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cludes the book with a forward-looking sec-
tion on research applications, including those
for print media, electronic media, advertis-
ing, public relations, media effects, and mass
media research and the Internet.

Features

We are gratified by the feedback we’ve
received from hundreds of professors teach-
ing this course. We hope you will find that
this edition reflects the best pedagogy based
on the continuous improvements we’ve made
to each edition. The text includes many fea-
tures that provide additional information
and enhance learning and understanding of
concepts.

New to This Edition

In this edition we have made many changes
based on comments from teachers, students,
and media professionals who have used our
book. All chapters have been updated, and a
few chapters have been rearranged to meet
the requests of several users. In addition, in
the previous seven editions we included a
chapter titled “Research in Media Effects.”
This chapter is no longer in the book. In-
stead, it has been updated and moved to the
book’s website.

Additional Information

We developed the book website (www
.wimmerdominick.com) to help you keep up
to date with changes in mass media research.

On the site, youw’ll find additional reference
materials, articles that expand on some of the
topics in the book, a sampling error calcula-
tor, and more. We will update the website
whenever we find something of interest to
mass media researchers, so visit often. If you
have any suggestions for additional content
on the site, please contact one of us.

Also, please visit the Book Companion
Site at  http://communication.wadsworth
.com where you’ll find a glossary, flashcards,
crossword puzzle, Internet activities, and
InfoTrac® College Edition questions.

Your Feedback

As we have stated in the previous seven edi-
tions: If you find a serious problem in the text
or the website, please contact one of us. Each
of us will steadfastly blame the other for the
problem and will be happy to give you his
home telephone number (or forward any
email). Have fun with the book and the web-
site. The mass media research field is still a
great place to be!

Roger Wimmer

Denver, Colorado
roger@rogerwimmer.com
WWW.rogerwimmer.com

Joseph Dominick
Athens, Georgia
joedom@uga.edu



