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CELEBRATING THE 75TH ANNIVERSARY

By Jean Folkerts, editor

At the August 1998 annual meeting of the Association for Education in
Journalism and Mass Communication, we were privileged to gather together
to celebrate the 75th anniversary of Journalism & Mass Communication Quar-
terly. We did this in two ways—one, with a party, and two, with reminis-
cences by scholars and former and current editors. Most of us in that
audience, as well as those who will read this issue of the Quarterly, have been
involved with the journal in one way or another. Many of us read it as
graduate students, tried to get published in the great move toward tenure,
served as reviewers, included its content in the literature reviews of our own
research, or served as members of the editorial board or as editors.

Journalism & Mass Communication Quarterly dates to January of 1924 when it
began as Journalism Bulletin. It was sponsored by the American Association
of Teachers in Journalism and replaced a rough mimeographed newsletter
initially produced by the organization in 1912. Lawrence Murphy, the first
editor, persuaded a second organization, The Association of Schools and
Departments of Journalism, to join the effort.

The relationship of social science to journalism was recognized early, and in
volume 4, number 1 of the Bulletin, later to be named the Quarterly, Eric Allen,
dean of the School of Journalism at the University of Oregon (1927), wrote
that “Schools of Journalism will utterly fail of their deepest purpose if they do
notattemptand succeed in producinga graduate whois thoroughly grounded
not only in the separate social sciences. . . but also in the habit of keeping up
with the authentic progress of the best current thought and actually applying
the most enlightened conception of social science to his work as a reporter
and as an editor.”

Allen added, “If journalism means anything more than a mere trade and a
technique, it must be based upon some depth of understanding. If it is, or is
to become, a real profession—one of the learned professions—the thing the
competentjournalist must understand is the scientific basis of currentlife, the
complex of established principles that underlies any modern objective,
civilized discussion of politics, government, economics, psychology—in
general, the art of living.”

Topics in early issues often dealt with teaching—with what should be
included in the curriculum. Articles stressed law the reporter should know,
agricultural news and comment, how to “keep the teachers on their toes,” and
interviews to determine whether students were good candidates for journal-
ism school. One author suggested an interview that would test the person-
ality of the students, their physical condition, and evidence of the “urge to
write.” There was, in fact, quite an obsession with “weeding out the unfit.”
Schools of journalism were challenged to “lead,” rather than “tag,” the
newspapers.
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In volume 4, number 3, Dr. Perly Isaac Reed from West Virginia wrote about
research being undertaken at a number of the journalism schools. He
suggested that a good topic for a doctoral dissertation might be, “The
relationship between the American Press and American Politics from 1812 to
1860.” Heargued that an effort should be made to show whether the growing
nation shaped news content or whether the press shaped the development of
the political system. He categorized university journalism research into ten
categories that spanned study of styles of expression, news policies, ethics,
business concerns, history and politics, the press and the American social
condition, American industry and commerce, the legal system, and research
having to do with American thought and ideals. He discussed the ideal
merging of research and teaching by describing a course titled “The News-
paper as a Force in Human Progress.”

Journalism & Mass Communication Quarterly has, through the years, been the
site of significant research. David H. Weaver, Roy W. Howard Research
Professor at Indiana, kindly listed a few of these landmark pieces. He
included George Gallup’s article, “A Scientific Method for Determining
Reader-Interest,” (vol. 7, 1930, pp. 1-13), because it began a long stream of
readership research based on random sampling rather than on purposive or
quota sampling. Wilbur Schramm'’s article, ” The Nature of News,” (volume
26, 1949, pp. 259-69) provided the basis for the discussion of news values in
many reporting texts. David Manning White’s “The ‘Gate Keeper’: A Case
Study in the Selection of News,” (vol. 27,1950, pp. 383-96) is still used inmany
theory classes because it began a long tradition of gatekeeping studies, as
noted in Pamela ]. Shoemaker’s book, Gatekeeping.

Weaver also lists Raymond Nixon’s first systematic, quantitative look at
correlates of press freedom in various countries as a Quarterly classic, along
with Allan Nevins’ “American Journalism and Its Historical Treatment,”
(vol. 36, 1959).

These classic articles represent the commitment of scholars to the Quarterly.
Atthe annual meeting in Baltimore in August 1998, Wayne Danielson, Guido
Stempel, and Donald Shaw shared their experiences withand thoughts about
Journalism Quarterly and its successor, Journalism & Mass Communication
Quarterly:

Talking with a Dinosaur

—Wayne Danielson, University of Texas, Austin. Wayne Danielson is one of the
champions of research in journalism and mass communication and is, despite his
dinosaur status, an adventurer and explorer. Wayne is one of those rare scholars who
shares his mind with others and encourages the best out of everyone he meets. When
L went to the University of Texas, along with Stephen Reese and Pamela Shoemaker,
as a young scholar, it was Wayne who shepherded us through bureaucratic thickets
and conceptual dilemmas. He found computers for us in the far corners of computer
science laboratories and made our research lives at Texas exciting and enjoyable.

A student came to see me a few weeks ago.
"Your theories class is so interesting,” she said.
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”Your name is in our book. And you seem to know all these people our book
talks about.

“1t’s wonderful to hear your stories. It makes those people seem so real.”

1 thanked her and | assured her that all those people really were real. And 1
did know them, and | loved them all—the ones who are gone, and the ones
who are still here—1 still see a few out there.

But as she left, I realized I had become a dinosaur.

She meant well, but she was speaking to a creature from another age.
Her feelings toward me were like those guys in Jurassic Park when they first
see those incredible creatures from the distant past. To her, 1 was awe-
inspiring.

1 didn’t feel like a dinosaur inside, but let’s face it. Do creatures ever really
realize that they are going extinct? 1 was a dinosaur, all right.

”Somebody ought to come over and take a sample of my DNA,” | thought.
“It might be valuable to science.”

So, when Jean Folkerts called about this panel I kind of had that dinosaur
feeling again. 1felt like one of the last living members of the AEJMC, one who
was actually there with all the historical figures. Yes, I personally knew many
of the people who thought up the theories and the methods that we refer to
so casually today.

You know the theories—Bullet theory, information gap, gatekeepers, cultiva-
tion, diffusion of information, two stage flow that sounds like something you
might calla plumber about. And worst of all “uses and grats.” That sounds
like something you might order in a truckstop down south. “I’ll have a
helping of ‘uses and grats,” if you don’t mind.”

Butlaccepted anyway. Who could refuse Jean Folkerts? And, afterall, Ithink
1 rather like being a dinosaur. And I am pleased to be here to celebrate this
wonderful occasion for Journalism & Mass Communication Quarterly. Seventy-
five years. That’s a long time, but I think it’s only the beginning.

In my teaching this summer I’'m using PowerPoint for the first time. I bring
my computer to class. I plug it in, and my slides are projected automatically.
Within half an hour after the lecture, Koji Fuse, my TA, puts my notes up on
the class website. l invite you todrop in and take a look sometime. I'm feeling
up to date for a dinosaur.

At the same time, I'm feeling strangely nostalgic, intrigued, interested. Ihave
decided that the distinction between being alive and being dead has been
greatly exaggerated. Some of the people who are unquestionably alive are
actually dead, and some of the people who are unquestionably dead are very
much alive—at least to me.

And in my mind, a kind of magical realism exists. And asIteach the theories
course, | visit again my friends from the past alive or dead, it doesn't really
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matter. 1 think often of the early days and the struggles we had to get
quantitative research papers accepted at the annual conference.

Nobody was hostile, really, but they wondered why we would want to
present research papers. It just wasn’t done all that much. It wasn't the
tradition. It wasn’t what conferences were for. We thought this idea was wrong.
Dissatisfied,we decided to have a RUMP session in 1955 after the Boulder
convention.

Getting to Boulder was difficult. I was still at Stanford in the newly formed
doctoral program in mass communication research. I would be the fourth
graduate. 1 had no money to go to Boulder. Paul Deutschmann found
someone who wanted a car driven to Denver, and we agreed to do it so we
could attend the Boulder meeting.

We had troubles. Paul had bad eyesight, and he ran the car into a road sign
in Sacramento and damaged the radiator. We packed the back seat of the car
and the trunk with jugs of water and drove on, filling the radiator every fifty
miles or so all across the American West.

To save gasoline and to keep the radiator from overheating, we turned the
engine off and coasted down the high passes. We got the man’s car to Denver,
in terrible condition, but his family accepted it. At Boulder, we couldn’t
afford to register at the convention, so we slept on the floor in the rooms of
kindly delegates. It was all worth it.

Because, atthe rump session we heard Charles Osgood and Percy Tannenbaum
talk about the semantic differential. We heard Wilson Taylor talk about his
new readability method, CLOZE procedure. We heard Bruce Westley and
Malcolm MacLean talk about their new model for mass communication.

Weheard Wilbur Schramm discussing the importance of information theory.
Weheard many others. We talked, questioned, debated. It seemed wonderful
to me then, and it still does. Good ideas like good people live on and on.

It seems to me that even Paul and I got to talk about the surveys we hoped to
organize to find out how long it took for people to learn about important
news. It was interesting and exciting, and with the other convention
delegates gone, we felt like revolutionaries.

In some ways we were. Under the benign and helpful editorships of
Raymond B. Nixon and Edwin Emery, Journalism Quarterly published our
studies. On our own, we organized committees of correspondence and
exchanged copies of our research papers.

We organized MURUMP, the midwest RUMP session, and we held the first
of what later became the famous midwinter meetings of the AEJMC. We met
at the Sheraton Hotel in Chicago and talked and talked. And along the way,
we thought of ways to nudge the organization into offering more research
sessions.

It all seems a long time ago now. We had an opportunity—an organization
ready for change and an eclectic publication that was willing to help. We took
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advantage of the opportunity, as did others with different research orienta-
tions. 1 think we did some good. We changed journalism education—
broadened it—improved its research.

We made a better place for it in the American university. We emphasized
graduate education. We added some excellent doctoral programs. We
helped clear the path for all the new divisions and academic specialties we
now celebrate in this organization. 1think none of this would have happened
without Journalism Quarterly.

Journalism Quarterly welcomed us. It published our articles without all that
much review. It provided a forum where ideas could be considered quickly.
It took a chance onsome young scholars, and in doing so, it enabled beneficial
change to happen.

After a few years the rump sessions disappeared. They were no longer
needed. The organization had become something quite different from what
it had been. Times havechanged and new interests haveemerged, but 1 think
there’s a lesson here that’s worth remembering.

It seems to me that a distinguished journal has to mirror the intellectual life
of the organization it serves. If it distorts that intellectual life, if it tries to
control and shape it and manage it, it won’t survive. It has to take a chance
on young scholars and give them the opportunity to be heard. It has to
support and encourage new ideas.

Ourjournal has doneall these things, and it has done them evenat times when
the organization itself seemed to be slow to change. Ourjournal hassurvived
and prospered, a continuing tribute to its editors over many years and to the
scholars who sent it their best work.

It has proved its worth, its right to stand among the distinguished academic
journals of the country. From two of its later editors, Guido H. Stempel and
Donald L. Shaw, we’ll learn about other ways the Quarterly changed.

And from Jean Folkerts perhaps we’ll hear more about how the Quarterly
is still changing. In particular, I would like to know what its presence on
the Internet will be. 1 may be a dinosaur and due to go extinct any time
now, but I can assure you I'm still interested in the Quarterly and its bright
future.

And if you'd like to share in my imaginary talks with friends please visit the
web page for my summer theories course at Texas. 1have sixteen lectures
published so far. You can find them on my resume page on the departmental
web site. Or just send me some e-mail.

Establishment of the Quarterly

—Guido Stempel, Ohio University. Guido Stempel has, like Wayne, shepherded
many graduate students and young faculty members through the thickets toward
tenure. When I visited with Guido shortly before I took over as editor, he said
something to me that I have not forgotten. He said it is the job of the Quarterly editor
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to help young faculty members succeed in research and in gaining tenure at their
institutions. 1 remember this comment every time I write a letter of acceptance or
rejection or try to spell out criticisms. encourage editorial board members to regard
their evaluations as critiques—but as critiques that will help a young author make
progress in research-—not discourage him or her.

It has been said that a continuing magazine is a series of different magazines
under the sametitle. That clearly is the case with Journalism Quarterly. 1 have
knownmany Journalism Quarterlies over the years. My first experience with
Journalism Quarterly was when I was in a graduate seminar under Ralph
Nafziger at Wisconsin in the spring semester of 1952. My term project was
an experiment with sampling in content analysis. When I reported on it in
class and turned it in, Professor Nafziger told me 1 should send it to Ray
Nixon, the editor of Journalism Quarterly.

That was not a casual, off-hand comment. It will help you to understand the
history of Journalism Quarterly and research in journalism to know that in
1935, Nafziger, Nixon, Chilton Bush, and Ralph Casey were all doctoral
students at Wisconsin.

Casey was editor of Journalism Quarterly from 1935 to 1945. Nixon succeeded
him and was editor for eighteen years. Casey at Minnesota, Nafziger at
Wisconsin, and Bush at Stanford started doctoral programs in mass commu-
nication in the late 1940s, and the impact of those programs and their
graduates on research in mass communication was considerable.

Isent the article to Nixonin mid-June of 1952. Slightly more than two months
later, the Summer issue of Journalism Quarterly came out, and my article was
included. That clearly was a different Journalism Quarterly from the one we
know today. There are these differences:

(1) My article was a research-in-brief, and Journalism Quarterly no longer uses
them. Parenthetically, 1 should note that this research-in-brief has been
widely cited, most recently in the Winter 1994 issue of Journalism & Mass
Communication Quarterly!

(2) Journalism Quarterly, like most publications at that time, was hot type. That
meant flexibility that makes additions to the publication much easier than is
the case with cold type production.

(3) That issue of Journalism Quarterly had ten articles and 120 pages.

(4) That in turn reflected the fact that mass communication research was a
limited field. Wayne Danielson mentions the difficulty researchers had
getting on the AE] program in those years. 1first attended an AE] convention
in 1956, and there was the quantitative or rump session with several papers
and two sessions of four papers each in the regular program. Those two
sessions were scheduled at the same time, presumably to prevent AE]
members from overdosing on research. Now we have more than 400 papers
presented at the convention. Furthermore, thereare another 400 notaccepted
for the convention. That is one indication that our research not only
expanded, but seems to have outrun the publication options. Asanaside, that
is one reason that Bob Stewart and I have started the Web Journal of Mass
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Communication Research at Ohio University. (www.scripps.ohiou.edu/
wjmcr.)

(5) Journalism Quarterly was not refereed at that time. That may have
shortened the time between submission and publication.

Much of this changed in the years 1 was editor of Journalism Quarterly. We did
move to cold type production. We did expand the number of pages and
articles. In the years | was editor, Journalism Quarterly averaged more than
twenty-five articles and 221 pages an issue. 1did an index for Volumes 51
through 60 (1974-1983). The unduplicated total number of authors in that
index is 987. That’s considerably more than half the AEJMC membership at
that time.

The last productivity study in our field was done by John Schweitzer for the
years 1980 through 1985. It appeared in the Summer 1988 issue of JQ.
Analyzing nine journals, he found 1,003 articles by journalism and mass
communication faculty. More than 600 of those would have been in Journal-
ism Quarterly. Clearly it was the major player in our field.

Now a decade later, there are more journals, butstill more research. The Index
to Journals in Mass Communication is showing more than 600 articles a year in
journalism and mass communication.

Another change during my time as editor was that Journalism Quarterly
became a fully refereed publication. Bruce Westley led the push in that
direction. He was associate editor with responsibility for theory and meth-
odology articles from 1964 to 1973, and that part of the Quarterly became fully
refereed.

Bruce influenced me in another way. He was an excellent copy editor. You
may recall that his editing textbook was the leader in our field for a quarter
ofacentury. He edited researcharticles, too. Iremember one article by a well-
known author that ended up being one third Bruce’s words pencilled in. 1
followed his example, and one of my fondest memories was receiving a letter
from an author whose article | had cut by one third. He told me it was greatly
improved as a result of my editing.

Although these were significant changes, perhaps the most important one
that occurred during my editorship was the result of an action by the
Publications Committee. I believe it was at Hillier Krieghbaum’s suggestion
that they established an institutional subscription rate—a higher rate for
libraries and the like. That increased our revenue substantially, and that
money became two-thirds of the revenue for Journalism Quarterly. That
made it possible for us to push to issues of 250 pages in the latter part of the
1980s.

A lesser change initiated by the committee was that selection of the editor was
put in the hands of the committee. Previously the editor had been elected for
a three-year term, but only once had there been competing candidates. That
was in 1963 when Ed Emery defeated Bruce Westley. Never again was there
a competing candidate, and Ed Emery used to refer to it as a “Russian
election.”
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While a lot has changed, I suspect that one thing that I can remember from
forty yearsago remains thesame. Itis people asking the editor, "Why doesn’t
Journalism Quarterly run articles on...?” The answer always has been that
Journalism Quarterly is a reflection of the field. It cannot run the article that is
not written. There are fads in mass communication research. 1 remember
telling Ralph Izard of our faculty, who did research in ethics, that I found
whendid the ten-year index in 1984 that the number of articles on ethics was
50 percent more than in the previous decade. Thatcheered him up until Itold
him that the increase was from two articles between 1964 and 1973 to three
articles between 1974 and 1983. Yet in the next five years there were fifteen.

So the Quarterly has changed because our field has changed, and the Quarterly
hasalwaysbeena reflection of our field. It moves in the mainstream, resisting
the siren songs of the Lorelei who would lure it to one shore or the other.

Transition and Change

—Donald Shaw, University of North Carolina at Chapel Hill. Donald Shaw is
known as one of the two scholars who established agenda setting as a research
concept. A preeminent scholar, he took the Quarterly through a difficult period of
geographic and technological transition. He made the first steps toward the smooth
flowing production process that we now enjoy.

1 am happy to have a chance to talk about Journalism & Mass Communication
Quarterly at this important anniversary. My own period of editing was from
1989 t0 1992, but before that I served five years as associate editor for history
and for about a decade before that as co-book review editor with Richard Cole
of North Carolina. I am proud of JMCQ, a journal that has been strongly
supported by the membership and by the Publications Committee and the
AEJMC central office. Certainly I was given strong support when I was
editor.

JMCQ has highlighted different aspects of our field for a long time, a picture
window of major developments and a showcase for scholars present and
past. The journal also publishes material—for example in legal or audience
analysis—that is useful for those doing daily print or broadcast journalism.
Over the years, the research and writing have become stronger, more
sophisticated, more focused. JMCQ research compares favorably with any
scholarly communication journal and certainly justifies its position as the
leading journal in our field. Recently some of our scholars have made more
of an attempt to relate research findings to those doing daily reporting.

There are trends in JMCQ. In the topics and methods used over time one can
find a history of our field, in substance and tone. As our field has evolved, the
journal has reflected that change and has served in a position of leadership.
In 1989-1992, for example, JMCQ shifted from hot to cold type, changed the
format from two columns to one, added editorials and essays, and expanded
the abstract portions of articles. We also fixed appointment periods for
associate editors to give future editors the flexibility to match associate
editors with changing communication research trends. On reflection, some
experiments with the colors of the journal—my personal mistake, evident on
the rows of scholarly shelves—did not work out and the change in printing
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techniques required some difficult adjustments before the journal could
catch up with a brief period of lagging publication. Also 1 dropped the
research-in-brief section in order to expand space for more longer articles (as
most submissions were) but with a plan to publish research-in-brief articles
of fixed lengths (four pages, including illustrations) in the future, a plan that
1 was not able to implement because my term as editor ran out. I have
encouraged Jean Folkerts to consider this change and even volunteered to
help as an unpaid editorial assistant with the creation of such a redefined
research-in-brief section, if such a decision is made by the editor and Publi-
cations Committee in the future.

Certainly I received strong support from GuidoStempel, the long-termeditor
before me, when I took over and from Jean Folkerts, the present editor, who
served as one of my associate editors. Both are outstanding editors who fit
well with the long tradition of JMCQ editors who have served our field well.
Jean Folkerts specifically asked that 1 comment today on the role of the
Publications Committee during my term and I would say that the committee
was supportive, and represents AEJMC very well. Because the term of editor,
three years, is very short, and because it takes a year or so to learn the basics
of editorship, one has very little time to deal with changes that result from
changes in printing techniques or editorial approaches. Many decisions have
to be made rapidly, perhaps too much so at times. At any rate, it was not
always possible to seek approval in advance for all the changes that were
done during my editorship, although the committee certainly provided
views during the regular and midwinter meetings, twice a year, in addition
to any letters or telephone calls at other times. Of course, the responsibility
for changes falls ultimately on the editor and that was as true of my editorship
as for any others. Periods of change, such as that represented by the journal
in 1989-1992, create many demands on all involved—editor, associate edi-
tors, Publications Committee members, authors, printers, AEJMC officers
and staff, and others—and certainly I am appreciative of all the support that
I received. 1 also received strong support from the University of North
Carolina where Dean Richard Cole proved a friend to JMCQ and to me
personally. David Arantand Stan North Martin were my editorial assistants.
Toall these people, and to the many reviewers, my book review and associate
editors, then managing editors Bill Click and Leara Rhodes, and to the
AEJMC central staff, | would like to give public thanks. A successful journal
involves many people, of which the editor is only one. lam very proud of my
association with JMCQ), and the experience broadened my appreciationof the
wide scope of our dynamic field. AEJMC gave me a great opportunity for
service, and 1 appreciate it deeply. If I were to do it again, given experience,
1 would do some things the same, some differently. That is what one learns
during challenging assignments and being editor of JMCQ is a challenging
assignment that can absorb up to twenty hours or more a week. No editorin
the past, and none in the future, could or will be able to edit JMCQ without
significant impact on his or her time available for personal research or
teaching or even personal life.

JMCQ demonstrates a democratization of our field. Many universities are
represented where a few dominated thirty years ago. There will always be
challenges. In the future we will need to find ways to speed up the
publication of scholarship—right now the journal has a commendably short
space between acceptance and publication—because the Internet has influ-
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enced the dynamic connections between author and audience. We may need
to use the Internet for short versions of articles in press, or even the longer
versions. Planning for some of this already is under way. Wemay eventually
want an Internet version of JMCQ, an area where Guido Stempel is pioneer-
ing with an excellent Internet journal.

There are challenges beyond the journal that will influence JMCQ. In our
graduate programs we need to encourage students to be bold because our
field, like all fields, benefits from fresh conceptual and methodological
approaches. 1read all the manuscripts submitted during my term as editor,
about 1,400 of them. Most submissions were very competent from the point
of view of method, literature review, hypotheses, and research questions, but
only a handful stick out as innovative or risk taking, a factor that is usually
evident within the first three pages. Collectively we need to be bolder. Of
course editors have tobe careful to assign such manuscripts to reviewers who
are open to innovation because we sometimes tend to reject a survey that has
a small N, or a research question that is unusual or which questions estab-
lished wisdom.

Atan AEJMC meeting 1 always remember that the first paper on the agenda-
setting function of the press that Max McCombs and I wrote was sharply
rejected as a convention paper. Max and I are grateful that a reviewer for a
journal was willing to forgive the obvious weaknesses of a panel study of a
very small number of undecided voters in a tiny southern town. This study,
conducted by undergraduate students, helped find a very simple agreement
between what was published in the press and what people cited asimportant.
MaxMcCombsand I are very humble about the success of this line of research
that tested or extended observations by Walter Lippmann and others. We
knew then; we know now it was only amustard seed. The point I make is that
Journalism & Mass Communication Quarterly reflects our field, but all of us
should strive for more than the predictable because modern journalism and
communication is rapidly changing and we need to be agile as scholars to
keep up. Generals too often fight the last war (for a while) and we as scholars
need to use the conceptual frameworks we inherited as platforms rather than
fences, lest our own students doing daily journalism after graduation, often
on the Internet, leave us behind. JMCQ can publish only what we submit.

Still, Journalism & Mass Communication Quarterly remains an exciting journal
toread. Ourfield isexpanding and we stand at the edge of a new century with
a strong editor and commitment from AEJMC and from all the membership
to maintain our leading position as a journal of scholarly reflection. That has
been true for seventy-five years.

Epilogue

—Jean Folkerts

The above comments from former editors and distinguished scholars convey
to us not only information but a cultural map that describes the history of
AEJMC and JQ and the subsequent JMCQ . In reading the above notes we
learn a great deal. We learn that the editors of JQ were interested not merely
in the reading and accepting and rejecting of manuscripts, but in the devel-
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opment of a field of inquiry. We learn that important people in the field were
and are kind, that they cared about young academics, and they wanted to form
acommunity of scholars. We learn that everyone didn’t succeed on the first try.
Don Shaw, for example, was kind enough not to mention that the journal
reviewer who saw the value in the agenda-setting article by McCombs and
Shaw that has established an entire new line of research was not a reviewer for
the Quarterly. Otherwise, that article would be listed by David Weaver as one
of the classics. Instead, McCombs and Shaw had to try another journal! Still,
McCombs and Shaw remain devoted to the Quarterly.

We learn that the tension between research and practice has been a constant in
journalism education. Most of us argue that there is room for both, but
pressures from the industry and funding sources can be persuasive. We need
to educate industry leaders, to show them the importance of our research that
they sometimes deem obtuse and esoteric.

Wealso learn that Journalism Quarterly has not remained static. Each writer has
talked about change. Reflecting changes in the field, the AEJMC membership
voted to change the name of the Quarterly to Journalism & Mass Communication
Quarterly in 1995. Other changes have taken place under my editorship. We
capitalized on the efforts made by Donald Shaw to update the production of the
journal. Now all final manuscripts are submitted and edited on disk, imported
into a desktop publishing program, and sent to the printer on disk. This
innovation reduces the possibility for introducing errors, speeds the process,
and provides a flexible format.

We have tried to make the Quarterly as accessible as possible. [ am indebted to
former associate editors, as well as to the current ones. Margaret Blanchard,
Dan Riffe, Michael Salwen, and Theodore Glasser have expanded our list of
reviewers and recommended new members for the editorial board. We answer
e-mail inquiries, try to provide thoughtful reviews, encourage innovative
research approaches, and have expanded the editorialboard. At the encourage-
ment of the AEJMC Committee on Outreach, we have begun writing press
releases for at least one article of every issue of the Quarterly. Most of all, we try
to adhere to Wayne Danielson’s gentle suggestion that the Quarterly must
always be open to new ideas by young scholars.

The Quarterly must now grapple with the online world. Wayne Danielson and
Guido Stempel both mention the importance of the Internet. Otherassociations
are publishing their journals on CD-ROM. The Publications Committee is
investigating different possibilities for making the journal electronically acces-
sible, an activity which I heartily support.

Through the writings of these scholars we learn that JMCQ relies on many for
its quality and its contributions. We thank the writers of the articles, who labor
over research data and struggle for interpretations. We thank the many senior
scholars who have encouraged graduate students, who have reviewed articles
and who have submitted their own work to JQ. Associate editors and editorial
assistants carry a huge workload that enables editors to appear more accom-
plished than they really are. Our book review editors, Paula Poindexter and
Lisa Romero, introduce us to books that are new and exciting in the field. We
thank the staff of AEJMC, who help us every day. Jennifer McGill gives us her
tireless support, Fred Williams organizes the graduate advertising section,
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Richard Burke makes sure the honorariums are sent, Lillian Coleman not
only masters desktop publishing programs, but she checks our spelling and
catches our little and our big errors. Felicia Greenlee Brown generally
supports us when we get into computer production trouble, but this year she
contributed to the publication as a designer as well. Felicia is responsible for
the 75th Anniversary logo, the design that has elegantly graced our covers
this year. Kyshia Brown and Pamella Price watch over our membership and
assist us even when we’re impatient and crabby. At The George Washington
University, Katharine Huang, my editorial assistant extraordinaire, has won
the admiration and respect of myself, the editorial board, and the journal’s
authors. Maria George and Tessa Rottiers provide secretarial assistance, and
Suzanne Clarke, director of external relations, writes the press releases that
help interpret research to professionals. The university relations staff, with
the encouragement of director Sandy Holland, support the mailing and
faxing of the releases.

Perhaps what all of this tells us is that the Quarterly is more than a collection
of research on paper. It is a dynamic institution that has subtly altered its
course, while preserving the best of the old and of the mainstream, for
seventy-five years. It is a human endeavor to be proud of.
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COMMUNICATION AND AGE IN CHILDHOOD
PoLiticAL SOCIALIZATION: AN INTERACTIVE
MobDEL or PoLiticAL DEVELOPMENT

By William P. Eveland ]r., Jack M. McLeod, and Edward M. Horowitz

1 .

| The proposed interactive model of political development predicts that the t JeMC
socialization effects of communication will be moderated by age, such that
younger children will be influenced less than older children by the same
communication source. Using data collected from a sample of 290 children
from San Jose, California, in grades five through twelve, this model was
tested using political knowledge as the socialization criterion. The data

| provided strong support for the model, and the implications for future
socialization research were discussed.!

— - e |
The role of communication in political socialization has been recog-  Introduction
nized for several decades. Early research on political socialization was
implicitly founded on a transmission model of communication of knowl-
edge, partisanship, and attitudes from parents to children. Research then
began to examine the role of different patterns of communication within the
family in political socialization, and revealed significant effects.2 Other
research, conducted primarily in the 1970s, posited a role for mass commu-
nication, particularly television news, in the socialization of young adults.
Another paradigm in political socialization research focused on the
role of age as a developmental factor determining political socialization.
Much of the research in the 1960s attempted to describe differences in
socialization criteria (e.g., political knowledge and attitudes) based on the
age of the child being observed. Itbecame clear that attitudes and knowledge
varied with age.* Much of the early research seemed to be based on the
implicit assumption that age was a measure of cognitive capacity in the
Piagetiansense. However, in the past decade the strict stages of development
proposed by Piaget have been questioned and significantly modified to
conform to more recent theories of development that do not propose distinct
stages occurring at specific ages.’
The study of political socialization waned between the early 1970sand
the mid-1990s,6 and much of the recent work has focused on adults instead
of children.” There has been little work published that takes advantage of t“f’r‘
developments in the study of children’s cognitive capacities, or in improve- | t |
ments in the study of media effects. However, in the past few years there has -
been renewed enthusiasm in political socialization research.? The purpose of \)
the present study was tobuild upon the two traditional paradigms of political
- ——
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socialization research described above and to elucidate a revised model, the
“interactive model of political development.” Specifically, we focused on
the acquisition of political knowledge by middle and high school students.
Although research on political socialization has used countless criteria, the
present study focuses on political knowledge as the primary criterion to
represent political socialization. We have done this because research has
shown that there are high levels of instability in attitude measures for
children® as well as other serious problems,'? leading to current concerns
about the reliability and validity of measurement of attitudes in
pre-adults.!!

Communication and Political Socialization. Beginning in the late
1960s and early 1970s, research on political socialization began to emerge in
the field of communication. Early work examined the role of family commu-
nication patterns in influencing the knowledge and attitudes of children.!?
Later research began to evaluate the use and influence of news mediaamong
children and adolescents, finding that news use (especially television news)
was relatively prevalent among children' and that it had some impact on
their political knowledge.'

Early in the study of mass communication and political socialization,
Chaffee and his associates found that high school students from Wisconsin
rated mass media higher than teachers, parents, and friends as sources of
information about current affairs.> Then, using cross-lagged correlation to
analyze their panel data, they found that attention to media publicaffairs was
positively related to political knowledge, implying a causal relationship.

A sample of third- through sixth-graders from Michigan were shown
tohave high levels of exposure to both political advertisements and viewing
of television news.!® There were relationships between political knowledge
and advertisement exposure, campaign news viewing, and general news
viewing, with the strongest relationship being for campaign news viewing.
Similarly, a sample of 9-year-olds, 13-year-olds, and 17-year-olds inter-
viewed by Rubin demonstrated a significant relationship between television
public affairs viewing and two different measures of knowledge.””

More sophisticated analyses of the effects of news media use on
political knowledge have revealed reciprocal effects of news media use and
political knowledge for children in fifth and sixth grades.!® The primary
causal link, however, was from news media use to political knowledge, not
from political knowledge to news media use. This finding bolsters the initial
Chaffee, Ward, and Tipton finding of causal effects among Wisconsin stu-
dents.!” The literature thus supports the conclusion that, even across dispar-
ate age groups, media use has some causal influence on political knowledge.

Other research has also demonstrated that news media use (particu-
larly television news) can lead to some form of knowledge for pre-adults.
Evidence has been based on both cross-sectional and panel survey data® as
well as experimental studies comparing recall of experimental news stories
or broadcasts across groups.?'

Interpersonal discussion is also important in childhood political so-
cialization. McLeod and Chaffee”? have repeatedly demonstrated the impor-
tance of family communication patterns for many dependent variables,
including political socialization. Other research has also demonstrated
effects of interpersonal discussion on the political knowledge of children,
although sometimes it has been found to be less important than mass
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mediated communication.”? Based on the communication literature, then,
the following hypothesis was offered:

H1: High levels of political communication (both mass
mediated and interpersonal) will be positively related to politi-
cal knowledge.

Age and Political Socialization. Much of the initial research on
political socialization was primarily descriptive—it focused on determining
the knowledge level and attitudes of children at different ages. However, it
is important to focus on exactly what age means in this particular program of
research. Wartella points out that simply describing changes in a dependent
variable across age groups is not an explanation in itself.? In the early
political socialization research there seems to be an implicit assumption that
age (or grade in school) is a measure of cognitive development and that as
children develop cognitively there will be qualitative changes as well as
quantitative increases in their political knowledge. Indeed, Sigel states that
“the ability to reasonlogically, to think abstractly, and to apply such thought
to concrete situations—all prerequisites for meaningful political thought—
are age-dependent.”?

The notion that cognitive development is a function of age is based on
studies conducted during the early years of socialization research. This early
research generally followed Piaget’s claim that children progressed through
two major distinct stages of cognitive development during their primary
school years: concrete operations (from about ages 7-11) and formal
operations (from about 12 years of age on).?® Since it is not until the stage of
formal operations that children are able to (mentally) manipulate abstract
concepts and ideas that serve as the fundamental bases of politics, their
ability to think about political matters as “adults” should begin at about this
time.

Unfortunately for research on socialization, however, “age is only a
rough locator for these concepts”?and ”is confounded with temporal se-
quence concepts of all kinds, both personal (developmental or life cycle) and
historical.”? Other prominent scholars of political socialization agree to a
greater or lesser extent with the inherent limitations of age as a precise
measure.” The difficulty of discerning what age measures is highlighted by
Bar-Tal and Saxe’s argument that changes in political knowledge are the
result of both cognitive developmental changes and a continuous build-up of
political information over time—two effects inexorably combined in a mea-
sure of age.*® Even Piaget himself was not certain about the actual validity of
the age norms specified for the different stages of cognitive development
because of large individual differences.’!

In socialization research, age has been viewed as a primary determi-
nant of levels of political knowledge. Most recent research has been able to
demonstrate that older children score higher on political knowledge quizzes
or provide better answers to open-ended questions about the political envi-
ronment than do younger children.> However, the relative dearth of
research on childhood political socialization in the late 1980s and 1990s* has
meant that the early descriptive studies have rarely been elaborated on and
examined within a modern theoretical foundation. Thus, if anything, much
of the research continues to use the traditional Piagetian stages of develop-
ment framework. It is rare when these studies address the fundamental
question of where the knowledge comes from, since it seems obvious that the
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capacity to process information, not the content of knowledge itself, is the real
product of cognitive development.

Based on the conceptualization of age as a rough indicator of increased
cognitive capacity and a greater store of general information (which serves to
facilitate integration of new information into an overall cognitive frame-
work), but not as a measure of qualitative shifts in mental ability (as Piaget
has proposed), the following hypothesis is offered:

H2: Age will be positively and linearly related to politi-
cal knowledge.

An Interactive Model of Political Development. The literature clearly
demonstrates that levels of political knowledge vary by age. In addition to
traditional direct effects models of how age impacts political knowledge, two
additional, more complex models of the role of age in political socialization
are also important: mediating models and moderating models.3* A mediat-
ing model would examine the relationship of chronological age with some
other variable that may be what directly causes greater knowledge. For
example, age may bring with it higher verbal functioning, which would
encourage greater levels of discussion of politics between parents and
children. This discussion in turn could lead to the greater knowledge of
politics found in older children. In this example, then, the effect of age (as a
measure of verbal functioning) is indirect, through political discussion.
McLeod, Eveland, and Horowitz tested a mediating relationship between
age and political knowledge through the primary agents of political social-
ization (that is, family, peers, schools, and media) and found that age did
indeed influence political knowledge both directly and indirectly through
newspaper reading and television news use.3

Another possibility is a moderating model, what we will here call an
interactive model of political development. Scarr-Salapatek and Salapatek see
socialization as “an interaction between socio-cultural and organismic fac-
tors.”* Political socialization researchers have also noted the importance of
moderating variables: “It would appear that innate characteristics such as
levels of basic intelligence and rates of cognitive maturation set the broad
parameters within which political learning takes place. As these inner forces
develop they permit more fruitful interaction with environmental stimuli
provided by parents, teachers, peers, and the public media.”*”

O’Keefeand Reid-Nash similarly note that socialization occurs at each
level of analysis from individual through societal, pointing to the importance
of studying the process at each level.® Taking this notion quite literally,
socialization may occur through biological characteristics of the individual
(e.g., cognitive capacity as represented by a measure of age) and social factors
such as the level of information available in the child’s environment (e.g.,
communication via mass media or interpersonal sources). That is, the level
of information available through the social-level process of communication
has some impact on knowledge levels, but the child’s cognitive capacity to
deal with this information moderates the effect. Thus, socialization is a
process that is dependent on the interaction of several factors, including
cognitive capacity and information levels in the environment. Although this
model seems quite obvious, and many political science and communication
theorists have stated it implicitly or explicitly,* few studies have directly
tested this model, and even fewer have tested it using the appropriate
statistical methods.
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This perspective on political socialization predicts that when the
capacity is clearly present (such as in later adolescence and adulthood) but
information unavailable, there will be low levels of knowledge. As Bar-Tal
and Saxeargue, the study of knowledge mustbe connected to the information
that is available in the environment.*’ Similarly, if the cognitive capacity is
not present (such as in early childhood), even great amounts of information
may lead to only slight gains in knowledge.*! This effect is similar to that
predicted by the knowledge gap hypothesis, albeit research on the knowl-
edge gap typically uses the education level of adults as the indicator of
capacity to deal with mediated information.*? Statistically speaking, cogni-
tive capacity is a moderator of political communication (either interpersonal
or mass-mediated) effects on knowledge.** This formulation of socialization
effects can explain the finding* that during adolescence media use is more
important than age for political socialization; that is, once the cognitive
capacity has been developed, it is the level of information available in the
environment that will lead to knowledge gain.

There is some evidence for this hypothesis in the literature on the
socializing effects of mass communication. For example, Rubin found that
the relationship between public affairs television use and issue specificity
(one of his measures of knowledge) was significant only for the oldest age
group in his sample, 17-year-olds.*® Atkin demonstrated that the effects of
both television news use and campaign advertising on knowledge were
greater for fifth- and sixth-graders than for third- and fourth-graders.#
Similarly, Atkin and Gantz detected a correlation between national news
exposure (as well as exposure to Saturday morning kids’ news programs)
and political knowledge for fifth- and sixth-graders but not for kindergarten
through third-graders.”” However, direct comparisons could not be made in
this case because knowledge was measured differently for the two age
groups.

Not all of the evidence in the literature has supported this hypothesis,
however. Garramone and Atkin expected greater effects of newspaper
reading on knowledge for older children than younger children, but hypoth-
esized no difference by age for television news viewing.#® Using data from
149 seventh- and tenth-grade students, they found no support for their
expectation of different effects of newspaper use by age. The main effect of
television news was greater than for newspapers for current events knowl-
edge, however, which was consistent with their hypotheses. Despite this
limited contradictory evidence, the logic of the interactive model of political
development and the bulk of the literature suggest the following hypothesis:

H3: The impact of political communication on political
knowledge will be greater for older children than for younger
children.

Sample. The data for the present study were collected by telephone
interview from San Jose, California, during the two weeks directly after the
1994 midterm election. The 290 children in this sample were in grades five
through twelve of both public and private schools, and ranged in age from 9
to 18 years. One parent of each child was also interviewed separately to
provide additional information.

The data were collected as part of an evaluation study of Kids Voting
San Jose.*® Initially, 457 sampled parent-child pairs were separately inter-
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viewed in order to evaluate a school-based program called Kids Voting
designed toencourage political socialization and parental voting turnout. Of
these 457 parent-child pairs, those who served as the experimental group for
the evaluation (that is, those who received the Kids Voting stimulus) were
excluded from this analysis, leaving the sample size for the present analysis
at 290. Although it would have been possible to use the full sample and
include a variable for experimental vs. control group as an initial covariate in
the analysis, possible interactions between this covariate and the other
control and independent variables would make this approach cumbersome
and potentially statistically inappropriate.

Measures. Twenty-three questionnaire items were used to measure
communication in the present study. From these twenty-three items, six
indices were built—four pertaining to media use, one to interpersonal
discussion, and one to a form of media information processing. News media
use was measured using twelve indicators to represent both general and
campaign specific media use. These items were factor analyzed (principal
components with oblique rotation) and produced four distinct factors with
Eigenvalues greater than one (total variance accounted for = 53.6%) which
were used to compute factor score variables.®® The first factor represents
campaign media attention (Eigenvalue = 2.93) and has three items as primary
loaders—attention to news about candidates for office, attention to news
about ballot propositions, and attention to news about the national govern-
ment in Washington, D.C. The second factor represents general newspaper
exposure (Eigenvalue = 1.32) and has four primary loaders—days per week
reading the newspaper, reading the front page of the newspaper, reading
letters to the editor, and reading opinion columns and the editorial page. The
third factor was general television news use (Eigenvalue = 1.14), on which days
per week watching a television news program and agreement that news is
something the child tries to watch on television were primary loaders. The
fourth and final factor was non-traditional media use (Eigenvalue = 1.05), with
three primary loaders— listening to talk radio, attention to candidate adver-
tisements on television, and watching the candidate debates on television.

Interpersonal political discussion was measured using a seven-item
additive index (o = .75). This index combined items included in both the
parent and child questionnaires. Children were asked about their political
discussions with their friends, who initiated these discussions, the level of
discussion of the campaign in their school classes, the level of discussion of
the campaign and election in their family, and the level of this type of
discussion between the child and the parent that was interviewed. The
parent interviewed was asked only about the level of campaign and election
discussion in the family and the level of discussion between themselves and
the child interviewed.

The final communication variable is actually a hybrid measure which
is at once linked to media use and cognitive processes. Research has
demonstrated that the way people cognitively use the information they are
exposed toin the mass media has importantimplications for the effects of that
information.' Specifically, those who think about, elaborate on, question,
and make use of information they encounter in the media (both print and
broadcast) are more likely to learn from the media content they encounter.>
Active reflection is a four-item factor that represents this form of information
processing.*

The criterion used for political socialization in the present study was
current political knowledge, an additive index (KR20 = .80) of fourteen multiple
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choice questions (coded as either correct or incorrect, with “don’t know”
responses coded as incorrect). Among these were questions asking the child
toidentify the winners of the gubernatorialand U.S. Senate racesin the child’s
state, along with other highly publicized national races, such as the race for
Ted Kennedy’s U.S. Senate seat and the race for the Texas governorship.
Other questions asked the child to identify candidates from the child’s own
state based on well-publicized information about their campaigns, accom-
plishments, or personal background.

Stage models of development (e.g., Piagetian models) suggest that
qualitative changes in a child’s thinking would occur when he or she shifted
from one stage of development to the next. The only stage shift that would
occuronaveragein the age group in the present study (according to Piagetian
theory) would be between the concrete operational and formal operational
stages, which is believed to occur around age 11 or 12. The nature of a
qualitative shift (as opposed to a quantitative shift) is inherently non-linear;
thatis, if children truly go through stages and these stages are similar for most
children, we should expect that the relationship between age and political
knowledge should change dramatically around the age of the stage shift.
Although the knowledge measure used in the present study is not designed
to be sensitive to such a qualitative shift, it is important to verify that nosuch
shift took place for our measure in order to satisfy the statistical assumptions
of our later regression analyses. In order to do so, quadratic and cubic
functions were fitted to the data in order to see if they provided a better fit to
the data than a linear regression line.* However, in no case did these non-
linear functions significantly improve on the linear prediction.

Once we established that linear regression analyses were appropriate,
we could proceed to test the hypotheses of the study. Table 1 displays the
results of simple zero-order correlations between the independent variables
and political knowledge. Age and all forms of communication except non-
traditional media use seem to have substantial influence on political knowl-
edge, providing general support for Hypotheses 1 and 2.

T ——
TABLE 1

[——=0 st~ 1
Results

Zero-order and Partial Correlations between Political Knowledge, Age,

and Communication Variables

Variables Zero-order 1st-Order
(controlling age)

Age 37 —
TV News Exposure 27 20%
Newspaper Exposure 32 .29
Non-Trad. Media Use .104# .18
Campaign Media Attn. 44 43
Active Reflection 524 A8*
Political Discussion A1+ 39+
N =290

#=p<.10; *=p< .05 *=p<.01

6th-Order
(controlling comm.)

.28**
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Research on political socialization using communication as a depen-
dent variable has demonstrated that in many cases communication itself is a
function of age—thatis, as children age, they become more likely to use mass
media news and to engage in political discussions.?® To test whether or not
the relationship between communication or age and knowledge is spurious,
the unique contribution of age controlling for communication, and con-
versely the unique contribution of communication controlling for age, were
computed via partial correlations.

Table 1 reveals that in many cases the relationship between the
communication variables and knowledge was reduced by the introduction of
acontrol for age. However, these reductions were in no case large enough to
be considered significant. There was an interesting increase in the strength of
relationship between non-traditional media use and knowledge after age
controls, indicating that age had a weak suppressing effect on the relation-
ship between non-traditional media use and political knowledge, in part due
to a negative relationship between age and non-traditional media use. The
implications of controlling for communication (all six communication vari-
ables simultaneously) when examining age effects are similar—although
there was some reduction in the size of the correlation between age and
political knowledge, the change is not significant. Clearly there were sub-
stantial unique contributions of both age and communication to political
knowledge. The shared variance, on the other hand, is minimal. Hypotheses
1 and 2 seem to have received strong support. The zero-order relationship
between each variable (except non-traditional media use) and knowledge
was substantial, and the contribution of each was sustained after control for
the other.

Table 2 reveals a more stringent test of the effects of communication.
This table presents a hierarchical multiple regression analysis of the anteced-
ents of political knowledge. Age was entered alone in the first block and
accounted for about 13% of variance. In the second block, the six communi-
cationvariables were entered simultaneously. The first column of betas in the
table represents controls for only the first block variable, age, and as such
resembles closely Table 1’s report of first-order partial correlations. The
second column, however, reports the coefficients with simultaneous control
for all variables in the model.

Here, the multicollinearity of the communication variables is re-
vealed—three of the six variables dropped to non-significance, while the
impact of the other three was substantially reduced. However, as a block the
six communication variables accounted for over a quarter of the variance in
political knowledge, indicating that there was certainly a strong relationship
between political communication and political knowledge. The variables
accounting for the most unique variance—newspaper exposure, campaign
media attention, and active reflection—remained significant predictors of
political knowledge.

O’Keefe and Reid-Nash note that ” A socialization perspective entails
rather sophisticated multivariate designs incorporating indicators of life
cycle position, source of influence, type of learning process, and structural
variables.”® To address concerns about the need for incorporation of
stringent controls, additional models were run simultaneously controlling
for parental education, household income, child’s gender, and child’s perfor-
mance in school as a first block in the regression before age and the commu-
nication variables were entered into the equation. These controls did not
change the model in any significant way and were theoretically unimportant
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TABLE 2
Multiple Regression Analyses: Additive Effects of Age and Communication Variables
on Political Knowledge

Independent Beta with Block 1 Beta with Block 1
Variables Controls and 2 Controls
Block 1 Age 37+ 25%
R*% 13.4** =
Block 2 TV News Exposure .20** .05
Newspaper Exposure .28** 16**
Non-Traditional Media Use A7 .01
Campaign Media Attention 40+ A7
Active Reflection A46* 274
Political Discussion .36** .04
R? % Change — 25.3**

N =290
#=p<.10; *=p<.05 *=p<.0l

for the present study, sa they were left out of the final model to maintain
simplicity.

Hypothesis 3 stated that there would be an interaction between
communication variables and age when predicting political knowledge.
Specifically, the interactions were expected to take the form of a contingent
or contributory condition—communication should have the greatest (or
possibly only) effects for older children who have developed cognitive
structures to deal with the information to which they are exposed. Based on
recent discussions in both mass communication and psychology noting the
substantial likelihood of Type II errors in interaction tests using survey
data,”” we chose to follow a suggested approach and relax our alpha level for
the interaction tests to p < .10. Table 3 reveals substantial support for the
hypothesis considering the difficulty in detecting interaction effects in small
sample survey research—four of six interactions reached significance, and all
six were in the hypothesized direction. It may be noted that the variance
accounted for by the multiplicative terms was quite modest—however,
statisticians have noted that interactions are more useful for interpreting
relationships than in accounting for variance in criterion measures.®

In general, the interactions were significant for those communication
variables that had the greatest effect on political knowledge at the bivariate
level. All of the interactions were of a similar form—the contributory
condition expected (for plots of the significant interactions, see Figures 1
through 4). Contrary to the findings (but consistent with the prediction of)
Garramone and Atkin,” the strongest interaction (Figure 1) was between
general newspaper exposure and age—older children learned more from
newspapers than younger children, as expected. Similarly, attention to the
campaign also produced greater effects for older than younger children
(Figure2). Activereflection, which is more cognitive than behavioral (unlike
the other communication measures), was still moderated by age level.
Younger children were less able to make thinking about and questioning
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TABLE 3

Hierarchical Multiple Regression Analyses: Main Effects and Interactions

Block 1

Block 2

Block 1

Block 2

Block 1

Block 2

Block 1

Block 2

Block 1

Block 2

Block 1

Block 2

N =290

between Age and Communication Variables on Political Knowledge

Independent Variables Beta Coefficient R? % Change
Age 327

TV News Exposure 20% 17.0**
Interaction Term .01 0.0
Age 33+

Newspaper Exposure 28" 20.8*
Interaction Term 12 1.5*
Age 40*

Non-traditional Media Use 17+ 16.2**
Interaction Term -01 0.0
Age 31+

Campaign Media Attention 40 29.1*
Interaction Term 09# 0.8#
Age 27*

Active Reflection 46%* 33.4*
Interaction Term 10 1.0*
Age 31

Political Discussion .36** 26.3**
Interaction Term A1+ 1.1*

#=p<.10;*=p< .05 =p<.01

Discussion
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media information translate into greater knowledge of politics (Figure 3).
Finally, older children obtained more information from political discussions
with family and friends than did younger children (Figure 4). Television
news use and non-traditional media use effects were not significantly mod-
erated by age, however. In both of these tests the effects of communication
and age were clearly additive, not multiplicative. As with the results
presented in Table 2, additional controls were added to all these interactive
models. Again, simultaneous controls for parental education, household
income, child’s gender, and child’s performance in school did not alter the
models substantially, and so were left out to maintain simplicity.

These findings provide many clues about childhood political social-
ization that can be used to advance and possibly revive a field that has gone
through more than a decade of decline,** and to inform researchers withmore
practical interests. First, asa preponderance of past research has shown, age
does have an effect on political socialization, at least when political knowl-
edge is the criterion. The results of this study also indicate that communica-
tion plays an important role in political socialization. Six communication
variables, including both mass and interpersonal communication and a
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FIGURE 1
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variable measuring processing of mediated information, were found to be
significantly related to knowledge either at the bivariate level or after some
degree of control. Although controlling for age did reduce the relationships
between communication and knowledge in some cases (and increased it in
one case), these changes were not large, and therefore we can reject the notion
that the effects of communication are spurious due to the relationship
between age and communication.

The primary intention of the present study was to offer an alternative
model of political development that can be applied across many socialization
contexts. The interactive model as proposed here suggests that political
socialization is dependent on both cognitive capacity and available informa-
tion, that is, on characteristics of the individual and characteristics of the
environment.®' Using age as a rough indicator of cognitive capacity and life
experience and communication variables as measures of information avail-
able in the environment of the child, it was proposed that effects of the
presence of socializing information would be dependent on at least some
minimal level of cognitive capacity. In essence, the model proposes a simple,
intuitive condition—for children to learn the political information presented
to them either interpersonally or through mass media, they must have the
cognitive capacity to process and understand this information. Empirically,
this relationship would be observed as an interaction between communica-
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tion and age when predicting knowledge. Few researchers in the field of
political communication have explicitly tested for this moderating effect of
age.

The results indicated strong support for the interactive model of
political development. Evidence for four of six hypothesized interactions
was found, and each of these interactions was in the expected direction. The
effects of political discussions, general newspaper readership, attention to
news about the campaign, and active reflection on campaign information
obtained from the media on political knowledge were all dependent on the
age of the child, such that the relationships were greater for older children
than for younger children. Not only are the effects of communication not
spurious due to age, they are also not additive with respect to age.

It might be questioned, if the interactive model of political develop-
ment is valid, why was there no interaction observed between age and either
television news use or non-traditional media use? Although we are unable
to settle this question sufficiently with the present data, Salomon’s research
on differences in learning from different symbol systems provides one
possible explanation.? It may be that communication via television is easier
for children in our sample (ages 9 through 18) to learn from because they had
already developed the requisite skills for dealing with the visual information
from this symbol system. That is, it may be necessary to examine younger
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TABLE 2
Multiple Regression Analyses: Additive Effects of Age and Communication Variables
on Political Knowledge

Independent Beta with Block 1 Beta with Block 1

Variables Controls and 2 Controls
Block 1 Age 37 25"

R*% 13.4** —

Block 2 TV News Exposure 20% .05
Newspaper Exposure 28" 16*
Non-Traditional Media Use A7+ ()
Campaign Media Attention 40% A7+
Active Reflection 46** 27*
Political Discussion .36 .04
R? % Change — 25.3**

N =290
#=p<.10; *=p< .05 *=p<.0l

for the present study, so they were left out of the final model to maintain
simplicity.

Hypothesis 3 stated that there would be an interaction between
communication variables and age when predicting political knowledge.
Specifically, the interactions were expected to take the form of a contingent
or contributory condition—communication should have the greatest (or
possibly only) effects for older children who have developed cognitive
structures to deal with the information to which they are exposed. Based on
recent discussions in both mass communication and psychology noting the
substantial likelihood of Type II errors in interaction tests using survey
data,” we chose to follow a suggested approach and relax our alpha level for
the interaction tests to p < .10. Table 3 reveals substantial support for the
hypothesis considering the difficulty in detecting interaction effects in small
sample survey research—four of six interactions reached significance, and all
six were in the hypothesized direction. It may be noted that the variance
accounted for by the multiplicative terms was quite modest—however,
statisticians have noted that interactions are more useful for interpreting
relationships than in accounting for variance in criterion measures.”

In general, the interactions were significant for those communication
variables that had the greatest effect on political knowledge at the bivariate
level. All of the interactions were of a similar form—the contributory
condition expected (for plots of the significant interactions, see Figures 1
through 4). Contrary to the findings (but consistent with the prediction of)
Garramone and Atkin,” the strongest interaction (Figure 1) was between
general newspaper exposure and age—older children learned more from
newspapers than younger children, as expected. Similarly, attention to the
campaign also produced greater effects for older than younger children
(Figure 2). Active reflection, which is more cognitive than behavioral (unlike
the other communication measures), was still moderated by age level.
Younger children were less able to make thinking about and questioning
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TABLE 3

Hierarchical Multiple Regression Analyses: Main Effects and Interactions
between Age and Communication Variables on Political Knowledge

Block 1

Block 2

Block 1

Block 2

Block 1

Block 2

Block 1

Block 2

Block 1

Block 2

Block 1

Block 2

N =290

Independent Variables Beta Coefficient R? % Change
Age 32+

TV News Exposure 20 17.0+*
Interaction Term .01 0.0
Age 33

Newspaper Exposure .28** 20.8**
Interaction Term 12 1.5*
Age 40

Non-traditional Media Use A7+ 16.2**
Interaction Term -.01 0.0
Age 31+

Campaign Media Attention 40** 29.1**
Interaction Term 094 0.8#
Age 27

Active Reflection 46** 33.4*
Interaction Term .10* 1.0*
Age 31

Political Discussion .36** 26.3**
Interaction Term 11 1.1*

#=p<.10;*=p<.05*=p<.01

e e—
Discussion

708

media information translate into greater knowledge of politics (Figure 3).
Finally, older children obtained more information from political discussions
with family and friends than did younger children (Figure 4). Television
news use and non-traditional media use effects were not significantly mod-
erated by age, however. In both of these tests the effects of communication
and age were clearly additive, not multiplicative. As with the results
presented in Table 2, additional controls were added to all these interactive
models. Again, simultaneous controls for parental education, household
income, child’s gender, and child’s performance in school did not alter the
models substantially, and so were left out to maintain simplicity.

These findings provide many clues about childhood political social-
ization that can be used to advance and possibly revive a field that has gone
through more than a decade of decline, and to inform researchers with more
practical interests. First, as a preponderance of past research has shown, age
does have an effect on political socialization, at least when political knowl-
edge is the criterion. The results of this study also indicate that communica-
tion plays an important role in political socialization. Six communication
variables, including both mass and interpersonal communication and a
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variable measuring processing of mediated information, were found to be
significantly related to knowledge either at the bivariate level or after some
degree of control. Although controlling for age did reduce the relationships
between communication and knowledge in some cases (and increased it in
one case), these changes were not large, and therefore we can reject the notion
that the effects of communication are spurious due to the relationship
between age and communication.

The primary intention of the present study was to offer an alternative
model of political development that can be applied across many socialization
contexts. The interactive model as proposed here suggests that political
socialization is dependent on both cognitive capacity and available informa-
tion, that is, on characteristics of the individual and characteristics of the
environment.®' Using age as a rough indicator of cognitive capacity and life
experience and communication variables as measures of information avail-
able in the environment of the child, it was proposed that effects of the
presence of socializing information would be dependent on at least some
minimal level of cognitive capacity. In essence, the model proposes a simple,
intuitive condition—for children to learn the political information presented
to them either interpersonally or through mass media, they must have the
cognitive capacity to process and understand this information. Empirically,
this relationship would be observed as an interaction between communica-
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tion and age when predicting knowledge. Few researchers in the field of
political communication have explicitly tested for this moderating effect of
age.

The results indicated strong support for the interactive model of
political development. Evidence for four of six hypothesized interactions
was found, and each of these interactions was in the expected direction. The
effects of political discussions, general newspaper readership, attention to
news about the campaign, and active reflection on campaign information
obtained from the media on political knowledge were all dependent on the
age of the child, such that the relationships were greater for older children
than for younger children. Not only are the effects of communication not
spurious due to age, they are also not additive with respect to age.

It might be questioned, if the interactive model of political develop-
ment is valid, why was there no interaction observed between age and either
television news use or non-traditional media use? Although we are unable
to settle this question sufficiently with the present data, Salomon’s research
on differences in learning from different symbol systems provides one
possible explanation.®? It may be that communication via television is easier
for children in our sample (ages 9 through 18) to learn from because they had
already developed the requisite skills for dealing with the visual information
from this symbol system. That is, it may be necessary to examine younger
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children who do not have as much experience with television news, possibly
from preschool to middle school, tofind the expected interaction. By the time
they move into high school (about half of our sample), most children may be
able to deal with the symbols (not to mention the level of information
provided) in television news.

Similarly, Neuman, Just, and Crigler found that television news
provides context through exciting visuals that is typically unavailable in
newspapers.®® Their results indicate that television was also able to make
abstract issues easier ta understand for their adult sample. These findings
support the notion that television news (and the debates and advertisements
that made up most of our non-traditional media variable) may have been
easier to use for our younger respondents and therefore did not require the
greater cognitive development and life experience that other communication
sources necessitated. The fact that the strongest interaction found in the
present study was for the only print media variable, newspaper exposure,
while the weakest significant interaction was found for campaign media
attention (which is content but not medium specific), seems to support this
explanation.

Despite the theoretically interesting findings produced by this study,
it does have some limitations. First, the small, local sample limits direct
generalizability to larger populations. However, it is unlikely that the
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relationships found here are unique to our sample of San Jose, California.
Childhood development is unlikely to vary much from locale to locale, and
even if development occurs more quickly among certain subsets of the
population than others, it is unlikely that the order of developmental effects
vary across subsets of the population.

Second, the criteria for political socialization in the present study was
limited to a single variable, political knowledge. Socialization research has
focused on countless criteria over the years, and many have not used
knowledge as the primary criterion. Often used measures include internal-
ization of norms, attitudes toward political leaders, partisan affiliation, and
political participation. Future research should be conducted to discover
whether the interactive model applies only to knowledge or whether it
applies to attitudes and behaviors as well.

A final potential flaw in this test of the interactive model of political
development is one that haunts all research using self-reports by children.
Since reliability of measurement is generally lower for younger children than
older children® and low reliability tends to reduce the size of correlations,
there is some possibility that the weaker relationship between communica-
tion and political knowledge found for the younger members of our sample
was due to greater measurement error among this group. To examine this
possibility we divided our sample into three roughly equally sized groups (9-
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12 year olds, 13-15 year olds, and 16-18 year olds) and found that our
dependent variable was indeed less reliable among the younger group (KR20
= .58) than among the middle and oldest groups (KR20 of .81 and .82,
respectively). However, if this was the sole cause of our interactions, the
unreliability of the criterion measure should have affected the relationship
between the dependent variable and all independent variables equally. In
fact, it did not since, as we have already reported, the interactions did not
appear for television news and non-traditional media use independent
variables. Thus, the differential measurement error by age is a possible, but
unlikely, competing explanation for our results.

The findings supporting our theoretical model can provide valuable
information for those interested in media intervention programs designed to
actively socialize middle and high school students. Although our data
cannot confirm it, since our approach is based on general principles of
development there is little reason to suspect that our findings would not
apply across socialization content domains (such as health or environmental
protection information) and therefore have wide applicability for profes-
sional journalists and social action campaigners.

The implications of an interactive model suggest that those who
intend to use the mass media to deliver socialization messages must take into
account the age or expected level of development of the target audience in
order to produce the desired effects and avoid an inducement of the knowl-
edge gap. That is, those who target children in their preteen years (even if
these are only a subset of the total target audience) should likely make use of
the entertaining visual or auditory media of television and radio, because
both younger and older children are able to learn equally well from these
media.

If preadolescents are not part of the target audience, newspapers are
likely to be more effective tools for socialization. Although both older and
younger children seem to learn equally well from television and non-
traditional media, this learning is not as substantial as the learning older
children do using newspapers. Therefore, when the target audience has
developed enough cognitively to make use of the print media, then print
seems to be the most effective media agent of socialization. Further, if
program designers are not concerned with knowledge gaps based on age,
they should use print media to reach older children while simultaneously
using television to reach younger children. The choice made will depend on
the relative importance placed on equal distribution of knowledge across age
groups versus maximal learning for a particular age group.

Itshould be noted, however, that the present study could not separate
the difference between medium effects and content effects. That is, while it
may be that younger children inherently have greater difficulty with print
media than with television, it may also be that the content carried in
newspapers is simply more difficult to understand. That s, if the content of
the newspaper was transferred to television, younger children would still
have difficulty understanding it. Therefore, we caution that media differ on
at least two dimensions, form and content, and it may be either dimension
that leads to the differences in learning between age groups.

Overall, this study has successfully demonstrated support for the
proposed interactive model of political development. If the study of political
socialization is to again become an important subfield of the larger study of
political communication, the current lack of interest and research must be
replaced by alternative ideas and new methodological approaches. The
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interactive model of political development provides one possiblealternative
approach to the study of communication in socialization processes, and now
there is some initial evidence supporting this model. Future studies of
political socialization should attempt to replicate and expand on the findings
presented here.
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THE SounD BITES, THE BITERS, AND THE BITTEN:

A Two-CampaIGN TEST OF THE ANTI-INCUMBENT

Bias HyrotHESIS IN NETWORK TV NEws

By Dennis T. Lowry and Jon A. Shidler

This study is the first longitudinal study to address two separate lines of |
research—sound bite research and news bias research—uwithin a single
network TV news study. Presidential and vice presidential campaign
stories from Campaign *92 (ninety-nine newscasts) and Campaign ‘96 |
(100 newscasts) were analyzed to test the anti-incumbent bias hypothesis.
The overall conclusions of this study were that (a) the anti-incumbent bias
hypothesis received only minimal support, and (b) in both campaigns, |
Republicans tended to be negatively bitten more often than Democrats. In
this respect, the networks were not equal-opportunity biters.

Network TV news coverage of presidential campaigns in the 1990s has
existed between two seemingly contradictory love/hate trends. On one
hand, network TV is the news source from which the majority of the voters
received most of their news about the candidates and campaigns—84 percent
in Campaign ‘92 and 57 percent (still a majority) in Campaign ‘96.! On the
other hand, public perceptions of network TV news believability have been
declining.? Audience shares have also been declining. Kurtz states that, “The
Big Three newscasts, whicha decade ago drew three-quarters of theaudience
during their time period, now attract just over half.”

The present study pulls together two separate lines of research—
sound bite research and news bias research—within a single longitudinal
study involving Campaigns ‘92 and ‘96. There is a small, but growing, body
of scholarly literature produced mostly in the 1980s and 1990s indicating that
the length of individual sound bites on network TV news hasbeen shrinking.
Hallin, for example, found that the mean length of sound bites declined from
43.1 seconds in Campaign ‘68 to 8.9 seconds in Campaign ‘88.1 Smith studied
the same twenty-year period and found similar results.’ Lowry and Shidler’s
content analysis of network TV news in Campaign ‘92 found an overall mean
of 8.2 seconds for all sound bites, and almost identical means of 9.7 and 9.8
seconds for Bush and Clinton, respectively.®

Why isitimportant to analyze sound bites on network TV news? Sigal
provides part of the justification: “Sources make the news.”” And, ”. . . who
makes news ... helps determine the direction of political life in the American
republic.”® A second reason it is important to analyze sound bites is that, at
least in Campaign ‘92, they constituted about 30 percent of the total network
TV campaign coverage. Therefore, analyzing only what the anchors and

Dennis T. Lowry is professor and Jon A. Shidler is associate professor of journalism in the
School of Journalism, Southern Illinois University at Carbondale. Theauthors are grateful
to doctoral students Cindy Price and Josephine Nio for assistance with coding, and to
Lyombe Eko and |.]. Lee for assistance with computer analysis.
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correspondents said about the candidates and campaign would exclude
almost one-third of the total coverage.’

A third justification for analyzing sound bites is that they are particu-
larly susceptible to ideological news bias—whether intentional or uninten-
tional. Stocking and Gross state: ”. . . it is not unreasonable to suppose that
reporters may adopt theory-confirming strategies when they select their sources.
That is, reporters may quite unconsciously seek out sources whose answers
will confirm their theories.”'° In the context of how network TV journalists
select and use expert sources, Steele refers to ”. . . television’s ‘operational
bias,” an emphasis on players, policies, and predictions of what will happen
next.”" Likewise, Soley has written extensively about how the TV networks
politically orideologically shape the news based upon the small group of elite
sources who are most frequently given air time.'?

Another line of scholarly network TV news research has dealt with the
networks’ alleged liberal news bias. This line of research goes back at least
a quarter of a century.' Results of these scholarly studies have been mixed.
Some have found liberal news bias and some have not. In addition to the
scholarly studies, there have been several recent “confessions” by prominent
journalists acknowledging the liberal bias of the press. For example, then
CBS-TV correspondent Bernard Goldberg wrote in 1996: “The old argument
that the networks and other ‘media elites’ have a liberal bias is so blatantly
true that it’s hardly worth discussing anymore. No, we don't sit around in
dark corners and plan strategies on how we’re going to slant the news. We
don’thave to. It comes naturally to most reporters.”!* Concerning Campaign
'92, then ABC-TV news correspondent Brit Hume wrote: “But during critical
periods in this one, anti-Bush media sentiment was obvious and dominant.
... The media’s defenders argue that, after the rough treatment Bill Clinton
got on the Gennifer Flowers case and his draft record, no one can say he was
treated favorably. But he was.”’> Even the president of the American Society
of Newspaper Editors has stated, “I have finally been persuaded that the
issue of bias is probably real.”1¢

A 1996 Roper Poll of journalists themselves found that 61 percent
rated themselves as “liberal” or “liberal to moderate,” while 9 percent rated
themselves as “conservative” or “moderate to conservative.” Inaddition, 89
percent said they voted for Bill Clinton in 1992, and 7 percent voted for
George Bush."”

One could question, however, whether the personal views of journal-
ists actually influence their work. Political scientist Larry Sabato says that
they do: ... this liberal press bias does indeed show up frequently on screen
and in print.”18

What does the public believe? Whether or not this alleged liberal bias
istrueinobjective reality, the public definitely believes itis true. A 1996 Louis
Harris and Associates poll reported that 43 percent of the public, including
many who identified themselves as liberals, described the news media as
politically liberal, while 18 percent described the media as conservative.
Furthermore, 74 percent of the public believed that the political bias of the
media did show up in news coverage.!

Does what the public believes about reporters’ biases make any
difference? Ognianova and Endersby say it does: “Justas a perceived conflict
of interest may have the same implications as an actual one, what matters for
credibility and market success is the ideology journalists and news organiza-
tions are perceived to have. Audience members respond to their own percep-
tions, regardless of the actual attitudes of news reporters.”?
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Content analysis studies alone can never “prove” political bias on the
part of the media, but they can measure whether the media content is
consistent with a bias hypothesis. Lowry and Shidler’s study of Campaign
'92 found that the networks were ”. .. scrupulously fair in giving equal time
to the Republican and Democratic tickets,” but that the net sound bites
(positive minus negative bites) of noncandidates “. . . revealed a pattern
consistent with a hypothesis of liberal news bias.”?!

Political scientist Doris Graber sets forth a simple argument against
the alleged liberal bias of the news media: “Incumbents typically receive
harsher treatment than challengers because their records in office always
provide targets for criticism.”? In other words, it is not a question of liberal
vs. conservative political bias on the part of the journalists but, instead, an
aspect of structural bias—with the net result being an anti-incumbent bias. If
Graber’s anti-incumbent bias hypothesis is correct, this would provide a
different interpretation of the results obtained in Lowry and Shidler’s analy-
sis of Campaign "92, as well as in some earlier studies. That is, perhaps their
results, which seemed consistent with a pro-liberal / anti-conservative politi-
cal bias hypothesis, were instead simply the natural outcome of an anti-
incumbent bias on the part of the networks.

Campaign ‘92, involving a Republican incumbent, and Campaign 96,
involving a Democrat incumbent, presented an opportunity to put the anti-
incumbent bias hypothesis to a straightforward test. If the hypothesis is
correct, then the sound bites in Campaign ‘96 should have been anti-Clinton.

Therefore, the overall purposes of this study were to (1) replicate the
Lowry and Shidler sound bite study of Campaign ‘92 to look for changes in
how the networks used sound bites in campaign stories, and (2) test the anti-
incumbent bias hypothesis that there would be more anti-Democrat sound
bites in this campaign, given that the 1996 incumbent was a Democrat. These
purposes led to five specific research questions:

1. Overall, did the combined mean length of the sound bites
for all candidates significantly increase or decrease in Cam-
paign ‘96, as compared with Campaign "92? This is a longitu-
dinal tracking question. The networks, apparently aware of the
criticism directed at them in past campaigns because of the
shrinking candidate sound bites, began giving occasional longer,
uninterrupted bites. NBC called its segments “In Their Own
Words,” and CBS called its segments “Where 1 Stand.” The
extent to which these occasional longer sound bites increased
the mean length is an open question, however.

2.Did incumbents receivesignificantly lower meanlengths
of sound bites than challengers did in the two campaigns? If the
anti-incumbent bias hypothesis is correct, and if a reporter had
a conscious or subconscious desire to favor challengers over
incumbents, one possible way to show favoritism would be to
give challengers more free air time to state their cases to the
public. In terms of this study, one indicator could be a shorter
mean length for Bush-Quayle in Campaign "92 and for Clinton-
Gore in Campaign '96.

3.Did incumbents receive significantly lower proportions
of offensive campnign bites than challengers did in the two cam-
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paigns? As pointed out below, not all candidate bites are
created equal. Itisreasonable to assume thata candidate would
prefer to be seen and heard in an offensive campaign mode—
attacking the opposition and presenting his own accomplish-
ments to the voters—rather than in some other mode. And, if
the anti-incumbent bias hypothesis is correct, Clinton should
have received a higher proportion of offensive bites in Cam-
paign '92, and Dole should have in Campaign '96.

4. In terms of sound bites spoken by noncandidates, did
incumbents receive significantly lower proportions of positive
bites than challengers did in the two campaigns? Network
correspondents and their field producers have an almost un-
limited number of potential biters each day—i.e., people who
would like to be shown and heard on TV praising or criticizing
agiven candidate. Therefore, as Stocking and Gross suggest, it
would be easy for the journalists to “unconsciously seek out
sources whose answers will confirm their theories,”? or, in the
context of this study, confirm their anti-incumbent biases.

5.In terms of bites spoken by noncandidates, did incum-
bents receive significantly lower net bite scores (positive bites
minus negative bites) than challengers did in the two cam-
paigns? The rational here is the same as for question 4.

Sample. The content universe for this study consisted of all week-
nights from 24 August through 30 October 1992, and from 1 September
through 1 November 1996. For each campaign, we drew a simple random
sample of 25 network newscasts from ABC, CBS, CNN, and NBC.

The 199 newscasts (one was lost from Campaign ‘92 due to a recording
error) were viewed in entirety in two screenings. The purpose of the first
screening was to locate every presidential and vice presidential campaign
story. A campaign story was defined as being primarily about the national
campaign. A sentence or two from one of the presidential/ vice presidential
candidates, or even brief camera shots, did not necessarily constitute a
campaign story. This was especially the case with regard to stories about
President Bush or President Clinton, many of which simply dealt with their
normal duties as president, not with campaigning.

Content Categories. The purpose of the second screening of the video
tapes was to transcribe, word for word, all of the campaign stories, indicating
the speaker of each statement. For purposes of this study, sound bites were
defined as all statements made on the air by news sources. Statements made
by network employees—e.g., anchors, correspondents, and polling staff
members—were transcribed and included in the story lengths but not
analyzed in this study, since the focus was not on what the network employ-
ees were saying but on what others in the news were allowed tosay on theair.
In almost all cases sound bites were accompanied by corresponding video
images of the biters, but there were a few exceptions; however, these
exceptions were nevertheless included in our data base.

Categories of Biters. There were five categories of biters: (1) the
candidates themselves; (2) aides of the candidates—press secretaries and all
others working in paid or unpaid positions on the candidates’ campaign
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staffs; (3) family members of the candidates; (4) party representatives—
members of Congress, designated party pollsters and all others identified as
Republicans, Democrats, or members of Perot’s party (excluded here were
aides of the candidates); (5) all others—anyone not included in the above four
categories.?

Types of Candidate Bites. As pointed out above, not all sound bites
are created equal, and itisimportant that content categories be tailored to the
purposes of astudy. The present study employed five different types of bites
or, more specifically, five different environments in which the original bites
occurred.

(1) Campaign bites included all campaign stump
speeches, other prepared campaign speeches (e.g., to groups
such as the VFW or union workers), and all informal chatting
with voters on the campaign trail. Campaign bites were origi-
nally spoken to voters and, by definition, were assumed to be
both offensive in intent and almost totally controlled by the
candidates as to content and style.”

(2) Commercial bites consisted of statements lifted from
the candidates’ commercials. While political commercials are
certainly offensive in intent and are totally controlled in terms
of content and style, in practice the networks tended to present
commercial bites primarily for the purpose of pointing out the
inaccuracies or misrepresentations in them. Therefore, com-
mercial bites were not considered to be offensive bites for
purposes of this study.

(3) News bites consisted primarily of statements made
to members of the press—whetheranswering asingle reporter’s
question on the campaign trail, or inalarge press conference, or
in a private one-on-one news interview. Bites from talk show
interviews were included in this category because such shows
are at least quasi-journalistic in nature and because news was
indeed made on such shows, especially in Campaign '92.

(4) Debate bites included all bites lifted from the pres-
idential and viee presidential debates.

(5) Other bites consisted simply of all other bites by the
six candidates which did not fit in the above four categories,
including historical bites (defined as 1991 and before, for Cam-
paign ‘92, and 1995 and before, for Campaign "96).

Types of Noncandidate Bites. Thebites of all other biters were placed
into four separate categories.

(1) Predominantly positive bites were defined as those in
which the biter was saying favorable or supportive things
about a candidate.

(2) Predominantly negative bites were defined as those in
which the biter was saying unfavorable or critical things about
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acandidate. In the caseof both positive and negative bites, only
statements that referred to a candidate by name or personal
pronoun were counted. Positive or negative statements about
“the White House” or “the administration” or “the campaign”
were excluded from these two categories.

(3) Predominantly balanced bites consisted of those in
which the biter’s positive statements were equally balanced by
negative statements, or those in which the biter was praising or
criticizing the candidates equally—e.g., I don’t like any of
them.”

(4) Neutral bites were defined as those in which the biter
was saying neither favorable nor unfavorable things about the
candidates themselves.

All campaign stories and individual bites within stories were timed to
the nearest second. Coding was done independently by the authors. A
random subsample of ten evenings from each network and each campaign
was coded by the authors and two trained graduate students to determine
intercoder reliability. For Campaign ‘92 the proportion of agreement on
types of biters was .98, and the proportion of agreement on types of bites was
91. For Campaign '96 the respective figures were .94 and .92.

L=
Results

724

The 99 newscasts in Campaign ‘92 produced a total of 36,482 seconds
(10 hours, 7 minutes, and 8 seconds) of campaign news stories, and these
stories contained 10,901 seconds of sound bites (1,324 different bites). The 100
newscasts in Campaign 96 produced a total of 15,304 seconds (4 hours, 15
minutes, and 4 seconds) of campaign news stories, less than half the coverage
given by the networks to the ‘92 campaign. These stories in turn resulted in
4,035 seconds of sound bites (490 different bites). The importance of studying
sound bites in network TV news can be seen in the proportions of total sound
bite time to total story time in these two campaigns—29.8% in Campaign ‘92
and 26.4% in Campaign '96.

Research question no. 1 asked whether the combined mean length of
the sound bites for all candidates increased or decreased in Campaign 96, as
compared with Campaign ‘92. The 1992 mean was 9.6 seconds and the
comparable 1996 mean was significantly higher (F = 2.36, p < .001) at 10.3
seconds per sound bite. Therefore, it appears that the two-decade trend of
shrinking sound bites referred to above has bottomed out and shows a slight
indication of increasing.

Research question no. 2 asked whether the incumbents in the two
campaigns received significantly lower mean lengths of sound bites than the
challengers. The results of both campaigns failed to support the anti-
incumbent bias hypothesis. In Campaign ‘92, the mean sound bite for
incumbents Bush-Quayle was 10.1 seconds, and for challengers Clinton-Gore
was 9.9 seconds (F = 1.90, p <.001). In Campaign ‘96, the mean sound bite for
incumbents Clinton-Gore was 12.7 seconds, and for challengers Dole-Kemp
was9.7 (F=2.92, p <.001). Inboth campaigns, therefore, incumbents received
longer sound bites, on average, than did the challengers.

Research question no. 3 asked whether the incumbents received
significantly lower percentages of offensive campaign bites than the challeng-
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T
TABLE 1

Percentage of Positive/Negative Sound Bites Spoken by Noncandidates in Campaigns '92 and '96

1992 Total
Positive Bush-Quayle (1) 5.4% Positive Clinton-Gore (1)
Positive Clinton-Gore (C) 54 Positive Dole-Kemp (C)
Positive Perot-Stockdale {C) 6.4 Positive Perot-Choate (C)
Negative Bush-Quayle (I) 15.7 Negative Clinton-Gore (1)
Negative Clinton-Gore (C) 8.1 Negative Dole-Kemp (C)
Negative Perot-Stockdale (C) 5.1 Negative Perot-Choate (C)
Balanced 5.6 Balanced
Neutral 483 Neutral
Total 100.0% Total
N (in seconds) 5,351 N (in seconds)

1 = Incumbents, C = Challengers
*Does not total 100% due to normal rounding error.

10.4%
4.0
18

12.0
14.1
0.3
8.3

49.2

100.1%*
1,466

1996 Total

ers did in the two campaigns. The results for the two campaigns provided
partial support for the anti-incumbent bias hypothesis. In Campaign 92,
Bush-Quayle (the incumbents) received a significantly higher (Z = 8.08,p <
.001) percentage (56.5%) of offensive bites than did Clinton-Gore (46.0%);
therefore, the anti-incumbent bias hypothesis was not supported. In Cam-
paign 96, the hypothesis was supported. Clinton-Gore (the incumbents)
received a significantly lower (Z = 8.90, p < .001) percentage (66.8%) of
offensive bites than did Dole-Kemp (81.4%).

Research question no. 4 asked whether incumbents received signifi-
cantly lower percentages of positive bites from noncandidates than challeng-
ers did in the two campaigns. In Campaign ‘92, the Republican incumbents
and Democrat challengers received identical percentages of positive bites
(5.4%), and therefore the anti-incumbent bias hypothesis was not supported.
The comparable scores for Campaign ‘96 were significantly different (Z =
6.01, p < .01), and in the opposite direction predicted by the anti-incumbent
bias hypothesis. As Table 1 indicates, the Republican challengers (Dole-
Kemp) received 4.0% positive sound bites from noncandidate biters, and the
Democrat incumbents (Clinton-Gore) received 10.4%.

Research question no. 5 asked whether incumbents received signifi-
cantly lower net bite scores (positive minus negative bites) from noncandi-
dates than did the challengers. The first thing to be noted in Table 2 is that
both the Republicans and Democrats received negative net bite scores from
noncandidate biters in both campaigns. In other words, sound bites from
noncandidates are mare likely to receive air time if they are negative. This
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TABLE 2

Percentage of Net Sound Bite Scores (Positive Minus Negative) Spoken by Noncandidates

on Four Networks in Campaigns 92 and '96

Campaign ‘92

ABC CBS CNN NBC Total
Net Bush-Quayle (I) -11.4% 9.9% -7.5% -12.8% -10.3%
Net Clinton-Gore (C) -5.7% 2.5% +0.7% -3.6% 2.7%
Net Perot-Stockdale (C) -3.2% 2.0% +6.9% +4.5% +1.3%
. ien ‘96

ABC CBS CNN NBC Total
Net Clinton-Gore (I) 0.9% +2.4% -24% -10.8% -1.6%
Net Dole-Kemp (C) -20.4% 0.0% -4.2% -17.1% -10.1%
Net Perot-Choate (C) == 0.7% +109% +2.9% +1.5%

I = Incumbents, C = Challengers
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finding applied toboth major parties, but not to Perot-Stockdale in Campaign
’92 or to Perot-Choat in Campaign “96.

The second thing to be noted is that the Republicans received signifi-
cantly higher negative net bite scores than the Democrats did in both
campaigns. In Campaign ‘92, therefore, the results for Bush-Quayle vs.
Clinton-Gore clearly supported the anti-incumbent bias hypothesis(Z=11.0,
p < .001). However, in Campaign ‘96 the results for Clinton-Gore and Dole-
Kemp are exactly the opposite of what would be expected (Z=8.28, p <.001).
Instead of supporting the anti-incumbent bias hypothesis, the results are
consistent with a hypothesis of liberal news bias.

The present study is the first that we are aware of to conduct a
longitudinal analysis of sound bites of candidates and noncandidates on
network TV news, and to do so within the context of testing Graber’s anti-
incumbent bias hypothesis. Among other things, this study found that the
two-decade slide in the length of sound bites in network TV campaign
coverage has ended and been reversed. It must be said, however, that the
reversal, while statistically significant, was less than one second longer and
would not be discernible to the typical viewer. This reversal seemed to be
caused by the occasional long, uninterrupted sound bites (e.g., ”In Their Own
Words” or “Where | Stand” segments) carried by some of the networks.

There are many ways to measure news bias, of course, and certainly
more ways than used in this study. Nevertheless, this study did use multiple
measures of bias pertaining to sound bites, and the overall finding is that the
anti-incumbent bias hypothesis was definitely not supported as an across-
the-board generalization, as it was stated by Graber. In fact, it was supported
in less than half of the relevant comparisons.

More specifically, research questions 2 through 5 provided a total of
eight opportunities (4 questions X 2 campaigns) for the anti-incumbent bias
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hypothesis to be supported or notsupported by the data. The hypothesis was
supported in only two of the eight tests. Likewise, there wasa total of eight
opportunities where the data could be interpreted from a liberal news bias
perspective. Four of the eight opportunities would support such aninterpre-
tation—one from Campaign ‘92 and three from Campaign ‘96. Therefore, the
overall conclusion of this study is that (a) the long trend of the shrinking
sound bite has been reversed, but only slightly; (b) sound bites continue to be
a major proportion of network TV coverage of presidential campaigns; (o) it
is important to analyze the sound bites spoken by noncandidates as well as
candidates, something not done in most previous studies; (d) the anti-
incumbent bias hypothesis received only minimal support; and (e) Republi-
cans tend to be negatively bitten more often than Democrats. In this last
respect, the networks were not equal-opportunity biters. Although we
certainly cannot make any judgments about whether the network journalists
were influenced by conscious or subconscious biases, what we can legiti-
mately do is analyze their stories and then make inferences as to whether the
results support a bias hypothesis.

Nevertheless, several assumptions and limitations of this study must
beacknowledged. Even though thiswasalongitudinal study comparing two
campaigns, two time points do not a meaningful series make. No two
campaigns can fully represent the broader domain of campaigns; therefore,
studies involving more campaigns and perhaps state-wide campaigns for
governor or the U.S. Senate might provide different results. Furthermore, it
must be acknowledged that the opposing candidates in any given race might
not be equally adept at making news, or generating good sound bites.

Obviously, there is more to network TV news coverage than just
sound bites, and therefore this study provides only a partial test of the anti-
incumbent bias hypothesis. Future research must be conducted toanalyze in
detail what the anchors and correspondents said about the candidates.” An
even more challenging area of future research would be to conduct a content
analysis of the video bites of the candidates. Since television is often thought
to be primarily a visual medium, perhaps a considerable amount of the
research agenda in this area should address Schudson’s provocative ques-
tion: “In American politics today, do the eyes have it?”? In fact, a recent
experimental study of audio bites vs. video bites indicated that how candi-
dates from Campaign ‘92 looked was indeed more important than what they
said.2® Another possible topic for future research would be to conduct cross-
media comparisons—e.g., sound bites in TV and radio newscasts, compared
with direct quotes in news magazines and major newspapers.

If, as Sigal has argued, sources make the news; and if who makes the
news influences the future of our democracy; and if, as this study has found,
sound bites constitute from 26 percent to almost 30 percent of the network
campaign stories; then certainly more research is justified in this area.
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THE INFLUENCE oF Potriticar TALK
RADIO ON CONFIDENCE

IN DEMOCRATIC INSTITUTIONS
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By Michael Pfau, Patricia Moy, R. Lance Holbert, Erin A. Szabo,

Wei-Kuo Lin, and Weiwu Zhang
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This study compares people’s use of political talk radio to that of other
mass communication sources and to their confidence in democratic ‘

| institutions. The paper argues that communication modalities (eg.,

political talk radio) serve as important sources of secondary socialization:

negative depictions of democratic institutions by specific sources culti-

| vate negative perceptions of those institutions among users of these

| modalities. In order to test this position, the investigation employs a
broad interconnected approach, combining a content analysis of refer-

| ences lo specific democratic institutions across mass communication
sources witha survey of people’s media use patterns and their confidence
in institutions. The results indicate that political talk radio depicts most
institutions negatively, and that listeners manifest reduced confidence '
in those institutions. The implications of these findings for this nation’s
“crisis of confidence” in political institutions are explored. I

Public opinion polls suggest a serious problem of reduced public
confidence in democratic institutions.! Luntz and Dermer refer to the pattern
of deepening cynicism as “a long-term national mindset.”? The pattern
commenced in the 1960s, accelerated during the 1970s, abated somewhat in
the early 1980s, and then resumed its downward spiral.3 Greenberg describes
the climate of opinion as one of “continuing and certainly deepening cyni-
cism.” The problem appears to be pervasive, affecting all democratic insti-
tutions.> A synthesis of Harris/NORC polls from 1966 to 1986 and Gallup
surveys from 1973to 1995 documents a pattern of declining public confidence
in the Presidency, Congress, the court system, the news media, state govern-
ment, public education, and other institutions. Craig concludes that, “it is
unlikely that any level, any branch, or any major institution of government
has managed to escape the wrath of citizens during this tumultuous period.”®
Cappella and Jamieson observe that, “Healthy skepticism about politics has
become pervasive cynicism.”?

Michael Pfau is professor and director of graduate studies in the School of Journalism &
Mass Communication at the University of Wisconsin-Madison. Patricia Moy is an
assistant professor in the School of Communications at the University of Washington.
R. Lance Holbert, Erin A. Szabo, Wei-Kuo Lin, and Weiwu Zhang are graduate students
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study, and the following graduate students in the School of Journalism and Mass
Communication for their efforts in the content analysis phase of the study: Satoko Adachi,
Sirathorn Balakula, Qiujing Bu, Martha Cusick, Shannon Payette, Gemma Tarlach, Gi
Woong Yun, and Stephen Zubric.
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Various explanations have been offered for the erosion in public
confidence. One accepted explanation among public opinion scholars is that
declining confidence is the result of the substantive failings of the institutions
themselves, and of the people who occupy leadership positions in them.? As
Lipset and Schneider explain, “The problem is not primarily attitudinal. It is
essentially substantive.”® They view the public’s disaffection with demo-
cratic institutions as a rational response to what are “real events.”

Another popular explanation is that the negative tone of the mass
media undermines public confidence in institutions. Michael Robinson, who
initially championed this position, maintained that the media’s hostile tone
fosters “videomalaise,” consisting of a sense of doubt and hostility, resulting
in a deepening cynicism.!” Sabato characterizes the post-1974 era of journal-
ism as “junkyard dog”: “harsh, regressive, and intrusive.”!! It fixates on the
foibles, follies, and failings of public figures and institutions. This critical tone
has become a normative feature of news reporting.

Both the substantive and media explanations are based on a common
underlying assumption: that public perceptions of the performance of institu-
tions are the underlying cause of people’s dissatisfaction. They differ as to
whether these perceptions are primarily the result of people’s direct experi-
ence or mediated experience.

This study assesses people’s use of political talk radio in comparison
to other mass communication sources and their confidence in specific demo-
cratic institutions. The paper offers a broad theoretical rationale, consisting
of a modification of the Cultural Indicators perspective, to explain the
relationship between use of specific modalities and public confidence, and
then provides a robust test of the proposed explanation.

How do most people form perceptions about the performance of
democratic institutions? Some people form informed judgments based on
considerable knowledge about institutions.'? Past research indicates that
people’s knowledge of political objects (e.g., persons, issues, or institutions)
exerts more influence on their perceptions than their sociodemographic
status or media use.'?

However, most people have no direct contact with and little knowl-
edge about democratic institutions. Rather, they base their perceptions of
institutions on bits of information which they glean from media reports.
Moreover, such people lack a frame of reference with which to assess the
probity of mediated claims. As a result, they are likely to view institutions in
much the same way as they are depicted in media reports.

A modified version of the cultivation paradigm provides a useful
explanatory for how communication influences perceptions. This theoretical
posits that the mass media, through repetition of themes, “cultivates” com-
mon images or perceptions of “the ways of the world” among heavier users
of mass communication sources.™ Its impact is most pronounced in those
circumstances where people have limited direct experience and, therefore,
are unable to confirm or deny these depictions firsthand.!s

Despite its heuristic appeal, cultivation has been the focus of consid-
erable criticism, both on theoretical and methodological grounds. The most
serious theoretical criticism is that cultivation offers no explanation for how
mass communication sources distort perceptions.!® However, recent studies
argue that concepts of internalization and secondary socialization offer a
viable explanatory.!” Secondary socialization provides people with a frame
of reference for evaluating institutions. As Berger and Luckmann note,
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secondary socialization involves “internalization of semantic fields structur-
ing routine interpretations and conduct within an institutional area.”®
Together, these concepts enrich cultivation theory, and explain how mass
mediacommunication influences people’s perceptions of democratic institu-
tions.

Both direct and mediated experiences promote secondary socializa-
tion. Direct experience provides a frame of reference for aware, interested,
and knowledgeable individuals. Direct experience increases the likelihood
that people will seek out media to further enhance their expertise, and that
they will selectively evaluate media claims. As a result, direct and mediated
experiences of individuals higher in institutional expertise are likely to
converge. They “resonate and amplify” each other, producing a reinforcing
effect. However, for less aware, interested and knowledgeable people, mass
media depictions exert much greater impact. Such individuals tend to accept
mediated depictions as reality, and if media depictions are inaccurate,
develop distorted perceptions.!

Graber argues that most people are heavily dependent on mass media
depictions of public affairs content. “We rarely have enough informationand
understanding to form our own views about many complex issues...This puts
us at the mercy of the media.”?" The likelihood of accepting media depictions
as reality is most pronounced among heavier users of specific mass commu-
nication sources. This process of media influence is termed “mainstreaming.”
Mainstreaming implies that heavier communication use “may reduce or
override differences in perspectives and behavior which stem from other
social, cultural, and demographic influences” such that people who share
common media experiences come to view the world much as mass commu-
nications sources depict it.?!

People’s Use
of Political
Talk Radio
and Confidence
in Democratic
Institutions

732

This investigation examines people’s use of political talk radio in
relation to other mass communication sources and their confidence in demo-
cratic institutions. The study is concerned with the role that political talk
radio plays in the present “crisis of confidence” in democratic institutions.
Past research about the causes of public disaffection toward democratic
institutions has examined the effects of one or two mass communication
sources in isolation from others, usually employing single data points (typi-
cally surveys).2 The focus of most of this research has been traditional news
media: either television news and/or newspapers.

Of the “new” media, political talk radio has generated considerable
scrutiny.? For this reason, it is the medium of greatest interest in this study.
Political talk radio grew in scope and clout during the past decade. The
number of radio stations employing a talk format has grown dramatically,
standing at more than 1,000.% Listenership has increased with the growthin
programming. A nationwide survey conducted by the Times Mirror Center
for The People and The Press found that nearly half of adults tune in talk radio
relatively frequently, and “one insix listen regularly.”?“The Rush Limbaugh
Show” typifies the new format, and is carried on approximately 650 stations,
with a reach of nearly 20 million listeners.? Cappella, Turow, and Jamieson
indicate that, although talk radio is “not monolithic,” ”...in both number of
shows and size of audience most talk radio is conservative.”?

There is little question concerning the tone of political talk radio: it is
decidedly negative toward most institutions. Woodward reports that, “Most
{political talk radio programs}...feature conservative hosts railing against
“liberal’ policies and policy makers.”?® According to Rehm, talk radio is “a
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haven for many who are unhappy... [and] has become a tool with which
critics of government lash out, poisoning the dialogue....”?® “Political
figures...are the main targets of abuse” on talk radio, according to Katz.®
Jamieson, who monitored 150 hours a week of talk radio during a nine-month
period, concludes that, “Talk radio licenses forms of speech that we have not
previously heard in public space, over the air waves....”%! Talk radio is
described by Levin as “a delegitimizing voice,” which “leaves an impression
of widespread distress.”* In the wake of the Oklahoma City terrorist bomb-
ing, President Clinton characterized political talk radio as “a constant unre-
mitting drumbeat of negativism and cynicism.”*

Despite the negative tone of political talk radio, experts are divided
concerning its impact on public confidence. Vatz maintains that talk radio is
now “a significant force in creating and molding public opinion.”* The
TimesMirror Center for The People and The Press concludes that, “American
public opinion is being distorted and exaggerated by the voices that domi-
nate the airwaves of talk radio.” Two recent studies conducted following
the Republican sweep of both houses of the Congress in 1994 reported a link
between heavier use of political talk radio and reduced confidence in news
media and the public schools, but more confidence in the Congress, espe-
cially among Republicans.®

However, other studies dispute this link. Crittenden’s study of Terre
Haute talk show listeners indicated that use of talk radio was associated with
greater discussion of political affairs and activism. However, his research
was conducted prior to the rise of more strident conservative talk radio
formats.” The findings of more recent studies are similar, although much less
enthusiastic. Hofstetter and colleagues found little evidence to link political
talk radio with increased alienation, cynicism, or withdrawal among San
Diego listeners.’® Recent studies have concluded that talk radio enhances
participation, and that although use of talk radio is associated with higher
levels of cynicism, it also is related to greater political activism.?® Finally,
others, while acknowledging the negative tone of talk radio, dispute a link
between political talk radio use and deepening alienation.®

Conflicting findings concerning the influence of political talk radio
may stem from an emphasis on content as opposed to format. Mayer and
Gross argue that, whereas the message of political talk radio is “overwhelm-
ingly negative,” its format invites participation and, thus, may serve to
empower listeners.* However, this investigation does not attempt to distin-
guish contentand formateffects. The conflicting findings may also stem from
the fact that political talk radio’s tone, and therefore its influence, is not
uniform across all institutions. This study acknowledges this possibility and
specifies the linkage between political talk radio and specific institutions.
Given the overwhelmingly negative tone of political talk radio concerning
most institutions, and two recent studies linking tone and reduced confi-
dence, this study posits the following predictions.

H1: Given political talk radio’s negative depictions of
the Presidency, the court system, the news media, and the
public schools, use of this modality is associated negatively
with confidence in these institutions among listeners.

H2: Given political talk radio’s positive depictions of
Congress, use of this modality is associated positively with

confidence in Congress among listeners.
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This investigation involved two phases, both administered during
October and early November 1996. First, a content analysis assessed the
quantity and tone of references (defined as trustworthiness, global attitude,
and confidence) to democratic institutions provided by mass communication
sources. Twelve graduate students conducted content analysis of specific
communication media. Two trained coders were assigned to each modality.
They examined traditional television news, comprising network television
news (ABC, CBS, and NBC) and local television news (three network affili-
ates); traditional print news, consisting of national newspapers (New York
Times and USA Today), two local newspapers (Wisconsin State Journal and
Capital Times), and national news magazines (Time, Newsweek, and U.S. News
& World Report); nontraditional television news, comprising television news
magazines (60 Minutes, 20/20, and Dateline) and entertainment talk shows
(Oprah Winfrey, David Letterman, and The Tonight Show); and political talk
radio (the Rush Limbaugh and Ken Hamblin shows). In all cases, the most widely
used exemplars in the sample region were selected to represent the specific
mass communication sources. All content analyses were conducted between
21 October and 10 November 1996. Intercoder reliabilities for each of the
coder pairs were computed using Rosenthal’s effective reliability method, a
much more sensitive measure for the coding of interval data. The measure is
sensitive to differences between coders as well as the relative magnitude of
those  differences.? In this study, effective reliability ratings ranged from
.65 to .99.

The other phase featured a telephone survey of a random sample of
households which was intended to gather relevant sociodemographic data,
examine media use patterns, and assess the public’s confidence in democratic
institutions.

Content Analysis Phase. In all cases, the assessment of tone of cover-
age was done using identical scales as employed in the telephone survey. The
content analysis measured the tone of coverage referencing the Presidency,
Congress, the court system, the news media, and the public schools. Specific
scales featured measures used in numerous past studies of public confidence.
Sample frames and units of analysis are described below.

Traditional Television News.

Prime Time Network Television News. Because audience data from
Nielsen Media Research indicated that CBS Evening News enjoyed nearly
twice the viewing audience of either ABC World News Tonight or NBC Nightly
News in the sample area, the CBS Evening News was weighted proportionately
in the content analysis.*> A random sample of 17 weekday news programs
was selected: 8 of CBS Evening News and 4 each for ABC World News and NBC
Nightly News. The unit of analysis was each news story contained in the
newscasts (n = 65).

Local Television News. A total of 12 local television news programs
was selected for analysis. Morning, noon, and weekend local news programs
were excluded in the study because of a paucity of public affairs content in
these time slots* and significantly lower ratings.> In the 10 PM time slot,
Nielsen ratings for local news shows of the three major stations in the viewing
area indicated that the CBS affiliate had nearly twice the audience share of
either the NBC or ABC affiliate.* A random sample of 12 weekday news
programs was selected, with distribution of programs across stations reflect-
ing theiraudience shares. The unit of analysis was each news story, excluding
weather, sports, and commercials (n = 59).
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Nontraditional Television News.

Television Entertainment Talk Shows. The three most viewed televi-
sion entertainment talk shows,” “Oprah Winfrey,” “The Late Show with
David Letterman,” and “The Tonight Show,” were selected for content
analysis. Five installments of each of the three shows, operating on a rotating
schedule, were analyzed during the three-week period. The unit of analysis
was each 5-minute segment, excluding program openings and commercials
breaks, which aired during the first 20 minutes of each show (n = 45).
Viewership falls off following the first quarter of each show.%

Television News Magazines. The three most watched television news
magazines, 60-Minutes, 20/20, and Dateline NBC, were selected for analysis.®
The first two shows air weekly; the latter, four times a week. One edition of
each of the three shows was analyzed in its entirety each week for three
weeks. Selection of Dateline was rotated so that one Tuesday, Wednesday,
and Friday edition was included. The unit of analysis for television news
magazines was each individual story (n = 30).

Traditional Print News.

Local and National Newspapers. There are two dominant local news-
papers in the community with combined circulations exceeding 120,000 on
Monday through Saturday, and only one of them publishes a Sunday edition
with a circulation of 163,096.5° Two national newspapers with sizable and
similar circulationsin the area are the New York Times and USA Today.5 Based
on circulation proportions, the largest local paper was coded seven days a
week, the smaller local paper four days a week, and the two national papers
one day each week, during the three weeks of the study. The unit of analysis
was each article (n=140). The four most prominent articles, based on column
inches, were selected: from the front page of the two national and two local
newspapers; from the next two pages dealing with national news in the two
national newspapers; from the next single page dealing with national news
in the two local newspapers; and from the first page dealing with state and
local news in the two local newspapers. This sampling procedure was based
onthe premise that the most prominent articles would be most representative
of each newspaper’s treatment of public affairs content.

National News Magazines. The three news magazines with the most
readership, Newsweek, with an area circulation of 10,705, Time, area circula-
tion 9,666, and U.S. News & World Report, area circulation 4,858, were
included in the analysis.® They are published and were analyzed weekly.
Eight articles dealing with national news with the most column inches were
included in the content analysis (four for U.S. News & World Report, reflecting
its smaller circulation), operating on the assumption the most prominent
articles would be representative of a publication’s coverage. The unit of
analysis was each article (n = 89).

Political Talk Radio. The two most highly rated political talk radio
programs, “The Rush Limbaugh Show,” with a 7.3 audience share in this
market, and “The Ken Hamblin Show,” with a 4.6 share, were included in the
content analysis.®® No other political talk radio program had an audience
share more than 1.0, suggesting that the two selected programs were repre-
sentative of this genre within this market. Both shows run Monday through
Friday. To reflect the disparity in audience share, “The Rush Limbaugh
Show” was analyzed on Mondays, Wednesdays, and Fridays, and “The Ken
Hamblin Show” on Tuesdays and Thursdays. The firsthour of each show was
analyzed. The unit of analysis was each six-minute block of programming,
minus commercial breaks, for a total of 10 units per hour (n = 126).
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Public Survey Phase. A telephone survey was conducted by the
University Survey Center from 21 October to 10 November 1996, on a
probability sample of households using the Center’s Computer-Assisted
Telephone Interviewing (CATI) system. The sample was drawn from Dane
County, Wisconsin, telephone numbers. Dane County contains Wisconsin’s
second largest city and the state’s capital. One adult from each eligible
household was chosen as a respondent. A total of 357 interviews was
completed.

The telephone survey attempted to examine the relationship involv-
ing people’s use of communication media and their perceptions of confi-
dence in specific democratic institutions. We posit the caveat, however, that
an association between media use and confidence does not prove causation:
that media use causes audience members to hold certain perceptions.

Variables and Instruments.

Media Depictions. Media depictions of specific democratic institu-
tions—Presidency, Congress, the court system, the news media, and the
public schools—were operationalized as the tone of coverage provided by
mass communication sources: traditional television news, nontraditional
television news, traditional print news, and political talk radio. The media
depictions were revealed by the results of the content analysis.

Respondent Sociodemographics. Respondent sociodemographic vari-
ables, as indicated in the telephone survey of the study, served as control
variables in multiple regression analysis of the influence of various factors on
public confidence in democratic institutions. The sociodemographic vari-
ables included respondents’ gender, age, education, and household income.
A measure of political party affiliation was included in the survey, from
which two dummy variables (Democrat and Republican identification) were
created.

Institutional Expertise. Respondent institutional expertise, as mea-
sured in the telephone survey, was operationalized as awareness of, interest
in, and knowledge about individual institutions. Expertise was assessed
using three 7-interval bi-polar scales, employed in past research by Fiske et
al.%and Price and Zaller.% The scale items included: interest, knowledge, and
awareness. Recent research suggests that self-report measures provide a
valid and meaningful gauge of political awareness.> Reliability ratings of the
institutional expertise measure, as measured by Cronbach’s alpha, were:
Presidency, .79; Congress, .86; the court system, .85; the news media, .78;and
the public schools, .91.

Respondent Media Use. Media use measures have proven to be very
controversial. Exposure measures alone are deemed inadequate, especially
in studies like this one which seek to compare different mass communication
sources. Chaffee and Schleuder recommend “measurement of attention in
addition to simple exposure....”%” Thus, this study operationalized media use
as exposure and attention to various communication media, employing two
10-point scales.® Correlations between exposure and attention ranged from
.64 to .84 across the media.

Public Perceptions. Perceptions of specific democratic institutions—
the office of the Presidency, Congress, the court system, the news media, and
the public schools—served as the dependent variables in the study, and were
measured by items included in the telephone survey. Measures used in the
telephone survey were identical to those employed in the content analysis.

Since different conceptualizations of confidence in institutions can
produce distinct outcomes,” this investigationemployed multiplemeasures.

JOURNALISM & MAss COMMUNICATION QUARTERLY




A single semantic differential scale, untrustworthy/trustworthy, was em-
ployed to assess perceptions of trustworthiness. Measures of trust have been
astaplein assessments of confidence in institutions.® Global attitude toward
each institution was evaluated using six 7-interval scales: foolish/wise,
wrong/right, unfavorable/favorable, unacceptable/acceptable, bad /good,
and negative/positive.®! Confidence in each institution was assessed with a
0-100 point confidence scale, patterned after an item used in Harris, Gallup,
and NORC surveys.®? Reliabilities for these various measures ranged from
-90 to .95 across democratic institutions.

Analytic Procedures. Researchers have argued that direct documen-
tation of mass communication sources’ contribution to reduced public con-
fidence requires two distinct levels of proof: evidence that a specific media
source’s coverage of individual institutions is negative coupled with evi-
dence that attitudes of users of that media source perceive the same institu-
tions negatively. Therefore, data analyses in this study proceeded in two
stages.

First, to assess the nature of mass media coverage of institutions,
multivariate analysis of variance (MANOVA) using Wilk’s lambda, and
subsequent univariate tests, were computed across the content about specific
institutions for all sources. Second, hierarchical regression analyses were
conducted to assess the influence of various mass communication sources on
perceptions of confidence.

——ee—

This study was concerned with the relationships involving communi- Results
cation media coverage of institutions and public perceptions of those institu-
tions. Specifically, Hypotheses 1 and 2 posited that given political talk radio
depictions of various institutions, listening to political talk radio would
influence confidence in these institutions.

An omnibus MANOVA run on the content analysis data indicated a
main effect for tone of coverage about the institutions. Planned comparisons
examined the coverage of political talk radio against all other mass commu-
nication sources. The results revealed a decidedly negative pattern of cover-
age (Table 1).

Political talk radio was more negative than all other mass communi-
cation sources in its depictions of the President, court system, news media,
and public schools, and more positive in depictions of the Congress. Political
talk radio’s mean confidence depiction was lowest for the Office of the
Presidency,at27.29,and highest for Congress, at 56. Despite these depictions,
regression results indicated that use of political talk radio did not affect
perceptions of the Presidency and Congress (Table 2).

With the office of the Presidency (first column of coefficients in Table
2), being older and more educated led to higher levels of confidence. Repub-
licans tended to report lower levels of confidence, and the only media effect
that emerged was a positive one for traditional television news. Watching
local and network television news, as well as awareness, knowledge, and
interest in the Presidency, enhanced confidence in this democratic institu-
tion.

These effects differ markedly from those found for Congress, where
anly Republican affiliation and expertise about Congress were associated
positively with confidence. No media effects were discernible (second col-
umn of Table 2).

Confidence in the criminal court system (third column of Table 2) was
predicted by demographics, expertise, and use of particular media. Specifi-
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TABLE 1
Media Coverage of Specific Democratic Institutions

Mass Communication Sources

Traditional Nontraditional Print Political
Television News Television Talk Radio
114 48 206 143
3.86 3.56 374 2.48*
3.72 3.65 371 2,13
48.48 43.02 47.00 27.292
61 18 93 10
3.58 3.71 3.72 4.30°
3.52 411 392 4.40°
43.95 45.56 47.17 56.00°
84 36 58 4
393 4,10 4.04 3.04*
3.86 4.03 4.16 4.00
48.81 51.39 50.98 42.50
23 38 39 94
3.04 3.89 3.63 3.052
3.04 3.97 3.74 295
37.17 47.89 45.00 36.18%
61 10 90 5
3.90 3.15 394 3.23
3.95 3.70 4.10 3.60
49.10 39.00 49.43 40.00

All entries are means. Given our theoretical interests, planned comparisons were conducted between
political talk radio and other media, but not among the other three media categories.

2 Depictions differ from the average for all other communication sources.
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cally, age, education, and expertise enhanced confidence. Reading newspa-
pers and news magazines increased levels of confidence as well, but listening
to political talk radio served to undermine confidence in the court system.

Demographic and political party identification variables failed to
predict confidence in the public school system, though being female and
more educated were marginally significant predictors (p < .10, fourth column
of Table 2). Again, knowing more about the school system, and being more
awareand interested init, led to higher levels of confidence. Use of traditional
news sources (newspapers, television news, and news magazines), as well as
watching programming such as entertainment talk shows and television
news magazines, enhanced confidence in the school system. The only nega-
tive association found was for political talk radio.
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S
TABLE 2
Confidence in Democratic Institutions

Presidency Congress Courts Schools  News Media
Controls
Sex (Male) -.05 -.06 01 -.09% -11*
Age 13+ -.04 .10* .03 .06
Education a12* .04 23" .09# -02
Income .06 .01 01 -.06 -03
Democrat .01 -01 .09 .08 09#
Republican -13* Ja12¢ -01 .04 -02
Expertise 23 .30 .10* 33+ 27#*
R? (%) 13.70** 1147+ 9.18** 14.43** 11.01**
Media Use
Traditional TV news 12¢ .03 03 14 .20
Nontrad. TV news .08 -03 .04 13+ 22%*
Traditional print 06 02 14 14 a2
Political talk radio -08 .07 -.16** -13* -.10#
Incr. R? (%) 2.09# .82 4.24* 4.58** 6.37**
Final R? (%) 15.79** 12.29** 13.41* 19.00** 17.38**

Notes:

(1) All entries are standardized OLS regression coefficients. Betas for media use control only for the

block above.
(Q#p<.10;*p<.05*p<.01

Listening to political talk radio had a similar negative effect for
confidence in the news media (last column of Table 2). However, this effect
did not reach conventional levels of statistical significance. Again, use of all
other types of media and expertise in the news media enhanced confidence
in this particular democratic institution. Of the demographic predictors, only
gender (being female) predicted to trust in the news media.

America is experiencing a crisis of confidence which some argue
threatens the very survival of these institutions.®® In this environment, the
media’s contribution to dissatisfaction, or conversely to satisfaction, toward
democratic institutions is a critical issue in communication and public
opinion. This investigation examined the relationship involving people’s use
of political talk radio in relation to other mass communication sources and
their confidence in democratic institutions.

Onamacro level, the results advance an understanding of factors that
affect public confidence in democratic institutions. Institutional expertise
and respondent sociodemographic variables (e.g., political party affiliation)
play important mediating roles in perceptions of confidence. Consistent with
previous studies, the impact of institutional expertise exerted considerable
influence on perceptions.* In all cases, betas were positive, indicating that
people possessing more awareness of, knowledge about, and interest in
institutions manifest greater confidence levels.

There are two implications of this finding for public confidence. First,
it indicates that greater knowledge may serve as the antidote to declining
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public confidence levels. Second, media effects in this study may be limited
because control variables account for a considerable amount of variance of
the dependent variables.

On a micro level, results inform the pattern of influence of mass
communication sources on public confidence in specific democratic institu-
tions.

The content analyses results revealed that political talk radio casts the
President, court system, news media, and the publicschools more negatively,
and the Congress more positively, than other mass communication sources.
Further, the regression results provided moderate support for Hypothesis 1,
which posited that political talk radio use was associated with reduced
perceptions of confidence in all institutions except the Congress. Listening to
political talk radio exerted a significant negative impact on confidence in the
court system and schools, and the news media (at marginal levels of signifi-
cance); there was no impact of talk radio on confidence in the Presidency.
Hypothesis 2, which posited that political talk radio use was associated with
increased perceptions of confidence in the Congress, was not supported.

The results revealing the negative tone of political talk radio are not
surprising, with several studies having documented its negative tone toward
institutions.®* However, research is mixed as to political talk radio’s influence
on confidence. The results of this study provide further support for the
findings of other studies that political talk radio is associated with more
negative perceptions of democratic institutions.® Further, the results help
clarify the inconsistency in past findings. Political talk radio’s tone, and
therefore its influence, varies across specific institutions. For instance, the
results of this study revealed that political talk radio was very positive in its
treatment of Congress, but negative toward the other institutions examined.
Not surprisingly, its contribution to reduced perceptions of confidence did
not extend to the Congress. This suggests that generalizations about the
influence of talk radio should be limited to individual institutions at specific
points in time.

Prior to the Republican sweep of both houses of Congress in 1994, the
Times Mirror Center for the People and the Press revealed that political talk
radio was particularly hostile toward this institution. Two years later, the
results of this study indicate that political talk radio is more positive than all
other mass communication sources in its depiction of Congress. In this
manner, the results of this study reinforce the position advanced earlier by
Miller and colleagues that only an interconnected approach, which combines
content analysis of the quantity and tone of specific mass communication
source coverage with survey data that documents people’s media use pat-
ternsand perceptions of confidence in specific institutions, can determine the
influence of media on public confidence.’

Two caveats qualify the results of this study. First, effect sizes for the
influence of individual mass communication sources were small. This out-
come is disappointing, but must be viewed in the context of this study, which
attempted to isolate the impact of specific mass communication sources.
However, most people rely on multiple communication media for their
information on public affairs, and therefore, there may be a cumulative effect
of media on confidence levels. In this vein, the finding that cumulative media
depictions are consistently more negative than public perceptions is trou-
bling. Further, given the importance of the issue of declining public confi-
dence, even small effect sizes may be meaningful. Eagly and Chaiken note
that, ”...effects that account for relatively small proportions of variance can
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still be consequential, and often are regarded as extremely important in
applied areas,”®® and Morgan and Signorielli note that in media effects
research, ... [W]e should not dismiss what appear to be small effects, because
small effects may have profound consequences.”® The problem of eroding
confidence in democratic institutions carries serious consequences.

The second caveat is that the direction of causality is unclear. The
results of this study indicate an association between the tone of media
coverage and perceptions of confidence. However, as Robinson warns, any
inference of causation requires a specification of antecedent and conse-
quent.” Does negative nedia coverage undermine public confidence, or are
cynical people drawn to those mass communication sources that reflect their
attitudes? Probably both, but the results of this study make no attempt to sort
out this causality conundrum.
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LAaTino MEpiA USE
FOR CULTURAL MAINTENANCE

By Diana 1. Rios and Stanley O. Gaines ]r.
N » . ]

We investigated whether three ethnic subgroups described as predomi-
nant Latino heritage, bicultural, and low Latino heritage previously
identified in the research literature would emerge from data collected in ’
New Mexico. Wealso tested the impact of gender on audience subgroup
membership. The results of this Latino media use research indicate that
three subgroups differed significantly in their use of general market
(English-language) and ethnic media (Spanish-language) for cultural '
maintenance. Gender, however, was not significant as a main predictor

|  of media use for cultural maintenance. Rather, subgroup membership
moderated the impact of gender upon media use for cultural goals. ‘

The mass media are widespread cultural agencies which develop
cultural perspectives for majority and minority ethnic groups in the United
States. General market media and ethnic minority media have roles both in
immigrant and U.S.-born ethnics’ cultural maintenance and assimilation.!
Several studies examining the relationship that ethnic audiences, such as
Latinos, have with mass media have revealed audience heterogeneity. That
is, unique subgroups exist among Latinos.? Further contributing to research
on audiences are content-oriented media criticism projects and audience
ethnographies that focus on gender and women 3 This latter body of research
indicates that women have experiences with media that are unique from that
of men. With research on Latino heritage audiences and women in mind, we
argue that ethnic audience heterogeneity and gender differences exist. Eth-
nic heterogeneity and gender differences are based on unique socio-historical
pressures that temper cultural-based media uses for general market (English-
language) and Spanish-language television, newspapers, and radio.

Several studies on ethnics and communication have implications for
a media uses and gratifications approach for Latino heritage audiences.
Latinos may seek media that satisfy special ethnic group-based, cultural
needs or goals. Ethnic-oriented and general market media may then provide
specific cultural functions, or uses, for Latino audiences.’ Jeffres found
support for the proposition that ethnic media use is linked to strengthening
ethnic identification.® Research by Greenberg, Burgoon, Burgoon, and
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Korzenny found that Mexican Americans and Anglos rate newspapers and
television functionssimilarly, but Mexican Americans derive lesssatisfaction
and fulfillment than Anglos with regard to magazines.” Two recent studies
by Albarran and Umphrey looked at television viewing motivations of
Hispanics, Blacks, and Whites. Results from one of these studies indicate that
Hispanic viewing motivations and program preferences are more varied
compared to those of Blacks or Whites, indicating that specific cultural and
language needs could not be met by general market television fare.

Research has discussed Latino mass media uses and the processes of
assimilation and pluralism.® Subervi-Vélez shows that Latinos’ print and
broadcast media (English and Spanish) use is part of dual cultural processes
for social integration and for sustained ethnic differentiation. The processes
of assimilation and pluralism are different among Latinos of Cuban, Mexi-
can, and Puerto Rican heritage.!® Subervi-Velez's literature review illustrates
that the role of media in cultural change and persistence is contingent upon
several variables such as language of medium, type of medium, exposureand
content, ethnic group affiliation, and other group characteristics."

Dunn,'? Rios,'® and Rios and Gaines'* promote the idea of heteroge-
neity among Latino audiences. This research shows how audience clusters
can be defined by media use and cultural attributes. Dunn examines how
communication habits are part of internal cultural dynamics of Mexican
Americans which manifest as audience heterogeneity. He identifies five
audience clusters, two of which have distinct cultural orientations; one
appears more “Mexican” in culture and use of mass media (more Spanish-
language) while the other appears more acculturated or “Anglo” in culture
and media use habits (more English-language). These two particular audi-
ence clusters can be understood with cultural maintenance and acculturation
processes in mind. Rios finds three audience subgroups with unique cultural
orientations: “low Mexican heritage,” “bicultural heritage” and “predomi-
nant Mexican heritage” clusters. Each subgroup finds general market and
Spanish-language media useful, in varying degrees, for cultural maintenance
purposes. Rios and Gaines extend the research by examining the role of
gender among audience subgroups. They find that the three subgroups
differ in their use of media for cultural maintenance, but gender was not
significant alone as a predictor for use of the media for cultural maintenance.
Overall, research supports that distinctive audience subgroups can be de-
fined by culture and communication patterns and that Latinos use mass
media for culturally significant goals.

Beginning in the 1980s, with the readership ethnography by Radway,
several gender studies focusing on women and media appeared.'> Projects
and critical writings including women of color have also dotted the gender
and communication landscape.'®* Among many important contributions of
this research is that woman’s gender identity is placed in the forefront of
analysis. Though textually defined spectators are the predominant form in
feminist film criticism, projects by Bobo and Press examine real-life women
with compelling results.'”

Bobo examines textual subjects (Black women readers implied by the
film) and the oppositional stance of social subjects (real Black women
audiences) with regard to the 1985 film The Color Purple. Women in the
Black community found their voice in the experiences of female characters
and decoded the film in a positive manner, while their Black brothers
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decoded the filmasaracist attack on Black men. Women and men interpreted
the film based on their different gender histories and experiences.'® Bobo’s
findings about reception practices can be extended to other women and men
of color. Thatis, Latina women may have ways of receiving and interpreting
mass media that is distinctive from their Latino counterparts.

Press’s ethnographic study of Anglo women shows how younger and
older women and working and middle-class women actively receive enter-
tainment television. Press finds that women who came of age in the 1950s
tended to indicate less identification between themselves and television
characters than women who came of age in later decades. Also middle-class
and working-class women responded to television characters and the idea of
television realism in different ways. Press’s research is an excellent model for
future audience studies focusing on gender, media reception, and women
and men of color.

The purpose of the present research is to investigate the influence of
gender and ethnic subgroup membership on Latino audiences’ use of
English- and Spanish-language mass media for cultural maintenance. This
study expects to find results similar to those in previous research by Riosand
Gaines!” using a sample from another southwestern city-Albuquerque.?’

Three related hypotheses tested individual difference variables on
cluster membership. Based on previous research, it was hypothesized that
(H1a) low Latino heritage persons will express relatively unfavorable atti-
tudes regarding Spanish, low knowledge-information regarding bilingual
education, low ability inreading and aural understanding of Spanish (but not
English), lack of identification with Latinos as a cultural group, and low
exposure to media overall; (H1b) bicultural persons will express relatively
favorable attitudes toward Spanish, high knowledge-information concern-
ing bilingual education, high ability in reading and aural understanding of
Spanish and English languages, strong identification with Latinos and high
exposure to newspapers and general market television (but not necessarily
Spanish-language television); and (H1c) predominant Latino heritage per-
sons will express relatively high knowledge-information concerning bilin-
gual education (though not necessarily favorable attitudes toward Spanish
per se), high ability in reading and aural understanding of Spanish (but not
necessarily favorable attitudes regarding Spanish per se), high ability in
reading and understanding of Spanish (but not necessarily English), strong
identification with Latinos, and high exposure to radio and Spanish-lan-
guage television (though not necessarily newspapers or general market
television).

Twohypotheses tested the impact of cluster membership onindividu-
als’ use of media for cultural maintenance. Based on previous research, it was
hypothesized that a significant effect of cluster membership in individuals’
use of media for cultural maintenance purposes, such that (H2a) low Latino
heritage persons will derive significantly less use from Spanish-language
media for cultural maintenance than will predominant Latino heritage
persons or bicultural persons; and (H2b) bicultural persons will derive
significantly less use from Spanish-language television for cultural mainte-
nance than will predominant Latino heritage persons.

Respondents. Respondents were 223 adult volunteers who lived in
greater Albuquerque.?’ More women (61%) than men (39%) participated in

the survey. A majority of the participants answered the bilingual question-
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naires in English (88%). The average educational level was at least some
college or trade school.?2 Most (85.2%) were born in the United States, while
a smaller portion (9.0%) were born in Mexico and the rest were born
elsewhere. Most participants (37%) indicated clerical, sales or skilled trades
as occupations. Other participants were in occupations such as professional
or managerial (30%); services or unskilled labor (9%); homemaker (2%); full-
time student (3%) retired, job seeking or unemployed (16%). A smallnumber
of questionnaires had missing data (3%).

Instrument. The self-administered questionnaire solicited responses
for questions categorized as (1) individual difference characteristics and (2)
media-related purposes for use. 2 Individual difference characteristics
included attitudes toward English and Spanish languages, self-assessed
language abilities in English and Spanish,® degree of knowledge-informa-
tion regarding bilingual education,” identification with Latino culture?” and
time spent with general market and Spanish-language television, radio and
newspapers.?® Media-related purpose variables indicated participants’ rat-
ings of the utility of general market and Spanish-language television, news-
papers, and radio for cultural maintenance.?” Items were scored according to
five-point Likert-type scales, unless otherwise indicated. All scales except
identification with Latino culture (standardized item alpha = .5) and expo-
sure to newspapers (standardized item alpha = .36) achieved reliability
coefficients of .6 or higher.®

= ——

Classification of Participants into Individual-Difference Clusters. Resylts
We conducted a cluster analysis on data for the following standardized
individual difference factors: (1) attitudes toward Spanish, (2) Spanish-
language ability in reading and aural understanding, (3) English-language
ability in reading and aural understanding, (4) knowledge-information
regarding bilingual education, (5) degree of identification with the Latino
culture group, (6) exposure to Spanish-language television, (7) exposure to
general market television, (8) exposure to newspapers (Spanish or general
market), and (9) exposure to radio (Spanish or general market).

Data from 23 of the participants were excluded due to one or more
missing values, leaving a total of 200 participants allocated among the three
clusters. Means and standard deviations for the nine individual difference
factors among the three clusters (shown in Table 1) indicated that cluster 1
(n =117) was composed of “low Latino heritage” individuals, cluster 2 (n =
73) was composed of “bicultural heritage” individuals, and cluster 3 (1 =10)
was composed of “predominant Latino heritage” individuals.”

The cluster 1 low heritage individuals held significantly less favorable
attitudes toward the Spanish language than individuals from the other two
clusters (p’s < .01); were significantly lower on knowledge-information
regarding bilingual education (p’s < .05); were significantly lower in Spanish-
language abilities (p’s < .01); were significantly higher in English-language
abilities than predominant heritage individuals (p < .01) but were slightly
lowerin English abilities than bicultural individuals (NS); identified with the
Latino culture group significantly less strongly than either of the other two
groups (p’s < .01). Also, low heritage individuals received significantly less
exposure to Spanish-language television than the other two groups (p’s <.01)
though not significantly less than predominant Latino heritage individuals
(NS); received significantly less exposure to radio (English or Spanish) than
did the other two groups (p’s <.01);and received significantly more exposure
togeneral market television than did the other two groups (p’s <.01). Thelow
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TABLE 1
Means and Standard Deviations for Individual Difference Factors among Low Latino Heritage,
Bicultural Heritage, and Predominant Latino Heritage Clusters*

Attitudes toward Spanish (F = 26.42, p<.01)

Cluster M sSD
1 (Low Latino heritage) -35 1.06
2 (Bicultural heritage) .60 57
3 (Predominant Latino heritage) 44 76

Spanish-Language Ability (F=30.96, p<.01)
Cluster

1 (Low Latino heritage) -.40 1.03
2 (Bicultural heritage) .54 62
3 (Predominant Latino heritage) 88

English-Language Ability (F=138.40, p<.01)
Cluster

1 (Low Latino heritage) .14 .68
2 (Bicultural heritage) 24 49
3 (Predominant Latino heritage) -3.37 131
Knowledge-Information Regarding Bilingual Education (F=33.19, p<.01)

Cluster

1 (Low Latino heritage) -.37 .76
2 (Bicultural heritage) .54 1.02
3 (Predominant Latino heritage) 113 .82
Identification with Latino Culture (F=39.95, p<.01)

Cluster

1 (Low Latino heritage) -.46 1.00
2 (Bicultural heritage) .61 .62
3 (Predominant Latino heritage) .84 46

Exposure to Spanish-Language Television (F=120.80, p<.01)
Cluster

1 (Low Latino heritage) -.34 .62
2 (Bicultural heritage) 22 76
3 (Predominant Latino heritage) 3.07 70

Exposure to General Market Television (F=1.72, NS)
Cluster

1 (Low Latino heritage) 08 96
2 (Bicultural heritage) .04 .99
3 (Predominant Latino heritage) -51 .96
Exposure to English or Spanish Newspapers (F=31.23, p<.01)

Cluster

1 (Low Latino heritage) -.40 .99
2 (Bicultural heritage) .64 .64
3 (Predominant Latino heritage) -.02 96
Exposure to English or Spanish Radio (F=32.28, p<.01)

Cluster

1 (Low Latino heritage) -38 77
2 (Bicultural heritage) .56 93
3 (Predominant Latino heritage) 97 131

*For all analyses F values were computed with (2, 197) degrees of freedom.

Note: All means and standard deviations are based on z scores (i.e., for the sample as a whole, mean = 0 and standard
deviation = 1).
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heritage cluster’s mean education achievement level indicated some college
or trade school.? Most individuals from this cluster were found within
clerical, sales, and skilled trade occupations.

The cluster 2 bicultural cluster held relatively favorable attitudes
toward Spanish, and indicated relatively moderate knowledge-information
onbilingual education. They indicated moderate skill in Spanish and highin
English-language abilities. The biculturals identified moderately with the
Latino cultural group. They were highly exposed to newspapers and
moderately exposed to general market and Spanish-language television and
radio. The bicultural cluster’s mean education level indicated some college
or trade school.3® Post-hoc Scheffé tests indicated that the mean education
levels between the low heritage cluster and the biculturals were not signifi-
cantly different. Individuals in this cluster tended to be located within
clerical, sales, and skilled trades.

The cluster 3 predominant Latino heritage indicated highest knowl-
edge-information on bilingual education. These respondents were high in
Spanish-language abilities, identified highly with the Latino cultural group,
and were exposed to radio and Spanish-language television at high levels.
They also indicated moderate exposure to newspapers (whether general
market or Spanish) and lowest exposure to general market television. The
predominant heritage mean educational level indicated achieving some high
school.* Post-hoc Scheffé tests indicated that the predominant Latino heri-
tage cluster’s level of education was significantly different from those of the
biculturaland low heritage clusters (p’s <.05). Individuals from the predomi-
nant cluster tended to be found in clerical, sales, and skilled trade occupa-
tions.

Univariate F tests revealed that with the exception of exposure to
general market television, the individual difference factors contributed sig-
nificantly to the overall cluster solution. The F statistics and corresponding
significance levels associated with each of the individual difference factors
are presented in Table 1. A discriminant analysis revealed that grand
centroids for each of the three groups could be plotted along two orthogonal
second-order functions or axes, namely (1) orientation toward Anglo culture
and (2) orientation toward Latino heritage culture % In particular, Axis 1 served
to distinguish predominant Latino heritage persons from bicultural and low
Latino heritage persons, whereas Axis 2 served to distinguish low Latino
heritage persons from bicultural and predominant Latino heritage persons.3

Impact of Gender and Cluster Membership on Latino Cultural Main-
tenance with Mass Media. Correlations among the six media use factors are
presented in Table 2. Means and standard deviations for the six media use
factorsasa function of gender and cluster membership are presented in Table
2. Multivariate analyses of variance (MANOVAs) indicated that partici-
pants’ gender was not reflected significantly in their use of the media for
cultural maintenance (Pillai’s trace=.02, approximate F (6, 179 df ) = .51; NS.
Other tests also indicated lack of significance: Hostelling’s T statistic = .02,
approximate F (6,179 df ) =.51; NS; and Wilk’s Lambda=.98, approximate F
(6, 179 df ) =.51; NS). Furthermore, none of the subsequent univariate
analyses of variance (ANOVA) revealed significant gender differences in
participants’ use of media for cultural maintenance. Thus, it was concluded
that gender was nonsignificant in itself as a predictor of individuals’ use of
mass media for cultural maintenance.

In contrast to gender, MANOVA results suggested that participants’
cluster membership exerted a significant impact upon their use of media for
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1
2 13
3 .80*
4 .07
5 69*
6 12

TABLE2
Pearson Correlations among Media Use Factors
(n = 205)
2 3 4 5
06
.60* .06
o3 73* .10
.56* 12 -66* 24

* For correlations with asterisks, p < .01.

1 = Cultural maintenance using Spanish-language television.

2 = Cultural maintenance using general market television.

3 = Cultural maintenance using Spanish-language newspapers.
4 = Cultural maintenance using general market newspapers.

5 = Cultural maintenance using Spanish-language radio.

6 = Cultural maintenance using general market radio.
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cultural maintenance (Pillai’s trace = .40, approximate F (12, 360 df) = 7.54,
p < .01; Hotelling’s T statistic = .60, approximate F (12,356 df) = 8.90, p < .01;
and Wilk’s lambda = .61, approximate F (12,358 df) =8.22, p <.01). ANOVAs
revealed that the influence of cluster membership upon individuals’ use of
the media for cultural maintenance was manifested in utility gained from all
forms of Spanish-language media (for Spanish -language television, F (2,184
df) =40.32; for Spanish language newspapers, F (2,184 df)=41.98, p<.01;and
for Spanish-language radio, (F (2,184df) = 29.07, p < .01). Inaddition, the three
groups differed significantly in general market television use for cultural
maintenance (F (2,184 df) =3.09, p < .05). Post-hoc Scheffé tests indicated that
low Latino heritage participants found significantly lower utility for Spanish-
language media for cultural maintenance than did bicultural or predominant
heritage participants at the .01 level (predominant heritage participants
found Spanish-language television significantly more useful than did bicul-
tural participants). Moreover, predominant Latino heritage individuals
found general market television somewhat more useful for cultural mainte-
nance than did bicultural heritage individuals, with the difference (p <.10)
approaching, but not reaching, conventional levels of statistical significance
(i.e., p < .05)

Finally, MANOVAs for the interaction between gender and cluster
membership proved to be marginally influential on participants’ use of the
media for cultural maintenance (Pillai’s trace =.10, approximate F (12, 360 df)
=1.64, p < .08; Hostelling’s T statistic = .11, approximate F (12,356 df) = 1.62,
p < .09; Wilk’s lambda = .90, approximate F (12, 358 df ) = 1.63, p < .08.
Univariate ANOVAs revealed that differences among the three clusters were
significant for general market television (p < .05) and marginally significant
for Spanish-language television (p < .07). In particular, among women,
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TABLE 3

Means and Standard Deviations for Media Use Factors among Low Latino Heritage, Bicultural

Heritage, and Predominant Latino Heritage Clusters

Women
Cultural Maintenance using Spanish-Language Television
Cluster M sD
1 (Low Latino heritage) 2.18 96
2 (Bicultural heritage) 293 94
3 (Predominant Latino heritage) 416 .70
Cultural Maintenance using General Market Television
Cluster
1 (Low Latino heritage) 1.97 72
2 (Bicultural heritage) 1.87 .61
3 (Predominant Latino heritage) 3.00 91
Cultural Maintenance using Spanish-Language Newspapers
Cluster
1 (Low Latino heritage) 1.81 93
2 (Bicultural heritage) 283 1.06
3 (Predominant Latino heritage) 3.44 1.07
Cultural Maintenance using General Market Newspapers
Cluster
1 (Low Latino heritage) 2.24 75
2 (Bicultural heritage) 221 71
3 (Predominant Latino heritage) 2.60 1.16
Cultural Maintenance using Spanish-Language Radio
Cluster
1 (Low Latino heritage) 2.10 1.03
2 (Bicultural heritage) 324 1.14
3 (Predominant Latino heritage) 3.60 1.52
Cultural Maintenance using General Market Radio
Cluster
1 (Low Latino heritage) 1.96 81
2 (Bicultural heritage) 2.01 .89
3 (Predominant Latino heritage) 2.87 1.22

Note: All means and standard deviations are based on a 1 to 5 Likert scale.

M
194
3.42
4.12

2.25
1.92
2.00

1.63
3.14
3.88

1.98
3.17
4.16

2.10

2.20

SD
97
1.02

96

.78

.78
127

94

1.03

1.02
1.30
83

g®?

predominant Latino heritage individuals found general market television
especially useful. Among men, low Latino heritage individuals found
general market television most useful.

Overall, the above results suggested that cluster membership (both by
itself and in combination with gender) was a reliable predictor of individuals’
use of mass media for cultural maintenance. Given that the three clusters
were not equal in levels of education, however, we also conducted multivari-
ate analyses of covariance (MANCOV As) in which education was added as
a potential predictor. Results of the MANCOVAs revealed that education
was not significant as a predictor (Pillai’s trace = .05, approximate F [6,178 df]
=1.71,NS; Hotelling’s T = .06, approximate F [6,178 df} = 1.71, NS; and Wilk’s
lambda = .94, approximate F [6,178 df} = 1.71, NS). Furthermore, even after
accounting for level of education, (1) the impact of cluster membership
remained significant; (2) the impact of gender remained nonsignificant; and
(3) the impact of the cluster by gender interaction achieved significance as an
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additional predictor of individuals’ use of mass media for cultural mainte-
nance. Therefore, it was concluded that the results for cluster membership,
by itself as well as in combination with gender, were not due to correspond-
ing differences in level of education.

Below results are summarized according to hypotheses. Consistent
with previous research by Riosand Gaines, a significant effect of individual
difference variables on cluster membership were obtained.

Regarding Hla, low Latino heritage persons expressed relatively
unfavorable attitudes regarding Spanish, low knowledge-information re-
garding bilingual education, low ability in reading and aural understanding
of Spanish (but not English), lack of identification with Latinos as a cultural
group, and low exposure to media overall (with the exception of English-
language television, which had not been predicted). This hypothesis was
supported with partial exception.

Regarding H1b, bicultural persons expressed relatively favorable
attitudes regarding Spanish, high exposure to newspapers and English-
language television (along with radio and Spanish-language television,
which had not been predicted). This hypothesis was partially supported.

Regarding H1¢, predominant Latino heritage persons expressed rela-
tively high knowledge-information concerning bilingual education (though
not necessary favorable attitudes regarding Spanish per se) high ability in
reading and understanding Spanish (but not necessarily English), strong
identification with Latinos as a cultural group, and high exposure to radio
and Spanish-language television (though not necessarily newspapers or
general market television). The hypothesis was supported.

The impact of cluster membership on individuals’ use of media for
cultural maintenance purposes was mostly consistent with previous re-
search.

Regarding H2a, low Latino heritage persons derived significantly less
use from Spanish-language media for cultural maintenance purposes that
did predominant Latino heritage persons. The hypothesis was supported.

Unlike previous research regarding H2b, bicultural heritage persons
derived less use from general market television for cultural maintenance
purposes than did predominant Latino heritage persons; this latter result was
marginally significant. The hypothesis was not supported.

Regarding interaction effects between gender and cluster member-
ship on individuals’ use of media for cultural maintenance—although a
priori hypotheses regarding two-way interaction effects between genderand
cluster membership were not formulated, a significant effect was obtained
such that (a) among women, predominant Latino heritage persons found
general market television particularly useful for cultural maintenance pur-
poses; whereas (b) among men, low Latino-heritage persons found general
market television particularly useful for cultural maintenance.

At first glance, it might seem that these interaction effects run counter
to results previously reported by Rios and Gaines. They did not find a
significant two-way interaction effect between gender and cluster member-
ship. However, these researchers did find that after adding type of medium
and language of medium as within-subject independent variables of media
use, a three-way interaction effect resulted among gender, type of medium,
and language of medium, such that (a) among women, predominant heritage
persons found general market broadcast media particularly useful for cul-
tural maintenance. Thus, the primary difference between the present results
and those reported by Rios and Gaines was that in the present study,
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interaction effects involving gender were manifested primarily in individu-
als’ use of general market television (but not necessarily radio); whereas in
the earlier study by Rios and Gaines, interaction effects involving gender
were manifested in individuals’ use of general market broadcast media in
general (i.e., television and radio).

The results of the present study indicate that the three-cluster typol-
ogy originally identified in the research literature as a predictor of Latino’s
use of English and Spanish-language mass media for cultural maintenance in
a Texas sample emerged as a predictor of Latino use of mass media for
cultural maintenance in a New Mexico sample. Interestingly, low Latino
heritage individuals comprised a majority of the present sample (compared
with Rios’ sample, in which bicultural heritage persons comprised a major-
ity). Nevertheless, the same main effect for cluster membership obtained by
Rios—that is, bicultural heritage individuals were exposed to Spanish-
language newspapers and all general market media, whereas predominant
heritage individuals indicated Spanish-language broadcast media to be
especially useful—was repeated in the present study.

Consistent with Rios and Gaines, gender did not account for signifi-
cant variance beyond that explained by cluster membership. Furthermore,
any impact of gender upon individuals’ use of media for cultural mainte-
nance was moderated by cluster membership (unlike Rios and Gaines, in
which no significant interaction between cluster membership and gender
was found). Overall, cluster membership proved to be asignificant predictor
of individuals’ use of mass media for cultural maintenance in the present
study (as was true for Rios, and Rios and Gaines).

How are we to account for the cluster by gender interaction effect in
this study? The effect appears to be depend primarily upon women’s and
men’s differing utilitarian behaviors with regard to general market television
as a potential source for cultural maintenance. Specifically, the three clusters
of women utilized general market television much the same way as they did
other Spanish-language media (i.e., predominant Latino heritage women
considered general market television more useful for cultural maintenance
than did either low Latino heritage or bicultural heritage women). In
contrast, men gained a different level of utility from general market televi-
sion than Spanish-language media (i.e., low Latino heritage men saw general
market television as more useful than did either predominant Latino heritage
or bicultural heritage men). Perhaps men in the low Latino heritage cluster
limited their search for sources of cultural maintenance to one medium (i.e.,
general market television) that required the least attention as well as the least
knowledge of Spanish. Future research will be required to test such a post hoc
explanation.

The results regarding the typology of clusters is consistent with
previous research on heterogeneity among Mexican heritage populations.
The “predominant Latino heritage” cluster corresponds to the “Mexican
ethnics” group identified by Keefe and Padilla®; the “bicultural heritage”
cluster corresponds to the “cultural blends” group identified by Keefe and
Padilla; and the “low Latino heritage” cluster corresponds to the “Ameri-
cans—set apart” cluster identified by Keefe and Padilla. An important
contribution of the present study (along with Rios, and Rios and Gaines) is
that the typology was used as a means toward the end of predicting hetero-
geneity in individuals’ use of the mass media for cultural goals, whereas
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Keefe and Padilla apparently viewed their typology as an end in itself (to
identify patterns of cultural change and persistence in the Mexican heritage
community).

A weakness in the present research is the lack of a representative
sample and the overall sample size. Each of these are inherent limitations of
the sampling method chosen for this replication research. Generalizability of
the results to other Latinos in the United States are constrained by the lack of
representativeness and sample size. Research on Latino audiences that uses
random sampling methods and obtains larger samples are encouraged for
the future.

The phenomenon of audience heterogeneity within the Latino heri-
tage population and unique gender uses of the mass media are phenomenon
to consider for many Latino groups across the United States. For Mexican
Americans, Puerto Ricans, and Cuban Americans, Subervi-Vélez’s research
has indicated that cultural processes are linked with mass media exposure.
Subervi-Vélez’s research focuses more on differences and similarities across
Latino populations; however, looking at the basic tendencies of ethnics to
hold anarray of cultural orientations and demographic characteristics within
one Latino co-culture, it is safe to speculate that Latino audience subgroups
and cultural uses for media certainly exist in other communities. With regard
to the lack of main effect for gender and cluster membership in this empirical
research, perhaps these potential differences may be better revealed in
ethnographic field research among several Latino communities.?®
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Chicana or Chicano is used as the term best suited for clearly articulated
persons of Mexican heritage.
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method called snowball sampling in which respondents are gained through
interpersonal network references. This field technique is useful for gaining
special populations such as ethnic minorities, but does not yield large sample
sizes; see Gary T. Henry, Practical Sampling (Newbury Park, CA: Sage, 1990).
A bilingual Spanish and English call for respondents was made through
flyers and personal announcements at the University of New Mexico and in
surrounding areas of high Latino concentration. Community contacts had
been previously established during related qualitative field research by the
first author, not presented here. The primary requirement for participation
was that potential respondents self-identify as either “Mexican” or “Spanish”
heritage. The first author and two research assistants made telephone calls
to potential respondents who had either answered the call for participation
or had been referred by friends, relatives, or co-workers. Those consenting
to participate received a questionnaire through the mail or had a question-
naire personally delivered to them at their place of work, home, or other
convenient location. Respondents received no payment or reward except in
one neighborhood area where adults received a small package of plastic toys
for children.

22. The mean education was 7.66 (SD = 1.64), where 7 indicates some
college or trade school and 8 indicates completion of college.

23. The instrument used in the present study was the same one used in
Rios, “Mexican American Audiences” and in Rios and Gaines, “Impact of
Gender and Ethnic Subgroup.” The entire instrument was composed of over
100 question items. Selected items are described.

24. In your opinion, how important is it for people of Spanish/Mexican
background to know Spanish?; In your opinion, how important s it for most
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others in New Mexico to know Spanish?; There are various opinions about
English as the only language that should be spoken in New Mexico. How
much do you agree that English should be the only language spoken in New
Mexico?

25. In your opinion, how well can you read in Spanish?; In your opinion,
how well can you understand spoken Spanish?; In your opinion, how well do
you believe you can read in English?; In your opinion, how well do you
understand spoken English?

26. How much do you know about bilingual education in New Mexico?;
How strong is your support for bilingual education in New Mexico?; How
useful has Spanish-language TV been for you getting information about
bilingual education?; How useful has English-language TV been for you
getting information about bilingual education?; How useful have English-
language newspapers been for you getting information about bilingual
education?; How useful have Spanish/Mexican newspapers been for you
getting information about bilingual education?; How useful have friendsand
relatives been for getting information about bilingual education?; How many
good things have you heard or read about bilingual educationon TV, radio
or in newspapers?

27. Theterm ”Latino” is used here for the sake of facility and consistency.
The actual question items used the terms “Mexican” and “Spanish” together
as in the following: How close do you feel to other people of Spanish/
Mexican background?; In your opinion, how “Spanish” or "Mexican” doyou
feel you are?; In your opinion, how different are people of Spanish/Mexican
background from other people living in the U.5.?

28. For example, the following questions were asked about general
market and Spanish-language television exposure using an eight-point Likert-
type scale (scale choices: 0, never to 7 nights): How many nights a week do
you watch the local or national evening news on English-language TV?, How
many days a week do you watch daytime entertainment shows on English-
language TV?; How many nights a week do you watch evening entertain-
ment shows on English-language TV? How many days a week do you watch
daytime entertainment shows in Spanish? How many nights a week do you
watch evening entertainment shows on Spanish-language TV? How many
nights a week do you watch the TV evening news in Spanish?

The following were asked about general market and Spanish-lan-
guage radio exposure using the specified Lickert-type scales: How many
hours a day do you listen to the radio? [nine-point scale 0, none to 8 or more
hours}; About how many days a week do you hear newscasts on the radio?
[eight-point scale 0, never to 7 days}; How much of the newscasts you listen
to on the radio are in Spanish? [five-point scale, none of it to all of it]. About
how many days a week do you listen to music on the radio? [scale choices 0,
never to 7 days]; How much of the music you listen to on the radio, is in
Spanish? [5 pt, none of it all of it]. The following were asked about general
marketand Spanish-language newspaper exposure using the specified scales:
How many days a week do you read a major daily newspaper? [eight-point
Lickert-type scale 0, never to 7 days); Please mark all the major daily
newspapers that you read regularly: none, The Albuquerque Journal, The
Albuguerque Tribune, The New Mexican, Others? [coded as dichotomous where
none was given a value of one and reading any major daily newspaper was
given a value of two); Please mark all the Spanish /Mexican newspapers that
you read regularly: none, El Hispano, Las Fronteras, Arellano, others?[coded as
dichotomous where none was given a value of one and reading any Spanish/

Larivo MEDtA USE FOR CULTURAL MAINTENANCE

759



760

Mexican newspaper was given a value of two).

29. For example: How useful has Spanish-language TV been for you
improving your Spanish?; How useful has Spanish-language TV been for you
keeping up with your Spanish/Mexican cultural traditions and holidays?;
How useful has TV in Spanish been for you learning more Spanish/Mexican
cultural values?; How useful has English-language TV been for you knowing
what’s going on in the Spanish/Mexican community in the Albuquerque
area? How useful has Spanish-language TV been for you knowing what'’s
going on in the Spanish/Mexican community in the Albuquerque area?;
How useful has TV in Spanish been for your entertainment?; How useful has
English-language TV been for you learning more Spanish/Mexican cultural
values?; How useful has English-language TV been for you keeping up with
Spanish/Mexican traditions and holidays?; Scale choices typically read: (1)
notat all useful , (2) a little useful, (3) moderately useful, (4) useful, (5) very
useful. The same questions and scales are repeated for each language and
medium.

30. Both of the scales with low reliabilities were short (i.e., three items),
and two of the three items measuring exposure to newspapers were dichoto-
mous; the use of few (and, especially dichotomous) items can dramatically
lower scale reliabilities; see Edward G. Carmines and Richard A. Zeller,
Reliability and Validity Assessment (Newbury Park, CA: Sage, 1979).

31. Withregard to small sample size and the use of multivariate statistics
the following were consulted: James Stevens, Applied Multivariate Statistics for
the Social Sciences (Mahwah, NJ: Erlbaum, 1996), and Barbara G. Tabachnick
and Linda S. Fidell, Using Multivariate Statistics (NY: Harper Collins, 1989);
The cluster types are consistent with clusters previously identified by Rios,
“Mexican American Audiences”; Rios and Gaines “Impact of Gender and
Ethnic Subgroup”; and Susan E. Keefe and Amado M. Padilla, Chicano
Ethnicity (Albuquerque, NM: University of New Mexico, 1987); Regarding
cluster size in the analyses, Ward'’s method retained the cluster of predomi-
nant Latino heritage individuals despite the tendency of this method not to
retain clusters of this small size. The fact that this cluster was retained
suggests that predominant Latino heritage individuals are qualitatively as
well as quantitatively different from individuals in the other two clusters.
The following were consulted for the uses of cluster analysis: Mark S.
Aldenderfer and Roger K. Blashfield, Cluster Analysis (Newbury Park, CA:
Sage, 1984); H.Charles Romesberg, Cluster Analysis (Belmont, CA: Lifetime
Learning, 1984); Michael R. Anderberg, Cluster Analysis for Applications (NY:
Academic Press, 1973); The following was used with regard to statistical
procedures: Marija J. Norusis, SPSS/PC+: Advanced Statistics, version 5.0
(Chicago, IL: SPSS Inc., 1992); Marija ]. Norusis, SPSS/PC+: Professional
Statistics, version 5.0 (Chicago, IL: SPSS Inc. 1992).

32. The low heritage cluster’s mean education level was 7.68 (SD = 1.36),
whereas 7 indicates some college or trade school and 8 indicates completion
of college.

33. The bicultural cluster’s level was 7.93 (SD = 1.64), where 7 indicates
some college or trade school and 8 indicates completion of college.

34. The predominant Latino cluster’s level of education was 5.50 (SD =
2.95) where 5 indicates some high school and 6 indicates completion of high
school.

35. For overview of discriminant analysis, see William R. Klecka, Dis-
criminant Analysis (Newbury Park, CA: Sage, 1980); for similar findings of
heterogeneity among Latinos, see John W. Berry, Ype H. Poortinga, Marshall
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H. Segall, and T. R. Dasen, Cross-cultural Psychology: Research and Applications
(Cambridge, MA: Cambridge University, 1992); Keefe and Padilla, Chicano
Ethnicity ; Manuel Ramirez, Psychology of the Americas: Mestizo Perspectives on
Personality and Mental Health (NY: Pergamon, 1983).

36. Furthermore, we intended to utilize gender as well as cluster member-
ship in predicting individuals’ use of the mass media for cultural mainte-
nance, and therefore conducted a chi-square test in order to eliminate the
possibility that either women (comprising 59% of the bicultural individuals,
68% of the low Latino heritage individuals, and 50% of the predominant
Latino heritage individuals) or men were over-represented in any of the
clusters. Chi-square resultsindicated that the proportion of women and men
did not vary significantly across the three clusters (Pearson chi-square [2 df]
=2.37,NS; likelihood-ratio chi-square [2 df] = 2.38, NS; Mantel-Haenszel test
for linear association {1 df] = .33, NS). It must be said that part of the lack of
significance may be due to the relatively small number of persons in the
predominant Latino heritage cluster. In summary, gender and cluster
membership could be viewed as independent predictors of individuals’ use
of the mass media for cultural maintenance.

37. Rios and Gaines, "Impact of Gender and Ethnic Subgroup.”

38. Keefe and Padilla, Chicano Ethnicity.

39. In field research in Texas, the first author observed different ways
women and men use and think about general market and Spanish-language
mass media. See Diana 1. Rios, “Chicano Cultural Resistance with Mass
Media,” in Chicanas and Chicanos in Contemporary Society, ed. Roberto M. De
Anda (Boston: Allyn and Bacon, 1996), 127-14.
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WoMEN MakING NEws:
GENDER AS A VARIABLE
IN SOURCE SELECTION AND USE

R e G ey e e e e
By Lynn M. Zoch and Judy VanSlyke Turk

[ Animportant dimension of agenda setting is the way in which the media

frame the issues and events they present to the public. This article focuses
on one of the most important dimensions of framing: choice of informa-
tion source—the selections journalists make from among the many
possible and potential holders of information of those sources whose
information and viewpoints will actually be included in the news. In
particular, this content analysis of ten years of three southern newspa-
[ pers focuses on the inclusion of female sources in newspaper stories and

analyzes whether the gender of the reporter affects that inclusion.

The media of mass communication are among our most powerful
social institutions, with the capacity to set the public agenda by attaching
salience to particular issues and events they cover. An important dimension
of agenda setting is the way in which the media frame the issues and events
they present to the public.! This article focuses on one of the most important
dimensions of framing: choice of information source, that is, the selections
journalists make from among the many possible and potential holders of
information of those sources whose information and view points will actually
be included in the news. In particular, this article focuses on the inclusion of
female sources in newspaper stories.

A recent study by the Freedom Forum indicates that women are
seldom used as sources for stories of national or international importance, but
rather are quoted as victims or because of their relationship witha male who
is central to the story. The study also found that female reporters were no
more likely than their male colleagues to quote other women.2 Thus, this
research focuses on gender as a primary variable not only of source but of
reporter. Finally, the article explores the connection between the holder of
information and power: the absence of women as sources would reflect their
powerlessness, their symbolic annihilation by the media.3

Agenda Setting. The media clearly are more than a mirrorof or conduit
for the concerns and issues of others. There s significant research support for
an agenda-setting model: that the public learns both facts and the salience of
those facts from the media. The literature supports the belief that public
perceptions and opinions toward issues/topics and the individuals who
espouse those issues are shaped by the media, leading the public to view
certain issues/topics as more important than others.*

Lynn M. Zoch is an assistant professor and Judy VanSlyke Turk is professor and dean in
the College of Journalism and Mass Communications, the University of South Carolina,
Columbia, SC.
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The media, “in the process of transmitting others’ concerns and issues
-..reworks and translates them to focus attention and structure cognitions.”
From the array of available information, the media select for dissemination
those pieces of information reporters and editors think are important, the
media’s agenda of salient information.®

While the media are not the only influence upon our sense of what’s
important in our environment, the media do play a central role.” But the
world the public sees through the media’s eyes is not an objective account of
events, people, places, and issues. “While news may be viewed as a window
on the world through which Americans learn of their institutions and their
leaders, it is a window that reflects largely the media’s own construction of
reality.”®

If the media do indeed pass along their construction of reality, their
own agenda of what is important, the question then becomes, who sets the
media’s agenda? Turk writes: “The sources of the raw material of informa-
tion upon whichjournalists rely and from which they choose what to use may
ultimately have as much to do with the media’s agenda as the selection
processes of the journalists themselves. News is not necessarily what hap-
pens but what a news source says has happened because the news doesn’t
‘happen’ until there is an exchange of information” between journalists and
their sources.?

Framing the Media Agenda. A frame is defined as a “schemata of
interpretation” which allows an individual to make sense of information or
an occurence.'’ The media give their audiences frames to organize and
facilitate understanding. “(F)rames select and call attention to particular
aspects of the reality described, which logically means that frames simulta-
neously direct attention away from other aspects.”"!

In an article that focuses on political campaigns, Williams, Shapiro,
and Cutbirth point out both the importance and the dangers to news
consumers of this framing the news. They alsonote the importance of various
other message variables in addition to content—such as source attribution
and placement of stories—in the framing of a story.!?

Kosickiand Panadd to that list of framing variables when they suggest
that “media also have effects on the way issues are framed through the
choices of journalists, institutional traditions and workways, occupational
norms and values, and actions of policymakers who may be chosen as
sources.”!?

Inthe context of this article, the main variable of concern in the way the
media frame a story is the choice of sources. When a source is a woman, the
interaction of topic and status of source also are of concern in identifying the
role of the female source within the context of the story. It should also be
remembered that it is individual reporters who pick sources, decide what
questions to ask, which quotations to use and which to ignore, and what tone
the story should take." Thus how the gender of the writer affects the choice
of source and how much information is attributed to the source also are
considered important in this study.

Preference in Use of News Sources. Official sources, such as govern-
ment officials or police, are often preferred by journalists.!® This may be
especially true atsmall- or medium-circulation papers where the relationship
between reporters and their sources can be part of the power structure of the
community.'6

Shoemaker and Reese write that “(s)ources have a tremendous effect
onmass media content, becausejournalists can’t includein their news reports
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what they don’t know.. . (sources) may also influence the news in subtle ways
by providing the context within which all other information is evaluated...
and by monopolizing the journalists’ time so that they don’t have an oppor-
tunity to seek out sources with alternative views.”"7

Research shows that reporters repeatedly go to sources who are like
themselves. And journalists tend not to select or to quote sources who refute
their own ideas.!® Stempel and Culbertson suggest that a source’s
assertiveness, credibility (as determined by the journalist), accessibility, and
quotability can affect both a source’s prominence (frequency of mention) and
dominance (tendency to be quoted rather than paraphrased or just written
about) in news coverage."”

Of course journalists “not only talk with those who are directly
involved (in news events), but they may also get information from sources
only indirectly associated with the event or reactions and opinions from
‘people on the street.” But not all sources are equally likely to be contacted by
journalists—those with economic or political power are more likely to
influence news reports than those who lack power.”?

Gans argues that heavy reliance by media on officials representing
both government and private-sector entities presents a very specific (official)
picture of society and its institutions.? How reporters gather news and the
types of sources they use are important because in framing that picture
journalists determine not only what information is presented to the public
but what images of society are presented.?2

Women and the Power of News Sources. It is an unreal image of
society that is presented when women, who represent 52 percent of our
population, are relatively absent as news sources. And it is an unreal image
presented when women are rarely quoted on issues of national or interna-
tional importance, or are seldom quoted on the front page of a newspaper like
the New York Times.? The issue of women as news sources, and the media-
presented image of power and legitimacy associated with those sources, is
another area of examination in this study.

A number of studies conducted over the last several decades have
found women badly underrepresented as sources in newspapers and on
televisions newscasts. The emphasis continues to be on male authorities and
officials.?*

Reporters often give time pressure as a reason for lack of diversity in
news sources. They contend that the availability of a source is sometimes the
most important criterion to choice of that source.> Other research has shown
that newsgathering routines and peer group pressure within a news organi-
zation can affect a reporter’s use of sources.?

Critical theorists, on the other hand, blame gender inequality in the
media on power relations and the way they are embedded in the political and
social order in this country.”? Bybee, for example, argues that power is
connected to knowledge in studying the social construction of women in
news. He sees what he calls power/knowledge as “an integrated, mutually
reinforcing discourse of truth” that both keeps the media consumer from
seeing and hearing women's voices presented in the news, and women from
presenting the news.?

One reason “elites” are used so often as sources, is that “(D)ue to their
centrality in power systems, they can supply a great deal of information
without unduly taxing their organizations or the resources of journalists.
They also are more likely to meet standard definitions of reliability, trustwor-
thiness, authoritativeness and articulateness.”?
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The reporter’s use of sources creates a representation to the reader of
who has information important enough to cite in the news story. In this way
news isarepresentation of power and authority within the society.® Feminist
researchers believe that the inequitable distribution of power between men
and women creates a system where women “lose their voices” and become,
in effect, “invisible.”*! Perhaps they are invisible, too, to reporters searching
for sources.

Within the context of the media, information or “news” indicates to
the reader who is in possession of knowledge that is important enough to
report. “At the same time that it informs about who are the authorized
knowers, it suggests, by relegation to a minor role and by omission, who is
excluded from having a say in important matters.”

From the review of the literature, several research questions emerged Development
thatlinked framing, source role in framing, and gender of both journalist and Of Research

source. .
The research questions examined in this study were: Questions

(1) Do journalists still favor official sources of informa-
tionin their reporting of the news, as theliterature indicates has
traditionally been the case?*

(2) Are the sources, and especially the official sources,
upon whom journalists rely still predominantly male, as has
been the finding in past studies?

(3) Does the gender of the reporter make a difference in
this tendency to rely upon official sources? Are male and
female journalists equally likely to rely on official sources?

(4) Does the gender of the reporter make a difference in
the extent to which women are used as sources? Are male and
female journalists equally likely to use women as sources?

(5) If journalists are, indeed, heavily dependent upon
official sources, how does this affect the media’s construction of
reality, the “worldview” presented to media audiences and
consumers?

This study analyzed a sample of stories published between 1986 and Methodol-
1996 on the front pages of the “A” (first section) and “B” (metro/local) ogy
sections of three daily newspapers in the southeastern United States: the
Charlotte Observer in Charlotte, North Carolina; the State in Columbia, South
Carolina; and the Augusta Chronicle in Augusta, Georgia. These particular
newspapers were selected because they provided representation of different
circulation sizes—large, medium, and small, respectively*—as well as dif-
ferent states.

Alternate years were sampled, and the sample alternated between
even-numbered and odd-numbered months. The newspaper published on
the first day of the selected month was chosen, and all stories on the front
pagesofthe”A”and “B” sections of those issues, including thejumps of those
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stories continued onto a subsequent page, were analyzed. Selecting the first
day of the month provided a sample that represented all seven days of the
week.

This sampling method yielded a total of 1,126 stories. The stories were
quite evenly divided among the three newspapers: 341 (30.3%) of the stories
were published in the [Charlotte] Observer, 398 (35.3%) in the [Columbia]
State, and 387 (34.4%) in the [Augusta] Chronicle.

The unit of analysis was the news story. Information coded for each
story included:

(1) date and year of publication;

(2) placement variables (page, column width of head-
line, location on the page, length of story, and use of photo or
other illustration);

(3) topic covered and its scope (international, national,
state, or local). Topics were selected based on a review of the
newspaper content analysis literature;*®

(4) variables on the source of the story (whether the story
was generated by staff or wire service, if it was bylined or not,
and gender of the byline if one was used);

(5) number and identification of sources to whom infor-
mation in the story was attributed. For each attribution, coders
recorded whether the source was identified by name, the gen-
der of the source, any organizational or official title used for the
source, any identification of the source’s employer or the orga-
nization the source represented, and the length of the material
attributed to the source. Length was measured in picas because
that is currently the dominant measure used in the newspaper
industry.

The coding manual was pretested extensively and revised several
times before coding began to increase intercoder and intracoder reliability.
Intercoder reliability also was enhanced by limiting the coding to only four
individuals, the two researchers and two graduate students trained by the
researchers.%

Data on the Stories. Almost three quarters of the stories (72.4%) were
news, while 27.6% were features.”” The Chronicle used proportionately more
news stories (78.3%) than the State (71.3%) or the Observer (66.9%).

The largest number of stories—465, or 41.4%—were local stories,
dealing with city, town, village, or county topics and issues. Given the
traditionin the United States of local, "home town” newspapering, with most
newspapers clearly identified with and circulating within a particular com-
munity, that local emphasis was not surprising. That pattern held across all
three newspapers, although the Chronicle, the smallest paper, was more local
than the other two papers: 46.6% of its stories were local, compared to 40.0%
in the Observer and only 37.4% in the State.

Neither was it surprising that the smallest number of stories—104, or
only 9.3%—dealt with international topics and issues. U.S. newspapers carry
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much less news about events in other countries and on other continents than
donewspapers elsewhere, a phenomenon U.S. journalists sometimes explain
by noting that the U.S. is less dependent upon actions and events beyond its
national boundaries than most other countries in the world.

Almost half of the stories—551, or 49.6%—were short: fewer than 90
lines of type. “Shorter is better” seemed particularly true in the Augusta
paper: 42.2% of the stories analyzed from the Chronicle were shorter than 60
lines of type, and it ran the smallest number of long stories.

Data on Reporters. More stories came from the newspapers’ own
staffs (815, or73.2%) than from wireservices or syndicates (295, 0r 26.5%). The
Chronicle used proportionately more wire service or syndicated stories than
the other two papers: 34.7% compared to only 23.1% in the Stateand 21.3% in
the Observer.3®

Bylines were common: 84.8% of the stories carried the byline of the
reporter or reporters who wrote the story. Of the 954 stories that had bylines,
more than half—592, or 55.6%—carried the byline of a male, while only 26.3%
(280) had female bylines. The gender of the reporter in the remainder of
stories with bylines (192, or 18.0%) could not be determined from the
reporter’s name or initials.

There were substantial differences among the three newspapers:
60.3% of the bylines in the State were those of women, compared to only 26.8%
in the Observer and 21.8% in the Chronicle.®® It was interesting although
probably not significant that the largest number of bylines whose gender
could not be determined (28.1%) was in the Chronicle.

Although the change was not statistically significant (x2=11.19, df=10,
ns), the proportion of female bylines increased noticeably over the eleven-
year-period covered by the coded stories (from 21.3% in 1986 to 41.8% in
1996), perhaps an indication that the proportion of women on the newspa-
pers’ staffs had increased.

Women'’s bylines appeared more frequently than men’s over stories
whose topic was courts/court cases, crime, religion, health/science/medi-
cine, and human interest profiles. Women were noticeably more likely than
men to write local stories (54.3% of all local stories carried female bylines) but
male bylines predominated over international, national, and statewide sto-
ries (x2=15.01, df=4, p=.005).

Data on Sources and Their Status. The 1,125 stories analyzed included
3,624 attributions of information to sources.#' The number of sources per
story ranged from zero (96, or 8.6%, included no source attributions) to 16 in
one story. The mode of sources per story was two.

The Chronicle was most likely of the three newspapers to run a
story without source attribution (14.5% of the stories mentioned no sources)
while the Observer was least likely, using no sources in only 2.9% of its
stories.

A large majority—=89.3%—of the sources were named, a finding which
may be of comfort to journalists and media critics concerned about the extent
to which media rely upon unnamed or anonymous sources. The Observer was
most likely to name its sources (91.8% of all sources were named), and the
State was least likely, naming sources 86.9% of the time.

Most of the sources (86.3%), whether they were named or not, were
identified by title. All but 14.5% of those with titles had “official” titles. Half
(50.7%) had middle management titles: director, manager, senator, council-
man, detective, etc. Another 25.0% had top management titles: president,
chief executive officer, chairman/woman, chief, general, owner, etc. An-
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TABLE 1

Combined Demographics
Type of Story Total
News 814
Feature 311

Male Byline Female Byline
# of Stories 592 280 1,125
# of Sources Used 2,104 894
Sex of Source
Female 18.9% (398) 26.5% (237)
Male 68.9% (1,449) 65.8% (588)
Undetermined 12.2% (257) 7.7% (69)
Scope of Story
International 55 17 104
National 87 28 164
State 156 60 280
Local 242 152 465
Mixed 51 23 111
Topic of Story
Governance 153 64 271
Courts/Cases 36 20 66
Crime 60 38 135
Military 24 10 49
Education 45 22 83
Business/Finance 47 15 80
Culture 47 21 88
Religion 8 7 20
Health /Medicine/Science 56 37 130
Political/Campaigns 39 11 63
”Common Man” Profile 40 19 77
Other 33 16 64

Note: Since some of the stories did not carry a byline, the “Total” column may be greater than the sum
of male and female reporters.
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other 6.5% had the title “spokesperson,” generally indicating a public rela-
tions official within an organization, and the remaining 3.3% were identified
simply as an “official” or “officials.”

The Charlotte Observer was most likely of the three newspapers to run
a story quoting nonofficial sources: 47.4% of the nonofficial sources used
across the three papers were in Observer stories, and almost 20% of all sources
mentioned by the Observer were nonofficial. The Augusta Chronicle was most
likely to run stories that attributed information to officials.

The employer of almost 8 in 10 sources (79.5%) was identified. Sources
were most likely to work for a government agency or department (63.0%) or
for abusiness (19.6%). Another 11.3% of the sources worked for not-for-profit
organizations, and the smallest number, 6.1%, worked for an association.

The researchers concluded from this data that the answer to their first
research question, “Do journalists still favor official sources of information in
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their reporting of the news?” is yes. Journalists for these three newspapers
DO heavily favor official sources of information in their reporting of news.
And because male officials significantly outnumbered female officials as
sources, it appears journalists heavily favor official MALE sources of infor-
mation. The gender of the reporter seems to make little or no difference in this
preference: male and female reporters gravitate equally to official sources in
their reporting (x?=3.449, df=4,ns).

Data on Source and Reporter Gender. Almost 7 in 10 of the sources
used were male: 2,466 or 68.0%. Only 746, or 20.6%, were female. The
remaining 11.4% could not be identified as to gender, either because initials
were used instead of the first name or because the first name was one that
could be used by either a male or a female.

The Charlotte Observer used proportionately more female sources
(28.1% of all its attributions were to female sources) than either the State in
Columbia (18.8%) or the Augusta Chronicle (13.6%).

Of all the attributions to female sources, 26.1% (195) were in stories
that used between one and three sources, compared to 33.6% (829) of all
attributions to male sources occurring in stories that used this same small
number of sources. In “grading” the importance of information, one might
argue that the fewer sources per story, the more “burden of proof” on each
of those few sources to lend veracity and credibility to the information in the
story. If that is the case, however, then the overall proportion of female to
male sources (746 female sources compared to 2,466 male sources) would
indicate women more often than men were relied upon for this veracity and
credibility.

It was not surprising, given the preponderance of male sources used,
that male sources outnumbered female in stories dealing with every topic.
The representation was most balanced in coverage of education (56.7% of the
education sources were male, 34.7% female) and culture (56.0% male, 32.9%
female).

Male sources also outnumbered female sources regardless of the
scope of the story. The imbalance was most evident in international stories,
with61.5% male sources and only 14.0% female, while in local stories, women
were used as sources a bit more frequently: 24.8% of the time. The smallest
proportion of attributions to both female (6.7%) and male sources (8.9%) was
ininternational stories. And the largest proportion for both female and male
sources (47.8% and 39.3%, respectively) were in local stories, not surprising
given the preponderance of local stories.

Most of the attributions to sources were quite brief. Four in 10 (40.4%)
were 6 or fewer lines of type in length, and 69.9% were 11 or fewer lines long.
Women sources were quoted most briefly, 6 lines or less: 42.2% of all female
sources used were in this category, compared to 36.7% for men. Female
sources were also mentioned most frequently in the shortest stories, those 6
lines or less in length: 43.5% of all female source use was in these short stories,
compared to 39.9% for men.

The difference between the number of male and female sources
quoted atlength was more striking, with 84.3% of those quoted for 30 or more
lines being men. The same was true for story length with 76.4% of the
attributions to men in stories 24 to 29 lines of type long, compared to only
17.1% of the female attributions.

Since length is one cue journalists give to importancein a story (longer
is more important), it appears, then, that male sources were quoted more
frequently in the longer, more important stories, and were more trusted than
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Total #
Mo or Story

ntified
Yes
No

Sex of Source
Female

Male
Undetermined

Title Descriptio
Spokesperson
Top Manager
Middle Manager
Nonofficial
Official

For Profit
Business

Not For Profit
Organization
Association
Gov’'t Agency,
Department,
Commission,
or Committee

TABLE 2
Source Data
Charlotte Columbia Augusta Combined
1,322 1,443 991 3,756
2 4 2 2
91.8% 86.9% 89.5% 89.3% (3,222)
8.2% 13.1% 10.5% 10.7% (387)
28.1% 18.8% 13.6% 20.6% (746)
62.5% 67.8% 75.5% 68.0% (2,466)
9.5% 13.3% 10.9% 11.4% (412)
4.3% 7.1% 8.3% 6.5% (204)
24.8% 26.6% 23.3% 25.0% (789)
48.4% 52.8% 50.9% 50.7% (1,598)
19.7% 11.6% 11.7% 14.5% (456)
2.8% 1.8% 5.8% 3.3% (103)
22.2% 18.2% 20.7% 20.2% (586)
10.6% 13.8% 6.3% 10.6% (306)
8.2% 3.9% 7.2% 6.3% (181)
58.9% 64.1% 65.8% 62.9% (1,821)
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women to give the longer, more in-depth quotes. Chi square statistics
showed a high level of significance (p<.000) when sex of the source was cross-
tabulated by length of attribution.

Just as length is an indicator of the importance journalists attach to
information, so is placement of astory in the newspaper. The front page of the
” A” section is THE most important placement, and generally the farther back
in the newspaper a story appears, the less important it’s been judged by the
editor. In this study, almost 7 in 10 of the sources (69.2%) to whom informa-
tion was attributed in stories on the “A” front page were men, compared to
only 17.3% women (x*=23.19, df=1, p<.000). Additionally, 57.7% of all male
source mentions were on the “A” front page, compared to only 47.5% of the
attributions to women.

Based on analysis of this data, the researchers’ second research ques-
tion, “Are the sources, and especially the official sources, upon whom
journalists rely still predominantly male?” can also be answered in the
affirmative.

Women reporters were more likely than men to attribute information
to sources with middle management official titles while stories with male
bylines tended to favor sources with top management, spokesperson, or
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other official titles. Male and female reporters were equally likely to quote
non-official sources: only 14.5% of stories with female bylines and 14.6% of
male-bylined stories attributed information to individuals without official
title or position.

Thus, the researchers’ third research question, “Does the gender of the
reporter make a difference in the tendency to rely upon official sources?” is
answered no; male and female reporters share a preference for and reliance
on official sources.

There was little difference between male and female reporters as to the
number of sources mentioned in each story. But women reporters were more
inclined than their male colleagues to include female sources in their stories.
More than one quarter (26.5%) of the sources used in the 280 stories that
carried female bylines were women, compared to only 18.9% in the 592
stories with male bylines (x2=16.22, df=1, p<.000). Male reporters were more
likely than females to attribute information to sources whose gender could
not be determined: 12.2% of the sources in stories with male bylines were of
indeterminate gender, compared to only 7.7% in female-bylined stories.

The fourth research question (“Does the gender of the reporter make
a difference in the extent to which women are used as sources?”) thus can be
answered in the affirmative. Women reporters are more likely than their male
colleagues to attribute information to female sources.

The fifth research question addressed in this study asked, “If journal-
istsare, indeed, heavily dependent upon official sources, how does this affect
the media’s construction of reality, the “worldview” presented to media
audiences and consumers?”

Based on analysis of this data, the researchers would suggest the
following impacts:

First, the “schemata of interpretation” the media, at least these three
newspapers, present to media audiences and consumers would lead them to
believe that news is made and information controlled almost exclusively by
men acting in some official capacity, with official status. This frame calls
attention to what men do and say and as Entman suggests, directs attention
away from women. Women were infrequently cited as sources, asignal to the
reader that they are relatively unimportant in both public and private sector
activities and events. A media consumer might infer that this lack of impor-
tance is the result of women not holding positions of authority and/or their
lack of credible, valuable information. And of course we know that’s not
necessarily reality. Or the truth.

But do media audiences recognize that the reality with which they’re
presented by the media isn’t necessarily either real or truthful? Do they care?
We know from the literature that journalists are surprisingly unaware of the
frames they construct, but we know considerably less about how readers
deconstruct those frames. Further study—perhaps using a quasi-experimen-
tal design that measured reader interpretation of two identical stories but
with one attributing information to male sources and the other to females—
would be instructive.

Second, to the extent that information is power, and positions of
power create opportunities for access to information, the media worldview
would have audiences and consumers believe that women are virtually
without power and thus have no access to information that would be of use
to the public. While there certainly are women who belie this particular
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construction of reality, the researchers contend that women are not repre-
sented in the higher echelons of organizations in proportion to their total
number in the population, and therefore are less likely to be identified as
viable sources. As much asone might like to blame the media for NOT telling
it like it is, in this instance the media’s “schemata of interpretation” may
actually be mirroring reality, as unfortunate and inequitable as that reality
might be. The frame in this instance facilitates an understanding that is not
necessarily a distortion.

Third, the researchers expected that female journalists might attach
greater credibility to female sources than do male reporters and thus use
proportionately more of them in their stories. After all, since they have had
the opportunity in their own professional lives to see that a woman journalist
can be just as competent as a male counterpart, they might be expected to
carry that attitude into their selection of sources and seek out the women—
spokespersons, officials, middle managers, and top managers—rather than
the men when both could be expected to have equally valuable information.
And in these three newspapers, at least, that did prove to be the case to a
statistically significant level (p<.000).

The study found, however, that female reporters are more likely to
quote middle management sources—of either sex—while their male counter-
parts quote those considered top managers. While the researchers did not
conductinterviews with reporters and thus can only speculate on the reasons
for this, two possible explanations come to mind. It is possible that many
female reporters are denied access to the highest levels in organizations or
government, and cannot reach those managers or officials for comment. Itis
equally likely, however, that a female reporter with experience in the casual
slights of bureaucrats would consciously make the choice to speak to mid-
level sources, those most readily accessible, rather than take the chance of
being rebuffed by those in top-management positions. This is an area in
which further research, particularly interviews with reporters of both sexes,
needs to be conducted.

Afinal point: the “maleness” frame that media employed in this study
extended not only to attaching greater importance to male sources but also to
diminishing the importance of women even when they were used as sources.
Across all three newspapers, female sources were quoted less frequently in
stories on the front page of the “A” section than on the front of the metro or
local section (p<.000), no matter the sex of the reporter. In addition, both the
length of attributions by female sources and the length of the stories in which
female sources appeared were shorter than those of male sources. Since
placement and length are cues journalists give to importance in a story
(longer is more important), it appears, then, that female sources were consid-
ered less important than males in the longer, more important stories, and
were trusted less to give the longer, more in-depth quotes.*

From these findings the researchers conclude that women journalists,
by and large, seem slightly more sensitive to the “symbolic annihilation of
women” in their choices of news sources than their male counterparts. And
that may be positive news for journalism educators and editors, both of
whom frequently explain gender diversity efforts by suggesting that adding
more women to newspaper staffs will enlarge and make more representative
the frame that’s used to report the news. At least at these three newspapers,
their efforts appear to be working.

What does not appear to be working is any effort to increase the
visibility and thus the power of women journalists. While the numbers of
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female bylines increased over the ten-year period of this study, the research-
ers found female reporters are still more likely to cover local stories, while
their male counterpartscover state, national, and international news (p<.005).
In addition, women’s bylines appeared more frequently than men’s over
stories whose topic was courts/court cases, crime, religion, health/science/
medicine, and human interest profiles—all of which are considered to be
traditionally local, family-oriented, or “women’s” stories.

The interrelationship of power, information, and gender that this
study’s research questions addressed is surely too complex to be fully
explored, much less definitively so, in a study of three newspapers in the
Southeast. The authors believe more comparisons must be made particularly
focusing on different geographic areas and by extending study to other
media, perhaps television. While there is no certainty that differences will
exist in various areas of the country or between different media formats,
possible differences should be explored.

In addition, further research could triangulate the findings of content
analysis with interviews with both reporters and media consumers to de-
velop a more complete understanding of why certain frames are used by
journalists and how they are perceived by readers and viewers.
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was counted only once.

42. Chisquarestatistics showed a high level of significance (p<.000) when
sex of the source was cross-tabulated by length of attribution.
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Courace or Convictions: THE ST.
Louis Post-DisPATCH, THE NEW YORK
TmMES, AND RErorM oF THE Pure Foop
AND DRruc Act, 1933-1937

By Elizabeth M. Witherspoon

The Food, Drug, and Cosmetic Act of 1938 and the Wheeler-Lea
Amendment to the Federal Trade Commission Act became law together
after five years of intense lobbying as a relatively weak compromise over
the original proposal to overhaul the Pure Food and Drug Act of 1906.
Conscious of threats by the drug industry to cancel all advertising if
the legislation passed, many newspapers participated in the effort to
defeat it by editorializing against it or omitting coverage altogether.
This study shows that the St. Louis Post-Dispatch was an exception
and actually crusaded for reform of the Food and Drug Act.

The current debate over whether and to what degree the Food and
Drug Administration has the power to declare nicotine a drug and regulate
cigarette advertising is reminiscent of the original debate in the 1930s over
the extent to which the FDA should regulate drugs and drug advertising.
Both controversies feature a complex combination of public, industry,
citizens’ group, and political pressure. Both also feature crucial questions
about the balance between the government’s responsibility to protect
consumers and its role in allowing free enterprise. Equally significant is the
paradoxical role played by the news media in these debates. On the one
hand, the media serve as agents of reform and consumer protection by
informing the public about the outrageous practices of business. Yet at the
same time, the media are businesses themselves with a profound financial
stake in limiting the powers of government to regulate advertising.

The Food, Drug, and Cosmetic Act of 1938 and the Wheeler-Lea
Amendment to the Federal Trade Commission Act became law together on
30 June 1938 after almost five years of intense lobbying as a relatively weak
compromise over the original proposal for a complete overhaul of the Pure
Food and Drug Act of 1906." Extremely dependent upon the revenues of
drug advertising during the Great Depression—John E. Nichols estimated
that the industries affected by the new legislation represented 43 percent of
all national advertising in 1933—and conscious of threats by the drug
industry to pull all advertising if the legislation passed, many newspapers
actually participated in the effort to defeat it by their omission of coverage.?
Yet as this struggle intensified, the St. Louis Post-Dispatch was operating what

Elizabeth M. Witherspoon is a doctoral student at the University of North Carolina-
Chapel Hill. The author wishes to thank Margaret A. Blanchard and colleagues at the
1997 American Journalism Historians Association convention in Mobile, AL, who all
provided valuable comments on this manuscript.
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some regard as the strictest form of self-censorship of drug advertising at
that time.3

Scholars have chronicled the struggle to reform the Pure Food and
Drug Act of 1906 and, to some degree, the role of the media in that five-year
effort* However, noticeably absent from this discussion has been an
analysis of how the St. Louis Post-Dispatch dealt with the issue.’ In light of
Pulitzer’s rigorous program of self-censorship of drug advertising at that
time, it is worth examining how this newspaper covered the debate over this
legislation and to compare it to coverage of the newspaper of record, the New
York Times. Arthur M. Schlesinger Jr. characterized media coverage of this
issue and the role of the New York Times as follows: ”As for the bill, whether
for fear of lost advertising revenue or for other reasons, the press subjected
it to an almost total blackout, except for splenetic denunciations of Tugwell.
Even the New York Times, in the five years of the struggle, put the story only
once or the front page (and this because of a disturbance made by a spectator
in the Senate galleries).”®

This study seeks answers to the following questions: How did the St.
Louis Post-Dispatch cover the introduction in 1933 of legislation to reform the
Pure Food and Drug Act of 19067 Did the editorial coverage reflect Joseph
Pulitzer IIs strong position in favor of refusing misleading or objectionable
drug advertising? Or, did the Post-Dispatch virtually ignore coverage of the
legislation, as scholars have suggested the New York Times did?” If not, to
what extent did the Post-Dispatch cover the issue and how far did it go in
terms of a crusade to get the legislation passed?

A detailed content analysis of five years of two daily newspapers is
beyond the scope of this article. However, key indicators for comparing how
these newspapers dealt with the proposed reform of the Pure Food and Drug
Act can be found in how they covered two events: (1) Senate hearings of the
proposed legislation on 7-8 December 1933, and (2) the poisoning deaths of
over 100 people nationwide by an elixir manufactured by the S.E. Massengill
Co. in October and November 1937. This second event tragically provided
the impetus for final passage of the highly amended version of the
legislation.

A content analysis comparing the news coverage and editorials by the
Post-Dispatch and the Times of these two events reveals a stark contrast
between these two newspapers. It dispels the broad generalization by
previous scholars that the entire newspaper industry succumbed to
pressures and threats of lost advertising revenue by the drug industry and
prolonged the effort to reform the Pure Food and Drug Act® In fact, the
following analysis shows that Joseph Pulitzer II, publisher of the Post-
Dispatch, adhered to a set of principles much different from his father’s and
that he brought those principles to that newspaper in 1906 as a publisher in
training. Furthermore, this study shows that the New York Times did indeed
ignore these key national events and, for at least this example, did not live up
to its motto, “all the news that’s fit to print,” nor its reputation as the nation’s
newspaper of record.

Using United States Census data, Frank Presbrey estimated that by
1927 expenditures by national advertisers in newspapers and periodicals
had reached $1 billion. The leading category for both newspapers and
periodicals was automotive advertising followed by food (14.6% of
advertising in periodicals; 13% of advertising in newspapers). According to
Presbrey’s categories, “drugs and toilet goods” ranked third in periodicals,
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at 13.3%, and “toilet goods and druggist’s sundries” ranked fourth in
newspapers, at 9%. The tobacco industry in that year comprised 12% of
advertising in newspapers and 1.8% of periodicals. To illustrate the
tremendous growth of the advertising industry in the first quarter of the
Twentieth Century, Presbrey provided examples of the bulging advertising
budgets of certain products, among them the Listerine mouthwash
campaign, begun in 1921 at $11,000 per month and increased to $300,000 per
month by 1927.° Another estimate, mentioned previously, was that 43% of
all national advertising would have been affected by the new legislation as
introduced in 1933.1°

Since publication of Collier’s magazine’s muckraking expose of patent
medicines in 1905, Upton Sinclair’s The Jungle the next year, and passage of
the Pure Food and Drug Act of 1906, the advertising industry had come
under greater scrutiny. However, the new legislation did little to protect
consumers; it only prohibited manufacture or sale of adulterated or blatantly
misbranded foods or drugs and did nothing to penalize misleading or
deceptive advertising practices.!" With the passage of the Federal Trade
Commission Act in 1914, the government gained powers to regulate
advertising when it became an issue of unfair competition. However, it was
not until the Wheeler-Lea Amendment, passed in 1938, that the FTC
obtained the power to regulate advertising as an aspect of unfair consumer
practices.!?

In an effort to forestall further government intervention, the
advertising industry at a convention in Boston attempted self-regulation in
1911 with adoption of the Printer’s Ink model statute. This proposed statute,
which the industry lobbied states to adopt, made it a misdemeanor for an
advertiser to publish “any assertion, representation or statement which is
untrue, deceptive or misleading.” By 1940, twenty-six states had adopted
the statute, and another seventeen had passed some weaker version of it. At
about the same time, Better Business Bureaus arose for the industry to deal
specifically with misleading or deceptive advertising.!?

Newspapers and magazines began to set various standards of
acceptability for advertising during this period. However, Louis M. Lyons
attributed the rapid growth of national advertising, from the automobile
industry in particular, more to the willingness of publishers to refuse
deceptive drug advertising than any other motive." The New York Times
developed its Index Expurgatorious between 1905 and 1910 and actually
offered a $100 reward ”for the arrest and conviction of anyone obtaining
money through the medium of a misleading or fraudulent advertisement” in
its columns.”” Daniel Pfaff notes that by 1929, when Joseph Pulitzer II
instituted his program at the St. Louis Post-Dispatch, some form of self-
censorship of advertising by newspapers and periodicals was common.
However, Pfaff also notes, which will be detailed later, Pulitzer’s program
was perhaps the most systematic of any to date.!®
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Within the first ten days of his 1906 arrival in St. Louis, Joseph Pulitzer
11 wrote his father regarding ”the disgraceful medical ads that we print. . ..
They are not only disgusting but are a mean deception of the ignorant public
that can in no way be justified.” He followed this letter with clippings of
medical ads and the admonishment: “I can’t believe that you realize what
these damned medical ads say, and how much dreadful harm they do. If you
did realize it then I'm sure you wouldn’t permit them to appear in your
newspapers, both of which, as you know, claim to be respectable "home’
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newspapers intended for the fireside and the home.”"’

The younger Pulitzer received a swift and harsh reply from Alfred
Butes, personal secretary to hisailing father: “You were sent out tolearn your
profession—not to kill the medical ads. ...You are not a competent judge.
...You know very well that the paper is in charge of competent managers who
have the fullest control, and are men of character. The responsibility is
theirs.” [emphasis in original]'® This exchange of letters put a severe strain
on the relationship between the younger and elder Pulitzer at a time when
the elder was making key decisions about which of his three sons should
inherit and run his two newspapers, the St. Louis Post-Dispatch and New York
World.

Despite the ire he had raised within his father and the risk to his
inheritance, the younger Pulitzer did not let up on his emerging crusade
against deceptive medical ads. Writing to his brother, Ralph, in 1907, who
was then running the New York World, he pointed out the irony that his
father’s pet phrase was, “sacrifice everything to the public interest,” in light
of the current practice of running such ads. He wrote: ”...how can anyone
really believe that he [Joseph Pulitzer] and the paper are sincere when we
carry this fraudulent, deceptive stuff and make ourselves every day parties
to the crime of ruining the fortunes and health of scores of ignorant people
who believe in the paper they read, many of them no less fervently than they
believe in the Bible?” He also appealed to his brother’s business interests
when he added: “And forgetting for a moment the moral side of it, what a
hell of a nice fix we’d be in ... if Hearst should come out tomorrow with a full
page announcement that the Hearst papers will hereafter reject all doubtful
medical and financial clairvoyant fake ads.”!® However, his brother was of
the same mind as his father.

Again, in 1911, the younger Pulitzer jeopardized his future when he
wrote to his father: “In view of the fact that all the reputable high class
magazines and newspapers no longer print such ads, I respectfully submit
the suggestion that both as a matter of ethical policy and as a matter of
business policy, ads of this nature should be thrown out of the paper, not so
much because they are fraudulent and disgusting as because they tend to
undermine whatever elevating influence the paper derives from the tone of
its undoubtedly high-class editorial page, and from the muchimproved tone
of its news columns.”?® According to Daniel Pfaff, by then the subject was so
sensitive to the elder Pulitzer that barely six words of the letter were read
before he exploded and dictated an angry reply forbidding his son to ever
speak of this subject again.?!

Duein part to the ongoing battle between the father and son, when the
elder Joseph Pulitzer died later in 1911, he left no clear plan of succession.
However, fortunately the sons were able to amicably divide responsibilities
such that the younger Pulitzer assumed the titles of editor and publisher at
the Post-Dispatch.2

As mentioned previously, at the time that the Pulitzer papers were
passing into the hands of this new generation, the advertising industry was
also beginning to take action regarding threats within its own industry and
recognized the need for some sort of self-restraint of deceptive advertising,
or else, it feared, there would be government intervention. The advertising
industry drafted the Printer's Ink model statute and lobbied state
legislatures to adopt it. At the same time, Better Business Bureaus were
forming around the country specifically to deal with complaints of false or
misleading advertising.?
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Pfaff has also chronicled in detail the aggressive program Joseph
Pulitzer Il instituted in 1929 to screen and reject misleading or objectionable
medical advertisements. Though he established it a mere five months prior
to the stock market crash, he continued rejecting such advertising into the
Great Depression years as economic conditions worsened and advertising
revenue became harder and harder to maintain.?

In 1929, Pulitzer created a three-member Advertising Censorship
Board of Post-Dispatch advertising executives. Their charge was to screenall
advertisements for misleading or deceptive claims. Early on they focused
almost exclusively on medical ads, invoking Pulitzer’s rule: “When in doubt,
leave it out.” During the Great Depression years the St. Louis Post-Dispatch’s
advertising lineage declined 40 percent. ACB records indicate that in the
years 1929-1939, the ACB turned away an average of $63,220in unacceptable
advertising annually, in addition to the cost of the man-hours devoted to the
task of screening such ads.®

The ACB drafted a list of censorship guidelines and distributed them
in-house to advertising department personnel, as well as outside the
organization to their advertisers and advertising agencies. When the ACB
was unsure or lacked the medical knowledge to make a decision about an ad,
they sent it outside to a medical expert for review. Asaresult, the ACB often
required revision of the ad prior to publication, or else banned it altogether.?6

Many times, the Post-Dispatch was ahead of the government in
protecting the consumer and refused ads that later the Federal Trade
Commission prohibited. For example, in 1931 the Post-Dispatch rejected an
ad for a baby food that claimed the product enhanced the body’s ability to
store calcium. It was not until 1937 that the FTC forced the manufacturer to
stop making that claim.?
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By the time President Franklin D. Roosevelt was inaugurated in 1933,
pressure had mounted for an overhaul of the Pure Food and Drug Act of
1906. A member of FDR’s “brain trust,” Rexford G. Tugwell, assistant
secretary of agriculture, and Walter G. Campbell, director of what was then
known as the Pure Food and Drug Administration, drafted stiff new
legislation calling for powers by the FDA to prohibit drug advertising with
misleading claims or that purported a drug to be a cure when it was only a
palliative.® Sen. Royal S. Copeland (Democrat-New York) introduced the
bill with the backing of Secretary of Agriculture Henry Wallace, 12 June
1933 for discussion but no intended action until the next session of
Congress.? Still, it was part of the rapid and comprehensive set of new
legislation introduced by FDR during his legendary first “Hundred Days” in
office.®

The Post-Dispatch ran a substantial piece—approximately sixteen
inches long—under the headline, “New, Stiffer Food and Drug ActIsSent To
Congress,” on page 11A. It matter-of-factly detailed the provisions of the
bill, including a definition of the term “misbranding,” and the penalties for
violation.®!

The Senate held public hearings on the bill beginning 7 December
1933.32 However, the Post-Dispatch prepared its readers for the news. Front
and center of the editorial page on 5 December ran an approximately twenty-
five-inch story by its Washington correspondent under the headline, “Food
and Drug Law Reform Bill Comes Up for Hearing This Week; Powerful
Lobby Is Fighting It,” and subhead, “Patent Medicine Interests Oppose
Legislation That Would Forbid False Claims and Make Them Tell What Is in
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TABLE 1
Coverage of First Senate Hearings on Proposed Legislation to Overhaul the Pure Food and
Drug Act of 1906, 5-9 December 1933

Type of Coverage St. Louis St. Louis New York New York
Post-Dispatch, Post-Dispatch, Times, Times,
No. Stories Total No. Words  No. Stories  Total No. Words
New Stories - Staff-written 2 2,670 0 0
Editorials - Staff-written 2 1,173 1] 0
Editorials - Guest 1 350 0 0
Total 5 4,193 0 0

Their Bottles.” The story opened with news of the upcoming Senate
hearings, then provided historical background of the proposed legislation. It
also detailed the arguments posed by lobbyists against the legislation, the
“Fault of the Present Law,” a gruesome description of the exhibit known as
“The Chamber of Horrors,” and support by FDR for the legislation. The
Chamber of Horrors was an exhibit arranged by the Food and Drug
Administration for the hearings to illustrate the need for the new law. It
featured photographs of maimed and deceased victims of patent medicines
and cosmetics that would be banned or labeled more safely under the new
law.®

The Post-Dispatch’s coverage continued that week with a thirty-six-
inch story on page 2A headlined, “Wallace Backs Food, Drug Bill Before
Senators,” and subheads that included, “Girl Blinded by Eyelash
Preparation; Prizes in Candy Swallowed by Children; Trick Containers.” It
described the Senate hearings in detail, focusing heavily again on the
gruesome details of The Chamber of Horrors Exhibit, presentation of it as
evidence supporting new legislation, testimony by Secretary Wallace, and
the “record crowd of patent medicine manufacturers, drug company
officials and their lawyers and lobbyists,” that forced the proceedings to a
larger room.3 The same day, an editorial ran detailing action by the Health
Board of New York to forbid manufacture, sale, or use of eyebrow or eyelash
dyes containing harmful ingredients. It applauded New York’s efforts,
stating, “This action, the first by any city or state in the country, anticipates
one reform sought by revision of the Food and Drug Act, which will be
considered by the next session of Congress.”* Even with the local
connection and involvement of the First Lady Eleanor Roosevelt expressing
horror at photographs of a young woman blinded by eyelash dyes, the New
York Times had no coverage on its news or editorial pages of the proceedings
5-8 December 1933. (See Table 1.)

Before the week was out, the Post-Dispatch had run another lengthy
news story on page 2A detailing the second day of Senate hearings and an
editorial from the Canning Trade. The canning industry ardently opposed the
1906 law along with other industries. This editorial spoke to others in the
canning industry about how times had changed and how the industry
needed to be on the right side of this new legislation. It closed with the line:
”So the new law will be enacted, because it is needed.”*
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By the time first word of poisoning deaths resulting from use of S.E.
Massengill’s mixture of sulfanilamide made news, in 1937 the legislation
was still languishing in Congress. A substitute bill for the version that had
passed the Senate was scheduled to come before the House Interstate and
Foreign Commerce Committee in the upcoming session of Congress.>”

A key issue that had had the legislation locked in debate for more than
four years was which federal agency should have jurisdiction to regulate
advertising of foods, drugs, and cosmetics, and how much power should it
have. The Senate version of the new food, drug, and cosmetic legislation
contained a prohibition of false advertising.3® However, the House version
did not.*® Ultimately, as a compromise, the Food, Drug, and Cosmetic Act of
1938 held jurisdiction only over product labeling, while the Wheeler-Lea
Amendment to the Federal Trade Commission Act passed that year gave the
FTC the power to regulate advertising.® The mounting national death toll
resulting from the Massengill Elixir is what finally prompted Congress to
work out this compromise.

The Massengill Elixir poisonings were the accidental deaths of more
than 100 people nationwide from a liquid mixture of sulfanilamide
manufactured by the S.E. Massengill Co. of Bristol, Tennessee, and
prescribed by physicians in the treatment of various types of infections.
Under existing law, the mixture could be manufactured and sold without
tests of any kind to determine whether it was harmful. Furthermore, existing
law only allowed the government to seize the poison because it was
mislabeled an "elixir,” which by definition meant it contained alcohol, when
actually it was a “solution” containing no alcohol; had it been labeled a
"solution,” the government could not have seized it."!

The Post-Dispatch broke its first story 19 October 1937, with the
headline, “Four Deaths Here Among 13 Laid To Use Of New Drug.”4> Most
newsworthy in this staff-written story was the fact that four East St. Louis
residents had died closely following the death of nine people in Tulsa,
Oklahoma, after taking the Massengill sulfanilamide. The story also noted a
warning issued by the American Medical Association against the elixir and
recall of shipments by the company. The Times ran its first two stories, from
the Associated Press (AP), the next day on page 18. One was a brief about the
deaths in St. Louis, the other about the FDA'’s seizure of the elixir.%3

From 21 October through 27 October, the Post-Dispatch ran seven
daily news stories, including a lengthy one with an AP photo of an FDA
inspector and chemist together holding a bottle of confiscated elixir, and two
editorials calling for reform of the Pure Food and Drug Act.* In contrast,
during that same period the Times ran only two stories. One covered a
lecture by a local physician who asked for better government oversight of
drugs and cosmetics but made no mention of the elixir deaths. The other was
a brief from the AP about elixir deaths in Mississippi.** (See Table 2.)

It is noteworthy that three of these five days covered by the Post-
Dispatch and not covered by the Times featured AP stories about the rising
national death toll and actions by the FDA to confiscate the elixir from all
distribution points. While the Post-Dispatch had a sustaining interest in the
story due to the fact that it began with four deaths in St. Louis, practically
overnight this became a national story.

Even more surprising is that even as local ties to this national story
became evident for the Times, with seizure of the elixir in the Northeast,* the
Times still lagged behind the Post-Dispatch in running AP stories from 30
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TABLE 2
Coverage of Massengill Elixir Sulfanilamide Poisoning Deaths,
19 October to 27 November 1937

Type of Coverage St. Louis St. Louis New York New York

Post-Dispatch, Post-Dispatch, Times, Timtes,

No. Stories Total No. Words  No. Stories  Total No. Words

News Stories - Staff 7 3,192 1 183
News Stories - AP 10 2,717 5 396
Editorials - Staff 4 1,823 0 0
Editorials - Guest 3 1,891 0 0
Letters to Editor 0 0 1 80
Total 24 9,623 7 659

October through 27 November. During that period, the Post-Dispatch ran
three AP stories, four staff-written news stories (including one about a
Journal of American Medicul Association editorial calling for reform of the Pure
Food and Drug Act and two about Congressional actions), four editorials,
and an editorial cartoon.?” Three of these news stories appeared on the front
page, including one that ran the full length in the center of the page starting
immediately under the banner and jumping to page 3.4

Significant in the comparison of the coverage by these two papers of
this event is how they treated—or, in the case of the Times, ignored—national
reaction to the mounting death toll and its relationship to the adequacy of the
Pure Food and Drug Act. The American Medical Association was an early
voice in the crisis, first issuing a warning to physicians regarding
prescription of the drug, later issuing almost daily reports of the death toll,
and finally calling for reform of the drug law in an editorial in its highly
respected trade journal. Both the U.S. Senate and the House passed
resolutions directing the Department of Agriculture to report on the status
of the crisis. Finally, Secretary of Agriculture Henry Wallace presented
his report to the Senate 26 November, stating that seventy-three deaths were
directly attributable to the elixir and another twenty were probably
attributable.® The Times reported none of these actions in its pages.

An analysis of the Post-Dispatch’s editorials surrounding this event
reveals the apparent crusade taken up by Pulitzer. The angry tone escalated
as did the death toll over those five weeks. On 22 October, the Post-Dispatch
posed the question, “"Why should not the Federal and state governments
have power to keep such deadly preparations off the market until they canbe
safely used?” under the headline, “22 More Human Guinea Pigs Die.”* By
27 November, it was demanding: “The deaths of the 73 elixir victims are
direct results of the present law’s weakness. That fact outweighs all the
arguments advanced by the obstructionists at previous sessions of
Congress,” under the headline, "Reform The Drug Law!”5! In the interim, it
ran a haunting three-column editorial cartoon depicting a hooded skeleton
holding a bottle of poison breaking through a tear in a copy of the Pure Food
and Drug Act titled, “Wide Open.”%?

The Post-Dispatch also made use of reprints from two trade
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publications in its editorial page coverage, both calling for stronger drug
laws. Under the bold headline, “Pharmaceutical Tragedy” a reprint from
the Oil, Paint and Drug Reporter stated: “Itis inevitable that the ‘poison elixir’
calamity will arouse public sentiment for speedy and closely tightening
revision of the Food and Drugs Act. There will be no great difficulty in
calling up a pending bill in the special session of Congress. It cannot be
denied that revision of the law has been too long deferred.”>* In addition to
news coverage of the Journal of the American Medical Association’s editorial on
the crisis, the Post-Dispatch reprinted that editorial on its own page. Under
the headline, “Deadly Elixir and Drug Laws,” it quoted the JAMA as stating:
“The Food and Drug Administration of the United States Department of
Agriculture has rendered conspicuous service in the present circumstance,
even though our present laws are so woefully inefficient as to hamper its
authority. . . The catastrophe that has occurred may well stimulate Congress
to the development of comprehensive and effective legislation.”>*

In terms of amount and tone of news and editorial coverage, the
evidence is clear that the St. Louis Post-Dispatch and the New York Times took
very different approaches to the struggle for reform of the Pure Food and
Drug Act of 1906. The Post-Dispatch was a crusader for reform of the drug
law and was unafraid to speak strongly in favor of new legislation even as
the drug industry and others threatened publications with loss of
advertising revenue during perhaps the worst economic downturn in our
nation’s history. It served as a notable exception to the generalization that
the entire newspaper industry succumbed to this pressure and fueled
lobbyists’ efforts to defeat the legislation, if not speaking out directly against
it then by helping to keep the issue off the public’s news agenda.
Meanwhile, the Times does appear to have done just that—virtually ignored
Senate hearings on the legislation in 1933, despite the fact that the bill was
introduced by New York Sen. Royal S. Copeland, and scantily covered the
Massengill sulfanilamide elixir poisonings, even though it was a national
tragedy.

In these examples, at least, the New York Times did not live up to its
motto, “all the news that’s fit to print,” nor its reputation among scholars as
the nation’s newspaper of record. This study provides some evidence that
scholarly over-reliance on the New York Times as the official record or
benchmark for coverage of certain national events can misinform mass
communications history. Furthermore, this study extends the comprehen-
sive work by Pfaff and others on the program of advertising self-censorship
practiced by Joseph Pulitzer 11 at the St. Louis Post-Dispatch during the 1930s
by also examining the news and editorial pages during that period.

NOTES

1. Federal Food, Drug, and Cosmetic Act, 25 June 1938, c. 675§ 1, 52
Stat. 1040; now found at 21 U.S.C.A. § 301; Wheeler-Lea Amendment to the
Federal Trade Commission Act, 52 Stat. 111. As originally introduced, the
legislation would have completely overhauled the Pure Food and Drug Act
and included penalties for false advertising of food, drugs or cosmetics.
For a comprehensive legislative history, including testimony, bills, and
amendments introduced throughout the five-year struggle, see Charles
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Wesley Dunn, Federal Food, Drug, and Cosmetic Act: A Statement of Its
Legislative Record (New York: G.E. Stechert & Co., 1938).

Dunn, 26-27, from the original bill: “The terms of the present Food and
Drugs Act are not applicable to advertising statements relating to foods,
drugs, and cosmetics. . . The need for control of serious abuses in the
advertising field has long been recognized by the public, by ethical
manufacturers and advertising specialists. . . Under the new bill the label
provisions of the law will apply also to all forms of advertising, the
responsibility for the truth of such statements being the manufacturer’s not
the publisher’s.”

After protracted debate over five years, as enacted in 1938, jurisdiction
for advertising of food, drugs, and cosmetics was transferred to the Federal
Trade Commission via the Wheeler-Lea Amendment.

2. See John E. Nichols, “Publishers and Drug Advertising: 1933-38,”
Journalism Quarterly 49 (spring 1972): 144-47; Arthur M. Schlesinger Jr., The
Age of Roosevelt: The Coming of the New Deal (Boston: Houghton Mifflin, 1958),
359; “Tugwell Bill Turmoil,” Business Week, 2 December 1933, 7, referenced in
Nichols, 144-45. Nichols wrote: “Several months after the bill had been
introduced, about a thousand newspapers had editorialized against it, six for
it,” 145.

3. Daniel W. Pfaff, Joseph Pulitzer 1l and Advertising Censorship, 1929-
1939, Journalism Monographs, no. 77 (Columbia, SC: AEJMC, July 1982), 3.

4. In addition to Nichols and Schlesinger, see Otis Pease, The
Responsibilities of American Advertising: Private Control and Public Influence,
1920-1940 (New Haven: Yale University Press, 1958), 44-137; Charles O.
Jackson, Food and Drug Legislation In The New Deal (Princeton, NJ: Princeton
University Press, 1970).

For a detailed account by the information officer of the FDA at the time,
see Ruth deForest Lamb, American Chamber of Horrors: The Truth About Food
and Drugs (New York: Arno Press, 1936, 1976). Also, the advertisingindustry
trade publication, Printer’s Ink, chronicled the debate over reform of the Pure
Food and Drug Act from 1933-1938.

5.Jackson, 41-42, briefly mentions activity by the St. Louis Post-Dispatch:
“Whether from indifference or malice, the lack of positive press was a fact to
the drug administration. Many people worked hard to make it otherwise
... Not all the attempts paid off. Dr. Beattie’s initial editorial endeavors were
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FroM BARRIERS TO CHALLENGES:
CAREER PERCEPTIONS
or WoMEN TV NEws ANCHORS

By Erika Engstrom and Anthony |. Ferri

A survey of 128 local women anchors found that they rank concerns with
their physical appearance, conflicts between the roles of wife/mother and
newscaster, and difficulties in balancing career and family as their major
career challenges. A comparison of this study’s results with those of 1986
study shows that women anchors today continue to perceive physical
appearance as a major challenge in their work. However, their concerns
about entry into the profession have shifted to issues related to the
maintenance of career and family goals.

Women now comprise more than a third of the television news
workforce in the United States and half of all television news reporters and
anchors.! In the past twenty-five years, their numbers have increased a
dramatic 23 percent; in 1972 women made up less than 13 percent of the TV
news workforce.? Thesestatistics show that women apparently have achieved
some parity in on-air news positions and certainly have made progressin the
management side of the TV news industry, at least at the local level 3

Feminist scholars have examined the implications of the increased
number of women in the media industry. With more women in the media
workplace, one would predict a subsequent influence in the resulting mes-
sages they create, such as news stories focusing on women'’s issues or
portrayal of women in entertainment programming. While Marshment!
notes some positive changes in films and TV shows, Creedon’ points out that
no significant changes have occurred in actual media practices as a result of
the ”gender switch” of the 1970s, when more women than men were enrolled
in college media courses. She asserts in her 1993 updated edition of Women
in Mass Communication: “The quiet revolution in values we expected to result
from the gender switch...has not occurred. The potential of the gender switch
to bring about a paradigmatic rupture in the basic assumptions of mass
communication practice is as yet largely unrealized.”® Here, we examine, to
an extent, why such changes have not yet occurred by considering the factors
of everyday work experiences which may hinder women from progressing
in their careers, and subsequently, from instigating those expected changes.

In that the journalism profession serves as a reflection of the work-
place in general,’ its participants, especially anchors and reporters who
appear in actual media content, serve as representatives of the industry.
Regarding the prominence of TV anchors, as Stone stated more than twenty
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years ago, “No other occupation is so visible and able to provide a daily
example of men and women working as equals.”8 While viewers, thus,
society, might see this equality on camera, weaim to find out whether women
anchors perceive themselves as being equal to their male counterparts off
camera. Such perceptions would serve to provide insight not only into the
“professional health” of women anchors,” but also the constraints they
experience on the job that might affect their professional progress.

Using Richardson’s assertion that the “everyday accomplishment of
work is a socially structured activity that takes place in the context of a
culture,”’® we can consider the TV newsroom as a kind of culture, one in
which its members hold certain roles, sets of expected behaviors and values
defined by society based on their occupants’ social categories.!! From a
symbolic interactionist perspective, roles are viewed as gestalts, organized
sets of ideas or principles related to expected behaviors.!?

Taking this conceptastep further, the role of womenanchors, then, not
only encompasses the industry’s expectations for news anchors, but also
gender roles—society’s expectations for females.”” For example, society
historically has expected women to marry, have children, and stay at home.
While women'’s choices and options have significantly changed, these tradi-
tional expectations still exist for women who choose to work outside the
home."* Conflicts between work and home also pose special problems and
additional stresses for women that most men might not experience.’> An-
other traditional gender role expectation for women calls for them to take an
interest in their appearance,'® with beauty and youth, according to Wood,
still pushed as the exemplar of successful womanhood."?

To more fully understand women’s progress in the broadcasting
profession, we also must take into account the connection between work and
personal life. By doing so, we can obtain a more accurate picture of how
women cope with the various expectations they must confront at work, and
in turn, in society. As Richardson points out, ”. . . it is when we address
ourselves to private lives that we can perhaps see most clearly how culture,
socialization, and the institutions that socially control adults are integrally
enmeshed.”"®

By considering these various aspects of women news anchors’ roles,
we can better document the industry, societal, and personal expectations that
may deter their career advancement or interfere with nonwork-related
aspects of their lives. Additional profession-specific challenges, such as long
andirregular hoursand the willingness to relocate in order toadvance in their
careers, toname only a few, also can affect women’s progress in the field. We
aim here to discover how these various facets relate to the unique challenges
women in broadcasting face in building their careers.

Past research and personal stories show women have experienced
consistent and significant side effects of working in the journalism industry.
Weaver and Wilhoit noted that, “One of the continuing challenges for women
in journalism—Ilike their counterparts in other fields—is the difficulty of
combining career and family.”" This difficulty in balancing career and
family life serves as an especially salient one for women broadcasters, as
noted by Gelfman in her 1976 study of women anchors and reporters, and by
veteran network newscaster Marlene Sanders in Waiting for Prime Time: The
Women of Television News.?

Women in TV news face other career-specific obstacles. These have
included an overemphasis on personal appearance?’ and gender-based
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decision making, or the male “buddy system,” in terms of story assignment,
hiring, and promotion.?2 Women TV reporters often found themselves doing
“soft news” features.?® For example, former ABC network correspondent
Marlene Sanders’ typical assignment during presidential campaigns was to
report on the activities of the candidates’ wives.?*

In recent years, the press has traced the progress of women anchors
and reporters at the networks, with articles that describe CBS news anchor
Connie Chung’s dismissal® and the unequal ratio of men and women
network correspondents.? Some also have focused on several of the career
issues mentioned here; examples include articles on the strict treatment of
women anchors’ make-up and hairstyles at the major networks due to
executives’ concerns over physical appearance?” and clothing choices of
network anchorwomen.?® Issues related to conflicts involving family and
work have received attention as well, especially in terms of how women
anchors at the network level deal with them. These include network
maternity leave policies® and how women anchors cope with motherhood ®

Ferri and Keller® systematically studied these career factors in their
nationwide survey of 68 local women television anchors, conducted in 1984.
That study’s results confirmed that, for the women news anchors in their
sample, barriers stemming from inequitable standards applied to men and
womenanchors did exist. Among those career obstacles deemed most salient
to the news anchors in their study, Ferri and Keller list several: (1) an
overemphasis on women’s physical appearance; (2) hiring practices based on
applicants’ sex; (3) overcoming stereotypical attitudes about women’s rolein
society; (4) proving their competence and worth as broadcasters; (5) conflicts
between work and family (a traditionally female career barrier); and (6)
difficulties in gaining access to networking opportunities (overcoming the
“buddy system”).

Ferri and Keller also asked their subjects how they felt about other
personally perceived career impairments, which they took from anecdotal
accounts of women news anchors, such as lack of encouragement from family
and peers and lack of personal confidence. Women anchors reported that
these factors did not significantly hinder their career development. Because
of the rather small size of their sample, Ferri and Keller acknowledged their
results should be considered with caution.

Smith, Fredin, and Nardone®? examined sex discrimination and dis-
criminatory attitudes among men and women television reporters. In their
1986 survey, 512 local television reporters, 307 men and 199 women (six did
not report their sex), responded to various questions concerning story
assignment based on reporters’ sex. While the researchers “found little evi-
dence for tangible sexism of the kind that would be grounds for legal action,”
their findings “suggest that sexist attitudes persist.”*® They concluded:
“Until women acquire equity with men at the highest levels of management,
it seems likely that these attitudes will continue to affect the working lives of
women in television news.”3 The authors also noted that after presenting
their results to a local chapter of the Society of Professional Journalists, two
of three local women TV anchors commented that the researchers did not
address the “difficulty of having both a family and a TV news career.”%

Burks and Stone® reported a similar finding in their 1993 survey of 55
female and 52 male TV news directors. Their study, they wrote, “presents
evidence that female news directors perceive family obligations to impede
their career progress.”* The authors saw this perception by women news
managers as helping to account for the under-representation of women in
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upper management. Further, Burks and Stone concluded that sex discrimi-
nation in the TV news workplace might be subsiding; only a third of the
women in their sample reported encountering it, a decline from earlier
research.

In the current study, we examine how women television news anchors
in the 1990s are faring in terms of the career barriers they have faced in the
past, especially in terms of sex discrimination, family and work conflicts, and
other factors in the workplace. To this end, we pose the following research
question: What factors do women news anchors today perceive as obstacles
to their career development?

By updating Ferri and Keller's® research, we can provide a clear
picture of how women TV news anchors see themselves and their profession,
track their progress within the television newsindustry, and discover whether
they perceive traditional gender role expectations as hindrances to their daily
work. We also seek to add to the current knowledge regarding women’s
status in the media industry, and the working world in general. By doing so,
we recognize and hope to contribute to feminist-oriented research, which
asserts women'’s experiences are important in the study of communication
overall.¥

Sample. Ofall US. television stations listed in the 1996 Broadcasting
and Cable Yearbook,*® we included only those listing a newsroom or news
director’s phone number as a basis for selecting our sample. Of the 1,670
television stations listed, 795 met this criterion. Using a random numbers
table to determine a starting point on the list of TV stations as it appeared in
the Yearbook, we included every fourth station. College stations were elimi-
nated from the sample; they were replaced with the next station with a
newsroom phone number on the list. If a station listed a newsroom number,
butin factdid not have one, the same procedure was followed. Each station’s
newsroomwas telephoned, and the names of the station’s main news anchors
were gathered. The 241 female anchors of 476 anchors named comprised the
survey sample.

Procedure. We conducted our survey in three waves to obtain a
response rate of at least 50%, as per Babbie’s recommendation.!! The initial
mailing occurred during the late spring of 1997. Four weeks later, a postcard
reminder was sent to those anchors that had not returned their question-
naires. Afteranother four weeks, questionnaires were re-mailed to those who
had not responded to the second mailing. About twelve weeks after the
initial mailing, we achieved a response rate of 53%; 128 of 241 anchors
returned completed questionnaires.

Instrument. We used Ferri and Keller’s*? survey to measure respon-
dents’ attitudes toward a series of statements concerning factors related to
work and personal life that could serve as career obstacles. These included
items regarding emphasis on personal appearance, management’s differen-
tial treatment of anchors based on gender, access to job networking, added
pressures on women to prove their worth as a competent broadcasters,
relocating in order to advance in the television news industry, and support
for their career from family and peers.

Prior to the initial survey mailing, we sent the questionnaire to eight
news anchors in our local market, both male and female, who were not
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included in the sample for their feedback concerning the questionnaire’s
readability. Based on several comments made by the female anchors con-
cerning gender inequities in salary, we added the item, "My salary is
comparable to my male colleagues who have similar qualifications and
experience.”

We also deleted other items from the original questionnaire that did
not pertain specifically to our research question, such as strategies used to
overcome career barriers and personal characteristics respondents thought
were most important for career advancement. We decided to omit two other
items from the original questionnaire due to their prejudicial nature and
difficulty in rewording; both referred to minority or male favoritism in the
hiring process.

Survey respondents indicated how strongly they agreed or disagreed
with the 34 total items contained in the first section of the questionnaire on a
five-point, Likert-type scale.®® These ranged in value from five, for “strongly
agree,” to one, for “strongly disagree.” A value of three was assigned to the
response “neither agree or disagree.” Additionally, respondents could write
in comments in a blank space that accompanied each item. We alsoincluded
an open-ended item asking anchors to describe other career barriers they
experienced.

Items used to assess demographic information included respondents’
age, marital status, number of children at home, education level, income,
market size, number of years in the broadcasting field, and number of years
in their current job. Respondents also indicated how successful they thought
they were in their career progress.

Analysis. Our analysis was designed to discover which of the poten-
tial career barriers presented in the 34 questionnaire items respondents
considered mostsalient. We differentiated barriers from non-barriers through
the use of quartile deviation, also known as the semi-quartile range. To
calculate this statistic, the means for the 34 Likert-scale items were arrayed.
Mean scores for all items ranged from 3.86 (high) to 1.83 (low). We calculated
the third and first quartiles, then the quartile deviation, using Spiegel’s
formula.* By subtracting the quartile deviation from the third quartile, we
determined the minimum mean for those items tobe considered asimportant
barriers. Non-barriers were determined by subtracting the quartiledeviation
from the first quartile. The means between the minimum mean required for
items to be considered as important barriers and that required for items to be
considered non-barriers fell outside the range of consideration for this study,
since they represented for the most part the response “neither agree nor
disagree.”

Thus, we treated item means between 3.86 and 3.38 as perceived
important barriers. Conversely, we considered those item means between
2.48 and 1.83 as having a minimal negative impact on respondents’ careers.

Demographic Analysis. Respondents’ average age wasbetween 30 to
34 years; 28% were age 29 or under, 50% were between 30 and 39 years old,
and 22% were between 40 and 49. Most (59%) were married, 31% weresingle,
and 9% were divorced. More than half (56%) reported they had no children
living with them. Regarding education level, 86% reported holding a
bachelor’s degree; 8% had earned a master’s degree.

Respondents averaged 6.5 years of experience in the broadcasting
industry before obtaining their current job, and 5.4 years in their current
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Description of Item N

Overemphasis on 128
Physical Appearance

Conflicts between 122
Roles of Wife/Mother
and Newscaster

Balancing Family 128
and Job

Lack of Professional 127
Network

TABLE 1
Perceived Career Barriers for Women Television News Anchors
Strongly Agree/ Neither Agree Disagree/
Mean SD Agree nor Disagree  Strongly Disagree

3.86 1.14 75% 7% 18%
3.64 1.20 62% 20% 18%
3.52 1.16 63% 11% 26%
3.42 1.02 53% 27% 20%
3.38 1.24 54% 19% 27%

Having to Relocate 128

Notes:

(1) The greater an item'’s mean, the greater its importance as a career barrier.
(2) Percentages may not equal 100 due to rounding and missing values.
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position. The mean age at which they were appointed to their current
position was 29.4 years. Respondents’ typical income was between $60,000
and $70,000; 30% reported earning more than $100,000. Forty-five percent
disagreed that their salaries were comparable to their male counterparts with
similar qualifications and experience; 45% agreed with the statement, and
10% neither agreed nor disagreed. About 91% rated themselves as either
professionally “very successful” (50%) or “moderately successful” (41%).

Perceived Career Barriers. Items considered as important career
barriers had mean scores ranging from 3.86 to 3.38. These items measured the
extent to which anchors agreed: (1) there is overemphasis on their physical
appearance; (2) they experience conflicts between the roles of wife/mother
and newscaster and (3) difficulties in balancing the time demands of career
and family life; (4) there is a lack of a professional network; and (5) relocation
is a significant career barrier (see Table 1).

Overemphasis on Physical Appearance. As Table 1 reflects, most
respondents agreed or strongly agreed that there exists too much emphasis
on their physical appearance. Numerous respondents pointed out that male
anchors are allowed more leeway in terms of looks. One, for example,
commented, “Men can grow old, have factal hair and be bald, where women
must be young, pretty and perky.” Another wrote, ”A male anchor can age,
gray, gain weight, wear glasses, and he’s considered seasoned, a woman is
considered old.” Especially telling were comments that showed how appear-
ance could detract from an anchor’s credibility, such as, “A bad hair day
negates what I'm saying on the news. Iget more comments on my clothing
and make-up than on stories.”

Several other respondents wrote that comments and criticisms on
their appearance seemed to come from both sides of the camera, with
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complaints from viewers, management, and co-workers. One anchor reiter-
ated that sentiment: It seems everyone from management to viewers focus
on how 1look and what I'm wearing than on what I'm saying.” One anchor
acknowledged women'’s appearance receives more attention than that of
men, but it is “to be expected in society today.”

Few respondents disagreed or strongly disagreed that they perceive
anoveremphasis on their appearance. One who disagreed commented, “The
men at my station are scrutinized just as heavily for their hair/wardrobe.”
Some anchors indicated a neutral attitude toward this item, but very few
(7%). Wrote one anchor, “Comments on that have waned as my seniority
builds. Ithink that management here is pretty fair when it comes to that.”

Conflict between Roles of WifelMother and Newscaster. More than
half of the respondents agreed or strongly agreed that they felt a conflict
between their roles as wives/mothers and professional newscasters. The
importance of this item as a significant career obstacle reflects an ongoing
challenge that women in the workplace continue to encounter in this regard.

The difficulty of “juggling it all” seemed most salient, as expected,
among married women and mothers. Several respondents commented that
the demands of television news, especially its odd hours, make it difficult to
find time for family, as one anchor wrote: “Management says it understands,
but neither understands nor forgives when there’s an emergency and Mom
is needed urgently elsewhere.” Another wrote, “I've been turned down for
jobs once I've mentioned I have a family—it turns into a ‘dirty secret.”” One
expectant mother commented, “I'm expecting my first, but I'm already
feeling the pressure. This business is unforgiving when it comes to family,
especially during ratings.” Another anchor, not even married yet, expressed
concerns about startinga family: “Idon’thave any children yetbut my future
husband is also a newscaster. I've seen mothers leave the business because
they were too tired of weekends and holidays away from home. How we’ll
handle it, I don’t know.”

While most comments illustrated the difficulties women anchors
experience regarding conflicts between family and work, 18% disagreed or
strongly disagreed that there are serious conflicts between the roles of wife/
mother and newscaster. Several did not see this as a career obstacle at all.
Wrote one, “I just got back from 12 weeks’ maternity leave and am now
working half-time and I'm the 6 p.m. anchor!” Another wrote, “I don’t see
conflicts. Isee challenges to be a good mother and a good employee and the
time required to accomplish both.”

Balancing Time Demands of Family/Self and Job. While a majority of
respondents agreed conflicts exist between family-related roles and that of
work, so, too, did they agree with the statement, “One career barrier for me
has been that the position is so demanding in terms of time that I find it hard
to balance my own responsibilities to my family and myself with the time
demands of my job.” Regarding the anchors’ responses, there seemed to be
less neutrality on this item, with only 11% indicating they neither agreed nor
disagreed that this was a career barrier for them.

Anchors’ comments on this item were similar to those made in
response to its related roles-conflict item, with a majority of them pointing to
the negative effects working in television news has had on their personal
lives. As one anchor put it succinctly: “My family ends up coming second.”
Another anchor, while being able to balance home life and job, commented,
“My strange hours make it hard to commit to a friendship.” “I’'ve had to stop
or ignore my personal life for the sake of my job,” agreed another. Addition-

FROM BARRIERS TO CHALLENGES: CAREER PERCEPTIONS OF WOMEN TV NEWS ANCHORS

795



796

ally, the time demands of anews anchor include putting in extra time beyond
those in the newsroom, as one anchor related, ”You're often asked to make
lots of personal appearances on your free time, etc.”

Some anchors found coping with the time demands of their career
merely part of the job description. Several of the comments reflecting this
opinion include: “I wonder if this is any different than many careers—
medicine, law, business, etc.,” “We work until the story is done, not until 5
p-m.,” “Thisisnotan eight-hour-a-day job.” One anchor, however, noted that
while she has found ”a comfortable middle ground,” she has “declined
network TV jobs because of too much travel.”

Lack of Professional Network. While slightly more than half of the
respondents agreed or strongly agreed that there exists a lack of a profes-
sional network for women, this item elicited few comments. Several pointed
out that while there may not be any networking opportunities specifically for
television anchors, there do exist several organizations for women in the
television field, such as Women in Communications (groups bearing this
name exist in several cities) and Women in Radio and Television. However,
asnoted by some respondents, these organizations are oriented toward those
in sales or public relations rather than news.

A few of the anchors wrote that such support groups must be actively
sought, and many simply do not apply to television journalism. Wrote one,
“There’s a lack, period, mainly because this is not a profession you can plan
or network for. You have to be what a news director is looking for.” Another
explained the lack of professional networks asa gender issue: ”Women often
do not work well together. Instead of a camaraderie, there’s a blanket of
competition.” While most of the respondents agreed there is a lack of
professional networks for women within the TV news industry, their com-
ments suggest it does not pose significant problems in terms of career
advancement.

Having to Relocate. A little more than half of the respondents (54%)
agreed or strongly agreed that having to relocate serves as a significant career
barrier for them. However, 27% disagreed or strongly disagreed with this
item. In their comments, which reflected both attitudes, the anchors ac-
knowledged that relocation is part of the business and that it is difficult. The
major point of contention with this issue concerns how marriage and family
are affected, especially in terms of demands made on spouses, as the follow-
ing comments reflect: “When I was single I considered moving no problem.
Now that I'm married it is very difficult to consider relocating because of the
impact it will have on my husband,” and “With my fiancé and I both looking
for our next jobs, it’s hard to find somewhere we can go together.”

Relocation also reflects the choice women anchors must make be-
tween their family and their career. Some, as one anchor wrote, have rejected
offers which would force them to move, even if it meant landing a job in a
larger market: ”I have turned down several jobs in bigger markets like
Portland and Spokane and Cincinnati because they didn’t pay well enough
for my husband to relocate and for us to feel it was worth uprooting our four
children.” Reiterated another, "1 want stability in my life and for my children.
I've had many opportunities to move on. But as long as I'm challenged and
valued here, I stay and don’t take risks associated with starting all over in a
different market.”

Barriers Having Minimal Impact. In determining which barriers
respondents perceived as having a minimal negative impact on their career
development, our analysis shows that a large number of items (21) fell into
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TABLE 2
Comparison of Perceived Career Barriers

Ferri and Keller, 1986 Current Study
Description of Item Mean Description of Item Mean

(N=68) (N=128)
Overemphasis on 4.05 Overemphasis on 3.86
Physical Appearance Physical Appearance
Differential Treatment 3.77 Contflict between Dual Roles 3.64
In Hiring Process of Wife/Mother and Newscaster
Overcoming Employers’ 3.76 Balancing Family and Job 3.52
Negative Attitudes of Women
Additional Pressures to Prove 3.65 Lack of Professional Network 3.42
Worth Due to Gender
Conflicts between Dual Roles 3.57 Having to Relocate 3.38

of Wife/Mother and Newscaster
Lack of Professional Network 351

Note: The greater an item’s mean, the greater its importance as a career barrier.

the lowest quartile of the distribution. These include factors related to the
amount of preparation and training opportunities available to women, lack
of mentors and role models, differential treatment during the hiring process
based on applicant’s sex, and other success-related factors, such as lack of
confidence, motivation, career aspirations, and support from family and
peers.

Comments on Open-ended Question. We invited respondents to offer
comments on any additional career barriers that they perceived. Only 27 of
the 128 respondents did so. Their comments fell into seven general catego-
ries: difficulties in balancing family and career, the combination of gender
and race asa hiring factor and difficulties faced by minority women, overem-
phasis on physical appearance, gender inequity in job promotion, competi-
tion among women, subjective hiring practices, and overcoming gender
stereotypes.

Anadditional six respondents wrote they believed career barriers for
women anchors no longer exist, mostly due to the influx of women into the
field and into management positions, as this example illustrates: “Many of
these perceptions no longer exist. Ten to twelve years ago, lots of women
started being hired because they were cheaper to pay than men. Now those
women are doing much of the hiring—that’s evened out the field.” These
anchors all had worked in TV news for at least ten years.

Changes in Perceived Career Barriers. Though different sample sizes
and cohorts were used in Ferri and Keller’s 1986 study and this one, we
believe that a comparison might be useful in gauging changes in the career
barriers of womenanchors. Documentation of such would serve as evidence
thatwomen anchorshaveindeed overcome the issue of gender asahindrance
to success in their television news careers. Table 2 contains the top-rated
barriers from both studies.
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In the late 1990s, overemphasis on physical appearance remains the
top-ranked career barrier. However, as shown in Table 2, items concerning
differential treatment based on gender, such as being treated differently than
men during the hiring process, overcoming management’s stereotypical
attitudes, and experiencing additional pressures to prove one’s worth, have
been replaced by those related to the balancing of family and career.

In the current study, we found more items, a total of 21, falling into the
non-barrier category. Among the lowest-ranked items in both studies:
adverse influence of past experience on motivation, lack of encouragement
from family and peers, lack of self-confidence, and lower career aspirations.
These results reflect a diminished negative impact of these factors on the
career development and advancement of women anchors in the late 1990s.

L ——————}
Discussion

798

We sought to ascertain factors that women news anchors today
perceive as obstacles or challenges to their career development. Two major
patterns emerge from the results: (1) physical appearance continues to serve
as a highly important aspect of women anchors” work; and (2) women
anchors today are highly concerned about being able to manage both a
television career and a family.

Concern with Physical Appearance. In the ten or so years since the
publication of Ferri and Keller’s results, we found no change regarding the
importance placed on women anchors’ physical appearance. We see as
especially telling the common themes of the comments made by anchors in
both studies on this item, including: (1) how comments made about women
anchors by both managers and viewers center on their appearance rather
than their competence; (2) the disparity in the importance placed on menand
women anchors’ appearance; and (3) the constant criticism of women an-
chors’ wardrobe, hair, weight, and age.

Given that those who appear on television news obviously must
contend with cosmetic concerns, it seems women bear the burden of “looking
good” more so than men do. This illustrates a general societal attitude that
women are valued for their looks rather than skills. We see that women
anchors must deal with a general societal expectation that they maintain an
attractive appearance and show interest in how they look and what they
wear.®® Thisalsosupports Richardson’s assertion that the media maintain the
status quo in terms of women’s portrayals.* Women anchors, in a sense, are
part of media content, and still subject to the similar appearance standards
required of other women who appear on television.

Shift in Barriers: Career Entry versus Career Maintenance. Gender-
based difficulties in gaining entry into the profession, which the women
anchors in Ferri and Keller’s study ranked as highly important, here were
replaced with those related to the balancing of career and family. We regard
this shift as illustrating a major change in the problems faced by women
anchors today: Entering the profession may be less common or compelling
a problem or barrier now than maintaining both career and family goals. In
short, it seems that women have made progress in the professional arena, but
must struggle to balance the demands of work with those of their familiesand
personal life.

For working mothers, these demands are especially profound in terms
of career advancement, as Burks and Stone found.*’ Indeed, the high ranking
of relocation as a career barrier for the women in this study parallels the
challenges faced by women in other professions. For example, Shauman and

JOURNALISM & MAss COMMUNICATION QUARTERLY




Xie found that for women scientists, “children have a significantly negative
on mobility, regardless of children’s age.”*® Combined, these studies lend
support to the notion that despite expanding workplace opportunities for
women, old contradictions between market work and home remain.*

Respondents in both studies also ranked highly, in terms of their
agreement, that there is a lack of a professional network for women anchors.
The transient nature of the television news business, and its highly competi-
tive nature, makes the absence of career support groups that specifically meet
the needs of news anchors understandable. Several anchors in the current
study commented that they don’t have the time to network, given the
demands of the job itself. Since the questionnaire item for this factor did not
specifically state that it serves as a career barrier, the extent to which it does
so could be a subject for further research.

Barriers or Challenges? Respondents’ comments regarding the top-
ranked items we refer to as career barriers indicate that perhaps we can
consider them more as challenges than barriers. For instance, physical
appearance serves as a major part of television news and has for the past
twenty-five years or so. This current group of women anchors recognizes this
as a challenge they must deal with rather than a de facto barrier to career
advancement. Similarly, anchors’ acceptance of relocation as a fact of life in
television news seems to serve more as a challenge than a barrier that stalls
one’s career.

We find encouraging respondents’ perceptions that other career-
related factors have less significance to them. These formerly top-rated
barriers concerned differential treatment based on an applicant’s sex in the
hiring process, sexist attitudes of management, and pressures to prove one’s
worth as a woman. Additionally, our results demonstrate that today’s
women anchors are confident, motivated, and encouraged by family and
peers.

Future Research Suggestions. We examined the perceived career
barriers and challenges of women television anchors at the local station level.
The population from which we selected our sample obviously limits the
generalizability of our results, as does the sample size itself. The inclusion of
women anchors at the networks serves as one way to expand the scope of our
findings.

We also aimed to discover changes in the career hindrances experi-
enced by women television anchors since the mid-1980s. Ours was not a
cohort study. Panel studies that track a particular group of women anchors
over time would offer further support for our findings which indicate
changes in the importance women anchors place on different aspects of their
careers as they continue to enter into the profession in greater numbers.
Researchers might want to see if and how changes in the practice of TV news
are made as this happens.

The universality of the challenges women in the television workplace
encounter also serves as a potential research topic. Future researchers might
find of interest the career obstacles and challenges experienced by women
who hold different jobs in the TV news industry, such as producers and
videographers. One might expect their career obstacles and challenges to be
different from those who appear on camera.

Finally, researchers could update Ferri’s 1988 study in which he
compared women anchors’ career perceptions with those of their male
counterparts.® Among his most telling results was the disparity men and
women anchors experienced in terms of the emphasis on their physical
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appearance, with this being of greater salience to women than to men. A
follow-up to Ferri’s work could provide further evidence that change has or
has not occurred during the past decade in terms of the challenges men and
women experience in the television news workplace.
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NewsrooMm Toric TEaMs:
JOURNALISTS” ASSESSMENTS OF EFFECTS

ON NEws RourtINEs AND NEWSPAPER QUALITY

By Kathleen A. Hansen, Mark Neuzil, and Jean Ward

This study examines the effects of newsroom topic teams on news routines
and newspaper quality. It is based on a census survey of journalists at the
Star Tribune (Minneapolis) and the St. Paul Pioneer Press, which both ‘
| instituted topic teams within six months of each other. Survey results are
supplemented by focus group and written comments from journalists in
these two Newspaper Guild newsrooms. The study finds that the effects of
the team system on the news process and news quality have been mixed, but
predominantly negative, in the assessment of these journalists.

The topic team system has received a great deal of attention in the
trade press, but has not been the subject of very much systematic study. This
study examines the effects of the newsroom topic team system on news
routines and newspaper quality. The study is based on a census survey of
journalists in two newsrooms that recently implemented topic teams. These
two newspapers, the Star Tribune (Minneapolis, Minnesota) and the St. Paul
Pioneer Press, are published in different cities but see themselves as fierce
competitors in their coverage of the metropolitan Twin Cities region. This is
a case study of how journalists in these two Newspaper Guild newsrooms
perceive the effects of topic teams.

Newspapers face fewer resources and more competition for readers’
time, and newspaper managers are looking for new, more cost-effective
ways to report, write, and deliver the news, and to meet profit goals.!
Changing technology, especially pagination, has also put more production
responsibility squarely in the newsroom.2 Newsrooms across the country
have been experimenting with structural change asa way to respond to these
challenges.3 Newsroom topic teams, also called pods, circles, clusters, and an
assortment of other names, are one innovation. Teams are organized by
content areas that cut across traditional job descriptions and newsroom
departments. A team might consist of reporters, editors, a photographer
and/or graphic artist, and a “team leader.” The idea is to reduce “assembly
line” thinking about the process of producing stories, and encourage collabo-
ration among writers, editors, and visual artists. Staff members may no
longer work for a particular section of the newspaper. News desks and copy
desks may disappear and be replaced by “presentation hubs” or “design
desks.”

Kathleen A. Hansen is associate professor in the School of Journalism and Mass Communication
at the Untversity of Minnesota; Mark Neuzil is associate professor in the Department of Journalism
and Mass Communication at the University of St. Thomas; and Jean Ward is professor emerita in the
School of Journalism and Mass Communication at the University of Minnesota.
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Some of the intentions of newsroom teams are to “empower” employ-
ees, flatten newsroom hierarchies, and force journalists to focus more of their
attention on the needs and desires of readers in planning and producing the
newspaper every day. Traditional beats, event-driven coverage, and geog-
raphy-based deployment of personnel are replaced by content areas, news
analysis, and topic-driven coverage. Military-like hierarchies are out; group
collaboration is in. Coaches, facilitators and maestros maneuver around
“newsrooms without walls.” Teams are supposed to “bring together comple-
mentary skills and experiences that, by definition, exceed those of any
individual on the team.”*

The ostensible purpose for these managerial innovations is to produce
higher-quality journalism and better serve reader and advertiser customers.
Many of the approaches are adopted from companies that make material
products, in which assessment of team performance can be based on produc-
tivity goals, product defect rates, costs reductions, and other traditional
indicators.” There is considerable skepticism about whether such measures
and approachesare appropriateand desirable for anindustry whose primary
output consists of information. Nonetheless, team journalism appears to be
solidly ensconced in a number of newsrooms around the country, and it is
time to start assessing the impact this new organizational structure has on
news routines and newspaper quality.

fi=— = a1
Literature

Review

804

Many studies examine how managerial structure affects newswork,
although none explicitly addresses the newsroom team system. Studies
generally examine the influence of management style variables,” motiva-
tional variables 2 ownership variables,’ and marketing orientation'” onnews
routines and judgments about newspaper quality, performance, and con-
duct. Media management texts and casebooks outline many of the research
findings and provide guidance about implementation of one managerial
strategy over another.!! These texts acknowledge that managing workers in
media organizations provides different challenges than managing those who
manufacture products or provide services. The need to foster creativity and
professionalism in media workers poses special problems for managers.

One factor of managerial behavior appears to greatly influence jour-
nalist perceptions about their jobs: the amount of communication in the
newsroom. The perceived atmosphere in the newsroom is better when
managers evaluate employees on a regular basis and communicate interper-
sonally."? Journalists want to participate in decisions about their work, and
want to have regular feedback from their managers.

Motivational variables contribute to assessments about news work
and innovativeness. Journalists have strong needs for participation and
autonomy.” Polansky and Hughes found that “independence of decision-
making authority, the presence of formal control, and a sense of control over
one’s work and ideas are critical components in facilitating a sense of
autonomy and thereby innovation.”’ An increase in centralization and
bureaucratization, often a result of larger organizations, has been assumed to
breed dissatisfaction because of perceived diminished autonomy.’> How-
ever, bureaucratization may also encourage role specialization, thereby
enhancing autonomy.'® Reporters with highly specialized beat knowledge,
for instance, may develop autonomy from editors who cannot match report-
ers’ subject expertise. Research also shows that editors at highly bureaucra-
tized newspapers are more satisfied with their jobs and have more au-
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tonomy.!” Thus, centralized decision making and bureaucratization within
newsrooms may actually have the counterintuitive effect of creating a work
environment that enhances worker autonomy because roles are clearly
delineated and work routines are predictable. This runs counter to the stated
goal of the newsroom team system.

Whether or not a newspaper has a marketing orientation has been
identified as a possible explanation for journalist perceptions about news
work and newspaper quality. Several authors have derided the profit
orientation of modern newspapering and complained about its effects on
journalistic values and practices.'® Beam argues that environmental uncer-
tainty (when newspaper managers find their community’s informational
wantsand needstobe unpredictable) appears to strengthen an organization’s
marketing orientation. Uncertainty about how to serve customers leads to
the adoption of methods and practices to determine the needs and wants of
target markets so as to deliver satisfaction more effectively and efficiently.
The community characteristic that affects perceived environmental uncer-
tainty the most is competition.!

Another set of studies examines contributors tojob satisfaction among
journalists.?” These studies generally conclude that journalists are a difficult
bunch to keep happy. Job satisfaction appears to be related to environments
that operate efficiently in problem-solving, that provide opportunities to do
agood jobin informing the public, and that acknowledge journalists’ need for
unambiguous job descriptions and specific job assignments. These job
characteristics are not prominent features of the newsroom topic team
system, which seeks to eliminate or radically redefine specific, job-related
assignments.

Stamm and Underwood found that newsroom policy changes that
affected journalists’ perceptions about newspaper quality and the balance
between business and journalism in the newsroom were most likely to affect
job satisfaction. Their study concluded that “journalists are happier when
they are about the business of journalism—rather than the business of
business.”?! When journalists perceive a drop in newspaper quality or a
move toward a marketing orientation, their job satisfaction drops.

Another factor in job satisfaction is a concept from reference group
theory called “relative deprivation.” The basic idea is that people evaluate
their positions in life based on comparisons with others in their reference
group, rather than on absolute, objective standards. Donohue, Tichenor, and
Olien, and Demers? argue that the concept applies to job satisfaction in
journalism when reporters know of a lesser qualified reporter who has been
promoted or rewarded differentially. This problem is especially relevant to
the discussion of newsroom job satisfaction. Newspaper workers have
traditionally operated in a hierarchical relationship with editors, in which a
single editor is the key audience and arbiter of what a reporter does. When
many additional individuals have the opportunity to comment and pass
judgment on reporters’ work, there are bound to be problems. The relative
deprivation problem is more likely to surface in an environment where
everyone knows what each worker’s contribution has been to a particular
work product, such as in the newsroom team system.

Another concept that helps explain why journalists might be unhappy
with the team approach is called the “free-rider” problem.2? Whenever
people work in teams there is always someone who does not do his or her fair
share of work. Yet, that person shares in the benefits from the team’s work
with everyone who carried their load. This free-rider problem may be
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especially acutein a newsroom team setting where people with very different
jobs are comparing their contributions to the overall work product. The loss
of individual autonomy combined with annoyance about differential work
productivity among team members leads to a dissatisfied workforce.

Newspaper quality has been studied from a number of perspectives.
A key measure of quality has been accuracy, which has been measured and
analyzed for more than fifty years. Other studies have examined how
readers’ and journalists’ assessments of news quality compare.” Key find-
ings from these studies include the observation that readers and editors do
not always agree in their assessments of the importance of some traditional
standards of newspaper excellence. For example, Gladney found that editors
and readers disagree on the ranking and importance of staff enterprise
(aggressive original reporting) and visual appeal (effective, attractive pre-
sentation of news through the use of visual tools such as typography,
photography, graphics, color, layout, designing). Editors valued staff enter-
prise and visual appeal more than did readers. Strong local coverage was
rated as essential by 94 percent of the editors in Gladney’s study, versus an
essential rating from 62 percent of readers. Bogart found thata “high ratio of
news interpretations and backgrounders to spot news reports” was ranked
by editors as third in importance for newspaper quality, but twelfth by
readers (out of a list of twenty-three). In other words, a number of the
measures that editors rate highly for newspaper excellence are not rated
highly by readers.

Finally, newsroom teams have received considerable attention in the
trade press (see footnote 3), following much discussion in the wider business
and managerial literature.?® Scholarly attention has focused on the content
effects of teams in the newsroom.?” Russial’s before-and-after content analy-
sis found that when an Oregon newspaper instituted a “Health and Science
Team,” there was an increase of 40-50 percent in the amount and section front
play of health and science stories in the newspaper. He noted, however, that
inthe absence of an unrealistic expansion in the amount of newshole, all topic
teams could not show the same sort of increase in coverage and play unless
other areas traditionally covered in the newspaper were going to receive less
coverage or no coverage at all.

e ——
Research

Hypotheses
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The findings from the research literature about the relationship be-
tween job satisfaction and the need for organizational efficiency, clear job
descriptions, and regular communication among managers and workers
suggest that journalists require a routine and predictable work environment.
Anything that upsets journalistic autonomy, efficiency, or leads to a loss of
individual recognition and rewards is likely to be seen in a negative light.
Additionally, the researchers conducted several focus group interviews
(described below) and learned that many journalists in the two newsrooms
under study believed the team system was having serious negative effects on
news routines and newspaper quality. Therefore, the researchers hypoth-
esized that

H1: Journalists will tend to perceive that the teamsystem
has negatively affected the news process, in the form of journal-
ist loss of authority, slower production times, more organiza-
tional confusion, less communication.
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The findings from the research literature about the relationship be-
tween marketing orientation, innovation acceptance, and newspaper quality
perceptions lead us to conclude thatjournalists prefer to focus on the business
of journalism, rather than the business of business. Focus group interviews
suggested the team system was perceived by many journalists to be moti-
vated by marketing principles rather than journalistic quality principles.
Further, the team system was blamed by many for introducing organiza-
tional confusionleading to falling journalistic quality. Therefore, we hypoth-
esized that

H2:Journalists will tend to perceive that the team system
hasnegatively affected the quality of thenewspaper, in the form
of more substantive and mechanical errors, more missed sto-
ries, lessattention to breaking news, greater attention to “trend”
stories over “beat” stories, and more attention to design over
story content.

The Twin Cities newspaper market is highly competitive, despite the
fact that the (Minneapolis) Star Tribune and the St. Paul Pioneer Press are
published in two different cities. In fact, managers at the two newspapers
routinely refer to the twocities as the “east metro” (St. Paul)and “west metro”
(Minneapolis) as a way to indicate that their market really encompasses both
cities and the surrounding suburbs. The Star Tribune began distribution of a
St. Paul edition of the newspaper in 1987. The then-Cowles Media-owned?®
Star Tribune circulation stood at 393,800 daily and 678,000 Sunday, while the
Knight-Ridder-owned Pioneer Press circulation was 203,000 daily and 270,600
Sunday. The Star Tribunenewsroom employs 360; the Pioneer Press newsroom
employs 240. The Newspaper Guild of the Twin Cities chapter represents
members in both newsrooms.

Both newspapers instituted newsroom teams within six months of
each other in 1995, after negotiations with the Guild on terms and conditions
for the changes. The motivations and strategies for making these changes
differed slightly, but in both instances it is clear that newspaper managers felt
they needed to move toward a marketing orientation in order to compete
successfully in the uncertain environment they faced. Internal documents,
local and national trade press accounts, public presentations by top newspa-
per officials, and our interviews with managers and newsroom personnel
confirm that both newspapers meant to move away froma product-focusand
toward a focus on serving reader and advertiser customers through a
marketing approach.

The changes at the larger Star Tribune have received more attention
and comment, perhaps because then-Publisher Joel Kramer and Editor Tim
McGuire have been outspoken and visible lightning rods within the indus-
try.? Together they instituted a highly controversial corporate reorganiza-
tion in 1993. Their goals were to “achieve real growth in revenue and profit
by serving more needs of our reader and marketer customers, with multiple
products and services, in and outside the newspaper, while fulfilling the Star
Tribune’s public service mission.”® At that time, the newsroom became part
of something called the Reader Customer Unit, responsible for all activities
relating to the readers (reader customer sales and service, reader market
research, etc). McGuire became general manager as well as editor, with direct
responsibility for meeting specific profit goals, a change that caused much
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alarm in the newsroom.3' In a 1994 presentation to the University of
Minnesota management school faculty and students, Kramer outlined seven
goals for the newsroom. First on the list was reader focus. Journalistic
excellence was second. This strong reader/marketing-driven focus colored
the newsroom restructuring that followed in 1995.

When the team system was implemented, the top managerial posi-
tions went from thirteen to seven (news content, features content, visual
content, production, administrative activities, change editor, and director of
player personnel), led by the "News Leader” Pam Fine. Section coordinating
editors reported to content managers, and reporters and copy editors were
assigned to one of sixteen content-oriented teams with a team leader for each.
There were not enough photographers and graphic artists to go around, so
they were given assignments to multiple teams. Many of the managerial
positions were opened up, so people had to re-apply for their positions.
Everyone in the newsroom received a day-and-a-half training session when
teams were instituted.

Since then, there has been the expected tinkering with both the
corporate and newsroom sstructure. The Reader Customer Unit was dropped
in 1996, and the reader sales and service responsibilities were assigned to
another corporate unit. McGuire retained his title as editor, and added
oversight of the paper’s digital efforts and other content-related products to
his portfolio, with a continued responsibility for profit and financial account-
ability. "News Leader” Fine's title reverted to managing editor after she
found that folks outside the newsroom with whom she interacted didn’t
know what her role was.?? Team titles and newsroom staff assignments have
changed several times.

The rhetoric of the publisher and editor throughout the transition
made it clear that there was no guarantee that the future of the company lay
with the traditional newspaper, but with information products and services
that delivered high-value content to readers where and how they wanted to
receive it. The effects of these types of pronouncements on newsroom morale
were not good.*® Inaddition, the newspaper hasbeen embarrassed by several
high-profile incidents in which glaring mechanical, production, and substan-
tive errors have led to lawsuits or berating from public officials, as well as
prominent published apologies.* This has demoralized staff, who worry
that the quality of the news product is suffering.

Across the river, the Pioneer Press managers were making their own
changes. In 1994, then-Publisher Peter Ridder invested in a $1 million
campaign to attract readers with more local, business, and entertainment
news; increased amenities for advertisers; eleven new newsroom position;
and seven additional pages of newshole per week. Editor Walker Lundy
and then-Managing Editor Ken Doctor* began asking how they could make
the newspaper better and make the newsroom a better place to work. These
changes were being made within the larger corporate context of the Knight-
Ridder chain, which was undergoing a number of upheavals and shifts in
priorities and focus.¥” Lundy and Doctor deny that their move toward
newsroom teams was mandated by Knight-Ridder corporate managers, but
they admit that the Pioneer Press is a case study for the chain because the
Newspaper Guild is such a strong influence in the newsroom.?

Managers at the Pioneer Press came up with three reasons why they
had to change. The first reason was for readers (readers are changing,and we
have to keep up to attract them); the second was for the newsroom (we keep
making the same mistakes, and we are not improving); the third reason was
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for the future (we have to keep up with the world out there).” Because they
are the smaller paper in the competition with the Star Tribune, a strong
motivation for managers at the Pioneer Press is “differentiation” of their news
product as a strategy for reducing subscriber churn and holding readers.
They focus heavily on the “east metro,” the north-eastern and south-eastern
metro suburbs and a portion of western Wisconsin in their news
coverage.

In 1994, two-person teams (1 Guild, 1 management) visited nine
newspapers around the country to study the innovations that those news-
rooms had instituted. They came back with “show-and-tell” reports that
most papers they visited were moving toward teams. Inacall for volunteers,
sixty people formed groups to work on the plan for a move to the team
system. The new structure was unveiled in July of 1995. The “Newsroom
Mission Statement” lists four goals: “We will put readers first,” “We will
cultivate onenewsroom,” “We will work smarter,” and “We will respecteach
other.”# The Pioneer Press eliminated the copy desk, the layout desk, and the
features and metro desks. It instituted content teams (the number has
fluctuated—it stood at fifteen at the time of this writing), assigned copy
editors to teams, created a production hub responsible for “designing” the
paper, and flattened the management structure from six layers to four, with
twelve senior editors and eleven team leaders who are responsible for
generating content for each section. A total of fifty people changed jobs.
Senior editors and team leaders had four days of off-site training with a
newsroom staff member from another Knight-Ridder paper, the San Jose
Mercury News. All other newsroom staff had one day of Zenger-Miller
training on site.

One of the controversial decisions that St. Paul managers made
originally was to forego creating a general assignment team. As newsroom
staff began to work within the new structure, they quickly discovered that
general assignment coverage was slipping and they were missing many
breaking stories because they couldn't free up staffers from content teams to
cover things as they happened. In July of 1996, several original teams were
abandoned and a Cover/General Assignment team was created to try to re-
establish a focus on breaking news. As at the Star Tribune, tinkering and
refinements continue, with staff concerns and grumblings occasionally break-
ing out into the local alternative press.*!

It is important to summarize the findings from the research literature
about the relationship between a marketing orientation and environmental
uncertainty at this point. Clearly, both newspapers in this case study find
themselves in a competitive and uncertain environment, and both newspa-
pers haveadopted a marketing orientation as a strategy for coping. A strong
focus on readers as customers pervades the rhetoric of newspaper managers
and the written materials that have guided the introduction of teams in both
newsrooms. For the purpose of this study, we have posited that these two
newspapers have implemented a marketing orientation, and that newsroom
teams are part of the overall strategy of each organization to respond to the
market situation.

This study examines journalist assessments of the effects of the news-
room team system on news routines and newspaper quality. The study is
based onaseries of focus group interviews and a census survey of newsroom
staffin the two case study newspapers. Researchersreceived approval for the
study from the managing editor and from Guild representatives in each

Newsroom ToPIC TEAMS: JOURNALISTS ASSESSMENTS OF EFFECTS ON NEWS ROUTINES AND NEWSPAPER QuALTY

Method

809



newsroom, contingent on a promise that results from the two newspapers
would not be analyzed or reported on separately. Researchers conducted
interviews with two newsroom focus groups at the Pioneer Press in May 1996
and two newsroom focus groups at the Star Tribunein June 1996. Focus group
participants included section editors, team leaders, reporters, copy editors,
photographers, graphic artists, and layout/production staff.2 The focus
group interviews provided insight that helped in the development of the
research hypotheses and design of the final questionnaire. No focus group
comments are mixed in with the questionnaire findings reported on here.

A six-page, eighty-item questionnaire was designed to elicitjournalist
responses about the effects of the team system on their work, time manage-
ment and efficiency issues, assignment of work, quality of journalism,
communication in the newsroom, and leadership and responsibility issues.
The final question left a large space requesting comments “about the team
system and its relationship to news production and news quality.” The
questionnaire was pretested in August 1996 with seven newsroom staffers
representing a variety of job categories. Managers and Guild representatives
inboth newsrooms approved the final language of the questionnaire, thereby
reducing concern about bias toward one point of view or another. The
revised questionnaire, along with a cover letter and a stamped return
envelope, was delivered in September 1996 to every newsroom staffer at both
newspapers. This was twelve to fifteen months after the introduction of
teams at these newspapers. Staff at each newspaper helped distribute
questionnaires in newsroom mailboxes. A total of 597 questionnaires was
distributed (360 to the Star Tribune and 237 to the Pioneer Press). Two weeks
later, staff helped distribute a reminder postcard to newsroom mailboxes.
The final number of completed questionnaires returned to researchers was
244, for a response rate of 41%. One hundred-fifty respondents wrote
comments in the last section. The distribution of questionnaire respondents
closely resembles the overall distribution of individuals in the two news-
rooms by job category, gender, work shift, and labor-management character-
istics.

Upon completion of the coding and data analysis, researchers created
two “indexes”—one for judgment about team effects on the news process,
and one for judgment about team effects on news quality—by combining
several response categories in an additive index. Some of the results will be
reported using these indexes.

Because this survey was administered to a census of staff at two case
study newspapers, we do not make any claims about the generalizability of these
findings to other situations. Inferential statistical tests are applied where appropri-
ate, but solely for the purpose of clarifying results for this case.

Results
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Respondents to this survey are 59% male and 41% female. Ninety-
three percent of respondents belong to the Guild. The labor-manager
breakdown is two-thirds to one-third (respectively). Ninety-five percent of
the respondents worked at their newspaper before the team system was
implemented (those who had not were asked to turn to the last section for
demographics and return the questionnaire). Respondents describe their
primary job as being reporter (46%), editor (29%), layout (5%), photographer
(5%), team leader (4%), critic (3%), graphics (2%), news/copy aides (2%),
library staff (1%), or other (3%). Seventy-six percent of respondents work the
day shift, while 24% work at night. The mean number of years of newspaper
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experience is 18, while the mean number of years of experience at the speci-
ficnewspaperis 13. Eighty-six percentof respondents are currently assigned
to a team. Forty-six percent of respondents work on a team of 6-10 members,
while 33% work on a team of 11-15 members. Seventy-two percent of
respondents are assigned to a team that has been in existence for 10 months
or longer.

There is a division of opinion about some of the effects of team
journalism. Many respondents wrote in their comments that the team
concept is a good one in the abstract, but that it requires a larger staff and
more resources, neither of which were forthcoming in these two newsrooms,
in order to work well. One person wrote, “The team concept is a wonderful
concept. However, to fully make use of its many advantages, resources in the
paper must increase: more copy editors, more photographers, more artists,
etc. If you donot increase your resources the system is doomed to fail before
it ever gets going.”

Both newsrooms instituted a newspaper redesign at the same time the
team system was introduced, and many respondents were careful to point
out that some of their judgments were probably due to the production and
design change demands more than to the team system. One person wrote,
“Page designers are running amok (they haven’t a clue about style).”
Another wrote, “There is far more attention to graphics and design, so that
words are sometimes sacrificed to visual appeal.” Anothersaid, "To me, the
newspaper looks good, but it’s less useful, less meaningful and more difficult
to work at.”

News Process Findings. Journalists judge that the team process has
negatively affected the process of producing the newspaper on a day-to-day
basis. Table One summarizes the responses on questions that asked about
the effects of teams on the news process. Ten times as many respondents said
that under the team system the production time needed to put the paper
together has increased compared to those who said it has decreased. Similar
discrepancies exist between those who think the night and weekend super-
vision of the news process has decreased and those who say it has increased.
This problem with story “hand-off” was reiterated in written comments.
One person wrote,

The team system produces pretty much the same old
nightmares for the night production team with some new
nightmares added—stories sitting in far-flung team queues
after teams have left for the day, lack of clear lines of respon-
sibility for some issues, and the mythical notion that reporters
can fill in for copy editors who are sick, on vacation or on leave,
forinstance. I believe a team system might be fine ina business
where everybody works M-F, 9-5. I do not believe it works in
a 7-day operation where major shifts stretch from 8 a.m. to 2
a.m.—it is not possible to build team cohesion when team
members aren’t even in the building at the same hours daily.

While 43% of respondents said that the time needed to report a story
has stayed the same, fully 27% said it has increased and only 4% said it
decreased. Sixty-one percent of the respondents who answered “don’t
know” to this question are managers, lending weight to reporters’ com-
plaints in the written comments about how managers are insensitive and
unaware of how the team system has negatively affected their work routines.
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TABLE 1
Effects of Teams on the News Process
(N = 244)
Yes No No change na
Teams enhance ability
to meet deadline 1% 4% 37% 8%
Clear who makes final decisions 53 47
Know goals for own work 52 48
Know goals of team journalism 43 57
More Less Same na
Time in mtgs. now 45 13 42
Hours of unpaid overtime 25 5 44 26
No. of people your work
passes through hands of 22 33 36 9
Increased Decreased Same Don’t Know
Night supervision of news process 3 57 10 31
Weekend supervision of process 4 41 18 38
Production time needed 48 5 15 33
Time to report a story 27 4 43 25
Improved Declined Same Don’t Know
Coordination between reporters
& copy editors 42 17 25 16
Coordination between reporters,
photogs & graphic artists 39 24 24 12
Teams Copy Pool Don’t Know
Content of paper is better
with copy editors in 48 29 24

812

Four times as many respondents said the team system does not enhance
their ability to meet their deadlines compared to those who said it does.
Forty-five percent of respondents report that they are spending more time
in meetings compared to before the team system was implemented. One
person wrote, “Simple decisions that used to take five minutes now require
hours or weeks, plus a cast of thousands, and sometimes don’t get made at
all.” One-fourth of respondents say their unpaid overtime hours have
increased.

In many other respects, the process of work has stayed the same.
Respondents report that they generate their own story ideas that get into the
paper about as often as under the old system; they volunteer for assignments
about as frequently as before; they have the same number of shared bylines
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as before; and the effort needed to get a story on page 1A is about the same.

Organizational confusion appears to be an issue. About half of
respondents say they don’t have a clear idea about who makes final decision
about their work, and about half say they don’t have a clear idea about the
goalsand expectations for theirown work. Fully 57% of respondents say they
don’t have a clear idea about the goals of team journalism. Team leaders,
graphics staff, and layout staff are the only groups with majorities who say
they have a clear idea about the goals of team journalism. Managers are more
likely to say they know who makes final decision about their work than are
labor (x? = 6.5; p < .05). Those who don’t have a clear idea about who makes
decisions about their work have a lower (more negative) news process index
score. (t = -4.3; p <.001).

Coordinationbetween reporters and copy editors has improved in the
judgment of 42% of respondents, and 48% of respondents say the content of
the paper is better served with copy editors assigned to teams rather than
working in a copy pool. Thirty-nine percent of respondents think coordina-
tion among reporters, photographers, and graphic artists has improved.
However, when broken out by job title, it becomes apparent that photogra-
phers think coordination is actually worse, while graphic artists think coor-
dination is better. One photographer wrote,

Placing photographers in teams is less efficient both in
terms of quantity and quality. The loss of flexibility in terms of
bodies covering the daily and weekend shifts as well as the loss
of flexibility to utilize each individual’s talents in a more
matched way with assignments has resulted in a lower quality
of the pix appearing in the paper. It’s hard to bring a fresh eye
to a subject when you are doing the same thing over and over
and over and over. It’s a nightmare for a generalist—which is
what most photojournalists are both by temperament and
training.

A key finding is that 53% of respondents say they have less authority
under the team system than they did before. Most labor respondents say they
have lost authority, while most managers say they’ve gained it (x? = 6.7; p <
01). Generally, those who used to be able to work independently, without a
lot of oversight and intervention, say they havelost authority. They can’tjust
go off and “do their own thing” anymore, and this has translated into
negative judgments about the team process. One person wrote, “The team
system, in theory, is supposed to empower the teams to do their own work
and see it through the process but there is much meddling from above when
something created and nurtured by a team becomes a ‘big deal.’...The
elaborate processes we now have to go through to get something into the
newspaper sometimes results in delaying stories and takes away our sense of
immediacy.” Another wrote, “Teams still do not control their budgets, their
hiring, even the configuration of their own beats.” Another wrote, “The
newsroom is more hierarchical. Senior editors carry a lot of clout; reporters
are pretty low on the food chain.”

Bothnewsrooms were physically redesigned as part of the move to the
team system, and this has led to the perception of loss of authority in some
cases. In one newsroom, many more people are crowded together than in the
past. Reporters sit right next to their editors; phone conversations are easily
overheard. Team members are in close proximity to one another, and people
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whodo different types of jobs can’t help but observe what their colleagues are
doing on a minute-by-minute basis.

The team system seems to have exposed more of the news process to
awider group of people than was the case in the past. People who used tobe
able to focus on their own area and not really pay attention to the rest of the
process can’t do so anymore. This may feed the “relative deprivation” idea.
Written comments made it clear that people feel they have to police their less-
productive colleagues; it is harder to get someone to help in a crunch because
no one wants to have something permanently assigned as “their” job if they
do it once.

Staff in both newsrooms reported that there have been days when the
paper came close to running white space because of the dearth of copy. One
section editor likened the process of filling her section to “churning the ice
cream crank”; others wrote about having to walk around the newsroom with
a rhetorical whip to try to get enough copy to fill the paper. Relative
deprivation sets in when workers perceive that others who are less able or
productive are being rewarded the same as or better than everyone else.
Under the team system, there are many more opportunities for workers to
make comparisons and judgments about their relative contributions to the
overall process of putting out a newspaper. One person wrote, “There is no
place in the team system to flog the guilty. We are all supposed to be nice to
each other but when someone puts a bad headline on my story, I want the
right to yell at them.”

The overall findings about the effects of the team system on the news
process lend support to Hypothesis 1.

Quality Findings. Fifty-four percent of respondents think that for the
reading public, the quality of news produced under the team system has
declined; only 21% think it has improved. Thisjudgment is buttressed by the
responses on questions regarding errors, coverage of breaking news and beat
stories, and stories missed. Table Two summarizes responses about quality
judgments.

Respondents say the newspaper now has more substantive errors
(fact, information), and more mechanical errors (grammar, spelling). Re-
spondents say the newspaper’s coverage of breaking news is worse, but that
the packaging of stories has improved. Most respondents say the team
system has not helped the newspaper produce stories that would have been
missed under the old system, but the newspaper is missing stories that would
have been covered before. Respondents who say they have lost authority are
more likely to have a lower (more negative) news quality index score. (t = -
6.8; p <.001) Respondents’ news quality index and news process index scores
are significantly correlated. (r = .430; p < .01)

Generally, respondents say their own work quality has stayed the
same (53%), while 29% say their own work quality has improved. Respon-
dents report that they spend the same amount of time on background
research as before; the number and variety of sources they use in their stories
is the same. Thirty-one percent say the number of trend/idea stories they
work on has increased, and 26% say their use of library/database resources
has increased. Those who say the quality of the newspaper is better are more
likely to say their own work quality is also up. Those who say the newspaper
quality is worse are more likely to say their own work quality has stayed the
same.

Written comments flesh out some of the quality judgments. One copy
editor wrote, “I find my work less satisfying because I have less time with
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TABLE 2
Effects of Teams on News Quality
(N = 244)
Improved Declined Same Don’t Know
Quality of news for reading public 21% 54 % 16 % 9%
Quality of own work 29 18 53
Yes No Don’t Know
More substantive errors 54 13 33
More mechanical errors 62 10 28
Covering stories that
were missed before 19 46 35
Missing stories that
were covered before 62 9 29
Better Worse Same Don’t Know
Response to breaking news 7 63 20 10
Packaging of stories 53 17 22 8
Increased Decreased Same na
No. of trend/idea stories 31 16 36 17
No. of “beat” stories 17 21 40 22
Time on bckgrnd. research 16 17 4 22
Use of library/databases 26 9 48 17
No. of sources in stories 14 9 49 27
Variety of sources 17 10 49 25
more copy...quality is suffering as aresult.” Another person wrote, “Most of
the nuts and bolts of copy editing have disintegrated under the new
system...Page proofs, once scrupulously read, are now ignored because the
copy desk doesn’t exist.” Others expressed concern about coverage. One
wrote, “I think we're softer, too trendy, not enough hard news or daily
stories.” Another wrote, “I believe we do a much poorer job of covering
breaking news at night. During the day, we cover fewer hard-news stories
from beats, and we write more stories suggested by editors sitting in a 9:30
a.m. meeting. In those meetings, the freedom editors feel to suggest stories
is inversely proportional to the responsibility those editors have for actually
getting the stories reported and written.” Yet another wrote, “Our coverage
lacks consistency. Feature stories and columns land on the front page while
news is buried. We simply miss breaking stories because there’s no one in
charge to point out errors and there is pressure at meetings to simply be
agreeable!”
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The overall findings about the effects of the team system on news
quality lend support to Hypothesis 2.

Previous research has determined that one of the most important
factors in journalists’ perceptions about their work is whether the quality of
the newspaper is good. The dominant perception among the journalists at
these two newspapers is that journalistic quality has suffered. It is therefore
not surprising that newsroom teams are viewed negatively. Whetheritisor
isn’t fair to make the sort of cause-and-effect judgments that these journalists
have made, there is a clear concern about the slipping quality of the newspa-
per, and many have blamed it on the switch to teams.

Organizational confusion has contributed to the negative assessment
of newsroom teams. Many people say they don’t know what they are
supposed to be doing anymore. Previous research has emphasized the
importance of clear communication in successfully managing newsroom
personnel. While many respondents in this study report that they are
communicating more often with team members who do a different job from
theirs than in the past, there is still a great deal of confusion about who makes
finaldecisions on individuals’ work,and about the goals and expectations for
individuals’ work and for team journalism.

Cook and Banks found that journalists need unambiguous job de-
scriptions and specific job assignments. These twojob characteristics appear
to be conspicuously absent in the judgments of many of the journalists in
these two newsrooms. Ironically, the highly bureaucratized, hierarchical
newsroom structure that is supposed to be improved upon by the team
system may actually be superior in its ability to foster efficiency, role
specialization, and individual accountability. Thus, the more traditional,
bureaucratic structures that protect clear lines of authority and reward
individual effort may provide more job clarity than the team system seems
to have done in these two newsrooms. This is a surprising finding given
the conventional wisdom that employees are alienated by bureaucratic,
hierarchical structures. A team approach designed to move away from
that traditional structure actually appears to have increased inefficiency,
blurred lines of role specialization, and caused significant worker dissatisfac-
tion.

In addition to confusion about what they are supposed to be doing,
many journalists in this study say they have lost authority in their jobs.
Polansky and Hughes found a relationship between authority and au-
tonomy, and found that people have to have autonomy in order to be
innovative. Managers at these two newspapers are asking people to be
innovative in an atmosphere that has taken away their authority to control
their own work. Managers feel they have gained authority, while labor feels
they have lost it. This is counter to the rhetoric about the “empowering”
benefits of the newsroom team system. Written comments expanded on the
feeling of top-down power flow, and this gap between rhetoric and reality
has fostered a sense of cynicism about the motives and goals of the managers
who instituted the team system. One person wrote, “From the beginning,
leaders paid much lip service to ‘empowerment’ of news staff while holding
on to most of their power. The trend in recent months has been to gather ever
more power to themselves, to make decisions without any concern for the
opinions of the people who do the work...I find I often have greater respon-
sibility than before and, at the same time, less authority.”
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As the news process has become more exposed, people find more to
dislike about how their colleagues do their work. The lack of communication
in the newsroom from managers about what the goals for team journalism are
has further complicated the implementation of the team system. Workers are
forced to interact with one another much more than in the past, but without
knowing why. This may be leading to the “relative deprivation” phenom-
enon, in which workers become disillusioned when they compare their own
activities and rewards to those of others.

Both papers have made a heavy commitment to a marketing orienta-
tion. Stamm and Underwood found that as newspapers implement more of
a marketing orientation, journalists have a worse perception of their work.
Many journalists in this study perceived the implementation of the team
system as a ploy to get them to bend to management’s wishes on the
marketing orientation for the paper. Written comments from staff at one
paper suggested that managers wanted more control over what individual
journalists were working on day-to-day in order to be sure that reader desires
in content and coverage were being met, and that the team system allowed
for that kind of control. One person wrote, “Moving to teams allowed the
editors to do what managers routinely do, which is reward and promote the
people they have hired or feel kinship with, and to facilitate a shift toward a
softer magazine-style type of journalism.”

Ironically, many of the marketing decisions managers are making,
such as the increase in interpretive and trend stories, and the focus on the
visual design of the newspaper, are not items highly rated by readers when
judging newspaper quality, according to Gladney and Bogart. And the move
away from deep local coverage of meetings and events is potentially off-
putting toreaders as well, according to the same research. In other words, the
marketing orientation of the newspapers is making journalists unhappy but
may not be pleasing readers either. Thus, it is counterproductive in two
ways.

We should not make the mistake of appearing to conclude that
journalists’ assessments of the team system are uniformly and overwhelm-
ingly negative. In fact, some respondents thought the team system had
improved the quality of the newspaper, had improved their own work
quality, had given them more authority and responsibility, and had made
them happier in their work than they had been in years. One person wrote,
“My job asa news editor has been made better under the new system because
designers have taken over the page design function, allowing me to focus on
contentand newsjudgment.” Another wrote, “Teams are terrific. They allow
for increased communication and improvement of the story before the re-
porter types, files and goes home at 5.” A team leader wrote, “Our team has
produced some packages that have been excellent examples of how all the
partners working together (reporters, photographers, graphic designers,
copy editors) can really make a difference. We work together well; not all
teams haveall the partners they need working the hours they should and they
simply aren’t doing/can’t do the job as well as it needs to be done.”

Despite the positive comments from some respondents, the overall
impression from this case study is that the newsroom team system has had
negative effects on the quality of newspaper journalism and on the efficiency
and effectiveness of the routines and processes of producing the newspaper.
More effective communication among the groups involved in implementing
the team system might have eliminated some of the problems, but there may
still be some underlying characteristics of the team system as it applies to
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creative and professional workers that make it an inappropriate model for
adoption.

Obviously, an objective measure of news quality can confirm or refute
journalists’ perceptions of falling quality documented in this study. A before-
and-after content analysis of the two newspapers could determine whether
journalists’ assessments are borne out by actual quality measures. The
timeliness of this first study suggested that we should report on these results
now asa contribution to our emerging understanding of the perceived effects
of the team system, with additional evidence from an extensive content
analysis to follow.

Additional research might examine how newsrooms that have imple-
mented topic teams compare with broadcast and magazine news operations
that, by their nature, have always required group effort and collaborative
news routines. Do the newspapers with team systems now operate more like
broadcast or magazine newsrooms? In what ways are the different organi-
zations similar or dissimilar, and with what effect on news processes and
journalistic quality measures?

Future reports about this research will examine some of the powerand
empowerment issues raised by these respondents. We will also explore the
findings about communication in the newsroom, responsibility and account-
ability issues and the politics of newsroom staffing. This is the first of a series
of reports that will flesh out our understanding of the effects of the newsroom
team system in these two case study newspapers. For now it is possible to
conclude that the effects on the news process and on news quality have been
mixed, but predominantly negative, in the assessment of these journalists.
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Does WeB ADVERTISING WORK?
MEMORY FOR PRINT vs. ONLINE MEDIA

By S. Shyam Sundar, Sunetra Narayan, Rafael Obregon,
and Charu Uppal

]
[ Is memory for an advertisement related to the medium in which thead |
[ was viewed? A between-subjects experiment (N = 48) was designed to
answer this question. One-half of the subjects was exposed to a print
newspaper front-page with two news stories and one advertisement
whereas the other half was exposed to the online version of the same
content. Results showed that print subjects remembered significantly

more ad material than online subjects.
|

The recent and rapid growth of web advertising into a multi-billion
dollar industry! has sparked renewed interest in the age-old question: Does
this new medium work better than traditional media in spreading the
advertiser’s message? While this question is of obvious practical importance
tomedia planners and other advertising professionals,? it raises more funda-
mental theoretical questions about cognitive processes for media scholars:
Do people remember advertisements on the internet any differently—or
perhaps better—than they do ads in newspapers and television? How much
memory do they have for online ads compared to print ads? Are these
memory differences, if any, unique to advertising content or are they gener-
alizable to all content?

The present investigation makes an effort to address these questions
through a controlled experiment designed to measure memory differences
for identical content transmitted via different media. Specifically, the experi-
ment measures recall and recognition of advertising as well as news story
content on a newspaper front page and compares it with recall and recogni-
tion of the same content presented on a website. The purpose is to track
differences, if any, in incidental memory for print and online ads while
controlling for memory differences for other, non-ad content. The indepen-
dent variable is medium, with two values: print and online. The dependent
variable is incidental memory for ad content. The control variable is memory
fornewsstory content. Theresearch question may be summarized as follows:
For media consumers, controlling for story memory, what is the relationship
between the type of medium and the level of memory for advertisements?

This article will first explicate the concepts of medium and memory in

the context of advertising effects. It will then present the methods and results
of an experiment designed to answer the above-mentioned research ques-
tion. Finally, it will discuss the findings with a view to enhancing academic
understanding of the psychological effects of online media.
S. Shyam Sundar is assistant professor and director of the Media Effects Research
Laboratory at the College of Communications, Pennsylvania State University. Sunetra
Narayan, Rafael Obregon, and Charu Uppal are doctoral students in the same college. All
student authors contributed equally to the preparation of this article. The authors would
like to thank Shuanghong Wu for her research assistance.
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Almost all classical models of communication have conceptualized
“medium” as a transmission vehicle, channel, or device through which
messages are transmitted from senders to receivers.® Implicit in this
conceptualization is the idea that the medium of communication is a variable
capable of altering the nature of communication between senders and
receivers. McLuhan was among the first to problematize “medium” whenhe
proclaimed that the psychosocial effects of media on audiences far outweigh
the effects of message content.* He theorized that technologies in general and
media technologies in particular were transmitting their own messages,
which were much more powerful and all-encompassing than the effects of
“content” on the masses. With a broad social-psychological sweep that
would forever change generations of humans, new media introduce changes
in scale, pace, and pattern into human affairs. “The effects of technology do
notoccur at the level of opinions or concepts, but alter sense ratios or patterns
of perception steadily and without any resistance.”*

The advertising profession, more than any other media enterprise, has
long recognized the psychological effects of media technologies by explicitly
comparing different media while making campaign decisions regarding
media mix.¢ This is especially the case since the arrival of the latest “new
media,” meaning computers and the Internet.” In addition to measuring
various media for their relative reach of audiences,® the advertising industry
keenly pursues audience reactions to different media by trying to assess the
“standing of the media vehicle” in the minds of the audience.?

The idea of viewing “medium” as a function of the receiver has
spawned a number of psychological definitions of media technologies.
Instead of considering media purely in terms of industry-based delivery
systems (cable, film) or whole technologies (radio, TV) as scholars in the
effects tradition do, these definitions adopt a receiver-centered perspective
by aligning media stimuli along a number of psychological dimensions.!
One such dimension is modality, which refers to the mode of presentation—
text, audio, picture, video—that corresponds to human senses used for
processing the presented material.!! Other dimensions include the degree of
notationality,'?repleteness,'* mental representation,* intended symbolicity, '*
informational and computational equivalence, ' realism or vividness,'” and
interactivity.!®

Such definitions of medium—based as they are on user-centered
criteria—facilitate a variable-based approach to communication research!
by helping to isolate the precise variables of media technologies—and the
values on those variables—that cause the observed changes in receivers’
processing as well as responses to media stimuli. For example, research on
modality of presentation has shown us how visual stimuli and auditory
stimuli are differently processed® and how an interaction of the two stimuli
could lead to behavior changes.? The variable-based approach has also led
some researchers to pinpoint the precise features of media technologies that
contribute to changes in cognitive spaces devoted to—and cognitive effort
expended for—paying attention to stimuli,? information processing,? and
memory.?

Just like these definitions of medium, theories about media effects
have historically used receiver-centered criteria to distinguish between
various media vehicles. While uses and gratifications theories document
user expectations of—and patterns of exposure to—different forms of me-
dia,® cognitive response theories such as the elaboration likelihood model?

Does WEB ADVERTISING WORK? MEMORY FOR PRINT vs. ONUNE MEDIA

Medium

823



Memory

824

posit that certain stimuli in certain media are processed "centrally” (i.e., with
considerable expenditure of cognitive energy) while stimuli in other media
are typically processed “peripherally,” with little or no cognitive involve-
ment or effort. This distinction between central and peripheral processing
echoes the distinction made by McLuhan between "hot” and “cold” media
wherein the former elicit active engagement by audience members while the
latter are responded to passively.? Krugman and Wright have both empiri-
cally documented the wide differences in the amount of brain activity while
using different media technologies such as television and print.2

In sum, converging evidence from theory and research suggests
considerable psychological differences in the processing of stimuli transmit-
ted by different media. However, as Stewartand Ward point out, much of the
research has focused on differences between traditional mass media such as
radio, television, and print, withlittle or noattention being paid to new media
such as computer information services. It is an empirical question whether
past research on advertising effects of different media are applicable to new
media.?

The present investigation is designed in part to answer this question.
Since the study reported here attempts to compare the traditional print
medium with the new online medium, important questions about differ-
ences in the psychological importance of “medium” and “modality” come to
the fore. As the modality of both print and online media is predominantly
textual, a good case could be made for the absence of any psychological
differences between the two. On the other hand, the differencein the delivery
vehicle (paper versus computer) could be argued to have significant psycho-
logical effects, as suggested by the growing literature on the socialness of
human-computer interaction.*

The concept of “memory” has enjoyed a long, rich tradition as a
criterion variable in communication research—not just because advertisers
are interested in finding out how effective their campaigns were in “getting
through,”3! but because scholars have continually used memory as an
operational indicator of a variety of higher-order concepts in information
processing such as attention, involvement, arousal, habituation, and learn-
ing.3

Human memory is a complex phenomenon, with different locations
in the brain used for different mental operations. Among the components of
memory are cues affecting the sensory organs.*® The memory structure is
divided into short-term and long-term sub-structures.3 The former is the
locus of consciousness and has limited capacity.3> The latter is comprised of
semantic long-term memory concerned with structural information and
episodic long-term memory for contextually dependent information.®
Memory is commonly measured in two ways: recall and recognition. Recall
is affected by almost all substructures of memory while recognition tasks
typically entail a less rigorous involvement of memory structures.

Recall and recognition of news stories have been measured by numer-
ous investigators studying differences in the amount of learning from differ-
ent media, especially print versus television.¥ Surveys of television viewers
minutes after they voluntarily watched the evening news have shown that
they remember very little. 3 This has been used as a measure of attention by
some researchers® who contend that people generally do not give television
news their full attention because they are simultaneously engaged in a

JOURNALISM & MAss COMMUNICATION QUARTERLY




variety of competing activities like eating and cooking. Agenda-setting
researchers have used recall and recognition of major issues in the news and
correlated them with the level of newspaper and television coverage of those
issues.* However, such survey-based measures of memory have proved less
reliable than recall and recognition measures administered in experimental
settings.4!

DeFleur and colleagues conducted an experiment that made an inter-
media comparison between TV, radio, newspaper, and computer. Their
subjects recalled about the same amount of news information from newspa-
per and computer, but differed significantly from television and radio. The
researchers accounted for the lack of differences between the newspaperand
computer conditions by proposing that both these media represent the same
modality. They claimed that both are “print media requiring a quite similar
cognitive processing unlike that of the audio-visual or audio-only versions
related to TV and radio.”# A cross-cultural experiment showed that while
Spanish audiences learned least from computer presentations (compared to
newspapers and other traditional media), American subjects found the
computer as effective as the newspaper for learning details of a news story.**
Other studies involving online news have concluded that online information
is not all processed in a cyber-haze but attended to as deliberately as printed
news stories.#

Extending these findings with news information to the present study,
it may be tempting to speculate that recall and recognition of advertising
content will not differ between print and online conditions. However,
numerous studies have documented the enormous differences in the nature
of processing of news and advertisements.*> Typically, news occupies the
center-stage of any publication. Ads are often relegated to the corners of the
newshole, face greater informational competition, and hence have a lesser
chance of gaining reader attention and retention. Therefore, in general,
readers’ memory forad content may be conceptualized as “incidental memory”
(short-term or episodic long-term memory).* Memory for ad-related mate-
rial may be all the more incidental in online media because of the “I-read-
somewhere-that” phenomenon*” wherein readers are believed to be inca-
pable of remembering the origin of the different pieces of cyber-information
because of the multiplicity of sources in online media.

Given the paucity of past research on such incidental memory for
advertising content, no specific directional hypotheses can be proposed for
the current study. Nor can we predict that there will in fact be a difference in
ad memory between print and online conditions. The works of McLuhan#
and other technological determinists detailed in the previous section would
lead us to expect differences between print and online media. However, the
findings with news recall*® and the fact that both print and online share the
same mode despite being different media could be strong arguments for
finding no differences. Therefore, this study performs a test of two compet-
ing schools of thought on the processing of print and online stimuli.

All subjects (N = 48) in a between-subjects experiment were exposed
to the front page of a fictitious newspaper featuring two news stories and one
advertisement. Half the subjects read the page in print form while the other
half read the same content in online form. After subjects read the page, their
memory for ad content as well as story content was measured by a battery
of recall and recognition questions administered via a paper-and-pencil
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questionnaire. The independent variable, Medium, was operationalized in
terms of the two manipulated conditions while the dependent variable, Ad
Memory, was operationalized as a ratio measure computed from the number
of correct responses to ad-related memory questions on the questionnaire.
The control variable, Story Memory, was operationalized in terms of the
number of correct responses provided by subjects to story-related memory
questions in the questionnaire.

Subjects. Forty-eight undergraduate students enrolled in communi-
cations classes participated in the experiment. Half the subjects were ran-
domly assigned to the print condition while the other half were assigned to
the online condition® Both genders were equally represented in both
conditions. All subjects signed an informed consent form prior to their
participation in the experiment.

Stimulus Material. In order to increase the generalizability of the
experiment’s results, the news stories and the ad were taken verbatim
from actual newspapers and edited only for length. However, in the case of
the advertisement, which offered free installation of car stereos, the name of
the store was changed to prevent any influence of subjects’ familiarity
with the local business. The ad was exclusively textual, but featured a lot of
bold lettering, size and font variations, and a distinct border much like the
display ad seen in newspapers and websites. It also included a vertical
banner proclaiming “Big SALE.” The news stories were carefully chosen to
include typical, routine content which would be unlikely to evoke strong
positive or negative emotions. The first story was titled “Malpractice Law:
A Defective Product.” It dealt with medical malpractice lawsuits in the state
of New York. Since the story originally appeared in the news over three
years ago, it reduced the likelihood of respondents’ memory being affected
by its recency or timeliness. The other news story was an international
story entitled “King Hussein’s visit makes statement.” This was a report
about the visit of Jordan’s King Hussein to Jericho since the Palestinians took
control of the West Bank as part of the Middle East Peace Accords. The
domestic story was considerably longer (thirty-two lines) than the interna-
tional story (seventeen lines).

At the very top of the page was the masthead featuring the name of the
newspaper, the Daily Star, in bold letters and stylized font. This was followed
by aline indicating date, volume number, and issue number. Below this line,
occupying two-thirds of the width of the page on the top left-hand side was
the domestic story with a headline and byline. Below that was the interna-
tional story with a headline and byline. On the right-hand side of the page,
occupying the remaining one-third of the width, was the ad for a car stereo
store featuring names of car stereo brands and company names, as well as
larger font sizes compared to the font of the news stories.

Experimental Treatment Conditions. Both the print and online ver-
sions of the stimulus were made tolook similar in order to optimize treatment
equivalence. The two news stories and the advertisement read by subjects in
the two conditions were identical in content as well as layout. Moreover, the
size of the print version of the newspaper was that of a 11" x 14" tabloid. This
was done in order to maintain consistency with the online version, which was
displayed to subjects on 11" x 14" computer monitors. The only discrepancy
between the conditions was in font size: While the font size of the news stories
for the print condition was twelve point, it was only ten point for the online
condition. This was necessary not only to accommodate all the content on a
single computer screen without having the subjects scroll down, but also to
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enhance the resemblance between the overall appearance of online and print
versions.®!

In addition to the print-online manipulation, there was another
manipulation unrelated to the present study: One-half of the subjects in
both print and online conditions was exposed to a black-and-white version
of the ad while the other half was exposed to a colorized version of the same
ad.

Dependent Measures. The dependent variable of ad memory was
operationalized in the form of five different questions in the paper-and-
pencil questionnaire. All five questions tested subjects’ memory for various
aspects of the ad’s content. Two of the five questions were recall measures
(e.g., “What do you know about the advertiser’s sale/installation procedure
based on the advertisement?) with an open-ended response option. The
other three questions were recognition measures (e.g., “The advertisement
made which one of the following claims?) with multiple-choice, closed-
ended response options (e.g., a. lowered prices; b. free after-sale service; c.
free gift with purchase; d. free car batteries with purchase; e. free car
upholstery with purchase).

Control Measures. In order to test whether memory differences
between print and online content were unique to ads or generalized even to
news stories, measures were included in the questionnaire to assess subjects’
memory for story content. In all, 14 questions were used to test for story
memory—four recognition questions and three recall questions relating to
each of the two stories.

In addition, two questions about subjects’ media habits (one each
about their use of newspapers and online media) were included as potential
control measures. For each of the two media, subjects’ frequency of prior use
was measured on a five-point scale anchored between 0 (“never”) and 4
(“daily”).

Procedure. The experiment was administered to groups of subjects in
a classroom with computers. However, all subjects in a given group admin-
istration belonged to the same condition (i.e., print or online). Subjects were
informed that they were participating in a study that compared different
formats of a newspaper. After the informed consent forms were signed,
copies of the print version of the newspaper were distributed to the subjects
in the print condition. In the online condition, experimenters directed
subjects to view the Daily Star website on the computer monitors in the
classroom.®2 Subjects in both conditions were encouraged to read the
newspaper as they would read any other newspaper. No time constraints
were placed on subjects. Once all subjects had finished reading the Daily Star
front page, they were handed a paper-and-pencil questionnaire and asked to
answer the questions without referring to the news stories. After all the
subjects handed in their questionnaires, they were debriefed, thanked for
their participation, and dismissed.

Data Analysis. Both recall and recognition questions pertaining toad
content as well as story content were given numerical values for correct and
incorrect answers. Correct responses were coded as 1 and incorrect answers
as 0. Since all questions pertained to factual aspects of ad and story content,
the recall and recognition items could be coded without any ambiguity.
Questions that were left blank or answered as “don’t remember” were coded
as incorrect.

Additive indices were constructed to arrive at composite measures of
ad memory and story memory before entering them as dependent variables
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in analyses of variance to detect memory differences between print and
online subjects.

In order to increase the precision of the experiment by statistically
controlling for extraneous variability and removing biases due to possible
non-randomness in assignment of subjects to conditions, a series of
analyses of covariance (ANCOVA) was run with each of the three control
measures (story memory, newspaper frequency, online frequency) as the
covariate.
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All 14items measuring subjects’ memory for content of the two stories
were subjected to a factor analysis in order to determine if the recall items
would load under a factor distinct from the recognition items. No such
pattern emerged. Additionally, the factor analysis revealed that subjects’
memory for the domestic news story was not systematically different from
their memory for the international story. Therefore, it was decided to
construct an additive index of all 14 items pertaining to the two stories and
use that index as an overall measure of story memory. Similarly, an additive
index of all 5 items pertaining to ad content was created asan overall measure
of ad memory.

When the story memory index (Cronbach’s o = .72) was entered as a
dependent variable ina two-tailed t-test between the two medium conditions
(printvs. online), no significant difference in means was discovered between
print subjects (M = 6.33) and online subjects (M = 6.04), t (46) = .32, p = .74.
Subjects in both conditions averaged about 6 correct responses out of 14
questions.

However, when the ad memory index (Cronbach’s o = .68) was
subjected to the same test, there was a significant difference in the means of
print (M = 3.91) and online (M = 2.87) subjects, ¢ (46) = 2.54, p <.05. Givena
total of 5 memory questions about the ad content, subjects in the print
condition provided nearly 4 correct responses on average while subjects in
the online condition provided less than 3 correct responses. An analysis of
covariance with the ad memory index as thedependent variable and the story
memory index as the covariate echoed this significant finding, F (1,45) = 6.46,
p <.05. Similarly, the analysis of covariance with newspaper frequency as the
covariate showed a significant effect of medium on memory, F (1, 45) = 6.49,
p < 05, as did the analysis with online frequency as the covariate, F (1, 45) =
6.48, p <.05. None of the three covariates varied significantly as a function of
medium.

The next set of analyses pertained to the two different types of ad
memory: recall and recognition. The two open-ended dependent measures
were additively combined to form the ad recall index (Cronbach’s o =.57) and
entered as a dependent variable in an analysis of covariance with medium as
the independent variable and story recall index (a composite of the 6 recall
items in the 14-question battery aimed at capturing story memory) as the
covariate, the difference between print (M = 1.25) and online subjects (M =
0.87) in their amount of recall of ad material was in the same direction as with
the overall ad memory index. However, this difference was not statistically
significant, F (1, 45) = 2.5, p =.12. When the 3-item ad recognition index
(Cronbach’s o = .55) was used as a dependent variable in a similar analysis
(with story recognition serving as the covariate), the difference in scores
between print subjects (M = 2.66) and online subjects (M = 2) was statistically
significant, F (1, 45) = 7.13, p < .05.
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When gender and color were entered as independent variables, both
separately and together with the medium manipulation, they failed to show
significant results on any of the dependent variables. Therefore, these two
variables will not be discussed henceforth in this article.

In summary, results from the analyses suggest that individuals ex-
posed to news stories and ads in the print medium tend to remember
(specifically, recognize) significantly more of the ad content than comparable
individuals exposed to identical stories and ads in the online medium. There
is nosignificant difference however on memory for story content between the
two groups of individuals. Even when story memory and prior frequency of
newspaper and online media are statistically controlled, memory for the
print version of the ad is significantly higher than memory for the online
version of the same ad.

The absence of a significant difference in story memory between
subjects in the two conditions not only confirms earlier findings with memory
for news information, but also eschews the need for a separate control
variable of story memory for the present investigation. Given that print and
online subjects were about equal on the story memory index, our control
variable is automatically controlled for in this study.®

Furthermore, the absence of differences in story memory serves to
highlight the fact that ad memory differences between the two groups of
subjects is not due to any attentional differences between the two conditions.
Itis clear that subjects in both conditions were about equal in paying attention
to the stimulus because they scored about the same in a test of their memory
for story content. Therefore, we cannot conclude that print and online media
command different levels of attention from readers.

The lack of differences in story memory also rules out another expla-
nation for differences in ad memory between the two media. This explana-
tion is based on the difference in font size between the print and online
conditions. As mentioned in the methods section, the news stories in the
online version had smalier font size than in the print version. If this size
difference was driving the memory difference for ad content, it would first
have to affect memory for story content. Since it did not, font size difference
can be ruled out as an explanation for the study’s result.

The reasons for finding higher ad memory scores among subjects
exposed to the print medium are more likely to be related to the specific
features of print as a medium when compared to online, than to any artifact
of the experimental design.

To begin with, the study’s result might be a reflection of a novelty
effect. Since online advertising is relatively new (compared to print advertis-
ing), users of the online medium may be less prone to notice peripheral
attributes like advertising. Therefore, while receivers show no media-based
differences in their processing of news content, they seem to exhibit some-
what lower level of processing of ad cues in the online context.

Whether this is due to differential processing of different media or due
to differential storage and/or retrieval is unclear. Since the recall measure
did not show statistical significance (while the recognition measure did), it
may be argued that the difference exists in retrieval, notencoding of informa-
tion. However, given the closeness of the recall measure to statistical
significance (not to mention the high likelihood of this measure being
significant if it had more questionnaire items than just two) and the general
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empirical tradition of always finding low recall and high recognition for
advertising content,® it is premature to conclude that online media and print
media differ only in recognition memory, not recall memory. All that can be
stated at this stage is that people remember more ad content from print
medium than from online medium.

An important theoretical implication of this study is that in order to
find cognitive differences between two media, it is not necessary for the
media to differ in their modality. Both printand online media, at least in this
experiment, shared the same mode: text. Therefore, the psychological
distinction between these two media is not rooted in modality, but in some
other factor(s) central to the media. Perhaps the differences are due to the
delivery mechanism. It may be speculated that the paper on which the
newspaper is printed allows for the readers’ eyes to consume the news page
in its entirety, including all peripheral aspects like advertising, while the
computer screen, with its thick boxed boundaries, limit readers’ attention to
the center of the screen.

Another explanation for the study’s finding could be related to receiv-
ers’ expectations as well as estimations of the appropriateness of advertising
in the online medium.¥ It may be argued from a uses-and-gratifications
perspective that readers are purposive in their use of online medium,? such
that they associate this new medium as a channel for news and information
and consider it inappropriate for advertising. The image of the Internet as a
free information network perhaps engenders a psychological predisposition
toconsider all of its content as free-floating sharing of information rather than
as carefully packaged products of advertising and marketing. This attitude
may be reflected in readers’ careful consideration of the central content of the
online news page (namely, news stories) while, at the same time, ignoring
peripheral content like advertising.®

This is of consequence to the recently formed Internet Advertising
Bureau which has undertaken the task of making the web medium a “mea-
surable” entity in order to standardize space-selling and ad spending.®
While advertisers have measured traditional media in terms of their reach of
audience members (circulation size or viewer ratings), such an approach
would be insufficiently informative in the online medium. Given the rela-
tively poor memorability of online ads noticed in this study, reader access
data of web pages is not a good indicator of the reach of advertising on those
websites. Perhaps, the bureau could recommend placement of hyperlinks,
which may help in tracking the number of users clicking on a given advertise-
ment. This would be a stronger indicator of the reach of the ad in the new
online medium.

An important practical implication of this study is that, in order for
web advertising to work, advertisers have to do more to attract readers than
they would in the print medium. For example, animated ads as opposed to
still ads might be needed to attract online users.® To the extent advertisers
use the new features of the online medium that are nonexistent in print (audio
and videodownloads, animated images, hyperlinks, site-maps, etc.), they are
probably more likely to enhance user attention to advertising.

Future research should investigate the psychological merits of the
new features of online media in the advertising context. Experimental
studies in the selective exposure paradigm might be conducted to determine
not only how many users consciously process ad material by clicking on them
but also which technological features attract what kind of audiences. Infor-
mation-processing experiments may then be conducted to determine the
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mechanisms by which these new features help or hinder reception as well as
reaction of audience members to online advertising.
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papers), which will be offered to a variety of industry publications.

Century News Center. The Center’s technology is being supported
by Ifra, of Darmstadt, Germany, the world’s giant in developing new
technologies for media companies around the globe. You will be
helping the communications industries determine the technology
most needed for the newsrooms of tomorrow.

| | A limit of 30 students will be enrolled in each year’s class to assure a

dynamic teaching/learning relationship between faculty and student.

For more information, call our toll-free number, 1-877-604-4501.

You will be entered in our data bank and will receive enrollment

criteria, a course book and information about VCU. Or contact us at:
http:/fwww.vcu.edu/newscenter/, 901 W. Main St., Ste. 1100,

| P. O. Box 843038, Richmond, VA 23284-3038.

The 21% Century News Center at VCU:
Educating Journalists for the Next Millennium

Students will work with beyond-state-of-the-art technology in the 21*
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Book REVIEWS

Assessing Public Journalism, Edmund B. Lambeth, Philip E. Meyer, and
Esther Thorson, eds.

The Baltimore Afro-American, 1892-1950, Hayward Farrar.

Channeling Violence: The Economic Market for Violent Television Programming,
James T. Hamilton.

Claiming Disablity: Kiowledge and Identity, Simi Linton.

Electronic Whistle-Stops: The Iimpact of the Internet on American Politics,
Gary W. Selnow.

Gen X TV: The Brady Bunch to Melrose Place, Rob Owen.
Girl Reporter: Gender, Journalism, and the Movies, Howard Good.

Global Mcedia Economics: Commercialization, Concentration, and Integration of
World Media Market, Alan B. Albarran and Sylvia M. Chan-Olmsted, eds.

The Internet Handbook for Writers, Researchers, and Journalists, Mary
McGuire, Linda Stilborne, Melinda McAdams, and Laurel Hyatt.

Media Making: Mass Media in a Popular Culture, Lawrence Grossberg,
Ellen Wartella, and D. Charles Whitney.

Media, Market, and Democracy in China: Between the Party Line and the
Bottom Line, Yuezhi Zhao.

Media Mergers, Nancy J. Woodhull and Robert W. Snyder, eds.

Newspapers of Record un1 a Digital Age: From Hot Type to Hot Link, Shannon A.
Martin and Kathleen A. Hansen.
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One Step From the White House: The Rise and Fall of Senator William F.
Knowland, Gayle B. Montgomery and James W. Johnson with Paul G.

Manolis.

Personalities and Products: A Historical Perspective on Advertising in America,

Edd Applegate.

Red Blood & Black Ink: Journalism in the Old West, David Dary.

Spin Cycle: Inside the Clinton Propaganda Machine, Howard Kurtz.

NEW AND NOTABLE

Book Review Policy

Book Reviews edited by Paula M. Poindexter (University of Texas-Austin). "New and
Notable” listing compiled by Lisa Romero (University of Illinois-Urbana). Editorial
assistant: Hsiang Iris Chyi (University of Texas-Austin).

Journalism & Mass Communication
Quarterly reviews recent books of general
interest to scholars and practitioners in
journalism and mass communication, and to
specialists in its many subfields. Exceptinrare
circumstances, we do not review new editions
of existing books or books that serve mainly as
skills texts. (Journalism Educator reviews mass
communication textbooks.)

Three types of items are published: (1)
essays — longer reviews covering one or more
related volumes, including thereviewer’s more
general comments on the subject area; (2)
reviews of single volumes; and (3) an
alphabetized listing of “New and Notable”
books and videotapes.
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Reviews are solicited from AEJMC mem-
bers affiliated with the division(s) most closely
related toabook’s content. Unsolicited reviews
are published at the discretion of the editors,
who edit all reviews for length and clarity.

If you know of a book you would like
to see reviewed, if you would like to review
a book, or if you have any other sugges-
tions or comments regarding the book
reviews, please contact Book Review Editor
Paula Poindexter, Journalism Department,
University of Texas, Austin, TX 78712. The
book review editor may also be reached by
phone at (512) 471-5081 or 471-1971, by FAX @
(512) 471-7979, and by electronic mail
PPOIN@MAIL.UTEXAS.EDU.
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B Assessing Public Journalism. Edmund B.
Lambeth, Philip E. Meyer, and Esther
Thorson, eds. Columbia, MO: University
of Missouri Press, 1998. 292 pp. $22.50
pbk.

In November of 1988, George Bush was
elected president followinga vitriolic campaign
replete with images of Willie Horton and a
diminutiveMichael Dukakis peering atusfrom
atop a tank. Appropriately, Assessing Public
Journalism appears on the ten-yearanniversary
of that presidential contest, which many see as
the genesis of the publicjournalism movement.
It was disgust over their role in disseminating
these images that finally pushed Davis Merrit
and like-minded editors to undertake the
reforms which we today call public (or civic or
citizen-based) journalism.

As co-editor Edmund B. Lambeth notes,
“This book brings together a number of
different research projects and reflective essays
that assess public journalism. They aim to
lower the decibel count, modulate the rhetoric,
refineand advance thedialogue,and stimulate
research.” Although it may not quiet the
controversy over public journalism, this
generally readable and thought-provoking
collection will likely succeed on the other
counts. Significantly, itis one of the first books
to offer a comprehensive look at both public
journalism philosophy and practice, withinput
from both academics and editors. But more
important, many of these chapters report
original research that substantially advances
our understanding of what public journalism
is and what it can accomplish.

The book is divided into three sections.
The first four chapters address the “origins
and significance of public journalism.” In
chapter 1, Lambeth traces the movement’s
intellectual roots. Bravely he also attempts to
“distilla definition” for this famously inchoate
brand of journalism. In chapter 2, former
editor Davis Merritt and scholar Jay Rosen
reflecton theirownindividual journeystoward
“the birth of an idea” that became public
journalism, as well as their shared efforts to
advance it. Then in chapter 3, Carol Reese
Dykers deconstructs this story by analyzing
Merritt’s Page 1 musings on the new direction
taken by the paper he edited for nearly twenty
years, the Wichita Eagle. Finally, in chapter 4,
John Dare establishes a baseline for defining
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publicjournalismby explicating the differences
in attitudes and behavior between newspaper
journalists who have taken part ina project and
those who have not.

Thesix chaptersinsectionl, called “Taking
the Measure of Public Journalism,” reflect the
dominant focus of public journalism research
to date—analyses of specific projects. They tell
the stories of some of the seminal public
journalism efforts. For instance, in chapter 5,
editor Rick Thames describes how the
pioneering Charlotte (NC) Observer changed its
approach to campaign coverage in the 1992
elections. In chapter 6, editor Scott Johnson
discusses how amovetoward publicjournalism
led to structural changes in the newsroom at
the Columbia (SC) State.

The remaining section chapters examine
public journalism projects through the
theoretical lens of media effects. For instance,
Frank Denton and co-editor Esther Thorson
measured the effects of a Madison, WI,
multimedia project on political knowledge and
attitudes. Thorsonalso led a team that detected
synergistic media effects following a
multimedia projectinColumbia, MO. Inchapter
9,Sally J. McMillan and her co-authors present
limited support for the notion that public
journalism produces editorial content which
differs from “traditional” content in significant
ways. Thenin chapter 10, Lewis Friedland and
co-authors report the results of a study which
found that deliberative public journalism can
strengthen the fabric of social capital within a
community, in this case Madison, WI.

Section 111, “Delivering the Possibilities of
Public Journalism,” includes three thought-
provoking essays. Chapter 11, for instance,
features a debate between two journalists, a
critic and a convert. Their exchange sounds
common themes: Critics are not comfortable
with what they perceive as journalists setting
the agenda. And what’s so new, they add,
about listening to citizens and then reporting
what they say? In contrast, in chapter 12,
Lambeth argues that the changes necessitated
by this new philosophy are not cosmetic but
profound and in fact represent a change in
newsculture. Co-editor Philip Meyeralsolooks
forward in chapter 13, presenting the questions
that the next generation of research must ask.

The breadth of this book makes it an
excellent primer for those with little knowledge
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of public journalism, although some chapters
may be beyond the grasp of undergraduates.
Ofcourse, it will alsobe of interest to advocates,
since it clearly offers further evidence that
publicjournalism possesses aseparate identity
and characteristics. In addition, it presents
some of the first solid proof—not from one
study, but from several—that publicjournalism
may in fact ameliorate the worst excesses of
“traditional” journalism. Even skeptics may
find in these pages facts that force them to re-
think their position.

CAMILLE R. KRAEPLIN
Adjunct Professor of Journalism
Southern Methodist University

B TheBaltimore Afro-American, 1892-1950.
Hayward Farrar. Westport, CT:
Greenwood Publishing Group, 1998. 240
pp- $59.95 hbk.

For decades during this century, The
Baltimore Afro-American was a formidable
presence. As a leading black newspaper, it
voiced the concerns of its readership and
reflected the extraordinary social changes of a
nation. Hayward Farrar takes an exhaustive
lookatthisicon of theblack press in The Baltimore
Afro-American, 1890-1950. Though the
newspaper continues to publish, Farrar chooses
tofocus onthenewspaper’s achievements from
inception to the onset of the Civil Rights era. A
central thesis is that the Afro-American was
pivotal in laying the groundwork for that
movement.

To support this far-reaching conclusion,
Farrar has organized the book in a rather
atypical fashion. Rather than discuss the Afro-
American’s achievements in strict chronological
fashion, as do most historical reviews, the
authorexamines topical milestones. So, content
and conflict within the paper’s pages are
discussed with such provocative subjects as
morality crusades and criminal justice.

Part of what distinguished the Afro—as it
was popularly called—from other newspapers
was the venerable Murphy family who owned
the paper, nearly from its inception. John H.
Murphy Sr., the son of slaves, took over the
paper during precariousfinancial times in 1897.
Murphy’sdescendants have operated the paper
since.
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Another distinction of the Afro was an
ambition fueled by the first Murphy patriarch:
that the newspaper extend its influence and
readership along the Eastern seaboard. To that
end, by 1950, the Afro-American had established
a chain of eleven editions which that year
grossed over $1.5million. Loyal readers eagerly
sought the Afro not only in Baltimore, but in
New England cities, Philadelphia, Richmond,
New York, and indeed, nationwide.

But, ironically, some of the freedoms the
Afro advocated in its campaign against
desegregation became part of its professional
nemesis. Top African-American journalists
joined the ranks of majority newspapers, and
competition heightened for readers and
advertising dollars. Along with rising material
costs which have affected all papers, the Afro
has had its challenges in more recent years. In
an epilogue, the author updates readers on
what precise changes the Afro has made to
remain viable.

Well-researched, this book is amply
supported by a hostof primary source materials.
Besides his access to archived newspapers, the
author has rounded outhisstudy with personal
interviews and documents provided by the
Murphy family. The Baltimore Afro-American,
1892-1950 is an important study of the black
press, one that vividly highlights the enormous
influence such papers had on the national
agenda. This book would be a solid
supplementary text in coursesaboutjournalism
history, race, and publicopinionand themedia.

META G. CARSTARPHEN
Assistant Professor of Journalism
University of North Texas

B Channeling Violence: The Economic
Market for Violent Television
Programming. James T. Hamilton.
Princeton: Princeton University Press,
1998. 390 pp. $35 hbk.

No more important public policy exists
than the dealing with the presumed negative
effects of violence on television. Research—
particularly concerning negative effects on the
young—usually takes the form of psychological
and/or sociological analysis. Channeling
Violence examines television violence as a
commercial product.
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This well-written and finely argued
economic analysis begins by noting what we
all too often take for granted: TV programming
isin general profit driven, and, in particular, is
strategically chosentoattract particular viewing
audiences. Thisisastrue fornewsasitis for the
more avowedly greed-driven entertainment
programs.

James T. Hamilton, an associate professor
of public policy and economics at Duke
University, argues that TV violence represents
an economic problem at its core, a classic
example of a failure of the free-market to
produce “optimal” results in terms of societal
and cultural performance. Hamilton,
effectively and adroitly, makes the analogy to
air pollution in that in both cases, producers do
not consider the full social and cultural costs of
their activities. Broadcasters and cablecasters
alike seek toattract viewers for their advertising
clients as well as their need, in cable’s case, to
ensure we all write that check each month.

The problem is that in too many cases,
TV’s programmers and networks do not fully
bear the costs to society of their violent
programming, if those costs includesuch factors
as increased aggression and crime. We all pay
later for the spillover effects of road rage,
mistreatment of children, and increased
criminal activity. Hamilton makes his case
clearly, methodically,and inafashion all media
economists ought to aspire to.

In comparing TV violence to air pollution
Hamilton engages the reader in familiar
territory. Through this rhetorical and analytical
means he is able to compare this particular
negative externality with environmental
pollution, both in the manner of how it works
as well as in possible solutions. The economic
theory of externalities underscores the damage
to society as a whole that arises from television
violence that remains outside the calculations
of the typical micro-economic analysis. The
recognition of television violence, as but one
example of a negative externality, suggests
that while the goal for the optimal amount of
violence is not zero, the existence of negative
externalities needs be considered in any mass
media public policy analysis.

Readers ought to pay close attention to
Hamilton’s concluding chapter: “Dealing with
Television Violence: Politics and Policies.” In
thirty-seven pages he offers a model analysis
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onwhatwemightdoabout TV violence. While
Hamilton may be more optimistic than some
(he advocates more information and the V-
chip as ways to reduce exposure of violence on
television to children), his matrix of public
policy possibilities ought to be carefully read
and considered by all interested in the future
of the mass media.

DOUGLAS GOMERY
Professor of Journalism
University of Maryland

B Claiming Disability: Knowledge and

Identity. Simi Linton. New York &

London: New York University Press, 1998.

204 pp. $45 hbk. $16.95 pbk.

Claiming Disability provides the first
comprehensivediscussion of disability studies
as an area of academic inquiry. It is an exciting
addition to the burgeoning disability studies
publications. In his guest forward, Michael
Berube writes that “the study of disability has
its place in the curriculum — and that place is
everywhere” (x). Because disability studies is
inherently interdisciplinary, this book is
important to communication scholars,
educators, and administrators interested in
incorporating disability into their programs.

Simi Linton is co-director of the Disability
Studies Project at Hunter College in New York.
In Claiming Disability, Linton clearly and
succinctly articulates her agenda of
incorporating disability into academic
curricula. She draws upon a wide array of
literature, including feminist, race, and gay
scholars, as well as providing a historical
context of the social arrangements pertaining
to disability. She and other disability studies
scholarsargue thatdisability is a socio-cultural
phenomenon that historically has been under
the purview of only the applied sciences such
as medicine, psychology, and rehabilitation.
Unfortunately, the dominance of this medical
model results in disability being viewed as a
deviant, individual phenomenon instead of a
productof social arrangements. Linton believes
that a liberal arts approach can reveal and
remedy these constructions.

Of particular interest is chapter 2, on
creating a new language of disability that
escapes medical language. She deftly deals
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with ways toidentify persons with disabilities,
appropriate for newswriting/editing classes
and other classes covering diversity issues. For
example, she urges writers to avoid the
“histrionics” of saying someone is “afflicted
with” a disability, or the deception of calling
someone “physically challenged.” The former
phrase creates a passive victim; the latter
suggests that a person’s barriers are merely
physical, ignoring complex social factors such
as attitudes. On the other extreme, Linton
cautions writers to avoid using the frame of
someone “overcoming” their disability. This
creates an unrealistic stereotype.

Linton offers several goals for disability
studies, including a call for the exploration of
“metaphoric and symbolic” uses of disability:
“These devices need to be analyzed in an array
of cultural products to understand their
meanings and functions, and to subvert their
power” (p. 125). Courses in communication
and analyses of multiple forms of media are
clearly important sites for such investigations.

Lastly, Linton sees disability studies as a
means for educating disabled and nondisabled
individuals to become responsible, informed
citizens. She offers a series of hypothetical
scenarios and discusses the disability issues in
each. Administrators might consider the
scenario of a personnel director dealing with
disability discrimination complaints, while
educators could create scenarios for students
on handling stories on disability issues.

Linton writes that for each discipline there
are specific truths and lies to be told. Her book
is certainly a springboard for exploring what
lies journalists and communication scholars
may be telling about disability.

CATHY MARSTON
Graduate Instructor of Education
University of lowa

B Electronic Whistle-Stops: The Impact of
the Internet on American Politics. Gary
W. Selnow. Westport, CT & London:
Praeger Publishers, 1998. 221 pp. $59.95
hbk. $19.95 pbk.
The controversial Starr Report that
described what the Independent Counsel be-
lieved were grounds for impeaching President

842

Clinton was released on the World Wide Web
11 September 1998. While the Independent
Counsel’s report on Bill Clinton’s relationship
with Monica Lewinsky was made public too
late to be part of the new political world that is
the substance of Electronic Whistle-Stops, it is
interesting to consider where it would fit into
this new book about politics and new commu-
nication technology.

Whether events following release of the
report would have changed anything is mere
speculation; it is the sort of event that is the
heart of the new book by Gary W. Selnow, a
communication professoratSan Francisco State
University. He has authored several booksabout
television and politics.

“The use of the Internet in the 1996
campaigns has a significance that transcends
the political figures who set up Web sites to
impress constituents,” Selnow wrote in the
introduction (p. xxii). Theimpact of the Internet
on the political process is much more than
simple candidate Web sites, he maintains. “The
Internet is shaping up to be a serious interna-
tional medium that will radically alter politics
in the United States and abroad, and what's
more, it will impact society on a larger level. It
stands to change political and ideological align-
ments, the substance of news available to the
population, and the relationships between po-
litical leaders and the people” (p. xxii).

Selnow’s book is divided into seven
chapters contained in three parts. There is one
appendix, alist of further readings (inaddition
to citations at the end of each chapter), and an
index.

Part 1 looks at “lessons of the past” in two
chapters. The book’s opening chapter places
the subject in context with a discussion of mass
communication and its lessons for the Internet.
The second chapter follows witha summary of
media history and evolution with emphasis on
new formats and content.

Part 2 focuses on political communication
and the Internet in three chapters. Chapter 3
discusses mainstream candidacies that have
used the Internet. Chapter 4 shifts to the rank
and file and their voicesin political campaigns.
Chapter 5 reviews information experiments on
the World Wide Web.

Part 3 concludes the treatment by
discussing the relationships of the press, poli-
tics, and the public. The two chapters of this
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section analyze the use and impact of the
Internet on journalism from the viewpoint of
reporters and the changing public agenda and
fragmentation of audiences.

This is an important book for two reasons.
First, it is among the earliest to document the
uses and potential effects of the Internet on the
political process. And second, it is significant
because of how well it describes these uses and
effects for readers. The book makes a mark in
the body of political communication and mass
communicationliterature and has the potential
to become a standard in its particular niche of
communication scholarship.

BRUCE GARRISON
Professor of Journalism
University of Miami

B Gen X TV: The Brady Bunch to Melrose
Place. RobOwen, Syracuse, NY: Syracuse
University Press, 1997. 225 pp. $26.95 hbk.
According to a 1997 Time magazine cover

story, thereare 44.6 million peoplein the United

States who were born between 1965 and 1976.

Eventhough this cohorthasbeen called twenty-

somethings, the thirteenth Generation, the MTV

generation, slackers, and Generation X, only
the term Generation X, which was coined by

Douglas Coupland in his 1991 novel, hasstuck.

While there are many attributes to distinguish

Generation X from the older baby boomers,

perhaps the most distinguishing characteristic

is the younger generation’s relationship with

TV. RobOwen, TV critic for the Times Union in

Albany, NY, has documented that distinctive

relationship in Gen X TV.

Gen X TV is much more than an
examination of the TV programs that were
produced specifically for this age group. It is
also a sociological study and a marketer’s
perspective on the 44.6 million people who are
rapidly becoming thirty-somethings. Thebook
begins by defining Generation X and discussing
the attitudes that Generation Xers have toward
the term. The author said that even though the
most up-to-date dictionaries now include the
term Generation X, they differ in the definitions.
While the dictionaries disagree on the
definitions, Generation Xers who were
interviewed by the author or responded with
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e-mail comments to his query were in
agreement about one thing. Most were
disdainful of the term Generation X. In fact,
one twenty-two year old said Generation X is
"a term invented by old fuddy-duddies who
think that kids ages 18 to 26 are apathetic and
without identities, but they’re wrong.”

As expected, Gen X TV examines some of
the TV shows that appeal to Generation X:
Beverly Hills, 90210; Melrose Place; The X-Files;
Party of Five; Friends; The Simpsons; Late Night
with David Letterman; ER; The Real World; and
Seinfeld. According to the author, features of
these shows that attract Generation X include
serialized storylines, music, references to other
TV shows, friends as family, a fast production
pace, and poking fun at the establishment. The
book also addresses how the success of one of
the first Gen X TV shows, Beverly Hills, 90210,
helped FOX join the company of NBC, CBS,
and ABCasamajor TV network. FOX’s success
with Gen X-targeted programs inspired two
additional networks, UPN and WB, to start up
by targeting this same youthful generation.

The author’s examination of Gen X TV
programs also exposes TV’s segregation. The
irony of this segregated TV land is that
Generation X is the most racially and ethnically
diverse generation, and the first cohort to grow
upaftersegregation was outlawed. The author
said that the shows that are labeled Generation
X have mostly white characters, and the shows
that had the same ingredients of Generation X
TV such as Living Single and Martin were not
even labeled Generation X shows because of
their black casts. In fact, the author used a
report from BBDO, the advertising agency, to
show that the most popular TV shows in young
adult black households were completely
different from the top shows in Generation X
white households.

Since Generation X is also considered the
most technologically savvy cohort, it wasnota
surprise to find a chapter devoted to TV and
cyberspace. In fact, the author documented
how the Internet has become a gathering place
for Gen Xers to talk about TV programs and
commercials. He even listed 180 news groups,
FTP sites, and Web sites for TV programs,
comments, frequently asked questions, episode
guides, cast bios, and fan activity.

One of the more interesting sections is
called ”Suits on the Net,” in which the author
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described how network TV executives use the
Net to research the audience for Generation X
TV programs. Even though the executives
recognize the data gathered via the Net is not
scientific, they still like to “eavesdrop” on
conversations in electronic discussion groups.
Network TV executives learn what Generation
Xsurfersonthe Net thinkabout their programs,
characters, and plot lines.

Eventhough itis well-written, interesting,
and insightful, Gen X TV does have some
weaknesses. One weakness is that the book
devotes little attention to cable music channels
which were developed for and succeeded
because of this youthful generation. Another
weakness is that the book spends little time
examining MTV-type TV commercials that
were targeted specifically to this age group.
And even though this age group is not known
as the news and information generation, it was
expected that there would be something on
Generation X and its relationship with TV news,
talk shows, news magazines, and tabloid shows.
Because some of the talk shows, news
magazines, and TV tabloids have emphasized
Generation X TV, music, and film celebrities, it
was expected that the book would have
addressed these programs to some degree.

Another weakness is the research that
serves as the underpinning of the book. The
authorrelies toomuch on comments from those
who frequent the Internet for their observations
on Generation X TV. The inclusion of more
scientifically valid data would have made it
possible to drawn a more authentic picture of
Generation X and TV.

Gen X TV would be useful as a
supplemental text for media management,
consumer behavior, and advertising research
courses. Even though the focus of the book is
TV, itis fair to say that because this generation
has been defined so much by TV, you can’t
really understand it, until you understand its
relationship to TV. This book would also make
auseful reference for those conducting research
on Generation X.

Finally, Gen X TV would be beneficial for
newspaper executives who have been
scratching their heads fora quarter of a century
trying to figure out how to attract the younger
generation to the newspaper. Infact,according
to a 1997 national survey conducted by The
Pew Research Center for the People & the
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Press, only 39 percent of adults under the age of
30 read a newspaperregularly. Gen X TV may
provide ideas on what to do about
strengthening this weak relationship between
young adults and the newspaper.

PAULA M. POINDEXTER
Associate Professor of Journalism
and Advertising

The University of Texas at Austin

B Girl Reporter: Gender, Journalism, and

the Movies. Howard Good. Lanham, MD:

The Scarecrow Press, Inc., 1998. 176 pp.

$35 hbk.

In Girl Reporter, Howard Good focuses on
the character of Torchy Blane, the attractive,
blonde, witty, but tough, female reporter, who
starred in a series of nine Warner Brothers
films released from 1937 to 1939. Torchy was
and still is every woman's idea of what the
career-minded woman should be like and, of
course, why she should be respected in a male-
dominated society. But, is that really the case
inthese films? Or, eventoday, somesixty years
since the films debuted?

Good demonstrates throughout the book
that despite the illusions of equality between
Torchy Blane and her boyfriend, police
detective Lt. Steve McBride, many of the
portrayals of female reporters clearly reinforce
traditional gender roles. They did back then,
and they still do today, for as Good writes,
”from the late 1970still today, films that feature
femalereporters have persecuted these women
for displaying courage and initiative.”

The strengths in Girl Reporter appear to
outweigh the weaknesses. For one, each of the
twenty-five chapters is but a few pages in
length, which Good hopes will “generate, or at
least suggest something of the manic energy of
film, with its jump cuts and zooms and freeze
frames.”

Both instructors and students alike also
will appreciate Good’s ability to integrate
historical facts into the discussions whenever
appropriate. Acknowledging that the Torchy
films ran during the Depression, Good uses
various historical documents to put into
perspective the tenuous status of women
workers in the 1930s and 1940s.
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A professor of journalism at SUNY at New
Paltz who has written extensively on
journalism, gender, and film in American
culture, Good also does not shy away from
racism in the film industry during the Torchy
Blane era. He discusses a scene in the first
Torchy Blane film, Smart Blonde, in which two
black men featured as Redcaps at Union Station
are depicted rather buffoonishly in their roles.
The only film in the series in which blacks are
featured, Good writes of the two black male
actors: “That the creators of Torchy could only
envision blacks in racist terms raises doubts
about their view of other underprivileged
groups, including women.”

For the most part, Girl Reporter is a funand
fast-reading book, replete with the effects Good
tries to give with the use of his colorful writing
style. At some points, one is likely to feel as
though he or she is sitting there with Good,
reading and critiquing the films he is referring
to rather than critiquing what he has written
about the films. Such an experience, quite
naturally, makes one want to see some of the
scenes from these films. Apparently Good
knows this, which is why several black and
white photos of scenes from the films are
inserted in the final chapter.

Girl Reporter is a supplementary text that
should be considered for use in race, gender,
and media courses. The book, along with the
actual viewing of the films, is sure to help keep
discussions on gender and race portrayals both
interesting and provocative.

LILLIE M. FEARS
Assistant Professor of Journalism
Arkansas State University

B Global Media Economics:
Commercialization, Concentration, and
Integration of World Media Market. Alan
B. Albarran and Sylvia M. Chan-Olmsted,
eds. Ames: lowa State University Press,
1998. 362 pp. $54.95 hbk.

This is an exciting time for media
economists. Throughexpansion, privatization,
and convergence, the world’s media, and media
markets, are undergoing fundamental shifts in
the race to the Information Society. These
changes are global and driven by economic
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factors and economic policy, suggesting the
importance of understanding the economics of
media and media markets. Both media
professionals and media students are well-
advised to learn more about media economics,
international media markets, and the issues
that are driving the transition to a Global
Information Economy/Society.

Thisbook by Albarran and Chan-Olmsted
is designed as a companion piece to Albarran’s
recent Media Economics: Understanding Markets,
Industries and Concepts book. It seeks to review
and analyze a range of media markets around
the world, the economics that shape those
markets, and the changes they are confronting,
providinga foundation thatstudentsand media
professionals can use to further their
understanding of media markets around the
world.

Albarran and Chan-Olmsted are
moderately successful in meeting thisambitious
goal. The book suffers from the traditional
weaknesses associated with global overviews:
itis neither as comprehensive nor as complete
as one might hope for. The book’s nineteen
chapters on national markets, written by a
range of international contributors (mostly
noted media economists), does hit all the big
markets, but also ignores large portions of the
globe. Outside of North America and Western
Europe, most regions are represented by only
a couple of countries, usually those with the
most highly developed media markets. None
of the chapters really examine what could be
called developing media markets, where some
of the most interesting market structures and
changes are at work. The media market of
Eastern and Central Europe, rapidly shifting
from planned socialisteconomies to free market
capitalism, are not addressed at all.

The individual chapters generally do an
excellent job of describing national media
markets and industries. Most also include a
look at trends and changes in that market and
their implications. The reviews of current and
historical markets arefairly thorough. Analysis
of the markets, the forces driving change, and
the implications of change is, on the other
hand, fairly superficial. Albarran and Chan-
Olmsted have done a good job in framing and
enforcing a common outline and approach,
which helps the flow of the book. They also
contribute their own overview chapters,
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synthesizing the separate chapters and adding
abitofanalysis. They are hampered abitby the
long publishing process, however. Most of the
dataare at least a couple of years old, and some
analyses have been superseded by more recent
events.

Even with these caveats, this is a good
compendium for scholars, students, and
professionals. It providesagood, albeit limited,
overview of media markets around the world,
and of some of the emerging trends in media
economics, and the current issues confronting
media. I'd recommend it for courses in
international media and media economics, at
least until something newer and more
comprehensive comes along.

BENJAMIN ]. BATES
Associate Professor of Broadcasting
University of Tennessee, Knoxville

B The Internet Handbook for Writers,
Researchers, and Journalists. Mary
McGuire, Linda Stilborne, Melinda
McAdams, and Laurel Hyatt. New York:
Guilford Press, 1997. 242 pp. $39.95 hbk.
$19.95 pbk.

Of the recent plethora of guide books to
the Internet and all its offerings, The Internet
Handbook for Writers, Researchers, and Journalists
is one of the more intelligent, useful, and
visionary. It is probably the best of the recently
published Internet reference books because it
consistently bridges technical information and
conceptual context which helps readers learn
not only about electronic information sources
and strategies, but how those sources and
strategies connect tolarger issuesand concerns
of professional researchers and writers.

The orientation of the text is not to train
future journalists heading off to specific
occupations, but to prepare the broad,
“information professional” to enter and
intelligently negotiate the robust and rapidly
evolving electronic environment. The authors
note that thisenvironmenthas been dominated
by technical developments that have spawned
an electronic junk drawer where various
actors—commercial, government, nonprofit,
individual—have tossed in spare change and
rare coins, costume jewelry and precious gems.
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The trend in Internet development is shifting,
however, away from technical skills to create
electronic resources to practical ability to cull
the gems from the slag and to develop content
and services capable of attracting and holding
users. This trend is posing challenges and
opening up new opportunities for those who
are most skilled and creative at negotiatingand
developing materials for the Net.

The authors assume that readers may
know nothing about the Internet and include
chapters that range from the basics of logging
on to more advanced concerns of producing
Web pages and coping with information
overload. The heart of the book, however, is
devoted to describing and explaining the
principal information resources—search
engines, databases, listservs, newsgroups, Web
pages—on the Net, with a particular emphasis
on materials of interest to journalists and
researchers. Although much of the material in
these chapters is quite elementary and well
known by seasoned Internet users, the basic
information is interwoven with issues and
concerns that willbe teased out by practitioners
and scholars for years to come. Such issues
include the criteria by which to judge Internet
resources, the professional standards for
conducting online interviews, and the ethical
norms involved in quoting conversations and
postings in electronic discussion groups and
other forums.

The formatof the text mimics the hypertext
style prevalent on the Web, with a heavy use of
headings, boldface, bulleted lists, indented text,
recurring features tucked into the margins,
and graphic art. Although this format does
give the pages a busy appearance, most of the
formatting helpstoorganize the dense quantity
of technical information (how to add helper
applications to your browser) and research
resources (search engines at a glance). The
quantity of data included in the book’s eight
chapters is augmented by six appendices that
include an excellent list of professional
resources on the Web, an overview of copyright
and censorship issues, and a reproduction of
the Associated Press’ policy for usingelectronic
resources.

This book is aimed at students and
professionals who are new to the Internet, but
it is a valuable resource for more seasoned
users, as well. The book would work well as a
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supplemental reference text fora wide range of
journalism and communication courses that
include an Internet component. It is also a
useful read for advanced teachers to help them
re-orient their focus on some of the central
issues relevant to researching and writing on
and for the Internet.

ROBERT HUESCA
Assistant Professor of Communication
Trinity University

B Media Making: Mass Media in a Popular
Culture. Lawrence Grossberg, Ellen
Wartella, and D. Charles Whitney.
Thousand Oaks, CA, and London: Sage
Publications, 1998. 442 pp. $68.50 hbk. $35
pbk.

This long-awaited textbook from three
leading author/researchersislikely tobe widely
welcomed and used. It is an up-to-date,
authoritative and fresh attempt to map out the
mainstream field of mass media and
communicationsinanaccessible and intelligent
form. Its innovative character stems largely
from a structure that seeks to integrate three
main theoretical perspectives and sets of
concerns within a common framework. In
general it succeeds in this aim, partly perhaps
because the three authors share experiences of
time and place in their own professional
development. The three perspectives can be
summarily described as having to do with the
cultural, social, and political-economic links
between media and society.

However, the contents of the book are
organized somewhat differently, without clear
lines separating the perspectives mentioned.
Of the four main parts, the first deals with the
social context in which media themselves and
the study of media have developed, moving on
to the organizational setting of media
production and the influence of market forces
in shaping media industries. Part 2 is entitled
“making sense of the media” and is largely
devoted toalternative theories of how meanings
areembedded in media textsand how these are
to be “read” or interpreted. Part 3 deals with
the “power” of the media, understood in
different ways: as producing identities;
attracting audiences and serving their needs;

BOOK REVIEWS

influencing behavior, attitudes, and opinion.
Finally, the media are, as it were, re-
contextualized under the heading “Media and
Public Life,” in a series of chapters that deal
especially with news, politics, and ideas of the
“public.” The book concludes by dealing with
“normative theories of the media” and
“globalization” respectively.

Thetitle of “media-making” is intended to
capture the essential nature of media as both
producing meaning and being themselves
produced by their social context, their
audiences, and the people who work in and
through them. The general style and format of
the book is indicated by the authors’ own
observation at the outset that it is “likely to
appear much more theoretically and
analytically oriented than the typical
descriptively and empirically based approach
of most textbooks in the area.” Typically, the
authors explain and discuss issues in an open
way that acknowledges disputes and
alternative perspectives. Although the
introduction disclaims the use of “lots of
extended examples,” there are quite a few
drawn from the mediaand othersources. The
book does not shy away from difficult topics
such as modernism and postmodernism or
questions of semiotics. Influential recent
theories areintroduced and explained, although
the occasional sharp shift of gradient from
easier topics is sometimes a strain and the level
of difficulty varies more than appears at first
sight.

This is one weakness of the reasoned
discursiveapproachthat deals withall obstacles
in its path in much the same systematic way.
For this reader, format and presentation could
have been better. For instance, the typefaces
used for different levels of heading are not easy
to distinguish and the use of headings or sub-
headings is generally too sparing. All in all,
however, this is an extremely valuable
contribution to the existing corpus of texts,
although perhaps not suitable for all absolute
beginners. It should also appeal to any curious
reader wanting to know what the field of study
of mass communication is about and will be
refreshing forjaded teachers already at work in
the field.

DENIS MCQUAIL
Professor Emeritus of Communication
University of Amsterdam
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B Media, Market, and Democracy in China:
Between the Party Line and the Bottom
Line. Yuezhi Zhao. Urbana and Chicago,
IL: University of Illinois Press, 1998. 255
pp- $44.95 hbk. $19.95 pbk.

Since the collapse of communism in Eastern
Europe and the former Soviet Union around
the early 1990s and amid its continuing reform
and openness even after the heavy-handed
crackdown on the 1989 Tiananmen Square pro-
democracy movement, both the academic and
journalistic communities have been searching
for new concepts and ways of making sense of
the structure and processes of mass media in
China, the last stronghold of communist
ideology and the world’s fast emerging
economic power. By all measures and through
various accounts, China’s changing media
landscape within the larger socio-political
context continues to defy conventional wisdom
and contemporary conceptual fixation.

With a variety of approaches, numerous
articlesand bookshave attempted todetermine,
either quantitatively or qualitatively, how the
Chinese media system strives to strike an
uneasy balance between the unyielding political
control dictated by the necessity of state
domination in an authoritarian system on the
one hand and the unrelenting momentum
unleashed by the market forces on the other
hand. This book by Yuezhi Zhao, a native of
China and an assistant professor of
communication at the University of California
at San Diego, represents an insightful and
challenging addition to a significant body of
literature on China research in social sciences
in general and in mass communication/
journalism in particular. It presents a skillful
synergy of what is and what should be in the
Chinese media system in both the political and
economic sense.

For anyone who follows the spirit and
practicesof Chinesejournalism, the book makes
a fascinating, and to some extent provocative,
reading of the tension, negotiation, and
accommodation of the willing bedfellows
between the highly politicized Communist
Party and the increasingly commercialized
mass media in China. Its approach is a
combination of historical description and
critical analysis of the form and content of the
Chinese media system over time and across
space. Relying heavily on such publications as
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books, academicjournals,and trade magazines,
however, the author provides little original or
systematic data. The book is nevertheless full
of usefulanecdotesand circumstantial evidence
culled from Chinese sources not readily
available to mass communication researchers
outside China. They arehelpfulinstory telling,
butareinsufficientin theory building, especially
when the book argues for a new mass
communication model in China.

The nine chapters are arranged in topical
areas, dealing with party journalism, media
reform, advertising orientation and business
practices, journalistic corruption, technical
innovation in broadcasting, specialized press,
model of propagandist/commercial
journalism, internal regulations and foreign
influences, and political democratization. They
underscore the dilemma and struggles created
by the functional prerequisites of the party
leadership (by design, promulgated in the
constitution)and thesurvival instinct of market
competition (by default, albeit imperfect) in a
media environment fused with growing
audience demand and technological
sophistication. The discussions are often
buttressed by vivid examples and thoughtful
criticism.

The author certainly is not satisfied with
the existing configuration and equation
between the mass media and the powers that
bein China. Shealsohasserious,and justifiable,
reservations about the suitability of a Western
market-oriented model as an alternative in the
Chinese setting. Her solution gives away a
romantic belief that media reform and press
freedom in China can be achieved within the
current framework of the Communist Party
domination, without an overhaul of the
fundamental political structure that has been
abandoned by the Soviet Union itself and its
former republics. The central idea of the book
thus poses an intriguing question to the
community of scholarsat large. It is not merely
anempirical matter, buta profound theoretical
inquiry. The book should not have the last
word. The intellectual debate must be joined.

Given that the lessons of the failure of
communism elsewhere apparently have not
been ignored in China, the author insists on
taking on the Chinese system in its own terms
and within its own parameter. The book offers
a reasonable epistemological departure point
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for retrospect and prospect. Notwithstanding
its inconsistency in cognitive map making, it
leads the reader through uncharted, if not
untrodden, paths of media development in
China, compelling one to re-think along the
way the what-ifs of political, social, and cultural
experiments in a country where the constant is
the unpredictable change. If China is too
important to be left to the specialists, as the
Christian Science Monitor once said, this book
should not be read just by them.

TSAN-KUO CHANG

Associate Professor of Journalism
and Mass Communication
University of Minnesota-Twin Cities

B Media Mergers. Nancy J. Woodhull and
Robert W. Snyder, eds. New Brunswick,
New Jersey: Transaction Publishers, 1998.
198 pp. $21.95 pbk.

Are media mergers good or bad? In the
tradition of mainstream journalism, the editors
of Media Mergers do not take sides.

“For now, anyone who wants to
understand the mergers will be best served by
a healthy dose of skepticism, a search for
illuminating facts and a willingness toconsider
all sides of the discussion,” write editors Nancy
J. Woodhull, who died in 1997 shortly after
these essays were first published in Media
Studies Journal (Spring/Summer 1996), and
Robert W. Snyder, a historian and managing
editor of Media Studies Journal. "The best and
worst possibilities of the mergers have been
articulated so loudly that everyone should be
on guard against both hyperbole and facile
judgments. In that spirit, we offer this collection
of essays”(p. xi).

The strength of this book is that it.contains
a good sampling of many of the opinions on
media mergers. This collection of twenty-three
short essays from journalists, industry
“experts,” and a handful of professors is one of
the few places, in fact, tofind writings insupport
of mergers. The vast majority of the material
that has been published in professional and
scholarly literatures during the past fifty years
has been critical of mergers and the corporate
form of organization. Media Mergers, incontrast,
contains contributions from several industry
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analystsand even aroundtablediscussion from
four top media executives who argue that
profits are not the only force that drive their
organizations.

However, in terms of resolving the
question about whether mergers are good or
bad, this collection does little to illuminate.
Most of the readings are heavy on rhetoricand
light on good theory and data. In particular,
this book contains no systematic analysis of the
historical origins or causes of mergers. One
author whobriefly mentions the topicsummed
up the causes in one phrase: “technological
change” (p. 9).

That was it. No analysis of Karl Marx’s
theory of competition and the paradox of
competition under capitalism. No analysis of
Adam Smith’s and Emile Durkheim’s writings
on the division of labor and the role it plays in
stimulating innovation and competition. No
analysis of Max Weber’s concepts of
bureaucracy and corporate organization. No
analysis of Joseph Schumpeter’s theory of
innovation and his oft-quoted metaphor, “the
creative gale of destruction.” No analysis of
the managerial revolution hypothesisand how
this may attenuate mergercritics’ charges. And,
finally, there is no reference to the writings of
many contemporary media economists,
including Alan Albarran, Alison Alexander,
Rod Carveth, Robert H. Ducoffe, Richard A.
Gershon, Peter Golding, Albert N. Greco,
Edward S. Herman, Stephen Lacy, Barry R.
Litman, Robert W. McChesney, Graham
Murdock, James Owers, Gary Ozanich, Robert
G. Picard, and Michael O. Wirth.

To be fair, some of the opinion and
speculation expressed in this book are useful.
For example, media sociologist and critical
scholar Todd Gitlin writes in the introductory
chapter that media corporations with “the
capacity for overbearing power are being
merged and acquired into existence as if there
werenothingatstakebutstock values. Today’s
deals may weigh on the culture for decades.
The potential for harm (as a result of mergers)
is at least as impressive as the potential for
good” (p.8). Interestingly, this position seems
to be more cautious than we have come to
expectof Gitlin, who hasbeen extremely critical
of media mergers.

Leo Bogart’s and Eli M. Noam'’s chapters
also contain some useful summary data on
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media mergersand conglomeration. A chapter
by Randall H. Lucius, Jeffrey A. Sonnenfeld,
and Michael Reene presents some interesting,
albeit limited, survey research data across
industry segments. And the final chapter by
the late Anne Wells Branscomb includes a
thoughtful review of some of the key works in
the field.

But these contributions are not enough to
overcome the glaring lack of theoretical and
empirical substance in the rest of the book.
Take, for instance, the opinion offered by one
industry consultant about whether American
journalism has lost too much of its seriousness
and become too trivialized. ”I am convinced
that to the extent journalism today is less
thoughtful, mergers are not to blame. 1 am
equally certain that, if anything, when the
history of media in the latter part of the
twentieth century is written, it may well be
concluded that we are in a golden age of
information” (p. 14).

Ho-hum. Where’s the beef?

Speaking of beef, the weakest sections of
the book are those that address the
consequencesof “media empires” in the United
States and the world. The contributions in this
section are written primarily by nonscholars
and areimpressionistic—i.e., long on anecdotes
and personal experience, and short on theory
and empirical observation. This section of the
book should have drawn more heavily on the
expertise of mass communication researchers
andscholars. Another problem is that, with the
exception of the final review chapter, this book
contains no references or citations to other
works in the field.

Unfortunately, these shortcomings make
it difficult for any reader to take sides in the
media merger debateor, worseyet, may actually
promote misguided opinions. As a
consequence, the capacity of this book to
influence and inform the debate is limited.

DAVID DEMERS
Assistant Professor of Communication
Washington State University

B Newspapers of Record in a Digital Age:
From Hot Type to Hot Link. Shannon A.
Martinand Kathleen A. Hansen. Westport,
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CN: Praeger Publishers, 1998. 159 pp. $55

hbk.

Newspaper legal notice advertising has
not been a hot topic for scholars. Indeed, it
rarely is hot at all, except occasionally on the
local level, when political subdivisions fail to
meet state notice requirements, or try to play
politics in meeting them.

So a book that concerns itself at least in
part with legal notice advertising is an unusual
and useful addition. A book that examines
the issue when newspapers are beginning the
shift to digitized delivery systems is timely as
well.

Authors Shannon A. Martin and Kathleen
A. Hansen have attempted to examine notice
advertising from two perspectives—the
obligation of governmental bodies and others
to notify the public about meetings and certain
legal and political developments, and the need
to provide a permanent record for historians
and other future media users.

Unfortunately, the two functions have little
in common. The resulting book treats two
quite distinct issues in different sections, then
attempts to combine them, draw conclusions,
and make recommendations. The effort is
worthy, but much remains to be discussed on
both subjects.

The sections of the book on the public
notice function would be strengthened by
deeper analysis of the purpose of such notices
and the audiences they serve. As a former
community newspaper publisher, I know the
primary readers of what we called “legal ads”
were lawyers and financial institution
representatives. Some political subdivisions
were required to print minutes, which found a
broaderaudience. Some notices, such as those
for probating wills, were mostly pro forma,
because most concerned parties already were
informed.

For the most part, the “newspaper as a
public record” function is quite different from
the legal notice functions. The public record
category, as commonly understood, places an
ethical, butrarely legal, obligation on the paper
to print lists of such things as births, marriage
licenses, deaths, and property transfers. In
most states, newspapers are not compensated
for these. Such lists often have surprisingly
high readership, however, especially in small
communities.
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What historians, genealogists, and other
future users may find useful is conjectural.
However, one cannot expect editors to be very
concerned about that. Future historians are
not paying the operating expenses today.
Archivists are useful to society, but rarely are
they major markets for the material archived.
The media subsist on today’s revenue, not
futuresocietal benefits. Itis no more reasonable
to expect current media to carry the burden of
future historians than it is to expect prehistoric
culturestohave preserved their pots unbroken.

That being the case, we are faced with the
authors’ valid observation that digitized media
are notbeing archived systematically. Digitized
recordsare oftenoverwritten, made inaccessible
by changing technology, and arbitrarily altered.
For many users, legal notices are not yet as
readily accessible on-line as they are in print.
On-line media have not yet replaced more
conventional media in terms of fulfilling the
public notice function.

Scholars in mass media and political
scienceneed todomore analysis into the nature,
function, and audiences of public notice
advertising. Better ways of meeting the notice
needs of society should be explored. Thisbook
serves as a first step in that analysis.

The other problem—preserving and
indexing information traditionally carried ina
“newspaper of record”—likewise deserves
serious study, and apparently professional
groups have begun this task. It is not a simple
problem, and there may be no practical,
affordable solution.

Media scholars who are interested in the
public notice function should read this book
and use it as a beginning point for further
research. The questions are important ones,
and may get answered by ad hocmeans, instead
of by thoughtful study and careful policy-
making.

HUGH S. FULLERTON
Associate Professor of Journalism
Sam Houston State University

W One Step From the White House: The Rise
and Fall of Senator William F. Knowland.
Gayle B. Montgomery and James W.
Johnson with Paul G. Manolis. Berkeley:
University of California Press, 1998. 361
pp- $29.95 hbk.
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Legendary Republican kingpin WilliamF.
Knowland and his once-monolithic Oakland
Tribune are the focus of this long-needed
biography. Penned by two former Tribune
political writers with research help from a
former executiveeditor, One Step From the White
House succeeds in casting an objective, non-
romanticized, and often-critical eye on the
legacy of this publishing scion who became an
influential U.S. senator. In the process, the
bookalso weavesa classic narrative of dynastic
glory and high tragedy, using American media
and Cold War politicsas interlocking backdrops
on a grand stage

The Knowland family’s Tribune, along with
the Los Angeles Times and the San Francisco
Chronicle, formed an axis of journalistic
dominance that set California’s politicalagenda
and, in turn, America’s during the middle
decades of the twentieth century. The early
careers of Richard Nixon, Earl Warren, and
Ronald Reagan were inextricably tied to the
goodwill of these newspapers. In Knowland'’s
case, the power of the press also empowered
his own agenda of personal political gain.

William Knowland wasborninto privilege
and politics. He was the grandson of Joseph R.
Knowland, a Southampton, New York, farm
worker whomoved westand found his fortune
in California lumber, shipping, mining, and
banking. William’s father, Joseph Knowland
Jr., was a U.S. Congressman who bought the
Tribune in 1915. The young heir had a manifest
destiny laid out before him. But his life would
not be nearly so tidy as this, as the authors so
compellingly demonstrate. In the end, William
Knowland was brought down by gambling,
drinking, money problems, a troubled marriage
toa Las Vegasactress,and, theauthorssuggest,
the inability to control the inner flames that
had fueled his big ambitions. Knowland shot
himself to death in 1974.

There are many scenes in this book that
would fascinate historians looking for trivia
about the frothy world of mid-century
Californiajournalism. Moreover, the book also
adds provocative grist to the research mill for
those who probe more critically for the links
between media and state power. There is a
scene, for example, in which an obscure
Alameda County prosecutor walks into the
Tribune publisher’s office to seek advice for his
campaign for district attorney. That young
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lawyer was Earl Warren, who later became
governor of California and then chief justice of
the United States, aided in no small part by the
largesse of publisher J.R. Knowland (William’s
father) and favorable treatment in the pages of
the Tribune. As governor, Warren appointed
young William Knowland to a vacated U.S.
Senate seat, thus pushing the prodigal son onto
the pinnacle of Knowland-family political
power and into the pages of history.

The authors note: “For all he owed the
Knowlands, Warren didn’t seem to feel he had
to acknowledge that debt in words; his deeds
spoke for him.”

Knowland’s elevation to the U.S. Senate
through family connections, his subsequent
party leadership, his passionate advocacy of
Nationalist China, and his brief bid for the
White House in 1956 are just a few of the
defining career moments described deftly in
this book. So too are the long-obscured details
of his childhood, his love-hate relationship
with President Dwight Eisenhower, his stormy
marriage, and his ultimate death by his own
hand. It all makes for fascinating reading.

The fall of William Knowland presaged
not just the end of an era, it also marked the
final victory of Knowland’s “dark and self-
destructive side.” But this is far more than just
a fascinating tale of a psyche torn; this book
gives a bounty of long-ignored information to
media historians and mass communication
scholars. Through extensive interviews and
exhaustive mining of personal letters and public
archives, the authors have unearthed a wealth
of historical information thatsurely addslayers
of complexity to any social analysis of the
American press.

The authors leave out some detail,
though—and this opens the door for intensive
investigation by mass communication
researchers. For example, how the courtship of
Knowland and Warren played out in the pages
ofthe Oakland Tribune would makea fascinating
qualitative case study in framing and political
agenda building.

Knowland’s brand of conservatism was
enigmatic. He showed courageous
progressivism through his co-stewardship
(with Lyndon Johnson) of the Eisenhower Civil
Rights bill of 1957. But his reputation as a
retrogradejingoist was fortified by his conflicts
with Berkeley student radicals in the 1960s.
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How these paradoxical positions werereported
and framed in the newspaper’s news and op-
ed pages could also form a base for highly
articulated research into political commu-
nication and its short- and long-term effects on
public opinjon.

Those with short memories think of the
Tribune as the newspaper that was the vessel
for Robert Maynard’s own glorious, but
ultimately tragic voyage. Before there was
Maynard, though, there was the Knowland
family, whose staunchanti-communismduring
the Cold War era and bull-headed editorial
leadership of a crusading Republican
newspaper indisputably helped set the agenda
of mid-century American politics.

The story of William F. Knowland is the
story of California journalism’s gilded age.
This book takes a big first step in giving him his
rightful place among giants.

GEORGE ESTRADA JR.
Assistant Professor of Journalism
Humboldt State University

B Personalities and Products: A Historical
Perspective on Advertising in America.
Edd Applegate. Westport, CT: Greenwood
Press, 1998. 192 pp. $57.95 hbk.

In advertising discussions and lectures, it
is too easy to rattle off names like Volney
Palmer, P.T. Barnum, and Albert Lasker as if
they were cardboard characters instead of
knowing them as living people struggling and
innovating within the context of their times.
Edd Applegate, professor of journalism at
Middle Tennessee State University, helps us
rectify this shortcoming with Personalities and
Products: A Historical Perspective of Advertising
in America.

The text includes eight chapters focusing
on chronological (though not directly related)
advertising people and times. The eight
chaptersare “ Advertising in Colonial America,”
“The first Advertising Agents,” “How P.T.
Barnum Helped Change the Course of
Advertising,” “Advertising Patent Medicine:
The Rise of Lydia Pinkham, John Wanamaker
and His Influence on Retail Advertising,”
“Albert Lasker and the Lord and Thomas
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Advertising Agency,” “Procter & Gamble and
Advertising Cleanliness: The First 100 Years,”
and “The Springs Cotton Mills Advertising
Campaign of the Late 1940s and Early 1950s.”
Each stands alone nicely as a single discussion
topic.

Most of the chapters make fine use of an
introduction which historically sets the stage
for the advertising people and perspectives
thatare being presented. Additionally, writings
of the times flavor each chapter adding texture
and clarity to the stories being told.

The book is a quick read and is clearly not
intended to be a comprehensive history of
advertising. Yetinitsbrevity it providesenough
background material to make many of the
people gaindimensional significance. Indoing
so, it presents important people interestingly
in a way that is unassuming, straightforward,
and occasionally charming. For example, in
the span of only a half dozen pages the insight
and ethics of F.W. Ayer come to life. This
contrasts nicely with the depiction of the life
and times of Phineas Tayor Barnum. Yet the
author does not paint Barnum with the gaudy
colors of a circus sideshow banner. Instead, he
weaves the man into a tapestry of the times,
showing him tobe a character with a genius for
showmanship and one of the early masters of
publicity spin.

This short book will likely not satiate
historical scholars with voracious appetites for
words and new historical theories. But for
those interested in gaining a better sense of
some of advertising’slegendary charactersand
the times and challenges they faced, the book
should be quite satisfying. Readers will find
this book provides texture to the stories of
some of the more famous and infamous people
who have affected advertising in America.

Because of its brevity, thisis not a text that
would carry acourse onits own, but might well
be considered as supplementary reading in a
course on the history of mass communications.
And it is certainly a worthy read for any
professor of mass communications or
marketing interested in the fascinating roots of
today’s advertising world.

DAN S. BAGLEY il
Associate Professor of Mass Communications
University of South Florida

BOOK REVIEWS

B RedBlood & Black Ink: Journalism in the
Old West. David Dary. New York City:
Alfred A. Knopf., 1998. 346 pp. $30 hbk.
Anyone interested in Western history is

familiar with the image of the frontier printer,
with his Washington hand press striving to
bring civilization to burgeoning tent cities or
aspiring river towns. Always there was the
possibility of a blooming metropolis in the
making, with the resultant rewards.

The reality was harsher, as David Dary
points out in this new book thatbrings together
oft-told stories of printers who blazed the way
in the Old West along with little-known gems
of early journalism. The work covers the
founding of the first newspaper at St. Louis in
1808 to the rural press of the early twentieth
century.

Western editors have become a cliché in
movies and legend. Consequently there has
been a dearth of serious research involving the
role of the frontier press in the westward
movement. Dary’s book helps fill this void.

For thejournalismhistorian, thebook offers
rich insights and examples into the whole
panorama of the early printer. His analysis of
the development of news practices is
particularly valuable. For instance, he notes
the impact of New York’s Penny Press on
Western printers, Horace Greeley’s influence
on developing objectivity in the news, and the
effect of preprinted newspaper pagesincluded
in far-flung newspapers that helped shape the
national character just after the Civil War.

Dary sees the frontier press as a catalyst in
the shaping of frontier towns, rather than as
reflecting local values.

Thestrengthof the book lies initsemphasis
on midwestern journalism, especially Kansas
and Missouri. That of course is natural,
considering the author’s strong attachment to
the region. This emphasis brings to light many
unpublicized examples.

At the same time, the Midwestern focus
limits the coverage of other more-dramatic
developments in other parts of the West. For
example, to say that the Rocky Mountain News
was founded in Denver in 1859 ignores the
riveting race between two printers with presses
in tow across the plains to be the first to set up
shop there. William Byers won by twenty
minutes and his rival gave up and went to the
gold fields.
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The chapter on women among the early
editors helps correct the prevailing attitude
that wearing skirts precluded entering the
rough-and-tumble world of journalism.

Especially valuable are the seventy-nine
illustrations, some from the author’s personal
collection and others from early sources like
Leslie’s Mlustrated Weekly. An appendix of
woodcuts of early press types and glossary of
early terms are also useful.

Earlier popular works like Robert
Karolevitz’s Newspapering In the Old West
explored this topic with lots of fervor, but not
much analysis or detail. The nineties have seen
more scholarly attention brought to bear, but
usually centering on a single aspect, such as
Cherilyn Bennion’s Equal to the Occasion: Women
Editors of the Nineteenth Century West and
Barbara Cloud’s The Business of Newspapering
On the Western Frontier.

As one with deep roots in Midwestern
journalism, the author brings a good sense of
what the business was about. He has taught at
the University of Kansas and is currently head
of the School of Journalism at the University of
Oklahoma. The writing is first-rate, as one
might expect from the author of seven other
book about the West, including The Buffalo
Book, Cowboy Culture, and True Tales of Old-
Time Kansas.

JACK A. NELSON
Professor, Department of Communications
Brigham Young University

@ SpinCycle: Inside the Clinton Propaganda

Machine. Howard Kurtz. New York, NY:

The Free Press, 1998. 324 pp. $25 hbk.

Howard Kurtz, a media reporter for The
Washington Post and the author of numerous
award-winning books, including Hot Air: All
Talk, All the Time and Media Circus: The Trouble
with America’s Newspapers, dissects the public
relations machine of America’s most
investigated president, Bill Clinton, in this
detailed though wandering insider’s account
of presidential propaganda.

From Whitewater to Gennifer Flowers to
Travelgate to Filegate to Paula Jones to
campaign finance abuses to Monica Lewinsky,
Kurtz attempts to show how White House
operatives laundered the news—"to scrub it of
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dark scandal stains, remove unsightly splotches
of controversy, erase greasy dabs of
contradictions, and present it to the country
crisp and sparkling white” (p. xix).
Unfortunately, a great deal of this is nothing
new.

Kurtz does provide a very interesting and
provocative look inside the day-to-day
operations of the “propaganda machine” (his
words)and offers a nice historical packaging of
the full smorgasbord of scandals in the Clinton
presidency and the sometimes comic,
sometimes adept responses to these scandals.
Fromaccountsof Mike McCurry’ssecrethiding
places to Hillary Rodham Clinton’s media
hatred and paranoia to perspectives on the
inner workings of President Clinton’s
psychological motivations, Kurtz does provide
the reader with a look inside the presidential
communications machinery.

Yet, Kurtz fails to deliver much of a
theoretical perspective or meaningful analysis
of the rather bizarre system; and when he does
attempt to provide it, it somehow seems rather
naive and “been there, done it.” As a rule of
thumb, the chapters are generally wandering
accounts of historical scenarios spattered with
the author’s occasional reflections, and little
ties the entire book together.

Atthe very end of thebook, Kurtzattempts
to give the book a brief analytic focus, yet his
ultimate conclusion tends to belie the rather
weak thesis that wanders through the book—
that Clinton has this masterful PR machine to
control public perception. Kurtz concludes,
“Clinton was riding high, despite the barrage
of negative headlines, precisely because the
voters’ expectations had sunk so low. The
presidential flacks had done their job. For
1997, at least, their spin had carried the day
(p- 289).

As Kurtz himself suggests, maybe Clinton
was not riding high because his PR machine
was so good. A great deal of the book actually
suggests that it took quite a while for the
machine to become well-oiled and even then it
didn’talways work so well. Also, Kurtz points
to the effects of a rather passive, inept press
thatfailed todig for the story, preferring instead
tobe fed like cattle at the troth of the presidential
PR machine, and that attacked the presidency
and president with vengeance and
sensationalism despite of, and in part due to,
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the PR efforts. AsKurtzconcludes, “Journalists
were no longer the ink-stained heroes of an
earlier era; they were seen as the heartless
vultures who had driven Princess Diana to her
death” (p. 288).

Ultimately, was Clinton’s success in the
approval ratings due to his effective PR, or was
it due to the effects of a press that survived
upon sensationalism and desensitized the
public, or was it due to a public who was
willing to lower the bar in the light of
presidential scandaland mediasensationalism,
ordid President Clinton achieve true success at
all (at the time of this writing the answer still
alludes us)? Unfortunately, Kurtz does not
provideavery thoughtful orinteresting answer
to this question; he attributes it to presidential
propaganda, which he does detail thoroughly
and meticulously.

WM. ]. GONZENBACH
Professor and Chair of Advertising
and Public Relations

The University of Alabama

New and Notable

Advertising and Public Relations Law. Roy L.
Moore, Ronald T. Farrar, and Erik L. Collins.
Mahwah, NJ: Lawrence Erlbaum Associates,
1998. 499 pp. $57.50. ISBN: 0-8058-1679-8.

Analyzing Media Messages: Using Quantita-
tive Content Analysis in Research. Daniel
Riffe, Stephen Lacy, and Frederick G. Fico.
Mahwah, NJ: Lawrence Erlbaum Associates,
1998. 208 pp. (Communications Series (Gen-
eral Theory)). $44.95, $26.95 (pbk). ISBN: 0-
8058-2018-3, 0-8058-2019-1 (pbk).

Avatars of the Word: From Papyrus to
Cyberspace. James J. O'Donnell. Cambridge,
MA: Harvard University Press, 1998. 210 pp.
$24.95. ISBN: 0-674-05545-4.

The Bad and the Beautiful: A Screenplay.
Charles Schnee. Carbondale, IL: Southern
University Press, 1998. 137 pp. $23.20. ISBN:
0-8093-2181-5, 0-8093-2182-3 (pbk).

BOOK REVIEWS

Best Ads: Fantasy in Advertising. Dave
Saunders. London: B.T. Batsford Ltd., 1997.
128 pp. £20. ISBN: 0-7134-8104-8.

Beyond the Horizon: Communications Tech-
nologies: Past, Present and Future. Stephen
Lax. Bedfordshire, UK: University of Luton
Press, 1997. 133 pp. $34.50 (pbk). ISBN: 1-
86020-514-3.

Brands: The New Wealth Creators. Susannah
Hart and John Murphy, eds. New York: New
York University Press, 1998. 224 pp. $40. ISBN:
0-8147-5599-2.

Bridging Differences: Effective Intergroup Com-
munication, 3d ed. William B. Gudykunst.
Thousand Oaks, CA:Sage, 1998. 351 pp. (Inter-
personal Commtexts; no 3). $56.95. ISBN: 0-
7619-1510-9, 0-7619-1511-7 (pbk).

The Business of Children’s Entertainment.
Norma Odom Pecora. New York: Guilford
Press, 1998. 190 pp. (Guilford Communication
Series). $30. ISBN: 1-57230-280-1.

Celluloid Mirrors: Hollywood and American
Society Since 1945. Ronald L. Davis. Fort
Worth, TX: Harcourt Brace College Publishers,
1997. 258 pp. $22. ISBN: 0-15-501568-0.

The Cine Goes to Town: French Cinema, 1896-
1914. Richard Abel. Berkeley, CA: University
of California Press, 1998. 568 pp. $35.55. ISBN:
0-520-07936-1.

Communicating Democracy: The Media and
Political Transitions. Patrick H. O’Neil, ed.
Boulder, CO: Lynne Rienner Publishers, 1998.
225 pp. $55. ISBN: 1-55587-669-2.

Communication: Views From the Helm for the
21st Century. Judith S. Trent, ed. Boston, MA:
Allyn and Bacon, 1998. 417 pp. $26.75. ISBN:
0-205-28167-2.

Communication Between Cultures,3d ed. Larry
Samovar, Richard E. Porter, and Lisa Stefani.
Belmont, CA: Wadsworth Publishing, 1998. 303
pp- $36.95. ISBN: 0-534-52218-1.

Crime, the Media and the Law. Dennis Howitt.
Chichester: John Wiley & Sons, 1998. 233 pp.
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$50.00.
(pbk).

Desktop Database Marketing. Jack Schmid
and Alan Weber. Lincolnwood, IL: NTC Busi-
ness Books, 1998. 288 pp. $49.95. ISBN: 0-8442-
3235-1.

ISBN: 0-471-96905-2, 0-471-97834-5

Digital Wizardry: Creative Photoshop Tech-
niques. Bryan Allen. New York: Amphoto
Books, 1998. 150 pp. $29.95. ISBN: 0-8174-
3797-5.

Doing Cultural Studies: The Story of the Sony
Walkman. Paul du Gay, Stuart Hall, Linda
Janes, Hugh Mackay, and Keith Negus. Thou-
sand Oaks, CA: Sage, 1997. 151 pp. $62,$19.95
(pbk). ISBN: 0-7619-5401-5, 0-7619-5402-3
(pbk).

The Durable Use of Consumer Products: New
Options for Business and Consumption. Michel
Kostecki, ed. Dordrecht: Kluwer Academic
Publishers, 1998. 146 pp. $79.95. ISBN: 0-7923-
8145-9.

Freaks Talk Back: Tabloid Talk Shows and
Sexual Nonconformity. Joshua Gamson. Chi-
cago, IL: University of Chicago Press, 1998. 288
pp- $22. ISBN: 0-226-28064-0.

Global Communications, International Affairs
and the Media since 1945. Philip M. Taylor.
New York: Routledge, 1997. 248 pp. (The New
International History Series). $75,$25.99 (pbk).
ISBN: 0-415-11678-3, 0-415-11679-1 (pbk).

Global Media Economics: Commercialization,
Concentration and Integration of World Me-
dia Markets. Alan B. Albarran and Sylvia M.
Chan-Olmsted. Ames, 1A: lowa State Univer-
sity Press, 1998. 362 pp. $54.95. ISBN: 0-8138-
2690-X.

Global Television and Film: An Introduction
to the Economics of the Business. Colin
Hoskins, Stuart McFadyen and Adam Finn.
Oxford: Clarendon Press, 1997. 176 pp. $75,
$32.50 (pbk). ISBN: 0-19-871148-4, 0-19-871147-
6 (pbk).

Harry S. Truman and the News Media: Conten-
tious Relations, Belated Respect. Franklin D.

856

Mitchell. Columbia, MO: University of Mis-
souri Press, 1998. 277 pp. $34.95. ISBN:0-8262-
1180-1.

Hate Speech on Campus: Cases, Case Studies,
and Commentary. Milton Heumann and Tho-
mas W. Church, eds. Boston, MA: Northeast-
ern University Press, 1997. 309 pp. $50, $20
(pbk). ISBN: 1-55553-291-8.

How Advertising Works: The Role of Research.
John Philip Jones, ed. Thousand Oaks, CA:
Sage Publications, 1998. 358 pp. $68. ISBN: 0-
7619-1240-1, 0-7619-1241-X (pbk).

Intercultural Communication: An Introduc-
tion, 2d ed. Fred E. Jandt. Thousand Oaks, CA:
Sage, 1998. 488 pp. $73.50, $36.50 (pbk). ISBN:
0-7619-1431-5, 0-7619-1432-3 (pbk).

International Radio Journalism: History,
Theory, and Practice. Tim Crook. London:
Routledge, 1998. 308 pp. (Communicationand
Society). $75,$24.99 (pbk). ISBN: 0-415-09672-
3, 0-415-09673-1 (pbk).

International Relations on Film. Robert W.
Gregg. Boulder, CO: Lynne Rienner Publish-
ers, 1998. 310 pp. $55, $22 (pbk). ISBN: 1-
55587-659-5, 1-55587-675-7.

International Trade in Telecommunications.
Ronald A. Cass and John Haring. Washington,
DC: AEI Press, 1998. 291 pp. (AEI Studies in
Telecommunications Deregulation). $32.50.
ISBN: 0-8447-4071-3.

An Introduction to Television Documentary:
Confronting Reality. Richard Kilbornand John
Izod. Manchester:Manchester University Press,
1997. 258 pp. $69.95, $24.95 (pbk). ISBN: 0-
7190-4892-3, 0-7190-4893-1 (pbk).

The Kikkoman Chronicles: A Global Company
with a Japanese Soul. Ronald E. Yates. New
York: McGraw Hill, 1998. 206 pp. $24.95.
ISBN: 0-7863-1241-6.

Labyrinths: The Art of Interactive Writing &
Design. Domenic Stansberry. Belmont, CA:
Integrated Media Group, 1998. 239 pp. $26.95.
ISBN: 0-534-51948-2.
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“Too Good a Town”

William Allen White, Community, and the
Emerging Rhetoric of Middle America
Edward Gale Agran

Investigating William Allen White’s life and his fifty-year
body of journalism and writings, Agran explores the
dynamic thought of one of America’s best-read and most-
respected social commentators. He shows clearly how White honed his style and
transformed the myth of conquering the western frontier into what became the
twentieth century ideal of community building.

$30.00 cloth, 1-55728-520-9 e $15.00 paper, 1-55728-521-7

Roberta
A Most Remarkable Fulbright
Dorothy D. Stuck and Nan Snow

Obscured in history by her internationally renowned
son, Sen. J. William Fulbright, Roberta Waugh Fulbright RQ?ERTA
was, nonetheless, an extraordinary person deserving of Remarkabia Butbesgng
tribute. Here, finally and fittingly, is her biography—a S s e e
sensitive, well-written portrait of a complex woman who
was one of Arkansas’s dominant figures.

$38.00 cloth, 1-55728-460-1 e $18.00 paper, 1-55728-500-4

The Shortstop’s Son

Essays and Journalism
Philip Martin

“Philip Martin makes quick but deep incisions into the
body cultural and politic of our nation. He is one of a hand-
ful of tough surgeons trying to resurrect this corpus in the
middle-age days of our democracy. And he’s funny.”

—Andrei Codrescu
National Public Radio Commentator

$22.00 cloth, 1-55728-483-0 o $12.00 paper, 1-55728-484-9

to order call

1-800-626-0090 ;‘ﬁ ARKANSAS

THE UNIVERSITY OF ARKANSAS PRESS
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The Making of "Lost in Space.” Pat Cadigan.
New York: Harper Prism, 1998. 127 pp. $43.
ISBN: 0-06-105393-7.

Making the Local News: Local Journalism in
Context. Bob Franklin and David Murphy,
eds. London: Routledge, 1998. 1998. 273 pp.
$85, $24.99 (pbk). ISBN: 0-415-16802-3, 0-415-
16803-1 (pbk).

Managing Multimedia Projects. Roy Strauss.
Boston, MA: Focal Press, 1997. 220 pp. $24.95.
ISBN: 0-240-80244-6 (pbk).

Mass Communications Research Resources:
An Annotated Guide. Christopher H. Sterling,
James K. Bracken and Susan M. Hill, eds.
Mahwah, NJ: Lawrence Erlbaum Associates,
1998. 208 pp. $49.95. ISBN: 0-8058-2024-8.

Media Analysis Techniques, 2d ed. Arthur Asa
Berger. Thousand Oaks, CA: Sage, 1998. 219
pp- $46, $23.95 (pbk). ISBN: 0-7619-1453-6, 0-
7619-1454-4 (pbk).

Media Communication: An Introduction to
Theory and Process. James Watson. New York:
St. Martin’s Press, 1998. 317 pp. $50. ISBN: 0-
312-21200-3, 0-312-21201-1 (pbk).

Media, Culture, and the Religious Right. Linda
Kintz and Julia Lesage, eds. Minneapolis, MN:
University of Minnesota Press, 1998. 380 pp.
$26.05. ISBN: 0-8166-3084-4, 0-8166-3085-2
(pbk).

Media Research Techniques, 2d ed. Arthur Asa
Berger. Thousand Oaks, CA: Sage, 1998. 175
pp- $49.95, $22.95 (pbk). ISBN: 0-7619-1536-2,
0-7619-1537-0 (pbk).

Media, Ritual and Identity. Tamar Liebes and
James Curran, eds. London: Routledge, 1998.
265 pp. (Communication and Society Series).
$75, $24.99 (pbk). ISBN: 0-415-15991-1, 0-415-
15992-X (pbk).

Media Scandals: Morality and Desire in the
Popular Culture Marketplace. James Lull and
Stephen Hinerman, eds. New York: Columbia
University Press, 1997. 259 pp. $45, $17.50
(pbk). ISBN:0-231-11164-9,0-231-11165-7 (pbk).
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Media Semiotics: An Introduction. Jonathan
Bignell. Manchester: Manchester University
Press, 1997. 223 pp. $59.95, $19.95 (pbk). ISBN:
0-7190-4500-2, 0-7190-4501-0 (pbk).

Media Technology and Society: A History: From
the Telegraph to the Internet. Brian Winston.
London: Routledge, 1998. 374 pp. $85, $24.99
(pbk). ISBN: 0-415-14229-6, 0-415-14230-X
(pbk).

Mixed Methodology: Combining Qualitative
and Quantitative Approaches. Abbas
Tashakkori and Charles Teddlie. Thousand
Oaks, CA: Sage, 1998. 185 pp. (Applied Social
Research Methods Series: v. 46). $49.95, $19.95
(pbk). ISBN:0-7619-0070-5, 0-7619-0071-3 (pbk).

Multimedia in Action. James E. Shuman. Lon-
don: International Thomson Publishing, 1998.
352 pp. $54.95. ISBN: 0-534-51370-0.

NASA/TREK: Popular Science and Sex in
America. Constance Penley. London: Verso,
1997. 169 pp. $50. ISBN: 0-86091-405-4, 0-
86091-617-0 (pbk).

Political Communication: Politics, Press, and
Public in America. Richard M. Perloff.
Mahwah, NJ: Lawrence Erlbaum Associates,
1998. 492 pp. (LEA’s Communication Series).
$99.95, $45 (pbk). ISBN: 0-8058-1794-8, 0-8058-
1795-6 (pbk).

Power Without Responsibility: The Press and
Broadcasting in Britain, 5thed. James Curran
and JeanSeaton. London: Routledge, 1997. 420
pp- $75, $20.99 (pbk). ISBN: 0-415-16810-4, 0-
415-11407-1 (pbk).

Press Freedom and Development: A Research
Guide and Selected Bibliography. Clement E.
Asante, compiler. Westport, CT: Greenwood
Press, 1997. 216 pp. (Bibliographies and In-
dexes in Mass Media and Communications;
no. 11). $75. ISBN: 0-313-29994-3.

Production Research: An Introduction. Kathy
Chater. Oxford: Focal Press, 1998. 133 pp.
$29.95. ISBN: 0-240-51466-1.

Pulitzer Prize Feature Stories. David Garlock,
ed. Ames, IA: lowa State University Press,
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1998. 574 pp. $35.55. ISBN: 0-8138-2389-7.

Reaching a Critical Mass: A Critical Analysis
of Television Entertainment. Robert Abelman.
Mahwah, NJ: Lawrence Erlbaum Associates,
1998. 499 pp. $99.95, $45 (pbk). ISBN: 0-8058-
2199-6, 0-8058-2200-3 (pbk).

Reading the Rabbit: Explorations in Warner
Bros. Animation. Kevin S. Sandler, ed. New
Brunswick, NJ: Rutgers University Press, 1998.
271 pp. $49, %19 (pbk). ISBN: 0-8135-2537-3, 0-
8135-2538-1 (pbk).

Religion and Prime Time Television. Michal
Suman, ed. Westport, CT: Praeger, 1997. 174
pp. $55. ISBN: 0-275-96034-X.

Religion in the News: Faith and Journalism in
American Public Discourse. StewartM.Hoover.
Thousand Oaks, CA: Sage, 1998. 234 pp. $48,
$22.95 (pbk). ISBN:0-7619-1677-6,0-7619-1678-
4 (pbk).

Reporting News about Religion: An Introduc-
tion for Journalists. Judith M. Buddenbaum.
Ames, IA: Iowa State University Press, 1998.
230 pp. $29.95. ISBN: 0-8138-2977-1.

Stopping the Presses. Marda Liggett
Woodbury. Minneapolis, MN: University of
Minnesota Press, 1998. 271 pp. $25.10. ISBN:
0-8166-2929-3.

Student Television in America: Channels of
Change. Tony Silvia and Nancy F. Kaplan.
Ames, IA: Iowa State University Press, 1998.
229 pp. $29.95 (pbk). ISBN: 0-8138-2160-6.

Studying Culture: An Introductory Reader, 2d
ed. Ann Gray and Jim McGuigan, eds. Lon-
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don: Arnold, 1997. 367 pp. £14.99 (pbk). ISBN:
0-340-67688-4.

Tabloid Television: Popular Journalism and
the "Other News.” John Langer. London:
Routledge, 1998. 192 pp. (Communication and
Society). $75,$24.99 (pbk). ISBN: 0-415-06636-
0, 0-415-06637-9 (pbk).

Telecommunications Deregulation. James
Shaw. Boston, MA : Artech House, 1998. 394
pp- $69. ISBN: 0-89006-960-3.

Texas Signs On: The Early Days of Radio and
Television. Richard Schroeder. College Sta-
tion, TX: Texas A&M University Press, 1998.
247 pp. 529.95. ISBN: 0-89096-813-6.

Truth, Lies, and Advertising: The Art of Ac-
count Planning. Jon Steel. New York: John
Wiley & Sons, 1998. 298 pp. $29.95. ISBN: 0-
471-18962-6.

Twisting in the Wind: The Murderess and the
English Press. Judith Knelman. Toronto: Uni-
versity of Toronto Press, 1998. 322 pp. $50,
$21.95. ISBN: 0-8020-2915-9, 0-8020-7420-0
(pbk).

Understanding Society, Culture, and Televi-
sion. Paul Monaco. Westport, CT: Praeger,
1998. 141 pp. $55. ISBN: 0-275-96057-9.

Visual Culture: An Introduction. John A. Walker
and Sarah Chaplin. New York: Manchester
University Press, 1997. 231 pp. $79.95, $24.95
(pbk). ISBN:0-7190-5019-7,0-7190-5020-0 (pbk).
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