention on how the media portray women. The National Associa-
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tion of Broadcasters even revised its codes to prohibit sex discrimination in radio and 
television programming. Similar action has taken place in other media. 

The major controversy over the portrayal of women in mass media has 
tended to concentrate on television, most obviously because of the dominance of 
the medium but also because other media, such as specialty magazines, do treat 
women as competent professionals, since this is the target audience the magazine 
reaches. 

women in television 

\ I though any study can be criticized on methodological grounds, research has 
,Ilown some definite trends in television's projection of women. Professors Alice 
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E. Courtney and Thomas W. Whipple of York University in Toronto, Canada, 
summarized four research projects investigating the image of women in televi-
sion commercials.4 One of the four studies was done in Canada, the others in the 
United States. Results were fairly consistent. The first of these applied to the 
appearance of males and females in television commercials. Results showed that 
"... men were overwhelmingly present as voice-overs, the announcing or author-
ity figures employed ..." in television commercials. A positive point was found in 
the proportion of males and females as product representatives in television com-
mercials; three studies investigated this concept and found a fairly equal balance 
between males and females. Three research studies investigated occupational data. 
Courtney and Whipple's survey showed that females were "over-represented in 
family/home occupations while males dominate the media/celebrity and business/ 
sales/management occupations. Furthermore, women are still seen in a more lim-
ited variety of occupational roles than they actually perform." Courtney and 
Whipple did state, though, that this imbalance seems to be changing. Researchers 
William J. O'Donnell and Karen J. O'Donnell examined the roles of men and 
women in prime-time television commercials.5 Their research concluded that an 
equal number of men and women appeared as visible product representatives, but 
women were more likely to represent domestic products. Men were more likely to 
represent nondomestic products and women were three times as likely as men to 
appear as product representatives in a home setting. Men were almost three times 
as likely to appear in settings outside the home. They concluded, "The picture 
presented by television commercials is unchanged—the home is the woman's 
domain." 

women in the print media 

Despite the publicity that television has received in this area, other media have 
also come under criticism for their portrayal of females. At the University of 
Illinois, Cheris Kramer directed research that investigated the stereotypes of 
women's speech found in cartoons published in the New Yorker, Playboy, Cos-
mopolitan, and the Ladies Home journal. 7 Students who analyzed the speech of 
women in the cartoon captions found it to be "ineffective and restricted." It 
could not "deal forthrightly with a number of topics, such as finance and 
politics . ." Kramer went on to report that students"... in writing about how 
they determined the sex of the speaker of the captions characterized the 
stereotyped women's speech as being stupid, naive, gossipy, emotional, passive, 
confused, concerned, wordy, and insipid." 

ms., miss, or mrs. 

Even journalism has had many problems in accurately reflecting the new title of 
"Ms." when covering a story. One editor of a major paper summed up the use of 
Ms. by saying that it was mostly common sense. If you were aware that a person 
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did not like the title Ms., then you did not use it. If the person was a senior 
citizen, then usually the term Miss or Mrs. was more appropriate. Many women 
in the news found themselves referred to by their last names on second reference 
just as their male counterparts were. A resolution passed by the 7,000-member 
Women in Communication, Inc., called on the wire services to "eliminate the 
use of courtesy or social titles for newsmakers who happen to be female or extend 
such usage to newsmakers who happen to be male, and . .. to adopt the practice 
of identifying all newsmakers by gender and marital status directly and only when 
pertinent to the story.. . ." 

How media will portray women in the future will be determined by how 
many changes media planners make on their own, how much pressure is placed 
on them by women and men, and what economic indicators suggest about the 
profit or loss of changing portrayals. Although economic indicators may seem 
like a poor excuse for discouraging changes, it is indeed a powerful motivation 
and one to be reckoned with, especially when dealing with media decision 
makers. 

MEDIA AND THE ELDERLY 

Only in recent years has there been a serious and detailed study of the relation-
ship of the elderly to mass media. The fruits of those labors, both in scholarly 
circles and within media organizations, have finally recognized the traditional 
stereotype of the elderly as just that. For as a group, the elderly are not necessarily 
a depressed, socially isolated burden of society. The media, however, have not 
paid serious attention to this group of people; one reason being simply that they 
did not represent the affluent middle-aged consumers of society and were there-
fore neglected by media whose main concern was reaching the affluent. 

media portrayal of the elderly 

Their portrayal in the mass media was characterized by such spoofs as the Over 
The Hill Gang on the late night television movie or public service announce-
ments asking for "young" volunteers to work with the "old" people in society. 

Craig Aronoff examined the portrayal of the elderly in prime-time televi-
sion and found a relationship between the way the media portrayed its characters 
and the age of those characters.7 The research reported that the older a male 
character was, the more he was apt to be portrayed as a "bad guy" (Figure 17-2). 
The older a female character was, the more apt she was to be portrayed in a role 
that implied failure (Figure 17-3). There is evidence to indicate some minor 
changes in these trends. The elderly are beginning to be portrayed as authorita-
tive figures dispensing "wisdom" on a subject. Not atypical is the commercial for 
Somincx, a substance advertised as helping people to fall asleep. The commer-
cial shows two generations portrayed by a mother and daughter both having 
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had previously alerted the broadcasters to material dealing with sex, race, creed, 
religion, or ethnic background, the word age now has been added. The board 
itself said the inclusion was directed not only toward the elderly but to all ages. 

special features and functional uses 

Scholarly research has made a systematic investigation of the ways in which the 
elderly use media.8 Many newspapers are now beginning to carry special syndi-
cated features as well as local news and special sections devoted to the elderly. 
The content of these publications varies greatly, but most have common themes 
of activities for the elderly and programs in which the elderly are participating. 
There also are special consumer tips for the elderly, such as advice on money 
management and nutrition as well as medical information. More publications 
are now directed exclusively toward the elderly, such as the magazine Retirement 
Living. Many are official journals of organizations whose membership mainly 
consists of the elderly. Such publications also provide an avenue for advertisers to 
reach this target audience at what is usually a more efficient cost per thousand 
than through other media. 

There are also many functional uses of media for the elderly. For instance, 
soap operas permit the elderly to identify with characters with whom, because of 
their own life style, they have little real contact. Such identity can help reduce 
the feeling of isolation that often occurs when one lives alone.8 

The real groundwork for a beneficial relationship between the elderly and 
the media will be laid when media content reflects the true characteristics of this 
audience and portrays them realistically rather than stereotypically. Untapped 
frontiers are available for cable television to "involve" the elderly with media. 
Such factors as a special broadcast seminar permitting two-way interaction 
among shut-ins can help alleviate the loneliness that some elderly persons face 
and can actually stimulate a "neighborly" environment for them, thus creating 
new and vital interpersonal relationships. 

MASS MEDIA PAST, PRESENT, AND FUTURE: MCLUHAN'S PERSPECTIVES 

In the early 1960s, a Canadian professor of English literature with a background 
in science and technology began offering a perspective on the role of media in 
society. For ten years, between 1962 and 1972, Marshall McLuhan's writings 
and articles written about him filled everything from discussions by the street 
cultures in San Francisco to pages of the New York Times. He was the subject of 
serious broadcast interview programs and popular comedy routines. He was 
adored, idolized, and discarded. Critics called him everything from the greatest 
original thinker in centuries to a charlatan of intellectual thought. He reached 
the peak of his popularity in 1967. Shortly thereafter, the media movement gave 
way to the environmental movement, campus unrest, and the Vietnam War. 
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Although theories attributed to him stirred great scholarly debate at the begin-
ning of the 1970s, the excitement soon died down. In its place, a concerted effort 
toward professional education developed and a concern over the individual's 
ability to survive economically, as opposed to the view that one could live on 
ideas and "happenings." Nevertheless, McLuhan did have some important 
ideas. Whether they have failed to achieve the limelight in recent years as a result 
of a passé attitude toward his philosophy, or whether we are in a transitional state 
waiting for his predictions to come true, we should still take a few moments to 
view the very broad subject of mass communication, the media, and civilization 
from his perspective. His influence in initiating the testing of hypotheses and 
attempting to coordinate such hypotheses into a composite theory about people 
and technology can profit today's student of mass communication. 

the ages of technological determinism 

Certainly anthropology, if not archeology, has long since known that human 
beings were not always the creatures they are today. The newness in McLuhan's 
thinking lies in the way he relates human evolution to the senses. 

McLuhan supports the contention that we have been the product of 
technological determinism—technology forcing us into our future. In the prelit-
erate era of our development, we used all of our senses equally to relate to our 
environment. We were just as apt to react to touch as we were to sight, sound, or 
smell. There was no order or priority among our senses, and they were, for the 
most part, in balance with one another. We could, therefore, absorb the total 
experience of our environment. We were part of a tribal culture in a global 
village. 

The second era of McLuhanistic development occurred as we left the 
preliterate state and moved into the era of communication symbols, from the 
pictographics on the walls of caves to the development of the alphabet. This 
transition into the first stage of human communicative technology caused a 
serious disruption in what had been a well-balanced relationship. For one thing, 
the very presence of the alphabet brought about an imbalance in the human 
perceptual system, a shift toward a predominantly visual orientation. We began 
to evolve along unidimensional lines—our thinking became linear, our ad-
vancement became linear, and we began to use the linear technology of the 
alphabet as a means of securing and making other discoveries. The tribal group 
culture of the preliterate era was replaced with an individualized culture of the 
linear-visual period. We could participate in communicative acts without the 
presence of other people. 

The next great invention was the printing press. Now, although humans 
were still oriented to the visual dimension, communication began on a mass 
scale. For a time, the new technology disrupted the status quo, as thoughts and 
ideas penetrated all levels of society on a scale and with an impact much greater 
than in the past. Print media became the "goggles" of society through which we 
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viewed and learned about our world experience. Yet these "goggles" also per-
petuated our one-dimensional perpective. We all know, for example, that al-
though many profound words define love, nothing in print successfully captures 
the actual feeling of love. This discrepancy between the printed word and a life 
experience was a theme running through McLuhan's work and probably one of 
the chief reasons for his popularity. Members of the street cultures read and 
studied his philosophy and searched for a more sensual experience in life. 

To McLuhan, print at its best was communicative but suppressive. It 
hindered more than helped and thrust us into a technological world and later a 
revolution. We could store ideas, compute ideas, and express ideas in print. As 
the new print technology spread, an almost competitive neurosis developed 
alongside an uncontrollable nationalism. Our visual culture spawned more 
visual culture; our technological determinism spawned more technological de-
terminism. What had begun with pictographics and was immeasurably acceler-
ated by the printing press, served merely to increase our linear world perspective 
and to spur the general process of industrial development. McLuhan contends 
that assembly line factories were the result. 

The most disruptive age that we have encountered, according to McLu-
han, is the new electronic age. In it, humankind was propelled into many new 
communication processes, both in media and in systems. These systems in-
cluded the telegraph and ocean cables, especially the Atlantic Cable which 
linked the United States and Great Britain. The new media—radio, television, 
and the computer—connected countries and cultures massively and instantane-
ously. We now have come full circle, in a sense—we are once again a global 
village in which everyone is connected and attuned to the same "tribal" drums. 

media hot and cool 

Media in this electronic age, McLuhan contends, are basically of two types—hot 
and cool. Cool media demand the active, tactile participation of the individual. 
Although at first glance this might convey the idea that "touching" and turning 
the knobs on a radio is experiencing a cool medium, while sitting and watching 
television would be experiencing a hot one, just the opposite is the case. If we 
grant McLuhan's hypothesis that our culture is primarily visual, and since, as we 
learned earlier, it is necessary for our eyes and brain to assimilate the actual 
picture on a television from the lines and dots, then we are mentally "touching" 
television and it is thus a cool medium. Radio, on the other hand, is a hot 
medium. It does not demand as much of our senses or our involvement as 
television does. The same is true with newspapers or magazines. They all are hot 
because they are unidimensional. 

McLuhan also contends that there can be serious conflicts when the wrong 
medium is matched with the wrong message. A hot message on a cool medium 
will be less favorable than matching a cool medium with a cool message. As an 
example, McLuhan predicted the end of the Vietnam War because the public 
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would be so tired of seeing a hot message (the war) on a cool medium (television), 
that they would finally react and demand an end to it. He also credited the 1960 
loss of the American presidency to Richard Nixon because in the great television 
debates with John Kennedy, Nixon was clearly a hot personality on a cool 
medium. Later, observing Nixon on an evening variety show playing the piano 
in a casual, impromptu manner, McLuhan contended that his image could be 
favorably transmitted to the viewers and the voters. 

criticism of McLuhan 

The majority of McLuhan's most publicized thoughts about media came during 
the 1960s. They appeared in such profusion within such a short time period that 
his ideas almost seem to be expressed first and pondered later. Attention to them 
decreased in the early seventies, but they recently have received renewed interest. 

Some basic conflicts in his theory development can be argued. For example, 
McLuhan criticized radio as a serious intrusion into minority cultures. How-
ever, research shows it has been a significant educational medium for such 
cultures. In addition, although McLuhan describes television as a cool medium 
because it forces us to use our brain and eyes to complete the picture before us, 
he criticizes movies for being a hot medium. Yet the procession of rapidly 
moving motion picture frames passing before our eyes necessitates a similar 
"visually tactile" experience. 

Many of McLuhan's published works have been criticized for being un-
clear. His defense in some cases has been to claim that he was limited by the 
single dimension of the print medium in expressing thoughts that were part of a 
much larger experience of the senses. McLuhan uses the term "rear view mirror" 
to express our involvement with our senses and society. Yet, we could apply this 
same criticism to his "rear view" thinking, grounding much of his thoughts on 
the historical foundation of the past. 

McLuhan and the future 

Our encounter with McLuhan would have little relevance if we did not at least 
offer some perspective on the future validity of his contentions. McLuhan said 
that as one medium arrives, it creates disruption; the medium overtaken then 
becomes an art form. History has generally tended to confirm this. Scrolls from 
biblical times have now become priceless art treasures, as have the books printed 
on the first printing presses. History has also recorded that when the new print 
media did arrive, there was in fact a disruption of society. 

The age of electronics has created an equal concern and disruption at all 
levels of society. The telegraph, for example, accelerated our decision making. 
No longer were economic market quotations received days late. We suddenly 
had "instant" decisions and predictions available for immediate analysis. Life in 
our industrial society thus moved faster and became more competitive. The 
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telegraph became what McLuhan called the central nervous system of our com-
munication network. But voice transmission and the advent of radio soon 
eclipsed dots and dashes. This new medium created further disruption as it paved 
the way for the truly electronic media. Newspaper "extras" ceased to be sold on 
the street corner. They became the instant news bulletins of radio. Parents 
shuddered in horror as teenagers seemed to care about little except having a 
transister radio glued to their ears. The masses either tuned to the rhetoric of acid 
rock, or brought claims that the medium responsible for disseminating these 
unnatural sounds resulted in all sorts of ills among young adults. In retrospect, 
we see that an art form is already taking shape among the electronic media. 
Telegraph apparatus is an artifact of antique stores, and the radio drama of the 
1930s became part of the nostalgia of the 1970s. Reproductions of early radios fill 
department stores, and one can even purchase a working replica of the large, 
"church steeple" radio of the 1940s. 

Television caused a similar disruption. A scant decade after its debut, 
government commissions conducted full-scale hearings on how television af-
fected violent behavior, how it affected childhood development, how it corrupted 
our morals, and countless other "disruptions" in our society. It is ironic that the 
debate on those issues goes on simultaneously as television is being considered a 
serious art form. Experimental video centers are using television as a medium of 
artistic expression for everything from multimedia "experiences" to video feed-
back, in which a television camera takes a picture of its own monitor (Figure 
17-4). Video cassettes and video discs, capturing the nostalgia of early television 

Figure 17-4 Marshall McLuhan. 
(Photo by Robert Lansdale) 
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programs, are available much like recordings of early radio. Some programs, 
such as the famed "Mickey Mouse Club," even returned to television after 
having appeared as nationally popular programs twenty or so years ago. If televi-
sion is becoming an art form, then what medium will supersede it? Computers? 

Computers have brought with them the same disruption and acceleration 
in pace that accompanied the entry of other media into general usage. Already 
they are used as systems of communication, and the wired-city concept, in which 
everyone will have access to a central computer, opens up even broader avenues 
of communication for this medium. Yet we have resisted the advent of computer 
technology. At the very least, we regard it as a common nuisance; at most, we 
fear being taken over by it. 

It is important, however, to focus on the future. What if McLuhan was 
correct? How will this technological determinism affect us in the last quarter of 
the twentieth century? Consider the ever increasing velocity of technological 
development that we have observed so far. The time between the introduction 
and .the demise of new media has continually shrunk, until we are now living in 
an era of overlapping media. What effect is this having on our lives, and what 
new media are yet to appear? What will happen to the media that currently exist? 
How great will be the disruption? Will we be overtaken by media? Certainly 
questions such as these are much easier to ask than to answer. Our lives are, 
however, totally interrelated with mass media. Perhaps nothing has affected our 
past or will affect our future as much as this tremendous capability to communi-
cate all sorts of information across cultures almost instantaneously. We must 
begin now to prepare ourselves to develop a satisfactory relationship with the 
media, based on fulfilling human needs and goals. 

SUMMARY 

Chapter 17 looked at the ethics and social issues confronting mass media. On the 
subject of media ethics we saw how questionable actions occurred within both 
the print and broadcast media. We also saw that within any single medium lies 
the potential for responsible professional and ethical practices or a blatant viola-
tion of those principles. Assisting in guiding the actions of the press are codes of 
ethics, such as the codes of the Society of Professional Journalists (Sigma Delta 
Chi), the Radio Television News Directors Association, and the American Soci-
ety of Newspaper Editors. Within any code, however, there is a potential weak-
ness in its ability to be enforced, and in the end, the real responsibility for ethical 
conduct rests with the individual. 

Censorship of the media is an age-old philosophical issue. Procensorship 
arguments champion the need to protect social order, while anticensorship ar-
guments argue the necessity for the free flow of information in a democracy. 
Media as big brother is another issue constantly facing us. Although this fear has 
been particularly applicable to two-way television, other types of technology, 
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such as computers, are also a perceived threat to many people. Policy making on 
such issues often comes to a stalemate when the need for government control is 
pitted against the necessity to prevent abuse of that control. 

Content of the media has also become an important social issue. For 
example, women and the elderly are two groups that have been portrayed as 
possessing negative qualities which are not accurate or reflective of women or the 
elderly in society. Although these images are changing, there needs to be consid-
erable improvement. 

Canadian philosopher Marshall McLuhan speculated on the development 
of media in society and advanced the theory that we are caught in a process of 
technological determinism that has seen the preliterate era give way, in turn, to 
the era of visual dominance, the era of the printing press, and the era of elec-
tronic media. McLuhan looks at media as being either hot or cool and stresses 
the importance of matching the proper message with the proper medium. Many 
of McLuhan's perspectives on mass media, regardless of the controversy sur-
rounding them, seem to have some validity as we view the future of mass media 
in society. 
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Glossary of Media Terms 

A.A.A.A. American Association of Advertising Agencies. 

Action line a service of a newspaper or magazine that offers readers a forum in 
which to complain about some product, service, or company. The publica-
tion usually tries to help the complainant. 

Advocacy advertising stresses issues of public concern that usually arise as the 
result of by-products of illegal activities (for example, crime as a result of 
drug abuse). 

AEI Association for Education in Journalism. 
Affiliate a broadcasting station bound by contract to associate with a particular 

broadcasting network or wire service. 
AM amplitude modulation. 

Annual billings money billed advertisers for commercials carried in a medium 
over a one-year period. 

ANPA American Newspaper Publishers Association. 

Apogee that point in a satellite's orbit farthest away from earth. 

ASCAP American Society of Composers, Authors, and Publishers. 

Audio actuality the recording of the "actual sounds" in the news for incorpora-
tion into radio newscasts. 

417 
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Authoritarian characterized by media that are either "private or public" and 
.'are chiefly instruments for effecting government policy, though not 
necessarily government owned." 

AWRT American Women in Radio and Television. 

BEA Broadcast Education Association. 

Billboard (1) a wire service feed listing all the prerecorded stories in the wire 
service's current audio file; (2) a major publication of the recording indus-
try; (3) a slang term for outdoor advertising bulletin. 

Blue box slang term for the interactive earth terminal used for direct broadcast 
statellite communication. 

BM! Broadcast Music Incorporated. 
Bulletin (1) important news usually disseminated as an interruption in normal 

broadcast programming; (2) wire service (audio or video) feed to subscribers. 

Capital intensive when maximum costs occur immediately after an invest-
ment. 

CATV community antenna television, or cable TV. 

Coaxial cable heavy cable consisting of an inner wire core surrounded by a 
layer of plastic, metal-webbed insulation, and a third layer of plastic. 

Cold type various typesetting processes not including casting type from molten 
metal. The newest cold-type process is computer composition. 

Contour the geographic area covered by a broadcast station's signal. 

Co-ops also called informal networks, (1) broadcast news networks created by a 
group of radio or TV news personnel; (2) trade-out advertising agreements 
between advertisers and the individual advertising outlet. 

Corrective advertising advertising that rectifies, usually because of regulatory 
orders, false or misleading advertising. 

Counter-advertising advertising directed against a product or service. 

CPB Corporation for Public Broadcasting. 

Cume (or cumulative audience) the number of different persons or households 
that watch or listen to a given station or program during a certain time 
period. 

Daytimers radio stations required by the FCC to sign off at sunset. 

Demographics data on such things as age, sex, education level, income, and 
ethnic background. 

Demo session a preliminary recording session. 

Diary method of broadcast rating measurement in which viewers or listeners 
keep a record of the programs and stations they tune in at periodic inter-
vals. 

Directional antennas a group of strategically placed broadcast antennas whose 
purpose is to transmit the signal in specific directions in order to achieve an 
irregular rather than a circular contour. 
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Directional stations radio stations, primarily in the AM band, that utilize 
directional antennas to keep their signals from interfering with those of 
other stations. 

Direct-wave propagation radio wave pattern in which signals travel through 
direct line-of-sight transmission. 

Drop that section of a cable that brings the signal from the trunk or subtrunk 
directly into a subscriber's home receiver. 

Electromagnetic spectrum an atmospheric yardstick used to measure varying 
levels of electromagnetic energy, called frequency. 

Electromagnetic waves electrical impulses traveling through space at the speed 
of light. Used to transmit radio and television signals. 

Electrostatic transmission a system used to transmit wire service pictures. Sub-
scribers receive glossy prints on dry paper ready for printing, thereby 
eliminating the need for the subscriber to develop the photo himself or 
herself. 

ER! Electronic Response Indicator. 

ETV educational television. 

Feedback reactions of a receiver to a message from a sender. 
FM frequency modulation. 
Freebies ranging from excursions to foreign countries to tickets to a church 

supper, these complimentary offerings are designed to entice journalists to 
cover a story. 

Frequency (1) broadcast rating term to indicate how often a viewer has tuned to 
a given station; (2) position on the electromagnetic spectrum. 

Gatekeeper any individual directly involved in the relay or transfer of informa-
tion from one individual to another through the use of a mass medium. 

Gatekeeper chain chain of gatekeepers where little interaction can take place 
and ample opportunities for distortion exist. 

Gatekeeper group a group of gatekeepers among whom there is the opportunity 
for interaction to take place. 

Gazetta the Italian coin used as an admission price to hear a reader announce 
the day's news events. 

Geostationary or synchronous, an orbiting satellite that travels at the same 
speed in proportion to the earth's rotation and thus appears to remain 
stationary over one point of the earth. 

GH2 Gigahertz. 1-billion hertz or 1-billion cycles per second. 
Head end the human and hardware combination responsible for originating, 

controlling, and processing signals over the cable system. 

Hertz last name of Heinrich Rudolph Hertz commonly used as abbreviation 
for "cycles per second" in referring to electromagnetic waves. 

Home terminal receiving set for cable TV transmissions that can be either 
one-way or two-way. 
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Horizontal publication a category of business publications aimed at a certain 
level of employee across several different industries. 

Hot type typesetting process using linotype machines to cast letters and sen-
tences into type from molten metal. 

Households using television (HUT) a term used in broadcast ratings to describe 
every household using television. 

House organ a direct-mail piece in the form of a newsletter or company 
magazine that is sent to all members of a certain organization. 

Hypoing sometimes called "hyping," heavily promoting something, usually to 
increase sales or ratings. 

ICA International Communication Association. 

Image advertising advertising designed to enhance a corporation's standing in 
the eyes of the consumer. 

Impressions the number of times a person is reached by an advertisement. 

Industrial magazines a type of business publication directed toward a specific 
industry, such as masonry. 

Informal networks broadcast news networks created by a professional group of 
radio or TV news personnel. These networks are also called co-ops. 

In-house agencies advertising agencies operating within a company solely to 
promote its products. 

Institutional magazines a type of business publication directed toward a spe-
cific institution. 

In-the-can films movies that have already been seen in movie theaters but 
whose income is assured through re-releases and release to television. 

ITV instructional television, programming specifically designed for direct or 
supplemental teaching. 

Junkets excursions for journalists, compliments of someone seeking news 
coverage of an event. 

KHz Kilohertz. 1000 hertz or 1000 cycles per second. 

Kicker closing story of a newscast, often a humorous anecdote. 

Kinetoscope forerunner of the motion picture developed by Thomas Edison, it 
was a crude device with a peephole through which a viewer could see 
pictures move. 

Libertarian describes a press privately owned and providing a check on gov-
ernment in addition to meeting other needs of society. 

Mailgram Western Union trade-marked system to send a message via computer 
and regular postal service mail delivery. 

Market research research, usually conducted by advertising agencies, into the 
potential market for products. 

Mass communication process by which messages are communicated by a mass 
medium to a large number of people. 
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Master control console heart of a television control room operation through 
which both the audio and video images are fed, joined together, and 
improved, perhaps through special effects for the "on-air" image. 

Master record the master session is recorded on this record, from which 
additional records are pressed. 

Master session the final recording session in which a song is put onto tape. 
Costing many thousands of dollars, this uses full orchestration, a major 
control console, and a recording engineer. 

Media brokers persons in the business of selling media properties. 

Media credibility the effect that various media have on how mass communica-
tion messages are perceived. 

Message intensity the value or importance of an event or its potential impact in 
relation to other events or potential news stories. 

Meter method a broadcast ratings measurement in which a monitoring device 
installed on TV sets is connected to a central computer, which then re-
cords channel selection at different times of the day. 

MHz Megahertz. 1-million hertz or 1-million cycles per second. 

Microwave a very short wave frequency located above the area on the elec-
tromagnetic spectrum where standard broadcast transmission takes place. 

MPA Magazine Publishers' Association. 

MPAA Motion Picture Association of America. 
NAEB National Association of Educational Broadcasters. 
News dissemination the process by which news is diffused to the receiving 

public. 
Noise something that interferes with the communication process. 

Offset a printing process in which typeset copy is reproduced on a photo-
graphic, smooth-surfaced plate; the image is transferred to paper through a 
series of steps not using a plate with raised typefaces. 

Ombudsman personnel who accept feedback from readers on any issue, from 
suggestions to complaints. 

Opinion leaders people who influence thinking on a particular subject(s) be-
cause their opinions are respected. 

Pass-around rate the number of people who read a single copy of a publication. 
Pay cable a system in which cable subscribers pay an additional amount be-

yond the standard monthly rental fee in order to receive special program-
ming. 

PBS Public Broadcasting Service. 

Perigee the closest point to the earth of a satellite's orbit. 

Personalized book composed and printed by a computer, these gift items can be 
programmed to incorporate specific names and places directly relevant to 
the recipient. 
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Picture wire wire services through which photo transmission takes place. 

Pilots sample broadcasting programs produced either by networks or produc-
tion companies for possible programming adoption. 

Pirated tapes illegally recorded music sold in violation of copyright and con-
tractual agreements with artists. 

Playlists form of feedback for the recording industry in which individual radio 
stations list the songs popular in their listening area for a given time period. 

Production companies commonly called production houses, these businesses 
produce broadcasting programs for adoption either by networks or by indi-
vidual stations via syndication. 

Product research research, usually instigated by advertising agencies, into a 
company and its product. 

Professional magazines a type of business publication directed at readers in a 
specific profession, such as law. 

Projection an estimate of the characteristics of a total universe based on a 
sample of that universe. 

Psychographics study of the psychological characteristics of the mass audience. 

Public broadcasting the operation of the various noncommercial radio and 
television stations in the United States. 

Public service advertising PSAs are designed to support a nonprofit cause or 
organization. Most of the time or space for this advertising is provided free 
as a service to the public by the print or broadcast media. 

Random sample a selection in which every item in a universe has an equal 
chance of being chosen. 

Rating a percentage of the total number of households or persons tuned to a 
station or program during a certain time period. 

Reader profiles research surveys designed to ascertain both the demographic 
and the psychographic characteristics of specialized audiences. 

Reader service card a device that gives magazine readers an opportunity to 
request additional literature and information about an advertiser's products 
by circling a corresponding number on a reply card. 

Readership survey detailed analysis of a newspaper's audience. 

Regional networks a system that provides broadcast programming and informa-
tion to specific geographic regions of the country. 

Relay satellite Echo I became the first artificial device capable of bouncing 
messages back to earth. 

Repeater satellite the United States' Courier 1-B became the first of a series of 
satellites that could both receive and retransmit signals back to earth. 

Research service businesses that specialize in providing research on current 
topics for subscribers, primarily newspapers and broadcast executives. 
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RTNDA Radio Television News Directors Association 

Sales networks a group of broadcasting stations linked together by a financial 
agreement to benefit all member stations by offering advertisers a joint rate. 

Sampling the process of examining a small portion of something to estimate 
what the larger portion is like. 

Saturation the percentage of the total number of households that subscribe to a 
given medium. 

SCA Speech Communication Association. 
Schematic diagrams blueprints for electronic circuitry. 

Seditious libel criminal libel against the government. 

Semantic noise interference with the communication process because of a 
misunderstanding caused by a cliché or slang. 

Share a percentage of households using television or people listening to radio 
who are tuned to a particular station or program during a certain time 
period. 

Sky wave propagation radio-wave transmission pattern in which the signals 
travel up, bounce off the ionosphere, and rebound from the earth in a 
continuing process. 

SNAP Society of National Association Publications. 
Social responsibility theory espousing privately owned media "unless the gov-

ernment has to take over to ensure public service." 

Social responsibility advertising publicity that warns consumers to be responsi-
ble to things that can hurt them. 

Soviet communist theory system of state-owned media functioning as a propa-

ganda instrument of the government. 
Speculators people who buy a media property and hold it for a short time while 

heavily promoting it to increase sales. 

SPJ, SDX Society of Professional Journalists, Sigma Delta Chi. 

Split a given news report compiled by a wire service. 
Standard advertising its motive is to sell and to create in the consumer a feeling 

of need and desire for a product or service. 
Station program cooperative (SPC) concept in public broadcasting that utilizes 

direct feedback in the form of financial commitment from affiliate stations 
to determine which programs will compose about one-third of the pro-
gramming distributed by PBS. 

Subgroups the "mass within a mass" on which the concept of the mass audi-
ence is based. 

Sub-trunk secondary cables branching out from the main trunk in a cable TV 
system to carry the signal to outlying areas. 

Synchronous or geostationary, a satellite that travels at the same speed in 
proportion to the earth's rotation and thus appears to remain stationary over 
one point of the earth. 
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Syndicates companies whose business it is to promote and sell comics, col-
umns, and other special features to newspapers. 

Target audience any group of persons who have a common bond, that bond 
being shared demographic and/or psychographic characteristics. 

Television household a broadcast rating term used to describe any home with a 
television set, as distinguished from a household using television. 

Trade magazines a type of business publication directed to specific businesses, 
such as hardware stores. 

Trade-out an exchange of merchandise for a service; for example, in advertis-
ing, a merchant will trade the use of a product for an equivalent amount of 
advertising in print or broadcast media. 

Translators television transmitting antennas, usually located on high natural 
terrain. 

Trunk main line of a cable system. 

Two-step flow process by which information disseminated by mass media is (1) 
received by a direct audience and then (2) relayed to other persons second-
hand. 

Universe the whole from which a sample is chosen; in broadcast ratings, this 
can be the sample area, metro area, or rating area. 

Value structures a normative, conceptual standard of the desirable that predis-
positionally influences individuals in choosing among personally perceived 
alternatives of behavior. 

VDT visual display terminals. Data from electronic keyboards and computers 
appear on a device similar to a television screen. 

Vertical publications a category of business publications designed to reach 
people at all levels within a given profession. 

Weekly carriage report a local station's broadcast schedule. 

White space that portion of a printed advertisement devoid of printing or 
illustrations, that is, blank space. 

WICI Women in Communication, Inc. 
Wireless term used to describe early radio. 
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