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Introduction

Mass Media and the
Critical Consumer

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

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

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

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

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

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

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

The Medium Is the Message

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

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

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

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

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

The medium shapes the audience because it alters perceptual

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

becomes his med:um for defining his role in it. The invention of type created

linear, or xequemml thought, separating thought from action. N ow, with

TV and folk .tmgmg, thought and action are closer and social involvement
is greater. Ve again live in a village. Get i1?”

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

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

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

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

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

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

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

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

Scope of Mass Media

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

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

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

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

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

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

The Critical Consumer

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

The best answer is probably a combination of both. We still do
not know enough about the process to make final judgments.
Though we speak of communication science, we have far to go to ar-
rive at answers to some basic questions. One thing seems clear, how-
ever: the more we know about a subject, the less we can be misled
about it.
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During the Korean war, when the problems of brainwashing in
communist prison camps became a great concern of Americans, a
team of psychologists at the University of Illinois undertook an ex-
periment. Two groups were tested to see how their opinions on a
subject could be changed. One group was given advance information
about the subject, while a control group was not. Test results showed
that the ideas of the group with the advance information were less
likely to be changed about the subject than those of the control
group. The experimenters concluded that the more information a
person had about a subject, the less likely his mind could be brain-
washed.

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

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

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

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

Those who understand the process can achieve greater perspec-
tive. The critical consumer can put what is artificial in mass commu-
nication into better balance with the reality of life. The study of
mass media is important, then, because it helps the educated man
understand one of the crucial processes of modern life. Such under-
standing not only helps the participant in mass communication per-
form more effectively, but it can also enable the critical consumer to
make more effective use of mass communication.
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We live in an age of mass communication. Never before has man spent so
much time, energy. and talent on words, sounds, and pictures. In an era of
exploding populations—increasing the possibility of conflict—communi-
cation between millions of people is essential to peace. In a time of

technology, man cannot progress without the dissemination of news, facts,
figures, ideas, and information.
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The nineteenth century can be called the age of production. Man
perfected the factory, the assembly line. automation, scientific farming.
and a technology capable of mass production of food, clothing, and shelter.
By the last third of the twentieth century man has seemingly solved many
of his production problems. But has he solved his communication prob-
lems? Can man properly distribute what he can now so easily produce?
Can he bring order, stability, and control to a mass society in a machine
age? Can he achieve the diplomacy and understanding necessary for world
peace?

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

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

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



Process
of Mass
Communication

A family argument, a protest march, a lecture, a television commercial,
a telephone call, and a rap session are all different kinds of communi-
cation. All these messages are part of the complex social system in
which we live; they make the system possible. Without communication

CHAPTER 1

there would be no society.

A large vocabulary has grown up around our attempts to describe
and define communication. “Credibility gap,” “loss of identity,”
“global village,” *'other-directed man,” “hot and cool media,”” and
other catch phrases attempt to popularize communication concepts.
These terms are so common to us that we sometimes accept and use

them without understanding what they represent. Yet what is com-
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munication? What are its distinct characteristics® How does it occur?
And how does it break down?

Communication Defined

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

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

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

Kinds of Communication

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

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

There are many different kinds of models for interpersonal com-
munication. One is the technical system outlined by Warren Weaver
in his article, “The Mathematics of Communication.” He describes
his model in this way: “When 1 talk to you my brain is the informa-
tion source, vours the destination; my vocal system is the transmit-
ter, and your car . . . the recciver.”

received
signal signal

informationp-fransmitteds{ channel o receiver p[destination]

source

message

noise source

Figure 1-1.

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

L sender H message H code ch.mnol H receiver ]

A

noise”

s

Il feedback l| <

Figure 1-2.

Another model in figure 1-2 visualizes the interpersonal commu-
nication process as interaction. The model in figure 1-2 adds codes,
which are written, visual, or verbal symbol systems, broadens noise to
mean any interruption of the process, and includes feedback, or the
response of the receiver. Interpersonal communication in figure 1-2 be-
comes a circular or response-oriented activity.

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

Mass Communication Models

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

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

mass
medium
device

}

)
[transmitter {channellJreceive—| destination

source

noise

Y
destinutMm‘ivor}“—ichMmol transmittor]<—{ source

feedback
device

Figure 1-3.
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X

o Figure 1-4.

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

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

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

The HUB Model of Mass Communication

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

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

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

components of the total process.

audiences

” gatekeepers \\

media distortion and noise

Figure 1-3.
The HUB Model of Mass Communication.

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

Communicator

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

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

Content

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

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

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

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

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

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

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

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

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

ing.

Gatekeeper

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

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

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

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

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

Regulators

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

Filters

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

Audiences

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

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

Feedback, Noise, and Amplification

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

In mass communication feedback is delayed and diffused. TV
ratings are a form of feedback, but even with ratings a television-
program producer has no way of knowing if he lost his audience
halfway through his program. He must wait for the ratings, at least
overnight for New York City ratings and most likely two weeks for a
national report. Thus, lack of speed in mass communication feedback
has distinct implications for mass communicators.
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Feedback in mass communication is often expressed quantita-
tively: a rating of 15 (which means 13 percent of the more than 66
million U.S. television homes), or circulation figures of 10 million, or
box-office receipts of $5 million. Some letters are written to editors
and performers, but these are generally few in number and carry less
weight than audience numbers. A medium generally succeeds or fails
on the basis of its quantitative feedback. Once in a while, as in the
case of the television program “The Dick Cavett Show,” letters—a
form of qualitative feedback—will have an effect. This program was
threatened with removal from the schedule because of the relatively
small audiences estimated in the TV ratings. A letter-writing cam-
paign forced ABC-TV to reevaluate the program and a decision was
reached to continue the show on an irregular basis. Even here,
however, the number of letters sent, rather than what was written,
probably saved the program.

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

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

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

In the remainder of part 1, we will describe other aspects of the
process: the way media systems develop, the economics of media
systems, and the effects of media. In part 2, we will focus on the
various component parts of the process—communicator, code, gate-
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keeper, medium, regulators, filters, audience, feedback, amplification,
and noise. In part 3, we narrow our focus to the media themselves—
books, newspapers, magazines, radio, television, motion pictures,
recordings, and other media. And in part 4, we discuss the content
of the media, or the uses to which mass media are put—news, analy-
sis, persuasion, education, advertising, and entertainment.



Development

of Media
CHAPTER 2 Systems

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

17
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and the way they do in other nations. 1n order to appreciate more fully
the merits and faults of our own system, it is necessary to assess mass
media in other countries.

Philosophies of Mass Communication

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

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

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

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

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

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

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

The Political Continuum

ABSOLUTE ABSOLUTE
FREEDOM CONTROL

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

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

The Media Systems Paradigm

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

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

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

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

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

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

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

Factors That Influence the Development of
Media Systems

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

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

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

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

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

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

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

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

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

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

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

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

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

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

One thing is certain: privately owned media cannot thrive in eco-
nomically impoverished nations. A poor country faced with starving
people can only support media that help alleviate immediate prob-
lems. In most modern states media survive because mass communi-
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cation is a very valuable asset to the complete economic process.

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

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

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

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

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

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

The Media System

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

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

Uses of the Media

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

Media Systems Analysis

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

Guatemala

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

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

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

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

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

The Netherlands

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

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

The magazine industry is well run and economically sound but
does not have the same mass appeal found in the United States.
Magazines, as well as newspapers, actively solicit advertising. There
are four major types of magazines in Holland, each seeking out
specialized audiences. These are: (1) radio-TV magazines published



by the various broadcast-program services, with a combined circula-
tion of more than 2.5 million; (2) women’s magazines, with a com-
bined circulation of more than 3 million; (3) family magazines pub-
lished by religious and cultural groups, serving more than 1 million
homes; (4) opinion magazines, which are politically oriented and dis-
tribute 300,000 copies per issue.

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

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

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

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

Uses of the Media. The overriding concern of all Dutch media
institutions is education, both in terms of cultural reinforcement and
classroom use. Formal education is a major industry in Holland, with
extensive print materials in use. In the mid-1960s the Netherlands
began actively producing TV classroom materials in a wide range of
subject areas, and the program has succeeded in supplying educa-
tional materials to religious as well as nondenominational schools.

- Radio has long provided a similar service. The media institutions ac-
tively function as cultural reinforcers in the home. Nearly 10 percent
of all air time is devoted to religious programming. The media actively
participate in political activities and are used to persuade citizens by a
wide variety of political groups.

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

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

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

The Union of Soviet Socialist Republics

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

Culturally, the USSR is as diverse as any nation in the world.
There are more than 100 ethnic groups. The European Russians
dominate the society, making up 535 percent of the total population.

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

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

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

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

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

The structure of broadcast operations is almost identical to that
of the print media. A central (national) radio service emanates from
Moscow with a local, longwave service, and a shortwave transmission
to other parts of the country. Some republics have regional micro-
wave and wired systems. Those that do originate considerable
amounts of programming. Few regional programs are exchanged.
The local wired system provides tight control and effectively limits
outside, international interference. The wired system of 40 million
sets provides the same high-quality reception of most United States
cable TV systems. Nearly 50 million wireless radios are now in use in
the Soviet Union, with more than half equipped to received short-
wave broadcasts from outside Russia. The Soviet Union is devel-
oping an FM system, and estimates indicate that more than 100 FM
transmitters are in operation.

Russia has traditionally had a brilliant, artistic film industry. Di-
rectors such as Eisenstein, Vertov, and Pudovkin set the stvle in the
1920s. Today, the USSR has over 100,000 fixed cinema theaters and
mobile units, with a yearly attendance in excess of 5 billion. Russia is
one of the ten largest film producers in the world and its high artis-
tic levels have influenced many film directors, especially in Eastern
Europe. The film industry is supervised by a special state committee
within the Ministry of Culture, and the government funds all films.
More than 30 production centers in Russia produce more than 150
feature films each year, plus hundreds of documentaries and educa-
tional films. In fact, the motion picture is a major teaching resource
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in the Russian school system, as are radio and television. In terms of
international standards, the film industry is the USSR’s major media
achievement.

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

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

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

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

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

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

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

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

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



Economics
of Mass
Communication

The time and money Americans spend on media products and services

CHAPTER

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

36



ECONOMICS OF MASS COMMUNICATION l 37

More than 50 magazines published in the United States have paid
circulations in excess of 1 million. More than 62 million newspapers
are bought by Americans every day of the vear. More than 66 million
American families have purchased television sets. Nine of every ten
automobiles are sold radio-equipped. Without question, the economic
dimension of mass communication is overwhelming; Americans are
the world’s biggest spenders on media activities.

Economic Theory and Media

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

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

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

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

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

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

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

Dual Consumers of Media

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

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

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

Audiences and Advertising Cost

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

Advertisers try to be efficient—they seek the largest possible
target audience at the lowest possible price. Advertisers tend to use
newspapers and television shows, which provide the best cost effi-
ciency. This cost efficiency or cost per-thousand (CPM) readers or
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viewers is determined simply by dividing advertising cost by audience
size. Cost efficiency is a means of assigning relative value to media
audiences.
Advertising cost . -
Advertising cost Cost cfficiency |
Audience size (in
. . = or '
audience units of CPM
1,000) l

The Effect of Audience Size on Advertising Costs. Under nor-
mal conditions, newspapers with larger circulations have higher ad-

vertising rates; and when a newspaper’s audience increases, its rates
go up. For example, the Chicago Tribune charges a one-time adver-
tiser about $3.400 to use a full-page ad to reach its approximately
770,000 daily readers. The Chicago Daily News charges considerably
less, about $3,600, to reach approximately 443,000 readers. On Sun-
day, the Tribune is able to charge about $7,300 for the same-size ad
because Sunday circulation exceeds 1,040,000.'

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

Cost Efficiency
Duaily Tribune Sunday Tribune

$5,400 (cost) _ §7.01 $7,300
770(000) circulation ~ (CPM circulation) 1,040(000)

= $7.02

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

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

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

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

2. Normally, newspaper efficiency is computed using milline rate, but for the
purposes of this example the page cost efficiency format is clearer.
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portant than the characteristics or composition of a program’s audi-
ence. If we compare two network programs this point may become
clearer. For example, advertisers could buy one commercial minute
during a variety show for $32,000 or one commercial minute during
a football game for $50,000. The variety show reaches 24 million
viewers, while the football game reaches only 14.5 million viewers.
Comparing CPMs, the variety show ($2.17) seems to be a better buy
than the football game ($3.47) because it has a larger total audience.

] CPM Total Audience
| Variety show Football game

$52,000 _ $2.17 CPM $50,000 _ $3.47 CPM
24,000( O()O) total audience 14,500(000)  total audience

H()wever, if an advertiser’s target audience is men aged 18-49, the
situation changes markedly. The variety show has only 8.6 million
male viewers (18-49), while the football game has 5.1 million male
viewers (18-49). At this point

—

CPM Men (18-49)

Variety show Football game
Tea00) - $14:45CPM % _ $9.80 CPM
i men (18-49) men {18-49)

men (18-49) en (18-49)

S EEEEEEE————————————————————

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

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

Models of Media Support

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

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

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

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

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

taxes.

Media Expenses

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

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

Initial Costs. Some media businesses can start with relatively lit-
tle capital investment, while others require enormous amounts. A
phonograph record can be produced for as little as $3,000. Small-
town newspapers can be started with as little as $25,000 capital out-
lay. Books can be inexpensively produced using aluminum plates or
typed masters, offset printing, and plastic binders.

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

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

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

Network Television: A Case Study in
Production and Distribution

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

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

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

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

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

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

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

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

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

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

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

Demands of Media Users

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

Effects of Media Economics

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

In other words, the average citizen in the average American com-
munity has a vast array of media available to him. The value our so-
ciety places on its media institutions can be determined in part by the
amount of money spent on them. Obviously, the media are important
to the United States or its citizens would not spend the sums they do.
The economics of mass media create problems of some concern,
however, and it is of increasing importance that both citizen and mass
communicator alike respond to the problems with a growing sense of
responsibility.
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Does violence on television make monsters of children? Do newspaper
stories of rape and robbery lead readers to commit crimes? Has the
“Playboy philosophy” revolutionized our sexual mores? Have Holly-
wood movies lowered the general level of American culture? Do po-
litical reports, editorials, and advertisements in the mass media change
our political views or influence our decisions in the voting booth?

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

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

Historical Perspectives

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

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

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

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

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

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

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

In the twentieth century, electric media added their impact to
the printed word, as the mass media became big business. George
Gerbner, dean of the Annenberg School of Communica