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KEY TERMS
agenda setting The media’s ability to 
determine which issues are considered  
to be important by the public and by 
politicians. 224

citizen journalism The collection, 
analysis, and dissemination of informa-
tion online by independent journalists, 
scholars, politicians, and the general 
citizenry. 237

electronic media Communication 
channels that involve electronic transmis-
sions, such as radio, television, and the 
Internet. 221

framing An agenda-setting technique 
that establishes the context of a media 
report. Framing can mean fitting events 
into a familiar story or filtering information 
through preconceived ideas. 224

issue ad A political advertisement that 
focuses on a particular issue. Issue ads 
can be used to support or attack a candi-
date’s position or credibility. 228

managed news coverage News cover-
age that is manipulated (managed) by a 
campaign manager or political consultant 
to gain media exposure for a political 
candidate. 230

mass media Communication channels, 
such as newspapers and radio and tele-
vision broadcasts, through which people 
can communicate to large audiences. 221

negative political advertising Political 
advertising undertaken for the purpose 
of discrediting an opposing candidate in 
the eyes of the voters. Attack ads are one 
form of negative political advertising. 227

personal attack ad A negative political 
advertisement that attacks the character 
of an opposing candidate. 227

podcasting The distribution of audio 
or video files to personal computers or 
mobile devices such as smartphones. 237

political advertising Advertising 
undertaken by or on behalf of a politi-
cal candidate to familiarize voters with 
the candidate and his or her views on 
campaign issues; also advertising for or 
against policy issues. 227

priming An agenda-setting technique in 
which a media outlet promotes specific 
facts or ideas that may affect the public’s 
thinking on related topics. 224

print media Communication channels 
that consist of printed materials, such as 
newspapers and magazines. 221

SuMMaRY

LearningOutcome 10–1 Explain the role of the media in a democracy. 1 What the 
media say and do has an impact on what Americans think about political issues, 
but the media also reflect what Americans think about politics. While the new 
media based on the Internet are becoming increasingly important, the traditional 
media—radio, television, and print—still remain important to American politics. 
2 By helping to determine what people talk and think about, the media help set 
the political agenda. Of all the media, television still has the greatest impact on 
most Americans, but the medium of television imposes constraints on how political 
issues are presented. 

LearningOutcome 10–2 Summarize how television influences the conduct of politi-
cal campaigns. 3 Candidates for political office spend a great deal of time and money 
obtaining a TV presence through political ads, debates, and general news cover-
age. Televised political advertising consumes at least half of the total budget for a 
major political campaign. Personal attack ads and issue ads frequently appear on TV. 
Televised debates are a routine feature of presidential campaigns. They provide an 
opportunity for voters to find out how candidates differ on issues and allow candi-
dates to capitalize on the power of television to improve their images or point out 
the failings of their opponents. 4 Candidates’ campaign managers have become 
increasingly sophisticated in managing news coverage, while press advisers try to 
convince reporters to give a story or event a spin that is favorable to the candidate.

LearningOutcome 10–3 Explain why talk radio has been described as the Wild 
West of the media. 5 Talk-show hosts do not attempt to hide their political biases; if 
anything, they exaggerate them for effect. Sometimes, hosts appear to care more 
about the entertainment value of their statements than whether they are, strictly 
speaking, true. No journalistic conventions are observed. 6 Those who think that 
talk radio is good for the country argue that talk shows, taken together, provide a 
great populist forum. Others fear that talk shows empower fringe groups, perhaps 
magnifying their rage. 

LearningOutcome 10–4 Describe types of media bias and explain how such bias 
affects the political process. 7 The majority of Americans think that the media reflect 
a bias in either a liberal or a conservative direction. Rather than an ideological or 
partisan bias, a media bias against losers may play a role in shaping presidential 
campaigns and elections. The media use the winner-loser framework to describe 
events throughout the campaigns. 8 The expansion of the media universe to 
include cable channels and the Internet has increased the competition among news 
sources. News directors select programming they believe will attract the largest 
audiences and garner the highest advertising revenues. Many journalists believe 
that economic pressure is making significant inroads on independent editorial deci-
sion making. News organizations are redefining their purpose and looking for spe-
cial niches in which to build their audiences.

LearningOutcome 10–5 Indicate the extent to which the Internet is reshaping news 
and political campaigns. 9 The Internet is a major source of information for many peo-
ple. Almost every major news organization, both print and broadcast, delivers news 
online. In addition, there has been a virtual explosion of citizen journalism in recent 
years. Blogs are offered by independent journalists, scholars, political activists, and 
the citizenry at large. Podcasting is another nontraditional form of news distribu-
tion. 10 The Internet is an inexpensive way for candidates to contact, recruit, and 
mobilize supporters, as well as disseminate information about their positions on 
issues. Candidates hire Web managers to create a well-designed Web site to attract 
viewers, manage their e-mails, and track their credit-card contributions. The Web 
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manager also hires bloggers to promote the candidate’s views, arranges for pod-
casting of campaign information, and hires staff to monitor the Web for news about 
the candidates and to track the online publications of netroots groups. 11 Citizen 
videos have also changed the traditional campaign. A candidate can never know 
when a comment that he or she makes may be caught on camera by someone with 
a cell phone or digital camera and published on the Internet for all to see.

Fill-In
 1.  Priming (LearningOutcome 10–1) 
 2. television 

(LearningOutcome 10–1)
 3. a televised comment, lasting for 

only a few seconds, that captures 
a thought or a perspective and 
has an immediate impact on the 
viewers (LearningOutcome 10–1)

 4. Al Jazeera 
(LearningOutcome 10–2)

 5. John F. Kennedy and Richard 
Nixon (LearningOutcome 10–2)

 6.  political candidates’ press 
advisers, who try to convince 
reporters to give a story or 
event concerning a candidate a 
particular interpretation or slant 
(LearningOutcome 10–2)

 7. male, middle-aged, and conser-
vative (LearningOutcome 10–3)

 8. talk-show hosts often exaggerate 
their political biases for effect. 

Answers tO study tOOls QuIz
Hosts sometimes appear to 
care more about the entertain-
ment value of their statements 
than whether they are, strictly 
speaking, true. No journalis-
tic conventions are observed 
(LearningOutcome 10–3) 

 9. losers (LearningOutcome 10–4)
 10. the collection, analysis, and 

dissemination of information 
online by independent journal-
ists, scholars, political activ-
ists, and the general citizenry 
(LearningOutcome 10–5)

Multiple Choice
 11. a. (LearningOutcome 10–1)
 12. c. (LearningOutcome 10–2)
 13. c. (LearningOutcome 10–3)
 14. c. (LearningOutcome 10–4)
 15. b. (LearningOutcome 10–5)

sound bite A brief televised comment, 
lasting for only a few seconds, that cap-
tures a thought or a perspective and has 
an immediate impact on the viewers. 225

spin A reporter’s slant on, or interpreta-
tion of, a particular event or action. 230

spin doctor A political candidate’s press 
adviser who tries to convince reporters 
to give a story or event concerning the 
candidate a particular “spin” (interpreta-
tion, or slant). 230




