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The history of the media in America is a contin-
uing story of conflict between liberal and con-

servative forces. We might describe them as the
good guys and the bad guys.

We can see this story in the state of the mass
media in the middle of the 20th century. By the
1960s the press had lost its honor. It had served well
the information needs of the public during World
War II. But then it helped lead the nation into a

perilous political conservatism. It needed reform ing. 
e main cause of the danger was media owners’ economic motiva-

tions. ey had an insatiable thirst for money and power. ey empha-
sized journalism primarily as a business. Chain ownership grew. News -
papers reduced their expenditures for news services. Editorial vi tality
declined. ese problems created a number of failures, including ideo-
logical conservatism, reluctance to speak out on is sues, threats to free-
dom of the press, and Ameri can informational imperialism.

In e Press and the Cold War (1970) James Aronson summarized
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the dangerous state of the news media. Growing military, private, and
gov ernment bureaucracies, he pointed out, had inserted themselves in -
to the informa tion transmission process. e press supported or initiat-
ed gov ern ment actions by either accepting them or promoting them
without any serious questioning. It thus played a major role in a num -
ber of episodes — such as McCarthyism; U.S. imperialism; domes tic at -
tacks on socialists, liberals, and Marxists; the debacle at the Bay of Pigs;
illegal activities of the Central Intelligence Agency; and America’s im -
mor al partici pa tion in the Vietnam War. 

Does that explanation sound familiar? Does it ring true?
Or do we dare say that it sounds simplistic? Even arrogant?
In fact, it typifies the Progressive interpretation of media history.

It’s a superficial, black-and-white view of history. Progressive historians
portray the entirety of American media history the same way. It’s the
heroes fighting the villains. If it were a movie, it would be Ellen Ripley
vs. Hannibal Lecter. Since Progressive historians identify the good guys
as the liberals and the bad guys as the conservatives, their explanations
of people and episodes are easily predictable.

We find in Progressive historiography the danger that is common
to all historical study when a historian is too attached to a particular
mindset. at’s true whether the subject is politics, race, gender, reli-
gion, or any number of other topics. Whenever a historian holds pas-
sionately to a singular view, that outlook threatens an open, honest ap -
proach.

Progressive historiography, however, deserves special attention be -
cause it has a long history and because it still exercises a strong influence
in JMC history.

Progressive historiography emerged around 1900 and dominated
the study of American history for the first half of the 20th century. It
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declined starting in the 1940s, when a Consensus interpretation began
to replace it. But it has never vanished from the field of JMC history.
In fact, JMC history has been one of its pockets of activism.

e Progressive school grew, in part, out of a change that had taken
place in the late 1800s in the study of American history. Professional
historians began to replace the gentleman Nationalist and Romantic
historians who wrote most histories in the 19th century.

A similar change took place in the writing of JMC history. While
working journalists continued to write historical works, many JMC his-
torians in the early 1900s were educators from the emerging depart-
ments of journalism at public universities, particularly in the Midwest.
Because most of those universities opened their doors to everyone, the
new professional historians came not from the comfortable social class
in the Northeast but from various levels of society.

Influenced by the ideas of such Progressive historians as Frederick
Jackson Turner, Charles Beard, Claude Bowers, and Vernon Par ring -
ton, reform-oriented JMC historians began to view the past as a struggle
in which working journalists were pitted on the side of freedom, liberty,
civil reform, democracy, and equality against the powerful forces of
wealth, conservatism, and class. 

For Progressive historians, ideological conflict provided the funda-
mental key to understanding history. In their mind, the past consisted
of a black-and-white, conservative-vs.-liberal, bad-guy/good-guy
dichotomy. On one side were the forces of equality and reform, and on
the other were the wealthy and the politically influential. e fulfill-
ment of the American ideal required a struggle against those individuals
and groups that attempted to control the media for their own use.

Sympathetic with the goals of the Progressive reformers of the early
20th century, JMC historians pictured the media as tools for social
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change, progress, and democracy and as an influential force in helping
assure a better future. ey believed the media should champion the
common people and crusade for social and economic changes — should
fight on the side of the working masses against the entrenched interests
in American business and government. ey saw the media as a means
of exposing the vices of conservative forces, contributing to progressive
political doctrines, and influencing the general public into accepting
ideas for political and social reform. ey praised journalists and epi -
sodes that had contributed to greater democracy, while criticizing those
favoring an elitist society.

Do these views sound familiar today? Probably so — since it’s likely
you’ve heard them in conference research papers. And you likely have
seen them in journal articles also. If you should think that the Pro -
gressives’ black-and-white view of history has disappeared from JMC
historiography, just scan the pages of journals in the field. ere you’ll
find articles with such conclusions as these: 

e efforts of conservatives to vilify the media aren’t new but began
decades ago.

Before Donald Trump, there were other “demagogues” who threat-
ened the American Democracy.

Male journalists in the late 1800s stereotyped reporting jobs in
order to pigeon-hole female journalists.

Newspapers described female journalists in traditional stereotypes
in an effort to boost business.

e press in the early 1900s was nativist.
Standard journalistic practices were motivated by racial stereotypes.
e press tried to maintain segregation and the racial status quo.
Even so-called “liberal” media owners were reluctant to integrate

their staffs.
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e media “demonized” Black radicals.
From this list — which represents actual themes and not some I

just made up for the purposes of this essay — it’s not difficult to see that
the black-and-white interpretation of history persists. e traditional
Progressive view is there, with its attention to politics and government.
What has changed is an increased emphasis on gender and race. In fact,
those two topics get more attention than traditional Progressive con-
cerns such as economics, media ownership, press freedom, social
reform, democracy, and government influence on the media. But the
good guys vs. bad guys mold remains apparent.

is antinomic view, while seemingly superficial, is not just a shal-
low overlay on history. It’s a worldview that the authors hold deeply, a
frame through which they explain history.

So history, in the Progressive view, can be seen properly in only one
way. In that sense, Progressive historiography is deterministic. It pres-
ents a law behind history. us, we can’t help but find Progressive ex -
planations predictable — and suspicious. Predictability makes history
fishy. It takes complex past human behavior and renders it one-dimen-
sional.

Outside JMC historiography, the majority of mainstream histori-
ans remain unconvinced by such deterministic explanations. ey’re
du bious about the existence of single causes and laws of history. Pro -
gressivism’s deterministic history is a form of reductionism that forces
historians to be too selective, even manipulative, in choosing supporting
evidence. Reductionism leads Progressive historians to organize their
evi  dence in a manner that fails to correspond to the great diversity of
hu man reality.

More extreme Progressive historians go even further. In fact, they
can barely be called Progressives. ey bolster support for their explana-
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tions by appealing to ideological theory and employing ahistorical
methodology. ey’re Critical eorists. ey claim that the past is a
history of social problems caused by status quo ideology. at ideology,
they say, was the main barrier to human liberation.

Critical eorists who write about history dispense with, as you
might imagine, traditional historical methods. ey employ mainly tex-
tual analysis. When used rigorously with groups of readers, it can be
helpful in describing contemporary texts. In studying history, though,
Critical eorists usually work alone. ey don’t employ detached read-
ers. e result is that their conclusions are merely idiomatic. It’s not
unfair to say that Critical eorists — in fact, anyone — can find in
texts any ideas they want if they begin with a subjective mindset.

Exhilarating would it be to know that such black-and-white histo-
riography will soon pass away. But we have no reason to be so hopeful.
e Progressive interpretation has a long history, and it shows no signs
of weakening in JMC historiography. In fact, Progressive historians in
the field are more numerous than a generation ago. Joined by the new
Critical eorists, some are as well more vigorous in promoting their
views. So it doesn’t appear as if their ideological approach to history will
disappear anytime soon.

And that presents a danger.
So, faced with the problem and concerned about the worth of his-

tory as well as threats to it, what should other historians do? First, those
who are professors should explain to their students Progressive histori-
ography and Critical eory and alert them to the pitfalls.

e rest of us should be watchful to detect superficial black-and-
white history. We need to remain vigilant to discourage fishy history.

Sloan

Historiography in Mass Communication6



Thoughts

When Others ink We’re Not Real Historians

One of the finer historians in our field posted on Facebook the question
“How do you respond to other people who don’t think we’re ‘real’ his-
torians?” 

A woman had introduced her as a historian and then corrected her-
self to say “or, well, a journalism historian.”

Our historian got several FB responses. ey ranged widely. One
“journalism” historian pointed out that he had a Ph.D. in history. An -
other said he had a history professor on his dissertation committee.
Another said she had taken two courses from the history department as
part of her doctoral program.

e JMC field has many excellent historians. ey don’t need to
make excuses. ey’re not just JMC historians. ey’re historians.

Yet the field also has members masquerading as historians. ey’re
not serious about history, some are little more than light-weight phi -
losophers, and others are more interested in the present than the past —
and they get upset because “real” historians don’t take them seriously.
It’s little wonder they don’t. As long as our field has so many pretenders,
we should be ready for contumely from the outside.

If we want to be considered “real” historians, all we need to do is
perform like real historians. We must take history seriously. We must
determine to be the best at it that we can be. We must be historians.

Fishy History
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e Forest for the Trees

JMC’s historical importance may be much easier to explain than we
think.

My son and two grandsons sat with my wife and me in our library
on a morning in late December. e outside temperature had dropped
overnight, and we found it easy to stay inside in front of the fireplace.

My grandsons are 25 and 24 years old. Matthew has a degree in
business, and Garrett in biology and kinesiology. My son, Christopher,
is an engineer, theologian, novelist, freelance writer, strength trainer,
and student of Japanese history and philosophy, among other things.
When Matthew and Garrett were in grade school, he already was teach-
ing them classical philosophy and encouraging them to think analytical-
ly. eir conversations are sometimes hard to follow.

In December we were discussing analytical methods, Plato’s and
Socrates’ disagreement over dialectic methods, and other such topics.
Somehow I mentioned JMC historians’ angst about convincing other
historians that journalism was important in American history.

Matthew, not being immersed in all the theories and philosophies
that we encounter daily in mass communication scholarship, immedi-
ately replied, “at’s simple. It’s easy to understand why journalism was
important. It was the main way people learned about what was going
on in the world outside of those things they knew about personally or
from what other people told them.”

at’s a straightforward explanation of JMC’s importance. It helps
explain why people believed what they did about public events, life in
other places, national and state politics, and a host of other subjects —
and why journalism played a vital role. Yet we historians virtually over-
look it. We want theories more exotic, more complicated, higher
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sound ing, theories so arcane that we think they must be true.
But just because an explanation is parsimonious or readily evident

doesn’t mean we should ignore it. e best explanations may be right
in front of us.
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One of my first tasks as the 2024/2025 presi-
dent of the American Jour nalism Historians

Association is to appoint an ad hoc committee to
help find resources for members who are targeted
for their work in fields that address issues of diver-
sity, equity, and inclusion. 

is is a pressing issue for journalism and mass
comm faculty, just as it is for those in more directly
targeted disciplines. Upon graduation, our students

have the responsibility of covering, representing, and communicating
with those marginalized, overlooked, and out groups. Such communi-
ties also have a call on journalism historians to bring their media expe-
riences (or lack thereof) to light. But I wonder if our current work and
approaches to that work needs tweaking as we move forward.

I did a bit of informal research in preparation for this article, and I
found the results truly concerning. Mine was not by any measure a sys-
tematic study with properly explicated categories and intercoder relia-
bility tests. Nevertheless, I think it gives a good indication that we, as
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By Debra Reddin van Tuyll ©

van Tuyll

Debra Reddin van Tuyll, professor emerita at Augusta University, is president of the
American Journalism Historians Association. She’s the author or editor of nine
books. Her most recent is The Midwestern Press in the Crucible of the American
Civil War (co-edited with Mary Cronin). She also has two forthcoming books deal-
ing with the early Irish press and transnational journalism. She received the AJHA’s
2019 Kobre Award for Lifetime Achievement. 

© 2025. The author owns the copyright to this article.



well as our social sciences colleagues, have dropped multiple balls in our
work to understand how the media and related industries have served
and failed to serve minority communities.

For this research, I gathered the names of as many groups that fall
under the DEI umbrella as I could find, and then I went to the
EBSCOhost database Communication and Mass Communication
Com plete. ere, I checked to see how many articles have been written
about these groups since 2000. (See Table 1.) I then went to the tables
of contents of American Journalism and Journalism History for the last
twenty years to see what journalism history research regarding my iden-

van Tuyll
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Table 1

Number of articles listed in Communication and Mass 
Communication Complete by DEI classification

Media coverage or media 
or press or journalism or news

Ethnicity or race or culture                                                                              30,372

Gender (collapsed from women and gender)                                                     25,411
               Women or female or woman or females                               17,043
               Gender                                                                             8,368

Disability or disabilities or disabled                                                                    6,957 

Agism                                                                                                             5,435
               Elderly, aged, older, elder, or geriatric                                   2,883
               Agism, Ageism, age discrimination                                        2,552

Class                                                                                                               5,303
               Class                                                                                 4,560
               Socioeconomic status                                                         743

Religion, religious, religiousness, religions,                                                           5,179
religiosity, or spiritual or spirituality or faith                                               

Veterans, military, soldiers or servicemen                                                             4,244

Marital status, married, marriage, or single                                                           3,986
               Age bias, or stereotype

Native Americans, indigenous, native tribes, native people                                     1,771

Cultural appropriation                                                                                           57

Institutional racism                                                                                                50



tified groups looked like. (See Table 2.)
What I found was that we scholars have privileged some groups

more than others. For example, as of December 18, 2024, the EBSCO
database showed 17,943 articles written about women and media.
Many of the articles dealt with women in other countries, but given the
global nature of scholarship today, I included them because a researcher
studying women and media would likely at least look at those pieces
and use the ones that are relevant to his or her work. e largest cate-
gory of studies listed in the database was those that dealt with ethnicity
or race — some 30,372 total.

I should add that the preponderance of these articles were not his-
torical in nature, nor were they written by media historians. When I
added the limiters “nineteenth century or 1800s” and “United States or
America,” I found only forty-five articles that dealt with media coverage
of women and eighty-two that dealt with race and the media. At best,
these findings are anecdotal, but they still give an indication of which
way the scholarly winds have blown in diversity-related research. Fur -
ther, my informal findings are corroborated by Gerry Lanosga and
Alexia Little’s work related to the fiftieth anniversary of Journalism

A More Inclusive Approach
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Table 2

Number of articles on DEI topics published in
American Journalism and Journalism History, 2014 to 2024

                                                American Journalism                     Journalism History
Women                                                   31                                         29
Race                                                       25                                         16
Men                                                       35                                         31
Gender                                                    1                                          1
Viewpoint                                                1                                          0
Systematic racism                                     1                                          0
Native Americans                                     2                                          0
DEI                                                         1                                          1
Labor                                                      0                                          1
Disability related                                       0                                             2



History.
Both sets of findings show that most communication scholars, in -

cluding historians, have been mostly interested in questions of race and
gender and have essentially ignored other marginalized groups and
other voices. Scholars in the field of media history show the same prej-
udices. 

Little and Lanosga found incredible diversity in terms of author-
ship, with 536 unique scholars penning 727 articles across the fifty years
of Journalism History.1 But the journal’s commitment to diversity falls
short in many other areas. For example, they found a pronounced pref-
erence for studies of print media to the exclusion of broadcasting, digi-
tal media, and advocacy media such as advertising and public relations.
As the authors observed, “is particular problem stands as one perhaps
willfully ignored after earlier calls,” including the call from Paul David
Nord in 1988 to move beyond the over-emphasis on the urban news-
paper, a particular pet peeve of my own. 

Further, despite a preponderance of scholarship that examines the
contributions of men in pursuit of “a grand homogenous account of the
pursuit of freedom of information,” more attention has been given in
the last quarter-century to women who have worked as journalists,
according to the Little and Lanosga study. Just over a quarter of the arti-
cles published in Journalism History across the last twenty-five years have
focused on gender. However, very few articles have dealt with gender
“outside of its traditional binary definitions.”2 Less than 5 percent of ar -
ticles published in the last fifty years have dealt with the press or its
employees or audiences and the LGBTQ+ communities or those within
the disabled community. Instead, studies of media that serve minority
com munities have predominantly featured the Black/African American.
I found only two articles that consider the press and the LGBTQ+ com-
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munity and only four that deal with the history of the press and Native
Americans.

I also found, just as Little and Lanosga did, a preponderance of at -
tention given to the women’s press and women in journalism — some
sixty articles between the two journals. Articles about men, mostly male
journalists or media owners, numbered sixty-six. So, articles that might
fall within the “gender” category numbered 126, or just over a quarter
of the journals’ total published articles, which was 445. is does not
count two articles that dealt specifically with gender as a concept or
masculinity as a concept rather than as a binary system. 

Our professional organizations like to tout their emphasis on diver-
sity, equity, and inclusion topics. Both the AEJMC History Division
and the AJHA offer microgrants to support such research, yet most of
what we are producing focuses primarily on two marginalized popula-
tions. We need to do better, and there are signs that we are trying.

In 2023, the AJHA and the History Division of the AEJMC, pub-
lishers of American Journalism and Journalism History, worked together
to award for the first time six microgrants to researchers engaged with
diversity research. e chair of the awards committee, Teri Finneman
of the University of Kansas, said in a story for the History Division’s
newsletter Clio that the goal of the grants is “to provide direct support
to increase diversity research in the journals.” ose 2023 grants are a
step in the right direction, for they funded research on the Southern
Queer press, the anti-Mormon religious press in the 19th century, ad -
vertising industry racial and ethnic minority professionals, a woman
who worked in the Black press, and an oral history project that exam-
ines the newsroom roles of Hispanic journalists who serve the Latin
com munity.

Even as several of these projects move us in the direction of greater
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inclusion in our diversity research, we must remember that society
changes, meaning that who is marginalized may change, too. 

e results of the last presidential election have me pondering
whether we need to open a new area of diversity research that looks at
young (18-29) men of all races. is group has reported feeling left be -
hind, even as their female counterparts have galvanized over issues such
as abortion.3 Young men expressed their disaffection by voting for
Donald Trump in far greater numbers than women in their cohort did.
ese men represent one of the constituencies that showed a huge shift
in party preference in the election. ey also are less likely to pursue
higher education and more likely to have little hope for success and
prosperity in the future. John Della Volpe, the polling director of the
Harvard University Kennedy School Institute of Politics, wrote recently
that his group had found “an increasing political rift between young
men and women under 30” that had been developing since 2020. e
number of young men registering as Democrats has dropped 7 percent
in that period, and those identifying as Republicans had increased by
the same amount.4

Della Volpe wrote that one focus group participant, a young man
from Pittsburg, a college graduate working as a bartender, reported feel-
ing hopeless and adrift. Inflation, compounded by “stagnant wages and
lack of affordable housing,” led him to see no future for himself. Della
Volpe’s take-away was that the young man’s “experience reflects a
broader crisis of confidence and purpose, rooted in economic insecurity
and social disconnection.” Nearly three-quarters of Gen Z men report
feeling similarly hopeless and bleak.

Perhaps it’s too soon to start looking historically at the role media
have played in constructing a world that is so alienating for young men,
but it’s not too early to start thinking about whether scholarship, with

van Tuyll
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its emphasis on women, might have contributed in some way. Women
still face massive problems in American society, particularly with regard
to control of their bodies. But if media portrayals of women have influ-
enced their self-perception and their lives, might the same be true of
other social groups? 

Finally, a question I have been ruminating on for a while is this: If
we study marginalized voices in isolation, can we truly understand
them? is question is borne of my volunteer work as a church conflict
manager. We’re trained in family systems theory, which maintains that
all members of a group must be functioning well for the group to func-
tion well. e key here is that, while those who make up the system may
be diverse, the system itself is inclusive. Systems theory seems to offer a
way forward in an environment that is likely to become even more
fraught in the coming years. I wonder if our efforts to understand media
and their relationships with marginalized communities could be en -
hanced by taking a systems approach. In other words, I suspect, and
would like to open a conversation about, whether a shift from diversity
research to research focused on inclusivity would enhance our under-
standing of the media’s role in social, cultural, and economic systems. 

A good example of the kind of study I’m thinking about is Kathy
Roberts Forde and Sid Beddington’s recent book, Journalism and Jim
Crow, on media culpability in the creation, acceptance, and sustenance
of Jim Crowism.5 By studying both White- and Black-owned newspa-
pers, Forde, Beddington, and their chapter authors weave together a
study that delves deeply into press complicity with White supremacy.
Had they looked only at the White press, or only at the Black press,
they would have told an incomplete story. Instead, their book defini-
tively shows that those who set the parameters for the political, social,
or economic environment are at least as important a component of the
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story as those who suffer at their hands. Power relationships are the
products of social tensions that exist between groups with diverse inter-
ests. e press plays a role in the creation of both the relationships and
those tensions, and examining the entire system can reap far richer re -
sults.

e historiography of diversity research shows that communica-
tions scholars, including historians, need to move forward with a more
in clusive agenda. Just as James Carey told us fifty years ago, we’re defin-
ing our field too narrowly.6 Margaret Blanchard — after whom the
AJHA names its annual award for outstanding doctorial dissertations —
wondered in 1999 if, in the 21st century, journalism history might “os -
sify, and die.” As she pointed out in her Journalism History article, jour-
nalism historians “have achieved a professional comfort level” and tend
to fall back on the comfort of old ways of doing things.7 It’s time, final-
ly, to broaden our view and move forward with research that is truly
inclusive as well as diverse.

NOTES
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Lori Amber Roessner, a professor in the University of Tennessee’s School
of Journalism & Media, teaches and studies media history and its rela-

tionship to cultural phenomena and practices. She has written two books —
Inventing Baseball Heroes: Ty Cobb, Christy Mathew -
son, and the Sport ing Press in America and Jimmy Car -
ter and the Birth of the Marathon Media Campaign —
and co-edited Political Pioneer of the Press: Ida B.
Wells-Barnett and Her Transnational Crusade for Social
Justice. Her research articles have appeared in
Journalism & Mass Communication Quarterly, Jour -
nalism History, and American Journalism, among oth-
ers. In 2014 she received American Journalism’s inau-
gural Rising Scholar award. Her 2020 article “The
Voices of Public Opinion: Lingering Structures of Feel -
ing about Wo men’s Suffrage in 1917 U.S. Newspaper

Letters to the Editor” won the AEJMC History Division’s Covert Award for
the year’s best mass communication history article. She also has received
the American Jour nalism His torians Association’s Award for Excellence in
Teaching and the AEJMC His tory Division’s Transformative Teaching of
Media and Jour nalism History award. 

Historiography: Tell us a little about your family background — where
you were born and grew up, your education, and so forth.

Roessner: I was born in Athens, Ga., in May 1980 and grew up in the
near by area. I am an only child and spent a great deal of my early years
with my grandparents and great grandparents, where I gained an appre-
ciation for family history and media history, in particular early radio,
television, and telecommunications history. I also was active in youth
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and prep sports, including baseball, softball, basketball, cross-country,
and track & field. My parents had a deep appreciation of sports and
sporting culture, and this was one source of pleasure for our family.
ough I always have enjoyed storytelling, my first foray into journal-
ism was not until my time as an undergraduate student at the Univer -
sity of Georgia in Athens. I wrote an opinion column about the untime-
ly passing of John F. Kennedy, Jr., in 1999, and shortly thereafter, I be -
gan working in the sports department at the Red & Black. 

Historiography: What did you do professionally before going into teach-
ing?

Roessner: After graduating from the University of Georgia in 2003, I
worked briefly as an intern at the American Junior Golf Association in
Braselton, Ga., before landing my first gig in the industry as a sports
reporter with the Gainesville (Ga.) Times. e hours of a sports reporter,
however, did not lend themselves to the life of a newlywed, so I transi-
tioned into a role as editor of Gainesville Life and associate editor of
Athens Magazine. As the industry entered a moment of transformation
circa 2005-08, I decided to pursue my graduate degree. I had an oppor-
tunity to take classes with historian Janice Hume and qualitative meth-
ods specialist Carolina Acosta-Alzuru as a master’s student, and my
experience in those courses and my emerging passion for historical and
qualitative research prompted me to forgo a trip back into the industry
for my Ph.D. Each step on this journey helped me to feel confident
about the direction that my career was taking me — into the classrooms
and archives of public universities.

Historiography: Where, and what courses, have you taught?

Roessner
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Roessner: Since 2010, I have taught a wide range of courses at the un -
dergraduate and graduate levels at the University of Tennessee-Knox -
ville, including reporting, editing, sports journalism, literary journal-
ism, media history, historical methods, and qualitative methods, among
others. Within these courses, I have stressed experiential learning, enc -
ouraging students to report with radical context and to engage in his-
torical initiatives, including the Medal of Honor Project, the Ida
[Wells-Barnett] Initiative, and more recently Frederick Douglass Day
and the Election Project. 

Historiography: Tell us about your background in history: When did you
first get interested in historical research? How did your education prepare
you to be a historian? etc.

Roessner: I often say those afternoons spent looking through family
photo albums with my great grandmother instilled my love of history,
but my preparation did not truly begin until I entered the College of
Journalism & Mass Communication’s master’s program at the Uni -
versity of Georgia. I had the opportunity to take a historical topics
course, focused on cultural heroes, from Janice Hume, where I recog-
nized my continued love of media history and the potential to focus a
career in higher education around this passion. I took a broad range of
courses in general and media history and historical methods thereafter
to prepare me for my journey as a media historian. 

Historiography: Who or what have been the major influences on your his-
torical outlook and work?

Roessner: e works of Raymond Williams, James Carey, Stuart Hall,
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and David Paul Nord had a major influence on my historical outlook
and scholarship surrounding cultural history. I have long attempted “to
operationalize” Carey since taking a class with Dean Krugman in grad-
uate school. Peter Burke, Patricia Hill Collins, and Joan W. Scott have
long shaped my thinking around the history of the construction of race,
gender, and class and the role of intersectionality in history. Piera Nora
and Carolyn Kitch, among others, have shaped my thinking on public
memory. And, then there’s Janice Hume, who has shaped my thinking
on almost everything related to history [thank you for that], but espe-
cially the concepts of hero-craft and public memory. 

Historiography: What are the main areas or ideas on which you concen-
trate your historical work?

Roessner: I study media history and its relationship to cultural phe-
nomena and practices, including the operation of politics, the negotia-
tion of public images and collective memories, and the construction of
race, gender, and class. I have concentrated my historical work in these
areas on investigative, political, and sports reporting in the late 19th and
20th centuries.

Historiography: Summarize for us the body of work — books, journal ar -
ticles, and so forth — that you have done related to history.

Roessner: Well, most of my work focuses on the cultural construction
and ne gotiation of image and collective memory that happens over time
through personal relationships and industry practices in journalism, ad -
vertising, and public relations. For instance, you can see those linkages
in my work on sports journalism and political reporting. I also fo cus on

Roessner

Historiography in Mass Communication22



the cultural construction and negotiation of race, gender, and class,
which you can see across my body of work, but especially in the volume
that I had the opportunity to co-edit about Ida B. Wells-Bar nett and a
more recent piece about the woman’s suffrage movement. I hope to
continue down this path, heeding Carey’s call in 1974 for journalism
history that attempts “the recovery of past forms of imagination.” 

Historiography: Of the books and articles you have written, from which
ones did you get the most satisfaction?

Roessner: Oddly, the ones that required the most work, but not neces-
sarily just in terms of primary source research. Yes, I’ve found great sat-
isfaction in the projects that found me elbow deep in archival boxes, but
I’ve also found even greater satisfaction in the ones that required signifi-
cant revision — that is, once I’ve managed to embrace the revision
process. For instance, my second book project, Jimmy Carter and the
Birth of the Marathon Media Campaign, required a complete rewrite to
cut the manuscript in half, but that process made the book so much bet-
ter. And “e Voices of Public Opinion,” which eventually won a Cov -
ert Award, originated from a rejected manuscript proposal. “Embrace
the revision process,” I often remind myself and my students. Some -
times easier said than done.

I’ve also found great satisfaction in projects that require collabora-
tion, particularly the volume that I co-edited on Ida B. Wells-Barnett
and American Journalism’s upcoming special issue on the 200th anni -
versary of the Black Press. I have found true joy in helping to lift up and
amplify the voices in our community of scholars, which I see as a central
focus of my role as editor of American Jour nalism. 
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Historiography: We realize that it is difficult to judge one’s own work —
and that the most accomplished people are often the most modest — but if
you had to summarize your most important contributions to the field of
JMC (journalism/mass communication) history, what would they be?

Roessner: Well, that is a tough question. My most important contribu-
tion, thus far, is to consider the role of theory in history and to encour-
age a more diverse and nuanced media history. I believe that the journal
and book manuscripts that I have written over the years have con-
tributed to those overarching goals while also offering insight into the
practices of imagecraft and journalism, particularly investigative, polit-
ical, and sports reporting, in the late-19th and 20th centuries.

Historiography: As you look back over your career, if you could do any-
thing differently, what would it be?

Roessner: I was young and in love [the best stories start this way, right?]
and decided to constrain myself from a geographical standpoint when I
was looking for my first job out of undergraduate. If I could do it over
again, I would have found an internship in New York and likely re -
mained in the sports journalism field for longer. I often share this story
with my undergraduate students. Strong relationships can withstand
sepa ration by distance for a limited period, but if you’re looking for the
best-fit job, you really should be open to moving anywhere. 

Historiography: Tell us about your “philosophy of history” (of historical
study in general or of JMC history in particular) or what you think are the
most important principles for studying history.

Roessner
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Roessner: Drawing from Carey, Williams, and Hall, I have long
focused on the study of our past through the lens of cultural history.
“Cultural history,” Williams wrote in e Long Revolution, “must be
more than the sum of particular histories, for it is with the relations
between them, the particular forms of the whole organization, that it is
especially concerned.” With that in mind, as I once said on an AJHA
panel in 2012 focused on the role of theory in history, “any hope of
understanding the past requires a radical contextualization of historical
figures, events, and institutions and a systematic interrogation of the
existing documentary record generated by those figures and within par-
ticular institutions and formations. It is within the remaining documen-
tary record that journalism [and media] historians can gain insight into
the relationship among individual agents such as publishers, editors,
reporters, broadcasters, media personalities, telegraph operators, indus-
try supervisors, public relations managers, advertising executives, their
sources, and their real and imagined audiences; media institutions such
as transnational media conglomerates, local, regional, and national
news papers and magazines, book publishing houses, radio stations, tel-
evision networks, public relations and advertising agencies, and film
production companies; the practice of journalism [and media] — the
production processes that helps give form to the profession[s]; and the
greater national culture(s). … e end goal, however, should not be to
recover the past so much as to forge a living relation among the past,
present circumstances, and future prospects, and in many cases to pro-
vide a ‘critical history of ideas and values.’”

Historiography: How would you evaluate the quality of work being done
today in JMC history — its strengths and weaknesses?

Historian Interview
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Roessner: I am excited by efforts to encourage more diverse media his-
tory and to address major gaps in media history after the recent audit
con ducted by Journalism History. Additional funding for microgrants
co-sponsored by American Journalism and Journalism History, in collab-
oration with the AJHA and AEJMC’s History Division, will offer schol-
ars more resources to research and develop manuscripts focused on how
traditionally othered and marginalized groups have engaged with jour-
nalism and media.

Moreover, I would continue to encourage us to move past a brick-
maker or bricklayer’s approach designed to construct a grand edifice of
journalism and media history and to instead embrace an interdiscipli-
nary approach meant to offer new understandings about how the past
has influenced this present moment. 

Historiography: What do you think we in JMC history need to be doing
to improve the status of JMC history in (1) JMC education and (2) the
wider field of history in general?

Roessner: We should continue pre-pandemic efforts to encourage the
adoption of media history in the curriculum, encouraging leaders of our
accreditation bodies to reaffirm their commitment to curricular stan-
dards focused on history, law, and ethics and reminding administrators
of journalism and mass communication programs that industry profes-
sionals incorporate historical perspective into their reporting and analy-
ses on a day-to-day basis.

We should also continue to encourage our scholars to engage in
con ferences, special issues, and initiatives that speak to our broader
field, including the American Historical Association and the Organiza -
tion of American Historians, among others. 

Roessner
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Historiography: What challenges do you think JMC history faces in the
future?

Roessner: A report released by the AJHA in 2019 noted that of the
approximately 200 journalism programs in the nation more than 25
percent fail to offer courses on journalism or mass communication his-
tory. Given this trend, the continuing focus of many journalism and
communication programs on grant-funded social scientific scholarship,
and sociocultural attacks to history, we may see fewer graduate students
turning toward the study of media history at a point in time in which
we are encountering what some people call the “graying of media histo-
ry.” With this in mind, we should double down on our efforts to en -
courage the readoption of undergraduate and graduate media history
courses that, as the AJHA report contended, can “sharpen students’ crit-
ical thinking, underscore the value of the press in public life, and pro-
vide comparisons to assess the present state of news media.” ese
courses will not only help future reporters understand how to report
with radical context, but they will also inspire future generations of me -
dia historians. We should invite these scholars into our community
through inclusive outreach. 

Of course, we also face plenty of challenges now — and the greatest
threats are attacks to history rooted in racism, sexism, homophobia, and
xenophobia amid our current sociopolitical landscape. As recent leaders
in the AJHA, including 2024 AJHA President Tracy Lucht, have sug-
gested, during this moment, we should get loud and collectively speak
back by reminding those around us of our commitment to champi-
oning academic freedom and holistic histories. 

Historian Interview
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Andie Tucher won four awards for Not Exactly Lying: Fake News and

Fake Journalism in American History (2022). The awards in clude the
Best Journalism and Mass Communication His tory
Book Award from the AEJMC History Division, the
Frank Luther Mott-Kappa Tau Alpha Research Award,
and the ICA Journalism Studies book award. Columbia
University Press, the book’s publisher, also gave it a
Distinguished Book Award. Dr. Tucher is the au thor
also of Froth and Scum: Truth, Beauty, Good ness, and

the Ax Murder in America’s First Mass Me dium, which
won the Society of American Historians’ Al lan Nevins
Prize, and Happily Sometimes After: Dis covering

Stories From Twelve Generations of an Amer ican Fam -

ily. She is the H. Gordon Garbedian Professor of Jour -
nalism at Columbia University. She received her Ph.D.
in American Civilization from New York Univer sity.

Historiography: Give us a brief summary of your
book.

Tucher: Not Exactly Lying takes a long view of the recently notorious
phenomenon of “fake news,” exploring how the complex relationships
among truth, journalism, newsmakers, and readers/audiences evolved
over the centuries since 1690 when America’s first known newspaper,
Publick Occurrences of Boston, included in its inaugural (and only) issue
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a fake news item claiming that Louis XIV of France was sleeping with
his daughter-in-law. (He didn’t have a daughter-in-law at that point.) 

I argue that for the first 200 years or so of American journalism,
newspapers fulfilled a wide variety of roles, only some of which had any-
thing to do with the creation of truthful accounts of what was going on
in the world. eir columns were filled with timely, fact-based informa-
tion about current events and with humbugs, fiction, jokes, and embel-
lished content that came to be openly and cheerfully referred to as fak-
ing, and readers were apparently neither perturbed nor confused. Not
until the late 19th century did conscientious truthfulness become a pri-
mary value in U.S. journalism, as some journalists and some citizens,
convinced that newspapers were too sensational, too sloppy, too com-
mercial, too inauthentic, too full of fake news, began the effort to re -
form and professionalize the craft by establishing standards and codes of
ethics. Paradoxically, however, this effort to create and validate truthful
journalism also inspired the opportunistic tactic I am calling “fake jour-
nalism” — the appropriation and exploitation by partisans or activists
of the outward forms of authentic journalistic practice in order to lend
credibility to advocacy, propaganda, and falsehood. at, I contend,
poses the greatest danger to public life today.

Historiography: How did you get the idea for your book?

Tucher: I feel as if I’ve always had the idea for this book. My disserta-
tion, which became my first book, Froth and Scum, proposed the “hum-
bug” as a defining feature of the Jacksonian-era mass press in the US.
And almost everything I’ve written ever since, in genres ranging from
historiography and photography to personal narrative and family lore,
has also focused in some way on the intricate dance between news con-
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sumers and truth that has always been part waltz, part tango, and part
hoedown. But I’ve always been most interested in the evolution of
truth-telling conventions in journalism: how people known as “journal-
ists” persuaded other people they didn’t know that what they said pre-
sented an acceptable picture of the world; what readers wanted from
journalists and how that changed over time; why so many nineteenth-
century news consumers apparently did not expect or even desire every-
thing they read in the paper to be verifiably, factually true.

Historiography: What was the state of the historical literature about the
topic at the time you began work on your book?

Tucher: I began this book shortly after the term “fake news” crashed
into the public discourse, but while the phenomenon gave rise to a
number of scholarly and popular works looking at various forms of dis-
information and misinformation in public life, few if any works focused
on what was both familiar and unique in its history and context or cov-
ered the full 330-plus-year span of U.S. journalism.

Historiography: Tell us about the research you did for your book: What
were your sources, how did you research your book, how long did you spend,
and so forth?

Tucher: Although I started work on this book in 2017, I have, as I’ve
said, been researching humbugs, errors, fakery, and fraud for years, and
I’ve spent countless hours browsing through digital databases of histor-
ical newspapers (and, yes, scrolling through microfilm reels and even
wrangling huge bound volumes of paper copies; I still have, and still
use, the dog-eared sheaves of notes I typed on the tiny battery-operated
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typewriter I carried everywhere during my pre-laptop years of disserta-
tion research.) And I credit that deep immersion in the newspapers of
the past for giving me a feeling for what they meant as well as what they
said. So by the time I started the new book I had already pulled together
a deep database of material that was either relevant or seemed as if it
might be relevant someday — a process we called “collecting string”
when I worked in documentary television. Of course I also drew on
con temporary accounts, secondary works, archival material, and other
standard sources to organize my strings in their social and cultural con-
text. I turned in the manuscript in early 2021.

Historiography: Besides the sources you used, were there any others you
wish you had been able to examine?

Tucher: As we all know, newspapers and broadcasts are ephemeral, and
I can only sigh over the ones that got away — for instance the fake cam-
paign tabloid From the Record, published in 1950 by Senator Joseph
McCarthy’s allies, that included a doctored photograph showing one of
the senator’s toughest critics apparently engaged in close conversation
with a leader of the Communist Party USA. I’ve seen murky reproduc-
tions of the photo but never found a copy of the paper itself. (Anyone?)
And so much of the glorious jumble of early radio and television was
never captured in the first place; it’s always been much harder to do pri-
mary research into broadcast or cable news, not to mention fleeting dig-
ital or social-media sources.

Historiography: Based on your research for the book, what would you
advise other historians in our field about working with sources?

Tucher
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Tucher: It seems obvious, but my sojourn among the humbugs and the
fakes underscores the importance of approaching any item of historical
journalistic work alert to the possibility that — to put it bluntly — it’s
not true. Or less bluntly, that its readers were willing to see it as fulfill-
ing other purposes than the conveyance of factual intelligence. Every
journalism historian who’s ever written about Publick Occurrences, for
instance, tells the story of how the heavy-handed local authorities shut
the paper down and destroyed every copy they could find because the
fearless editor had dared to report a couple of scandalous items, includ-
ing the one about the king of France and his daughter-in-law. I’ve never
come across anyone, however, who ever questioned the accuracy of
those scandalous items or even checked to see if Louis XIV actually had
a daughter-in-law at the time. Once you know he didn’t, the story be -
comes something else entirely — one that I believe might have had to
do with the staunchly Protestant editor’s dismay over Louis’s recent
crackdown on Protestants in France.

Historiography: What were the challenges you faced in researching your
book?

Tucher: Because the term “fake news” has become so closely associated
with Donald Trump, I had to work hard to explain that my book was
not all about him! But he did, of course, make it into the last chapters,
which meant I had to grapple with the questions that face every histo-
rian whose work touches the present day: how do I write about happen-
ings that are current events right now but will be history by the time the
book appears?

Historiography: Is it possible to get too close to a research subject? How do
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historians maintain their neutrality of viewpoint when conducting and in -
terpreting research?

Tucher: Iron will!

Historiography: Good answer! What new insights does your book provide?

Tucher: My main contribution is to identify and explore what I call
“fake journalism” and its consequences for public life. “Real” journalists
essentially invented the profession of journalism around the beginning of
the twentieth century by claiming the right to set standards of truth and
accuracy and ethical reporting. Paradoxically, the birth of real journal-
ism has also allowed for the growth and spread of fake journalism, as
partisans, propagandists, activists, and fraudsters figured out they could
dress themselves up in their counterparts’ conventions, pretend to em -
brace their standards, and by their very presence undermine the credi-
bility of good-faith journalistic work. 

Not only do the websites and public statements of hyper-partisan
journalistic organizations like Breitbart, Daily Caller, Fox News, Sin -
clair Broadcasting, and the ranks of “pink slime” local newspapers use
the language of real journalism, claiming that they are independent, ob -
jective, fair, and balanced. ey also claim that it’s actually the main-
stream organizations that are biased — that are slanting their reporting,
pushing their agendas, and telling only their side of the story. At the
same time, more and more mainstream media, some of them under
pressure from their readers/viewers, are arguing that objectivity is inad-
equate to the complexity of the times. Many of them are saying it might
be time to ditch the traditional ideal and be more open about their sub-
jectivity, to go ahead and make value judgments, to acknowledge that

Tucher

Historiography in Mass Communication34



truths can be relative.
But for the mainstream media to give up on objectivity, I argue,

would leave us with two main models for journalism. On the one side
would be the empire of hyper-partisan fake journalism, which spreads
its conspiracy theories, disinformation, malice, and mischief while in -
sisting on its objectivity, unlike those other guys. And on the second
side there are those other guys, the mainstream media, who are increas-
ingly arguing that it’s time to be transparent about their own subjectiv-
ity and to use words like “liar” and “deceit.”

So I can see a media world where it’s the fake journalists who are
saying to the mainstream: you’re just expressing your opinion, but we
are reporting the unbiased objective facts. And at the same time, the
mainstream journalists are essentially responding: it’s our opinion that
your facts are wrong. A world where the fake journalists are defining
what real journalism is is not a healthy place to be.

Historiography: What findings most surprised you?

Tucher: at in the midst of all the (sometimes justifiable) criticism of
objectivity I ended up making a case for renewing journalism by
rebuilding genuine, Lippmann-style objectivity as a primary value.
ere’s a lot to criticize about objectivity, of course, but it’s also been
widely (and sometimes willfully) mischaracterized. It does not require
journalists to pretend they have no opinions, to find a “she said” for
every “he said,” to suspend their own judgment, or to defend the dom-
inant (white, male) cultural norms as default neutral values. Properly
practiced, what it does mandate is their obligation to fairly weigh and
analyze a range of plausible viewpoints and to convey their commit-
ment to fairness and accuracy in the modulation of their voice.
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Historiography: What advice would you give to people in our field who
are considering doing a book in JMC history?

Tucher: It’s very fashionable, among scholars and the general public
alike, to be dismissive of journalism. People see it as something anyone
can do, something that doesn’t take much training, and its flaws and
errors — and we all know there have been many — are both conse-
quential for public life and glaringly visible in the public square. But
there have also been times when journalism practitioners do stand up
and say: Enough! We’ve got to do better; this is not working. And they
figure out something that might. One of those times was the move to -
ward objectivity in the early twentieth century, a genuine if flawed
attempt to stamp out faking by codifying how to determine what’s true.
Another time might, we can hope, be starting now. We should not be
shy about giving credit to journalism where credit is due.

Tucher
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NOTE: This is the twelfth article in our series “How Me  dia History Mat ters,”
dealing with the significance that the mass media have had in American his-

tory. We think the series will appeal especially to his-
torians who believe historical claims need evidence to
support them. It’s easy, someone has said, to suggest
explanations if one doesn’t have to worry about facts.

Many ways exist to justify JMC’s historical impor-
tance. JMC historians make a mistake if they focus on
just one explanation, whether it be “cultural history,”
materiality, Progressivism, or any other interpretation.
They shouldn’t put all their eggs in one basket. One
mono lithic explanation won’t work. 

In the following essay, Gerald Baldasty examines the media’s role in
contributing to the functioning of the U.S. economy.

Much of the common lore of the mass media (and news papers in
particular) stems from their role as a watchdog on government.

Many — journalists as well as non-journalists — have tended to value
and portray the press primarily in light of this service. Clifton Daniel
noted, in 1960, that “e press in this country has been called ‘the

Volume 11 (2025). Number 1 37

Baldasty

Gerald Baldasty is Professor Emeritus and Provost and Executive Vice President
Emeritus at the University of Washington. He’s the author of numerous articles and
of three books in JMC history: Vigilante Newspapers: A Tale of Sex, Religion &
Murder in the Northwest; E.W. Scripps and the Business of Newspapers; and The
Commercialization of News in the Nineteenth Century.

© 2025. Vision Press owns the copyright to this article.

The Media and the National Economy
By Gerald J. Baldasty ©



fourth branch of government.’ Its importance to the structure of our
democracy is certified in the Constitution. In fact, there would be no
democracy without a free press.”1 And Charles A. Dana, editor of the
New York Sun in the 1880s and 1890s, expressed this same idea in a
speech to Wisconsin journalists in 1888. What would protect liberty, he
asked, in the face of a despot? “Where then is the safeguard of the public
liberty against his ambition?” He answered: “It is in the press. It is in a
free press. And when every other bulwark is gone, the free press will
remain to preserve the liberties which we shall hand down to our chil-
dren, and to maintain the republic in all its glory, let us hope, forever
and forever.”2

      is vision of the press — and this role of the press — is an impor-
tant one. But the function of the press in American soci ety has gone far
beyond such a narrow role. e press has had many roles, and the pur-
pose of this essay is to explore the economic role of the press. In partic-
ular, this essay attempts to detail the way in which the press has con-
tributed to the func tioning of the U.S. economy. In a broad sense, the
press has helped sustain the equilibrium that characterizes a capitalist
free enterprise economic system by filling a key role in the marketing of
goods.3

      Each society faces several fundamental economic tasks. First, it
must organize a system of production (of goods and services); second, it
must arrange for distribution of those goods and services — so that
more production can take place.4 As the economist Richard Leftwich
writes, “Every economic system must have some means of mobilizing
productive effort in order to turn out in appropriate quantities the
goods and ser vices desired.”5

      A variety of methods for accomplishing these tasks ex ists.6 In some
societies, tradition guides production and dis tribution. Such tasks are
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accomplished through heredity — fa thers give their jobs to their sons,
assuring that skills will be passed on and that jobs will be filled in each
generation. In other societies, some central authority guides production
and distribution — the orders of an economic commander-in-chief
guides society.7 A third system is the market system. While it incorpo-
rates some elements of tradition and command, the market system is
characterized primarily by a minimal re liance either on tradition or
com mand.
      In a market economy — also known as a free enterprise or capitalist
system — no individual or organization is con sciously concerned with
the tasks of production and distribu tion. Although the United States
has a “mixed economy” — in which both public and private institu-
tions exercise eco nomic control — its economic system is primarily a
market economy rather than a traditional or authoritarian one. As Paul
Samuelson writes, in the United States “hundreds of thousands of com-
modities are produced by millions of people more or less of their own
volition and without central direction or master plan.”8

      What guides such a system of free-wheeling production and distri-
bution? What prevents complete chaos in such a system of thousands of
commodities produced by millions of people without reference to tra-
dition or centralized authority? In so-called capitalist, free-enterprise
economies, production and distribution are determined by competi-
tion, demand, pro duction costs, price, and a desire for profit. As Sam -
uelson writes,

   A competitive system is an elaborate mechanism for un conscious
coordination through a system of prices and mar kets, a communica-
tion device for pooling the knowledge and actions of millions of di -
verse individuals.... In other words, we have a vast system of trial and
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error, of successive ap proximation to an equilibrium system of prices
and produc tion.9

      Communication is a key component to the equilibrium (however
im perfect) in a capitalist free enterprise economic system. rough
com munication, producers discover the wants of consumers. rough
communication, producers mar ket their wares to consumers.
      is communication process in free enterprise economic systems
has been more or less focused in marketing activi ties. Marketing
involves discovering consumer wants, plan ning or developing products
or services to meet those needs and then determining the best way to
price, promote, and dis tribute a product or service.10 Discovering con-
sumer wants involves communication processes; promoting products
and services requires communication as well.
      In this last aspect of marketing — promotion — the mass media
have emerged as key players. e American economic system relies ex -
tensively on the media as a means to reach consumers — to inform con-
sumers about the supply of products or services and ideally (from the
producers’ point of view) not only to meet but also to create demand.
is has been true throughout the three hundred years of the American
press, but it has been particularly true in the last century or so. e press
has become a vehicle for business promotion and marketing in the past
century; business people have come to see the press as a key ingredient
in their own commercial endeavors.

Economic DEvElopmEnT, 1880-1900

e centrality of the American press in the American eco nomic system
became increasingly evident in the era of in dustrialization. Before the
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Civil War, the organization of eco nomic life in the country had been
fairly simple; business peo ple operated within small and highly localized
markets.11 Early manufacturing plants were small in capitalization and
output. Barriers to cheap transportation of goods served to rein force the
local nature of markets, and business people gener ally offered their
wares to their neighborhood community (a community generally limit-
ed in radius to the distance a horse could travel in a day).12 Such local-
ism characterized Amer ican markets into the 1870s.13

      By the 1880s or so, the main attributes of an industrialized econo-
my were in place: large-scale factory production, a ra tionalized urban
work force, strategic centers of investment capital and extensive market-
ing of standardized products.14

      e new industrial age was characterized by mass produc tion, with
a high degree of mechanization, accurate machine tools, uniform qual-
ity of materials, and high capital invest ment.15 e capital investment
in manufacturing rose from $4.8 billion in 1879 to $11.15 billion just
ten years later, and to $18.62 billion by 1899 — a 288 percent increase
in just twenty years.16 Production increased 38 percent from 1870 to
1880, by 69 percent from 1880 to 1890 and by 40 percent from 1890
to 1899. Over-all, manufacturing production rose 284.6 percent from
1870 to 1899.17 Transportation sys tems aided in the dramatic rise of
production. From the mid dle of the century on ward, railroads were
central to the new indus trial order, for they made possible the tremen-
dous ex ploitation of the rich natural resources of the nation (including
coal, iron ore, petroleum, gold, silver, and copper). More over, the rail -
roads provided the national transportation sys tem so central to the mass
distribution of goods made neces sary by mass pro duction. Railroad
trackage increased from 53,000 miles in 1870 to 193,000 miles by
1900, thus providing the main arteries for a national distribution sys-
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tem of manufac tured goods.18 e adoption of a standard gauge (in the
North by 1880 and in the South by 1886) provided for the uninter-
rupted transfer of goods throughout the nation. With standard gauge,
products put in a boxcar in New England did not need to be un loaded
and repacked because of differing track widths. Such a time-consuming
process had been common before 1880 and natu rally added consider-
ably to transportation costs.19

e Need for Marketing

e tremendous increase in production, delivered via a far-flung distri-
bution network, would have amounted to little if consumers had not
been informed about the vast new supply of goods available. Indeed, the
need for marketing was an im perative complement to mass production
and mass distribu tion.
      When production was small (in terms of output ) and dis tribution
limited to a fairly narrow region, marketing was naturally less a concern
than it became later in the nineteenth century. Early in the century, a
small advertisement in the lo cal newspaper could alert most people in a
county about goods made by a local cobbler, for instance. A sign outside
the shop was considered by many to be adequate advertisement, and
word of mouth usually could maintain a business in a local area.
      By the latter decades of the century, however, such general inatten-
tion to marketing was no longer possible if a business person wished to
prosper. With mass production, the financial stakes were much higher
than before; the village cobbler in 1820 or 1830 had but eight to ten
pairs of shoes to sell at any one time, but the shoe manufacturer in New
England in 1895 eas ily could produce hundreds of pairs of shoes each
day. Such stock represented a major investment in raw materials (not to
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mention the capital investment in the machinery used in such mass pro-
duction); the financial stakes were now so high that manufacturers and
distributors were forced to exert them selves more than ever before to
induce consumers to buy their goods.
      National distribution of goods naturally precluded selling only to
those who walked by a shop and saw its sign outside, or who knew a
cobbler (or some other producer of goods) person ally or by reputation.
e New England shoe producer who sought to sell goods in Oregon
could not rely on word of mouth — either with retailers or with con-
sumers. National markets required national marketing.
      By the late nineteenth century, American manufacturers had come
to rely on many forms of marketing to reach the con sumer: salesmen,
billboards, free samples (Quaker Oats pur sued this system, distributing
tens of thousands of free sam ples around the country to familiarize the
public with its prod uct), calendars, blotters, and signs on barns. And
many busi nesses relied on advertisements in the leading mass media of
the day, newspapers and magazines. Most business people fre quently re -
lied on a variety of marketing techniques, although some clearly had
preferences. Life insurance advertising generally appeared in magazines.
Quaker Oats relied on cal endars (with the friendly Quaker beaming at
all), cookbooks (which not so surprisingly stressed the use of oats), and
door-to-door giveaways of free samples of its product.20

      Marketing of goods became a major concern because, quite literal-
ly, hundreds of consumer goods were being marketed nationally by the
1880s: beer, home remedies and patent medicines, soaps, food products
(baking powder, cocoa), pi anos, seeds, typewriters, bicycles, and mail
or der dry goods. Other than patent medicines, most of these items had
never had national distribution before the 1880s.21
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Marketing in the Press

Many of these goods were advertised in American newspa pers. In 1898,
Milwaukee’s Evening Wisconsin had na tional advertising contracts with
eighty different companies, selling such diverse products as patent med-
icines, books, soaps, food, and food-related products.22 Pendleton’s
East Oregonian had accounts with five patent medicine companies in
the 1880s.23

      Many manufacturers came to believe that advertising was funda-
mentally vital to success in business. At the very least, it served an eco-
nomic function of linking producers and con sumers. But some dared to
believe that it was quite possible that advertising did far more than
merely tell consumers about goods they already needed or wanted;
rather, advertising might well just create demand. In either case, adver-
tising was an essential part of the new economic order.24

      A leading New York City department store manager in the late
1890s said that advertising was “the fundamental thing — the corner-
stone; therefore, it demands the attention of the head of the busi-
ness.”25 e head of the Angier Chemical Co., a patent medicine firm
in Boston, said that advertising was cru cial to good business.26 In 1915,
R.J. Reynolds recalled that he spent $4,000 for advertising in 1894 and
saw his business increase dramatically. Encouraged, he spent $20,000
on ad ver tising in 1895 and his business doubled. He believed that ad -
vertising was a necessary part of doing business and he claimed he spent
between 2 and 3 percent of annual sales in advertising.27 And James B.
Duke, the leading fig ure in the cigarette industry, built his firm’s for-
tune in the 1880s and 1890s through business acumen and ag gressive
marketing; he spent $800,000 on advertising in 1889 alone.28

      Advertising by manufacturers in the American press was not new in
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the period after 1880; rather, it grew dramatically in scale and frequen-
cy. Patent medicine manufacturers, for instance, had been advertising
on a broad basis since mid-century, but they increased advertising ex -
penditures in the 1880s and 1890s (as both production increased and
various elixirs seemed to proliferate). Patent medicines had a ready mar-
ket; Americans had remarkably poor diets in the late nineteenth century
which gave rise to a number of “com plaints” that patent medicines
promised to cure.29 In deed, that was the simple, tantalizing lure of pat -
ent medicines: those easy-to-take remedies promised to cure whatever
ailed you.
      But a ready market, based on both real and imaginary maladies, was
not enough to assure commercial success. Patent medicine manufactur-
ers advertised constantly be cause they believed that people only heeded
their ads — and bought their remedies — when they were ill or in need
of com fort.30

      Patent medicine manufacturers were not alone when they placed
their faith in advertising. Dry goods merchants found advertising to be
a lucrative investment. A.T. Stewart, an early department store mag-
nate, said, “He who invests one dollar in business should invest one dol-
lar in advertising that business.”31 And W.G. omas, manager of the
O’Neill Dry Goods Co., in New York City, said that “every dollar”
spent on advertising produced “two dollars in return” in sales.32

Reliance on Newspaper Advertising

For many businesses, newspapers were the most effective ve hicle for ad -
vertising. Newspaper circulation growth through the country provided
advertisers with broad and rela tively cheap access to most American
consumers. It is impor tant to note that businesses had advertised in the
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press since colonial days, and advertising had grown throughout the fol -
lowing century, paralleling the emergence of new and wider mar kets.
But in the late nineteenth century, as never before, a wide variety of
bus inesses — carriage makers, bicycle manu factur ers, railroad agents,
hoteliers, department (dry goods) store owners, food processors, and
others — turned to the Ameri can newspaper as the major vehicle for
their marketing.
      E.H. Morse, principal of a business college in Hartford, Con nec -
ticut, told his colleagues at a business college teachers convention in
1898 that newspaper advertising was the best fo rum for marketing:

   Of all the methods of practical publicity that I have tried, and I
have tried a good many, I find repeatedly that the newspaper is the
foundation. It leads both in reaching the people and producing the
results. People read the daily news papers for the sake of getting the
news. is means the news of business as well as the news of politics
and war. An ad ver tisement is business news....33

Morse said that people saw “the daily paper as the up-to-date medium
by which the newest knowledge is disseminated” and thus approached
it with a good deal of trust.34

      Many business people testified that newspaper advertising had pro-
vided great sales for them. C.S. Bunnell of Bradley and Co., a Syracuse,
N.Y., manufacturer of carriages and ag ricultural implements, noted that
the firm’s “phenomenal” success in carriage sales was due to newspaper
adv ertising. e firm advertised only in newspapers and had no other
marketing schemes (such as circulars or traveling sales peo ple) for its
product. e manager of another Syracuse com pany heartily concurred,
saying that his success in selling bi cycles was due, at least in part, to
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newspaper advertise ments. H.B. Harding, of Humphrey’s Homeo -
pathic Medi cine Co., said his company relied primarily on newspa pers
for advertising and found large city dailies the best ad vertising medium.
E.S. Burnham, founder and manager of a com pany specializing in food
products and beverages, said he be lieved that advertising was absolutely
essential to his busi ness. He relied on newspapers and magazines for his
market ing campaigns, but he said he found newspapers to be the cheap-
est and most effective means for reaching the pub lic. Dr. R.V. Pierce, a
patent medicine manufacturer, be lieved that newspapers were a leading
advertising medium because they were relatively cheap (due to the in -
troduction of wood pulp, the reduction in the cost of white paper and
im proved machin ery for production) and because they circulated wide-
ly in the country.35

      Newspapers were widely valued by advertisers. Boston theaters
relied almost exclusively on newspapers for advertis ing. e Park e -
ater, in Boston, had an annual advertising budget of about $20,000 in
the early 1890s; $18,000 went to news papers ($8,000 to dailies; $1,000
to small weeklies; and $9,000 to Sunday newspapers).36 George H.
Dan iels, general passen ger agent of the New York Central Railroad, said
that daily newspapers were the best medium for his company’s advertis -
ing. “eir frequency of issue makes them very desirable mediums for
our advertising, and their character makes our reading notices particu-
larly appropriate for their col umns.”37 And W. Wallace Waugh of Bos -
ton, head of the Ho tel and Tourist Bureau and publisher of a hotel
trade indus try journal, said that newspapers were the best advertising
me di um.38

      Many kinds of businesses thus came to rely on the Ameri can news -
pa per as a vital link to the consumer. e economic necessity of such re -
liance is probably best illustrated by the ex ample of the department
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store, the great palace of consumption, that came to dominate much of
the retail trade in the late nine teenth century.

e Department Store

e department store was a product of an industrialized, ur ban-based
so ciety. Urban growth — 22 percent of the population in 1880 lived in
cities, rising to 33 percent in 1900 — created a sizable market for dry
goods merchants.39

      e urban infrastructure (such as street improvements, street cars
or railway systems, and delivery systems), in place by 1880 or so, ex -
panded the market area beyond a shopper’s immediate neighborhood
and thus allowed for the concentra tion of a myriad of goods in one store
relatively distant from the consumer’s home.40

      Although urban Americans still purchased daily necessi ties, such as
meat and other groceries in their local neighbor hoods, they increasingly
flocked to the central business dis tricts to shop in department stores, so
named because so many different departments existed all under one
roof. Technical developments allowed the construction of tall, spacious
build ings with many floors, equipped with mechanical elevators and
central heating.
      e trend toward department stores dated from mid-cen tury, but
large-scale retailing was not common until about 1880. Some of the
best known stores (Macy’s, Blooming dale, Lord and Taylor, B. Altman)
were in New York City. But department stores drew customers not just
there but throughout the country — in Columbus (Lazarus), Cincin -
nati (Shillito), Chicago (Marshall Field, Carson-Pirie-Scott), Phil a del -
ph ia (Wanamaker), Boston (Jordan Marsh, R.H. White), and San
Fran cis co (Emporium). Gimbels began in Vin cennes, Indiana, and ex -
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panded to Milwaukee and Philadel phia by century’s end.41

      e lure of the department store has been noted by many. As Alan
Trachtenberg writes:

   Of all city spectacles, none surpassed the giant department store,
the emporium of consumption born and nurtured in these years.
Here the citizen met a new world of goods: not goods alone, but a
world of goods, constructed and shaped by the store into objects of
desire. Here the very word “con sump tion” came to life....
   ey specialized, that is, not only in selling multiple lines of con-
sumer goods, but in the presentation, the advertise ment, of such
goods as desirable, as necessary. In depart ment stores, buyers of goods
learned new roles for them selves, apprehended themselves as con-
sumers, something different from mere users of goods.42

      Department stores were particularly dependent upon newspaper
ad vertising because of the economic structure of the retailing business.
e primary test of a department store’s performance was stock-turn,
that is the number of times stock on hand was sold and replaced each
year.43

      As Arthur Chandler Jr. notes, an increase in stock turn (with work-
ing force and equipment constant) lowered unit costs, raised output per
worker and per store — all of which meant greater profit. Marshall
Field in the last decades of the century recorded a fairly respectable aver-
age annual stock turn of five; Macy’s in New York soared to twelve in
1887 and stayed at that level for the rest of the century.44

      is high volume allowed lower profit margins and lower prices rel-
ative to the smaller neighborhood stores. But this em phasis on volume
sales necessitated a steady stream of cus tomers. e emphasis on volume
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also dictated price reduc tions on slow-moving lines of goods. And all of
this — volume, steady clientele and sales — dictated newspaper adver-
tising, and in most cases, daily advertising. Before radio and televi sion,
only newspapers could reach a sizable segment of the population on a
daily basis.
      Department store managers preferred newspapers over magazines.
Given the desire for quick turnover of goods, magazines were simply
too slow in reaching the public. Isidor Straus, one of the owners of
Macy’s Department Store in the 1890s, refused one magazine publish-
er’s bid for advertising patronage, telling him that the “nature of our
business is such that goods will in most instances be closed out before
we are able to announce through you that we have them for sale.”45

      Advertising was not a complete guarantee of financial success — a
store still needed good merchandise and good sales people. But depart-
ment store managers and the leading de partment store trade publica-
tions recognized that advertising provided the necessary linkage be -
tween consumer and sup plier.46 A writer in the trade journal Dry Goods
Economist stressed the need for advertising: “Might as well try to suc-
cessfully run a soda fountain under the Pyramids of Egypt as to try to
run a modern dry goods store without a reasonable use of printer’s ink,
unless you want to run it into the ground.”47

      Macy’s, one of the largest and most successful department stores of
the era, relied extensively on newspaper advertising. Between 1888 and
1902, Macy’s spent an average of 1.58 percent of total net sales in ad -
vertising.48 e percentage essen tially doubled during that period, ris-
ing from 1.16 percent in 1888 to 2.11 percent in 1902. e figure be -
comes more impres sive when one notes that net sales grew by nearly
400 percent during the same period. e advertising budget for 1888
was just under $60,000; it rose to $113,531 in 1896 and to $227,142
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by 1902. In the late 1890s, Macy’s had a five- or six-column ad in Sun -
day newspapers and a single column weekdays. As Hower notes in his
history of Macy’s, “... despite the growing volume of retail advertising,
the city’s vast army of newspaper readers could hardly escape seeing a
Macy announcement at least once a day.”49

      By the 1890s, the leading newspaper advertisers in New York City
and Boston were all department stores.50 And one advertising trade
jour nal writer estimated in the late 1890s that a single large New York
City department store would spend at least $100,000 a year on adver-
tising.51

      John Wanamaker, the Phila del phia department store mag nate, be -
lieved newspapers were the best market ing device for his stores. “I owe
my success to newspapers,” he said.52 In the late 1890s, he de scribed his
marketing meth ods:

   I never in my life used such a thing as a poster or dodger or hand-
bill. My plan for twenty years has been to buy so much space in a
newspaper and fill it up as I wanted. I would not give an advertise-
ment in a newspaper of 500,000 circulation for 5,000 dodgers or
posters.53

      One of Wanamaker’s biographers writes that the depart ment store
magnate believed that he could not go a single day without newspaper
advertising.54 Wanamaker himself es timated that he spent as much as
$400,000 a year on advertising in Philadelphia in the late 1890s.55

      Other department store managers also testified to the value of
news paper advertising. James O. Flaherty, manager of a New York dry
goods store, said:
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   After a careful analysis of the factors incidental to our success in the
building up of a large and steadily growing trade from small begin-
nings, we find that, in addition to a carefully assorted, plentiful and
well-bought stock, attract ing public attention by newspaper advertis-
ing has been — if not the greatest — at least one of the principal caus-
es of our success.56

S.E. Olson, president and general manager of a New York dry goods
store, called the daily newspaper “the best ad vertising medium in the
world.... I reason that advertisements are only daily reminders of any
business, and the more the public is reminded of a store the more peo-
ple it will bring to that store and the more good it will do that store.”57

      Outside of the leading cities, the same attitude toward newspaper
advertising prevailed. W.S. McCombs, a Rock Is land, Illinois, dry
goods merchant, attributed his success in business “in a large measure
to the liberal but judicious use of printer’s ink.” His firm advertised in
newspapers in Rock Is land and in eight leading nearby towns.58

      Department store managers around the nation learned from their
key industry trade journals that advertising was crucial, that newspaper
advertising far outstripped other mar keting schemes and that advertis-
ing should be conducted year round.
      Both the Dry Goods Economist and the Chicago Dry Goods Reporter
had regular columns and advice on advertising. One Dry Goods Econo -
mist writer argued that newspaper advertis ing, if done correctly, would
bring tremendous results:

   Tell a story every day; tell it enthusiastically, entertain ingly, truth-
fully. Use as much space as you need to fully ac quaint your readers
with the conditions at your store, and you’ll wonder where all the
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people came from after they wake up to the fact that you are alive and
really have something worthy of their investigation.59

Another column noted: “It has been our experience that a liberal
space in the news papers, freshly equipped at short intervals with plain,
straightforward facts connected with the business, gains public confi-
dence and yields best results....”60

e dry goods trade journals urged department store man agers to
advertise all of the time in order to draw “a high class clientele.” One
writer in the Chicago Dry Goods Reporter noted:

   It is not enough to make a few splurge ads and then quit.... If a man
has a good thing, he should tell people about it, but it is not sufficient
to tell them one or two times, he must keep telling them. He would
make a mistake to keep repeat ing the same story in exactly the same
manner, for people would finally become weary of hearing him, but
if he will get up his story in a new garb every time, and still keep to
the same facts, the people will finally be convinced that there is some-
thing in what he says.61

And a Dry Goods Economist writer noted that a decrease in advertising
could be a signal to the public that the firm was having financial prob-
lems or lacked capable manage ment.62

conclusion

e rise of a national capitalist free enterprise economic sys tem in the
United States, based on mass production, mass dis tribution, and mass
marketing of goods, provided the basis for a new, highly significant role
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for the press. Certainly the press had had an economic role in the na -
tion’s development throughout the eighteenth and nineteenth cen-
turies, and ad ver tising had long been a part of virtually every newspaper.
Yet the rise of a national free enterprise economic system, and the need
for business to acquire a reliable link to the con sum er, for the first time
made the American newspaper an inte gral part of American business.
Far more than ever be fore, the press had become absolutely essential to
the American econ omy.
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PRAISE FOR 

THE SIGNIFICANCE OF THE MEDIA
in American Historyin American History

“...a masterful job of exploring the subject through a range
of well-chosen and representative essays...” — Choice

“...set[s] a standard for media history...” — Journalism
Quarterly

“...compelling, fresh, ... thought-provoking ...” — Journalism
Educator

To purchase a copy, or to learn more about this
important book, click on the cover image.

https://www.amazon.com/dp/1885219830


Call for Proposals: 2025 The Joint Journalism 
and Communication History Conference
e Joint Journalism and Communication History Conference – co-
sponsored by the American Journalism Historians Association and the
History Division of the Association for Education in Journalism and
Mass Communication — is accepting submissions for its 2025 confer-
ence, which will be held in person on March 28, 2025 in College Park,
Md.

e deadline has been extended to 11:59 p.m. Wednesday, Feb.
5, 2025.

e one-day, interdisciplinary conference welcomes faculty, gradu-
ate students, and independent scholars researching the history of jour-
nalism and mass communication, including advertising and public rela-
tions. Topics from all geographic areas and time periods are welcome,
as are all methodologies. e joint conference offers a welcoming envi-
ronment in which participants can explore new ideas, garner feedback
on their work, and meet colleagues from around the world interested in
mass communication history.

When: Friday, March 28, 2025, 9 a.m. to 5 p.m. Eastern (U.S.)
Time

Where: Philip Merrill College of Journalism, Knight Hall, Uni -
versity of Maryland, College Park, Md. 20742

Registration fee: $90, including boxed lunch. Free for graduate stu-
dents, with optional boxed lunch at $30.
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Keynote Speaker: Dr. Anya Schiffrin,  director of the Technology,
Media, and Communi ca tions specialization at Columbia University’s
School of International and Public Affairs and a senior lecturer on glob-
al media, innovation and human rights.

Tour: Conference participants can join a tour of the National
Archives in College Park.

Proposals for paper presentations, research-in-progress presenta-
tions, or panels are all welcome. Your proposal should detail your pres-
entation topic and offer a compelling rationale for why the research
would interest an interdisciplinary community of scholars.

Papers are completed research studies. e paper should be
attached to the submission (as a PDF or Microsoft Word document),
and include an abstract of up to 500 words.

Research-in-Progress (RIP) proposals are projects currently under-
way and that could benefit from collegial feedback. An RIP submission
is an abstract of up to 500 words.

Panels are pre-constituted presentations from multiple scholars
working on similar topics or using similar methodological approaches.
Panels generally consist of three to four scholars. To submit a panel pro-
posal, please include an overview of the panel along with abstracts for
each of the individual projects/presentations. e overview and the
individual abstracts may each be up to 500 words.

Submissions should be emailed to jjchc.submissions@gmail.com. 
Please remove any identifying information from your paper or

abstract, and attach it to your email as a PDF or Microsoft Word doc-
ument. In the body of your email, please include your name, preferred
email address, institutional affiliation, and title/rank (if applicable). If
you are submitting a panel proposal, please include that information for
all panel participants.
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e submission deadline is 11:59 p.m.   Eastern Time (U.S.)
Wednesday, Feb. 5, 2025. 

Authors will be notified about the status of their proposals by mid-
February.

Please direct questions to one of the conference co-chairs:
Elisabeth Fondren, St. John’s University, fondrene@stjohns.edu
Rob Wells, University of Maryland, robwells@umd.edu

Nominations for AEJMC History Division’s 2025 
Donald L. Shaw Senior Scholar Award
Nominations are open for the AEJMC History Division’s 2025 Donald
L. Shaw Senior Scholar Award. is division honor will recognize an
individual for excellence in research on the history of journalism and
mass communication. Nominees must have a minimum 15-year aca-
demic career and a record of division membership. To submit a nomi-
nation, please compile a single PDF file with the following items:

• Cover letter that explains the nominee’s research contributions
• Minimum of two letters of support
• Nominee’s current C.V.
Self-nominations, with the accompanying supporting materials, are

welcome. Nomination packets should be sent to committee chair
Matth ew Pressman at matthew.pressman@shu.edu. e deadline for
submissions is February 15, 2025.

Margaret A. Blanchard Dissertation Prize
submission Deadline: Feb. 15, 2025
e American Journalism Historians Association’s Margaret A.
Blanchard Doctoral Dissertation Prize, given for the first time in 1997,
is awarded annually for the best doctoral dissertation dealing with mass
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communication history. An honorarium of $500 accompanies the
prize, and a $200 honorarium is awarded to each honorable mention.

Eligible works shall include both quantitative and qualitative his-
torical dissertations, written in English, which have been completed
between January 1, 2024, and December 31, 2024. For the purposes of
this award, a “completed” work is defined as one which has not only
been submitted and defended but also revised and filed in final form at
the applicable doctoral-degree-granting university by December 31,
2024.

To be considered, please submit the following materials in a single
e-mail to the address below:

1. A cover letter from the applicant containing complete (home and
work) contact information (postal addresses, phone numbers and e-mail
addresses). e letter should express a willingness, should the disserta-
tion be selected for a prize, both to attend the awarding ceremony and
to deliver a public presentation based on the dissertation at the 2025
American Journalism Historians Association Annual Convention Sept.
25-27 in Long Beach, California. 

2. A letter of nomination from the dissertation chair/director or the
chair of the university department in which the dissertation was writ-
ten.

3. A single PDF containing the following (with no identifying
information):

• A 200-word abstract.
• e dissertation table of contents.
• A single chapter from the dissertation, preferably not exceeding
50 manuscript pages (not including notes, charts or photographs).
e chapter should, if possible, highlight the work’s strengths as a
piece of primary-sourced original research.
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4. In a separate PDF but in the same e-mail, a blind copy of the
complete dissertation.

To be considered, all identifying information — including author,
school, and dissertation committee members’ names — must be deleted from
items 3 and 4 above.

Nominations, along with all the supporting materials, should be
sent to AJHAdissertationprize@gmail.com

Direct any questions to Blanchard Prize Chair Pete Smith
at gsmith@comm.msstate.edu

Call for Papers: 33rd Annual Sachsman Symposium 
on the 19th Century Press
November 13-15, 2025 • Augusta University, Augusta, Georgia
e Society of Nineteenth Century Historians, in partnership with the
Pamplin College of Arts, Humanities, and Social Sciences at Augusta
Uni versity, presents the 33rd Annual Sachsman Symposium on the
19th Century Press, formerly known as the Symposium on the 19th
Century Press, the Civil War, and Free Expression.

e Society invites panel and paper submissions dealing with any
topic related to the media of the nineteenth century. Of particular inter-
est this year are studies related to 19th century media law and ethics;
international coverage of the American Civil War; and the 19th century
minority and foreign language press. Other recent topics have included
studies of political and sports reporting, reporting on slavery and aboli-
tion, the illustrated press, sensationalism, and reporting on the arts.

suBmission DEADlinE: August 25, 2025. Please send your
paper or a panel proposal as a Word attachment to
19thCenturyHistorians@gmail.com. Students are encouraged to sub-
mit their research work. Please note:
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• Papers should be at least 10 pages with a 200–300-word abstract.
• Pre-formed panel proposals should include a panel title and
abstract, and the names, contact information, and presentation title
for each presenter.
• Selected papers and panels must be presented during the confer-
ence, ursday, Friday, and Saturday, November 13-15, 2025.
• It is not necessary to be a member of the Society to submit a paper
or panel for consideration.
locATion: e conference will take place at Augusta Uni -

versity. We strongly encourage on-site participation to take advantage
of collegial, collaborative scholarship and discussion; public history ex -
periences; and networking opportunities. A Zoom option is available
upon request.

REcoGniTion: Top papers will be recognized. e top student
paper will be honored with the Sachsman Family Award for outstand-
ing student research. Financial assistance may be available for in-person
presentations by undergraduate and graduate students thanks to the
Schmitt Family Fund, which is dedicated to encouraging student
research.

puBlicATions: In addition to dozens of collaborative and in -
dependent publications by participating researchers, the Symposium,
formerly hosted at the University of Tennessee Chattanooga by the
West Chair of Excellence in Communications and Public Affairs, the
late Dr. David Sachsman, has produced nine books covering a broad
range of subjects. ese include: e Civil War and the Press (2000);
Memory and Myth: e Civil War in Fiction and Film from Uncle Tom’s
Cabin to Cold Mountain (2007); Words at War: e Civil War and
American Journalism (2008); Seeking a Voice: Images of Race and Gender
in the 19th Century Press (2009); Sensationalism: Murder, Mayhem,
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Mud slinging, Scandals, and Disasters in 19th-Century Reporting (2013);
A Press Divided: Newspaper Coverage of the Civil War (2014); After the
War: e Press in a Changing America, 1865–1900 (2017); e Ante -
bellum Press: Setting the Stage for Civil War (2019), and e Civil War
Soldier and the Press (2023). Panel presentations from the 2020, 2023,
and 2024 Symposiums were recorded and aired on C-SPAN and C-
SPAN 2.

FoR moRE inFoRmATion:
Contact 19thCenturyHistorians@gmail.com or visit 19thcentury-

historians.org for the latest information on the Society, links to publi-
cations, upcoming book projects, and other news.

Internet Histories, Volume 8, Issue 4, Is Available Online
Internet Histories, Volume 8, Issue 4, December 2024 is now available
online. is is the third Early Career Researcher Award special issue.
e full issue may be accessed at this URL:
https://www.tandfonline.com/toc/rint20/8/4

It contains the following articles:
Editorial:
“e third internet histories Early Career Researcher Award.” Niels

Brügger, Anat Ben-David, Ian Milligan & Valérie Schafer
Articles:
“e flames are 50/50 right now’: content moderation practices at

the onset of the HIV/AIDS epidemic in the United States (1982–
1990).” Kat Brewster

“Fixing the earth: whole-systems thinking in Silicon Valley’s envi-
ronmental ideology.” Rianne Riemens

“Methodological and epistemological challenges in meme research
and meme studies.” Idil Galip
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Book Reviews:
e Digital Revolution: A Short History of an Ideology. By Gabriele

Balbi, Oxford University Press, 2024.
e Digital Departed: How We Face Death, Commemorate Life, and

Chase Virtual Immortality. By Timothy Recuber, NYU Press, 2023.
WhatsApp: From a one-to-one Messaging App to a Global Communi -

ca  tion Platform. By Amelia Johns, Ariadna Matamoros-Fernández, and
Emma Baulch. Polity Press, 2024.

Asger Harlung
Editorial Assistant, Internet Histories

CFP Conference Planned for 22-23 May 2025, Madrid
CIMS is co-organizing an international conference on recent changes in
European cinema, together with the Universidad Complutense Madrid.
e conference will be held in Madrid on 22–23 May 2025. 

e conference’s title is “Frames of Change: Historicizing Recent
European Cinema (1990–2025).”

e past three decades have seen European cinema undergo signifi-
cant transformations, driven by a range of technological, economic, cul-
tural, and political factors. From the proliferation of digital filmmaking
and distribution to shifts in film programming, audience consumption
patterns and evolving cultural policies, the landscape of European cine-
ma has been dramatically reshaped.  Frames of Change: Historicizing
Recent European Cinema (1990–2025) seeks to explore these changes
and reflect on their historical implications for the production, distribu-
tion, exhibition, and reception of European films, as well as for their
modes of representation, aesthetics and ideology. 

At the heart of this exploration is a broad rethinking of the very
concept of cinema across Europe and its cultural, societal and industrial
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value. Hasn’t cinema just become a “niche, like opera”, as Paul Schrader
recently argued? What about cinema in Europe and its (still valid?) rep-
utation linked to ‘auteur cinema’, art, critical prestige? How do differ-
ent national and regional cinematic traditions conceptualize film
and the cinematic in relation to global audiovisual media? ese ques-
tions extend beyond traditional notions of national cinema to encom-
pass how filmmakers, audiences, and institutions across Europe have
shaped and been (re)shaped by the evolving media landscape. 

is conference seeks to provide a platform for scholars to critically
engage with these issues and contribute to the ongoing reimagining of
European cinema in the 21st century.

Call for Papers: 13th ESPRit Conference: “Periodicals 
as Cultural Assemblages”
e European Society for Periodical Research (ESPRit) is pleased to
announce its 13th annual Conference, to be held at the University of
Málaga on 3-5 September 2025.

is conference aims to look at the different ways in which period-
icals can be considered as cultural assemblages across different periods,
languages, and contexts. It welcomes a wide variety of perspectives on
and approaches to the term “assemblage” in relation to periodicals and
periodical studies. In Mille Plateaux (1980), Gilles Deleuze and Félix
Guattari adopted the term “assemblage” to move beyond traditional no -
tions of structure and hierarchy, and draw attention to the myriad con-
nections, relations, and flows that make up reality. We welcome papers
that similarly explore periodicals as complex, interconnected en -
tities that are ultimately constituted by the elements, both material and
cultural, that compose them. At the same time, we encourage submis-
sions that approach the idea of studying periodicals as cultural assem-
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blages from a range of theoretical perspectives, methodological frame-
works, or disciplinary angles. By opening the term “assemblage” to mul-
tiple interpretations, we hope to foster a wide-ranging conversation on
how periodicals operate as cultural objects and dynamic, heterogeneous
formations in and across different historical, linguistic, and geographi-
cal settings.

We invite theoretical reflections, case studies, comparative analyses,
and other contributions that consider periodicals as cultural assem-
blages from a wide range of disciplines, including philology and literary
studies, media history, history of publishing and printing, comparative
literature, cultural studies, gender studies, reception studies, visual stud-
ies, postcolonial and decolonial studies.

Proposals may focus on, but are not limited to, the following top-
ics: 

• periodicals as assemblages of forms, formats, and genres;
• periodicals as material constellations, and their digital transforma-
tions;
• the webs of relations in and between periodicals (e.g. serialization;
miscellanies; issues, runs, editions; supplements);
• periodicals as multimodal texts and the relations between their
visual and verbal components;
• the different elements that make up the materiality of periodicals
(e.g. typography, paper quality) and their impact on reading expe-
rience and the dissemination of ideas;
• reassembling processes such as reprinting, scissors-and-paste, and
translation;
• the networks of actors involved in the production, distribution,
and consumption of periodicals (e.g. authors, editors, printers,
newsagents, readers);
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• periodicals as complex knowledge systems or discursive networks
(cultural, political, medical, etc.);
• the periodical format and how it enables forms of cultural dissi-
dence (e.g. with regard to race, gender, sexuality);
• the use of historical periodicals in contemporary assemblages (e.g.
modern collages).
We welcome proposals from researchers at all career stages. Please

submit your proposal by 21 February 2025 to the organizing commit-
tee at esprit.assemblage@gmail.com.

Proposals may include 15-20 minute individual papers, panels of 3-
4 speakers with a common (and named) theme, and roundtables con-
sisting of 5-minute position statements from 4-6 speakers followed by
discussion. Each proposal will include the title (also the overall title for
a panel), an abstract of up to 300 words, including individual abstracts
for each presentation within a panel, plus a short bio note. ESPRit aims
for linguistic inclusiveness by welcoming multilingual presentations.
e working languages of the conference are Spanish and English. All
presentations should be accompanied by English slides of salient points
(titles, quotes, main arguments).

Organising Committee: Sara Robles Ávila (University of Málaga),
Rosario Arias (University of Málaga), María Magdalena Flores Quesada
(University of Málaga), Manuel Hueso Vasallo (University of Málaga),
Lola Artacho Martín (University of Málaga), Carmen González Román
(University of Málaga), Alejandro Rojas Jiménez (University of Má -
laga), Antonio Calvo Maturana (University of Málaga).

Advisory Board: Niall Carson (University of Liverpool), Diana
Esteba Ramos (University of Málaga), Livia García Aguiar (University
of Málaga), Salvador Peláez Santamaría, Juan Antonio Perles Rochel
(University of Málaga), Javier Calle Martín (University of Málaga),
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Jorge Leiva Rojo (University of Málaga), Miguel Ángel González Cam -
pos (University of Málaga), Ann Heilmann (Cardiff University), Pa -
tricia Pulham (University of Surrey), Mariaconcetta Costantini (G.
d’Annunzio University of Chieti-Pescara), Roxana Patras (Alexandru
Ioan Cuza University of Iasi), Elena Liverani (IULM University), Ana
Mancera (University of Sevilla), Victoriano Gaviño (University of Cá -
diz), María José García Folgado (University of Valencia), Marie Hèléne
Maux (University of Strasbourg), Giuseppe Trovato (University Ca’
Foscari), Jin Seo Park (Hankuk University of Foreign Studies), Fran -
cisco Medina (University of Trieste), Carmen Galán (University of Ex -
tre madura), María Luisa Montero Curiel (University of Extremadura),
Mar Campos Figares (University of Almería), María del Carmen Quiles
(University of Almería), Eloy Martos Núñez (University of Extre ma -
dura), Aurora Martínez Ezquerro (University of La Rioja).

contact information
Rosario Arias, University of Málaga
Sara Robles Ávila, University of Málaga
Nora Ramtke, Ruhr University Bochum
Contact Email: nora.ramtke@rub.de
URL: https://www.espr-it.eu/news/events
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