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PREFACE

Mass media are frequently blamed for encouraging violence, con-
tributing to a decline in morals, and causing many other ills in our
society. With almost equal frequency they are praised for opposing
tyranny and corruption, for providing entertainment for all, and for
making enlightenment available on a scale. hitherto unknown. We
are said to be suffering from an overload of information—that no
human being can cope with all the messages dinned into his ear; yet
there are also loud complaints that the public is uninformed about
matters that should be of concern to everyone. Some observers see
the citizen as manipulated or narcoticized by the press; others assert
that the media are distrusted, disbelieved, and disregarded. "I never
believe anything | read in the newspapers,” is a familiar refrain.

Why so many contradictions? One reason is that the mass media
are complex and diverse; to generalize about them is to invite error.
Another is that people are even more complex and diverse; no two
individuals are affected exactly the same way by what they see, or
read, or hear. The interaction of minds and messages produces a
bewildering array of phenomena.

Not all contradictions can be explained, nor can the effects of
communications be predicted with confidence. But some explana-
tions and some predictions are possible. More balanced evaluations
of the media and their effects can be made if we know something
about the way they developed, how they compare- with media in
other countries, what forces determine the nature of their content,
and how they have been observed to affect the people exposed to
them.

That is the aim of this book—to present an introduction to the
history of the mass media in the United States, an overview of infor-
mation about their functioning and effects, and a brief comparison
of the American media system with other media systems.

We hope that the discussions in the following pages will be rele-
vant to readers, viewers, and listeners in general; that increased fa-
miliarity with the processes and effects of mass communication will
make them more able to enjoy and profit from the media. Those who
are already involved in journalism or in some other branch of mass
communication will already be familiar with some of the material
presented here, but they may also find new perspectives on their
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work by seeing how it is viewed by researchers from outside their
field. Students interested in the mass media as a subject for academic
pursuit may use this book as an introduction to the field and to
several of its component parts: media history, international commu-
nication, media sociology, and the uses and effects of communica-
tions.

The volume’s content and the system of references used are de-
signed to allow readers to pursue each major subject dealt with as
much or as little as they wish. Those who want a general picture can
confine themselves to reading the text; there are few footnotes or
technical terms to disturb them. Readers who would like to explore
one or another subject somewhat more thoroughly will find sugges-
tions for further reading at the end of each chapter. These brief list-
ings are confined to books easily available in most libraries, since a
full bibliography of all references used has been included at the end
of the book. Students with interests in specific aspects of mass com-
munication may wish to track down some of these sources and can
then use them as leads to still more information on the topics select-
ed.

We are heavily indebted to the authors whose works we have cited
or quoted. We particularly thank Professor Wilbur Schramm, formerly
of Stanford University and more recently of the East-West Center, for
permission to use some of his research that is in publication. In addi-
tion, a vote of thanks goes to our students over the years, whose
questions and observations suggested much of the content of the
volume, and especially to Mary A. Nelson, Annette L. Miller, Mary
Shepard, and Nelson A. Navarro, some of whose contributions have
been incorporated in the text. Numerous organizations have been
helpful in providing background or statistical information, including
Response Analysis, Inc., of Princeton, New Jersey, the Motion Picture
Association of America, and the American Association of Advertising
Agencies; our thanks to them all.

Even more, we are indebted to our respective wives—all of whom
happen to be professionally engaged in some branch of communica-
tion—for their criticism and encouragement. As is fitting in an era
when the status of women is being reevaluated, none of them typed
any of the manuscript. To them the book is affectionately dedicated.

W. Phillips Davison
James Boylan
Frederick T.C. Yu
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INTRODUCTION

We are immersed in the mass media. The television set in the aver-
age American household is turned on for more than six of every 24
hours. On a normal weekday, more than three-quarters of the adult
population reads a newspaper. Some 62,000 periodicals are available
in the United States and Canada. Nearly all families have at least two
radios—one in the house and one in the car. Not everybody reads
books, but those who do have their pick of about 40,000 new titles a
year from American publishers. Billboards, posters, phonograph re-
cords, mimeographed newsletters, handbills, not to mention films
and other theater amusements, all compete for—and often get—our
attention.

That we are enormous consumers of the mass media can hardly
surprise anybody who lives in the United States. But most of us are
less conscious of the fact that we also may help to shape what the
mass media are and what they offer. We do this indirectly by tuning
in particular programs, by buying certain advertised products, by
reading one newspaper or magazine rather than another, by buying a
certain paperback off the drugstore display rack. Market researchers
and sales managers are constantly monitoring public preferences and
reporting their findings to newspapers, magazines, broadcasters, and
advertisers. Just as media content may influence our behavior, our
behavior determines, in part, the media content that is offered to us.

A smaller proportion of the public attempts to affect media con-
tent more directly, by such means as writing press releases for organi-
zations to which they belong, by writing or telephoning an editor (an
“offensive” remark on television is likely to draw a barrage of tele-
phone complaints), by taking part in radio talk shows or television
interviews, by sending protests to government officials or agencies,
by joining groups advocating specific changes in the media, or even
by demonstrating noisily in front of a newspaper office. Another seg-
ment, several hundred thousand persons, works full time in shaping
media content. These are the professionals employed in some branch
of the communications industry and in advertising or public rela-
tions.
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THE MEDIA IN OUR LIVES

The aim of this book is to help readers become more intelligent users
of mass communications, to be more effective when they want to
influence the media, to make appropriate career choices if they
should decide to work in communications, and, as citizens, to be
able to encourage the kind of communication system that will best
serve the public. To perform effectively in these roles, a media con-
sumer needs a broad spectrum of knowledge. It is useful, for exam-
ple, to gain an understanding of how media came to assume the
shape they have today. What political, economic, and technological
influences were involved? How did the media come to serve some of
society’s needs and neglect others? What does the history of mass
communication institutions tell us about the possibilities of change
in the future?

Just as important is an acquaintance with media sociology—that is,
the study of influences at work on media content. Researchers have
probed such questions as: What determines the prominence of vari-
ous kinds of material in the media? How does an editor decide to use
a given piece of material and discard another? Who or what wields
the real power over media output?

It is useful, in thinking about American mass media, to compare
them with systems operating in other countries. The world is a labo-
ratory in which we can study many types of publishing and broad-
casting, and can observe how well they satisfy varied requirements.
For instance, those who have worked to develop public broadcasting
in the United States have paid close attention to the British Broad-
casting Corporation, as an example of a system publicly owned but
not government controlled.

There is a further reason for studying communication systems of
other countries. A prime issue of our day is whether differing soci-
eties can live together peacefully and productively on this planet. We
may be more likely to find ways to cooperate with global neighbors
if we understand them, and we are more likely to understand them if
we know how their mass-media systems work, and why their picture
of the world, as presented in their media, differs from ours. We
would also like them to understand us, and consequently would like
to know how to overcome the barriers that restrict communication
between peoples.

One major question involved in studying mass media centers on
the availability of information. That is, what messages travel along
what channels? What are the varying characteristics of these chan-
nels, which include not only the print, sound, and pictures of mass
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media, but the whole range of interpersonal communication. We
need to know how these person-to-person channels affect mass-me-
dia communication.

Another important field deals with the ways we receive informa-
tion. Why, for example, do we remember one news story and not
another? How do people deal with a flood of communication? How
does the principle of selectivity operate?

Still other work on the effects of communications makes it possi-
ble to improve predictions about the impact of media content: Will
Candidate A win the election because he has more money for politi-
cal advertising than Candidate B? Is a child who likes to watch vio-
lence on television going to develop aggressive behavior patterns?
Can starting a community newspaper stimulate civic pride? Gauging
communication effects is not an exact science, and many kinds of
effects remain to be explored, but those who are familiar with what
is known will usually be able to make more accurate predictions than
those who are not.

A surprising number of the major issues facing us today involve the
mass media. The operation of the American political system, even the
very ability of the government to govern effectively, depends in part
on the printed media and broadcasting. The Watergate scandals were
but one glimpse of the deep involvement of the media in processes
of government. Moreover, unless members of a political opposition
can communicate effectively with the public, they have little hope of
winning power.

The functioning of the economic system also depends in part upon
the media. The mass media are one means used by manufacturers
and merchandisers to call goods to the attention of consumers. In
addition, the media themselves constitute a substantial industry, the
well-being of which has some bearing on the health of the economy.

Finally, the media rank with the educational system as a prime
means by which society transmits its culture and values from one
generation to another. It is important to consider how well the com-
munication system functions and in whose behalf, for what it trans-
mits will help determine the shape of American society in years to
come, as it has in the past.

SOURCES OF KNOWLEDGE ABOUT
COMMUNICATION

The mass media are studied by journalists and journalism researchers,
as well as by psychologists, sociologists, market researchers, political
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scientists, historians, economists, anthropologists, and others. There
is also a branch of social science called “communication,”* which
studies the media as well as other information channels. Communi-
cation researchers, who are now represented at most major universi-
ties, make use of theories and techniques of the other social sci-
ences, and have also developed some theories and techniques of
their own.

One of the first of the modern communication researchers was a
political scientist, Harold D. Lasswell, who described the communi-
cation process as, “"Who says What, in which Channel, to Whom,
with what Effect?”” (Lasswell, 1948). In accordance with this formula,
communication research is often divided into the study of sources
(who), content (what), channels, audiences (whom), and effects.
Lasswell also developed techniques for describing media content
quantitatively and was one of the originators of modern content
analysis (Lasswell, 1946). His doctoral dissertation on propaganda in
World War | is still read today and has recently been reprinted (Lass-
well, 1927).

Other branches of science have contributed, too. Physicists, chem-
ists, and engineers are concerned with the development of new tech-
nologies for broadcasting and printing. Some of these boggle the
mind. Home video terminals, which permit the user to ask a question
of an information source such as a computer and to obtain an instant
response on the video tube, are already available at about $1000
each. They probably will become less expensive as demand for them
grows. Publications of the future may be produced by ink-jet print-
ing, in which tiny droplets of ink are hurled toward the paper
through oscillating nozzles. A computer-controlled electronic field
forms these droplets into letters or numbers at speeds of up to 150,
000 characters per second. This process is still experimental.

Mathematicians and physicists have developed ”information theo-
ry,” which deals with relationships among components of communi-
cations systems: for instance, between a channel’s capacity and the
volume and quality of signals flowing through it. (How many conver-
sations can be carried on one telephone circuit without unaccept-
able distortion?)

Journalists who study the media are mainly concerned with profes-
sional standards—thoroughness, fairness, and independence. They

1“Communication” is usually used to denote the process by which meaning is trans-
mitted from one person or group to another, and as an adjective. The word “commu-
nications” (plural) usually refers to the messages themselves. Thus, one could speak of
communications that deal with communication. We wish there were a shorter word.
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are concerned, too, with the relationship of media with all levels and
branches of government. If one is interested in the question of free-
dom of the press, one of the first places to look is in the literature of
journalism. Several professional periodicals keep a critical eye on
journalistic performance and on press-government relations. The Co-
lumbia Journalism Review, which is the largest of these, is a useful
source for students of the mass media.

Psychologists have investigated not only the mass media, but also
communication in small groups and even in dyads (groups of only
two individuals). They are principally concerned with the ways peo-
ple learn, how and why their attitudes change, and the role that
communication plays in relations between them. Much of the psy-
chological research on communication has been carried out in labo-
ratories. For instance, several matched groups of subjects may be
exposed to films or recorded messages that vary in only one impor-
tant respect, and the different effects of these stimuli on the subjects’
behavior are carefully observed. This makes it possible to draw infer-
ences about the power of different types of message content to in-
fluence people.

Sociologists are more likely to make use of public opinion surveys
in studying the effects of communications. They are interested in the
structure of the media, too, and in the ways that this structure and
various outside pressures influence media content. These questions
are often investigated through intensive case studies of publishing or
broadcasting organizations. Sociologists have given attention to the
degree to which journalists are influenced in what they do by media
owners and managers, by the publics for which they are writing, and
by the norms of their own profession. Market researchers, who are
concerned primarily with the demand for products and the effects of
advertising, make use of both psychological and sociological re-
search techniques.

Political scientists are interested in the role that the mass media
play in the political process. They have conducted numerous studies
of the influences of political propaganda on the way people vote, on
the part played by the mass media in the decisions of political lead-
ers, and on press-government relations.

The findings of social scientists about the mass media and the
communication process in general are published in the books they
write and in their own professional journals, such as the American
Journal of Sociology, the Journal of Personality and Social Psycholo-
8y, or the American Political Science Review. They also publish in the
journals devoted specifically to communication research, which in-
clude the Public Opinion Quarterly, the Journalism Quarterly, and
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the Journal of Communication. There are also some excellent jour-
nals published abroad; for example, Gazette in Holland, Publizistik in
Germany, and Communications in France. The findings of market
and advertising researchers are most likely to appear in the Journal of
Marketing Research and the journal of Advertising Research? Two
new journals, Communication Research, edited at the University of
Michigan, and Communication, edited at Simon Fraser University in
Canada, were started in 1974.

While we hope that this book will be a useful introduction to the
field of mass communication for students who are contemplating
careers in the media, as well as for members of the public who deal
with the media in their daily lives, our primary concern is with con-
veying an understanding of why mass media communications take
the forms they do, and what kinds of effects they may have on differ-
ent audiences. We think that an understanding of the forces that
influence mass media institutions and content, and of the role the
media play in our individual and collective lives, will contribute to an
understanding of the society in which we live. And we hope that this
knowledge can be put to work in finding solutions to issues now
confronting the mass media and society as a whole.

Part | of this book is concerned with media systems: how they
developed in the United States, how they function in other coun-
tries, and how the news content of the principal American mass me-
dia is shaped. Part Il focuses on effects of communications: what
messages are available to us, how we select certain ones for atten-
tion, and what happens as a result. An epilogue discusses some of the
choices we face as a result of the development of mass media:
choices that will affect our personal lives and the world in which we
live.

2For a much more complete listing of journals devoted to communication research,
see Aspen Handbook on the Media, published by the Aspen Program on Communica-
tions and Society, 770 Welch Road, Palo Alto, California 94304 (1975-76).



SYSTEMS

Part

Biologists frequently think of
living creatures as systems that
are composed of interrelated
smaller systems. The cells of the
body have a life of their own,
but they also make up larger
units that are called tissues or
organs. The organs, in turn, are
parts of a still larger system—
the biological individual.

Social scientists, too, make
use of the concept. They see in-
dividuals as components of sys-
tems called families or tribes, or
as building blocks for churches,
political parties, or factories.
These groups and institutions
make up comprehensive sys-
tems that we call societies. A
change in any one of the small-
er systems is likely to cause
reactions in the larger system,
just as restructuring of the
larger system is likely to cause
changes in the subsystems. The
various units are interrelated
and interdependent.

The mass media,
with  much simpler

together
systems

such as face-to-face conversa-
tion, make up the communica-
tion systems of societies. Media
systems affect government,
education, the economy, and
other systems, and are affected
by them. The way in which
communication systems and
other institutions are interrelat-
ed has been documented by
historians, who have noted, for
instance, that the relative stabil-
ity of the Egyptian and Roman
empires was ensured in part be-
cause a light and relatively
cheap paper-like substance—
papyrus—was  available to
them. This meant that the cen-
tral governments could keep re-
cords more easily, send orders
swiftly, and coordinate the ac-
tions of myriads of officials in
widely dispersed communities.
The ancient empires that had to
rely on clay tablets and stone
engravings for records and mes-
sages were more likely to dis-
solve into smaller units (Innis,
1950). In modern times, the
availability of radio and televi-
sion has tended to increase the
power of central governments
still more. A prime minister or a
president can now appeal to
the voters of a whole nation via
the broadcast media; it is no
longer so important for him to
cultivate the support of local
political leaders.
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Media systems are made up
of interrelated subsystems.
What goes on in the editorial
office of a newspaper affects
what happens in the printing
plant, and both are affected by
the behavior of subscribers, ad-
vertisers, news sources, and
many other groups. We often
think of broadcasting stations
or newspapers as being located
in particular buildings. It would
be more accurate to say that
some of their subsystems are
housed together, but that
others may be scattered over
larger areas. Yet all these sub-
systems comprise a working
whole.

The following three chapters
examine mass media systems

from three points of view. The
first traces the evolution of the
mass media as we know them.
in the United States today. In
the next chapter, our system is
contrasted with the media sys-
tems in other countries. This
chapter also illustrates the way
that different media systems are
related to different political and
economic institutions. The final
chapter in Part | examines the
structure and functioning of the
American mass media and de-
scribes how the various compo-
nent parts of this system help to
shape the content of the news
and information that influences
and is influenced by the larger
social system.




CHAPTER ONE

The Age of
Mass Media

So plentiful, so relatively inexpensive, so easy of access is the intake
of communication products in industrial nations today that it is hard
to recall how slim that diet once was. As late as the end of the eigh-
teenth century, most communication remained—Iike other products
of the artisan—one of a kind. People could hear an address or a
sermon, but only if they were within earshot. They could see a paint-
ing if they traveled to the place where it was hung. They could wit-
ness drama or hear music, but the performance, once given, was
gone forever. They could learn a piece of news on the day that it
happened only by word of mouth.

The one capability of multiple communication 200 years ago was
the printing press, which had come to Western society in the mid-
1400s. But the technology of the press had advanced little in three
centuries. Its pace was restricted not only by the slowness of setting
type by hand, but by the laborious processes for inking and pressing
the type surface on the paper. Both the variety and volume of what
might come from a press was severely limited, and even among those
able to read, there was hardly a surplus of reading matter—skimpy
two- or four-page newspapers, a few primitive magazines, and indi-
vidually issued books, pamphlets, and broadsides.

The instruments of abundant communication came into existence
in a society that learned—as it became increasingly industrialized,
technology-minded, affluent, and urban—to produce goods identi-
cally and plentifully. Although mass communication (like other con-
sumer products) has been slow to reach many of the world’s poorer
peoples, industrial society—and the United States in particular—has
brought into being what some would call a surfeit of consumer com-
munication. In America, long-term prosperity, a literate public creat-
ed by universal education, and a quota of inventiveness (or willing-
ness to borrow inventions) combined to produce the outpouring that
the historian Daniel Boorstin has called “the Graphic Revolution”’—
the multiplication of “man’s ability to make, preserve, transmit and

9
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disseminate precise images—images of print or men and landscapes
and events, and of the voices of men and mobs” (Boorstin, 1962:13).

The range and volume of these images now is staggering. In the
United States alone, the mass-media output includes not only 60 mil-
lion copies a day of newspapers, but an average of 40 million periodi-
cals printed each day, an average of more than 3 million books a day,
television stations on the air for a total of possibly 12,000 broadcast
hours a day transmitting to sets turned on for perhaps half a billion
hours, and radio stations broadcasting as much as 100,000 hours of
programming to sets receiving a total of (at a wild guess) a billion
hours a day. Nor do these totals take into account such other com-
munication products as cable television output, phonograph records
and tapes, film, and miscellaneous other communications offered by
mail, retail display, signboards, leaflets, or dirigibles.

Obviously, a communication industry of such dimensions can sup-
ply every member of a public in a city, a state, or a nation, if the
consumer chooses to purchase or receive the product. Indeed the
attainment of such capability is one way of measuring the emergence
of a mass medium. Crudely speaking, the mass media have come into
being in the United States only in the last century, an era that can
conveniently be called the Age of Mass Media. Before the 1880s,
there was a steady expansion of the output of printed media, but
they still fell short of being able to reach an entire mass populace. In
that decade, there emerged America’s first true mass medium—the
popular urban daily newspaper. At an increasing pace, then, other
media joined the first—the popular cheap magazine, film, pictorial
journalism, radio, phonographic sound, and finally television and its
variants. As Boorstin has observed: "By a giant leap Americans
crossed the gulf from the daguerrotype to color television in less than
a century. . .” (Boorstin, 1962:13).

How did this rapid growth come about? How did the media be-
come so abundant? How was society able to absorb so many new
types of communication so swiftly? The narrative that follows at-
tempts to supply answers.

THE URBAN DAILY NEWSPAPER

As little Eohippus was to the horse, so the early American newspaper
was to its bulky descendants. The first regularly published American
newspaper did not begin until 1704, considerably after its English
predecessors and nearly 70 years after the arrival of the first printing
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press in Massachusetts. John Campbell’s Boston News-Letter, more-
over, was scarcely a full-scale newspaper but the translation into type
of letters the publisher had been painfully copying out by hand. The
News-lefterand its successors for 80 years were weeklies; there were
.no_dailies until the 1780s_Well into the nineteenth century most
newspapers were limited to four pages and to small circulations.

This is not to say that the role of the early newspapers was negligi-
ble: Even with circulations of but a few hundred copies, newspapers
of the 1760s and 1770s played a major part in marshaling public opin-
ion for the struggle against Britain (Schlesinger, 1958). The port cities,
which were the sites of most of the early papers, depended on the
weekly issues for commercial and shipping data. Moreover, in the
days before the telegraph, the exchange of newspapers between edi-
tors constituted an important means of inter-urban communication
(Pred, 1973).

The modern newspaper began to develop with the Industrial

Revolution’s substitution of steam power for human muscle. Steam-

driven presses increased output and made possible the offering of
daily newspapers in quantity. The most distinctive product of the
change was the medium called (for its popular price) the penny
press. The master innovator of the penny press was James Gordon
Bennett of New York: his Herald, founded in 1835, foreshadowed _

-much of the modern character of American newspapers. Dubbed by
one biographer “the man who made news,” Bennett actually could
be called more appropriately the man who made news into a readily
salable consumer commodity (Carlson, 1942). Unlike predecessor pa-
pers, which relied most heavily on information arriving from else-
where, Bennett’s first resource was the city of publication. His was
Jhe first paper to “cover” a city, to send reporters to Wall Street, to
the churches, to society events, and especially to the courts, which
yielded rich returns in human waywardness and wretchedness. Ben-
nett further spiced the paper with stunts and occasional hoaxes. His
innovations shocked traditionalists, but his was the most widely read
paper in America at that time.

_Bennett’s paper, run for profit, was a harbinger of the press to be:
but before mid-century most of the newspapers retained the tradi-
tional character of the American press, which was political. Although

privately owned, many newspapers of that period owed their exis-
tence to support by a political party, faction, or individual. Late'r_h—i.{-'
torians have tended to scorn this old political press. In fact, it could
at its best provide high-quality political discussion in a framework
understood by the reader; if the reader did not like the particular
setting, he could try another newspaper. The newspaper now consid-
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ered the most distinguished of the early nineteenth century, the Na-
tional Intelligencer of Washington, was supported by patronage but
still offered thorough coverage of the seat of government (Ames and
Teeter, 1971).

That age also produced American journalism’s great editorial writ-
ers, who made their newspapers into lengthened shadows of their
own opinions. Horace Creeley founderofthe-New York Trbune,
exerted great public influence hefare the Civil War, especially,
1hrough the nationally. distributed weekly edition of his paper. Wil-
liam Cullen Bryant, now remembered in classrooms as a poet, was
_better known in his own time as the voice of the New York Evening
_Past, whase.policies he shaped-for 50 years,_ -

The age of thunderers drew to a close when the great debates of
the 1850s ended in the clash of arms. The events of the Civil War
were a vivid illustration of what the journalist-historian James Parton
wrote immediately after the war.

The word newspaper is the exact and complete description of the thing
which the journalist aims to produce. . . . An editorial essayist is a man
addressing men; but the skilled and faithful journalist, recording with ex-
actness and power the thing that has come to pass, is Providence address-
ing men. (Quoted in Starr, 1954:351)

By 1861, the voice of Providence could be carried at the speed of
light over thousands of miles of telegraph wires; instantaneous, long-
distance transmission transformed the handling of news. Newspapers
could now offer near-instant gratification of the public’s great news-
hunger; they fed readers extra editions and multiple editions, as the
wires brought in the latest from the battlefields. In the war years, the
total circulation of New York’s twenty-odd dailies swelled to a level
near mass circulation-——425,000 copies a day in a city of 1.5 million
(Lee, 1937).

The day was not far off when a single paper would command that
circulation. The next level in newspaper growth was achieved within
two decades after. the Civil War, thanks to a combination of econom-
ic, social, and technological opportunities. Curiously, these devel-
opments provided at the same time for increased standardization
and increased innovation in the newspaper business. There were la-
‘ments for the death of “personal journalism”—that is, the infTuénce
of the great editonalists—at the same time that a new class of entre-
‘preneurs was putting a highly individual stamp on their enterprises.
Ihese new men had political ideas, but their first object was ta seize.
the largest possible audience. Their methods were called the "new
journalism” (not the same brand as the new journalism of the 1960s).
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_lts earmarks were flamboyance, activism, primitivism, and a some-
times spurious air of excitment. At the same time, its production and _
distribution rested on the type of standardization becoming common
_in other mass-production industries.

_That standardization came about through a changeover in newspa-
per_praduction to devices that are still.in use today. The Mergenthal-
er _Linotype, culminatian af a century of effort to develop an auto-
matic typesetting machine, instantly tripled the rate of composition
over handsetting. By 1880, newspapers also had available presses that
used cast forms, rather than the type itself, mounted on cylinders that
printed on continuous rolls of the new, inexpensive wood-pulp pa-
per. Fast-drying inks and contrivances for cutting, folding, and bun-
dling papers also speeded output. Newspapers at last had dropped
the fetters of eighteenth-century methods.

For the first time, newspapers could produce many pages in many
editions a day. This capability had enormous implications for the
business, for it opened the way not only to more lavish and varied
display of news and features, but to more and bigger advertisements.
Advertisers could be sold large quantities of space at modest rates.
The newspaper began a shift characteristic of many later commercial
media—from dependence primarily on what its readers paid to de-
pendence on what its advertisers paid, based on the number of read-
ers claimed. Thus readers could be offered the newspaper at a rate
below cost because they became to a degree part of the sales talk to
advertisers (Lee, 1937).

Despite an air of romantic chaos in the newsrooms, the urban
newspaper industry began to resemble other forms of big business.
Labor was increasingly divided by specialty. The crafts of newspaper
publication, once embraced in a single typographical union, subdi-
vided into typographers, stereotypers, pressmen, deliverers, and
others. On the news side, reporters could still be jacks-of-all-trades,
but their output was put through industrial processing by editors
who brought the material into line with the paper’s requirements and
wrote headlines of a character suitable to the paper.

Standardization increased on the inter-newspaper level, too. The
telegraphic news services, which had started before the Civil War,
offered news inexpensively to hundreds of newspapers. Because the
presentation of such news had to avoid giving offense to clients of
many political shadings, wire-service news became carefully nonpar-
tisan and identified with the credo of “objectivity.” In practice, this
meant that reporting of politics or social issues became bland and
carefully restrained, while news of events—catastrophe, violence,
war—could be reported with less restraint.
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The increasing demand for entertaining, as well as informative,
reading matter was also met by mass distribution, through the syndi-
cates, or wholesalers of feature material. Small papers were able to
receive such material on prepared printing plates, from which they
sawed off what they wanted to use—hence the term “boiler plate”
for cheap, standardized newspaper matter. Syndicate material was
not necessarily without merit, however. The most notable pioneer in
the_field, S.S. McClure, roamed the world to sign up serialization
rights of leading novelists.

Such was the groundwork for the new journalism of the 1880s and
1890s. Its coming merely awaited innovators who could use these
advances most effectively. Three in particular appeared in quick suc-
cession, and each left an imprint on the American newspaper. It is
tempting to place Joseph Pulitzer, Edward Wyllis Scripps, and Wil-
_liam Randolph Hearst among the robber barons of that gilded age,
but they do not truly belong beside Morgan, Rockefeller, or Carne-
gie, for they sought a somewhat different impact on society beyond
being rich. Not primarily interested in personal fortunes (indeed,
Hearst already had one available), they professed to seek to speak to
and for the new urban masses. Human motives being largely impene-
trable, historians have been unable to decide in these cases which
was the uppermost motive—the desire to speak for the people or the
use of the people’s causes as an avenue to power.

Pulitzer was the eldest. An immigrant from Hungary, he settled in
St. Louis, where he created the Post-Dispatch in 1878 by combining
two older papers. (This is the sole newspaper property remaining in
the Pulitzer family.) Five years later, at the age of 36, he bought the
New York World, a faltering derelict. Almost at once, he began to
build the paper into a showcase that seized the attention of the
growing city, particularly the hundreds and thousands of Pulitzer’s
fellow immigrants who were swelling the poorer neighborhoods. Pu-
litzer gave them a paper that promised simple excitement, entertain-
ment, and advocacy. His headlines and illustrations (no photographs
until the 1890s)_were vivid. The editorials called, in direct language,
for justice for those oppressed by predatory interests. He sponsored
promotional stunts, the most spectacular of which was bringing the
Statue of Liberty from France to New York harbor. So pleased was
Pulitzer that The World adopted the statue as its own symbol. Always
the focus was on The World—what The World had done, how many
people were reading The World, what titillation might be found in
The World that day. Soon the paper grew from a circulation of 15,000
to half a million, and was the biggest in America to that date. Howev-
er, unlike Scripps and Hearst, Pulitzer did not use his success to build
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an empire; nearly blind in the years from The World’s early success
until his death in 1911, Pulitzer tried only to ensure the continuation
of his two newspapers. But The World, losing money, was sold by his
heirs in 1931, and closed (Swanberg, 1967).

Twelve years after Pulitzer’s arrival, there appeared in New York a
newcomer who not only could outdo Pulitzer at Pulitzer’s own tricks
but was also an empire builder, William Randolph Hearst, a Califor-
pian backed by a mining fortune, had built the San Francisco Examin-
er up by consciously aping Pulitzer. In 1895, at the age of 32, he
purchased the New York Morning Journal, a near failure. Hearst’s
success was even more spectacular than Pulitzer's; he not only
gained by such innovations as color comics, but also hired away
much of Pulitzer’s best talent. For nearly three years, he did his best
to promote a war with Spain over Cuba (whether he actually brought
about the war is a matter of historical dispute) and called the result-
ing conflict “the Journal’s war.” The war proved an immense circula-
tion builder, and Hearst’s morning and evening Journal had press
runs totaling 1.25 million one day in 1898.

Hearst had won his success with what was dubbed “yellow jour-

nalism”—probably in honor of the Yellow Kid, a comic-drawing

character Hearst had bought away from Pulitzer. Hearst did not blink

at coloring, stealing, or even faking the news; he did not hesitate to

appeal to {ingoism and a variety of other cheap emotions; and the

tone of discourse in his papers often fell to mere abuse. Eventually,
Qulitzer decided to withdraw from the kind of contest Hearst re-

d Hear ed ter of sensationali for more
than two decades,

Moreover, Hearst’s impact was far wider than Pulitzer’s. He was a
pioneer in establishing a national chain of newspapers; he set up
new papers in Chicago, Boston, Los Angeles, and other cities, and
ultimately founded or acquired more than twenty. As the chain grew,
he branched into mass-production aspects of journalism to keep its
need supplied—a wire service, International News Service, notorious
for a time for pilfering news: numerous feature services, many of
them collected under the umbrella of the big, successful King Fea-
tures Service; and a syndicated Sunday supplement, The American

Weekly. Moreover, he also moved into magazines, news and feature

film, and radio, By and large, these enterprises were highly success-
ful, and might have endured to this day had Hearst been reasonably
prudent about his enormous personal expenditures. As it was, his
properties underwent a severe crisis in the Depression of the 1930s
and were sharply trimmed. Hearst’s day had long passed when he
died in 1951 (Swanberg, 1961).
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The third of these innovators never became as notable a public
figure as either Pulitzer or Hearst. Edward Wyllis Scripps was a mem-
ber of a Detroit newspaper family; he branched out on his own by
setting up a series of afternoon penny papers, mostly in Midwestern
cities. Most of these have survived as part of the Scripps-Howard
newspaper group. Scripps sought mass circulation for what he be-
lieved were honorable purposes; in his hardbitten, eccentric way, he
had a concept of the newspaper as the university of the unschooled,
and his newspapers espoused causes that got little notice in the busi-
ness-oriented newspapers. Under his successor, Roy Howard, their
orientation became more conventional. Like Hearst, Scripps tended
to expand—~hj ises include ire seryi : i v
{(which ultimately absorbed Hearst’s International News Service and
became United Press International), and feature services, notably the
Newspaper Enterprise Association (Knight, 1966).

Although they led the way in expanding newspaper audiences, the
Pulitzer, Hearst, and Scripps patterns of popular journalism scarcely
dominated the entire field. Many papers resisted the gaudy displays

of yellow journalism. > —that of attempting

serious journalism for a mass readership—a rejection of the British

confinement of affairs of state to elite newspapers. One pioneer in
this respect was Adolph S. Ochs of Tennessee, who appeared in New
York a vear after Hearst. He took still another rundown paper, the
New York Times, spruced up its appearance, and started to build it
slowly, on the basis of expanded, comprehensive news coverage. It

became a paper of national and international reputation and far out-
lived both Pulitzer's World and Hearst’s Journal (Berger, 1951).

Nonetheless, the Hearst-Pulitzer successes illustrate a key phase in
the growth of mass media. The new journalism led the way in ex-
panding the media audience—in converting nonreaders into read-
ers—and in setting the pace for what was, nationally, a spectacular
leap in newspaper circulation. Late in the 1880s, in fact, daily circula-
tion crossed an imaginary line that can be taken as marking the start
of mass-mediahood: For the first time newspapers distributed on a
given day totaled more than the number of urban households in the
United States. This crossing cannot be taken literally, of course, for it
did not mean that every household was buying a newspaper, nor that
all city newspapers had become mass newspapers. What it signifies is
that production and consumption of newspapers had reached the
point where, conceivably, an entire urban populace could be sup-
plied if it so desired.

Moreover, the new journalism arrived in ways that anticipated
each major new expansion of the media audience over the next 80
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years. In each case, there would be simplification and popularization
of materials, an appeal to immediacy or excitement, and an enhance-
ment of the directness of the material. The line drawings and big
headlines of the new journalism were more direct than the columns
of tiny-lettered prose in earlier newspapers, at the price, of course, of
specificity and detail in content.

The urban newspaper itself went through a second phase of such
broadening four decades after the new journalism arrived. The new
phase could be called “crimson journalism,” to show its advance
heyond the yellow brand; the more common term for it was “jazz
journalism,” a term preserved in the title of a book about the species
(Bessie, 1938). It is probably most readily understood as the era of the
arrival of the tabloid, a term that once meant a small pill and came to
he applied to the half-size newspaper page, convenient for handling

—on crowded mass-transit facilities.

Aside from their size, the most obvious characteristic of the new
tabloid newspapers of the 1920s was their exploitation of the pho-
tograph. The halftone technique for high-speed publication of pho-
tographs had been available since the 1880s, but newspapers had
been slow to realize its potential. The change in attitude was signi-

<ied in the original name given the tabloid founded in New York in
1919 by loseph Patterson—the [llustrated Daily News (later shortened
Lo Daily News). One of its imitators, Bernard Mactadden’s Evening
Graphic (nicknamed the “porno-graphic”), created a new art of sorts
in halftone techniques, gluing and airbrushing together composo-
graphs (as in “composite”) to produce scenes at which no photogra-
pher had been, or could be, present; one high point was a view of
the deceased tenor Enrico Caruso greeting his admirers in heaven.
Readers did not necessarily need to believe such fakes; they were
simply part of the day’s news game, and millions played.

That game was called, in the slang of the day, “ballyhoo.” In a time
lacking major war or domestic crisis, the press had to create its circu-
lation-building excitement with the big buildup, the created news
event, a syndrome that created a symbiotic relationship between
newspapers and the young public-relations industry. Frederick Lewis
Allen, chronicler of the 1920s, described the process:

The national mind had become as never before an instrument upon
which a few men could play. And these men were learning . . . to play
upon it in a new way—to concentrate upon one tune at a time. . . . They
discovered—the successful tabloids were daily teaching them—that the
public became excited about one thing at a time. Newspaper owners and
editors found that whenever a Dayton trial [the Scopes “monkey trial” of
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1925] or a Vestris disaster took place, they sold more papers if they gave it
all they had—their star reporters, their front-page display, and the bulk of
their space. . . . The result was that when something happened which
promised to appeal to the popular mind, one had it hurled at one in huge
headlines, waded through page after page of syndicated discussion of it,
heard about it on the radio, and was reminded of it again and again in the
outpourings of publicity-seeking orators and preachers, and (unless one
was a perverse individualist) enjoyed the sensation of vibrating to the
same chord which thrilled a vast populace. (Allen, 1931:189-90)

The biggest news, or quasi-news, events of the 1920s thus were such
easily publicized and artificially dramatic occasions as lurid murder
trials and heavyweight boxing matches (Bent, 1927).

Although jazz journalism did not crash with the stock market in
1929, its excesses became less frequent and less apparent. Gradually,
even the jazzier American newspapers became more solemn and
mellow. Only one of the three New York tabloids of the 1920s has
survived, and even the Daily News is far less sensational. Yet the new
journalism of the nineteenth century and the jazz journalism of the
twentieth left their mark on the way newspapers conduct themselves
and in the way media seek audiences. Many of their premises remain
enshrined in the media—the dominance of sports in the most widely
consumed media, the idea that a medium can best communicate
excitement by becoming overwrought and a little unbalanced itself;
and the axiom that casual violence or sex ought to be the basic ingre-
dient of news. These earmarks, it must be said, are less those of
newspapers now than of media that have come later and have cap-
tured even larger audiences.

MAGAZINES: A NATIONAL MEDIUM

Although newspapers developed trade associations and unions that
linked them as a national industry, they remained largely local in
news coverage and audience. But a national medium began to
emerge before the end of the nineteenth century. Like newspapers,
magazines had had colonial ancestry—small, ephemeral publications
with limited readership. The general run of magazines of the first
three-quarters of the nineteenth century were somewhat larger and
sometimes more permanent, but still limited in appeal. Specialized
periodicals, in such fields as agriculture or business, were increasing-
ly plentiful; general magazines, such as The Atlantic Monthly (found-
ed in 1857), tended to be literary in emphasis. The closest approach
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to a widely popular magazine was Harper’s Weekly, which pioneered
in pictorial journalism; its large, ornate engravings, based on battle-
field photographs and sketches, remain the best-known images of
the Civil War.

The development of a large-circulation national magazine waited
on many of the same factors that produced the urban newspapers—
technological advance, a potential audience, and attractiveness to
entrepreneurs. There were two additional circumstances that worked
especially to prepare for magazine growth. One was federal legisla-
tion in 1879 establishing advantageous rates for mailing periodicals;
there was thus assured a means of cheap, reasonably prompt national
delivery.

The other was more complicated: Mass production and improve-
ments in transport had made possible the offering of quantities of
identical goods nationwide under a single, striking name; specialty
home products led the way—Royal Baking Powder, Sapolio soap,
Baker’s Chocolate. At the same time, retail chains began to expand
across the country—A & P and F.W. Woolworth, for example. Such
products and businesses could advertise in individual newspapers,
but they might be able to reach audiences more efficiently through a
single national medium. Magazines proved to be that medium.

The first need was a new kind of magazine to command an appro-
priate national audience of consumers. Neither the small circulation
literary publications nor the thriving dime-novel species were appro-
priate. The first successful candidate came along after 1883, the year
Cyrus H. K. Curtis founded Ladies’ Home Journal. In six years under
the editorship of Mrs. Curtis, the magazine grew to a circulation of
440,000; under her successor Edward W. Bok, it approached a million
before the turn of the century. The Journal was the first of a hardy
genre—the women’s service magazine.

The popular general magazine, directed at the entire family, sprang
into existence on October 2, 1893—or such is the date fixed by the
historian of magazines, Theodore Peterson. On that day, the pub-
lishing entrepreneur Frank A. Munsey announced that the magazine
named for him would cost but a dime a copy, rather than a quarter.
Peterson states the principle that made possible this seemingly reck-
less step:

One could achieve a large circulation by selling his magazine for much
less than its cost of production and could take his profits from the high
volume of advertising that a large circulation attracted. (Peterson, 1964:7)

Munsey carried a step farther the shifting of the economic burden of
publication from reader to advertiser. Munsey and his imitators were
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rewarded by reaching both new readers for magazines and advertis-
ers who had not used magazines before. In the case of Munsey’s,
circulation grew tenfold, to 500,000 in two and a half years. Almost at
the same time S. S. McClure was launching McClure’s in the teeth of
the 1893 depression; he too prospered as soon as he cut his price to
ten cents.

Although the cheapness of the new magazines, combined with a
wider range of articles and fiction and (for that time) plentiful illus-
tration, led to initial successes, a second wave of expansion took
place through a change to more exciting, more controversial journal-
ism. As early as 1900, McClure’s published a notable series of articles
on the underworld; in jJanuary 1903, it offered articles exposing mu-
nicipal corruption, corporate greed, and labor union abuses. This
form of journalism was later called by President Theodore Roosevelt,
who deplored it, “muckraking,” after Bunvan’s man with the muck-
rake who never looked up<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>