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MEDIA, PUBLIC OPINION,
AND POLITICAL ACTION

¢ Holli A. Semetko

R esearch on the subject of public opinion and political action from
a media studies perspective has expanded considerably in recent
years. Whereas in the mid-1980s, concern about media influence char-
acterized a comparatively small portion of what Kinder and Sears
(1986) described as research on public opinion and political action,
nowadays it is hardly possible to think of the media as anything but cen-
tral to research in this area. Many of the studies in this area can also be
described as within the interdisciplinary subfield of political communi-
cation research, which has also expanded considerably over the past
two decades.'

Some recent international examples illustrate the variety of reasons
why the media are at the center of public debate in many societies
around the world. Italy, for example, is classified as an established
democracy in comparative research, but many have come to question
this status given Prime Minister Berlusconi’s controlling interest in com-
mercial broadcasting in the country and his government’s political influ-
ence over public broadcasting (see also Hallin & Papathanassopoulos,
2002). Central and Latin American countries, many of which are soci-
eties in transition from military regimes, provide numerous examples
over the past two decades of how the news media contribute to the rise
and fall of political power (see, e.g., Waisbord, 1995, 1997, 2000). In
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Russia, Ukraine, and other post-Soviet societies in transition, the media
are often at the center of debate not only because of their general pro-
government bias (see, e.g., Mickiewicz, 1988, 1999; Semetko &
Krasnoboka, 2003) but also because of the many human rights viola-
tions against journalists.” And in China, where the news media are
heavily constrained and access is government controlled, concerns
about press freedom to diverge from the party line take on special
urgency in light of the sudden acute respiratory syndrome (SARS)
epidemic in 2003.

Studies of public opinion and political action are at an interdisciplinary
crossroads, and an array of quantitative and qualitative methods char-
acterizes research in this area. The growing body of research on public
opinion and political action can still be described as going the most
deeply into the U.S. case. Although it may be appropriate to describe
journalists as political actors and the news media as a political institu-
tion in any society (Cook, 1998; Patterson, 2002; Schudson, 2002), less
is known about other parts of the world where different institutional
conditions prevail. Growing scholarly interest in media, public opinion,
and political action on a global scale is not only because of opportunities
presented by the larger number of countries involved in democratiza-
tion processes over the past two decades but also because of the global
expansion of commercial media (McChesney, 1997).

Even in an established democracy such as the Netherlands, which is
representative of European multiparty parliamentary systems, in which
news organizations are largely independent from party influence and
levels of party identification and electoral turnout are comparatively
higher than the United States, there is evidence that one’s viewing
behavior has consequences that cannot always be thought of as “virtu-
ous”: Watching television news regularly on the public service channels,
for example, has positive effects on political learning, feelings of politi-
cal efficacy, and turning out to vote, whereas regularly opting for com-
mercial television news has consistent and significant negative effects on
these variables. This research thus supports a “dual-effects” hypothesis®
(Aarts & Semetko, 2003). Especially given the wide range of commer-
cial broadcasting options that citizens in most countries now have, the
role of television in politics today is under conditions quite apart from,
for example, Britain’s first television elections in the late 1950s and
early 1960s, when everyone had only a couple of channels to which they
could turn for news and reporters were quite reverent and descriptive
(as opposed to evaluative) in their coverage of candidates and leaders
(Blumler & McQuail, 1969).

There is also special concern about the potential consequences of
contemporary media environments for democracy building in societies
in transition, in which party systems are still in their infancy, news orga-
nizations and journalists are often in precarious positions, and there are
low levels of party identification and electoral experience among citi-
zens. In these societies in transition as well as in established democra-
cies, analysis of survey data can often show a positive relationship
between media use and satisfaction with democracy, trust in institu-
tions, and other measures of political attitudes (Dalton, 1996; Norris,
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2000), but given the superficial and limited range of questions about
media use in those surveys, such a general conclusion may mask the
more complex set of relationships that may be operating.

In the limitations of one chapter, it is impossible to cover the histor-
ically important studies from communication, political science, psy-
chology, and sociology that contribute to our present understanding of
the media’s role in public opinion formation, public political action, and
the link between these two processes. I have therefore chosen to focus
primarily on fruitful opportunities for interdisciplinary and multi-
methodological research in this area by reviewing some of the main
findings from research that has been conducted from a media studies
perspective over the past two decades. Such a perspective takes media
as a key part of the focus of public opinion and political action research,
with an emphasis on one or more of the following: use, contents, insti-
tutions, professionals, and media systems. I also do not include all of the
research published in the past 10 to 20 years in this area but instead
concentrate on some of the concepts, hypotheses, and perspectives that
I believe are important for the future. In particular, I focus on the
research about the formation of and changes in attitudes, the research

on social movements, and studies of frames and framing effects.

¢ Studying Attitude
Stability and Change

The question of consistency in political and
policy attitudes was the focus of Philip
Converse’s seminal research on attitude sta-
bility. Converse (1962, 1964) argued that
most Americans have no consistent pattern
to their opinions or beliefs and that their
opinions do not depend on ideological prin-
ciples. An analysis of American National
Election Study (ANES) panel data from
1956, 1958, and 1960 found that so many
changed their opinions on policy issues that
it appeared as if answers had been given at
random. The general conclusion was that
for most individuals, policy attitudes were
for the most part nonattitudes. From this
perspective, shifts in public opinion are
largely explained by a lack of knowledge,
interest, and ideology that results in ran-
domness of opinion.*

There are many contrasting views on
public opinion and what moves it. The
work by Page and Shapiro (1992) stands

out because it describes a “rational public”
whose opinions are moved by information
in a way that reveals consistency between
policy preferences and basic values. They
focus on aggregate public opinion in the
United States and show that it is largely
stable over time on many aspects of public
policy. This does not necessarily contradict
Converse (1962, 1964), who described
individual-level opinion change as largely
random because these random changes at
the individual level could appear stable at
the aggregate level. Page and Shapiro
(1992) argue, however, that public opinion
moves in response to events or new infor-
mation about an issue. They identified par-
allel publics (cohorts or demographic
groups) who used similar standards to
assess issues and whose opinions largely
moved in the same direction, and they con-
clude that opinion is rational and that atti-
tudes exhibit consistency.’

These two examples illustrate one of the
central problems in public opinion research
from a media effects perspective. It is the
tension between the individual level and the
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aggregate level. Most studies tend to focus
on one level or the other and often employ
only a single methodological approach.

METHODS

Each method has its own advantages
and disadvantages. Experiments allow for
the maximum control on the part of the
researcher of the environment within which
the study takes place and therefore result in
high internal validity, allowing us to specify
cause-and-effect relationships. But media
effects experiments also have special disad-
vantages, not the least of which is the labo-
ratory (not a natural setting) and the
stimulus material (which may distort what
is actually in the news). Surveys, by con-
trast, may be nationally representative and
are conducted in naturalistic settings.
Cross-sectional surveys nevertheless rely on
reported measures of communication expo-
sure and correlations between these and
reported attitudes. A panel survey, in which
the same group of respondents is inter-
viewed on separate occasions with the
advantage of the naturalistic setting, per-
mits causal analysis of effects. Panel studies
are not without problems, however, the
most common ones being attrition rates
and contamination effects. In addition to
these approaches, depth interviews, focus
groups, and deliberative events are also
common to research public opinion change
and have been the basis for some pioneering
studies on how people talk about and
process political news (Gamson, 1992;
Graber, 1988, 2001), frame it (Neuman,
Just, & Crigler, 1992), and interpret, argue,
and “deliberate” political issue information
(Price, Cappella, & Nir, 2002). Content
analysis has been often ignored by public
opinion researchers, even though reliable
and valid content indicators can be impor-
tant for an understanding of the sources of
media effects. Because each of the above
methods of research has its own inherent
strengths and weaknesses, a genuine under-
standing of the effects of communications

on attitudes ideally requires a design in
which a number of methods are used in a
complementary fashion.

MULTILEVEL ANALYSIS

Public opinion research that is survey
based has also developed sophisticated
tools for taking into account the contexts in
which public opinion is measured. And
data can be at different levels—for
example, the individual level, the organiza-
tional level, and the system level. Multilevel
analysis permits researchers to model the
different layers in the structure of multilevel
data and determine how layers interact
and influence the dependent variable
(Steenbergen & Jones, 2002). Multilevel
analysis is an especially relevant form of
modeling data for the study of media influ-
ence in a comparative research design in
which contextual variables are also impor-
tant (Shah, McLeod, & Yoon, 2001).

In the process of European political and
economic integration, in which many coun-
tries are giving up some aspects of author-
ity to another level of government and
publics are forming opinions about
national-level as well as European-level
issues and institutions, multilevel analysis is
especially useful for the study of opinion
formation (Rohrschneider, 2002). It can
also be useful to assess the impact of the
news on political behavior—specifically,
the decision to vote or, more appropriately,
not to vote. In the 1999 European
Parliament elections, for example, turnout
was down from the previous election and
reached the exceptionally low levels of 23%
in the United Kingdom and 30% in the
Netherlands and Finland, in comparison
with highs elsewhere of 64% in Spain, 71%
in Italy, and 70% in Greece.

Research on electoral turnout in
European parliamentary elections has, for
the most part, included some of these con-
textual variables alongside traditional
demographic characteristics (education,
age, gender) but, with few exceptions
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(Blumler, 1984) and until recently, has
largely ignored the contribution of the
media or the campaign information envi-
ronment to mobilizing or demobilizing
electors (Niedermyer & Sinnott, 1998;
Sinnott, 1995, 1998; van der Eijk &
Franklin, 1996).° Theories about party
competition and factors influencing elec-
toral turnout, such as the day an election is
held or the presence of more than one elec-
tion in one country on the same day, can be
tested using a multilevel analysis that per-
mits the integration of quantity and tone of
media reporting (about the 1999 European
parliamentary election campaigns in each
country) into the model predicting turnout
or abstention. This model also includes
potentially important national contextual
influences such as, for example, concurrently
held national or local elections, Sunday
voting, and the presence of a viable anti—
European Union (EU) party (Banducci &
Semetko, 2002).

¢ The Media as a Facilitator
of Opinion and Action: The
Link Between the Individual
Level and Societal Level

Media are often conceptualized as the pri-
mary connection between an individual and
the society. One important line of research
deals with the citizen as a consumer of news
and media information, as well as a member
of a community, and how mediated infor-
mation and personal experience influence
opinions and action. A central focus has
been to identify the ways in which media
uses and contents influence individual opin-
ion, within the context of one’s personal
network of political discussants. This has
emphasized the consequences of exposure to
information in the media, in comparison
with exposure to information via personal
networks, for the development and percep-
tion of political attitudes.” Does the infor-
mation in the media enhance or diminish

the influence of personal experience and
networks on the formation of political
attitudes?

One study focused on individuals’
personal experience with a problem or issue
and how this can become politicized in the
context of news and media information
sources. By reporting people’s experiences
and linking them to the experiences of
others, the media help people to interpret
their own personal experience as part of a
larger societal trend. According to Mutz
(1994), for example, “Mothers who have
lost their children to automobile fatalities
have long been against drunk driving, but
until the issue became highly publicized
through the efforts of Mothers Against
Drunk Driving, their personal experiences
were not highly politicized” (p. 691). In this
way, the media may help the victim of a
crime or the unemployed worker to come to
realize that she or he is one of many across
the country or in the community. The media
therefore may contribute to the politiciza-
tion of one’s personal experience because
this can, in turn, affect political opinions
and political preferences and can potentially
induce people to take political action. The
problem of unemployment is one that is
often covered in the news and is one with
which many individuals also have personal
experience. According to Mutz (1994),

Exposure to unemployment news
appears to strengthen the impact of per-
sonal experiences [with unemployment]
on presidential performance ratings.
Heavy unemployment coverage also
increases the extent to which perceptions
of national unemployment conditions
are generalized from personal experi-
ence. Overall, ... mass media may
... help legitimize the translation of pri-
vate interests into political attitudes.
(p. 689, emphasis added)

Another study addressed the extent to
which individuals learn more about political
views dissimilar to their own via the media
in comparison with one’s interpersonal

o



356 & Economy and Power

17-downing.gxd 7/27/2004 6:52 PM Page 356 $

network of political discussants.® This is an
important question not least in the U.S. con-
text, in which the media have been criticized
for not offering a wide range of political
viewpoints. Yet Mutz and Martin (2001)
find that

individuals are exposed to far more dis-
similar political views via news media
than through interpersonal political dis-
cussants. The media advantage is rooted
in the relative difficulty of selectively
exposing oneself to those sources of
information, as well as the lesser desire
to do so, given the impersonal nature of
mass media. (p. 97)

The media are therefore described as
“facilitating communication across lines of
political difference.” Impersonal influence
refers to the important role played by media
in shaping perceptions of societal-level
trends and developments. According to
Mutz (1998),

Media play a particularly important role
in shaping impersonal perceptions, and
impersonal perceptions, in turn, play a
particularly important role in shaping
political judgments. Nonetheless, citizens
are not necessarily doomed to excessive
conformity or to puppet-like manipula-
tion at the hands of those who control
media content . ..the normative social
influence conveyed by interpersonal polit-
ical discussion is obviously important, but
the American public also demonstrate a
great deal of independence, even in face-
to-face settings. (p. 270)

The American penchant for demonstrat-
ing independence in political discussions is
by no means a universal trait. The “spiral-
of-silence theory,” one of the most widely
debated theories in public opinion research,
is based on the idea that one’s willingness
to express one’s own political opinions is
constrained by how she or he perceives
the climate of public opinion (Noelle-
Neumann, 1974). Dozens of studies have

been conducted to address key hypotheses
in the theory over the past two to three
decades. A review of this body of research
shows that inconsistencies in conceptualiza-
tion, operationalization, and a lack of atten-
tion to macroscopic variables explain much
of the variance in the spiral-of-silence
effects. Scheufele and Moy (2000) conclude,

Spiral of silence studies in different
cultures have failed to take into account
culture-specific variables that may
mitigate the importance of opinion
perceptions as predictors of individual
behavior or attitudes. In other words,
cross-cultural differences are key factors
in predicting speaking out, the key
dependent variable in spiral of silence
research. As a result, we call for the
return to a more macroscopic focus in
spiral of silence research. (p. 3)

The perceptions of the climate of opin-
ion, or the distribution of public opinion on
an issue, can also influence an individual’s
willingness to participate in political activi-
ties such as expressing one’s opinion and
other forms of participation (Scheufele &
Eveland, 2001). Another study has found
an important interaction effect between
reliance on hard news media and the fre-
quency of political discussion. The effects
of hard media use are different for people
who often talk about politics with others in
comparison with those who do not

(Scheufele, 2002).

NEW MEDIA AND
CIVIC ENGAGEMENT

How citizens connect and engage with
civic life has been potentially enhanced with
the arrival of the Internet. Amidst public
concern about the lack of interest that
young people have in reading newspapers
or watching news, the Internet provides
new opportunities for entertainment and
information. A multilevel research design
that takes into account individual-level
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media use and community-level variables
explored the influence of both on civic
engagement, measured as interpersonal
trust and participation. Although, not sur-
prisingly, the study found that reliance on
the media for information purposes is posi-
tively related to the production of social
capital,” whereas entertainment uses of the
media are negatively related to civic partic-
ipation,'’ there was also an important
and surprising interaction effect (Shah,
McLeod, et al., 2001):

Informational uses of mass media were
also found to interact with community
context to influence civic engagement.
Analyses within sub-samples find that
among the youngest adult Americans,
use of the Internet for information
exchange more strongly influences trust
in people and civic participation than do
uses of traditional print and broadcast
news. (p. 464)

A related study based on the same data
set further explores the associations
between Internet use as compared to other
media among different age cohorts and
reinforces the point that Internet influ-
ence on the production of social capital
is primarily confined to the younger
(“Generation X”) cohort.'! The authors
conclude (Shah, Kwak, & Holbert, 2001),

Although the size of associations is gen-
erally small, the data suggest that infor-
mational uses of the Internet are
positively related to individual differ-
ences in the production of social capital,
whereas social-recreational uses are
negatively related to these civic indica-
tors. Analyses within sub-samples
defined by generational age-breaks fur-
ther suggest that social capital produc-
tion is related to Internet use among
Generation X, while it is tied to tele-
vision use among Baby Boomers and
newspaper use among members of the
Civic Generation. (p. 141)

Political Learning

Doris Graber’s (2001) research demon-
strates how vital visuals are for the reten-
tion and understanding of information,
particularly political information. Tele-
vision and, increasingly, the Internet, as it
becomes more graphics than text driven,
are therefore important sources of informa-

tion for political learning. According to
Graber (2001),

Audiovisuals ease two major informa-
tion-processing problems: failure to
embed information in long-term mem-
ory and inability to retrieve it when
needed. . . . All else being equal, when
messages include visuals rich in relevant
information, memory is enhanced . . . its
accuracy improves as well. Good visuals
make a situation more graphic and
vivid . . . they are etched more deeply
into memory initially than non-visual
messages. In turn, because they are more
easily recalled, they are frequently
refreshed, which then prevents fading.
(pp- 33-34)

Research shows that there is a difference
between unsophisticated and sophisticated
television viewers in coping “with messages
that require complex processing at both the
verbal and the audiovisual levels” (Graber,
2001, p. 35; see also Rahn & Cramer,
1996). One reason why audiovisuals do not
consistently enhance learning or recall is
because many TV news visuals are “totally
uninformative” (Graber, 2001, p. 35). In
comparison with television news, news on
the Internet is received by a more interested,
active (and interactive) audience.

¢ Media, Public Opinion, and
Protest as Political Action

Much of the research on protest and collec-
tive action has taken a comparative histori-
cal approach with case studies from the
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19th century or earlier. Political opportunity
structure is an important theoretical con-
cept in the arsenal of social movement
theories that has provided a framework for
much of the collective action research in
which the 20th century is the focus
(McAdam, Tarrow, & Tilly, 2001; Tarrow,
1998). Political opportunity structures refer
to “consistent—but not necessarily formal
or permanent—dimensions of the political
environment that provide incentives for
people to undertake collective action by
affecting their expectations for success or
failure” (Tarrow, 1998, p. 85). Public
opinion is one of those consistent dimen-
sions of the environment. But the role of
public opinion, particularly how the media
reporting of events and of public opinion
contributes to perceptions of “incentives”
for undertaking collective action, has not
been central to the research conducted from
within this perspective. There has been
attention to rhetorical framing of arguments
from those working within a political oppor-
tunity structure approach (Koopmans &
Duyvendak, 1995), but as a whole, the dis-
cussion of the media takes the form of refer-
ences to other studies involving framing
(Gamson & Modigliani, 1989) and some
attention to the way various actors, includ-
ing the media, frame political opportunity
(Gamson & Meyer, 1996). There has been
a call for an effort to “insert a dimension of
public discourse within a political opportu-
nity perspective”!® (Koopmans & Statham,
2000, pp. 36-37), but although content
analysis has been used, it has not been for
the purpose of assessing the contribution of
the media to collective action from a politi-
cal opportunity structure perspective. A
cross-national comparative study uses a
content analysis of quality newspapers in
Germany and Britain to provide a record of
the “claims-making” activities of various
groups, but the way this has been done fails
to consider from a political opportunity
perspective any questions about media
power in shaping news agendas or media
effects on collective action processes. There
remains the problem of using the media as

an indicator of claims-making activities in
the public sphere, without acknowledging
that the news organization or outlet can be
an independent actor in the process.

Social protest, social movements, and
collective action provide a fascinating set-
ting for the study of the influence of media
and communication process on public opin-
ion, as studies of the student, antiwar, and
environmentalist movements have shown
(see, e.g., Gamson, 1988; Gitlin, 1980;
Hallin, 1986). Public opinion and media
coverage of events and opinions may help
to facilitate or diminish opportunities for
collective action. Research has shown that
conceptions of public opinion are embed-
ded in the news coverage of social protest
(McLeod & Hertog, 1992). There are com-
mon approaches to framing protest in the
news (Hertog & McLeod, 1995), and the
term protest paradigm has been used to
describe the formulaic approach that jour-
nalists take in reporting social protest
(McLeod & Detenber, 1999). These com-
mon characteristics of protest reporting can
have important consequences for the opin-
ions of audiences. For example, when the
news is framed in a way that supports the
status quo in the coverage of one social
protest, an experiment found that “viewers
were more critical of and less likely to iden-
tify with the protesters, less critical of
the police, and less likely to support the
protesters’ expressive rights” (McLeod &
Detenber, 1999). Support for the status quo
in the news coverage also led to lower esti-
mations of the effectiveness of the protest,
perceptions of its newsworthiness, and
public support for the protest.

The framing of issues in the media also
has effects on the mobilization of social
movements. Media framing of issues has
been described as an alternative or comple-
mentary explanation to the influence of
public opinion, elite cues, and political
opportunity structure on movement mobi-
lization (Cooper, 2002). Cross-national
comparative research on protest shows that
“congruence” between the media’s and the
movement’s framing of the issues, for
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example, can facilitate mobilization but
that mobilization is hindered if there is
“divergence” (Cooper, 2002).

The student peace movements during
the intensification of the Vietnam War and
the media coverage of the opposition to the
war, along with the shifts in public support
for the war over time, provide a basis for
addressing questions about information,
opinion change, and political action. The
Vietnam War was the case used by John
Zaller (1991, 1992) to explain both
individual-level and aggregate-level changes
in one model of U.S. public opinion.
Whereas past research at the individual-
level “modeled mass opinion change as a
two-step process involving reception of
political communication and acceptance or
rejection of that communication,” Zaller
(1991, p. 1215) proposed “a two-message
version of the reception-acceptance model,
in which citizens are exposed to two oppos-
ing communication flows, either or both of
which may affect their opinions.” Different
levels of attention to politics and different
political values among citizens, along with
variation over time in the intensity of oppo-
sitional messages in the media, interact in
this model to explain both aggregate-level
shifts and individual-level changes over
time.

THE CONDITIONING EFFECTS
OF POLITICAL INVOLVEMENT

The more politically involved are gener-
ally characterized by greater political
knowledge, attentiveness, exposure to polit-
ical information, and attachment to certain
political values or beliefs. The literature
does not provide a clear answer on what to
expect concerning the relationship between
attitude change and political involvement.
Converse (1964) would predict that citizens
with the lowest levels of exposure, interest,
knowledge, and beliefs would change only
randomly or not at all; those who were at
the highest levels would remain stable or
change systematically; and those in the

middle levels would be most open to
influence from the information environ-
ment. Following Converse, Zaller (1992)
also argues that a more detailed distinction
in levels of awareness or attentiveness is
necessary because the relationship between
attitude change and political awareness
may be nonlinear. Awareness or attentive-
ness is operationalized with the use of a
scale or index of political knowledge by
Zaller (1991, 1992), and the expectation is
that citizens with intermediate knowledge
levels would be most likely to be affected by
information. His model of public opinion
change has inspired a host of studies over
the past decade.

There continues to be debate, however,
about the validity of the measures used to
establish political knowledge levels. The
importance of political knowledge as a pre-
dictor of political involvement is acknowl-
edged in the literature, but there remains
disagreement over how it should best be
measured (see, e.g., Delli Carpini & Keeter,
1993; Graber, 2001; Luskin, 1990;
Mondak, 2001). Recent research likens the
factual political knowledge questions used
in most survey-based studies (including the
ANES) to a high school civics exam and
questions the ability of these questions to
capture actual political understanding and
awareness (Graber, 2001; Mondak, 2001).

¢ Agenda Setting,
Priming, and Framing

Although some researchers have attached
the word theory to each of the above terms,
others refer to agenda setting, priming, and
framing as key concepts or processes in
public opinion research. There is also
debate about whether and how these con-
cepts, processes, or theories, in terms of
effects on audiences, are actually related
(McCombs, Lopez-Escobar, & Llamas,
2000; Scheufele, 2000). I do not wish to
elaborate the debate over the status of these
as concepts or theories or take sides in

o



360 & Economy and Power

17-downing.gxd 7/27/2004 6:52 PM Page 360 $

the discussion over their independence or
interdependence. Below I discuss briefly the
developments in agenda-setting research
before turning to key questions in priming
and framing research.

AGENDA SETTING

Much of the research testing the agenda-
setting hypothesis has drawn on two sources
of data. One is content analysis of the news.
This is used to establish the most important
issues in the news. The other measures pub-
lic opinion. The latter has included cross-
sectional designs, time series of comparable
cross-sectional surveys, more elaborate
panel studies, and experiments. Support for
the hypothesis of media agenda-setting
effects has been found in hundreds of stud-
ies over the past few decades (for reviews,
see McCombs, 1981, 2004; McCombs,
Einsiedel, & Weaver, 1991; McCombs &
Shaw, 1993; Rogers & Dearing, 1988;
Rogers, Dearing, & Bregman, 1993;
Stempel, Weaver, & Wilhoit, 2003;
Swanson, 1988; Weaver, McCombs, &
Spellman, 1975; Weaver, Graber, McCombs,
& Eyal, 1981). These studies provide sub-
stantial support for the hypothesis that the
most prominent issues in the news are also
the issues that become the most important
in public opinion. The fact that support for
the agenda-setting hypothesis has been
found using all of these of methodological
approaches further strengthens the argu-
ment for a powerful news media.

The term itself was first coined by
McCombs and Shaw (1972), based on
their community study of media agenda
setting in a U.S. presidential campaign,
which involved content analysis and cross-
sectional survey data. The study was “pio-
neering” for providing evidence of a strong
and significant correlation between the
campaign agenda in the media and in pub-
lic opinion, as well as setting forth the
hypothesis that agenda setting is a process
led by the news media (Rogers & Dearing,
1988).

A yearlong panel study of the 1976 U.S.
presidential election, designed specifically
to test the agenda-setting hypothesis, pro-
vided further evidence of the direction of
the causal link from media agendas to pub-
lic agendas (Weaver et al., 1981). The
authors identified the relative strengths of
television and the newspapers as influences
on public opinion and established that
agenda-setting effects varied over time, with
the strongest during the spring and summer
and the weakest during the final 12 weeks
of the campaign, particularly with respect
to unobtrusive issues such as foreign affairs,
the environment, and government credibil-
ity. Patterson’s (1980, p. 159) multiwave
panel study of the same 1976 campaign
also found that newspapers were more
important vehicles than television news for
voter learning about the issues and estab-
lished that the more heavily the issue was
reported in the press, the more readers with
low or moderate interest in the election
learned about the issue.

Iyengar and Kinder (1987, p. 12) tried to
diminish the artificiality of the experimental
setting and drew their sample from hetero-
geneous groups of people (not only college
sophomores) and followed a strategy of
conceptual replication in a series of experi-
ments testing the agenda-setting power of
television news. Findings combined from
three sources—a series of sequential exper-
iments each lasting 1 week (with pre- and
postexperimental questionnaires), addi-
tional experiments that required only
postquestionnaires, and an analysis of time-
series data from national public opinion
polls—provided further substantial support
for the agenda-setting hypothesis. They
thus concluded, “By attending to some
problems and ignoring others, television
news shapes the American public’s political
priorities. These effects appear to be neither
momentary, as our experimental results
indicate, nor permanent, as our time-series
results reveal” (Iyengar & Kinder, 1987,
p. 33). The study was innovative in its focus
on television news as an agenda setter in
normal (nonelection) periods.

o



17-downing.gxd 7/27/2004 6:52 PM Page 361 $

Media, Public Opinion, and Political Action & 361

Media power to influence public agendas
may be conditioned by a number of factors.
One is the extent to which real-world indica-
tors reinforce or diminish the media message.
Another is the type of issue—“unobtrusive”
issues may be more susceptible to agenda set-
ting. News about foreign affairs and foreign
peoples, with whom viewers have little or no
direct experience, is an example of an “unob-
trusive” issue (see also Baum, 2002). Media
influence may also vary with the type of pub-
lic agenda. An individual’s civic agenda (his
or her perception of the most important
issues or problems facing the community)
may be quite different from an individual’s
personal agenda (his or her opinion about the
most important problems he or she is facing).
When an individual’s personal agenda is the
focus of research, then there is considerably
less support for the agenda-setting hypothesis
(McLeod, Becker, & Byrnes, 1974).

Election campaigns outside the United
States have been the focus for a number of
studies that have not found evidence in sup-
port of the agenda-setting hypothesis.
British general elections in the 1980s and
1990s have provided more than one
example in which media agendas and audi-
ence agendas failed to coincide (see, e.g.,
Miller, Clarke, Harrop, LeDuc, &
Whiteley, 1990; Norris, Curtice, Sanders,
Scammell, & Semetko, 1999), and in
Germany too, agenda-setting effects failed
to materialize in the historic 1990 election
(Semetko & Schoenbach, 1994).

Priming

In a study of citizens’ responses to
Watergate, Weaver et al. (1975) argued

that for persons with a high need for ori-
entation about politics, mass communica-
tion does more than merely reinforce
preexisting beliefs. In fact, the media may
teach these members of the audience the
issues and topics to use in evaluating cer-
tain candidates and parties, not just during
political campaigns, but also in the longer
periods between campaigns. (p. 471)

They refer to the process that came to be
later described by the term priming in polit-
ical communication research. Other early
studies also provided evidence of the
media’s role in shaping the standards by
which citizens evaluate political leaders and
candidates (see, e.g., Patterson, 1980;
Patterson & McClure, 1976; Protess &
McCombs, 1991; Weaver et al., 1981). The
term priming has been defined broadly by
Fiske and Taylor (1984) as the effects of
prior context on the interpretation and
retrieval of information, as well as more
specifically by Iyengar and Kinder (1987)
and Krosnick and Kinder (1990) as changes
in the standards used by the public to eval-
uate political leaders. Their experiments
also provide support for the priming
hypothesis.

Krosnick and Kinder (1990) used a
simple knowledge test (a count of the
number of political elites a respondent was
able to identify correctly) to partition their
respondents into two groups—political
“novices” (with low knowledge) and
“experts” (with high knowledge)—and
argued that the novices are most susceptible
to media influence. Krosnick and Brannon
(1993) investigated the (separate and com-
bined) roles of knowledge, interest, and
exposure in the priming of evaluations of
U.S. President George Bush over the period
surrounding the 1990-1991 Gulf War
when his approval ratings jumped more
than 20 percentage points. They concluded
that the relationship between knowledge
and priming effects is more complex than
previous research suggests and actually
revised the conclusion of Krosnick and
Kinder (1990) with respect to the effects of
knowledge. Krosnick and Brannon point
toward a social psychological model of
information processing:

Greater knowledge constitutes a greater
ability to interpret, encode, store, and
retrieve new information. And higher
levels of exposure and interest are asso-
ciated with a greater likelihood of form-
ing on-line political evaluations and a
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dilution of priming effects due to a wider
range of knowledge being activated by
media coverage. (p. 972)

Miller and Krosnick (2000) went further to
elaborate the importance of trust when the
moderating role of political expertise in
information processing is considered. They
argue,

Media coverage of an issue does indeed
increase the cognitive accessibility of
related beliefs, but this does not produce
priming. Instead, politically knowledge-
able citizens who trust the media to be
accurate and informative infer that news
coverage of an issue means it is an
important matter for the nation, leading
these people to place greater emphasis
on that issue when evaluating the
President. Thus, news media priming
does not occur because politically naive
citizens are “victims” of the architecture
of their minds, but instead appears to
reflect inferences made from a credible
institutional source of information by
sophisticated citizens. (p. 301)

There are at least two recent overviews
of the literature on priming. One brings
together the 30-some studies from the fields
of psychology, communication, and politi-
cal science that deal explicitly with media
priming, and its well-developed discussion
of what constitutes media priming makes
this a theoretically important study as well
as a valuable critical assessment of the liter-
ature (Peter, 2002). Another is a meta-
analysis of the priming literature that
incorporates the research in the areas of
violence as well as politics, based on 26
published articles representing 42 studies,
and in conclusion raises questions about
whether media priming actually shares com-
mon characteristics with the type of priming
studied by cognitive and social psychologists
(Roskos-Ewoldsen, Klinger, & Roskos-
Ewoldsen, 2002). The study suggests that one
of the important questions for future media
priming research, which is a characteristic

of psychological priming research, is whether
more intense media primes result in stronger
priming effects.

These two overviews of the priming
literature also emphasize the need to further
distinguish, both theoretically and opera-
tionally, priming effects from what has
been described as that which is “chronically
accessible” (see, e.g., Lau, 1989). Another
relevant study of priming effects put it this
way: “Future research should conceptualize
priming more broadly to include considera-
tions of both the accessibility of cognitions
in short-term memory and the pathways
among information in long-term memory”
(Dombke, Shah, & Wackman, 1998).

The priming literature as a whole sug-
gests that effects are mediated by levels of
political involvement, as measured by
knowledge, exposure, and interest.'* But
the groups most likely to be primed and the
sign or direction of the priming effect
remain unclear. In fact, the complex inter-
actions between knowledge, exposure, and
interest led Krosnick and Brannon (1993)
to revise the conclusion of Krosnick and
Kinder (1990) on the knowledge and atten-
tiveness (exposure and interest) groups
most likely to be primed and the sign or
direction of the priming effects of these
variables. There is also some evidence to
suggest that priming effects may occur
across the board and may not always be
mediated by levels of political involvement
(see also Peter, 2002).

Framing

Framing research, like agenda-setting
research, focuses on the relationship between
issues in the news and the public perceptions
of these issues. But it also goes further and
“expands beyond agenda-setting research
into what people talk or think about by
examining how they think and talk about
issues in the news” (Pan & Kosicki, 1993,
p. 70; see also Pan & Kosicki, 2001).
Another study actually concludes “that a
model combining the theories of agenda
setting and framing provides a better
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explanation for the shifts in aggregate
opinion than either theory on its own”
(Jasperson, Shah, Watts, Faber, & Fan,
1998, p. 205).

Our understanding of frames and framing
effects has been the subject of much research
over the past few decades (e.g., de Vreese,
2002; de Vreese, Peter, & Semetko, 2001;
de Vreese & Semetko, 2004, in press;
Edelman, 1993; Entman, 1991, 1993; Fiske
& Taylor, 1984; Gamson, 1992; Goffman,
1974; Graber, 1988, 1993; Iyengar, 1991;
Jasperson et al., 1998; Neuman et al.,
1992; Price, Tewksbury, & Powers, 1997;
Semetko & Valkenburg, 2000; Tuchman,
1978; Zaller, 1992). Frames set the parame-
ters “in which citizens discuss public events”
(Tuchman, 1978, p. iv). They are “persistent
selection, emphasis, and exclusion” (Gitlin,
1980, p. 7). The process of framing refers to
selecting “some aspects of a perceived real-
ity” to enhance their salience “in such a way
as to promote a particular problem defini-
tion, causal interpretation, moral evalua-
tion, and/or treatment recommendation”
(Entman, 1993, p. 53). Framing effects have
been defined as “changes in judgment
engendered by subtle alterations in the defin-
ition of judgment or choice of problems”
(Iyengar, 1987, p. 816) or “one in which
salient attributes of a message (its organiza-
tion, selection of content, or thematic struc-
ture) render particular thoughts applicable,
resulting in their activation and use in evalu-
ations” (Price et al., 1997, p. 486).!5 A work-
ing definition of framing that brings together
the study of frames and framing effects is
proposed by Stephen Reese in the prologue
to Framing Public Life: “Frames are orga-
nizing principles that are socially shared and
persistent over time, that work symbolically
to meaningfully structure the social world”
(Reese, Gandy, & Grant, 2001, p. 11).

Two possible approaches to identifying
frames in the news emerge from a review of
the literature:

The inductive approach involves analyzing
a news story with an open view to
attempt to reveal the array of possible

frames, beginning with very loosely
defined preconceptions of these frames
(see, for example, Gamson, 1992). This
approach can detect the many possible
ways in which an issue can be framed, but
this method is labor intensive, often based
on small samples, and can be difficult to
replicate.

A deductive approach involves pre-
defining certain frames as content ana-
Iytic variables to verify the extent to
which these frames occur in the news.
This approach makes it necessary to
have a clear idea of the kinds of frames
that are likely to be in the news, because
the frames that are not defined a priori
may be overlooked. This approach has
the advantage that it can easily be repli-
cated, it can cope with large samples,
and it can easily detect differences in
framing between media (e.g., television
vs. press) and within media (e.g., high-
brow news programs or newspapers vs.
tabloid style media). (Semetko &
Valkenburg, 2000, pp. 94-95)

A number of news value-driven frames
emerge from a review of the literature. The
conflict frame, for instance, has been the
subject of much discussion in the United
States, where reporters have been criticized
for being too negative in the coverage of
politics (Capella & Jamieson, 1997;
Patterson, 1993). Neuman et al. (1992)
identified several different frames that were
common in the U.S. news coverage of a
range of issues, and these frames included
conflict, economic consequences, human
impact, and morality frames. Iyengar
(1991) explicitly studied how audience
members framed who was responsible for
various social problems, after he exposed
them to issues imbedded within what he
described as frames: episodic, which refers
to stories that report specific events, and
thematic, which refers to stories that
involve analytical, contextual, or historical
coverage. One of the problems with much
of the research on frames in the news is
the lack of specification of measures and
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the lack of attention to the validity and
reliability of measures.

Taking a deductive approach to analyzing
frames in the news based on a review of the
most common frames in the news—and in
an effort to bring greater validity and relia-
bility to the study of news frames—one
study of national news coverage of politics
in one European country developed reliable
scales to measure “conflict,” “human inter-
est,” “economic consequences,” “morality”
and “attribution of responsibility” frames in
the news (Semetko & Valkenburg, 2000,
p. 100). The authors found that although
the use of frames varied significantly by
news outlet (the more sensationalist outlets
vs. the more sober ones), the most common
frame in political news was attribution of
responsibility, followed by conflict. They
also measured the extent to which news was
“episodic” or “thematic” in Iyengar’s
(1991) terms.

The attribution-of-responsibility frame
was defined as that which presents an issue
or problem in such a way as to lay blame or
credit for its cause or solution either to the
government or to an individual or group
(Semetko & Valkenburg, 2000). This was
an effort to further develop the work of
Iyengar (1991), who studied how audiences
framed responsibility but who never actu-
ally measured how the news framed
responsibility for causing and solving social
problems. Iyengar argued that the medium
of television—specifically, television news,
by covering an issue or problem in terms of
an event, instance, or individual (“episodi-
cally”) rather than in terms of the larger
historical social context (“thematically”)—
encourages people to offer individual-level
explanations for social problems. That
explained why his framing experiments
found that the poor woman on welfare is
held responsible for her fate rather than the
system or the U.S. government.

Television news in Europe, as in the
United States, is also predominantly
“episodic,” but the content analysis of
European political news revealed that at
the same time, responsibility was often

» <«

attributed to the government and not the
individual. These findings suggest that
although television news in many countries
may be predominantly episodic because of
news values and preferences for news for-
mats, the way in which responsibility is
framed in the news is influenced by the
political cultures and social contexts in
which the news is produced. In Western
European democracies, unlike the United
States, where the welfare state is compara-
tively strong, the government is expected to
provide answers to social problems.
Television news therefore can be episodic
and at the same time frame the government
(rather than the individual) as responsible
for social problems such as poverty.
Although much of the work on framing is
conducted in one country and primarily the
United States, it is nevertheless important to
consider how other contexts may circum-
scribe the generalizations one may be
tempted to draw from the data.

Media and Elections

Studies of elections and campaign-
induced opinion change have incorporated
some aspects of a media studies perspective.
The sheer amount of U.S. literature now
available on questions about opinion
change and campaign influence, as well as
media uses and impacts in elections at vari-
ous levels, is so large that a thorough dis-
cussion of the findings cannot fit within the
parameters of this chapter. A number of
studies, for example, based on presidential
campaigns in the past two decades empha-
size the importance of presidential cam-
paigns (Holbrook, 1996; Popkin, 1994),
call into question the so-called “minimal
effects” model of elections (Finkel, 1993),
and identify the impacts of campaign
events, media appearances, and advertising
on voting (Shaw, 1999; Shaw & Roberts,
2000). The U.S. 2000 presidential cam-
paign also saw major studies conducted by
Thomas Patterson and others at Harvard
University (see www.vanishingvoter.org),
and there were a number of major research
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projects on the media and the campaign
launched by researchers at the Annenberg
School for Communication at the
University of Pennsylvania. A special issue
of Political Communication (Bimber, 2002)
was devoted to the topic of political com-
munication in this election, which ironically
had more people paying attention to it after
Election Day than before.

Media effects may be cognitive (effects on
political knowledge), attitudinal (effects on
political opinions), or behavioral (effects
on turnout and vote choice). A number of
election studies in the 1980s and 1990s
identified significant media effects in
national election campaigns in a number of
countries outside the United States. These
include Britain (Curtice & Semetko, 1994;
Miller et al., 1990; Norris et al., 1999),
France (Semetko & Borquez, 1991),
Germany (see, e.g., Finkel & Schrott, 1995;
Pfetsch & Voltmer, 1994; Schmitt-Beck &
Schrott, 1994; Semetko & Schoenbach,
1994), the Netherlands (Aarts & Semetko,
2003), Canada (Carty & Eagles, 2000;
Jenkins, 1999; Mendelsohn, 1996), and
New Zealand (Vowles et al., 2002).

The influence of media in referendum
campaigns has only more recently received
scholarly attention. Because a referendum is
fought on one issue, and because that issue
can often cut across party lines, the news
media may be a more important source of
information to voters who cannot fall back
on their traditional party sympathies for
guidance on how to vote or motivation on
whether to vote. As the European Union
member states increase from 15 to 25 in
2004, national referendums on issues about
European integration will become increas-
ingly common. Research on the influence of
the media in European referendums to date
has revealed that the campaign news mat-
ters not only for vote choice but also for cit-
izens’ perceptions about the campaign and
the various aspects of the referendum issue,
as well as for evaluations of political lead-
ers during the campaign and in the period
after the referendum result (de Vreese &
Semetko, 2002a, 2002b, 2004, in press).

Negative Campaigning

The effects of negative political advertising
in elections has been the topic of much U.S.
research and was also the focus of a sym-
posium in the American Political Science
Review (Volume 93, December 1999). A
meta-analysis of the large body of research
into the effects of negative advertising,
however, shows that there is no clear
answer to the question of whether it is
actually effective. Research by Kim Kahn
and Patrick Kenney (1997, 1999) on the
effects of information on intense and hard-
fought campaigns in U.S. Senate races
found that the uses and impact of informa-
tion by those with high social capital were
different from those with low social capi-
tal. The latter rely more on party identifi-
cation, issues, presidential approval, and
assessments of personal and economic cir-
cumstances, whereas those with higher
social capital are less affected by changes in
the campaign environment. And with
respect to the likelihood of turning out to
vote on Election Day, Kahn and Kenney
(1999) found that negative campaigning
also had an influence. But the tone of the
campaign has a greater impact on those
with low social capital, such as no party
attachment, little or no interest in politics,
and less political knowledge, particularly
when the nature of the negative campaigns
shifts from legitimate criticisms to unsub-
stantiated attacks.

¢ Conclusions

This discussion of public opinion and polit-
ical action has summarized some of the
developments in research from a media
studies perspective, as well as some research
that has not emphasized media and media
effects as central in the processes of social
change. Research from a media studies
perspective considers the characteristics of
media content and the factors that produce
media content, the actions of journalists
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and news organizations, and how these
together may influence public perceptions.

A media studies perspective provides a
potentially fruitful avenue for theory build-
ing. In the study of collective action, for
example, it would be worthwhile to devote
more attention to the impressive sociologi-
cal literature on political opportunity struc-
tures and how this might be elaborated
from a media studies perspective. Such an
approach would aim to integrate the media
as a political actor into the larger arena of
opportunity structure.

Another avenue for theory building that
is becoming increasingly important to
research conducted from a media studies
perspective is a comparative angle. All
research is comparative, in the sense that it
is impossible to discuss change or absolutes
without reference to something else.
Comparisons over time are important, and
assumptions about change over time are
often looming in the background, if not
already at the forefront, of statements
about the media and society. More impor-
tant for theory building are comparisons
across groups. In highlighting some of the
more recent research in public opinion and
political action, this chapter has also men-
tioned a variety of different groups that
have a special meaning for research from a
media studies perspective. Age cohorts or
generations are one example of such
groups. As discussed above, Generation
Xers, baby boomers, and the civic genera-
tion vary in their forms of civic engage-
ment, and wuse of different media
accentuated these differences. Apart from
the issue of the digital divide, which exists
between groups within countries as well as
among countries, the Internet itself, even in
a highly wired community, is found to be
more meaningful for the civic engagement
of young people than it is for older citizens.
In societies in transition, cohort analysis
might be important for understanding how
journalists perceive and perform their jobs
as well as for how citizens use the media
and how they relate to different political
actors and media institutions.

Another area that deserves closer atten-
tion concerns how to measure or describe
those who are politically involved in com-
parison with those who are not, as this may
have important consequences for under-
standing media effects. Political knowledge
indicators have been commonly used to
group individuals into “high” and “low”
groups for purposes of distinguishing dif-
ferences in media effects, but this needs to
be seen within a larger perspective on what
constitutes political knowledge and how
knowledge may assist in the processing of
political information. This is also part of a
larger discussion on information process-
ing, a topic that has generated considerable
interest (Graber, 2001).

And given that party systems, media
systems, and electoral systems are orga-
nized primarily at the national level, nation-
states are also an important focus for
cross-national comparison. These sorts of
comparisons may be common to compara-
tive political scientists (see, e.g., Gunther &
Mughan, 2000), as well as those involved in
comparative historical sociology and the
study of cultural change, but the compara-
tive perspective on media studies is (rela-
tively speaking) rather underdeveloped
(Blumler, McLeod, & Rosengren, 1992). A
notable early study in the area of media
theory shed light on the importance of con-
sidering post-Soviet and Eastern European
examples for internationalizing media
theory (Downing, 1996). Another study in
political communications focused on inno-
vations in party political campaigning in
democracies and societies in transition
(Swanson & Mancini, 1996). And another
emphasized the importance of going
beyond the typical “Western” case studies
for building media theory (Curran & Park,
2000).

4 Notes

1. Political Communication is the journal
cosponsored by the divisions of the same name
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in the International Communication Association
and the American Political Science Association,
and the journal’s founding editor was Doris A.
Graber. The European Journal of Communi-
cation, launched in the mid-1980s, is another
source of much research on political communi-
cation in a broadly geographically defined
Europe. In Italy, Comunicazione Politica was
founded in 2000 by Gianpietro Mazzoleni and
Paolo Mancini and now edited by Mazzoleni.
The journal is owned by the CICOP (Centro
Interuniversitario di Comunicazione Politica, in
which four Italian universities are represented),
and the publisher is Franco Angeli Editore of
Milan. See www.com-pol.it for more about the
journal and names of the members of the
International Advisory Board. See Mutz (2001)
for comments on the future of political commu-
nication research.

2. The Council of Europe has regular hear-
ings that cover human rights abuses of journal-
ists in Ukraine and Russia and other post-Soviet
central European countries.

3. All of these relationships remain signifi-
cant when controlled for political interest, age,
level of education, and other types of media
exposure. Aarts and Semetko (2003) also
address a problem that is central to media effects
research: the problem of endogeneity. Lacking
panel data, they use two-stage least squares
(2SLS) with a statistic to test for endogeneity
to address these concerns. This strengthens their
conclusions because it largely rules out self-
selection. Self-selection refers to the process by
which a politically interested or knowledgeable
individual would select public news, whereas
those who are not interested might choose to
turn regularly to commercial news. This Journal
of Politics article (Aarts & Semetko, 2003) was
named the article of the year by the Political
Communication Division of the International
Communication Association in May 2004.

4. Converse’s (1964) findings have been
described as time bound in subsequent research
by Pomper (1972) and Nie, Verba, and Petrocik
(1976), and they suggested that ideological
awareness, issue awareness, and attitude consis-
tency had increased over the 1960s. A general dis-
cussion of this debate is found in Glynn, Herbst,
O’Keefe, and Shapiro (1999, pp. 249-298).

5. Page, Shapiro, and Dempsey (1987)
provided some of the strongest evidence of a
direct link between the media issue agendas
and aggregate public opinion, drawing on their
analysis of 80 public policy issues over the 1970s
and 1980s. Network television coverage
accounted for nearly half the aggregate changes
in public issue preferences. In a subsequent study
of foreign issues in the news over 15 years, the
same authors found that TV news was actually
a significant predictor of the direction of public
opinion on these issues (Page & Shapiro, 1992).

6. Grants from the Dutch National Science
Foundation and the European Union (EU) Fifth
Framework program funded a major 4-year
research program involving all 15 EU countries
to study news media impact on public opinion
about European integration and political behav-
ior in European elections. Two Ph.D. disserta-
tions have been completed from the project (de
Vreese, 2002; Peter, 2003). For more informa-
tion about the project and various publications,
e-mail Holli Semetko at holli.semetko@emory.
edu.

7. This builds on the work of Katz and
Lazarsfeld (1955) and also on the work of polit-
ical scientists (see, e.g., Huckfeldt, Beck, Dalton,
& Levine, 1995; Huckfeldt, Plutzer, & Sprague,
1993), who have focused on the parameters and
forms of social networks as a facilitator of opin-
ion and political action.

8. In recent election campaigns in the
United States and other countries, James Fishkin,
Robert Luskin, and Roger Jowell (2000) have
conducted “deliberative polls.” These involve
intensive discussion among members of the pub-
lic based on factual information about policy
provided to them over the course of 2 to 3 days
and that result in much debate, discussion, and
more informed opinion.

9. The term social capital has been used
by a variety of scholars to refer to a vari-
ety of specific qualities that an individual may
have, such as general or specific knowledge on a
subject, level of education, socioeconomic status,
and so on.

10. The term civic participation has also
been used by a variety of scholars and may refer
to a number of forms of participation in civic life
such as voting in elections, belonging to civic

o



368 & Economy and Power

17-downing.gxd 7/27/2004 6:52 PM Page 368 $

and voluntary organizations, attending religious
service, participating in demonstrations, signing
petitions, writing to one’s elected representative,
writing a letter to an editor of a newspaper, and
so forth.

11. The terms Generation X, baby boomers,
and civic generation were used by the authors of
this study to refer to the different generational
groups. Generation X is the youngest of these
three groups and refers to those born in the 1960s
and 1970s and their offspring, and the civic gen-
eration refers to those in the oldest cohorts.

12. The concept of political opportunity
structures developed out of the work of Charles
Tilly and his colleagues, whose historical case
studies revealed that revolution and popular
uprising were more often a consequence of elite
disagreement/dissent and political crises (such as
after a defeat in war) than modernization
processes such as urbanization or industrializa-
tion (Tilly, 1978). The concept of political
opportunity structure has been used to study
change over time (Tarrow, 1998) as well as
cross-national variation in mobilization (Kriesi,
Koopmans, Duyvendak, & Giugni, 1995), and
these studies add different dimensions to the
conceptualization of this approach.

13. Discourse analysis is a useful tool for
identifying trends in elite opinions and issues in
the public arena (van Dijk, 1988).

14. One of the earliest findings of agenda-
setting research established variation in effects—
not all of the people are influenced all of the time
(McCombs & Shaw, 1972), and a number of
studies have established that effects can be mod-
ified by the public’s interest in information (see
Weaver, Graber, McCombs, & Eyal, 1981).

15. Classic studies in psychology show, for
example, that risk perceptions can be profoundly
affected by slight changes in the way in which
the problem is framed, with experiments using
changes in question wording (Kahneman &
Tversky, 1982). Frames have also been shown to
shape public perceptions of political issues or
institutions. The opinion of European publics
about the European Union and various EU-
related issues can easily be swayed in different
directions, depending on how the issue is framed
in the survey question, for example (Saris,
1997).

¢ References

Aarts, K., & Semetko, H. A. (2003). The divided
electorate: Media use and political involve-
ment. Journal of Politics, 65(3), 759-784.

Banducci, S. A., & Semetko, H. A. (2002,
August). Negative news, cognitive mobi-
lization and European integration. Paper
presented at the meeting of the American
Political Science Association, Boston.

Baum, M. (2002). Sex, lies and war: How soft
news brings foreign policy to the inattentive
public. American Political Science Review,
96(1), 91-109.

Bimber, B. (Ed.). (2002). Political communica-
tion in the 2000 election [Special issue].
Political Communication, 19(1).

Blumler, J. (1984). Communicating to voters:
Television in the 1979 European parlia-
mentary elections. London: Sage.

Blumler, J. G., McLeod, J., & Rosengren, K. E.
(1992). Comparatively speaking. Newbury
Park, CA: Sage.

Blumler, J. G., & McQuail, D. (1969). Television
in politics: Its uses and influences. Chicago:
University of Chicago Press.

Capella, J. N., & Jamieson, K. H. (1997). Spiral
of cynicism: The press and the public good.
New York: Oxford University Press.

Carty, R. K., & Eagles, D. M. (2000). Is there a
local dimension to modern election cam-
paigns? Political Communication, 17(3),
279-294.

Converse, P. E. (1962). Information flow and
the stability of partisan attitudes. Public
Opinion Quarterly, 26(4), 578-599.

Converse, P. E. (1964). The nature of belief
systems in mass publics. In D. E. Apter (Ed.),
Ideology and discontent (pp.206-261).
New York: Free Press.

Cook, T. E. (1998). Governing with the news:
The news media as a political institution.
Chicago: University of Chicago Press.

Cooper, A. H. (2002). Media framing and social
movement mobilisation: German peace
protest against INF missiles, the Gulf War,
and NATO peace enforcement in Bosnia.
European Journal of Political Research, 41,
37-80.

o



17-downing.gxd 7/27/2004 6:52 PM Page 369 $

Media, Public Opinion, and Political Action & 369

Curran, J., & Park, M. J. (Eds.). (2000).
De-Westernizing media studies. London:
Routledge.

Curtice, J., & Semetko, H. A. (1994). Does it
matter what the papers say? In A. Heath,
R. Jowell, & ]. Curtice (Eds.), Labour’s
last chance? The 1992 election and beyond
(pp. 43-64). Aldershot, UK: Dartmouth.

Dalton, R. J. (1996). Citizen politics: Public opinion
and political parties in advanced industrial
democracies. Chatham, UK: Chatham House.

Delli Carpini, M. X., & Ketter, S. (1993).
Measuring political knowledge—putting
1st things 1st. American Journal of Political
Science, 37(4), 1179-1206.

de Vreese, C. H. (2002). Framing Europe:
Television news and European integration.
Amsterdam: Aksant.

de Vreese, C. H., Peter, J., & Semetko, H. A.
(2001). Framing politics at the launch of the
euro: A cross-national comparative study
of frames in the news. Political Communi-
cation, 18(2), 107-122.

de Vreese, C. H., & Semetko, H. A. (2002a).
Cynical and engaged: Strategic campaign
coverage, public opinion, and mobilization
in a referendum. Communication Research,
29(6), 615-641.

de Vreese, C. H., & Semetko, H. A. (2002b).
Public perception of polls and support for
restrictions on the publication of polls:
Denmark’s 2000 euro referendum. Inter-
national Journal of Public Opinion
Research, 14(4), 367-390.

de Vreese, C. H., & Semetko, H. A. (2004). Poli-
tical campaigning in referendums: Framing
the referendum issue. London: Routledge.

de Vreese, C. H., & Semetko, H. A. (in press).
News matters: Influences on the vote in a
referendum campaign. European Journal of
Political Research.

Domke, D., Shah, D. V., & Wackman, D. B.
(1998). Media priming effects: Accessibility,
association, and activation. International
Journal of Public Opinion Research, 10(1),
51-74.

Downing, J. D. H. (1996). Internationalizing
media theory: Transition, power, culture:
Reflections on media in Russia, Poland and
Hungary 1980-95. London: Sage.

Edelman, M. (1993). Symbols and political
quiescence. New York: Irvington.

Entman, R. B. (1991). Framing US coverage of
international news: Contrasts in narratives
of the KAL and Iran air accidents. Journal
of Communication, 41, 6-27.

Entman, R. B. (1993). Framing: Toward clarifi-
cation of a fractured paradigm. Journal of
Communication, 43, 51-58.

Finkel, S. (1993). Reexamining the minimal
effects model in recent presidential cam-
paigns. Journal of Politics, 55(1), 1-21.

Finkel, S., & Schrott, P. R. (1995). The effects of
campaigns on voter choice in the German
election of 1990. British Journal of Political
Science, 25, 349-378.

Fishkin, J., Luskin, R., & Jowell, R. (2000).
Deliberative polling and public consultation.
Parliamentary Affairs, 53(4), 657-666.

Fiske, S. T., & Taylor, S. (1984). Social cognition
(2nd ed.). New York: McGraw-Hill.

Gamson, W. A. (1988). Political discourse
and collective action. International Social
Movement Research, 1, 219-244.

Gamson, W. A. (1992). Talking politics.
New York: Cambridge University Press.

Gamson, W. A., & Meyer, D. S. (1996).
The framing of political opportunity. In
D. McAdam, J. McCarthy, & M. Zald
(Eds.), Comparative perspectives on social
movements (pp. 275-290). Cambridge,
UK: Cambridge University Press.

Gamson, W. A., & Modigliani, A. (1989).
Media discourse and public opinion on
nuclear power: A constructionist approach.
American Journal of Sociology, 95, 1-37.

Gitlin, T. (1980). The whole world is watching:
Mass media in the making and unmaking
of the new left. Berkeley: University of
California Press.

Glynn, C. J., Herbst, S., O’Keefe, G. J., &
Shapiro, R. Y. (1999). Public opinion.
Boulder, CO: Westview.

Goffman, E. (1974). Frame analysis: An
essay on the organization of experience.
Cambridge, MA: Harvard University
Press.

Graber, D. A. (1988). Processing the news: How
people tame the information tide. New York:
Longman.

o



370 & Economy and Power

17-downing.gxd 7/27/2004 6:52 PM Page 370 $

Graber, D. A. (1993). Making campaign news
user-friendly: The lesson of 1992 and
beyond. American Behavioral Scientist,
37(2), 328-336.

Graber, D. A. (2001). Processing politics:
Learning from television in the Internet age.
Chicago: University of Chicago Press.

Gunther, R., & Mughan, A. (Eds.). (2000).
Democracy and the media: A comparative
perspective. Cambridge, UK: Cambridge
University Press.

Hallin, D. C. (1986). The uncensored war: The
media and Vietnam. Los Angeles: University
of California Press.

Hallin, D. C., & Papathanassopoulos, S. (2002).
Political clientelism and the media:
Southern Europe and Latin America in
comparative perspective. Media, Culture ¢&
Society, 24(2), 175-195.

Hertog, J. K., & McLeod, D. M. (19935).
Anarchists wreak havoc in downtown
Minneapolis: A multilevel study of media
coverage of radical protest. Journalism
Monographs, 151, 1-48.

Holbrook, T. M. (1996). Do campaigns matter?
Thousand Oaks, CA: Sage.

Huckfeldt, R., Beck, P., Dalton, R., & Levine, J.
(1995). Political environments, cohesive
social groups, and the communication of
public opinion. American Journal of
Political Science, 39, 1025-1054.

Huckfeldt, R., Plutzer, E., & Sprague, J. (1993).
Alternative contexts of political behavior:
Churches, neighborhoods, and individuals.
Journal of Politics, 55(2), 365-381.

Iyengar, S. (1987). Television news and citizens’
explanations of national affairs. American
Political Science Review, 81(3), 815-832.

Iyengar, S. (1991). Is anyone responsibles How
television frames political issues. Chicago:
University of Chicago Press.

Iyengar, S., & Kinder, D. R. (1987). News that
matters: Television and American opinion.
Chicago: University of Chicago Press.

Jasperson, A. E., Shah, D. V., Watts, M.,
Faber, R. ]J., & Fan, D. P. (1998). Framing
and the public agenda: Media effects on
the importance of the federal budget
deficit. Political Communication, 15(2),
205-224.

Jenkins, J. A. (1999). Examining the bonding
effects of party: A comparative analysis of
roll-call voting in the U.S. and Confederate
houses. American Journal of Political
Science, 43(4), 1144-1165.

Kahn, K. F., & Kenney, P. J. (1997). A model of
candidate evaluations in Senate elections:
The impact of campaign intensity. Journal
of Politics, 59(4), 1173-1205.

Kahn, K. F., & Kenney, P. J. (1999). Do negative
campaigns mobilize or suppress turnout?
Clarifying the relationship between negativ-
ity and participation. American Political
Science Review, 93(4), 877-889.

Kahneman, D., & Tversky, A. (1982). Choices,
values and frames. American Psychologist,
39, 341-350.

Katz, E., & Lazarsfeld, P. F. (Eds.). (1955).
Personal influence: The part played by
people in the flow of mass communications.
Glencoe, IL: Free Press.

Kinder, D. R., & Sears, D. O. (1986). Public
opinion and political action. In D. T.
Gilbert, S. T. Fiske, & G. Lindzey (Eds.),
The handbook of social psychology
(pp. 784-800). Oxford, UK: Oxford
University Press.

Koopmans, R., & Duyvendak, J. W. (1995).
The political construction of the nuclear-
energy issue and its impact on the mobi-
lization of anti-nuclear movements in
Western Europe. Social Problems, 42(2),
235-251.

Koopmans, R., & Statham, P. (2000). Challeng-
ing immigration and ethnic relations
politics: Comparative European perspec-
tives. Oxford, UK: Oxford University
Press.

Kriesi, H., Koopmans, R., Duyvendak, J. W., &
Giugni, M. G. (1995). New social move-
ments in Western Europe: A comparative
analysis. London: UCL Press.

Krosnick, J. A., & Brannon, L. A. (1993). The
impact of the Gulf War on the ingredients
of presidential evaluations: Multidimen-
sional effects of political involvement.
American Political Science Review, 87(4),
963-978.

Krosnick, J. A., & Kinder, D. R. (1990).
Altering the foundations for support for the

o



17-downing.gxd 7/27/2004 6:52 PM Page 371 $

Media, Public Opinion, and Political Action & 371

president through priming. American
Political Science Review, 84(2), 173-190.

Lau, R. R. (1989). Individual and contextual
influences on group identification. Social
Psychology Quarterly, 52(3), 220-231.

Luskin, R. C. (1990). Measuring political
sophistication. American Journal of Polit-
ical Science, 31(4), 856-872.

McAdam, D., Tarrow, S., & Tilly, C. (2001).
Dynamics of contention. Cambridge, UK:
Cambridge University Press.

McChesney, R. (1997). Corporate media and the
threat to democracy (Open Media Series
No. 1). New York: Seven Stories Press.

McCombs, M. (1981). The agenda-setting
approach. In D. D. Nimmo & K. R. Sanders
(Eds.), Handbook of political communica-
tion (pp. 121-140). Beverly Hills, CA: Sage.

McCombs, M. (2004). Seiting the agenda:
The mass media and public opinion.
Cambridge, UK: Polity.

McCombs, M., Einsiedel, E., & Weaver, D.
(1991). Contemporary public opinion:
Issues and the news. Hillsdale, NJ:
Lawrence Erlbaum.

McCombs, M., Lopez-Escobar, E., & Llamas,
J. P. (2000). Setting the agenda of attributes
in the 1996 Spanish general election.
Journal of Communication, 50(2), 77-92.

McCombs, M. E.; & Shaw, D. L. (1972).
The agenda-setting function of mass
media. Public Opinion Quarterly, 36,
176-187.

McCombs, M. E., & Shaw, D. L. (1993). The
evolution of agenda-setting theory: 25 years
in the marketplace of ideas. Journal of
Communication, 43(2), 58-66.

McLeod, D. M., & Detenber, B. H. (1999).
Framing effects of television news coverage
of social protest. Journal of Communi-
cation, 49(3), 3-23.

McLeod, D. M., & Hertog, J. K. (1992). The
manufacture of public opinion by reporters:
Informal cues for public perceptions of
protest groups. Discourse and Society, 3(3),
259-275.

McLeod, J. M., Becker, L. B., & Byrnes, J. E.
(1974). Another look at the agenda-setting
function of the press. Communication
Research, 1, 3-33.

Mendelsohn, M. (1996). The media and
interpersonal communications: The priming
of issues, leaders, and party identification.
Journal of Politics, 58(1), 112-125.

Mickiewicz, E. (1988). Split signals: Television
and politics in the Soviet Union. New York:
Oxford University Press.

Mickiewicz, E. (1999). Changing channels:
Television and the struggle for power in
Russia. New York: Oxford University Press.

Miller, J. M., & Krosnick, J. A. (2000). News
media impact on the ingredients of presi-
dential evaluations: Politically knowledge-
able citizens are guided by a trusted source.
American Journal of Political Science, 44,
301-315.

Miller, W. L., Clarke, H. D., Harrop, M.,
LeDuc, L., & Whiteley, P. F. (1990). How
voters change: The 1987 British election
campaign in perspective. Oxford, UK:
Clarendon.

Mondak, J. J. (2001). Developing valid knowl-
edge scales. American Journal of Political
Science, 45(1), 224-238.

Mutz, D. C. (1994). Contextualizing personal
experience: The role of mass media. Journal
of Politics, 56(3), 689-714.

Mutz, D. C. (1998). Impersonal influence: How
perceptions of mass collectives affect politi-
cal attitudes. Cambridge, UK: Cambridge
University Press.

Mutz, D. C. (2001). The future of political com-
munication research: Reflections on the
occasion of Steve Chaffee’s retirement from
Stanford University. Political Communi-
cation, 18(2), 231-236.

Mutz, D. C., & Martin, P. S. (2001). Facilitating
communication across lines of political dif-
ference: The role of mass media. American
Political Science Review, 95(1), 97-114.

Neuman, W. R., Just, M. R., & Crigler, A. N.
(1992). Common knowledge: News and the
construction of political meaning. Chicago:
University of Chicago Press.

Nie, N., Verba, S., & Petrocik, J. R. (1976). The
changing American voter. Cambridge, MA:
Harvard University Press.

Niedermayer, O., & Sinnott, R. (1998). Public
opinion and internationalized governance.
Oxford, UK: Oxford University Press.

o



372 & Economy and Power

17-downing.gxd 7/27/2004 6:52 PM Page 372 $

Noelle-Neumann, E. (1974). The spiral of
silence: A theory of public opinion. Journal
of Communication, 24, 24-51.

Norris, P. (2000). A wvirtuous circle: Political
communications in post-industrial societies.
Cambridge, UK: Cambridge University
Press.

Norris, P., Curtice, J., Sanders, D., Scammell, M.,
& Semetko, H. A. (1999). On message:
Communicating the campaign. London:
Sage.

Page, B. 1., & Shapiro, R. Y. (1992). The ratio-
nal public: Fifty years of trends in
Americans’ policy preferences. Chicago:
University of Chicago Press.

Page, B. L., Shapiro, R. Y., & Dempsey, G. R.
(1987). What moves public opinion?
American Political Science Review, 81(1),
23-44.

Pan, Z., & Kosicki, G. M. (1993). Framing
analysis: An approach to news discourse.
Political Communication, 10, 59-79.

Pan, Z., & Kosicki, G. M. (2001). Framing as a
strategic action in public deliberation. In
S. D. Reese, O. H. Gandy, & A. E. Grant
(Eds.), Framing public life (pp. 35-66).
Mahwah, NJ: Lawrence Erlbaum.

Patterson, T. (1980). The mass media election.
New York: Praeger.

Patterson, T. (1993). Out of order. New York:
Knopf.

Patterson, T. (2002). The vanishing voter:
Public involvement in an age of uncertainty.
New York: Knopf.

Patterson, T., & McClure, R. D. (1976). The
unseeing eye: The myth of television power
in national elections. New York: Putnam.

Peter, J. (2002). Medien Priming: Grundlagen,
Befunde und Forschungstendenzen [Media
priming: Foundations, findings, and
research tendencies]. Publizistik, 47, 21-44.

Peter, J. (2003). Why European TV news
matters: A cross-nationally comparative
analysis of TV news about the European
Union and its effects. Unpublished doc-
toral dissertation, Amsterdam School of
Communications Research, University of
Amsterdam.

Pfetsch, B., & Voltmer, K. (1994). Geteilte
Medienrealitit? Zur Thematisierungsleistung

der Massenmedien im Prozess der deutschen
Vereinigung [Divided media reality? How
the mass media made issues the subject
of discussion during the process of German
reunification]. In H. Klingemann &
M. Kaase (Eds.), Wahlen und Waebler.
Analysen aus Anlass der Bundestagswahl
1990 [Elections and voters: Analyses of
the results of the 1990 federal election]
(pp. 509-542). Opladen: Westdeutscher
Verlag.

Pomper, G. M. (1972). From confusion to
clarity: Issues and American voters,
1956-1968. American Political Science
Review, 66(2), 415-428.

Popkin, S. (1994). The reasoning voter.
Chicago: University of Chicago Press.
Price, V., Cappella, J. N., & Nir, L. (2002).
Does disagreement contribute to more
deliberative opinion? Political Communi-

cation, 19(1), 95-112.

Price, V., Tewksbury, D., & Powers, E. (1997).
Switching trains of thought. The impact
of news frames on readers’ cognitive
responses. Comumunication Research, 24,
481-506.

Protess, D., & McCombs, M. (Eds.). (1991).
Agenda setting: Readings on media, public
opinion, and policymaking. Hillsdale, NJ:
Lawrence Erlbaum.

Rahn, W. M., & Cramer, K. J. (1996).
Activation and application of political party
stereotypes: The role of television. Political
Communication, 13(2), 195-212.

Reese, S. D., Gandy, O. H., & Grant, A. E. (Eds.).
(2001). Framing public life: Perspectives
on media and our understanding of the
social world. Mahwah, NJ: Lawrence
Erlbaum.

Rogers, E. M., & Dearing, J. W. (1988). Agenda-
setting research: Where has it been? Where is
it going? In J. A. Anderson (Ed.), Communi-
cation yearbook II (pp. 555-594). Newbury
Park, CA: Sage.

Rogers, E. M., Dearing, J. W., & Bregman, D.
(1993). The anatomy of agenda-setting
research. Journal of Communication, 43(2),
68-84.

Rohrschneider, R. (2002). The democracy
deficit and mass support for an EU-wide

o



17-downing.gxd 7/27/2004 6:52 PM Page 373 $

Media, Public Opinion, and Political Action & 373

government. American Journal of Political
Science, 46(2), 463-475.

Roskos-Ewoldsen, D. R., Klinger, M. R., &
Roskos-Ewoldsen, B. (2002). Media prim-
ing: A meta-analysis. In J. B. Bryant &
A. R. Carveth (Eds.), Meta-analysis of media
effects. Mahwah, NJ: Lawrence Erlbaum.

Saris, W. E. (1997). The public opinion about
the EU can easily be swayed in different
directions. Acta Politica: International
Journal of Political Science, 32, 406-435.

Scheufele, D. (2000). Agenda-setting, priming,
and framing revisited: Another look at cog-
nitive effects of political communication.
Mass Communication and Society, 3,
297-316.

Scheufele, D. A. (2002). Examining differential
gains from mass media and their implica-
tions for participatory behavior. Communi-
cation Research, 29(1), 46-65.

Scheufele, D. A., & Eveland, W. P., Jr. (2001).
Perceptions of “public opinion” and “pub-
lic” opinion expression. International
Journal of Public Opinion Research, 13,
25-44.

Scheufele, D. A., & Moy, P. (2000). Twenty-five
years of the spiral of silence: A conceptual
review and empirical outlook. International
Journal of Public Opinion Research, 12(1),
3-28.

Schmitt-Beck, R., & Schrott, P. (1994).
Dealignment durch Massenmedien? Zur
These der Abschwiachung von Parteibindun-
gen als Folge der Medienexpansion
[Dealignment through the mass media?
Decreasing party attachment as a conse-
quence of media expansion]. In H. D.
Klingemann & M. Kaase (Eds.), Wablen
und Wabler—Analysen aus Anlaff der
Bundestagswahbl 1990 [Elections and vot-
ers: Analysis of the results of the 1990 fed-
eral election] (pp. 543-572). Opladen:
Westdeutscher Verlag.

Schudson, M. (2002). The news media as politi-
cal institutions. Annual Review of Political
Science, 5, 249-269.

Semetko, H. A., & Borquez, J. (1991).
Audiences for election communication in
France and the United States: Media use
and candidate evaluations. In L. L. Kaid,

J. Gerstle, & K. R. Sanders (Eds.), Mediated
politics in two cultures: Presidential cam-
paigns in the United States and France
(pp. 223-246). New York: Praeger.

Semetko, H. A., & Krasnoboka, N. (2003). The
political role of the Internet in societies in
transition—Russia and Ukraine compared.
Party Politics, 9(1), 77-104.

Semetko, H. A., & Schoenbach, K. (1994).
Germany’s unity election: Voters and the
media. Cresskill, NJ: Hampton.

Semetko, H. A., & Valkenburg, P. M. (2000).
Framing European politics: A content
analysis of press and television news.
Journal of Communication, 50(2), 93-109.

Shah, D. V., Kwak, N., & Holbert, R. L. (2001).
“Connecting” and “disconnecting” with
civic life: Patterns of Internet use and the
production of social capital. Political
Communication, 18(2), 141-162.

Shah, D. V., McLeod, J. M., & Yoon, S. H.
(2001). Communication, context, and com-
munity: An exploration of print, broadcast,
and Internet influences. Communication
Research, 28(4), 464-506.

Shaw, D. (1999). The effect of TV ads and can-
didate appearances on statewide presiden-
tial votes, 1988-96. American Political
Science Review, 93, 345-361.

Shaw, D. R., & Roberts, B. E. (2000). Campaign
events, the media and the prospects of vic-
tory: The 1992 and 1996 US presidential
elections. British Journal of Political
Science, 30, 259-289.

Sinnott, R. (19935). Ireland—Changing govern-
ments, parties and voters. World Today,
51(5), 89-92.

Sinnott, R. (1998). Party attachment in Europe:
Methodological critique and substantive
implications. British Journal of Political
Science, 28, 627-650.

Steenbergen, M. R., & Jones, B. S. (2002).
Modeling multilevel data
American Journal of Political Science,
46(1), 218-237.

Stempel, G., Weaver, D. H., & Wilhoit, G. C.
(2003). Mass communication research and
theory. Boston: Allyn & Bacon.

Swanson, D. L. (1988). Feeling the elephant:

on agenda-setting

structures.

Some observations

o



374 & Economy and Power

17-downing.gxd 7/27/2004 6:52 PM Page 374 $

research. In J. A. Anderson (Ed.), Com-
munication yearbook 11 (pp.603-619).
Newbury Park, CA: Sage.

Swanson, D. L., & Mancini, P. (1996). Politics,
media and modern democracy: An interna-
tional study of innovations in electoral cam-
paigning and their consequences. Westport,
CT: Praeger.

Tarrow, S. (1998). Power in movement: Social
movements and contentious politics (2nd
rev. ed.). New York: Cambridge University
Press.

Tilly, C. (1978). From mobilization to revolu-
tion. New York: Random House.

Tuchman, G. (1978). Making news: A study in
the construction of reality. New York: Free
Press.

van der Eijk, C., & Franklin, M. N. (Eds.).
(1996). Choosing Europeé The European
electorate and national politics in the face
of the Union. Ann Arbor: University of
Michigan Press.

van Dijk, T. A. (1988). News as discourse.
Hillsdale, NJ: Lawrence Erlbaum.

Vowles, J., Banducci, S. A., Karp, J., Miller, R.,
Sullivan, A., & Aimer, P. (2002). Propor-
tional representation on trial: New Zealand’s

second MMP election and after. Auckland,
New Zealand: Auckland University Press.

Waisbord, S. (1995). Farewell to public spaces?
Electoral campaigns and street spectacle
in Argentina. Studies in Latin American
Popular Culture, 15, 279-300.

Waisbord, S. (1997). Can investigative journalism
tell the truth? The modernity of journalism in
Latin America. Ecquid Novi, 18(1), 115-131.

Waisbord, S. (2000). Watchdog journalism in
South America: News, accountability, and
democracy. New York: Columbia University
Press.

Weaver, D. H., Graber, D. A., McCombs, M., &
Eyal, C. H. (1981). Media agenda-setting
in a presidential election. New York:
Praeger.

Weaver, D. H., McCombs, M. E., & Spellman,
C. (1975). Watergate and the media: A case
study of agenda-setting. American Politics
Quarterly, 3, 458-472.

Zaller, J. (1991). Information, values and opin-
ion. American Political Science Review,
85(4), 1215-1238.

Zaller, J. (1992). The nature and origins of mass
opinion. New York: Cambridge University
Press.





