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Introduction

Political communication began with the earliest
studies of democratic discourse by Aristotle and Plato.
However, modern political communication relies on
an interdisciplinary base that draws on concepts from
communication, political science, journalism, sociol-
ogy, psychology, history, rhetoric, and others. This
encyclopedia considers political communication from
that broad interdisciplinary perspective, encompass-
ing the many different roles that communication plays
in political processes in the United States and around
the world. Not limited to communication in electoral
contexts, political communication also considers the
role of communication in governing, incorporating
communication activities that influence the operation
of executive, legislative, and judicial bodies, political
parties, interest groups, political action committees,
and other participants in political processes.

This work contains discussion of the major theoret-
ical approaches to the field, including direct and
limited effects theories, agenda-setting theories, socio-
logical theories, framing and priming theories, and
other past and present conceptualizations. Consi-
derable attention is devoted to major sources of politi-
cal communication and to important political messages
such as political speeches, televised political advertis-
ing, political posters and print advertising, televised
political debates, and Internet sites. The channels of
political communication encompass interpersonal and
public communication, radio, television, newspapers,
and the World Wide Web. News media coverage
and journalistic analysis of politics, political issues,
political figures, and political institutions are important
topics included. The audiences for political communi-
cations are also central, necessitating concentration on
citizen reactions to political messages, how the general
public and voters in democratic systems respond to
political messages, and the effects of all types of media
and message types.

Whereas this encyclopedia provides information that
may be helpful in an introductory way for political com-
munication scholars, researchers, and graduate students,
it is also designed for libraries, undergraduates, and
members of the public with an interest in political
affairs. Media and political professionals, as well as
government officials, lobbyists, and participants in inde-
pendent political organizations, will find the volume
useful in developing a better understanding of how the
media and communication function in political settings.

In developing the list of entry terms to be included
in this encyclopedia, we consulted several sources.
First, we considered indexes and lists of topics in other
types of political communication reference materials.
These included The Handbook of Political Communi-
cation (Nimmo & Sanders, 1981), The Handbook of
Political Communication Research (Kaid, 2004), the Com-
munication Yearbooks sponsored by the International
Communication Association, and major journals in
the field such as Political Communication. We also
consulted other encyclopedias on related topics, such as
the Encyclopedia of Politics (Carlisle, 2005), The
Encyclopedia of Television (Newcomb, 2004), the
Encyclopedia of Radio (Sterling & Keith, 2004), and
the Encyclopedia of Media and Politics (Schaefer &
Birkland, 2004). We further examined the indexes of
many other books and reference materials related to the
political communication discipline.

Additional advice on the headword list came from
our Advisory Board of distinguished scholars, Max
McCombs, Denis McQuail, Doris Graber, Robert
Denton, and Kathleen J. M. Haynes. Reliance on
Haynes’s expertise in library and information science,
as well as her work with Lynda Lee Kaid on the devel-
opment of the Political Commercial Archive database
(Kaid, Haynes, & Rand, 1996), allowed us to shape
the entry terms in line with Library of Congress
Subject Headings (LCSH).

XXXViii
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The nearly 600 entry terms in this encyclopedia are
comprised of four different levels. The first level con-
tains up to 500 words and is designed for simple con-
cepts, individual persons, a book or reference item, or
important political communication events or happen-
ings that are limited in time or scope. These include
political leaders whose political communication styles
or actions warrant description and classic books in the
field. More advanced concepts and those related to
other broader concepts in the field generally justified
entries at the second level of 1,000 words. Examples of
entries at this level include Political Disaffection; Radio,
Politics and; Citizen Journalism; and the Kennedy
Assassination. The description of a major subfield
within political communication or a concept with many
different aspects or ties to other theoretical or research
concepts called for an entry at the third level of 2,000
to 2,500 words. These included Diffusion of
Innovations, Party Identification, Political Engagement,
and Campaign Finance. Finally, the longest entries
(5,000 words) were reserved for major concepts or top-
ics that overlap many different areas and many different
theoretical concepts. Examples of these larger entries
include Agenda Setting, Political Advertising, Political
Information Processing, and Media Bias.

We also attempted to provide many synonyms or
alternative forms of concepts with blind entries. For
instance, a user who might be interested in civic
engagement would find that term listed with a “See
Political Engagement” notation, pointing the user to
the entry term under which civic engagement is dis-
cussed. Similarly, a user looking for civic journalism
would find an entry directing the user to Public
Journalism. Entries also include cross-reference infor-
mation where relevant, thus also pointing the user to
other topics or headwords that might yield additional
information on the topic. Each entry term also
includes, where appropriate, a list of further readings
or references that can help a user delve more deeply
into a subject or topic.

Three other parameters are particularly important in
considering what was and was not included in the head-
words for this encyclopedia. First, it is important to
stress the importance of communication in our concep-
tualization. Political topics were not included unless
they had some direct and important tie to communica-
tion and communication processes. Consequently,
every political leader or politician was not included.
Only individuals whose communication actions
have been particularly important or about whom major

communication research or undertakings have revolved
were included. Likewise, concepts from political sci-
ence or sociology that have generated considerable
scholarship in those disciplines but have not been
advanced greatly by applications of communication
theory or research were omitted. Examples of concepts
or entities omitted on these grounds included Hegemony,
Isolationism, Political Economy, Xenophobia, and
Immigration. A second important parameter was the
time period covered. In general, this encyclopedia con-
centrates on headword entries that represent the field of
political communication since the middle of the 20th
century. A few very classic and central persons and
ideas are included from earlier times, including
Aristotle and his writings, the persuasion techniques of
Machiavelli, the propaganda techniques from World
War 11, and the fireside chats of Franklin D. Roosevelt.
Nonetheless, important work and persons before 1950
were sometimes omitted because of the need to include
more recent and timely material.

A third parameter of this encyclopedia is its inher-
ent emphasis on political communication from the
point of view of the United States. There is substantial
and important research and scholarship on political
communication in international contexts. Researchers
in Western Europe, particularly in Germany, Britain,
and France, have made important contributions to
political communication theory and research. Political
communication research in Asia and in Australia and
New Zealand is expanding rapidly. Latin America and
Africa have also yielded important scholarship in
recent years, as have expanding new democracies in
the former Soviet Union and Eastern Europe. We have
included major developments from these areas where
published scholarship and available reference materi-
als yielded sufficient depth for inclusion. Nonetheless,
it is still necessary to acknowledge the dominance of
U.S. researchers and published scholarship on politi-
cal communication, and our entry terms and the treat-
ment of them in this volume often represent this U.S.
perspective.

Further Readings

Carlisle, R. (Ed.). (2005). Encyclopedia of politics. Thousand
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AARP

AARP, formally known as the American Association of
Retired Persons, is a nonprofit membership organization
of persons 50 and older that is dedicated to addressing
the needs and interests of older adults. Along with pro-
viding information and products/services to its more
than 30 million members, AARP is a powerful force in
advocating for social change in the political arena.

AARP has considerable political influence partly
because of the large number of voters the organization
represents. Furthermore, older adults tend to vote more
actively than other age groups. Along with represent-
ing a large voting constituency, AARP also spends mil-
lions of dollars on lobbying. In fact, AARP is often
considered to be the most powerful congressional
lobby in the United States. For example, Political-
moneyline (http://www.fecinfo.com/) reported that
AARP accounted for the highest lobbying expendi-
tures made by any one group or organization in 2003;
they spent over $20 million supporting the proposed
prescription drug plan that year. When in 1997 Fortune
magazine compiled a ranking of the 25 lobbying
groups with the most political influence in Washington,
D.C., AARP was ranked No. 1.

AARP’s efforts to influence public policy are not
limited to lobbying legislators. AARP makes a con-
certed effort and spends large amounts to reach its
membership and the general public to garner support
or opposition regarding pending legislation. For
example, in regard to privatizing social security,
AARP held dozens of forums on the issue, sent mail-
ings to its members, and spent millions of dollars on
advertising opposing private social security accounts.

AARP’s magazine (the largest circulation magazine in
the United States), newspaper-styled Bulletin, and
Web site provide channels AARP uses, in part, to
motivate their vast membership on particular issues.
AARP’s Web site has an issues and elections section
in which they explain where AARP stands on issues,
encourage grassroots networking, provide briefs on
political candidates, and present directives to mem-
bers to either support or oppose pending legislation.
For example, in 2006, AARP’s Web site urged mem-
bers to “stop TABOR?” (the taxpayer bill of rights) and
“get involved, fight back against TABOR.”

Determination of AARP’s public policy is accom-
plished by a special advisory group of 25 volunteers,
the National Policy Council. This group considers
members’ views on issues obtained through calls and
letters, surveys, and town meetings. The National
Policy Council then makes recommendations to
AARP’s Board of Directors, who in turn establish
AARP’s stance on issues such as social security,
health care, retirement, and Medicare.

Even though AARP is officially nonpartisan, it is
generally regarded to be moderate to left-leaning.
Traditionally, AARP’s support has tended to align
more closely with Democratic policies. However,
AARP stood beside the Republican administration in
helping to pass a prescription drug bill in 2003.
Perhaps in order to maintain a nonpartisan associa-
tion, AARP does not have a political action commit-
tee (PAC), endorse political candidates, or contribute
money to political parties or candidates’ campaigns.

Terri Ann Bailey

See also Aging and Politics
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Further Readings

AARP Web site: http://www.aarp.org

Washington University Center for Aging—St. Louis. (n.d.).
Mission statement. Retrieved September 15, 2006, from
http://wucfa.wustl.edu/missionstatement/statement.htm

ABDULLAH Il (1962-)

King Abdullah II ascended to the throne as monarch
of the Hashemite Kingdom of Jordan in February
1999 following the death of his father, King Hussein.
Educated at British Sandhurst Military Academy, King
Abdullah IT has served in the Army as commander of
the Jordanian Special Forces (1994). His global views,
coupled with his perfect mastery of both English and
Arabic, have resulted in positive political communica-
tion performances and open orientations to the media.
Although Jordanian media were already experiencing
some liberalization in their public discourse and struc-
tures in the aftermath of King Hussein’s death, the
realities of both geography and politics seemed to
have mitigated against sustainable free practices.
Surrounded by politically unstable settings in Palestine,
Iraq, and Lebanon, Jordan, under King Abdullah II, has
had to cope with multiple challenges that were bound
to affect its destiny. Lack of regional stability and the
rise of terrorism as the defining features of the new era
have cast dark shadows on Jordan’s media system.
King Abdullah II proclaimed continuity of his
father’s path. Addressing a group of international
media reporters in 2000, the king noted that “the
legacy that I inherited from my late father, His
Majesty King Hussein, and from my grandfathers, is
one that has always upheld the integrity of human life.
It has consistently called for respecting the rights, and
the freedom, of the individual.” When he assumed his
position as king of Jordan in 1999, Abdullah II was
perceived by many as a liberalizing force set on
changing and restructuring some of the archaic struc-
tures of the Hashemite kingdom. He has spoken out in
favor of strengthening press freedom and modernizing
the media. In a February 2003 speech, the king advo-
cated “transparency in our society, because we have
nothing to fear.” Yet, the state still controls much of
the media even though some positive changes have
been initiated. The Jordanian press has seen several
positive developments under King Abdullah’s reign,

including the reform of several articles of the restric-
tive Press and Publications Law (PPL), the passage of
new legislation to allow private broadcast media, and
an apparent halt to the practice of arbitrarily detaining
journalists.

Muhammad Ayish

Further Readings

Lynch, M. (1999). State interests and public spheres: The
international politics of Jordan’s identity. New York:
Columbia University Press.

Rugh, W. A. (2004). Arab mass media: Newspapers, radio
and television in Arab politics. Westport, CT: Prager.

ABORTION

Few sociopolitical issues polarize contemporary
American politics as much as abortion. Although most
polls indicate that a majority of Americans support the
legality of abortion, a host of corollary issues remain
quite controversial: These include parental and/or
spousal notification, the role of states and the courts in
crafting abortion policy, and the moral and ethical
questions invoked by various abortive procedures
such as “partial birth.” Contemporary abortion dis-
course remains emotionally charged on both sides
with abortion rights advocates arguing that reproduc-
tive choice is a fundamental right of all women and
opponents of the practice claiming that nearly any
form of abortion for nearly any reason is “murder.”
The conflict over reproductive choice in the United
States dates back to 1821 when Connecticut became
the first state to ban abortion. An array of various state
and local laws prohibited or otherwise restricted abor-
tions for the next century and a half, yet the contro-
versy remained somewhat muted because many of
these laws were seldom enforced by local officials. In
the 1950s and 1960s, many states began to liberalize
their abortion laws in light of the American Law
Institute’s proposal that exceptions to the proscription
of abortion should be made in cases of rape, incest,
health of the mother, or fetal deformity. Events such
as the thalidomide (a popular tranquilizer shown to
cause severe birth defects) scare, reports of “back
alley” abortions, and the work of a loose confedera-
tion of physicians and women’s rights activists further
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influenced many states to repeal or modify their
abortion statutes. In the 1960s, the American Medical
Association eventually endorsed these efforts after
vigorous debates among its membership about the
ethical issues involved and the medical utility of abor-
tion. These events permanently forced the issue into
the national consciousness.

In 1970, “Jane Roe” (Norma McCorvey) sued the
district attorney of Dallas County in Texas claiming
that the vagueness and breadth of the state’s criminal
abortion statute—which permitted abortion only in
cases of imminent danger to the mother’s life as
defined by a physician—violated her privacy rights
implicitly guaranteed by the First, Fourth, Fifth,
Ninth, and Fourteenth Amendments. Roe sought to
terminate a pregnancy which she claimed was the
result of rape—a claim she later recanted. The District
Court for the Northern District of Texas permitted a
Texas physician then under prosecution for providing
abortions (James Hallford) and a married couple chal-
lenging a similar Georgia statute (John and Mary
Doe) to join the suit. While the District Court found
for Roe, it refused to grant the injunction against the
state of Texas sought by the plaintiffs, prompting an
appeal to the Supreme Court. The case was argued
before the High Court in December 1971 and rear-
gued in October 1972. In a 7-2 decision, the Court
held the Texas law to be unconstitutional in view of
the Fourteenth Amendment’s protection of personal
liberty, which Justice Blackmun argued was “broad
enough to encompass a woman’s decision” to termi-
nate a pregnancy within the first trimester.

The political effects of the Roe ruling were tremen-
dous. Aside from affirming ““a right to choose,” which
invalidated the remaining state laws restricting abor-
tion, the ruling federalized the creation of abortion
policy. In short, Roe (along with the Supreme Court’s
decisions in Webster v. Reproductive Health Services
in 1989 and Planned Parenthood v. Casey in 1992)
initiated a new era in abortion politics in which states,
the federal government, and the courts would all par-
ticipate in policymaking. The decades since have pro-
duced intense judicial and legislative efforts from both
sides of the controversy. The effort to ban late-term or
“partial birth” abortions is among the most recent and
prominent of these efforts. In the mid-1990s, abortion
opponents such as the National Right to Life
Committee and the Family Research Council waged
an all-out lobbying offensive for state and national
legislation banning the procedure. Groups such as the

National Organization for Women and Planned
Parenthood opposed these efforts with equal vigor.
President Clinton twice vetoed such bans citing con-
cerns over a lack of maternal health exceptions. In
2003, abortion opponents again took up the fight in
the Republican-controlled Congress and successfully
lobbied for passage of the Partial-Birth Abortion Ban
Act of 2003, which George W. Bush signed in March
of that year. However, the legislation was not enforced
prior to 2007 because of federal court challenges such
as Gonzales v. Carhart. In April 2007, in Gonzales v.
Carhart, the Supreme Court upheld the validity of the
Partial-Birth Abortion Ban Act on its face but ruled
that the statute might be subject to further challenge as
applied to particular situations. As such, the abortion
controversy will continue to be engaged at every level
of government for the foreseeable future.

Apart from the federal implications, the abortion
issue has profoundly affected sociopolitical dis-
course in the United States. Both sides of the contro-
versy often engage in discourse designed more to
mobilize supporters via emotional images and lan-
guage rather than engage opponents or outsiders in
meaningful rhetorical dialogue. For instance, Rev.
Randall Terry—founder of the radical antiabortion
group Operation Rescue—has been known to display
aborted fetuses in jars and boxes and to encourage
members to engage in forms of civil disobedience,
such as blocking the entrances to abortion clinics,
to convey their message that “abortion is murder.”
Similarly, some radical abortion rights advocates
wave wire hangers to invoke the specter of “back
alley” self-abortions when arguing against proposed
abortion regulations. Although the vast majority of
abortion rights supporters and opponents are certainly
more nuanced in their views, there can be little doubt
as to the polarizing effects of such discourse. Indeed,
the ubiquitous and misleading labels of “pro-choice”
and “pro-life” serve to create in-group cohesion via
slogan as much as they also define, isolate, and vilify
the group’s enemies. Contemporary abortion dis-
course reminds one of Henry Kissinger’s well-known
mantra that “great tragedies occur not when right con-
fronts wrong, but when two rights face each other.” In
short, the abortion controversy remains a polarizing
issue in American politics.

David C. Bailey

See also Schroeder, Patricia
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ADENAUER, KONRAD
(1876-1967)

Konrad Adenauer, the first chancellor of the Federal
Republic of Germany, used professional media rela-
tions to achieve his political goals. With the assistance
of professional communication management, he
became a legendary leader. Many people still regard
him as the most outstanding German statesman. Due
to fundamental rebuilding after the Second World
War, the Adenauer era (1949-1963) plays a key role
as far as political communication in Germany is con-
cerned. Adenauer’s party, the Christian Democratic
Union (CDU) is considered to be the first people’s
party in Central Europe. Modern public relations (PR)
was a substantial factor in its establishment. In the
early fifties the public could not be easily reached
through party press or classical environmental organi-
zations such as trade unions or churches. Media-
oriented public relations programs were needed to
integrate different classes and denominations. The
newly created CDU could not depend on a strong
party press and therefore had to focus on the develop-
ing commercial media in order to mobilize voters.
Media relations were directed toward newspapers
and radio. Television played an insignificant role in
early media adjustment of political communication:
Range and transmission patterns of German television
were still too limited. Adenauer’s repertoire already
contained issues and event management suitable for
the media, offering information as well as support for
journalists. By 1953 a strategy of media-oriented per-
sonalization is recognizable, which let the political
program step back behind the person. The most
important instrument of Adenauer’s media relations
was the “tea discussions.” Selected journalists partici-
pated in these informal background sessions.
Adenauer’s party played only a marginal role in the
chancellor’s communication. The level of organization

was clearly underdeveloped until the early seventies.
The organizational center was the newly founded
Bundespresseamt (Federal Press Office). Substantial
impulses proceeded also from the Bundeskanzleramt
(Office of the Chancellor). Its first office chief, Otto
Lenz, built a network of PR organizations that were
seemingly independent but were financed by the Press
Office. They conducted lobbying on critical issues
such as the rearmament. Adenauer was the first to use
commercial agencies: Since 1950 “Allensbach,” an
institute for public opinion, has provided polls regard-
ing political tendencies. Other polling institutes
such as “EMNID” and advertising agencies such as
“Dr. Hegemann” followed.

Despite their forward-looking spirit, Adenauer and
his staff occasionally used methods of propaganda or
national censorship in order to discourage undesirable
reporting. For example, the editor of the magazine
Spiegel was arrested due to a critical report on the
German army.

Lars A. Rosumek
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ADVOCACY ADVERTISING

Advocacy advertising—encompassing issue advertis-
ing, legislative issue advertising, editorial advertis-
ing, and cause advertising—is a well-established facet
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of U.S. public policy environments and American
political campaigns. Unlike political candidate adver-
tising, advocacy advertising is characterized as ads
sponsored by third-party groups, such as corporate
entities, issue or cause-related citizen groups, and
organized labor. Advocacy ads either promote or
denounce a certain policy agenda. Advocacy advertis-
ing is likely to escalate whenever the political envi-
ronment is uncertain or when political situations
suggest opportunities or threats to the vested interests
of advocacy groups. The uncertainty surrounding
political elections makes advocacy advertising during
campaign seasons particularly significant.

Rise of Advocacy Advertising

Advocacy advertising surrounding the 1994 health
care reform debates changed the landscape not only for
political campaigns, but also for the public policy
process by significantly altering the mediated strategy
advocacy groups used to gain control of mediated mes-
sages. President Bill Clinton’s appointment of First
Lady Hillary Rodham Clinton to head the Task Force
on National Health Care Reform, and his subsequent
address to Congress presenting a proposed universal
health care plan, created an uncertain environment for
one of the issues with the greatest economic impact in
the United States. Political and economic uncertainty
for advocacy groups concerned with favorable and
unfavorable consequences of the Clinton health care
reform proposal resulted in unprecedented levels of
televised advocacy advertisements aimed to sway atti-
tudes of citizens and legislative decision makers. The
rise of advocacy advertising created debate over issues
such as moneyed interests in politics and First
Amendment free speech protections for these groups.
An estimated $50 million was spent on health care
advocacy advertising by the numerous groups battling
over the Clinton plan. The Health Care Reform Project,
the Henry J. Kaiser Family Foundation, the League of
Women Voters, the California Wellness Foundation,
and the Democratic National Committee were among
the groups supporting health care reform; the Health
Insurance Association of America (HIAA), the
American Medical Association, the National
Restaurant Association, and the Project for the
Republican Future used advocacy advertising to chal-
lenge the proposed plan. The HIAA was the most
prominent group to attempt to shape interpretations of
the Clinton plan. To oppose the proposed Clinton health
care reform proposal, the HIAA organized and cre-
ated the Coalition for Health Insurance Choices as a

nonprofit advocacy group. Creation of the Coalition for
Health Insurance Choices allowed the HIAA to funnel
unlimited amounts of money to the Coalition for adver-
tising expenditures and other media advocacy.

The HIAA alone spent an estimated $15 million on
a television advertising campaign that included the
widely publicized “Harry and Louise” ads. Harry and
Louise were fictional middle-class characters created to
dramatize a typical couple agonizing over a complex
and bureaucratic plan. The Healthcare Reform Project,
a partnership of consumer, labor, and business entities,
was formed to support the Clinton plan and defend
against the complexities and fear Harry and Louise
created by labeling the proposed plan another huge
government bureaucracy. Consequently the impact of
Harry and Louise is widely debated; some media credit
this couple with bringing down the health care reform
proposal and cite this campaign as ushering in a new
style of advocacy advertising. Although advocacy ads
may sway public opinion, attempts to target messages
in media markets of congressional members holding
important minority and majority leadership roles on
critical congressional committees suggest that the main
goal of the ads was to influence policymakers.

The increase in advocacy advertising expenditures
from $50 million during the 1994 mid-term elections to
more than $500 million during the 2000 elections
demonstrates clearly the increasing reliance on advo-
cacy advertising as a means to shape policy agendas
and decisions. Reports from 2004—especially consid-
ering the increase of advocacy groups under the label of
527 organizations—again revealed significant surges in
advertising spending for these types of ads as estimates
for advocacy advertising expenditures topped $1 bil-
lion. Even though 2005 was considered a light cam-
paign year, with gubernatorial elections in New Jersey
and Virginia representing the most high-profile elec-
tions, spending by advocacy groups continued. In this
case, the advocacy groups advertised to influence
Supreme Court nominations, as well as issues such as
prescription drug coverage and social security reform.

Advocacy Advertising and
Campaign Finance Reform

Controversy about undue individual and corporate
financial influence in U.S. political campaigns dates
back to some of the earliest presidential campaigns.
Although the Tillman Act in 1907 and the Taft-Hartley
Act of 1947 respectively banned direct corporate and
union contributions to federal candidates, these laws
were not frequently enforced.
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In 1976, the Buckley v. Valeo decision distin-
guished candidate and advocacy advertising by the
labels “express advocacy” and “issue advocacy,”
respectively. Express advocacy included communica-
tion that explicitly asked voters to “vote for” or “vote
against,” “defeat” or “reject,” “elect” or “cast a ballot”
for a candidate or referendum. Campaign finances
raised specifically for purposes expressly advocating
on behalf of a candidate are subject to federal cam-
paign finance laws and require contribution and
expenditure records in keeping with legal statutes.
Advertising, or other forms of communication, not
expressly or explicitly urging voters through use of
the express words were classified as issue advocacy.
The Supreme Court’s Buckley v. Valeo ruling removed
issue advocacy advertising from the Federal Election
Campaign Act because this form of communication
did not expressly advocate on behalf of a candidate.
As a result, issue advocacy is interpreted to include
communication intended to support or oppose legisla-
tive proposals, policy issues, or public policy, but does
not specifically mention the goal to elect or defeat
candidates or referenda. Based on congressional inter-
pretation of campaign finance laws, advocacy adver-
tising is protected by freedom of speech provisions
under the First Amendment of the U.S. Constitution.

The Bipartisan Campaign Reform Act (BCRA),
originally labeled McCain-Feingold after Senators
John McCain (R-Ariz.) and Russ Feingold (D-Minn.),
was adopted on November 6, 2002, with the intent to
prohibit “soft-money” contributions for the purposes
of party activities. There were no previous contribu-
tion limits on soft money, because it did not directly
contribute to a political candidate. The goal of the law,
effective immediately following the 2002 election
cycle, was to limit severely soft money and to reduce
the influence of labor and corporate political action
committees by restricting advertising from these
groups in the months prior to a general election.
However, a significant loophole existed in section 527
of the federal tax code. The 527 loophole allowed for
the creation of what are referred to as 527 groups.
These groups are able to receive unlimited contribu-
tions from any source and spend the contributions on
anything other than express advocacy. Groups orga-
nized to exploit the 527 loophole are able to raise and
spend unlimited amounts of “soft money,” which they
are able to spend on campaign advertising as long as
they do not expressly advocate for the election or
defeat of a federal candidate. Many 527 groups

exploit the campaign finance loophole and air politi-
cal advertisements that, although not expressly, pre-
sent messages that subtly and not-so-subtly attempt to
influence the outcome of elections. Reports of
fundraising activities by 527 groups demonstrated that
some organizations observed more than 100%
increases in funds raised and spent in the short time
period between 2002 and 2004. Estimates on com-
bined advertising expenditures alone from 527 groups
topped $1 billion during 2004, which is up from more
than $250 million during 2002.

Advocacy Advertising
and 527 Groups

Several 527 groups, such as Swift Boat Veterans for
Truth, America Coming Together, The Media Fund,
Progress for America, and MoveOn.org, quickly
emerged as significant players in the political land-
scape during the 2004 elections. The top 11 most suc-
cessful fundraising 527 groups during the 2004
election cycle each raised and spent more than $10
million, largely for advertising purposes. The top 527
groups in order of fundraising during 2004 were:
America Coming Together; Joint Victory Campaign
2004; Media Fund; Progress for America; Service
Employees International Union (SEIU); American
Federation of State, County, and Municipal Employees
(AFSCME), Swift Boat Veterans for Truth, Club for
Growth, MoveOn.org, New Democratic Network, and
Citizens for a Strong Senate. Clearly, the advertising
and publicity strategies by some of these groups pro-
duced higher name recognition and notoriety during
the campaign. The Swift Boat Veterans for Truth
advertising strategy that showed former troops and
military spouses questioning John Kerry’s bravery
raised awareness for this group. In addition to spend-
ing more than $10 million on ads in key districts dur-
ing 2004, MoveOn.org gained public awareness
through a creative strategy of featuring “real people”
ads that documented MoveOn.org members’ dissatis-
faction with President Bush.

Although these groups do not expressly advocate
on behalf of a candidate, their support for or against a
candidate is so heavily implied that they may appear
indistinguishable from candidate or party ads with the
exception of the candidate’s endorsement. Basically,
any individual or group can start a 527-campaign fund
as long as campaign political activities and day-to-day
functions are maintained separately.
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Progress for America Voter Fund is a 527 group
closely aligned with the Bush Administration and the
Republican National Committee. Federal Election
Commission data shows that the Project for America
Voter Fund outspent both the Swift Boat Veterans for
Truth and The Media Fund by a rate of three to one
during the final stretch of the 2004 presidential cam-
paign. Although Project for America aired negative
ads against Kerry, it received the most recognition
for the ad Ashley’s Story. The ad shows President
Bush embracing and consoling Ashley Faulkner, the
16-year-old girl whose mother was a victim of
the September 11 terrorist attacks. Some political
observers identify this ad as the most influential ad of
the 2004 election.

During the extremely negative final weeks of the
2004 presidential campaign, Ashley’s Story became
the definitive ad in the lead up to the election. Its pos-
itive message, depicting a compassionate and caring
President Bush, provided voters with a message
incomparable to other messages in the media environ-
ment during this time. Ashley’s Story included the fol-
lowing audio message:

Lynn Faulkner—
Mason, Ohio:

My wife Wendy was murdered
by terrorists on September 11.

The Faulkner’s daughter Ashley
closed up emotionally. But when
President George W. Bush came
to Lebanon, Ohio, she went to
see him, as she had with her
mother four years before.

Male Announcer:

Linda Prince— He walked toward me and I said,

Family Friend: Mr. President, this young lady
lost her mother in the World
Trade Center.

Ashley: And he turned around and he

came back and he said I know
that’s hard. Are you all right?

Linda Prince: Our president took Ashley in his
arms and just embraced her, and
it was at that moment that we saw

Ashley’s eyes fill up with tears.

Ashley: He’s the most powerful man
in the world and all he wants to
do is make sure I’m safe, that

I’m okay.

What I saw was what I want to
see in the heart and in the soul of
the man who sits in the highest
elected office in our country.

Lynn Faulkner:

Male Announcer:  Progress for America Voter Fund
is responsible for the content of

this message.

Progress for American Voter Fund is clearly,
although not expressly, advocating on behalf of
President Bush’s reelection in this spot.

Additionally, advocacy advertising is controversial
because the advocacy group names may be difficult to
interpret. Take, for example, the Progress for America
Voter Fund. To the average voter, the name Progress for
America hardly represents anything disagreeable.
However, if voters were aware that Progress for America
was closely aligned with the Bush administration and
the Republican National Committee, they would be in a
better position to evaluate the potential bias in the
advocacy ads. The Coalition for Health Insurance
Choices—although described by the HIAA as a move-
ment including thousands of businesses, groups, and
individuals—shared the same office building, advertis-
ing and public relations firm with HIAA. As a result of
the close affiliation of advocacy groups with candidates,
administration, and groups otherwise restricted by cam-
paign finance laws, the loophole for 527 groups creates
great controversy between those arguing that changes in
campaign finance would infringe upon free speech and
those that would like to see moneyed interests in politics
diminished.

Advocacy Advertising Impact

Like political candidate advertising, the role of advo-
cacy advertising content and effects is widely debated.
Academic research generally fails to demonstrate that
advocacy ads directly influence candidate preference
among voters, so the worries that advocacy ads come
too close to candidate ads may not be so serious. Even
during the health care reform debate, many Americans
were not familiar with Harry and Louise from the ad
campaign, but instead came to recognize these charac-
ters based on media coverage of the ads in stories
about the debate. Nevertheless, research also appears
to show that these types of ads may be more influen-
tial among nonpartisans and undecided voters. What
appears to be missing from academic research on the
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topic of advocacy advertising is research attempting to
measure how such ads may influence opinion leaders
and decision makers in legislative roles.

Nevertheless, substantial criticism remains tar-
geted toward advocacy advertising based on asser-
tions that it is largely sponsored by big corporate,
moneyed interests. As long as ad advocacy advertising
continues, there is increased need for media organiza-
tions to help citizens digest the group names and their
affiliations and the message strategies they use in their
ads. Advocacy advertising is rarely the focus of media
ad watches. Considering the pervasiveness of advo-
cacy advertising in the American political process, the
claims advanced in these ads should be subject to
media scrutiny to help voters assess the validity of
advertising claims.

John C. Tedesco

See also Ad Watch; Bipartisan Campaign Reform Act;
Campaign Finance; First Amendment; Political
Advertising, Independent
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AD WATCH

An ad watch is a media report and evaluation of polit-
ical advertising content. Washington Post columnist
David Broder is credited with urging fellow journal-
ists to be more watchful of political advertising

messages and making coverage of advertising claims
a standard feature of campaign news. Broder called
for more ad watches following the intensely negative
nature of the 1988 presidential campaign in which
political advertising played a significant role in shap-
ing campaign news coverage. In fact, televised politi-
cal advertising is a prominent feature in most U.S.
political campaigns. Televised ads, also known as
spots, comprise a significant portion of presidential
candidates’ campaign budgets and figure substantially
in most statewide and congressional elections.
Candidates, political party organizations, and issue
advocacy groups rely heavily on televised political
advertising because it provides direct control of the
messages targeted to voters. Ad watches provide citi-
zens some assistance in processing and evaluating
claims made in political ads.

Broder’s call following the 1988 presidential cam-
paign, and the negative nature of ensuing presidential
campaigns, resulted in more ad watches as journalists
attempted to police dishonest or ethically suspect cam-
paigning. Ad watches fit nicely into the dominant
horse-race style of political reporting as journalists are
able to dramatize the attack and defend interplay of
candidate ad strategies. When candidates use political
advertising as a form of campaign dialogue—attacking
opponents or responding to attacks—journalists are
able to create news packages that contribute to political
discourse and the fourth estate function of media.
Beyond the fourth estate function of questioning true
and false claims advanced by candidates and serving as
an independent source of information about ad claims,
political ad watches took hold as a form of political
reporting for several news management considerations.

The dominant nature of political advertising in
campaigns means that this campaign format serves as
a continual source of political news for journalists.
Furthermore, whether aired in their entirety or as an
ad bite—or a short clip—ads transfer easily to the
news format since they supply journalists with visual
components for more appealing news reports.
Unfortunately, no systematic approach to political ad
watches exists. As a result, it appears that more nega-
tive ads become the focus of ad watches. Although
history informs us that negative ads are frequently
home to misleading claims, it also shows us that ads
promoting a candidate tend to mislead the audience.

As far back as the 1952 “Eisenhower Answers
America” presidential ad campaign, candidates manip-
ulated messages contained in their spots. Eisenhower’s
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ads manipulated audio and video content to give the
impression that Eisenhower was responding to a range
of citizen questions. Instead, Fisenhower provided
staged answers to a variety of issues on his cam-
paign agenda, and citizen actors later were drafted to
ask questions that addressed Eisenhower’s previously
filmed answers.

By modern standards, Eisenhower’s advertising
strategy may not appear to be an egregious violation of
ethical standards. However, more recent audio and
video technological developments provide campaigns
with tools capable of more blatant, deceptive, and eth-
ically suspect strategies labeled as technodistortions. A
more disturbing example of deceptive audio and video
techniques by campaigns in political advertising was
uncovered during the 1996 Virginia senate race featur-
ing Senator John Warner and his opponent Mark
Warner. One of Senator Warner’s televised ads manip-
ulated a 1994 photo that featured former Virginia
Governor L. Douglas Wilder and Virginia Senator
Charles Robb shaking hands while President Clinton
was posed between the two. When the photo appeared
in Senator Warner’s advertisement, the face of Robb
was seamlessly replaced by the face of Mark Warner,
misleading voters to perceive that Senator Warner’s
opponent Mark Warner was shaking hands with Wilder
and associating with Clinton. Senator Warner manipu-
lated the photo in an attempt to link his opponent with
two unpopular political figures in Virginia. In this case,
the manipulation was uncovered and widely reported
in media ad watches. It is extremely unlikely that ordi-
nary citizens would pick up on this re-creation of his-
tory and virtually impossible for them to detect the
photo manipulation techniques used in the spot.

Candidates have long recognized that there are
benefits to having their ads covered as news items.
When aired in their entirety within a news segment, it
is possible that political ads reach millions of voters.
Furthermore, ads aired in the context of a news story
may be enhanced by the credible news environment.
History informs us that some candidates create adver-
tising messages to earn free media coverage. Lyndon
Johnson’s famous 1964 “Daisy Girl” spot, which con-
tains visual images of an atomic bomb explosion to
elicit nuclear war fears, aired only once as a paid
political spot but was shown in its entirety by the
major news networks in their campaign news cover-
age at the time. Examples of modern political adver-
tising shaping the news agenda are frequent. Since
journalists appear to give more attention to ads that

are controversial, dramatic, and evocative, campaigns
create ad messages with the intent to maximize the
likelihood that their ads will be featured as news.

Academic researchers studying the content and
effects of ad watches on voters find that specific
reporting strategies are more likely to result in favor-
able effects. But, ads do not need to use technological
manipulations in order to mislead voters. Prior ad
watches show the public that candidates play loose
with the truth even in advertisements that promote
their accomplishments, issue positions, and prior
public service records.

Simply including advertising messages in news
reports is not sufficient for helping voters discern true
or false messages. Academic researchers studying the
content and effects of ad watches on voters find that
specific reporting strategies are more likely to result in
favorable effects. If visual aspects of ads are included
in ad watches, stopping or interrupting ads immedi-
ately following misleading audio or visual claims
through the use of on-screen graphics and voice-overs
helps voters understand specific features of advertise-
ments that are questionable. Additionally, rather than
showing ad bites or ads full screen, researchers rec-
ommend placing ads in downsized, labeled graphics
to lessen the visual impact of the suspect ad and to
make it less likely that free air time for candidate spots
will be provided.

Reliance on paid advertising as a significant form
of campaign communication continues in modern
political campaigns. Whether purposefully playing
loose with facts and attempting to deceive the public
with technical manipulations of audio and video con-
tent or presenting voters with nonmalicious but ques-
tionable claims, the need for ad watches continues as
the typical voter is not equipped to fact check many
advertising messages independently.

In the future, journalists may wish to create a sys-
tematic procedure for evaluating ad claims. Since the
high volume of ads aired across political campaigns
each election cycle is beyond the number possible
for journalists to evaluate, a systematic trigger or
random procedure for evaluating ads may help jour-
nalists avoid claims that they focus predominantly
on negative ads, ads from candidates of a specific
party, or ads that are developed specifically to create
news attention.

A new direction in ad watches has been the use of
the World Wide Web as a channel. Newspaper and
television stations are using their Web sites to post ad
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watch material from their news broadcasts and, in
some cases, providing extended coverage and
expanded explanations on their Web sites. The
University of Pennsylvania’s Annenberg School of
Communication also maintains a Web site to analyze
ads. Called FactCheck, it is available at www
factcheck.org. The increased space available on the
Web has also encouraged candidates, political parties,
and third-party interest groups to engage in their own
adwatch analysis on their Web sites. These trends will
surely be useful to voters in providing more informa-
tion and assistance in evaluating claims.

John C. Tedesco

See also Broder, David; Daisy Girl Ad; Fourth Estate, Media
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Coverage of Politics; Political Advertising;
TechnoDistortions
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AFFIRMATIVE ACTION

Affirmative action requires employers and college/
university admissions procedures to give special con-
sideration to minorities and female applicants. The
purpose of affirmative action, as it was originally con-
ceived, is to reverse the detrimental effects that dis-
crimination had on minorities prior to 1964. Through
subsequent Supreme Court rulings, affirmative action
policies cannot impose quotas or inflict reverse dis-
crimination. The goal of affirmative action policies is
to increase diversity in employment and educational
arenas.

Affirmative action was first mentioned on March 6,
1961, as part of President John F. Kennedy’s
Executive Order 10925, which mandated the creation
of the Committee on Equal Employment Opportunity.
However, it would be four years before affirmative
action was brought to the public’s attention.

The Civil Rights Act was signed into law on July 2,
1964. The Civil Rights Act prohibited discrimination
based on race, creed, color, or national origin. The Act
also included the creation of the Equal Employment
Opportunity Commission to oversee the implementa-
tion of the Act in the workplace.

President Lyndon B. Johnson introduced affirma-
tive action in 1965 through a speech at Howard
University and the subsequent crafting of Executive
Order 11246. Through this Executive Order, govern-
ment contractors were required to show proof that
minorities were provided equal access to and equal
consideration during the employment process. The
order also abolished the Committee on Equal
Employment Opportunity and transferred its duties to
the Department of Labor. In 1967, the order was
amended to include gender as a consideration for
equal access to employment.

In 1969, President Richard M. Nixon created the
“Philadelphia Order” in which minorities were guar-
anteed fair hiring practices in construction jobs. The
order was so named because Philadelphia was chosen
as the test location given the rampant discrimination
in the construction industry there. The ultimate goal of
the Philadelphia Order was to increase minority
employment in construction jobs. President Nixon
noted that the order did not enforce racial quotas but,
rather, employers were required to show “affirmative
action” in meeting the goal of increasing minority
employment.



Agenda Melding 11

The first test of affirmative action as reverse
discrimination to reach the Supreme Court was
DeFunis v. Odegaard (1974), involving law school
admissions, but the court declared the case moot with-
out deciding the issue because DeFunis (having been
admitted to law school pending the appeals) effectively
would have graduated from law school before the case
was decided. Affirmative action programs were first
tested on the merits in the Supreme Court in the case
of The Regents of the University of California v. Bakke
(1978). Allan Bakke was a white man who had applied
for two consecutive years to medical school at
University of California at Davis. Both years lesser
qualified minority applicants were admitted while his
application was denied. The Supreme Court ruled in
Bakke’s favor (5—4) stating that UC Davis had inflexi-
ble quotas that were unacceptable. Later Supreme
Court decisions regarding affirmative action stated that
“moderate” quotas were acceptable.

Another landmark Supreme Court case was
Wygant v. Jackson Board of Education (1986). In this
case, nonminority teachers with seniority were laid off
in order to retain minority teachers. Ultimately the
Supreme Court ruled that the harm inflicted on the
nonminority teachers was greater than the benefits to
the minority teachers that were retained.

Beginning in 1997, states began passing legisla-
tion banning affirmative action. California was the
first followed by the state of Washington. In 2000,
Florida banned the use of affirmative action in college
admissions.

Additional Supreme Court cases brought about rul-
ings regarding local, state, and federal affirmative
action guidelines. In 2003, several Supreme Court rul-
ings regarding the affirmative action policies at The
University of Michigan set guidelines about the use of
affirmative action in the admissions process. In one
case, Gratz v. Bollinger (2000), the Supreme Court
ruled that the university’s undergraduate admissions
process was unconstitutional because minority
students were given additional credits in their applica-
tion score for being a “minority.”

However, in a similar case against the University of
Michigan’s law school, Grutter v. Bollinger (2001),
the Supreme Court ruled that race can be a factor in
the admissions process because a diverse student body
adds to the educational experiences of all students.
The difference between this case and the undergradu-
ate admissions case is that the law school took race
into consideration, while students seeking admissions

to the undergraduate programs were given credits for
being minorities.

Despite the many Supreme Court rulings and
Executive Orders, affirmative action continues to be
debatable in both its inception and its effects.

Kristin K. Froemling
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AFL-CIO

See UNIONS, PoLITICAL ACTIVITY

AGENDA BUILDING

See AGENDA SETTING

AGENDA MELDING

Agenda melding can be defined as the process by
which audience members seek out and blend media
agendas from various communication sources to fit
their individual preferences and cognitions. Where the
media can set the public agenda by influencing the
salience of key issues, along with details or attributes
about those issues, agenda melding argues that the
already established values and attitudes of audience
members play a role in how those issues and attributes
are sought out and mixed—or melded—into a coher-
ent individual picture of events. Agenda setting
focuses on the power of media to set agendas; agenda
melding concentrates on the ability of audience mem-
bers to select among media, issues, and elements of
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messages. The latter is important because the study of
audience interests and needs in acquiring media agen-
das is a necessary element of true understanding of
public opinion formation of all groups.

With agenda melding audiences are not passive but
actively select messages from the plethora of those
available. More developed countries offer more choices,
but there are nearly always informational options, even
in controlled states. Individual agenda melding involves
individuals expressing, and perhaps reinforcing, their
personal values and attitudes through the messages
selected. This idea dates back to Leon Festinger’s
theory of cognitive dissonance in which he posited that
individuals seek out information that supports their
views while disregarding or avoiding information that
does not. Even ancient observers, however, noted that
birds of a feather flock together, which individuals can
do today via the Web without leaving their homes.

Agenda melding argues that we are attracted to
agenda groups, even if we have to find and mix them
ourselves. According to Donald L. Shaw and his col-
leagues, membership may not be formal, such as pay-
ing dues and attending meetings, but instead can be
informal and exist only in the person’s mind, such as
if one subscribes to a belief in environmentalism or a
particular social theory. Shaw and his colleagues
tested David Weaver’s argument that audiences exer-
cise more interest in seeking information if there is a
need for orientation to a public issue. The authors
explain that agenda melding is an ongoing social
process in which individuals choose a variety of
media, both mass and interpersonal, to relate to other
people and meld their own group agenda of issues. In
a sense, many chat-group monitors choose to belong
to an agenda group, even if secretly. Many groups are
organized around social issue agendas. Some exam-
ples include Mothers Against Drunk Driving
(MADD) and the progressive political group
MoveOn.org. If organized and determined enough,
these individuals may organize into groups that may
have the power to influence public agendas either with
or without the use of traditional mass media.

Donald L. Shaw and Rita F. Colistra

See also Agenda Setting
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AGENDA SETTING

Agenda setting is a theory of mass communication
effects which holds that news media, through the
editorial selection process, transmit to the public the
salience of political objects, which affects the relative
importance of these objects to the public. According
to agenda-setting theory, the news media may not tell
the public what to think (for example, what position to
take on a political issue or what candidate to support
in an election), but they tell the public what fo think
about (for example, what issues are important or what
candidates are viable).

One of the primary services the news media provide
to their audiences is their surveillance of the environ-
ment to determine what events are occurring in the
world that the press believes their audiences should
know. Journalists use professional norms called
news values, such as proximity, timeliness, conflict,
celebrity and human interest, to decide what is news-
worthy. News media also prioritize the news, such as
giving a banner headline on the newspaper’s front page
or the lead position on a newscast to signal importance.
Agenda-setting theory conceptualizes this ordering of
political objects by the news media as the “media
agenda.” The news media’s selection and presentation
of news provides an indexing function that helps read-
ers decide where to place their attention. Through this
exercise of editorial judgment, newspapers and news-
casts make political objects stand out in relief from
others. The media agenda directs the public’s attention
to certain political objects. In this way, the news media
change the salience of political issues, persons, or top-
ics. News media tell the public what is important.
Agenda-setting theory conceptualizes this ordering of
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political objects by the public as the “public agenda.”
Agenda-setting theory holds that as the media agenda
changes, the public agenda follows. The news media
set the public agenda.

Since the news media’s ability to cover events is
limited by time and space, only a few issues muscle
their way onto the media agenda, shoving aside other
issues. Further, because the public’s ability to attend
to concerns is limited, only a few issues grab the pub-
lic’s attention at any one time. Agenda setting is based
on the media’s limited ability to cover issues and the
public’s limited ability to attend to them.

Agenda setting originally focused on the transfer of
the salience of political issues from the news media to
the public. The earliest agenda-setting studies took
place in the context of U.S. presidential election cam-
paigns. They studied how shifts in the occurrence of
newspaper and television news stories devoted to cam-
paign issues changed during the course of the race.
They compared these changes in the media issue
agenda to subsequent changes in voters’ concerns. The
studies also expanded to investigate the agenda-setting
influence of other forms of political communication
beyond the dominant mainstream media, including
alternative news media and political Web logs.
Research also encompassed other political objects,
including persons, such as election candidates, and the
attributes of objects, such as characteristics of election
candidates. Attributes are those characteristics of an
object which complete the picture of that object.
Attributes can vary widely in scope, from a candidate’s
age to a candidate’s foreign policy experience. The
agenda setting of attributes of objects, as opposed
to the agenda setting of objects, is also known as
“second-level agenda setting.” The studies also turned
to agenda setting in other types of elections, in non-
election times, in other countries, including Argentina,
Germany, Japan, and Spain, and in other contexts. Not
surprisingly, agenda setting does not occur in the pres-
ence of either a closed electoral system, one in which
selection of political leaders and policies is patently
undemocratic, or a closed media system, one in which
the news is strongly government controlled.

Agenda setting also may be regarded as a more gen-
eral theory of salience transmission. In its most general
form, agenda-setting theory may conceptualize an
agenda as a list of objects ordered by their salience,
and the process of agenda setting may be regarded as
the transmission of the salience of one agenda to
another agenda. One of the major theoretical contribu-
tions of agenda-setting theory is its conceptualization

of corresponding agendas of political objects. The
world of politics may be regarded as a collection of
political agendas, agenda setters, and agenda recipi-
ents. Thus, the effects of media agendas have been
studied on other types of agendas besides the public
agenda, such as the presidential agenda and the con-
gressional agenda. Also, the effects of these and other
nonmedia agendas on the media agenda have been
studied. This has been labeled “agenda building.”
Thus, while election campaigns are designed to elect a
candidate, part of that process involves trying to influ-
ence the media agenda. A working hypothesis might
be that the more control a campaign wins over the
media agenda, the more likely it will win the election.

As a general theory of salience transmission,
agenda setting also has been extended to investigate
the effects of nonmedia agendas on other contempo-
rary nonmedia agendas, such as the effects of the pub-
lic agenda on the congressional agenda. How well
Congress’s activities (e.g., hearings, legislation) reflect
the public’s concerns has always been a key question
in the study of political representation. Traditional
models of representation have mostly examined how
well congressional actions match public concerns gen-
erally, without considering the specific priority rank-
ings of these concerns. However, if Congress acts upon
issues to which the public gives a relatively low prior-
ity while neglecting issues with higher priority, then
representation may not be as effective as it appears to
be. Political leaders’ neglect of issues the public con-
siders most important is typically ignored in political
science models of representation.

Historical Developments

The empirical study of agenda setting began in 1968
when Maxwell McCombs and Donald Shaw found
that the issues emphasized in the news media during
that year’s U.S. presidential race corresponded to the
set of issues of greatest concern among undecided
voters. McCombs and Shaw conceptualized the media
coverage as the “media agenda” and the voters’ con-
cerns as the “public agenda.” They coined the term
“agenda setting” to refer to their hypothesis that the
media agenda sets the public agenda. The media
agenda was determined through a content analysis of
newspaper coverage of the election campaign. The
public agenda was determined through a survey of
randomly selected undecided voters. McCombs and
Shaw reasoned that if they did not find an effect
among undecided voters (whom they reasoned should
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be most susceptible to influence), then there would be
no reason to look for an effect among the general pub-
lic. On the other hand, if they did find an effect among
undecided voters, then there would be good reason to
investigate whether the effect held more generally.
Based on the promising results of the 1968 study,
McCombs and Shaw then expanded their study to all
voters in the 1972 presidential election. Additionally,
they tested the rival hypothesis that the public agenda

set the press agenda, rather than the other way around.
By tracking the press and public agendas three times
during the election campaign, they demonstrated that
changes in the press agenda at one time led to subse-
quent changes in the public agenda, whereas the
changes in the public agenda were not reflected sub-
sequently in the press agenda. The study also indi-
cated that the agenda setting influence of the news
media fluctuated during the course of the campaign
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and that the influence of newspapers and television
also changed over time. A third study, of the 1976
presidential election, utilized nine waves of interview-
ing over an entire year and corresponding analyses of
news media content. Meanwhile, other evidence in
other settings began to accumulate, including labora-
tory experiments which could offer compelling sup-
porting evidence that changes in the media agenda
caused changes in the public agenda.

A criticism of agenda-setting theory might be that
the public agenda dictates the media agenda, rather
than the reverse. From the earliest studies, however,
attention has been given to study the process over
time, so that the chronological order of effects could
be observed. Studies consistently show that the media
agenda at Time 1 affects the public agenda at Time 2
more than the other way around.

Another criticism of agenda-setting theory might
be that a third variable, namely, the set of real-world
events, determines both media and audience agendas.
It would seem reasonable that both the media and
public agendas would be driven by real-world happen-
ings. Studies demonstrate, however, that neither news
coverage nor public concerns closely mirror real-
world events. A real-world agenda can be constructed
from statistical records, such as the Statistical
Abstracts of the United States. One investigator con-
structed such a historical agenda of the United States
covering the 1960s. The salience of Vietnam, for
instance, was measured in terms of the number of
American troops committed there throughout the
decade. It was found that both the media agenda and
the public agenda were independent of the historical
agenda (real-world events). News coverage of the
Vietnam War, for instance, peaked 12 to 24 months
before troop commitments peaked. Throughout the 10
years, the press agenda was closely correlated with the
public agenda, but both of those agendas were far less
correlated with the historical record. Another study
found a correspondence between the press and public
agendas in late 1973 in Germany regarding an energy
crisis. Again, though, the “real world,” as captured by
the actual availability of energy supplies in the coun-
try, did not correspond with either the press or public
agendas. Supplies in September and October were
actually higher than a year earlier, and supplies in
November were the same as a year earlier. Yet, the
supply “shortage” was high on the press and public
agendas during this time and continued until February
of the following year. Another study found that although

the actual incidence of illegal drug use in the United
States in the second half of the 1980s remained rela-
tively stable, the media agenda gave drugs a top prior-
ity. The great attention the news media gave to the drug
issue was subsequently reflected in the public’s agenda,
where it became “the most important problem facing
this country.” Another study conducted in the 1990s in
Texas found that when the state’s two major newspa-
pers dramatically increased their coverage of crime
between 1993 and 1995, public opinion subsequently
increased. Yet, while the press and public both were
expressing a high fear of crime, the historical agenda,
measured by federal crime statistics, was moving in the
opposite direction. While the press and the public were
growing increasingly concerned about crime, the crime
rate was actually declining. Other studies, including
one of coverage of the environmental issue from the
1970s to the 1990s, and another on shark attacks in
2001, also have demonstrated how the press agenda
drives the public agenda while neither of these agendas
corresponds well to the historical record.

How Agenda Setting Works

Agenda setting involves exposure of individual per-
sons to a news media agenda, and individuals do differ
both in how frequently they are exposed to news media
and in the quality of their attention. However, agenda-
setting theory views the news media agenda as essen-
tially ubiquitous, evident to all adult society members.
Through something like a two-step flow from opinion
leaders to opinion followers, the news media agenda
permeates society. Agenda setting occurs because
essentially the same stimulus, in a variety of mass
communication channels, is distributed to a massive
number of individual persons. As a consequence of the
high penetration and saturation rates of newspapers,
television news, radio news, and other mainstream
news media, many different individuals share a similar
experience. Despite individual differences, agenda set-
ting occurs because the news media carry highly simi-
lar messages to so many individuals.

At the same time, the various news media are not
exactly alike in their ability to transmit the salience of
political objects. When newspaper and television news
are compared, about half the time no significant differ-
ences in the agenda-setting effects of these two major
news media are observed. Contrary to conventional wis-
dom, when agenda-setting differences are observed
between these two news media, agenda setting tends to
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be stronger for newspapers than for television news. The
reasons for this are still unclear, but it may be due partly
to the general capacity of newspapers to cover more and
longer stories, compared to television news, and also to
the relative lack of governmental control over newspa-
pers in most societies, compared to television news.
Which of these news media most affects the public
agenda also may depend on other important contextual
factors, such as the phase of an election campaign. For
example, while newspaper coverage has a stronger
effect throughout the campaign, the influence of televi-
sion coverage increased over the course of the race.

The psychological variable “need for orientation”
has been offered as an explanation for the transmis-
sion of salience from the press agenda to the public
agenda. Need for orientation depends upon, one, rele-
vance of the political object and, two, uncertainty
about the political object. If relevancy is low, then
need for orientation is low. If relevancy is high but
uncertainty is low, then need for orientation is moder-
ate. If both relevancy and uncertainty are high, then
need for orientation is high. The higher a person’s
need for orientation, the greater the likelihood of
attention to the media agenda. When need for orienta-
tion is high among many in the population, agenda
setting is more likely to be strong. Thus, in a social
crisis—a time of high relevance and uncertainty—
people turn to the media for guidance.

Agenda setting appears to produce stronger effects
on “unobtrusive” issues, issues with which a person
has little direct personal experience. A military con-
flict in distant lands would be an unobtrusive issue for
most people who have little personal or interpersonal
experience with it. In contrast, inflation is an “obtru-
sive” issue because it obtrudes directly into most
people’s lives. One does not need the news media to
know that inflation is an important issue of the day;
one’s trips to the grocery and gas station suffice.
Obtrusiveness, however, is less a property of the issue
and more a property of the person. Furthermore, it is
not something that one either possesses or not but is
more a matter of degree. To a soldier abroad, a mili-
tary conflict may be highly obtrusive whereas infla-
tion at home may be unobtrusive. If an issue is
obtrusive, it means that uncertainty is low. Personal
experience and interpersonal experience lessen uncer-
tainty. In contrast, if an issue is unobtrusive, it means
that uncertainty is higher because personal and inter-
personal experiences can offer little information to
reduce uncertainty. Therefore, need for orientation

provides a general explanation for the differences in
agenda-setting effects observed for obtrusive and
unobtrusive issues. For unobtrusive issues, people
look to the media to reduce their uncertainty.

In the early 1920s, journalist Walter Lippmann
provided an explanation for how agenda setting
works. Lippmann wrote that from the elements which
make up the real world (i.e., the real environment),
the news media select elements from which they
construct a rendition of the environment (i.e., the pseudo-
environment). The environment and the pseudo-
environment therefore are not isomorphic; the
pseudo-environment is a simplified version of the
environment. The media thereby create the “pictures
in our heads” that represent the political world.
According to Lippmann, the public responds not to
the real environment but to the pseudo-environment
created by the media. Agenda-setting theory holds
that the media’s pictures of the world may be concep-
tualized in terms of agendas of items. Those elements
of the real world that the media make prominent
become those elements the public considers promi-
nent. The public comes to accept as important those
elements the media emphasize.

Measuring Agendas

One reason agenda-setting theory attracts scholars is
that it makes an explicit connection between specific
media content and a specific effect on those exposed
to that content. Researchers have become adept at
measuring both the media agenda and the public
agenda, and showing the relationship between the
two. The method of survey research is generally used
to measure the public agenda. The public agenda com-
monly consists of a list of objects ranked by frequency
of occurrence. In a typical study, a sample of the adult
population is asked what political issues are of great-
est concern. The question might be, “What is the most
important problem facing this country today?”’ The
Gallup polling organization has been asking a version
of the “most important problem” (MIP) question since
the 1930s. It has become a mainstay in the measure-
ment of the national public agenda, especially useful
in studies of change over time. Other polling organi-
zations have utilized similar MIP questions. Versions
have been adapted for state and local populations, as
well. The “public agenda” is constructed by ranking
the issues by how frequently they are mentioned by
respondents. Then, at another time, the process is
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repeated, usually with a different sample. In this way,
changes in the public agenda can be tracked. Besides
the MIP survey question, other ways to measure the
public agenda include making observations of voting
or other political decisions, opinion holding, and con-
versations. The salience of political issues has been
assessed by asking people to recall news stories that
appeared in the newspaper and ranking the impor-
tance of various sets of news stories. Issue salience
also has been estimated by asking people about the
extent of their discussion of an issue with friends and
the need for more government action on an issue. The
salience of attributes has been measured by asking
people which aspects of an issue are of most interest
and which have been discussed the most. Attribute
salience also has been commonly assessed with a
question used to measure candidate images in the
early agenda setting study of the 1976 U.S. presiden-
tial election: “Suppose you had some friends who had
been away for a long time and were unfamiliar with
the presidential candidates. What would you tell them
about [Candidate’s Name]?”

Agenda-setting researchers also have begun to use
nonresponse as an inverse measure of both object and
attribute salience. Thus, the fewer persons who have
no opinion about a candidate, the greater the salience
of that candidate.

The research method of content analysis is gener-
ally used to measure a media agenda. The media
agenda commonly consists of a list of objects ranked
by frequency of occurrence. In a typical study, a sam-
ple of the content of a news medium (or a set of news
media) is selected, and the amount of space or time
devoted to a political issue is counted. For example,
each news story might be coded in terms of the politi-
cal issue about which it is most concerned. Then the
number of stories that are primarily about each issue is
counted. The “media agenda” is constructed by rank-
ing the issues by how frequently stories are primarily
about them. Then, at another time, the process is
repeated, with a different sample of media content. In
this way, changes in the media agenda can be tracked.
Besides the full-text content analysis of news stories,
other ways to measure the media agenda include the
use of news indices and abstracts (for example,
Reader’s Guide to Periodical Literature, Vanderbilt
Television News Index and Abstracts), which help sim-
plify the construction of media agendas. These have
proven to be particularly useful when dealing with large
samples of media content and when examining news

coverage over long periods of time. The construction
of media agendas also has been simplified by the
development of computer software programs (e.g.,
General Enquirer, VB Pro) that can identify and count
the frequency of words and phrases.

Related Concepts

Another reason agenda setting has attracted the inter-
est of scholars is its connections to and, in some cases,
overlaps with, other mass communication theories and
concepts. Gatekeeping theory deals with how editors
open the gates only to selected stories, which relates
to which political objects end up on the media agenda.
Agenda-setting theorists incorporate gatekeeping the-
ory into agenda-setting theory for its contributions to
the question of how the media agenda is formed.
Status conferral theory deals with how news coverage
confers status on persons, which relates to how candi-
dates and other newsmakers land on the media
agenda. Agenda-setting theorists regard status confer-
ral as the setting of an agenda of persons. Cultivation
theory deals with how television cultivates an image
of a mean and dangerous world, indicating that televi-
sion may be setting a long-term agenda of crime, vio-
lence, and corruption. Spiral of silence theory deals
with how the public senses what cannot be said with-
out fear of social ostracism and how silence perpetu-
ates silence, which relates to how—or whether—the
news media cover political positions. Framing theory
deals with how the news is organized and presented
and the effect of this on the public’s interpretations of
the news, which relates to the frequency with which
issues, positions, and other political objects are cov-
ered in the news. Some theorists maintain that attribute
agenda setting and framing are identical. A frame is
often regarded as an organizing principle that gives a
person a way to interpret some event, issue, or other
political object. As an organizing attribute, a frame is
more than the sum of its parts. Successful framers can
control political discourse by repeatedly invoking the
same frame, which sets the terms of engagement,
the words, the vocabulary, and metaphors, by which
a political object (e.g., issue, candidate) is discussed.
Agenda setting would show that the most important
problem in the public’s mind is, say, the abortion
issue, because the news media have been writing or
airing many stories on the topic of abortion, and giv-
ing them prominent display. Framing would show that
the public thinks of the abortion issue as a matter of,
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say, an unborn child’s right to live, as opposed to a
pregnant woman’s right to choose what happens to her
body, because the news media in their stories on the
topic of abortion have treated abortion from a pro-life
perspective rather than from a pro-choice perspective.
Attribute agenda setting would show that the attribute
of the abortion issue that is most salient to the public
is, say, the right of a woman to choose what happens
to her body, as opposed to the right of an unborn child
to live, because the news media in their stories on the
topic of abortion have treated abortion from a pro-
choice perspective rather than from a pro-life perspec-
tive. If one is willing to conceptualize a media frame
of the attributes of a political object as a list of those
attributes ranked by how frequently they occur in the
media content, then a media frame and a media agenda
would be essentially indistinguishable. If a frame is
conceptualized as an attribute of an object, then it is
clear that not all attributes are frames. Only a special
type of attribute is a frame. A frame is an attribute that
offers a predominant perspective on a political object.
A frame has the power to integrate thoughts into a dis-
tinctive pattern, that is, a frame organizes thought. A
frame can be represented as a cognitive structure, sim-
ilar to an association network, exemplar, script,
schema or other mental representation. Often attrib-
utes of an object are relatively microscopic (e.g., a
candidate’s age) and lack the gestalt qualities of a
frame. In contrast, a frame presents a holistic, defin-
ing description of a political object. A frame is a
macrolevel characterization that usually includes a
number of microlevel characterizations. A frame has
the power to structure thought. Unlike attribute
agenda setting generally, framing draws attention to
the dominant perspectives that promote a particular
view of things. These can represent causal interpreta-
tions, problem definitions, moral evaluations, treat-
ment recommendations and other ways of suggesting
social accountability. This gives frames a power role
that many other attributes of political objects lack.
Agenda-setting theory tends to view the process as a
more or less unintentional byproduct of the news pro-
duction system. Framing theory, in contrast, tends to
view the process as more deliberative, with emphasis
upon the process of how powerful parties promote
powerful frames. Agenda-setting theory recognizes
that in a democratic state the ability to set the public
agenda is political power. Agenda-setting theory, how-
ever, does not limit itself to the study of framing
attributes. When agenda-setting research focuses upon

those unique attributes with the power to structure
thought—frames—then it is engaged in research that
is difficult to distinguish from framing research.

Given (a) the large number of events that occur
daily, (b) the time and space the news media have to
report on them, and (c) the limited capacity of the pub-
lic to attend to but a select few, the news media’s gate-
keepers have no choice but to be highly selective in
what they report to their audiences. Most events are
given scant or no coverage at all. Of the events that are
covered, some are given prominent display, some for a
day or less, others for a week or more. Gatekeeping
theory deals with the question of how this editorial
selection process works. Agenda-setting theory treats
the formation of the media agenda as a matter of
“agenda building.” Agenda building deals with the
question of what influences the media agenda. Agenda
setting is then regarded as an unintentional byproduct
of the creation of the media agenda. The news media’s
effect on the public’s perceptions of important current
issues is not regarded as a premeditated effort but
instead as an unintentional effect of the news media’s
need to choose only a few stories to report.

Although agenda setting is regarded as a byproduct
of the news media’s production of news—the need to
winnow the world down to a few choice stories—it
results in a public which regards some concerns, can-
didates or criteria as having more currency than
others. Certainly, other factors contribute to public
opinion, including personal and interpersonal experi-
ences. Still, this indexing function of the news media
produces a powerful cognitive effect. Furthermore,
agenda setting may occur early in the formation of
public opinion, where it opens the possibility to
effects on one’s attitudes and actions, as well.

An important question in agenda-setting research
is what the “time lag” is between when the media
adjust their agendas and when the public agenda is
subsequently influenced. Time lags utilized in
agenda-setting research have ranged from as short as
one week to as long as nine months. A too-short time
lag risks failing to capture the causal relationship
before it has had a chance to form; a too-long time lag
risks missing the causal effect, because it may dissi-
pate over time if the researcher waits too long to mea-
sure it. A time lag of less than 2 weeks may not give
sufficient time for agenda-setting effects to reach all
members of the community, while a lag of more than
a month may result in audiences beginning to forget
the media agenda. Research suggests that a time lag of
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about 4 weeks might be optimal for observing most
traditional agenda-setting effects.

Long-Term Agenda Trends

Although the capacity of the public’s agenda (the
number of issues on the agenda at any one time) has
not changed much from 1939 to 1994, there have been
increases in both the diversity of the agenda (how the
agenda varies from person to person) and the volatil-
ity of the agenda (how quickly the agenda changes).
Agenda-setting effects also differ over time between
opinion leaders and opinion followers. The media
agenda at first had a greater effect on opinion leaders,
who then influenced others interpersonally, thereby
enhancing the agenda-setting effects on opinion fol-
lowers. This finding recalls the “two-step flow” model
of media effects that was used to explain findings
about the role of the media in the U.S. election studies
of the 1940s. Opinion leaders first pay attention to the
news media and then they subsequently convey media
information to their opinion followers.

Among the criteria used to evaluate a theory are the
extent to which it is general, predictive, explanatory, par-
simonious, and integrative. Agenda-setting theory is rel-
atively general in scope, covering news media influence
on the general public’s consciousness. The theory is also
relatively explanatory, directly connecting a specific
media stimulus to a specific media effect on the public.
The theory also is relatively predictive in power. If one
knows the media agenda and the correct time lag then
one can predict the public agenda at a given time. The
theory is also relatively parsimonious. Its parts and their
connections are few, uncomplicated, and relatively easy
to identify. Finally, the theory fits well into more general
conceptions of news production processes, information
processes, and other social and psychological processes.

Both traditional agenda setting and attribute
agenda setting predict important political effects.
Both objects and the attributes of objects made promi-
nent in the mass media’s portrayal of the world will
become the objects and attributes of objects in the
media audience’s picture of the world. Furthermore,
because both first- and second-level agenda setting
occur early in the communication process, they also
have the potential, indirectly, to influence processes
that occur later in the communication process, includ-
ing changing people’s attitudes and behaviors.

Dominic L. Lasorsa

See also Agenda Melding; Cultivation Theory; Framing;
Knowledge Gap; News Selection Process; Orientation,
Need for; Two-Step Flow Model of Communication
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AGING AND PoLiTics

As the number of older adults has increased substan-
tially in the U.S. population, their potential to influence
politics and policy has also increased. Recognizing
older adults as an important voting block is called the
senior power model of impact on politics. Statistics
show that there are more than 30 million Americans
aged 65 or older, and that number is expected to grow to
over 50 million by 2020. Much of the projected growth
can be attributed to the aging baby boomer generation
cohort (those born between 1946 and 1964). There are
more than 70 million baby boomers in the United States,
and those born in 1946 reached aged 60 in 2006.
Along with large numbers, older adults also vote at
higher rates than other age groups. They tend to be polit-
ically active. The life experience and life cycle hypothe-
ses suggest that older adults’ high democratic
participation can be attributed to lifelong learning expe-
riences and community involvement that leads them to
view participatory politics as an important endeavor.
Another explanation of high voter rates among older
adults is that they have additional free time in retirement
to pursue democratic involvements. A previous theory,
disengagement theory, argued that due to physical
limitations and social withdrawal, elderly adults were
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less likely to participate in political action. Due to
increases in life expectancy and advancements in health
care, today’s senior citizens are leading active lives that
contradict disengagement theory.

The senior power model presents older adults as
significant in being able to shape public policy on
group-specific interests such as Medicare, social secu-
rity, and health care. As an established group repre-
sented by large organizations with strong lobbying
power, politicians increasingly need to win support of
older adults by focusing attention on issues important
to them. Budget reductions and other threats to age-
related programs such as social security may serve to
further mobilize older adults and enhance their group
unity as a political force.

A challenge to the senior power model is the lack
of homogeneity among older adults. Indeed, socioeco-
nomic status varies greatly within the older adult pop-
ulation, as do partisan preferences. These and other
points of difference tend to fragment the older adult
group, thereby lessening their political solidarity and
unified power. For example, efforts to reform or
improve social security are more important to older
adults in lower economic brackets than those with
higher incomes. Despite heterogeneity within the
older adult population, however, shared interests in
age-related issues combined with significant popula-
tion numbers, high political participation, and group
representation by associations such as AARP guaran-
tees this group attention and a voice in shaping public
policy in American democracy.

As a result of their numbers and voter turnout,
older citizens are often targeted for special communi-
cation messages by candidates running for office, as
well as by officeholders once elected. In campaigns
from the presidency to elections for state house and
senate, candidates often address specialized campaign
advertising and news messages directly to issues of
concern to the aging population.

Terri Ann Bailey
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AGNEW, SPIRO (1918-1996)

Spiro Theodore Agnew was born in Maryland on
November 9, 1918, to Margaret Akers and Greek
immigrant Theodore Spiros Anagnostopoulos. He
attended Johns Hopkins University and later gradu-
ated from the University of Baltimore Law School in
1947. Agnew served in the Army during World War II
as well as the Korean Conflict. It took a mere 6 years
for Agnew to go from his first elected position of
county executive in Maryland to vice president of the
United States.

Agnew was a controversial politician early in his
career. He was raised a Democrat but switched parties
and became a Republican to fit in with his Republican
law partners in Maryland. In his first campaign in
1960, he ran for circuit court judge, where he came in
last of five candidates. Agnew gained public recogni-
tion the following year when he protested loudly after
he was dropped from the Zoning Board. In 1962, he
ran for election as county executive. Running as a
Republican outsider in a predominantly Democratic
region, he took advantage of a split in the Democratic
Party and was elected.

Just 4 years later, Agnew ran for the position of
governor of Maryland against the Democratic candi-
date, George P. Mahoney, who opposed integration. In
this election, many Democrats who were opposed to
segregation crossed party lines to vote in favor of
Agnew, giving him the victory by just 82,000 votes.
As governor, he worked to pass tax and judicial
reforms as well as antipollution laws. Agnew also
signed Maryland’s first open-housing laws and suc-
ceeded in getting the repeal of an antimiscegenation
law, which in turn gained him support in the African
American community. However during the riots after
Martin Luther King, Jr.’s assassination, many African
American leaders became angered when Agnew
lectured them to denounce publicly all black racists.

Agnew served as Richard M. Nixon’s vice presi-
dent after being elected in 1968 and reelected in 1972.
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Agnew was known for his tough criticisms of political
opponents, especially journalists and political
activists who opposed the Vietnam War. Some of his
unusual epithets are “nattering nabobs of negativism,”
“pusillanimous pussyfoots,” “hopeless, hysterical
hypochondriacs of history,” and “radiclib” (i.e., radi-
cal liberal). In October of 1973, Agnew resigned as
vice president. At the end of his vice presidency, he
was charged with accepting bribes and falsifying fed-
eral tax forms, and he pled nolo contendere (no con-
test) to the latter charge. Agnew’s resignation was the
reason for the first use of the 25th Amendment, which
led to the appointment and confirmation of Gerald
Ford as vice president. Agnew blamed President
Nixon for the accusations of tax evasions and bribes in
order to distract from some of the publicity of the
Watergate Scandal and the Nixon administration.

After his resignation and leaving politics, Agnew
became an international trade executive. At the age of
77, he died on September 17, 1996, near his home in
Ocean City, Maryland.

Rebecca M. Verser

See also Nixon, Richard M.
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AILes, ROGER (1940-)

Roger Eugene Ailes was born on May 15, 1940, in
Warren, Ohio. He graduated with a bachelor’s degree
from Ohio University and later received an honorary
doctorate also from Ohio University. Ailes’s career
ranged from television property assistant, producer, to
executive producer of The Mike Douglas Show from
1962 to 1968; media adviser to Richard M. Nixon’s
1968 presidential campaign; media consultant to
Ronald Reagan’s 1984 presidential campaign; media
consultant for George H. W. Bush’s 1988 presidential
campaign; and television executive.

In 1962 Roger Ailes began his television career as
a property assistant on The Mike Douglas Show. Three
short years later, he became a producer of the show.
Then, in 1967, he became an executive producer. In
1967 and 1968, he won Emmy Awards for The Mike
Douglas Show. Ailes caught the attention of Richard
M. Nixon and was hired as Nixon’s television advisor
for his presidential campaign in 1968, thus beginning
his career in politics. Ailes also served as a media con-
sultant to Ronald Reagan in the 1984 presidential
campaign and is credited with helping Reagan win the
second debate after a disastrous first debate against
Walter Mondale. During the same year, he co-produced
Television and the Presidency, a television program
for which he won an Emmy as executive producer and
director. Ailes was also a media consultant for George
H. W. Bush during the 1988 presidential campaign,
and he worked as a political consultant for a number
of visible political candidates in elections below the
presidency.

Ailes retired from his political consulting career in
1992 but continued his television career. From 1993 to
1996, he was the president of CNBC, the cable chan-
nel for NBC. Then in 1996 he became the chief exec-
utive officer of Fox News and the Fox News Channel.
Since 2005, Ailes has been the chairman of Fox
Television Stations.

Rebecca M. Verser
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AL-Asap, HAriz (1930-2000)

Hafiz Al-Asad rose to power in Syria in February 1971
in a bloodless coup known in contemporary Syrian
political jargon as The Corrective Movement (Al
Haraka Al Tashiheyya) in which the ruling Baath Party
consolidated its grip on public life in Syria. At that
time, Syria already had a media system comprised of
two television channels, two state-owned newspapers,
two radio services, and a government-operated news
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agency (SANA). Under Al-Asad’s rule, Syrian media
were operating within a tight control system drawing
on state-ownership and a pan-Arabist political dis-
course. It was described as a mobilization media sys-
tem that harnessed media channels to drum up support
for the regime and its brand of Arab nationalism. For
many Westerners, Syria under Hafiz Al-Asad was a dic-
tatorship that lacked freedom of speech and freedom of
the press. Yet, from a pan-Arabist perspective, “unity,”
“socialism,” and “freedom from colonialism” took
precedence over Western-style freedom and liberal
democracy at a time when the country was facing seri-
ous threats. To promote his pan-Arabist version of pol-
itics, the late Al-Asad used media as tools of political
mobilization. His speeches were carried live on broad-
cast media and occupied sizable space in print media in
both Syria and in Lebanon, where Syrian troops were
stationed since the mid-1970s.

The Socialist system of Syria under Hafiz Al-Asad
precluded private media ownership. Print and broadcast
media were owned and operated by government agen-
cies, and their staff were virtually state employees. The
Ministry of Information and the Ministry of Culture and
National Guidance censored domestic and foreign
media operations. Media political discourse during
Asad’s era was characterized as ideological and inflam-
matory. In theory, the Syrian Constitution provided for
the right to express opinions freely in speech and in
writing; but in practice, these rights were seriously
flawed. Some Western critics argue that Al-Asad fol-
lowed a “cramped” diplomatic style of speech, drawing
on passive constructions and indirectness. The media
were apparently contributing to making Al-Asad the
object of a state-sponsored cult of personality, depicting
him as a wise, just and strong leader of Syria and the
Arab World in general. The mobilizing role of the media
in Al-Asad’s Syria was to communicate the desires of
the political leadership in pursuit of its national goals.

By the end of the 1990s, satellite television and the
World Wide Web were already becoming integral parts
of Syria’s political communication environment. The
traditional state-controlled media system that domi-
nated Syria under Hafiz Al-Asad was experiencing
some transformations as Syrians became more
exposed to diverse political views and orientations in
countries around them. When Hafiz Al-Asad passed
away in June 2000, the stage was set for realizing a
more open and liberal political communication setting.

Muhammad Ayish
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ALFONSIN, RAUL (1927-)

Radl Ricardo Alfonsin, born in 1927, was the presi-
dent of Argentina from 1983 to 1989 when democracy
was restored after the last military dictatorship
(1976-1983). As a member of the UCR-party
(Radical Civic Union), he projected a charismatic
image. Alfonsin’s presidential campaign represented
the first introduction of typical American methods for
political communication in Argentina and one of the
earliest in South America.

In 1958, Alfonsin was elected member of the Buenos
Aires Provincial Congress. In 1963 he became national
legislator. He lost in his party’s primaries for the presi-
dential nomination in 1973. During the military dicta-
torship he worked for the defense of human rights.
When running for the presidency in 1983, he emerged
as the most competent “media-liked candidate.” For the
first time in Argentina, television coverage was key to a
campaign. Mass meetings were still an important ele-
ment, but their television coverage was especially deci-
sive for the candidates. Alfonsin’s party hired a
professional advisor, which represented the beginning
of the “spin doctor age” in the campaigns of Argentina.

Alfonsin’s run for the presidency took advantage
of the strategies of modern campaigns. Although
the opponent Peronist Party was presented by the rad-
icals as a continuity of the past (violence, chaos,
fanaticism), the candidate of UCR was presented as the
keeper of democratic values and peace. Alfonsin’s
party incorporated a new image of a young and power-
ful organization, which seemed to be capable of
accomplishing the difficult task of transforming the
institutional system. People chose the candidate
who—they understood—represented a combination of
renovation and order. Issues of the campaign were
the respect for law and constitution and the generation
of a new ethic in politics. His campaign introduced
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some features of the American style:
personalization; targeting (particu-
larly young people and women were
segments of interest in the UCR’s pro-
paganda); performance of the candi-
date in front of the cameras; use of
emotion and sensitization.
Throughout his administration, his
media and communication policy
showed shortcomings that contributed
to the deterioration of his image. His
government was well known for spon-
soring the trial of military officers who
had participated in the “Dirty War”
and the promotion of human rights.
However, the mismanagement of the
economy ended under Alfonsin’s gov-

ernment with a hyperinflation that
pushed the country into a financial and
institutional crisis. As a consequence,
he resigned his post before his term
was up. He was succeeded by Peronist
Carlos Menem. Despite the continuing
decline of his party’s performance,
Alfonsin remained active in politics and was elected
vice president of the Socialist International in 1999 and
a senator of Argentina in 2001.

Malvina Rodriguez
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AL JAZEERA TELEVISION

Founded in 1996, the Qatari satellite broadcasting sta-
tion Al Jazeera has become the most popular news
network in the Arab world and has a worldwide repu-
tation. The channel is generally recognized for making

Qatari staff work at Al Jazeera's new state-of-the-art newsroom,

June 15, 2005. As it marked its 10th anniversary on October 31, 2000, the
news channel announced that it was extending its reach to audiences by
launching its English-speaking service November 15, 2006.

Source: AFP/Getty Images.

a breakthrough in the history of Arab television by
having introduced a liberal TV model that is largely
free of government control into the Arab media land-
scape. The network was founded by Qatar’s ruler,
Emir Al-Thani, who hired a large number of journal-
ists from BBC’s closed-down Arabic service. The
“Arab CNN,” as Al Jazeera is often called, aims at
combining U.S. news and politainment formats with
BBC'’s journalism ethics of “neutrality” and “objectiv-
ity” while carrying out an Arab news agenda. After the
terrorist attacks of September 11, 2001, in New York
and Washington, D.C., and in the course of its cover-
age of the wars in Afghanistan and Iraq, a heated
debate over the network broke out and has received
enormous attention.

Within the first years of existence Al Jazeera won
around 40 international prizes from organizations
such as Index on Censorship. What made the network
so attractive to Arab viewers, as well as to interna-
tional observers, was the channel’s often rigorous
break with social and political taboos. Female circum-
cision, the Syrian regime, or the West-Sahara conflict:
These are just a few of the many issues Al Jazeera
covered over the years that no other Arab TV station
had ever tackled before. On talk shows such as The
Opposite Direction with moderator Faisal al-Kasim,
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a show based on the Crossfire model, opponents from
different ideological camps, representatives of govern-
ments, and opposition forces directly confront each
other. For many, Al Jazeera has reanimated the idea of
free public speech in the Arab world.

As a consequence, Al Jazeera has been strongly
criticized by almost all Arab regimes, most of them
authoritarian in nature, who fear the loss of their TV
monopoly. Many offices of the network in Arab coun-
tries have been closed time and again. The Arab States
Broadcasting Union (ASBU) denied Al Jazeera a reg-
ular membership, and many advertisers close to Arab
regimes from Saudi Arabia and other countries boy-
cotted the network.

But governments also understood that such pres-
sure made the network even more popular as a mouth-
piece of Arab populations. Although there are no solid
figures at hand and research concentrating on media
usage patterns is still in its infancy, Al Jazeera is
widely considered the leading news network in the
Arab world. Thirty-five to 45 million regular viewers
who receive the channel through Arabsat and other
satellites.

In terms of finance and organization Al Jazeera is a
hybrid that fits into none of the standard Western cate-
gories of state, public, or private broadcasting. Without
the protection and financial engagement of Emir al-
Thani and the state of Qatar Al Jazeera would not exist.
However, the channel views itself as being independent
and indebted to Arab public opinion. It is also “private”
in the sense that no institutional checks-and-balances or
a clear programmatic seem to exist—as in the case of
German public TV, for instance (“Programmauftrag”).
Moreover, state subsidies are not guaranteed indefi-
nitely, and the network has frequently proclaimed the
need to become commercially independent. On the
whole, Al Jazeera’s financial and organizational situa-
tion remains fragile and vulnerable.

Without a binding legal framework the channel could
be closed down from one day to the next, although
that is quite unlikely since Qatar’s image has profited
enormously from Al Jazeera’s worldwide standing.
Nevertheless, it is hard to imagine how the network can
be transformed into a satisfactory public TV model
without prior democratization of the Qatari political sys-
tem. The state is able to prohibit any coverage on Qatar’s
domestic policies. And the natural ally of the network,
its viewers, demands a close orientation toward Arab
political culture—a tendency that has been criticized by
many as leading to a certain bias in political coverage.

Despite the large debate on the network no com-
prehensive content analysis has yet been undertaken.
However, several long-term phases of the coverage
can be discerned. Between 1996 and 2001 the taboo-
breaking opening of democratic debate dominated.
Also, for the first time Israeli voices could be heard
and seen on Arab TV justifying the Israeli govern-
ment’s measures against the Palestinians. But after the
outbreak of the second Intifada uprising in the occu-
pied territories in 2000, following the events of 9/11
and the succeeding American interventions in
Afghanistan, an inflammatory style of reporting
against Israel and the United States predominated.
The day-long coverage of the burial of Sheikh Yassin
of the Palestinian Islamist organization Hamas, regu-
lar shows by leading Islamist preachers such as Yusuf
Qaradawi with his sometimes controversial support of
Palestinian suicide bombers, and the frequent airing
of Al-Qaeda videos showing messages of Osama bin
Laden and others have gained the network the aura of
a mouthpiece of terrorism—although Western chan-
nels have often bought such material from Al Jazeera.

In recent years Al Jazeera has extensively covered
the still modest signs of democratic awakening in the
Arab world with long reports on the oppositional
Kifayah movement in Egypt or the Lebanese popular
resistance against Syrian occupation. On the whole,
Al Jazeera’s political coverage is a mix of profes-
sional journalistic neutrality and consumer-oriented
populism in times of crisis that seems comparable to
the style of the large U.S. television networks.

Such comparison seems to be supported by the fact
that Al Jazeera has agreed on a number of cooperation
agreements with CNN, ABC, NBC, Fox, and many
other Western networks on the exchange of programs. In
practice, however, such exchange is often confined to
the issue of terrorism and control of images and videos
rather than allowing news texts that could help Western
audiences understand Arab views on world events. The
often applauded reversal of the North-South flow of
news and information and the globalizing effects of new
Arab satellite broadcasters should not be overestimated.

Kai Hafez
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ALLENDE, SALVADOR (1908-1973)

Salvador Allende Gossens, born June 26, 1908, was
president of Chile from November 1970 until his
forced removal from power resulting from a military
coup led by General Augusto Pinochet Ugarte on
September 11, 1973.

Allende, father of three daughters, attended high
school in Santiago and medical school at the
University of Chile, graduating with a medical degree
in 1933. In the late 1930s Allende became minister of
health, and between 1945 and 1969 he was senator for
nine provinces.

Both Allende’s Marxist-Communist ideology and
his friendship with Fidel Castro made him unpopular
within the U.S. administration. The United States’
attempt to prevent Allende’s election by financing
political parties aligned with candidates of the opposi-
tion did not succeed and thus the leader of the coalition
Popular Unity won the Chilean presidential election in
1970, beating conservative right-wing candidate Jorge
Alessandri with 36.2% of the votes and Christian
Democrat Radomiro Tomic with 27.8% of the votes.

Upon assuming power, Allende started to imple-
ment the socialist ideology, known as the Chilean Way
to Socialism, in which large parts of industries, espe-
cially American-owned copper mines, were national-
ized. The implementation of these policies led to
strong opposition by the National Party, the Christian
Democrats, the Catholic Church, and landowners. The
Christian Democrats, who were aligned to the social
movement in the 1970 elections, removed themselves
more and more from the socialist position of Allende’s
administration, seeking to form a coalition with the
National Party. Allende and the opposition in congress
perpetually accused each other of acting undemocrat-
ically and so eroding the Chilean Constitution.

In 1972, the economy was greatly weakened by
the increasing inflation. The combination of inflation
and price-fixing by the government led to the rise of
black markets. As a consequence, in 1973 Allende

faced the first confrontational strikes organized by
the opposition. Due to the rising tension between the
government and the public, military movements on
the streets increased in the same year and fed rumors
of an imminent military coup against Allende’s
administration.

Finally, on September 11, 1973, the Chilean mili-
tary, under the leadership of General Augusto
Pinochet Ugarte, bombarded the presidential palace,
La Moneda, in downtown Santiago. Before the mili-
tary could arrest the first democratically elected
Marxist in the Western Hemisphere, Allende commit-
ted suicide. This day was the inception of a 16-year
dictatorship of the Chilean military junta.

During his life Allende’s relation to the media was
ambivalent. During his 1970 presidential campaign he
could rely on the support of Clarin, a newspaper that
collaborated in a decisive way in the triumph of the
Popular Unity. The journalist, Dario Sainte-Marie,
then owner of the Clarin, was a personal friend of
Salvador Allende, and he used the publication as a
campaign tool for the president. Besides, Allende
could also rely on EI Siglo, Puro Chile, La Nacion,
and Ultima Hora which were four newspapers that
supported the government. All together these media
had a circulation of 312,000. However, there where
strong attempts to discredit Allende and his govern-
ment by using the media of the opposition, namely the
newspapers La Tercera, El Mercurio, Las Ultimas
Noticias, La Segunda, Tribuna, and La Prensa, which
were financially supported by the CIA and transna-
tional corporations. An estimated foreign capital of
more than $4 million was invested in propaganda
against Allende and to support structures of the
opposed media.

Markus Moke
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ALL THE PRESIDENT’S MEN

All the President’s Men (1974) is a nonfiction book by
Washington Post journalists Carl Bernstein and Bob
Woodward recounting their experiences investigating
the initial Watergate break-in and the subsequent
Watergate scandal which led to President Richard
Nixon’s resignation. The stories written by Woodward
and Bernstein won a Pulitzer Prize for The Washington
Post. The book was adapted 2 years later for film and
starred Robert Redford as Woodward and Dustin
Hoffman as Bernstein. The film won four Academy
Awards.

The Watergate scandal began when five men broke
into the National Democratic Headquarters carrying
photographic and electronic equipment on June 17,
1972. Woodward, a new journalist at The Washington
Post, was assigned to cover what initially appeared to
be a simple burglary. Bernstein, a more experienced
journalist, was working on the same story. The two
writers joined forces to expose a political scandal that
ultimately involved several key members of the
Republican Party and the Nixon administration.

The efforts to uncover the conspiracy scandal
demanded both journalists to persist in fact finding
and interviewing skills against great odds. To discredit
The Washington Post’s stories, Nixon frequently
encouraged the public and the news media to focus
their attention on matters other than Watergate. The
book and articles led to the resignation of President
Nixon in August 1974, just 2 months after the book
was published.

The Watergate news stories were controversial for a
number of reasons. Woodward and Bernstein uncov-
ered many trails of money and secrecy which led to the
Oval Office. Along the investigative journey, they met
many obstacles and depended upon unnamed sources
in the Nixon Administration who remained anony-
mous because of fear of repercussions. The book
named sources such as Hugh Sloan who had refused to
be identified when the stories ran in the Post. The most
famous source, Deep Throat, had his identity kept
secret for over thirty years. In 2005, the legendary fig-
ure of Deep Throat was revealed to be then-FBI
Associate Director W. Mark Felt. Felt met secretly
with Woodward, giving insider information that made
the articles possible. The reporters eventually exposed
illegal campaign practices by high-level Republican
leaders H. R. Halderman and John Ehrlichman.

The book and movie also feature the legendary role
of the Post editor Ben Bradlee who supported the
unconventional reporting used to crack the conspir-
acy. Bradlee was heavily criticized during the cover-
age of the case early on for allowing Woodward and
Bernstein to use unnamed sources.

Following All the President’s Men, Woodward and
Bernstein also wrote a sequel, The Final Days, which
started at the time the previous book ended and
covered the last months of the Nixon presidency.
The University of Texas at Austin purchased the
Woodward and Bernstein papers for $5 million in
April 2003. Now housed at the Harry Ransom Center,
the papers serve to document the historic events and
also provide public availability to the records. Files
that could reveal the identity of sources who wish to
remain anonymous remain closed until the death of
the individual source.

Released in 1976, the movie version of the book
starring Redford and Hoffman received considerable
acclaim. A new release of the film on DVD with sev-
eral new features and interviews was available in 2006.

Nadia Ann Ramoutar

AL-SADAT, ANWAR (1918-1981)

Muhammad Anwar Al-Sadat was born in 1918 in
the village of Meet Abou El-Kom of Al-Menoufeya
governorate. When he graduated from the Royal
Military Academy in 1938, he was appointed to the
Signal Corps. However, his military career was inter-
rupted by vehement political activism. Sadat was
accused of spying for the Germans in the Second
World War and joined the ranks of several under-
ground military organizations, which finally led to his
discharge from the service and subsequent imprison-
ment. Having escaped prison, Sadat lived as a fugitive
from 1945 until 1950 and took several low-status jobs.
After charges against him of assassinating a pro-
British minister were dropped, he worked as a journal-
ist and was readmitted to military service. Then
Nasser invited him to join the ranks of the leadership
committee of the Free Officers Organization. It was
Al-Sadat, on July 23, 1952, who read on air the first
communiqué of the Revolutionary Command
Council, informing the Egyptian people that the
armed forces were in control of their country.
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During Nasser’s reign, Sadat remained on the
margins of the political arena, sidestepping various
power struggles and occupying quite insignificant
political positions. He gradually reached the top of the
political ladder; he was appointed as Minister of State,
editor of Al-Jumhuriya newspaper, secretary to the
National Union, and the speaker of the People’s
Council, and finally was appointed by Nasser to vice
president in 1964. Upon Nasser’s death, Sadat was
elected as president of Egypt in 1970.

The impact of President Sadat on Egyptian and
Middle Eastern history was both powerful and unique.
What he undertook during his presidency (1970-1981)
changed the economic, political, and social maps of his
world. These included imprisoning Nasser loyalists in
the so-called Corrective Revolution on May 15, 1971;
expulsion of the Soviet advisors in 1972; the October
1973 War victory; shifting Egypt’s strategic alliance
from pro-Soviet to pro-American; the “open-door pol-
icy” or liberalization of the economy in 1974; the two
disengagement agreements between Egypt and Israel in
1974 and 1975, respectively; the re-opening of the Suez
Canal in 1975; establishing a multiparty political sys-
tem; the trip to Jerusalem in 1977; the Camp David
Accords in 1978; the Israel-Egypt Peace Treaty in
1979; winning the Nobel Peace Prize; boycotting Egypt
by a number of Arab countries are some of the corner-
stone events that altered his presidency.

Remarkably, Sadat’s internal and external policy did
not attain the desired goals, and his harsh tactics antag-
onized all political parties and groups, whose leaders
were all arrested in September 1981. Consequently, he
was assassinated on October 6 of the same year by the
hands of young military officers with an Islamic ideo-
logical orientation. Sadat authored several books,
including The Full Story of the Revolution, Son, This Is
Your Uncle Gamal, and In Search of Identity.

Saleh A. Ahmed
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ALTERNATIVE MEDIA IN PoLiTics

Alternative media in politics (AMP) are defined as
media practices falling outside the mainstream of cor-
porate communication or using traditional media
forums other than news outlets to communicate with
citizens. AMP platforms are often unabashedly politi-
cally biased, leading to a form of advocacy journalism
that promotes specific political views and dissenting
perspectives. Advocates of such communication argue
that the mainstream media are heavily biased as a con-
sequence of profit-driven media corporations and
political or governmental influence.

The Development of
Alternative Media in Politics (AMP)

AMP is often thought of as a new direction for political
communication. Candidates for the presidency who
once relied almost exclusively on traditional news out-
lets (radio, television, and print) can now make appeals
to specific audience segments by appearing on a wide
range of cable and/or satellite channels and Internet
platforms. During the 1992 presidential campaign,
viewers witnessed hopeful Bill Clinton playing
Heartbreak Hotel on his saxophone on The Arsenio
Hall Show. The phenomenal growth in radio and televi-
sion talk shows featuring candidates and political com-
mentary, candidates appearing on programs such as
MTV’s Choose or Lose, and the advent of Internet Web
logs (commonly known as blogs) are examples of how
AMP platforms have changed the nature of political
communication in recent years. Citizens who once dis-
cussed politics with friends or coworkers can now
establish or participate in dialogues on blogs. In short,
the political communication environment of the 21st
century offers new and provocative ways in which
AMP can play a role in political discourse.

However, each new media information dissemina-
tion system from the advent of the printing press to the
introduction of the Dailykos.com blog represents an
example of how the interplay between political, eco-
nomic, technological, and audience factors have an
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influence on political communication processes.
Therefore, to understand the contemporary significance
of AMP, it is essential to consider how these variables
have historically influenced media information.

The Impact of Politics,
Economics, Technology,
and the Audience on AMP

Before the 1830s, newspapers generally had circula-
tions of 2,000 to 3,000 and contained content that was
intended to appeal to members of the upper class who
often held elective office and/or ran businesses. These
newspapers often provided a forum for the members of
the upper class to engage in political arguments and
debates. But in the 1830s several factors converged that
would result in a transformation of the media landscape
and political communication. First, cities had grown
large enough to support media marketed for ordinary
citizens. Second, literacy skills had increased, making
media produced for the mass audience an economically
appealing enterprise. Finally, technology had devel-
oped such that newspapers could be produced quickly
and inexpensively on efficient printing presses.

Instead of focusing on producing newspapers with
a relatively small upper-class target audience in mind,
it made sense for newspaper publishers to produce
newspapers with widespread appeal directed toward
the working and growing middle class. In a relatively
short period, newspapers competed fiercely for audi-
ence members, often resorting to sensational political
content designed to attract the mass audience. Thus,
the Penny Press newspapers represented an alternative
voice to the papers that had been consumed primarily
by the political elite of the day.

Another precursor to contemporary AMP was the
advent of radio in the early 20th century which gave
politicians a voice. Beginning in 1933 and continuing
throughout World War II, Franklin Roosevelt skill-
fully used this new medium to engage the audience
through his fireside chats. Many observers believe that
broadcasts helped the popular World War II General
Dwight D. Eisenhower defeat Illinois Governor Adlai
Stevenson in the 1952 presidential election because the
governor tended to bore listeners with long-winded
commentaries. In response to the growing importance
of broadcasting in the political communication
process, the Federal Communications Commission
adopted rules in the 1940s that charged broadcasters

with the responsibility of acting as custodians of the
spectrum.

The rationale for broadcast regulation hinged on
the concept of spectrum scarcity. In theory, anyone
with the necessary resources could produce a newspa-
per or magazine. By contrast, the broadcast spectrum
could accommodate only a limited number of stations.
Thus, in exchange for the exclusive use of limited
public airwaves, licensees were charged with acting as
a trustee of a scarce resource and operating in the pub-
lic interest. Obligations to society could be met
through news segments, public affairs shows, or edito-
rials. Another obligation was to uphold the Fairness
Doctrine adopted by the FCC in 1949. The Fairness
Doctrine required broadcasters to devote some of their
airtime to discussing controversial matters of public
interest, and to air contrasting views regarding those
matters. As a result, broadcasters tended to be quite
conservative in the presentation of political informa-
tion fearing that excessive editorializing might pro-
duce complaints from the public that could potentially
lead to challenges to their broadcast licenses.

New technology in the 1980s, however, enabled 50
or more radio stations and more than a dozen televi-
sion stations in large markets to broadcast without any
signal overlap. Cable had become a viable distribution
system and the introduction of new information
sources, such as CNN in 1980, increased access to
political information. In 1987 the Fox network joined
the three established broadcast networks. These and
other factors led the FCC to conclude during the
administration of President Ronald Reagan that spec-
trum scarcity was no longer an issue, leading to the
repeal of the Fairness Doctrine in 1987.

By the early 1990s, direct satellite broadcasting to
18-inch dishes appeared on the scene providing rural
areas with access to more programming. Furthermore,
the Internet began to make significant strides in the
1990s as both an entertainment and information source.
Finally, the FCC passed The Telecommunications Act
of 1996, the first major overhaul of telecommunications
law in almost 62 years. The FCC believed that, by pro-
moting competition, the Telecommunications Act of
1996 could change the way we work, live and learn,
affecting telephone service, cable programming and
other video services, as well as broadcast services. The
new distribution systems combined with deregulation
and the availability of more types of programs and pro-
grammers looking for narrower niche audiences pro-
duced an environment in which AMP could thrive.
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AMP Platforms
Broadcasting

Although it is not possible to establish a precise
point on a timeline for the beginning of AMP, the
introduction of programs such as Larry King Live on
CNN in June of 1985 laid the groundwork. Only two
radio stations in the United States had talk shows in
the 1960s. The format, however, became very popular
in the 1980s, boosted by many events including the
advent of cheap satellite technology and the founda-
tion of the National Association of Talk Show Hosts.
AM radio was also making a comeback led by the
phenomenal popularity of the edgy conservative talk
show host Rush Limbaugh who began broadcasting a
nationally syndicated 2-hour radio program in 1988
that eventually expanded to 3 hours. Unshackled by
the Fairness Doctrine, the host led the way in pushing
the limits of partisan political talk, spawning other
similar programs.

By the early 1990s, entertainment-oriented media
started to act as a conduit for political communication
as Jay Leno, David Letterman, and other late night
hosts increasingly relied on political news for mono-
logue jokes. However, 1992 is often considered a
watershed year for AMP as presidential candidates
George Bush, Bill Clinton, and Ross Perot increased
their use of non-news programs significantly in an
effort to receive more exposure, more coverage, and
direct access to the audience. In 1994 Bill Clinton
addressed eligible voters and underage drinkers on
MTV. In 1999, Comedy Central introduced The Daily
Show, a parody of news programs containing nearly
nonstop political satire.

Call-in radio and television shows also became
important AMP platforms. However, unlike talk
shows, the hosts take live phone calls from people lis-
tening at home, at work, or in their cars, who want to
voice their opinion on a specific topic, ask questions,
or seek clarification. Research indicates that such
media formats can encourage public discussion of
political issues and concerns.

Internet Resources

The Internet has assumed a prominent role in the
evolution of AMP. Web sites, listservs, and chat rooms
that distribute information and enable users to com-
municate with each other have grown steadily since
1990. Users discuss issues by sending electronic

messages to each other, often in real time, with the
option of revealing or concealing their identities.
Although Internet resources were used in the 1990s
and before by presidential candidates, campaign Web
sites began to take on major importance in 2000 as the
number of users with access increased and as Web
sites became more sophisticated and more diversified
in content and structure.

Campaign Web sites post news releases prepared by
campaign staff members. Although news releases are
traditionally directed at journalists with the purpose of
announcing an event or something newsworthy, Web
site news releases target both news organizations and
the public at large. Further, campaign news releases
appear as a supplement to other media and represent
candidate communication directly with voters. Hence,
they may contain general information about the candi-
dates on the campaign trail or they may supply reprints
of editorials placed in prominent newspapers. They
may present results of public opinion polls measuring
the competitive position of candidates in the campaign
horse race or they may present transcripts of radio or
television advertisements. In sum, online news releases
enable candidates to focus on election issues they
prefer, attack each other, or concentrate on the person-
ality characteristics of the opponent.

Web Logs

Blogs are one of the most innovative and influen-
tial alternative media developments. In a blog entries
are made for public display on a Web site, much as
one would write in a personal journal. Although early
blogs were primarily individual personal chronicles,
by 2000 blogging developed into a popular Web con-
tent that embraced recurring political themes. Political
blogs now typically provide commentary or news and
information on a particular subject. Most blogs are
textual and consist mainly of narrative discussions,
but some blogs include other media and links to other
blogs as part of their regular content. For instance,
some blogs emphasize photographs (photoblog),
videos (vlogs), or audio (podcasts).

As blogging became more common, blogs
emerged that enabled Internet users to interact with
each other and to discuss political issues. By 2001,
political blogs had become regular Web content,
spurring research on the differences between blogging
and traditional journalism. In 2002, Markos Moulitsas
Zuniga started a blog called DailyKos. With about
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600,000 visits a day in 2006, it quickly became one of
the Internet’s most trafficked and influential blogs.

Since 2003, blogs have emerged as a major force in
the dissemination of news stories, sometimes respon-
sible for breaking new stories on controversial politi-
cal topics. For instance, bloggers were responsible for
opening up many, sometimes passionate, viewpoints
during the Iraq War, and bloggers with Médecins Sans
Frontieres used blogs as a way to report from areas in
Sri Lanka and Southern India during the December
2004 Tsunami. During the 2004 election, political
consultants, news services, and candidates used
blogs as a way to sway public opinion and reach out
to constituents.

The Impact of AMP
on American Politics

Many characteristics of the American contemporary
media environment facilitated the evolution of AMP
platforms and their transformation into forces that are
impacting the American media landscape as well as its
political process. Some bloggers argue that they initi-
ated their blogs and joined the political dialogue as a
response to conservative talk show hosts such as Rush
Limbaugh. These bloggers believe that blogs give
people a voice that would otherwise not be heard.
Technology and the growing number of Internet users
make blogs and other Internet resources a viable
means of expression for political communication.
AMP may also represent the failure of mainstream
media to reconcile both their commercial and their
professional needs. Trust in traditional media contin-
ues to decline, especially with respect to election
news. To some extent, the surge of new AMP plat-
forms is a response to the public dissatisfaction with
campaign news provided by the traditional media.
However, distrust in old media coverage of election
campaigns is certainly not the only factor that helped
spur the increasing success of alternative media. As
was the case with the advent of the Penny Press two
centuries ago and broadcasting in the 20th century,
variables associated with politics, economics, technol-
ogy and the audience combined to make AMP possi-
ble. Without audience demand or the technological
wherewithal to provide an alternative political expres-
sion, AMP would not have evolved. Ironically, some
of these AMP platforms are now becoming enor-
mously profitable in their own right, suggesting that

they may be well on the way to becoming mainstream
media platforms in the future.

The Effects of AMP on Citizens

The use of AMP platforms in contemporary society is
a major component of candidates’ campaign commu-
nication strategy. However, one must question if they
influence voters’ knowledge of the issues, their per-
ception and attitude toward candidates, and even the
political process of democracy itself. Research in
political communication offers conflicting results in
this regard. Some of the nontraditional news media
platforms (e.g., call-in shows, talk shows) are very
useful and helpful in the strengthening of democracy,
in the sense that they help promote issue discussions
among citizens, thereby fostering a meaningful level
of deliberative dialogue within the political sphere,
and the society as a whole.

Analyzing the influence of both the traditional and
the nontraditional news media on voters’ attitudes and
perceptions of candidates in the 1992 presidential
election campaign, researchers concluded that neither
one really exerts a direct influence. However, because
of their highly personal nature, the nontraditional news
media generate a greater impact on voters’ evaluation
of candidates’ competence and relational abilities.
For other alternative media audience members
such as radio talk show listeners, the format can have
a negative effect. Research findings suggest that
radio talk shows can produce passion among listen-
ers who may be swayed in their political positions by
such oratory.

Elsewhere, the impact of nontraditional media out-
lets on voters’ political knowledge seems to vary
according to the platform considered. Thus, while
watching talk shows has been linked to increased
campaign knowledge, exposure to MTV and late
night talk shows is negatively related to campaigns.
Talk show listeners are also more interested in poli-
tics than non-listeners. Hence, they tend to vote in
greater numbers and they can be more politically
knowledgeable.

Commenting on these mixed findings about the
impact of AMP on audience members’ political par-
ticipation and knowledge, researchers such as William
Eveland suggest that they might be related to the
“growing pains” inherent to the new media. The
nontraditional political communication forms are
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finally producing consistent positive effects equivalent
to newspapers and television news. Hence, they can
no longer be ignored and should be recognized for
their potential impact on political communication in
the future.

Robert H. Wicks
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Talk Shows, Television

Further Readings

Chaffee, S. H., Zhao, X., & Leshner, G. (1994). Political
knowledge and the campaign media of 1992.
Communication Research, 21, 305-324.

Crittenden, J. (1971). Democratic functions of the open mike
forum. Public Opinion Quarterly, 35, 200-210.

Eveland, W. P, Jr. (2006, August). The benchwarmers hit a
home run: Non-traditional political communication effects
in 2004. Paper presented at the annual meeting of the
Association for Education in Journalism & Mass
Communication, San Francisco, CA.

Federal Communications Commission. (2004).
Telecommunications Act of 1996. Retrieved June 27,
2007, from http://www.fcc.gov/telecom.html

Hollander, B. A. (1995). The new news and the 1992
presidential campaign: Perceived versus actual political
knowledge. Journalism & Mass Communication
Quarterly, 72(5), 786-798.

Johnson, T. J., & Kaye, B. K. (2004). Wag the blog: How
reliance on traditional media and the Internet influence
credibility perceptions of Web logs among blog users.
Journalism & Mass Communication Quarterly, 81(3),
622-643.

Kaltz, J. L. (1991). The power of talk. Governing, 4, 36-42.

The Museum of Broadcast Communications. (n.d.). Fairness
doctrine. Retrieved from http://www.museum.tv/archives/
etv/F/htmlF/fairnessdoct/fairnessdoct.htm

Newhagen, J. E. (1994). Self-efficacy and call-in political
television use. Communication Research, 21, 366-379.

Pfau, M., & Eveland, W. P., Jr. (1994). Influence of
traditional and non-traditional news media in the 1992
election campaign. Western Journal of Communication,
60(3), 214-233.

Reynolds, D., Roth, D., & Ryan, D. (2005). Why there’s no
escaping the blog. Fortune, 151(1), 44-50.

Vermeer, J. P. (1982). For immediate release: Candidate
press releases in American political campaigns. Westport,
CT: Greenwood Press.

AMERICAN ASSOCIATION OF
PoLiTicaAL CONSULTANTS

The American Association of Political Consultants
(AAPC) is a professional organization for those who
work in various aspects of political campaigns.
Political consultants are involved in the organizational
and media aspects of all types of political campaigns
for candidates and political issues at all levels of elec-
tions. Members include campaign managers, pollsters,
media producers, fundraising specialists, lobbyists,
and other political professionals. Members of all polit-
ical parties, as well as independents, are included.

The AAPC was formed in 1969, although political
consulting as a career existed decades before the offi-
cial organization was chartered. Joseph Napolitan is
credited by the organization with inventing the term
“political consultant.” Napolitan served as the first
president of the AAPC. The organization now has
more than 1,100 members and maintains a permanent
office in Washington, D.C.

All members of the AAPC agree to abide by a Code
of Professional Ethics. The code establishes basic rules
of ethics for consultants and lays out expectations for
financial and public dealings with clients.

The AAPC regularly holds campaign-training
workshops for its members. The organization also
publishes a regular newsletter for its members. The
AAPC provides on its Web site links to other national
and international organizations that specialize in polit-
ical consulting, including the International Association
of Political Consultants, the European Association of
Political Consultants, the Latin American Association
of Political Consultants, and the Asia Pacific
Association of Political Consultants.

Every year the AAPC conducts the Pollie Awards
which reward excellence in the production of cam-
paign materials for candidates and other public cam-
paigns. Awards are given for direct mail pieces,
advertising on radio, television, newspaper, and
Internet, and for promotional materials of all kinds.
Entries are judged by panels of campaign profession-
als, and awards are presented at an annual ceremony.

The AAPC maintains an active oral history project.
Interviews have been recorded with political consultants
such as Matt Reese, Bill Hamilton, Stu Spencer, Bob
Goodman, Charles Guggenheim, Walter DeVries, Joe
Napolitan, Peter Hart, Ray Strother, Richard Wirthlin,
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and many others. The tapes for these oral histories have
been deposited at the Gellman Library at George
Washington University and are available for study.

Lynda Lee Kaid
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AMERICANIZATION

In general, the term Americanization is used to denote
a process of adaptation to the way things are or look
like in the United States. Mostly, this qualification is
used with a negative connotation, criticizing the
process and/or the object of adaptation. However,
there is quite a variety in what is diagnosed with this
adaptation process: Americanization has been used
for different things such as culture in general, the film
industry, media systems or some of its parts or its
contents, political communication in general, and
electoral campaigns in particular. Terms like
McDonaldization, Hollywoodization, Coca Cola
Culture and Mickey Mouse Culture are expressions
that demonstrate how symbols of U.S. culture are
used to qualify actual or feared trends. Contrary to
what the discussion sometimes seems to suggest,
Americanization is not a process that has been discov-
ered only in recent years. In Germany, for instance,
such trends have been diagnosed since the 1920s.

In political communication, Americanization has
been primarily used to discuss trends in election cam-
paigning in countries outside the United States, mostly
in Europe and Latin America. At the same time, the
term has elicited much critique based on the fact that
no satisfying definition of Americanization has been
presented or can be agreed upon. Attempts at defining
what was meant by Americanization often were simple
catalogues of characteristics of what was seen as typi-
cal for American-style campaigning: engaging politi-
cal consultants and other experts from the marketing
industry, poll-driven campaigning, a media- or television-
centered campaign, negative campaigning, personal-
ization, de-politicization, to name just a few. While
these are attributes that refer to the organization of
campaigns and the strategies that are applied, German
strategist Peter Radunski added a new angle by point-
ing to the fact that voters, in their new unpredictability,
also have become more Americanized. Researchers
Jay Blumler and Michael Gurevitch further broadened
the perspective by emphasizing that, in the Americanized
environment, journalists tend to react by “mediating”
the campaign more in order to avoid being made the
mouthpiece of campaigners.

Although many researchers were unhappy with the
term, Americanization has proved to be a useful
descriptive paradigm. In fact, several studies have
used Americanization as a reference. However, only
few employed the comparative perspective that is
inherent in the term Americanization but were rather
single country studies. Thus, it is mostly unsettled if
and how the Americanization hypothesis can be oper-
ationalized for empirical research.

It was another point of critique that the idea of
other systems adapting more and more to the U.S.
model of political communication made the United
States an inevitable yardstick for research, thus
neglecting the fact that the United States is an excep-
tional case and therefore comparisons with the United
States are problematic because of the obvious differ-
ences in the political and media systems. From there,
it was a short way to discuss whether what could be
observed in other countries was indeed a process of
Americanization or rather a general trend that was,
sooner or later, going on in all countries. This led to
new terms being offered instead of Americanization,
such as professionalization or modernization, thus
abandoning the use of U.S. campaigns as role models.
This view places the United States at the forefront of
a development that is going on everywhere and
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acknowledges that a multitude of intervening vari-
ables, such as national specifics of the political system
and the media system, prevents the adoption of
recipes for effective campaigning from one country to
another. Similarities in social developments cause
similar reactions by political actors which leads us to
assume convergence, but there is still much room for
national variance, particularly in comparison with the
United States. Campaigners in other countries take
over from the United States what has proved to be
effective but adapt it to national conditions.

Christina Holtz-Bacha

See also American-Style Campaigning; Professionalization
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AMERICAN-STYLE CAMPAIGNING

The practice of political campaigning in the United
States is regarded as the cutting edge of the electioneer-
ing industry. Thus, it is no exaggeration to say that the
United States is an international “role model of cam-
paigning.” The world is following American-style cam-
paigning, applying the methods, concepts, strategies,
and tactics. Many now identify this “new politics” with
postmaterial norms, cognitive mobilization (media
manipulation), and pragmatism—modeled on or influ-
enced by the American style of politics. The global dif-
fusion of U.S. campaign and marketing techniques is
fostered by the internationalization of the campaign
consulting business and is promoted by ideologically
kindred political parties and by the world mass media.

In the United States, several studies documented
the decline of the “old style” campaigns and the emer-
gence of “new style” campaigning. The new style
campaign is perceived to consist of four dimensions:
new players, new incentives, new tactics, and new
resources. First, the new players are the political con-
sultants. Although political parties, candidates, and
voters are still a part of the electoral process, contem-
porary campaigns are now “consultant centered.” The
centrality of the political consultants (or “spin
doctors”) is certainly American, but the pattern is
exported worldwide: in the Israeli 1999 election cam-
paign top American consultants such as James
Carville, Bob Shrum, Stanley Greenberg, and Arthur
J. Finkelstein were hired by the leading candidates.
U.S. political consultants have designed electoral
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campaigns all over the world. The Global Political
Consultancy Survey (1998-2000), for instance, shows
that 57% of the top U.S. political consultants offered
their services to foreign institutions in the 1990s. Two
thirds of these consultants were engaged in consul-
tancy activities in more than one geographic region.
Latin America was the most important foreign market
for the U.S. consultant industry. About 64% of the top
U.S. consultants involved in foreign electoral cam-
paigns worked there. The second important market
was Europe, followed by postcommunist countries.
The least important but still profitable markets were in
Asia, Africa, and the Middle East.

The new players are in fact representing the profes-
sionalization of the campaigns, a process based on the
apolitical assumption that the “modernization” of pol-
itics requires management of its processes, including
elections, by professionals, who represent advance-
ment over a reliance on citizen participation (ama-
teurs). Professionalization is concerned more about
“winning” elections and less about the long-term
qualities of democracy and citizenship.

Second, patronage, loyalties, or ideologies are no
longer the only incentives for people to be involved in
campaigns. American campaigns are more of a “political
marketing” system, thus focusing on public opinion
polling, market research, and campaign testing to find
the appealing message tailored to the voters’ opinions
and concerns. This gives rise to an emphasis on candi-
date personalities. This “marketingization” of political
campaigns includes personalization of the political
debate, “carnivalization” of the campaign (emphasizing
entertainment over the message), and the reliance on and
influence of polls, surveys, and focus-groups testing.

Third, contemporary campaigns focus on “target-
ing” voters with specific messages. Computers now
allow campaigns to engage in fundraising, survey
research, demographic research, and direct mail effi-
ciently. The content of the campaigns is designed and
tested to affect voters regardless of the political value.
Thus, emotions such as fear, pride, joy, or hate are com-
mon elements in American political ads, as well as in
other “Americanized” campaigns. An additional feature
of Americanized campaigns is the emphasis on image
in political ads over issues and substance. However, and
perhaps surprisingly, Lynda Lee Kaid and Anne
Johnston have shown that ads remain largely issue-
oriented. Nevertheless, the fact that ads are issue-
oriented does not mean that they provide specific
recommendations, substantive arguments, or that they
engage in explaining complex policy issues. Moreover,

comparative studies of the American campaigns find
that although the presence of issues in ads has increased,
the tone of the campaigns has become more negative.
Researchers have also found that the specific issue con-
tent of political advertising may be related to the politi-
cal party of the presidential candidate. For instance,
Republicans are often thought to “own” foreign policy
issues, while Democrats fare better on claims about
domestic policy. Candidates appear to be more success-
ful when they emphasize in their advertising the specific
issues over which they can claim ownership.

Finally, new style campaigns are expensive.
Politicians and parties are now spending more on
advertising than on anything else, and with each cycle
the amount they spend grows dramatically. Running a
campaign can be costly. Candidates must pay for all
costs related to their campaigns from buttons and
bumper stickers to television production, from costly
research and polling to expensive consultants, from
phone bills to travel expenses. Throughout the rise of
television as a popular medium, the demands for polit-
ical money have skyrocketed. In the 1956 U.S. elec-
tions, total campaign spending for all candidates was
approximately $155 million. In today’s elections, it is
not uncommon for one single candidate to raise over
$200 million by himself/herself. Campaign finance is
a controversial issue, with free speech cited as an
argument against legal restrictions and allegations of
corruption from those who favor existing or further
restrictions. Individuals and groups support candi-
dates with their money but, in return, those individu-
als and groups expect that the candidate will reward
them. In turn, it is widely believed that these individ-
uals and groups wield an inordinate amount of power
in government.

The “Americanization” of political campaigning
throughout the world raises certain concerns regard-
ing the impact of this process. The professionalization
of the campaign, combined with heavy emphasis
on personification of the political system, may lead
to devaluation of the traditional structure of party
organizations. More worrisome is the evidence that
American news and broadcast media coverage of the
political issues and focus on campaign-issues directly
causes increased voter cynicism and nonparticipation.
The focus on the game of politics, rather than its sub-
stance, may fuel a cycle of cynicism, trapping media,
politicians, and voters. Several researchers have also
concluded that negative campaigns are demobilizing
voters and alienating them from politics. This may
make American-style campaigning more harmful to
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political participation and thus to the well-being of
democratic systems.

Gabriel Weimann

See also Consultants, Political; Media Consultants; Spin,
Political

Further Readings

Ansolabehere, S., & Iyengar, S. (1995). Going negative: How
political advertisements shrink and polarize the
electorate. New York: Free Press.

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

Caspi, D. (1996). American-style electioneering in Israel:
Americanization versus modernization. In D. L. Swanson
& P. Mancini (Eds.), Politics, media, and modern
democracy: An international study of innovations in
electoral campaigning and their consequences. London:
Praeger.

Kaid, L. L., & Holtz-Bacha, C. (1995). Political advertising
in Western democracies: Parties and candidates on
television. Thousand Oaks, CA: Sage.

Kaid, L. L., & Johnston, A. (2001). Videostyle in presidential
campaigns: Style and content of televised political
advertising. Westport, CT: Praeger/Greenwood.

Marmor-Lavie, G., & Weimann, G. (2006). Measuring
emotional appeals in Israeli election campaigns.
International Journal of Public Opinion Research,

18(3), 1-26.

Plasser, F. (2000). American campaign techniques
worldwide. Harvard International Journal of
Press/Politics, 5(4), 33-54.

Plasser, F., & Plasser, G. (2002). Global political
campaigning: A worldwide analysis of campaign
professionals and their practices. New York: Praeger.

Shea, D. M. (1996). Campaign craft: The strategies, tactics,
and the art of political campaign management. Westport,
CT: Praeger.

Swanson, D. L., & Mancini, P. (1996). Patterns of modern
electoral campaigning and their consequences. In D.
Swanson & P. Mancini (Eds.), Politics, media, and
modern democracy (pp. 247-276). Westport, CT: Praeger.

AMERICAN VOTER, THE

First published in 1960 by Angus Campbell, Warren
Miller, Philip Converse, and Donald Stokes of the

Survey Research Center at the University of
Michigan, The American Voter (AV) is considered an
icon in the study of voting behavior theories and
forms the foundation of the National Election Studies.
The work is primarily concerned with the fundamen-
tal processes of political decision making by individ-
ual voters in the election of the American president,
specifically as found during the 1956 Eisenhower-
Stevenson presidential vote.

The work defines a political system as a collection of
processes for the making of decisions. As such, the
authors seek to comprehend the electoral process itself,
as office holders in a democratic government are guided
in many of their actions by what the work terms a calcu-
lus of electoral effect. Overall, the stated aim of
American Voter is to understand the voting decisions of
the national electorate in a manner that transcends some
of the specific elements of historical circumstance.

Data for this endeavor, which has become controver-
sial over time, was collected through interviews with
randomly selected individuals in an effort to represent
the national electorate on three presidential elections
(1948-1956). Though most of the data represents indi-
vidual recollections of behavior from the two
Eisenhower-Stevenson elections, the authors attest that
their data have the capacity to extend historical inter-
vals, as they believe people are able to recall accurately
past political actions. This methodology was chosen
due to the authors’ view that voters have a picture of the
world of politics in their head, and that this picture is a
key to understanding what voters do at the polls.

Of the book’s major findings, AV depicts an individ-
ual’s political decision process, in terms of partisan
choice and turnout, as highly influenced by psycholog-
ical factors as broken down into six dimensions. These
dimensions include perceptions of a candidate’s
personal attributes, the comparative record of the two
parties in managing the affairs of government, and
informal political discussion between individuals or
between individuals and the mass communications
media. Thus, overall the model of voting behavior
posited by AV described voting decisions as being
determined by long-term forces (party identification
and group affiliations) and short-term forces (candidate
images and issues). Partisan identification is repre-
sented by the model as the dominant factor in determin-
ing voting outcomes for presidential elections.

Other forces are found to play a role in the politi-
cal decision process including sustained party identi-
fication between elections. AV concludes that the
orientation to party identification begins long before
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an individual reaches voting age and is found to be a
strong reflection of one’s social surroundings, espe-
cially family. The authors attest that stability in party
identification is so strong that camulative intense and
widespread experiences (such as found during a great
national crisis) are required to produce profound polit-
ical consequences. Finally, external factors such as
membership in social groupings, social class, and
economic antecedents are further determinants of a
citizen’s voting behavior.

As a seminal work in political behavior studies, AV
has posited both revolutionary and controversial find-
ings. Debate has centered upon the true level of vote-
rationality possessed by individuals, and on the notion
that participation in political processes is often deter-
mined by partisan intensity. Finally, some have criti-
cized that certain findings have not been sustainable
over time, especially in the face of modern dealign-
ment and a decline in partisan identification by voters.

H. E. Schmeisser
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APATHY, VOTER

Apathy reflects a lack of engagement in even the most
basic forms of public affairs participation. Apathy also
has been described as a lack of interest and involvement
in political affairs and a separation from matters politi-
cal. Studies, however, have shown that interest is an
effect rather than a characteristic of apathy. In addition,
people can decline to participate for reasons other than
apathy.

Reports of apathy have been inflated by flawed
reporting of turnout rates. The most common method

for reporting turnout, based on the “voting age popu-
lation” from the U.S. census, includes noncitizens and
ineligible felons. The number of ineligible citizens has
increased markedly since 1972, but turnout among eli-
gible voters has remained fairly steady.

Apathy often is considered one aspect of “political
alienation,” which is said to include the four dimen-
sions of normlessness or distrust (cynicism), power-
lessness or efficacy, meaninglessness (seeing little
difference among candidates, parties or policies), and
apathy. It is common for party officials and commen-
tators to combine apathy with other aspects of politi-
cal alienation, and to blame deficiencies in high
school civics education, negative campaigning, and
poor media coverage for disengagement.

Education matters a great deal, but research does not
bear out perceptions about the role of negative cam-
paigning, media coverage, and cynicism. For example,
some estimates indicate that negative advertising has
tripled since the 1960s. Yet voting rates have not
decreased proportionately. Turnout in 2004 was 77%
(86% of registered voters), the highest since 1964.

Apathetic individuals may be somewhat immune to
negativism in ads due to their lack of involvement and
attention to the political process. Citizens who blame
negative campaigning for their apathy also might
not be accurately reporting the roots of their own lack
of interest.

Cynicism also cannot shoulder the blame for
apathy. Research has confirmed that apathy and cyni-
cism form distinct constructs, meaning that someone
who is cynical may not be apathetic. Instead, political
disaffection can lead to action among those with
higher efficacy. Action is most likely among those
with the highest efficacy and highest disaffection.

Research suggests that disengagement results
more from low efficacy and satisfaction with the sta-
tus quo. Political efficacy has decreased markedly
since the 1960s, when it was as high as 74%. In 2004
it was at 47% although it has increased gradually
since the early 1990s. Those with conservative out-
looks, higher incomes, more education, and
Caucasian ethnicity tend to have higher efficacy.
Partisans, the more advantaged, and Caucasians also
tend to vote more reliably.

Apathy is most appropriately viewed as a separa-
tion from civic involvement that reflects a negative
valence (I don’t feel like caring; it doesn’t matter; it’s
too much trouble to care). It differs substantially from
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complacency, which reflects a positive valence (I
don’t need to care because things are fine the way they
are) based on comfort with the status quo.

This distinction explains problems with the view
that a lack of substance in television coverage con-
tributes to apathy. For example, satisfaction with tele-
vision as an information source associates with more
disengagement while increased use and attention to
news—including on television—consistently associ-
ates with higher levels of political knowledge, effi-
cacy, and public affairs involvement. It seems that
television, a low-involvement medium, can cultivate
interest and lead to more goal-oriented information
seeking from additional sources. This then boosts effi-
cacy, giving media a role to play in a positive cycle of
increasing involvement.

On the other hand, citizens—and especially
younger ones—can get trapped in a more negative
cycle in which cynicism toward the political system
diminishes efficacy, which cultivates apathy, which
limits information seeking and which then reinforces
cynicism. This makes it especially important to con-
sider the causes and cures of apathy and complacency
among young people.

Turnout is higher among citizens over 25, but com-
placency and a lack of efficacy appear to be more to
blame than apathy. Surveys show that a strong majority
of young citizens care about some issues and candi-
dates. They tend to vote if they think their voter will
matter and if the process is made easier such as through
Election Day registration, early voting, convenient
locations, and motor-voter registration. Unfortunately,
younger people are often ignored by public officials
and campaigns, which can trigger a cycle that cultivates
apathy. Although local party leaders overwhelmingly
cite a lack of youth political engagement as a problem,
for example, they cite senior citizens almost three times
more often than young people as the demographic
group most important to the “long-term success” of
their party.

This may be changing. In late 2003, the belief
among 15- to 25-year-olds that they could make a dif-
ference was declining. Young people also expressed
less trust of the government, and studies consistently
show that cynicism toward the political system
diminishes efficacy. In 2004, however, parties and
nonpartisan get-out-the-vote campaigns targeted
young voters more energetically, and young citizens
responded. The use of celebrities to attract attention

to messages, which focused on boosting efficacy,
diminishing complacency, and making registration
easy, contributed to an 11% increase in youth turnout
after declining 16% between 1972 and 2000 (other
than a 1992 spike attributed to Bill Clinton’s novel
and active campaigning among young people). This
represented an increase almost triple that among
older citizens.

In sum, apathy and complacency, while related,
appear to have different causes. Complacency seems
more likely than apathy to respond to campaigns
focused on the relevance of civic issues and the value
of civic involvement. Apathy may require more con-
certed efforts due to its roots in a lack of knowledge
and efficacy. Although discussion at home makes a
big difference in political socialization, for example,
many young people report they have never talked
about politics, government, or current events with
their parents while living at home. In addition, young
people generalize from how seriously student govern-
ments in schools are taken. Overall, lessons learned
early, in and out of civics classes, seem more respon-
sible for the development or prevention of apathy than
do characteristics of campaigns and media coverage.

Erica Weintraub Austin
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APOLOGIA

Apologia is a formal act associated with self-defense
or self-justification. It is generally in the form of a
personalized discourse. A convincing defense of one’s
character or ethics is a central concern of the apologist
and has been an important rhetorical ritual of past as
well as contemporary society. Many scholars have
argued that the successful or unsuccessful use of
apologia can even alter the course of history.

Although the circumstances and outcomes of
apologia vary greatly, its traditional form has not sig-
nificantly deviated since its use by the ancients. First,
a statement of the case at hand is given. Then, a refu-
tation of the charges is advanced. Next, an explanation
unfolds—particularly stressing the speaker’s charac-
ter. Finally, a conclusion is given bolstering the apol-
ogist’s integrity.

Research on apologia has yielded a number of find-
ings. Apologia results from moral choices that have
been subjected to ethical challenges. Unless character
repair is made, there can be negative future conse-
quences. Apologia often involves focusing the audi-
ence on how the apologist wants them to perceive
his/her character. Finally, the apology is seemingly
context or accusation bound.

In the history of public address there are many
cases of well-known public apologies. For example, in
the Greek tradition, Socrates, Isocrates, and
Demosthenes all presented noteworthy self-defense
discourses. Examples of contemporary apologists
include Richard Nixon, Edward Kennedy, and Bill
Clinton. Nixon’s 1952 “Checkers” or Fund speech is,
perhaps, the most famous apologetic discourse in
modern times. Using the new medium of television,
Nixon went face-to-face with the American people
and defended his character to the largest television
audience of that time, 60 million people.

In 1973, communication scholars B. L. Ware and
Wil A. Linkugel wrote a pioneering article on apologia.
Their article established apologia as an important
speech genre. Moreover, they posited that four primary
strategies consistently appear in self-defense rhetoric:
denial, bolstering, differentiation, and transcendence.

The Watergate scandal of 1973 to 1974 served to
further heighten interest and scholarship in the apolo-
getic form. Identifying key apologetic strategies and
noting their frequency and implications in selected
apologia became a popular scholarly focus during the

Watergate scandal and in the aftermath of Nixon’s
forced resignation from the presidency in 1974.

Similarly, Clinton’s involvement with various
scandals and his subsequent impeachment trial in
1999 provided additional focus on the importance
of effective apologia. Clinton’s internationally tele-
vised August 17, 1998, apologia on the Monica
Lewinsky case received a considerable amount of
scholarly and popular attention. As such, the subgen-
res and strategies inherent in the apologetic form
continue to captivate a wide variety of critics of pub-
lic communication.

Robert A. Vartabedian
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ARAFAT, YASSER (1929-2004)

Yasser Arafat, born as Mohammed Abdel Raouf
Arafat al-Qudwar Al-Husseini, was a Nobel Prize—
winning political leader as well as a guerrilla warfare
soldier. Arafat’s political career and personal life were
riddled with controversy.

Born to Palestinian parents in Cairo, he was one of
six children. Arafat was an active student leader who
graduated with a degree in Civil Engineering in 1956.
Thereafter, he went on to serve in the Egyptian Army.
His political career began with the formation of
al-Fatah, the largest group in the Palestinian Liberation
Organization (PLO). His main objective in forming the
PLO was the liberation of Palestine from Israel.

Arafat’s relationship with the media was complex.
He used communications, such as speeches and
leaflets, for generating propaganda as a recruiting
tactic for the PLO. These communications were carried
out on militaristic, psychological, and political levels.
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Some of the improvements Palestinians had hoped
for after the PLO took over Gaza in 1994 were free
speech and expression. However, Arafat turned the
Palestinian press into another channel of control for
the PLO. Editors and journalists were threatened and
beaten into submission to make sure they supported
the “regime mentality” of the PLO. They were forced
to reflect only the political agenda supported by
Arafat. Political communication became narrow and
one-sided. Reporters for independent news agencies
in the region, too, were forced to send positive reports
of the PLO to the outside world.

Arafat’s political career was based on adept diplo-
matic communication and suppression of opposition.
After the victory of the Palestinian Liberation Army
over Israeli troops at Karameh in 1968, Arafat started
systematic efforts to obtain recognition for the Palestine
state on the world stage. Despite the killing of 11 Israeli
Olympic athletes by PLO-sponsored terrorists at the
1972 Munich Olympics, Arafat secured an observer
berth for the PLO at the United Nations in 1974.

After being driven to Tunis in 1982, Arafat
launched the First Intifada in 1987. Intifada is essen-
tially an Arab word for uprising. Arafat made sure that
the world media picked up on the killing of children
during the Intifada, which put the PLO’s agenda back
on the world map. The 1990s witnessed a series of
diplomatic political communications between the
Israeli and Palestinian leaderships. The first peace
treaty, the Oslo Accords, secured Arafat the Nobel
Peace Prize for his “efforts to create peace in the
Middle East.”

In 1996, Arafat was elected as the head of the
Palestinian Authority, an entity created by the Oslo
Accords. However, the then prime minister of Israel,
Benjamin Netanyahu, refused to recognize Palestinian
statehood despite the Oslo agreement. This led to fur-
ther communication about the peace process between
Netanyahu and Arafat, mediated by Bill Clinton,
resulting in the Wye River Memorandum of 1998.
More negotiations followed in 2000 and 2001.
However, it is alleged that Arafat continued to use the
Palestinian media to further his political agenda and to
continue terrorist activities against Israel despite the
facade of the peace talks. He launched the Second
Intifada in 2001.

When Ariel Sharon secured power in Israel in
2001, he refused any further peace talks. He used mil-
itary force to put Arafat under house arrest in 2002 at
his headquarters at Ramallah. Arafat died in 2004 in a

hospital near Paris. The cause of his death remains
unclear.

Rati Kumar
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ARGENTINA DEMOCRATIZATION
ProcCEss, ROLE OF THE MEDIA

Democracy returned to Argentina in 1983 after many
interruptions of the constitutional system during the
20th century, culminating with the last military dictator-
ship (1976-1983). The media have had a limited influ-
ence on the process of transition to democracy, mainly
because they worked under censorship. Another reason
for this limited influence was the lack of partnership
between the media and political parties. However, the
media played an important role as a trustworthy politi-
cal actor respecting the consolidation of democracy.

The return to democracy happened, in large part,
due to the decay of the military regime. Characteristics
of this transition were economic crises and political
decline, caused primarily by a lost war. Furthermore,
numerous internal and external claims existed against
the government based on egregious human rights viola-
tions. Argentineans demanded democracy but pos-
sessed a weak civic and political culture since citizen
participation had been restricted, or even forbidden.
Political parties lacked experience due to many years of
prohibition and persecution. The media were accus-
tomed to extreme censorship. Opponents of the govern-
ment disappeared or were forced into exile.

Upon return to democracy, a new relationship
developed between the government and media. The
Radical Civil Union (UCR) candidate, Raul Alfonsin,
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won the presidential election in 1983, and the radical
party demonstrated a high professional performance
in electoral communication. Polls, merchandising,
and visual innovations were the features of this run for
the presidency. It was the first campaign which
showed a high degree of Americanization in terms of
political communication.

This first experience of postdictatorship democ-
racy was characterized by a combination from the
government of confrontation and agreement attempts
with the opposition. Nevertheless, some mistakes
of Argentinean politics were soon reproduced: the rul-
ing party tried to become hegemonic; corporations’
power was underestimated; congress lacked auton-
omy for decision making; and corruption abounded.
Additionally, the economy experienced a severe crisis.
Some indicators at the earlier end of Alfonsin’s
administration showed the consequences of extraordi-
nary economic mismanagement: real wages dropped
50%; unemployment and underemployment doubled;
and a high and constant inflation turned into acceler-
ating hyperinflation.

The transfer of power in 1989 was the first step
toward maintaining the constitutional system. The
continuity of this process by consecutive elections
changing ruling parties is a sign that democracy has
been, at the present, consolidated in Argentina. The
1989 election results followed the Latin American
trends at those times, because the voters supported
candidates who carried out economic liberalism’s
policies. At the time of the presidential elections of
1989, the media began a new phase in their relations
with government. President Menem’s reform to
broadcasting law liberalized the market. As a result,
media conglomerates emerged and increased the level
of concentration. The next trend was a progressive
convergence between media and telephone compa-
nies. Menem was reelected in 1995.

In 1999, a new political coalition between a center-
left party and Radicalism won the presidential elec-
tions. The coalition’s discourse seemed to fulfill
demands of citizens after 10 years. Although the
Argentinean society had manifested a willingness to
maintain the convertibility plan and the free-market
economic policy, the way in which these transforma-
tions were implemented was not so widely accepted.
Corruption scandals and signs of abuse of power placed
serious expectations on the new political faction.

However, the coalition failed to accomplish
promises, and radical President Fernando De la Rua

found increasing difficulties in governing. The 2001
legislative elections showed a general distrust due to a
high level of electoral absenteeism in addition to
null and blank votes. This election testified to the dis-
integrated links between citizens and politicians, as
well as political parties. President De la Rua was
unable to control this state of affairs. The popular
media mocked him because of his incompetence. Mass
demonstrations in the capital city and other important
metropolises pushed the president to resign. As a con-
sequence, the Argentinean institutions experienced one
of the most difficult situations in their history, having
five presidents in a month, since the possible succes-
sors were forced to step down due to many reasons.
The last one was the Peronist Eduardo Duhalde, who
ruled the country until the next national elections,
finally called for 2003, when Peronist Nestor Kirchner
became president.

The media did not encourage the process of transi-
tion to democracy in Argentina but accompanied it.
Television played an active role in campaigns and by
popularization of the political debate. The media sys-
tem experienced a slow expansion, from press to
broadcasting, from public to private property, from
control to liberalization, and to concentration in
multimedia. Journalists recovered the press freedom
when democracy returned, but they still denounced a
growing influence of government over media.

Whereas some participants (e.g., the military) lost
power, others (e.g., political parties and labor unions)
lost credibility. The media progressively took sides
with the people in two main ways: as “watchdogs,”
developing investigative journalism, and as advocates,
performing a symbolic substitution of discredited
police and justice system officials. People requested
that the media report corruption and criminal affairs
specifically involving public officers. By televising
illegal agreements involving politicians, by live trans-
missions of judicial processes, or by appearing on the
scene before police and other authorities, the media
evolved into a role as jury for the public opinion. The
dynamics of political television shows contributed
during the transition to democracy by familiarizing
people to political issues through trivialization and
entertainment.

Malvina Rodriguez
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ARGUMENTATION, PoLITICAL

Democracy, governance by the people collectively,
entails collective thoughts and actions—realities in
rhetoric alone. Therefore, adapting to the fluid politi-
cal needs and desires of a free society necessitates
freedom of individual expression via argumentation.
In this regard, political argumentation’s foundations
were laid in 339 B.C., when Aristotle’s Rhetoric advo-
cated use of “all available means of persuasion,” to
maintain a free society.

Academic definitions of argumentation emphasize
its “logocentricity,” or focus on logic and reasoned
argument. Politics, by nature, however, has always been
schizophrenic, part reason-governed or substantial and
part illusory. Political communication’s ever-increasing
reliance on mass media in the past half century has
exacerbated this duality, making emotional images all
but inseparable from logical claims. Scholars agree,
however, that argumentation involves controversy
between an advocate and an opponent who each wish
to influence the thoughts or behaviors of others.

Even while the Mayflower lay in Plymouth Harbor,
its compact’s adherence to the desires of “the most
voices,” laid the foundation for argumentation as a
central feature of the U.S. political system as a demo-
cratic entity. Since that time, the evolution of political
argumentation in the United States has followed the
trajectory of the forum by which “the most voices”
could be heard.

Therefore, public political argumentation has
evolved in three nondiscrete stages:

1. The New England town meeting, dominant from
1641 until the mid-19th century, in which a nearly
pure form of direct democracy was possible due to
the small population and large proportion of avail-
able time (and attention spans) for lengthy and com-
pulsory weekly meetings,

2. The “Great Debates” of the general assembly of the
Constitutional Convention and early legislature creating
the U.S. government as a representative democracy, and

3. The virtual democracy created by media technology
in the 20th century, wherein a greater proportion of
the citizenry engaged in argumentation less as advo-
cate or opponent, and more as audience or critic.

A political argument is a two-way process employ-
ing symbolic interaction to influence others’ thoughts
or actions. Three components embody this definition
and, hence, distinguish it from related terms such as
“rhetoric,” “discourse,” and “political debate’:

1. A political argument is a two-way process.
Whereas rhetoric may only involve one party’s persua-
sive attempts, argumentation implies that at least two
parties are involved either in mutual persuasive attempts,
or attempts to influence a mutual audience. The AIDS
Quilt, a traveling fabric collage whose stories were vital
to the rhetorical humanization of “People With Aids,” for
example, can be considered political rhetoric due to its
persuasive nature, but not necessarily political argumen-
tation, due its lack of a defined opponent.

2. Political argument involves the use of symbolic
interaction (communication). Debate, however, as a
subset of argumentation, is more limited to verbal/
linguistic communication, and (notwithstanding the
joint press conferences currently labeled as debates in
modern political campaigns) is considered specifically
a decision-making process with a defined endpoint
and, presumably, a distinct outcome—a “win” by
either advocate or opponent in the eyes of a particular
audience or critic. Political argument often involves a
more ongoing controversy such as party identification
or social issue stances and less simply-defined or mea-
sured goals. Political argument may include political
ads, bumper stickers, and films such as Fahrenheit
911. Therefore, a debate is a form of argumentation;
but not all argumentation can be considered debate.
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3. The purpose of influencing others’ thoughts or
actions is paramount as a distinguishing characteris-
tic of political argumentation. Political discourse,
however, may be simply for the purposes of information-
dissemination or entertainment, as in the after-dinner
speech.

Much of today’s public political argumentation
is not only depicted in the mass media, but is often
created specifically for broadcast, thus further chang-
ing the nature of what is political argumentation. The
interim between the “Great Debates” and modern tele-
vised political debates traces political argumentation
through the more classic forms of argument of
Chautauqua groups (traveling troupes of political and
social activists seeking to educate the public and rally
support for social issues) and Lincoln-Douglas
debates to Roosevelt’s fireside chats—the first forum
of real-time mass consumption of political argument.

In the 1950s, when television literally leapt into the
lives of American households, dominating political
argumentation and information dissemination, new
forms of political argument allowing far greater mass
consumption and image-representation were possible.
The savvy political arguer adapted to rich formats
such as televised political advertisements, network
news, and the new “Great Debates” (which J. Jeffery
Auer argues are neither great nor debates), while
unfortunates soon learned that reliance on purely rea-
soned argument was unwise in a society where gover-
nance and communication so diverged from the direct
democracy of earlier generations.

Despite vast alterations in the forums of public
political argumentation, private forums of “cracker bar-
rel democracy” (so-named for its occurrence around
the cracker barrels in grocery stores of old) have
always been accessible through interpersonal chan-
nels, in local homes, and businesses. This forum’s true
influence over public policy has vacillated; however,
since the advent of the Internet, the genuine democ-
racy of the town hall meeting may once again be
accessible, this time through mass-mediated interper-
sonal communication. While current Internet argu-
mentation may not measure up to the power of the
face-to-face interactions of the “cracker-barrel” days,
the sheer interactivity of cyberspace makes hearing
“the most voices,” once again possible for the people
collectively.

Karla Hunter
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ARrisTOTLE (384-322 B.C.)

Aristotle, a Greek philosopher and protégé of Plato, is
considered the Father of the Scientific Method, the cre-
ator of formal logic, and one of the greatest thinkers in
the history of the Western world. He was born in
Stagiros in northeastern Greece near the neighboring
kingdom of Macedonia. In 367 B.C. he traveled to
Athens and joined Plato’s philosophical school, the
Academy. Aristotle remained in the Academy for
approximately 20 years, first as a student and, later, as
a teacher. One of the subjects he taught was rhetoric
(rhétorike). Notes used for his lectures on rhetoric at
the Academy are thought to form, in large part, the con-
tents of what is today the text titled Rhetoric. Around
the time of Plato’s death in 347 B.C., Aristotle left
Athens. Over the next 3 or 4 years, he researched the
natural history of the eastern Aegean Sea coast and
apparently began work on lecture notes that would later
be compiled into the text known today as Politics.

Sometime in 343 or 342 B.C., Aristotle joined the
court of King Philip of Macedonia. Aristotle’s father,
Nicomachus, had served as personal physician to
Philip’s father, King Amyntas. Aristotle tutored the
king’s teenage son, Alexander, who later became the
Macedonian hegemon, Alexander the Great. However,
Aristotle only remained on as royal tutor until 340
B.C. Two years later, Philip’s army defeated the Greek
city-states at the Battle of Chaeronea. Following
Philip’s assassination in 336 B.C., Alexander
ascended the throne, and Aristotle maintained positive
relations with him for the next decade.
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In 335 B.C. Aristotle founded a school of philoso-
phy in the Lyceum, a gymnasium attached to the tem-
ple of Apollo Lyceus, just outside of Athens.
Aristotle’s proclivity for walking the colonnaded por-
tico (peripatos) while teaching his students resulted in
the school’s common name, the Peripatetic School. At
the Lyceum, Aristotle maintained an open library that
was encyclopedic in scope and included his writings
on rhetoric, logic, politics, ethics, psychology, biol-
ogy, zoology, physics, meteorology, metaphysics, and
poetry. Aristotle accepted Macedonian subsidies for
his school and made no secret of his friendship with
Antipater, an Alexandrian general appointed by the
Macedonian king to serve as ambassador to Athens
and later as regent over Greece. Thus, when the sud-
den death of Alexander the Great in 323 B.C. resulted
in increased anti-Macedonian sentiments, Aristotle
fled to the ancient city of Chalcis on the island of
Euboea, leaving his school and its library under the
direction of one of his students, Theophrastus.
Aristotle died the following year.

Unfortunately, much of what Aristotle published
during his lifetime has been lost, and most of the extant
texts of Aristotle’s works, including Rhetoric and
Politics, are thought to be compilations of Aristotle’s
lecture notes combined, in some cases, with the writ-
ings of some of his students. Aristotle’s notes on
rhetoric seem to have been made available to the public
in an organized hand-written format by Andronicus of
Rhodes in the mid-first century B.C., but this work was
not widely published in print form in the Western world
until the latter part of the 15th century A.D.

Aristotle’s extant writings indicate that, like Plato,
he was interested in the good life, which Aristotle
defined as human happiness (eudaimonia) or human
flourishing. However, Aristotle rejected Plato’s
approach to gaining the knowledge (epistéme) neces-
sary to understand how to live the good life.
According to Plato, understanding the world in which
humans lived and obtaining knowledge about how to
live well in it depended upon human comprehension
of a transcendent world of ultimate and universal
ideas (eide). Aristotle rejected this otherworldliness
and insisted that only the knowledge gained through
the human senses could be considered true knowl-
edge. Thus, Aristotle’s pragmatic empiricism: collect-
ing, classifying, and systematizing data that were
accessible through the human senses. That which
motivated Aristotle to study plants and animals,
including the human animal, also apparently impelled

him to examine the forms of reasoning men used in
efforts to persuade others as well as the political sys-
tems men had created to govern their fellows.

Both the Politics and the Rhetoric are concerned
with human affairs and the means of achieving the
good life. Essentially, in the Politics, Aristotle is con-
cerned with which state (i.e., political system) is best
for creating conditions conducive to human flourish-
ing. In the Rhetoric, he is concerned with the methods
of human reasoning in argumentation that can influ-
ence decision making toward human happiness. In
both works Aristotle relies on empirical data. His
political philosophy developed in the Politics is
grounded in examination of 158 political constitu-
tions. In the Rhetoric, Aristotle’s rhetorical theory
draws from the Synagoge Tekhnon, his collection of
writings by Greek Sophists on the arts of logos and
rhetoric, as well as other data.

The Rhetoric begins as a philosophical work and
shifts to a technical handbook examining practical rea-
soning in argumentation within contingent circum-
stances, or where conditions of uncertainty exist
because absolute knowledge is unattainable. Aristotle
opens by describing rhetoric as a counterpart (anti-
strophos) to dialectic (i.e., formal logical discussions),
and justifying the study of rhetoric based on its practical
usefulness in human affairs. He defines rhetoric “as the
faculty of observing in any given case the available
means of persuasion.” For Aristotle, there are two pri-
mary modes of persuasion, or proofs (pisteis): inartistic
and artistic proofs. Because inartistic proofs exist prior
to the creation of a speech (rhésis) in various forms of
testimonial, physical, and written evidence and need
only to be used by the speaker (rhétor), Aristotle focuses
on the artistic proofs which must be invented by the
speaker and demonstrated through speaking. Aristotle
describes the three species of artistic proofs as éthos (the
character, knowledge, and good will toward the audi-
ence that the speaker demonstrates in a given speech),
logos (the general case or argument(s) in any given
speech), and pathos (the combination of ethos and logos
to produce certain emotions in an audience).

Because, for Aristotle, rhetoric is a counterpart to
dialectic (i.e., formal logic), he describes two forms of
informal logic in which humans engage: the example
(paradeigma), which involves inductive reasoning, and
the enthymeme (enthyméma) which involves deductive
reasoning. The reliance upon examples allows a rhétor
to generalize from several experiential instances and
also to reason from one specific case or instance to
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another. The enthymeme, on the other hand, with its
three-part form—major premise, minor premise, and
conclusion—allows the rhétor to move from a proba-
bility through a factual or material claim to a specific
conclusion. What Aristotle’s syllogism is to formal
logic, the enthymeme is to rhetoric. The enthymeme
differs from the syllogism in that: (1) it is informal rea-
soning (i.e., premises may be suppressed or unstated
and, thereby, the overall form of the argument trun-
cated); (2) it is designed to be comprehensible by a
popular or mass, nonexpert audience; thus, it draws
upon generally held principles, common beliefs, or val-
ues accepted by audiences as “probably” true or best
(which also allows the suppression of a premise); and,
(3) it is participatory in that it is designed to encourage
the audience to supply or “fill in” what is unstated (i.e.,
the suppressed premise). For example, consider the fol-
lowing: [Major premise:] We need more honest politi-
cians. [Minor premise:] “Candidate A” has a record of
honesty. [Conclusion:] Therefore, we need to re-elect
“Candidate A.” If a particular audience accepts the view
that there are too many dishonest politicians, the rhétor
making this case can leave the major premise unstated,
and argue: We need to reelect “Candidate A,” because
s/he is an honest politician.

Aristotle claims that there are three species of
rhetoric: deliberative, forensic (or judicial), and ceremo-
nial (epideictic). Deliberative speeches are often politi-
cal, especially legislative, addressing future actions on
the basis of the likelihood of advantage/benefit or disad-
vantage/harm. Forensic speeches are often, though not
always, legal speeches involving accusations (katego-
ria) or defenses (apologia), addressing past actions on
the basis of their apparent justice or injustice. Epideictic
addresses are ceremonial speeches, addressing present,
existing conditions through praise (eulogistic) or blame
(dyslogistic), often of an individual or community’s
virtue or vice. Aristotle offers both common topics
(topoi) for use in any type of speech as well as special
topics for each type of speech to which a rhétor can turn
in order to invent arguments for a public address.

In addition to modes of proof and types of reason-
ing in the three species of rhetoric addressed in Book
I and the latter half of Book II, much of Book II
addresses the roles of character and human emotions
in persuasion. Aristotle stresses the importance of
understanding how to arouse and subdue certain emo-
tions in an audience as well as how a speaker can
adapt his/her character to the character of the audi-
ence. Much of Book III addresses the delivery of a

speech in terms of style and arrangement of the parts
of the speech. Although Aristotle does not delineate
what have come to be known as the “Five Classical
Canons of Oration” (Invention, Arrangement, Style,
Memory, and Delivery), his Rhetoric provided a foun-
dation for later rhetorical theorists, particularly those
in Rome, to develop those canons as the guidelines for
the production and delivery of public speeches.

In the Rhetoric, Aristotle counsels that a rhétor’s
effectiveness in deliberative speaking depends upon an
understanding of the four forms of political constitu-
tions and the differences between them. The Politics
treats the subject of types of political systems in much
more detail, examining the structures and practices of
various types of states with the purpose of recom-
mending that system which Aristotle sees as ideal as
providing the most likely circumstances for human
flourishing. In Book I, Aristotle argues that the state
(i.e., the Greek city-state, or polis) is the result of sev-
eral natural associations. First is the family, constituted
by marriage and slavery to meet daily needs. When
greater needs are to be met several families associate in
a village. Finally, when several villages unite they cre-
ate a new association, a state (polis). According to
Aristotle, the state originates out of natural needs and
continues to exist in order to provide the highest end
(telos) of human life, the good life. Thus, for Aristotle,
the state is a natural association and “man is by nature
a political animal,” fitted by nature with the ability to
reason and speak about justice and injustice and, there-
fore, to live in association with others in a state. In the
remainder of Book I, Aristotle addresses issues related
to slavery, private versus common property, and the
rule of men over children and wives.

In Book II, Aristotle criticizes Plato’s ideas
expressed in his writings, the Republic and the Laws,
as well as the ideas of others about utopist states. He
singles out for specific examination the structures and
practices of political systems in Sparta, Crete, and
Carthage, and comments on previous and present law-
givers from Solon to Draco before concluding his
commentary on the strengths and weaknesses of exist-
ing and theoretical political systems.

Books III and IV are the heart of the Politics and
deal with definitions of citizenship, the virtues of citi-
zens, the number and types of governments and those
that are true and those that are perverted, an examina-
tion of monarchy (kingship) versus the rule of law, and
the difficulty of simplifying types of regimes into good
and bad, and an introduction to Aristotle’s ideal state.
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For Aristotle, the citizen is one who participates
directly in public deliberations and decisions about
public affairs and serves in public offices of the state;
citizenship carries both rights and responsibilities.
Here rhetoric is involved as each citizen develops
toward his end (felos) as a political animal, reasoning
and deliberating about justice. Aristotle argues that the
virtue of the good citizen differs from the virtue of the
good man in that the function of the virtue in the good
citizen is to preserve the state. However, in the best
state, the virtue of the good citizen is the virtue of the
good human being, because the purpose and function
of the best state is to lead to the highest form of virtue,
the human being living the good life. Thus, Aristotle
deems it significant to characterize the different types
of regimes. In essence, there are six, three major types
which can take a good and bad form: (1) when good,
rule by one is a kingship; when bad, a tyranny;
(2) when good, rule by the few is aristocracy; when
bad, an oligarchy; and, (3) when good, rule by the many
is a polity (politeia); when bad, a democracy. Aristotle
concludes Book III by advocating what has become a
fundamental principle of liberal democracy: the rule of
law. Established law is like the rule of reason, whereas
rule by a single individual allows for error due to the
passions. The most common types of constitutions are
democratic and oligarchic and the various forms of
these types of regimes provide evidence of their
strengths and weaknesses. Thus, Aristotle offers polity
as the best form of government, a mixture of aspects
from democracies and oligarchies in a state that avoids
extreme disparities between rich and poor and has a
large middle class that can moderate potential political
extremes by either the wealthy or the poor.

Thus Book V deals with the causes of revolutions
and means of avoiding them, and Book VI addresses
in greater detail aspects of democracies and oli-
garchies and how people framing new constitutions
can learn from the best forms of democracy. Books
VII and VIII address Aristotle’s conception of the
good life, what is needed in the ideal state for citizens
to pursue the good life, and the importance and signif-
icant aspects of educating the young in the ideal state.
For Aristotle, the relationship between a state func-
tioning to assist individuals in fulfilling their telos in
living the good, virtuous life and the practice of the
good and virtuous life of a state’s citizens in preserv-
ing the ideal state is a symbiotic one.

B. Wayne Howell
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ATTACK ADVERTISING

See NEGATIVE ADVERTISING

AUTHORITARIANISM

Authoritarianism is a concept central to understanding
modern politics, as well as contemporary social life.
The term authoritarian is not only used to describe
political beliefs and the structure of political systems,
but also individual psychological dispositions and
interpersonal relationships.

The discussion of an “authoritarian character” can
be traced back to Erich Fromm’s Escape from
Freedom. Authoritarianism was then elucidated by
critical theorists of the Frankfurt School. In The
Authoritarian Personality, T. W. Adorno and his col-
leagues attempted to explain anti-Semitism and the
rise of Fascism throughout Europe in the 1940s, by
combining Freudian psychoanalytic conceptions with
Marxist theory. They developed the notion of the
“authoritarian personality” in which one’s fear and
aggressiveness deriving from a specific familial social-
ization is a byproduct of the social structure of capital-
istic society. This personality is forced to obey social
authorities, accept societal norms, and release individ-
ual hatred toward members of weaker societal groups.
Thus, authoritarians tend to have an anxious venera-
tion of authority while expressing vindictiveness
toward subordinates and so-called “deviants.”

This Freudian approach was rejected by Bob
Altemeyer whose Right-Wing Authoritarianism
(RWA) Scale was rooted in Albert Bandura’s social
learning theory. Altemeyer assumed that like other
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attitudes, people would acquire RWA from interactions
with others or through various direct or indirect expe-
riences with attitudinal objects. Parents could be the
most important source of right-wing authoritarian atti-
tudes. Several empirical studies show that religion
apparently enhances authoritarian attitudes.

According to Altemeyer, RWA is a unidimensional
measure of three attitudinal clusters in a person—
authoritarian submission, authoritarian aggression, and
conventionalism. First, authoritarian submission is one’s
willingness to comply with established authorities plac-
ing very narrow limits on people’s rights to criticize
authorities. Second, authoritarians advocate sanction
against those whom they deem detrimental to estab-
lished authorities. Authoritarian aggression is enhanced
by the belief that established authority at least tacitly
approves it or that it will help preserve established
authority. Thus, the theory of authoritarianism is closely
related to the theory of social dominance. Finally,
authoritarians tend to commit to the traditional social
norms that are endorsed by society and its established
authorities. Targets of authoritarian aggressiveness are
often directed toward unconventional people or those
defined as social deviants, such as homosexuals.

Since Altemeyer’s conceptualization and develop-
ment of the RWA Scale, authoritarianism has been
used as a robust predictor of various political phenom-
ena. It is especially noteworthy that the RWA Scale has
correlated positively with a variety of conservative atti-
tudes, such as those attacking environmentalism and
abortion and in support of the death penalty. Thus, the
question has arisen as to whether authoritarianism is
any different from conservatism, which could be
defined as the disposition to maintain existing orders
and to resist change. Researchers who examined
this issue have found that there has been a strong
correlation between the RWA Scale and political con-
servatism. Indeed, authoritarianism and conservatism
share two core dimensions—resistance to change and
acceptance of inequality. However, the two are not
isomorphic because among the traditions and estab-
lished system that the conservatives wish to preserve are
freedom of speech, freedom of opportunity, law-abiding
principle, and so on. Those who embrace these values
are not expected to score high on the RWA Scale.

One irony is that left-wing authoritarianism also
resists change, allegedly in the name of egalitarian-
ism. Relatively little literature has focused on left-
wing authoritarianism, although the former Soviet
Union could be considered as the clearest case of an

authoritarian on the left. Milton Rokeach criticized
that the original authoritarianism scales were so ideo-
logically motivated and oriented that it could measure
only authoritarianism on the right. This is a valid crit-
icism, as some samples of communists in Altemeyer’s
study scored very low on the RWA Scale.

Thus, Rokeach came up with the Dogmatism Scale
to provide a measure of general authoritarianism, irre-
spective of one’s ideological stance. Dogmatism was
defined as a closed cognitive organization of beliefs
and disbeliefs about reality. Individuals who are high
in dogmatism are inclined to be close-minded, intoler-
ant of others, and deferential to authority. Though this
concept was developed to encompass diverse ideolog-
ical spectrums, people who score high on Dogmatism
Scale also tended to register high on the RWA Scale.
Although studies of authoritarianism started with the
challenge to explain generalized prejudice in terms of
personality traits, scholars have pointed out that
authoritarianism can be more appropriately conceptu-
alized if social or ideological contexts are taken into
account. For instance, Hitler’s popularity could be
attributed to various national crises that affected
Germany after World War 1. Among these crises,
Altehmeyer contended that the emergence of the rad-
ical left in Germany during the Great Depression
helped drive many moderates and conservatives to the
swastika. In this sense, authoritarianism may not be
an unvarying psychological status but rather some-
thing that is affected by societal and ideological cir-
cumstances. Thus, recent scholars such as Stellmacher
and Petzel view authoritarianism as a group phe-
nomenon that is influenced by both authoritarian dis-
positions and situational factors, explaining that it
reflects “the situation-specific activation of authoritar-
ian beliefs.”

Joon Soo Lim
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AZNAR, JOSE MARIA (1953-)

José Maria Aznar Lépez (born in Madrid on February
25, 1953) worked as a Spanish Tax Authority inspec-
tor after his law studies and before his political career.
From 1982 to 1987 he was the Secretary General of
the People’s Alliance (Alianza Popular, AP); for the
next two years he was president of the Autonomous
Region of Castile-Ledn. In 1989 the People’s Alliance
was re-founded as People’s Party (Partido Popular,
PP) and Aznar became its new leader.

In 1995 Euskadi Ta Askatasuna (ETA), or Basque
Homeland and Freedom, attempted to assassinate
him, but he was not injured seriously. One year later,
in March 1996, the PP won the general elections
with a small majority; Aznar had to reach agree-
ments with small nationalist parties in order to form
a minority government. On May 5, 1996, he was
sworn in as prime minister and began to support the
efforts of the Regions for their autonomy.
Concerning home affairs, Aznar tried to consolidate
national finances, to achieve a strong economic
growth and to struggle against the terrorism of ETA.
In March 2000 the PP was reelected with an outright
majority, thus Aznar held the office of prime minis-
ter for 8 years.

Aznar’s presidency was identified with positive
economic development of the country and a successful
struggle against the terrorism of ETA, but he was
reproached for being stubborn and high-handed. The
opposition often criticized his policy; for example, the
disastrous handling of the wreckage of the Prestige
tanker, the military support of the war in Iraq even
though the majority of the Spanish population was
against it, and misrepresenting the investigations into
the Madrid train bombings on March 11, 2004. Three
days after the train bombings, on March 14, the PP
lost the general elections.

Already in 2003, Aznar decided not to stand for
reelection as prime minister for a third term, propos-
ing Mariano Rajoy as his successor for the office of
leader of the party. Due to his responsibility for
the election defeat of the PP, the relationship of Aznar
to his party worsened. In autumn 2004, he was
appointed visiting lecturer at the Georgetown
University in Washington, D.C., leading weeklong
seminars on contemporary European politics and
trans-Atlantic relationships.

As opposed to his predecessor Felipe Gonzélez,
José Maria Aznar never seemed to possess the quali-
ties of a charismatic leader. The press always stressed
his self-awareness of being “average” and “normal.”
After the failed assassination attempt in 1995, it is
reported that he said: Now I have charisma, too. In
spite of the undisputed successes of his government,
his personal popularity was small, although the right-
ist press flattered him. His serious public image prob-
lem was enduring; his TV image was not convincing.

Unlike his first legislative period, Aznar developed
a very authoritarian style in his second presidential
period (from 2000), when he governed with an
absolute majority; he also behaved arrogantly in his
treatment of the media but only with partial success.
His relationship with the media hit rock bottom after
the train bombings of March 11, 2004. Aznar person-
ally called the chief editors of the leading daily news-
papers and radio stations and pushed them to
announce the (wrong) statement by the government
that Spain was the victim of a gigantic ETA terror
attack. Although the truth was unearthed in the fol-
lowing weeks and months, Aznar refused to apolo-
gize for his misconduct to the victims and the Spanish
population. Aznar was convinced not only of his abil-
ities but also of the greatness and the importance of
Spain. So his aim for Spain was to stay on the same
level with the mightiest states of the continent. With
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toughness and tenacity he tried to realize his idea (also
against the majority of the population).

Walther L. Bernecker
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BACHELET JERIA, MICHELLE
(1951-)

Michelle Verénica Bachelet, born on September 29,
1951, is the current president of Chile and the first
woman to hold this position in Chile. Bachelet, candi-
date of the Coalition of Parties for Democracy, was
sworn in as president of the Republic of Chile on
March 11, 2006. In 2006 Bachelet, a surgeon and
pediatrician, won the election in a runoff, beating cen-
ter-right candidate Sebastidn Pifiera.

Michelle Bachelet, daughter of Air Force brigadier
Alberto Bachelet Martinez, who was tortured and killed
by the Pinochet regime, was exiled in 1975. Together
with her mother she moved to the German Democratic
Republic where she studied medicine at Humboldt
University of Berlin. During her exile Bachelet got
married and her first son, Sebastian, was born.

In 1979 Bachelet returned to Chile, where she grad-
uated as a medical doctor at the University of Chile.
After a specialization in pediatrics and public health in
the mid-1980s her second child, Francisca, was born.

Between 1986 and 1990, Bachelet was head of the
Medical Department for a foundation to aid injured
children. After restoring democracy in Chile in 1990, she
began to work for the Ministry of Health and acted as a
consultant for the German Corporation for Technical
Cooperation, the Pan-American Health Organization,
and the World Health Organization. In the early 1990s
her third child, Sofia, was born. Between 1994 and 1997,
Bachelet worked as senior assistant to the deputy health
minister before she completed a defense course in mili-
tary strategy in Washington, D.C., in 1997.
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Her political career began in 1970, when she
became a member of the Socialist Party of Chile. Her
first public appearance on the political stage was in
the mid-1990s, when she campaigned against Joaquin
Lavin, a future presidential candidate, for the mayor-
ship of Las Condes, a suburb of Santiago. In 1999 she
worked in the campaign of Ricardo Lagos of the
Coalition of Parties for Democracy, Chile’s governing
coalition since 1990.

In early 2000 Bachelet was appointed minister of
health. During her tenure she became a central political
figure in Chile and started several reforms of the public
health care system. Only 2 years later, president Ricardo
Lagos appointed her defense minister, and she became
the first woman to hold this position in the country.

Due to her rising popularity, in 2004 Bachelet was
asked to become the Socialists’ candidate for the pres-
idency. The only presidential competitor within the
coalition, Christian Democrat Soledad Alvear, resigned
due to a lack of support within her own party.

Bachelet’s personal history made her into a popular
figure preferred by the media. Her popularity derives
from repeated initiatives to attract media attention. In
response to a flooding of a slum of Santiago some years
ago, Bachelet coasted on a tank into the crisis zone.
This image created a furor and finally made a star of
her. Michelle Bachelet has an intense empathy toward
the media and knows how to deal with it. Bachelet was
one of the first politicians in Chile to use a Web log as
a succesful tool within her presidential campaign.

In the first round of the presidential elections in
December 2005, Bachelet faced the center-right can-
didate Sebastidn Pifiera, the right-wing candidate
Joaquin Lavin, and the far-left candidate Tomas Hirsch.
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She failed to obtain the absolute majority, winning
46% of the vote. In the runoff election on January 15,
2006, Bachelet faced Pifiera and won the presidency
with 53.5% of the vote.

Markus Moke
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BALLOT INITIATIVES

Ballot measures are either initiatives, which are
drafted by citizens, or referenda, which are written by
government officials. There is a perception that inter-
est groups control the initiative process, and that inter-
est groups can influence ballot measure elections
through their campaign spending.

Importance of Campaign
Spending on Ballot Measures

Real campaign spending on ballot measures has been
steadily rising for decades and reached new heights in

the 1990s. In 1992, $117 million was spent in 21
states on supporting and opposing measures on bal-
lots, but in 1998 interest groups spent close to $400
million in 44 states. In comparison, in the 2000 presi-
dential elections, all presidential candidates com-
bined, for both the primary and the general election,
spent $326 million. Candidates for the U.S. House
and U.S. Senate spent $740 million on their cam-
paigns for the 1998 election.

For the November 2004 election, $400 million was
spent on 59 initiatives on the ballots in 18 states, and
$269 million of this amount was spent on 10 cam-
paigns. In comparison, senate and house candidates
spent $911 million in primary and general election
races in 2004. Presidential candidates Bush and Kerry
spent $493 million combined on their 2004 presidential
campaigns, although this does not include spending by
parties and others in support of these candidates.

Californians spend more money on passing or
defeating ballot measures than the citizens of any
other state. For example, in 2004, gambling interests
spent $100 million in California to influence passage
of two propositions alone. This was about one fourth
of what George W. Bush and John Kerry each spent in
their 2004 presidential campaigns.

The Role of Campaign
Advertising in a Direct Democracy

One can think of ballot measures in unidimensional
space where one point on this space is the policy sta-
tus quo, and the other is the proposed policy by the
ballot measure. The policy which is closest to the
median voter will be chosen. Assuming all voters cast
a ballot, and all voters are fully informed, it is not
clear what role campaign expenditures play. In order
for campaign expenditures to have a role, we need to
relax one or both of the two assumptions.

One type of advertising may be called informative.
Informative campaign spending educates voters about
the position of the proposed policy (X) on the single-
dimensional space, and it can also provide informa-
tion about the position of the status quo (S). Suppose
there are two interest groups, one group S which sup-
ports the status quo, and group X which supports the
ballot measure. If uninformed voters abstain, each
group has an incentive to inform voters with ideal
points closest to the groups’ preferred policy.

With informative advertising, opponents and sup-
porters of ballot propositions inform the voter of the
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position of the status quo and the proposition on the
single dimension. The voter then compares his ideal
point to that of the points where the status quo and
the ballot proposition is located and makes his deci-
sion. Informative advertising assures that the option
closest to the ideal point of the median voter wins.
Informative campaigning by both interest groups
increases the likelihood that the policy closest to the
median voter will be chosen.

Informative advertising may be more important in
ballot measure campaigns than in races for well-
known offices (such as the presidency or governor-
ships) because voters often have little information
about the consequences of ballot measures, although
they are more likely to be familiar with candidates.

With informative advertising, an advertiser tries to
increase his support among voters close to his position,
but decrease it among voters closer to the alternative.
An alternative way of thinking about persuasive adver-
tising is that advertising is directed toward impression-
able voters. Advertising to target impressionable voters
may be more pronounced on complex issues, such as
insurance regulation, as opposed to simple or emo-
tional issues on which many voters have already
formed an opinion, such as abortion. It may also be
more common when the status quo is not very differ-
ent from the proposed measure, and therefore many
voters are indifferent to the two alternatives.

There is little direct evidence linking campaign
spending to the level of knowledge or competency of
voters. One potential, albeit poor, measure of whether
campaign spending provides information is whether
voters are aware of the ballot measure. Some evidence
points to the fact that campaign spending makes
voters aware of ballot measures. Studies of ballot
elections in California between 1956 and 2000 found
that campaign spending led to more ballot measure
awareness. Importantly, negative spending increased
voter awareness while positive spending had no effect
on awareness.

Evidence linking competency and campaign spend-
ing is even less available than that between awareness
(as a measure of being informed) and campaign spend-
ing. However, voters may get information cues on how
to vote from endorsements of ballot measures. For
example, knowing whether someone like Ralph Nader
opposed a measure was sufficient to cast a vote mim-
icking the voting pattern of informed voters.

Turnout in candidate elections is higher when
initiatives and referenda are also on the ballot. Most

evidence for this claim is, of course, indirect, showing
that turnout is higher in many elections that coincide
with higher spending on ballot questions in the same
elections.

It is also more likely that laws are enacted that
reflect the wishes of the majority when there is direct
democracy. For example, evidence suggests that states
with the direct democracy option have laws and poli-
cies that are closer to the desires of the majority of
voters than those states that do not have that option.
These findings suggest that, at least on average, inter-
est groups do not have a detrimental effect on policy
outcomes. The older literature on the effects of cam-
paign spending on initiatives calculates whether the
side that has spent more is also more likely to obtain
a majority vote for their position.

The role that interest groups play in ballot initia-
tives is complex. Citizen groups are groups who
receive their support from personal and monetary
resources, and economic groups are groups who rely
on monetary resources only. Businesses and corpora-
tions are considered economic interest groups and
trade unions and citizen interest groups are included in
the citizen group category. Professional interest
groups, such as the California Trial Lawyers Association,
may be considered hybrid groups. Economic interests
groups are effective in blocking the passage of ballot
measures; they are especially effective in maintaining
the status quo but not in changing it. On the other hand,
citizen groups often succeed in using ballot initiatives
to change existing situations. For instance, although
40% of all initiatives on California ballots from 1986
to 1996 passed, only 14% of initiatives pushed by spe-
cial interests passed. Sometimes economic interest
groups have been influential in blocking initiatives
they oppose, but they cannot purchase their preferred
changes in the status quo.

Analysis of initiatives between 2000 and 2004 in
California, however, suggest that supporting TV cam-
paign advertising can be at least as productive as
opposition spending. For example, 100 extra support-
ing television advertisements increased the ballot’s
vote percentage between 1 and 2 percentage points
and, for the most part, positive and negative advertis-
ing is equally productive.

Overall, then, it is important to consider whether
television advertising has a big effect on the outcome
of ballot measure elections. Again, there is mixed evi-
dence, but recent research suggests that interest
groups do not have a disproportionate influence on the
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initiative and referendum process. The results show
that the effect of interest groups on outcomes is some-
what offsetting. Although spending taken by itself has
an influence on whether a ballot proposition is passed
or defeated, the results suggest that the other side can
adopt a counter campaign and thereby partially—and
sometimes completely—offset the influence of the
other group. These results suggest that if only one side
spends it has the advantage. However, if both sides
spend, their spending is largely offsetting.

In summary, early work showed that money might
be most successful in maintaining the status quo.
Later work showed that economic groups are more
successful than citizen groups in maintaining the sta-
tus quo, and that citizen groups are more successful in
pushing for a change from the status quo. Overall, the
academic literature has found little evidence that
interest groups can purchase their preferred policies
through the initiative process and that money has only
a small influence on whether initiatives pass.

Evidence that the side that spends more money is
also more likely to win does not necessarily imply an
inequality in access to political participation. The rea-
son that the winning side outspends the other side may
simply reflect that the winning side represents the
views of the majority and thus was able to attract many
funds. Recent work showed that campaign spending for
both sides is equally effective, but that this effect is
small. Campaign spending can have benefits such as
informing voters and reducing uncertainty, but if it is
deceptive and no opposition group is formed, the out-
come may not be the one preferred by the median voter.

Thomas Stratmann
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BANNER ADS

A banner ad is an advertisement that appears on the
Internet. Banner ads vary considerably in size, shape,
appearance, and subject matter, but all banner ads take
you to the advertiser’s Web site if you click on them.

Banner ads are made of hypertext markup language
(HTML) that instructs a Web server to call a particu-
lar Web page when a user clicks on the ad image, ad
text, or ad animation. Banner ads are different from
television, newspaper, or radio ads because banner ads
take the potential customer directly to the advertiser’s
Web site. Another difference between newspaper ads
and banner ads is the possibility for animation.
Banner ads are similar to newspaper ads in that ban-
ner ads stay in one place on a Web page.

The Internet Advertising Bureau specifies eight
different banner sizes that vary in pixel dimensions.
Most Web sites impose their own restrictions on mem-
ory size for banner ads in order to maintain a reason-
able file size for the Web page. A larger banner ad
increases the time it takes for a browser to load that
Web page. The simplest banner ad features one static
GIF or JPEG image linked to the advertiser’s Web
site. A more common type of banner ad is the ani-
mated GIF banner ad, which creates the effect of
motion by displaying several different images in suc-
cession. The most complex banner ads use audio,
video, or Java or Shockwave programming, which
causes the Web page to have a larger file size.

The goal of banner ads is to lure the user to click on
the ad that takes the user to the advertiser’s Web site.
Once the user is on the advertiser’s Web site, the user
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would ideally purchase something. However, even if the
user does not click on the banner ad, the advertiser
hopes that the user will see the banner ad, and the ad will
register in their minds. Perhaps the user will visit the
advertiser’s Web site in the future, or is more aware of
the advertiser’s product or service, or will tell others
about the advertiser’s product or service. This is also
branding, where users are made familiar with an adver-
tiser’s product or service so that in the future the user
may choose their product or service over a competitor’s.

In regard to their political use, banner ads have
been found on traditional and alternative news media
Web sites, interest group Web sites, nonpartisan
group Web sites, nonprofit organization Web sites,
networking Web sites (e.g., MySpace.com), and pop-
ular Web logs. Politicians have also placed banner
ads on other like-minded politicians’ Web sites and
party Web sites.

The advertiser will pay money to the Web site that
is hosting the ad (publisher site). To measure banner
ad success, advertisers look at the number of users
who click on the banner ad (click-through), the num-
ber of users who view the page (page impression), the
ratio of page views to clicks (click-through rate), and
the amount of advertising money that is spent making
one sale. Most advertisers consider all of these mea-
sures when deciding where to publish banner ads and
when judging the effectiveness of a banner ad.

Kristen D. Landreville
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BEN ALl, ZINE EL-ABIDINE
(1936-)

Zine el-Abidine Ben Ali has been the president of
Tunisia since being elected on November 7, 1987. Ben
Ali, the chairperson of the Democratic Constitutional

Rally (formerly Neo-Destour party) was elected by a
landslide in 1994 and 1999, and in 2004, he was re-
elected to a fourth 5-year term with nearly 95% of the
vote. During these election campaigns, Tunisia’s vot-
ers do not have the right to any independent news or
information. The information they have been offered in
the Tunisian media was filtered, controlled, and partial.

Ben Ali’s iron grip on state and privately owned
media, his wide-ranging crackdown on journalists,
and his instrumental use of the Tunisian media for his
propagandist objectives have made him one of the
predators of press freedom according to Reporters
Without Borders.

On November 7, 1987, Ben Ali announced on the
national broadcasting channels that with his election,
Tunisia was entering a new era of modernity and
democratization. This announcement reflected his full
awareness that media matters in politics. In his politi-
cal communication, he uses a wide range of media to
channel his messages and images. However, the
November 7 anniversary speeches and national and
international press conferences remain critical to his
political communication with local and international
audiences. In the Arabic political context, where
charisma still counts, political leaders cultivate their
personality cult by placing their portraits everywhere,
including the press. Ben Ali is no exception.

Ben Ali has endlessly repeated that Tunisia under
his reign has made a number of efforts to liberalize the
print-press sector (245 privately owned newspapers and
magazines). However, the private media are owned
by the presidential clan, and they are by definition
nonindependent. The Reporters Without Borders jour-
nalist organization contests the characterization of an
independent press in Tunisia, insisting that the presi-
dent’s control prevents free and open reporting. Self-
censorship is a common practice among journalists in
Tunisia, who work under an ubiquitous apparatus of
repression including restrictive laws, bureaucratic
harassment, withdrawal of state advertising, corruption,
and police violence. A new antiterrorism law adopted in
December 2003 imposed additional limitations on free-
dom of the press. No wonder that in a press conference,
Ben Ali encouraged the media to play its role as a watch-
dog without “hiding behind unthinking fear or self-
censorship.” The decision of the Association of Tunisian
Journalists to award Ben Ali the Golden Pen award in
2003 has brought condemnation from other press and
journalism organizations throughout the world.

Ben Ali said in his 19th anniversary political
speech that he regarded the media as “particularly
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important” and that he would help the media to
improve its content and establish freedom of the press.
In the same context, he pledged to be personally
engaged in restructuring and liberalizing the audio-
visual system to face the new challenges posed by the
information and communication technologies. In the
digital age, the president has launched his own Web
site which features online brochures consisting of a
collection of his speeches and ads from the presiden-
tial campaign and other information.

Since his accession to power in November 1987,
Ben Ali has been engaged in polishing Tunisia’s
image abroad. He launched a number of international
public relations campaigns in the international press
which targeted tourists and investors. He wanted to
frame Tunisia as an oasis of stability, modernity, and
the region’s most solid bulwark against fundamental-
ism and terrorism. Due to Ben Ali’s adroitness with
communication, Tunisia, despite the protest of a num-
ber of international organizations such as Amnesty
International and Reporters Without Borders, hosted
the United Nations World Summit on the Information
Society (WSIS) in November 2005.

Mohammed Ibahrine

Further Readings

Ibahrine, M. (2004). Das Tunesische Mediensystem [The
Tunisian media system]. In Hans-Bredow-Institut (Ed.),
Internationales Handbuch fiir Medien 2004/5
[International media handbook 2004/5] (pp. 729-741).
Baden Baden: Nomos Verlagsgesellschaft.

BenNETT, W. LANCE

See News: THE PoLitics oF ILLUSION

BerLuscoNI, Sivio (1936-)

Silvio Berlusconi, an Italian self-made media tycoon
and the richest man in Italy, entered politics and
became prime minister in 1994 and 2001. He epito-
mizes the modernization of Italy’s politics and polit-
ical communication. Following the collapse of the
old political class in 1992 to 1993 that had ruled the

country since the end of World War II, Berlusconi
decided to enter into the political arena by creating a
brand-new party, Forza Italia. This party filled the
vacuum in the center-right political spectrum, and in
the general elections of 1994, with a new majoritar-
ian electoral law, won an unexpectedly large support.
His victorious bid was backed by an unprecedented
television campaign to launch the new party and by a
well-designed marketing strategy. He relied on his in-
house resources, owning practically the entire com-
mercial television sector (through Finivest-Mediaset)
and controlling most of the advertising investments
(through Publitalia 80).

He did not enjoy the same success in the general
elections of 1996 but regained power in 2001 and lost
again in 2006. A flamboyant and charismatic personal-
ity, Berlusconi in and out of government has domi-
nated the country’s political scene since his decision to
run for office. His popularity among conservative
voters has been consistently high, in spite of the elec-
toral ups and downs. His amiability and showmanship
has helped him to escape several embarrassing
moments of his political life. His populist appeal has
even been acknowledged by his political foes.
Berlusconi’s speech has often been politically incor-
rect, undiplomatic, and even offensive, but it did not
appear to damage his political leadership nor his per-
sonal image among his supporters. On the contrary, he
appeared to be a tough combatant, capable of putting
his adversaries in disarray. He has been the target of
strong criticism at home and abroad for his conflict of
interests, especially when serving as prime minister.
His direct control of the three main commercial televi-
sion networks and indirect influence on the three pub-
lic service channels when in power raised strong
concerns about the freedom of information. His con-
trol of a significant portion of the publishing industry
(through Mondadori) and of the new sector of digital
television channels, plus a large slice of the film indus-
try, involved the state of the country’s media pluralism.
In the longest period of a governing coalition since
World War II (2001 to 2006), Berlusconi was able to
convince a docile parliament to pass legislation that
served many of his personal interests, including sev-
eral touching upon his judicial troubles. The commu-
nications bill of 2004 represented the most significant
example of the conflict of interest. It left intact his con-
trol over his three television networks and further
strengthened Mediaset’s position in the country’s
media marketplace.
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Berlusconi is credited with changing political com-
munication in Italy, thanks to his market-oriented
savvy. With his unconventional ways to “sell” a new
party and to rally supporters, marketing techniques
have become increasingly popular among public
office seekers, television has become pivotal, and can-
didate’s image building a common feature in Italian
election campaigns. Also political news reporting has
changed since Berlusconi entered the domestic politi-
cal arena and especially when in power. Broadcast
news (Rai and Mediaset) became increasingly vulner-
able to Berlusconi’s idiosyncrasies and spinning,
whereas the printed media exhibited independence
and criticism.

Gianpietro Mazzoleni
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BiG-CHARACTER POSTERS, CHINA

Big-character posters are handwritten posters prominent
in Chinese politics, typically comprising complaints

about governmental officials or policies. The posters are
usually just a large piece of white paper, on which the
author has written slogans, poems, or even longer essays
with ink and brush. The posters are hung on a wall or a
post and have historically been a major aspect of politi-
cal communication in China, used as a means of protest
against governmental incompetence or corruption.
Because the posters are typically written anonymously,
it is a popular means of expressing dissatisfaction with
local officials who might be able to exact revenge if a
complaint were made in a more public setting.
Moreover, because of the low expense of creating a
poster, they effectively provide a mechanism for politi-
cal communication and, if placed in a prominent place,
such as a university bulletin board or a city wall, might
be viewed by hundreds of people or even reprinted in an
official press venue. The term “big- character poster”
refers to large posters written in large Chinese charac-
ters, but some use it to include “small character posters,”
which are written in smaller script (such that it would be
difficult to see from a distance of more than a few feet)
but are of a typically greater length in terms of content.

Historically, big-character posters have been influ-
ential in several important social movements during
the communist era, including the Anti-rightist cam-
paign of 1957, the Cultural Revolution, which lasted
from 1966 to 1975, and the Democracy Wall move-
ment of 1978 to 1980. During the Cultural Revolution,
a poster which claimed that Peking University was
controlled by antirevolutionaries came to the attention
of Mao Zedong, who had its contents re-published
nationally. Big-character posters soon became com-
mon throughout the nation and typically attacked local
officials. Officials who found themselves accused in a
poster might find themselves suspended from their
jobs, under arrest, or even under physical attack. The
famous ‘“Democracy Wall” movement of Beijing
began with a big-character poster titled “The Fifth
Modernization,” written by a dissident. The right to
write big-character posters was guaranteed as one of
the “four great rights” in the 1975 state constitution of
the People’s Republic of China (PRC), but in 1980 this
right was removed. During the 1989 Tiananmen
Square movement, and in spite of their illegality, big-
character posters again became a symbol of democra-
tic sentiment, as the posters sprang up around the
country to mourn the death of Hu Yaobang and to crit-
icize Chinese political leaders.

Randolph Kluver



56 Bipartisan Campaignh Reform Act

See also China, Media and Politics in; Mao Zedong

Further Readings

Kluver, R. (2001). Political culture and political conflict in
China. In G. Chen & R. Ma (Eds.), Chinese conflict
management and resolution (pp. 223-240). Westport, CT:
Greenwood.

Leijonhufvud, G. (1990). Going against the tide: On dissent
and big character posters in China. London: Curzon
Press.

Sheng, H. (1991). Big character posters in China: A historical
survey. Journal of Asian Law, 4(2), 234-256.

BiPARTISAN CAMPAIGN
ReErorRM AcT

The Bipartisan Campaign Reform Act of 2002
(BCRA), 116 Stat. 81, also known as the Shays-
Meehan or McCain-Feingold Bill, after some of its
congressional sponsors, was the first major amend-
ment of the earlier Federal Election Campaign Act of
1971 (FECA) since the extensive 1974 amendments
that followed the Watergate scandal. The legislative
scheme of the 1974 Amendments to FECA had been
substantially altered by the Supreme Court’s decision
in Buckley v. Valeo, which, in 1976, struck down sev-
eral provisions of the 1974 Amendments limiting
campaign finance expenditures as violations of the
First Amendment’s protections of freedom of speech
and freedom of association. The constitutional frame-
work established in Buckley v. Valeo allowed contribu-
tions to be limited, but expenditures (including
political advertising) were not limited in order to pro-
tect political expression under the First Amendment.

BCRA and Soft Money

A primary purpose of the BCRA was to eliminate the
use of so-called soft money to fund the explosion of
advertising by political parties on behalf of their can-
didates. Pre-BCRA, money was “hard” if it was raised
in accordance with the limits concerning sources and
amounts specified by FECA (1974); for example, a
maximum of $1,000 per election and no contributions
by corporations or unions. However, because state
campaign finance rules differed from the federal rules,

many states allowed corporations and unions to
donate and to do so in larger, sometimes unlimited,
amounts. These “soft” money expenditures were
allowed by the FEC because federal and state and
local candidates all appeared on the ballot in the same
election year, and the funds paid for advertising and
other activities that benefited state and federal candi-
dates, such as generic “get out the vote” (GOTYV) dri-
ves. Most notably in the 1996 and 2000 elections,
state party-financed presidential campaign ads were
purchased with soft money raised by state parties.

By funding advertising for federal candidates with
“soft money” raised outside the strictures of FECA, par-
ties and candidates were able to evade the federal limits
on the size and type of campaign contributions. This
was particularly apparent in the presidential race, where
candidates accepted public money to finance their cam-
paigns and agreed to abide by contribution and expendi-
ture limits but then evaded them through large soft
money contributions from corporations and labor
unions routed through state party organizations. For
example, while federal law then limited contributions to
$1,000 per election and prohibited corporate and labor
union contributions, corporations and unions could and
did give, in some cases, many thousands or hundreds of
thousands of dollars to state party organizations which
then spent them to fund advertising for the benefit of
federal candidates for office. In the 1996 presidential
election, federal law limited the Democratic Party can-
didates to about $30 million in total spending for the
presidential primaries. The Clinton campaign arranged
$44 million in primary soft money expenditures for
advertising alone, greatly exceeding the hard money
limits specified by law. In the 2000 election, the
Democratic and Republican National Party Committees
collectively raised over $460 million in soft money con-
tributions. In addition, corporations and unions spent
directly for televised advertisements which stopped
short of expressly advocating the election or defeat of
specific candidates but which nonetheless conveyed
messages of support or opposition; under the ruling in
Buckley, such ads, which eschewed express advocacy,
were not prohibited to corporations or unions because
they were not “in connection with federal elections”
within the meaning of the FECA. These developments
helped lead to the adoption of BCRA.

BCRA attacked these loopholes in several ways.
First, it raised the amounts of permitted, lawful “hard
money” contributions for individuals from $1,000 per
candidate per election, where it had remained since
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1974, to $2,000 per candidate per election (primary
and general elections count separately, so $4,000 per
election cycle is allowed), and provided for future
adjustments in accordance with inflation. This was
intended to reduce the incentive for candidates to
evade the limits.

Second, BCRA provided, with limited exceptions,
that federal candidates, parties, officeholders, and
their agents are prohibited from soliciting, receiving,
or directing soft money to another person or organiza-
tion, or from raising or spending any money not sub-
ject to the FECA limits. The law is intended to prevent
the national parties from raising money and then
directing that it be contributed to others in order to
avoid federal limits. Accordingly, parties are prohib-
ited from donating funds to so-called tax-exempt
“527” groups, named after a provision in the Internal
Revenue Code. Moreover, any funds spent on “federal
election activity” as defined in BCRA are required to
be raised in accordance with FECA limits. Federal
election activity includes any activity within 120 days
of an election in which a federal candidate is on the
ballot, including get-out-the-vote activity, generic
campaign activity, and public communications which
refer to a clearly identified federal candidate and
which support or oppose a candidate for office. This
new rule reverses the former practice of allowing par-
ties to allocate generic expenses between hard and
soft money depending on the number of state candi-
dates versus federal candidates on the ballot: Now, if
a federal candidate is on the ballot, all of the money
spent (with only a few exceptions) must be hard
money raised in accordance with FECA limits.

In BCRA, Congress also sought to force political
parties to choose between making potentially unlim-
ited advertising expenditures independent of its candi-
dates, or making coordinated expenditures that could
be treated as contributions and limited in amount.
However, the Supreme Court in McConnell v. FEC
struck down these provisions, thus leaving party com-
mittees free to make both limited coordinated expen-
ditures and unlimited independent expenditures,
although the ban on solicitation or expenditure of soft
money was upheld.

Third, BCRA prohibited “electioneering commu-
nications” by corporations and unions in an effort to
halt the corporate and union practice of airing ads
which were intended to influence federal elections but
stopped short of express advocacy—urging the audi-
ence to vote for or against a federal candidate. Ads

meet the definition of “electioneering communica-
tions” in BCRA if they are broadcasts that (1) refer to
an identified federal candidate, (2) are made within 60
days of a general election or 30 days of a primary
election, and (3) are targeted to the electorate of a fed-
eral candidate (except president/vice president for
whom the whole country is the electorate). Persons
other than corporations or unions are not prohibited
from making electioneering communications, but are
required to file disclosures with the Federal Election
Commission if they spend over $10,000 in a calendar
year in making them. By defining electioneering com-
munications in terms of when they are made, to whom
they refer, and at whom they are aimed, the BCRA
removed the ability of unions and corporations
(except media corporations which remain free to
express political opinions) to air issue ads during elec-
tion periods by avoiding express advocacy. This pro-
vision was initially upheld on its face by the Supreme
Court in McConnell v. FEC against the claim that First
Amendment rights were violated, but in Federal
Election Commission v. Wisconsin Right to Life, Inc.
(WRTL), the court found the provision unconstitu-
tional as applied to particular ads. In McConnell, the
court had allowed electioneering communications by
corporations and unions to be banned if they were the
functional equivalent of express advocacy. The court
in WRTL said that an ad is the functional equivalent of
express advocacy only if the ad is susceptible to no
reasonable interpretation other than as an appeal to
vote for or against a specific candidate. It appears that
the Supreme Court may have gone far toward restor-
ing the express advocacy doctrine first announced in
Buckley and may be willing to consider reversing its
decision in McConnell, upholding the BCRA elec-
tioneering communication provision.

Millionaire's Amendment

Some provisions of BCRA appear to be aimed more at
protecting incumbent politicians than avoiding possi-
ble corruption or the appearance of corruption. The
so-called Millionaire’s Amendment provision of
BCRA allows candidates whose opponents spend
more than certain amounts of their own money (deter-
mined by application of a complex formula) to accept
contributions in excess of the FECA limits, normally
$2,000 per candidate per election, before adjustments
for inflation. The concept seems to be that if a candi-
date (often an incumbent) has a wealthy opponent
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who spends his own money rather than having to raise
it in contributions, the candidate should be able to ask
supporters for larger contributions to offset this
“unfair” advantage.

Accordingly, in the Illinois 2004 Democratic sen-
atorial primary (an open seat with no incumbent),
Barack Obama faced a multimillionaire, Peter Hull,
who spent $15 million of his own money. Obama (the
eventual winner) was able, because of this provision,
to raise $3 million in contributions larger than $2,000
(over one third of his total campaign fund), whereas
he could only have raised $960,000 from the same
donors under the normal limits. The Millionaire’s
Amendment allows contributions up to six times
the normal limit in the Senate and three times for
House races, depending on the amount of self-
funding by wealthy candidates, or up to $12,000 per
election. In addition, another part of the Millionaire’s
Amendment prohibits candidates who loan their own
money to the campaign from repaying themselves
more than $250,000 from funds raised after the elec-
tion. This provision seems intended to discourage
candidates from self-funding their campaign at all in
any amount over $250,000.

The irony of this Millionaire’s provision is that
limits on contributions are supposedly justified in all
campaign finance regulations by the concept that con-
tributions larger than the statutory limits might result
in corruption or the appearance of corruption. The
Millionaire’s provision suggests that larger contribu-
tions have a potential for corruption only if the oppo-
nent is not willing or able to fund his or her own
campaign—and since self-funding accounted for 24%
(in 2002) of challengers’ campaign funds compared to
5% (in 2002) of incumbents’ campaign funds—the
conclusion that the provision is intended to protect
incumbents is virtually irresistible. In McConnell v.
FEC, a constitutional challenge to this provision was
ruled premature, but the Supreme Court could revisit
the question in the future.

BCRA Specialized Provisions

Another provision of BCRA prohibited minors from
making any political contributions at all, apparently
assuming that minors who did so were merely serving
as a subterfuge for excessive contributions by adults.
In McConnell v. FEC, the Supreme Court ruled this
provision unconstitutionally impaired the First
Amendment rights of minors to associate with candi-
dates of their choice where the minors had their own

funds. Congress cannot impose a blanket prohibition
without regard to the source of the funds.

BCRA also imposed new detailed disclaimer
requirements on political advertisements requiring, in
the case of television ads, that a candidate must appear
visually in the ad, state his identity, and declare that he
approved the ad. The candidate’s identity must also
appear in writing at the end of the ad for at least four
seconds, in a clearly readable manner and with a rea-
sonable degree of color contrast. For radio ads, there
must be an audible statement in the ad by the candidate
that identifies the candidate and states his approval.
These disclaimers were aimed at discouraging negative
advertising by requiring the candidate to associate him-
self or herself personally with the ad, apparently on the
theory that candidates would not want to be perceived
as directly sponsoring negative ads, so this would result
in fewer such ads. The proponents of this provision
were congressional incumbents who thought it would
help reduce political ads critical of incumbent office-
holders. Based on the content of ads appearing in the
2004 election, this does not appear to have had the
desired effect of reducing negative political advertising.

Clifford A. Jones
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BLAIR, TONY (1953-)

Tony Blair became British prime minister in 1997 hav-
ing been elected Labour leader in 1994. He entered par-
liament at the 1983 general election, a party defeat that
influenced his support for new leader Neil Kinnock and
his communications director Peter Mandelson. They
reciprocated by rapidly promoting the member of
Parliament as a representative of their “new model”
party. Blair also formed a close working relationship
with fellow parliamentarian Gordon Brown and formed
a relationship with Labour’s chief strategist Philip
Gould and leading media supporter Alastair Campbell.
These five (and, indirectly, Kinnock) have been cred-
ited with rebranding the party “New Labour” during
Blair’s early leadership, which was a logical conse-
quence of their affinity with Bill Clinton and his “New
Democrat policy” repositioning (or triangulation), and
strategic communication. The group blamed Labour’s
defeats on its supposed “tax and spend” image, lack of
credibility, and links to “minorities” and organized
labor. Yet there was continuity between the Kinnock
and Blair leaderships and attempts to represent
the period 1994 to 1997 as a watershed in party history
have involved a characteristically large degree of
“spin.” Blair emphasized this when, in his first party
conference speech as leader, he argued Labour needed
to “mean what we say and say what we mean” yet he
relied on spin doctors to brief journalists of his unde-
clared intention to rewrite Clause 4, Labour’s mission
statement committing it to public ownership.

Blair greatly expanded the “public relations state”
on taking office, and it came as little surprise when a
2004 government report stated communication was
now as important as policy formulation and delivery.
The prime minister endorsed this not least because, as
a former cabinet colleague argues, “he thinks in
soundbites.” Characteristically presidential in style,
Blair has nevertheless been reliant on colleagues in
promoting the “new” Labour “project”: thus Brown
cultivated business, Mandelson policed the party,
Campbell forged relations with a once hostile British
press (particularly Rupert Murdoch’s newspapers),

and Gould monitored public opinion through focus
groups. In 1997 they worked together in a Clintonesque
“war room” from which they oversaw Labour’s return
to government after 18 years of opposition. Several
American Democratic consultants (including Stan
Greenberg, Bob Shrum, and Mark Penn) also played
an influential role in this and subsequent victories.
And whereas 2001 was a rerun of 1997, 2005 was a
considerably more fraught election. The tensions
regarding Iraq proved especially contentious because
of the way Blair and Campbell had “spun” the threat
from weapons of mass destruction. A BBC claim that
the evidence justifying war had been “sexed up” pro-
voked a major argument and the death of the alleged
government source for the story led to an official
inquiry which criticized the broadcaster. But public
trust in the once hugely popular Blair has never recov-
ered from an Iraq crisis that may dominate his legacy.
Blair stepped down as Labour Party leader in 2007.

Dominic Wring
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BLOGs, BLOGGING

Web logs, or blogs, began popping up on the Internet
as early as 1997, and there have been several noted
attempts at defining the technology and differentiating
the medium from standard Web pages. One of the
earliest definitions of blogs actually came from a
blogger in 1999 as he struggled to classify the content
on his frequently updated Web site. Cameron Barrett
published a short essay on his blog called “Anatomy
of a Weblog” in which he defined a blog as a small,
frequently updated Web site maintained by a single
individual with many repeat visitors.

The current technical definition of a blog asserts
that it is a Web page with a series of dated entries
arranged in reverse chronological order. Every blog
includes standard elements along with several optional
features. Bloggers incorporate the optional features as
access to the various technologies, expertise, and inter-
est level allow. Today, there is still disagreement about
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who write blogs can be considered
the “new influencers” as blog readers
believe blogs are credible sources of
news and information. In fact, 9% of
those online during the 2004 U.S.
presidential election used blogs to
find political information, and those
involved with campaigns online were
more likely to read political blogs,
thus making the study of political
communication on blogs a worthy
area of inquiry.

Campaign Blogs

Blogs were first used on the cam-
paign trail during the primary season

Internet bloggers work on their Web log stories during the Democratic
National Convention at the Fleet Center, July 26, 2004, in Boston,

Massachusetts.

Source: Getty Images.

which elements must be present in order for a Web
page to be called a blog. Elements of blogs can
include, but are not limited to, the post itself where the
blogger publishes content, permalinks which represent
the permanent links to the blog post (to be used after
the blog post has been archived), the comment features
where some bloggers allow readers to respond to the
post and the comment is threaded into the original
post, and trackbacks where other bloggers link to a
particular blog post and the context and/or link is then
threaded back into the original post.

The social definition is more representative of
describing what blogs really are. Bloggers are often
described as opinionated people who use the outlet as
a means to communicate their thoughts, ideas, reflec-
tions, and politics, resulting in the frequent label of
“a soapbox.”

Bloggers and Blog Readers

Current estimates by the Pew Internet and American
Life Project, a frequently cited source for measuring
the blogosphere, suggest that there are 12 million adult
American bloggers writing for an audience of about 57
million people online. With each year, these numbers
rise dramatically. While these blogs run the gamut
from fun personal blogs to political and serious, those

of the 2004 election, when 10
Democrats were vying for their
party’s nomination. Some observers
believe that the introduction of blogs
marked the biggest advancement in
campaign interactivity since 1996
because the blogs provided the opportunity for com-
munication between citizen supporters and opponents
and campaign staff.

The campaign of Democrat Howard Dean brought
the power of the blog to the spotlight, as his supporters
became a vocal part of online discourse, catching the
attention of the media and allowing a new type of civic
and political engagement where citizens could inform
themselves and become a part of the discussion without
having to leave their desks. This approach to civic
engagement differed substantially from the traditional
paradigm view that “being active in politics” meant
voting or volunteering for a campaign.

Even in this early use, it became evident that there
was not a “one-size-fits-all” blog style; official cam-
paign blogs varied in the type of content posted, level
of personalization, and interactive features incorpo-
rated. Later analyses comparing the Democratic and
Republican candidates found that such differences in
approach and content on blogs has continued.

Blogs and Media

The most discussed political impact of blogs relates to
the possible agenda-setting effect they may have on the
mainstream media. Indeed, academics and journalists
both cite anecdotes where blogs are said to have either
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(a) broken a scandal or introduced a story to the elite
media or (b) created a buzz about a story bloggers felt
was getting too little attention in the media.

In the first instance, bloggers are more closely
aligned with journalists, as they are the ones telling the
story and disseminating information. This was the case
when a blogger reported off the record remarks made
by CNN’s Eason Jordan during a public speech when
he suggested that the military had murdered journalists
in the Middle East—comments which subsequently led
to the resignation of the cable news executive.

The second instance, in which bloggers pick up
information from the mainstream media, occurs more
frequently as bloggers act as ‘“‘gatewatchers” con-
stantly watching news reported by the mainstream
media and placed by gatekeepers. Examples of this so-
called gatewatching occurred in the case of Senator
Trent Lott who made racist comments at fellow
Senator Strom Thurman’s 100th birthday party. In this
case, Lott’s speech aired on CSPAN, and the comment
was repeated in an early morning network newscast,
but it went largely unnoticed by mainstream media for
several days. Here, bloggers are often credited with
reintroducing the topic onto the public agenda. More
recently, bloggers have evolved gatewatching into an
act of being watchdogs of the watchdog media. That is,
bloggers have been known to question the accuracy of
mainstream media reporting ranging from the authen-
ticity of documents used as source material in a news
story during the 2000 presidential election on U.S.
President George W. Bush’s military service to the
doctoring of photos from Israeli bombings of Lebanon
in the 2006 attack against Hezbollah when Reuters was
found to have manipulated a picture of the attacks.

Kaye D. Sweetser Trammell

See also New Media Technologies

Further Readings

Barrett, C. (1999). Anatomy of a weblog. Retrieved October
23, 2007, from http://www.camworld.com/archives/
001177.html

Blood, R. (2002). The weblog handbook: Practical advice on
creating and maintaining your blog. Cambridge, MA:
Perseus.

Bruns, A. (2005). Gatewatching. New York: Peter Lang.

Gronbeck, B. E., & Wiese, D. R. (2005). The
repersonalization of presidential campaigning in 2004.
American Behavioral Scientist, 49, 520-534.

Johnson, T. J., & Kaye, B. K. (2004). Wag the blog: How
reliance on traditional media and the Internet influence
credibility perceptions of weblogs among blog users.
Journalism & Mass Communication Quarterly, 81,
622-642.

Pew Internet & American Life Project. (2005). The state of
blogging. Retrieved from http://www.pewinternet.org/
PPF/t/144/report_display.asp

Trammell, K. D., & Keshelashvili, A. (2005). Examining the
new influencers: A self-presentation study of A-list
blogs. Journalism & Mass Communication Quarterly,
82(4), 968-982.

Trammell, K. D., Williams, A. P., Postelnicu, M., &
Landreville, K. D. (2006). Evolution of online
campaigning: Increasing interactivity in candidate Web
sites and blogs through text and technical features. Mass
Communication and Society, 9(1), 21-44.

Tremayne, M. (Ed.). (2006). Blogging, citizenship and the
future of media. New York: Routledge.

BLUMLER, JAY G. (1924-)

Jay Blumler was an influential figure in the develop-
ment of research and theory in political communica-
tion. He was born in New York and graduated from
Antioch College before military service in Europe at
the end of World War II. He began his career teaching
political theory at Ruskin College Oxford, gaining a
D.Phil. from Oxford University. He came to specialize
in political communication only after appointment to
the Granada Fellowship (Centre for Television
Research) at the University of Leeds in 1963, later
holding a personal chair in Broadcasting Policy. For a
number of years he held a joint appointment in the
College of Journalism, University of Maryland. His
work on the influence of television in British elections
pioneered the application of the “uses and gratifica-
tions” approach, and he directed a series of empirical
inquiries within this framework during the 1960s and
1970s. He played a key role in the United Kingdom in
the development of communication studies and subse-
quently in the growth of collaborative communication
research in Europe, initially by way of a large-scale
cross-national study of the role of television in the
first elections to the European Parliament. The
University of Leeds became the unlikely hub of an
international network of communication scholars that
has left its mark on the larger international community
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of scholars. His influence bridged linguistic and
national divisions in Europe as well as the Atlantic.
He was the driving force behind the launching of the
European Journal of Communication in 1986 and its
first editor. He also served as president of the
International Communication Association (ICA).

Although a meticulous scholar, Jay Blumler was
driven by normative impulses, seeking to engage
research in support of democracy and of what he
conceived of as the public interest in communica-
tion, with particular reference to the public service
obligations of broadcasting in the area of news and
current affairs, political coverage, and children’s
programming. A later preoccupation, evidenced in
the Crisis of Public Communication, was with the
widely perceived threat to the integrity of public
communication stemming from forces of liberaliza-
tion and commercialization. In his time, his work as
a communication scientist and as a public intellec-
tual came into conflict both from the Marxist left and
the libertarian right.

Blumler’s legacy is to be found partly in the insti-
tutional development of the field of communication
in Europe (although he remained an American citi-
zen), partly in giving intellectual support to the
public communicative role of television but mostly
by way of his many contributions to communication
theory and research. The latter included: studies of
election campaigns and of news coverage of politics,
both by way of surveys and participant observation,
often based on cross-national inquiries; significant
contributions to the theory of uses and gratifica-
tions research and the general links between
media systems and political systems; clearly formu-
lated statements of principle for the role of public
communication.

Denis McQuail
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BoOrRMANN, ERNEST G. (1926-)

Ernest G. Bormann is best known as the originator of
symbolic convergence theory (SCT) and its attendant
method, fantasy theme analysis, which both explore
how the sharing of narratives or “fantasies” can create
and sustain group consciousness. For Bormann, these
communal narratives encouraged group cohesion and
fostered the development of a shared social reality
among group members. While his initial conception
of symbolic convergence stemmed from his research
of small group communication, he argued that group
consciousness can occur at any level of communica-
tion, from small group to public to mass media. Thus,
he identified symbolic convergence as a general the-
ory of communication.

Bormann received his bachelor’s degree from the
University of South Dakota in 1949, graduating
magna cum laude. By 1953, he had received both his
master’s and doctorate from the University of Iowa.
For the next 6 years, he taught briefly at the University
of South Dakota, Eastern Illinois University, and
Florida State University. He began his long and distin-
guished career at the University of Minnesota in 1959,
where he is currently Professor Emeritus in the
Department of Speech Communication.

Bormann served as the president of the Central
States Communication Association as well as the
director of Graduate Studies at the University
of Minnesota. In addition, he has served as an associ-
ate editor for the Central States Speech Journal,
Communication Monographs and the Quarterly
Journal of Speech. He has received several awards,
including those honoring him for outstanding teach-
ing, scholarship, service, and mentoring.

Throughout his extensive career, Bormann has
authored numerous scholarly articles, including several
that sought to clarify and even defend symbolic conver-
gence theory since its inception in 1972. In a 1994 pub-
lication, he refuted the theory’s most persistent
criticisms, namely that it borrows and needlessly re-
labels concepts from other theories and that its applica-
tion is limited to small group communication. In 2001,
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along with John F. Cragan and Donald C. Shields, he
published a retrospective look at the last three decades
of symbolic convergence research and development
while speculating on its future applications.

Bormann has successfully applied symbolic
convergence theory and fantasy theme analysis to a
variety of topics and issues such as inaugurals, cam-
paigns, and even political cartoons. In a case study of
the Cold War paradigm, for example, he joined
Cragan and Shields to identify three stages in the life
cycle of a rhetorical vision. In addition, he has pub-
lished several books addressing a range of topics,
from interpersonal and small group communication
to speech communication. The Force of Fantasy, for
example, is an extended case study of America’s
attempts to restore the American Dream from the
17th to 19th centuries.

Arin Rose Dickerson
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BOUTEFLIKA, ABDELAZIZ (1937-)

Abdelaziz Bouteflika, born in 1937 in Morocco, has
been president of Algeria since 1999. He lived and
studied in Morocco until he joined the National
Liberation Army (ALN), which later became the
National Liberation Front (FLN), the ruling party in
Algeria from independence until today. At the age of
25, in 1962, he was minister for youth and sport in the
government led by Ahmed Ben Bella. The next year,
he was appointed minister for foreign affairs and

remained in this position until the death of President
Houari Boumedienne in 1978. In 1989, he returned to
Algeria after 6 years abroad, and he became a mem-
ber of the Central Committee of the National
Liberation Front (FLN).

The Algerian army placed him in the presidency in
1999 in a fraudulent and much contested election but
claimed neutrality in his 2004 landslide reelection vic-
tory for another 5-year mandate. During both elec-
tions, television and radio, both government-owned,
broadcasted special election programs in which all
presidential candidates had the chance to present their
electoral programs (required under article 10 of the
1990 press law), but the stations relayed enormous
coverage in favor of Bouteflika’s campaigns. The rival
political parties and civil society groups, with no
access to state media, have turned to foreign satellite
stations to speak to their citizens..

According to Reporters sans frontieres, much of
the privately owned press criticized the fraudulence of
the 2004 elections and attacked the president for his
abuse of state institutions, public money, and media to
win the elections. Bouteflika responded by saying the
journalists were harming the country the same way
terrorists were and vowed to fight what he called
“press mercenaries.” With regard to television and
radio, Bouteflika made it clear that the state would
keep its monopoly. In early April 2005, Bouteflika
said, “I don’t want to put these weapons of mass
destruction in irresponsible hands.”

During the first year of his second mandate,
President Bouteflika held a referendum on his
“National Reconciliation Plan,” a plan that would put
an end to the 1990s Algerian Civil War from a politi-
cal and judicial point of view. The civil war was an
armed conflict between the Algerian government and
various Islamist rebel groups which began in 1991 and
ended in 1998. The surprising first round success of
the Islamic Salvation Front (FIS) in the December
1991 elections prompted the Algerian army to inter-
vene and began a crackdown on the FIS that spurred
FIS supporters to begin attacking government targets.
The struggle escalated into an insurgency, which wit-
nessed intense fighting from 1992 to 1998 and
resulted in over 100,000 deaths. According to
Reporters Without Borders, many journalists were tar-
gets of Islamist militia, and about 70 were killed dur-
ing the insurgency. The government gained the upper
hand by the late 1990s, and FIS’s armed wing, the
Islamic Salvation Army, disbanded in January 2000.
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Bouteflika’s plan for reconciliation and his role in
ending the civil war have certainly helped in securing
a much more stable environment for journalists.

Bouziane Zaid
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BowlLING AIONE

Bowling Alone is a book written by Harvard sociolo-
gist Robert Putnam. In this book, Putnam talks about
the decline in civic life in America. He specifically
talks about the erosion in relationships, networks, and
interactions, a concept which he refers to as social
capital, which is somewhat similar to financial or
human capital. Social capital allows greater produc-
tivity, promotes volunteerism, and instills concern
about the society as a whole. Putnam points to evi-
dence of decline in participation in a variety of civic
arenas—politics, churches, labor unions, parent-
teacher organizations, and fraternal organizations. The
title of the book derives from Putnam’s observation
that civil society is breaking down as Americans are
becoming more disconnected from their families,
neighbors, and communities. Thus the organizations
that sustain democracy are fast disappearing. Putnam
uses the bowling metaphor to highlight the difference
between the past and the present—there was a time
when thousands of people belonged to bowling
leagues, but today, they are more likely to bowl alone.

In Bowling Alone Putnam identifies two kinds of
social capital—bridging and bonding social capital.

The former, he says, refers to the value assigned to
social networks between homogeneous groups of
people and the latter to social networks between
socially heterogeneous groups. Typical examples could
be that criminal gangs create bonding social capital,
while choirs and bowling clubs create bridging social
capital. Putnam argues that bridging social capital in
particular is more beneficial for societies, governments,
individuals, and communities.

Despite suggesting the two kinds of social capital,
Putnam’s Bowling Alone is not a treatise on social
capital. In this book, Putnam first raises his concern
about the civic decline and then goes on to provide
possible explanations for why this kind of phenome-
non is taking place. He identifies television, both par-
ents working, and the growth of suburbs leading to
longer commutes as a few probable culprits leading to
this decline in civic life.

Putnam’s thesis, however, has been heavily criti-
cized in recent years. One criticism that has particu-
larly been noted is that by focusing on formal
membership in organizations such as the League of
Women Voters, the Boy Scouts, and the Elks, Putnam
has overlooked other, newer forms of civic engage-
ment which have compensated for the fall in member-
ship in these particular organizations. Critics suggest
that declining church attendance may have actually
been offset by increased participation in small support
groups and that shrinking membership in the League
of Women Voters and the Shriners may have been
replaced by increase in membership in other forums
such as the Sierra Club or the American Association
of Retired Persons. Bowling leagues might be shrink-
ing, but perhaps other sports clubs are gaining in pop-
ularity. So the harshest criticism is that Putnam
mistook change for decline, failing to recognize that
the vessels through which Americans channel their
civic engagement may have changed, but the overall
level of engagement remains stable. However, despite
these criticisms, Bowling Alone continues to be a pop-
ular book on civic participation

Sumana Chattopadhyay
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BRANDT, WiLLY (1913-1992)

Willy Brandt was German chancellor from 1969 to
1974. In the course of his political career he also was
the mayor of West Berlin from 1957 to 1966, secretary
of state from 1966 to 1969, and chairman of the Social
Democratic Party from 1964 to 1987. In 1971 he was
honored with the Nobel Peace Prize. Due to his
achievements in the field of foreign politics, he was
especially known as the “peace chancellor.”

When Brandt first ran for chancellor in 1961, he
was the first candidate supported by intellectuals such
as authors, composers, and artists. Furthermore,
Brandt’s team organized a tour across the whole repub-
lic in a white Mercedes convertible so that the people
could meet the candidate in person. “Smiling Willy”
also challenged his competitor Konrad Adenauer to a
U.S.-style television debate, but the Christian
Democrat refused. These campaign strategies, in some
respects similar to the American style of campaigning,
as well as the fact that Brandt’s consultants visited the
United States when planning his campaign, made the
media, along with large parts of the social science
community, quickly characterize this as the first
American-style political campaign in Germany.
Regardless of whether the 1961 Brandt campaign can
truly be called “New politics” and the Social
Democrats really advised Brandt to copy the style of
John F. Kennedy or whether the comparison merely
resulted from the fact that Brandt was youthful and
telegenic in contrast to the incumbent chancellor
Adenauer, it was doubtless this campaign that initiated
the myth of the “German Kennedy.”

During this electoral campaign as well as in the fol-
lowing ones the Christian Democrats started unprece-
dented negative campaigning against Brandt and tried
to present him as a traitor to his fatherland, a
Casanova, a communist, and an illegitimate child.

During his chancellorship, Brandt was especially
successful in creating and denoting catchwords such
as the emotional term peace policy for the more
neutral foreign policy. In addition to using these
catchwords on the rhetorical level, Brandt was filling
them with life too: When he fell to his knees at the
Warsaw monument, it was an unforgettable moment
of symbolic politics that solidified his reputation as
the “peace chancellor” to the world.

Because Brandt himself worked as a journalist
before his political career and knew the rules of this
profession well, his relationship to the national and
especially the foreign media—the latter mostly saw
him as “The good German”—can be regarded as a
good one most of the time. The only exception was
the powerful German media empire Springer which
supported Brandt at the beginning of his career but
later tried to heavily boycott his policy regarding the
Communist countries for years.

Mona Krewel

See also Americanization; Kennedy, John F.
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BrAZIL, MEDIA AND THE
PoLiTicAL SYSTEM

Brazil is a federation with 26 states and one federal
district. The executive government is headed by the
president, who is elected by popular vote every
4 years and can be reelected once. At the state and
local level, the governor, the mayor, and the local rep-
resentatives are elected by popular vote every 4 years
along with the chamber of deputies. In addition, the
senators are elected by popular vote every 8 years. In
the past, Election Day was always considered a holi-
day. The first round would be held on October 3, and
the runoff, when necessary, would be held on
November 15. As of 1998, first-round elections are
held on the first Sunday of October, and the runoff is
held on the last Sunday of October. Voting in Brazil is
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considered a right and is also mandatory. Every
Brazilian between the ages of 18 and 70 should be
registered to vote. Illiterates and 16- and 17-year-olds
are also eligible to vote.

Brazil has a multiparty system whose origins date
from 1945 when parties and elections were permitted.
At that time, groups associated with the Vargas govern-
ment since 1930 from the urban and rural areas of the
country formed the Brazilian Labor Party (Partido
Trabalhista Brasileiro—PTB) and Social Democratic
Party (Partido Social Democratico—PSD), respec-
tively. The other groups that opposed the Vargas gov-
ernment founded the National Democratic Union
(Uniao Democratica Nacional—UDN). In October
1965, President Castelo Branco (1964—-1967) announced
the end of the multiparty system and created a two-
party system. Having a multiparty system did not con-
tribute to a strong and loyal allegiance to the president,
therefore, the National Renewal Alliance (Alianca
Renovadora Nacional—Arena) and the Brazilian
Democratic Movement (Movimento Democratico
Brasileiro—MDB) were formed. However, the two-
party system was abolished in December of 1979 as a
result of voting trends in previous elections. Since
then, a multiparty system exists in Brazil with 29
active parties.

The media, and in particular television, have a
great influence on public opinion. The media have
played a decisive role in politics during the last few
years. Particularly, the media played an influential and
critical role in the impeachment of the president
Fernando Collor de Mello in 1992. Special issues of
magazines and newspapers were created to dissemi-
nate information to the population. In 2005, a series of
scandals and a network of corruption emerged in the
government of President Luis Inacio Lula da Silva,
and the media’s investigative character resurfaced.

Political advertising, especially televised political
advertising, has undergone a great deal of change over
the years. These changes are attributed, in part, to the
various electoral codes established over the years and
to the different political regimes that Brazil endured.
For example, between 1945 and 1964, Brazil experi-
enced almost two decades of democratic govern-
ments. As a consequence, the access to political
advertising by the candidates became less strict. In
addition to the introduction of the “single ballot”
where the names of the candidates would be printed in
a single ballot instead of candidates printing their own
ballots, the 1950 electoral code introduced a chapter

about political advertising. It guaranteed that the
prices charged for airtime were the same for all candi-
dates. Radio stations were required to broadcast
political advertising 2 hours daily during the 90 days
before the election.

In 1962, a new law established that candidates
should have free airtime. As a consequence, radio and
television were required to broadcast 2 hours daily of
political advertising during the 60 days before the
election. Moreover, the new law established that can-
didates could continue campaigning until 8 days
before Election Day. Although the access to political
advertising seemed to be following a more liberal
path, the military coup of 1964 stopped the democra-
tic process, and Brazil returned to the control of a mil-
itary dictatorship. As a result, the two-party system
was created, and all forms of political expression were
banished to suit the interests of the military govern-
ment. In 1976, envisioning a severe control over the
content of political advertising, the Lei Falcao (Falcao
Law) established strict regulations regarding the
broadcasting of political advertising. On radio, candi-
dates were allowed to broadcast only their names,
party, identifying ballot numbers, and brief curricu-
lum vitae. On television, candidates could broadcast
their close-up photograph and the place and time of
their political rallies.

In 1985, the democratic regime returned with the
movement called Diretas Ja (“Direct vote” movement),
and the strict rules regarding political advertising were
abolished. Brazil adopted the Horario Gratuito de
Propaganda Eleitoral—HGPE (Free Electoral Political
Adpvertising Time) model. This model is mandatory,
and all television and radio stations must broadcast ads
2 hours per day at the same time and during fixed time
slots. This model also establishes that candidates and
political parties have free access to broadcast their
political advertisements 45 days preceding Election
Day. Since the adoption of the HGPE, airtime on radio
and television cannot be purchased. Candidates and
parties, conversely, can buy space in newspapers. The
amount of airtime that the candidates and parties
receive depends upon the number of seats that these
parties have in the Chamber of Deputies. Usually, par-
ties such as PMDB, PT, and PSDB receive more air-
time than other parties. Therefore, electing many
deputies will help that specific party (and coalition) to
receive more airtime on television and on radio. The
content of the HGPE can be categorized as follow:
(a) programs that discuss the candidate’s positions on
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issues; (b) programs that present what the candidate
has done for the country, state, or city; (c) programs
that accentuate the good qualities of the candidate;
(d) programs that denigrate the image of the oppo-
nents; and (e) programs that respond to an attack made
by another candidate. Additionally, since 1996 the use
of commercials or spots has become a powerful tool in
the Brazilian political scenario.

Juliana de Brum Fernandes
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BroDER, DAvID (1929-)

David Salzer Broder is a well-known journalist for The
Washington Post, a news organization he joined in
1966. He was born and raised in Chicago Heights,
Illinois, and attended the University of Chicago, where
he received both a bachelor’s degree and a master’s
degree in political science. After serving 2 years in the
U.S. Army, he began his journalism career with the
Bloomington Pantograph. From those modest begin-
nings, Broder became a staple for the coverage of
national politics, writing a syndicated column (carried
in more than 300 newspapers) read avidly by

Americans from all walks of life. Prior to 1966, he
covered national politics for The New York Times
(1965-1966), The Washington Star (1960-1965), and
Congressional Quarterly (1955-1960). He has written
several popular books, including Democracy Derailed:
Initiative Campaigns and the Power of Money, Behind
the Front Page, and The System: The American Way of
Politics at the Breaking Point. In addition to print jour-
nalism, Broder has also made his mark on television,
becoming a common fixture on NBC’s weekly Sunday
news show Meet the Press, as well as CNN’s Inside
Politics. He is also an academician. In 2000, he
became a tenured, salaried full professor at the
University of Maryland’s Philip Merrill College of
Journalism, teaching a course on politics and the press;
interestingly, the class meets at the offices of The
Washington Post. Broder has won numerous awards,
including the White Burkett Miller Presidential Award
in 1989, and in 1990 he won two honors: The National
Press Foundation awarded him with the esteemed
Fourth Estate Award, and Colby College awarded him
with the Elijah Parrish Lovejoy Award. He was also
elected to Sigma Delta Chi’s Hall of Fame. During the
remainder of the 1990s, the honors continued. In 1993,
the National Press Foundation awarded him for a sec-
ond time, honoring him with the Distinguished
Contributions to Journalism Award. In 1997 Broder
won the prestigious William Allen White Foundation’s
award for distinguished achievement in journalism and
received the National Society of Newspaper
Columnists Lifetime Achievement Award. Moreover,
in 1997, the National Journal counted him as among
the 25 most influential Washington journalists; also,
the Washingtonian magazine ranked him as one of
Washington, D.C.’s top journalists (an honor he has
won every year since). Broder’s highest honor came in
1973, when he was awarded the Pulitzer Prize for dis-
tinguished commentary.

In addition to his general political accomplish-
ments in journalism, Broder can be credited as a
leader in suggesting that the news media have an
obligation to “police” the political advertising of can-
didates. His call for the importance of this watchdog
function for journalists in the late 1980s led to the
increased frequency of “ad watches,” in which jour-
nalists scrutinize and evaluate the claims in candi-
dates’ political advertising. One primary reason
for Broder’s popularity centers on his integrity and
his sense of fairness regarding politics. In a
Washingtonian magazine poll, Broder was highly
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regarded by his peers and members of Congress from
both sides of the aisle. In 1990, the same magazine
surveyed the op-ed editors othe nation’s 200 largest
newspapers, once again finding that Broder was con-
sidered a class act by his peers, being labeled as “Best
Reporter,” “Hardest Working” and “Least Ideological”
among 123 columnists.

Cary Stacy Smith and Li-Ching Hung
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BucHANAN, PATRICK (1938-)

Patrick Joseph Buchanan is an author and columnist,
former television commentator and presidential advi-
sor, and three-time unsuccessful presidential candidate.

Born in Washington, D.C., he graduated from
Georgetown University and received a master’s in jour-
nalism from Columbia University in 1962. Upon gradu-
ation he began writing for the St. Louis Globe-Democrat.

In 1966, Buchanan began working for Richard
Nixon as the first full-time staffer in preparation for
the 1968 presidential election. Following Nixon’s
election, Buchanan worked as a White House advisor
and speechwriter for Nixon and Vice President Spiro
Agnew. After Nixon’s resignation in 1974, Buchanan
briefly continued his duties under President Gerald
Ford until leaving later that year.

After leaving the White House, Buchanan became a
syndicated political columnist and a commentator on a
radio program and television shows The McLaughlin
Group and Crossfire. In 1985, Buchanan returned to
the White House as communications director for
Reagan. He remained there until 1987, at which point
he returned to Crossfire. He would leave Crossfire two
more times to run for president but returned between
elections until his final departure in1999.

Buchanan challenged incumbent President George
H. W. Bush for the 1992 Republican nomination for
president. Buchanan enjoyed early success by winning

the New Hampshire primary before losing the nomina-
tion. Buchanan later supported Bush and delivered his
famous “culture war” speech at the Republican
National Convention.

In 1996, Buchanan again ran for the Republican
nomination for president. Buchanan won New
Hampshire before ultimately being defeated by
Senator Bob Dole. During the campaign he gained the
nickname “Pitchfork Pat” because of his slogan, “the
peasants are coming with pitchforks.” He also ran on
his opposition to NAFTA. He threatened to run as the
U.S. Taxpayer’s Party candidate if Dole chose a pro-
choice running mate. After Dole’s selection of Jack
Kemp, Buchanan offered his endorsement.

In 2000, Buchanan sought the Reform Party nomi-
nation for president against Iowa physicist John
Hagelin. Although Buchanan easily won the primaries,
Hagelin’s supporters challenged the results. Some
were also concerned about Buchanan’s strong com-
ments against abortion and homosexuality, as well as
accusations of racism and anti-Semitism. The two
sides held competing and simultaneous national con-
ventions in the same convention center. Ultimately, the
courts ruled Buchanan’s nomination was valid, which
placed his name on the ballot and granted him the
$12.6 million in matching federal funds.

In his nomination address, Buchanan advocated
that the United States leave the United Nations, abol-
ish the IRS, Department of Education, capital gains
and inheritance taxes, and affirmative action. He took
fourth in the national election, garnering just 0.4% of
the votes.

In 2004, Buchanan announced he was once again a
Republican and endorsed the reelection of President
George W. Bush. Buchanan continues to write and is
a frequent guest on television news shows. He has
written six books, including the New York Times best-
seller A Republic Not an Empire.

Brian T. Kaylor
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Buckiey v. VALEO

The Federal Election Campaign Act of 1971 and its
1974 amendments faced a constitutional challenge in
Buckley v. Valeo (1976). The resulting decision of the
U.S. Supreme Court has set the parameters of consti-
tutionally permissible regulation of political cam-
paigns for over 30 years. Political campaigns depend
on the mass media and require the spending of money.
The relationship between political communication in
the modern age and the raising and spending of
money thus assumes constitutional dimensions:

[Vlirtually every means of communicating ideas in
today’s mass society requires the expenditure of
money. The distribution of the humblest handbill or
leaflet entails printing, paper, and circulation costs.
Speeches and rallies generally necessitate hiring a hall
and publicizing the event. The electorate’s increasing
dependence on television, radio and mass media for
news and other information has made these expensive
modes of communication indispensable instruments
of effective political speech. (Buckley, 1976, p. 19)

The Supreme Court in Buckley considered that two
aspects of First Amendment freedom were potentially
impaired by FECA. First, limits on campaign expendi-
tures by candidates and others were held to “heavily bur-
den core First Amendment expressions” because they
represented “substantial rather than merely theoretical
restraints on the quantity and diversity of political
speech” (Buckley, p. 19). Accordingly, limits on cam-
paign expenditures were struck down as unconstitutional
because they were direct limits on political speech.

Second, the Buckley court upheld restrictions on the
size of campaign contributions. The court considered
that making a contribution of money to a candidate, like
joining a political party, served to affiliate a person with
a candidate and to enable like-minded persons to pool
their resources in furtherance of common political goals.
This right of free association is a “basic constitutional
freedom” that is “closely allied to freedom of speech and
a right which, like free speech, lies at the foundation of a
free society.” In view of the fundamental nature of the
right to associate, governmental “action which may have
the effect of curtailing the freedom to associate is subject
to the closest scrutiny” (Buckley, p. 25).

However, the limits on contributions were upheld
because the restraints on political speech were “‘marginal”

in that the contributor remained free to spend indepen-
dently, associate with candidates in other ways, and
“the transformation of contributions into political
debate involves speech by someone other than the con-
tributor,” viz. the candidate (p. 21). The Supreme Court
concluded that a compelling governmental interest in
the prevention of corruption or the appearance of cor-
ruption from large contributions justified these less
serious impairments of First Amendment activity.

The Buckley decision substantially altered the cam-
paign finance landscape envisaged by Congress. Major
features in FECA 1974 were declared unconstitutional:
limits on candidate spending, limits on independent
spending, and limits on expenditures of candidates’ per-
sonal funds. While one goal of the legislation had been
to limit the cost of election campaigns, the Buckley
court found this to be impermissible: “The First
Amendment denies government the power to determine
that spending to promote one’s political views is waste-
ful, excessive, or unwise” (p. 57). The court did uphold
expenditure limitations in the context of the public
funding of presidential election campaigns because
candidates could voluntarily choose to limit their
expenditures in return for public funds.

FECA purported to broadly regulate all spending
“in connection with,” or “for the purpose of influenc-
ing” a federal election, or “relative to” a federal candi-
date. It was argued that these phrases were so vague
and overly broad that they provided an unconstitu-
tional lack of notice to persons potentially affected by
the FECA. In order to avoid declaring these provisions
unconstitutional, Buckley held that “explicit words of
advocacy of election or defeat” are required. The court
listed certain explicit advocacy terms as satisfying the
strict “express advocacy” test: “vote for,” “elect,” “sup-
port,” “cast your ballot for,” “Smith for Congress,’
“vote against,” “defeat,” “reject” (p. 44, note 52). The
court considered that such precision was required to
avoid “chilling” speech involving public discussion of
political issues:

[T]he distinction between discussion of issues and
candidates and advocacy of election or defeat of can-
didates may often dissolve in practical application.
Candidates, especially incumbents, are intimately
tied to public issues involving legislative proposals
and governmental actions. Not only do candidates
campaign on the basis of their positions on various
public issues, but campaigns themselves generate
issues of public interest. (p. 42)
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The result of the Buckley decision was to free “issue
advocacy” advertisements from regulation as either
contributions or expenditures except for the reporting
requirements: “So long as persons and groups eschew
expenditures that, in express terms advocate the elec-
tion or defeat of a clearly identified candidate, they are
free to spend as much as they want to promote the can-
didate and his views” (Buckley, p. 45). In 1976, Congress
amended the statute to conform to the Buckley court’s
interpretation. Further statutory amendments changing
this rule were contained in the Bipartisan Campaign
Reform Act and were the subject of Supreme Court
decisions in McConnell v. Federal Election Com-
mission and Federal Election Commission v. Wisconsin
Right to Life, Inc.

Another consequence of Buckley in combination
with other aspects of federal law was the use of soft
money by political parties to run television ads which,
although not expressly advocating election or defeat
of candidates, served the purpose. Soft money is
money contributed (usually to political parties) which
is not subject to the hard limits of the FECA, such as
the limits on amounts of contributions and prohibi-
tions of contributions by corporations or labor unions.
By the 1996 election, parties were spending more soft
money than hard money, and parties spent more run-
ning issue ads for their presidential candidates funded
by soft money than the entire amount permitted by the
public funding expenditure limits for presidential
campaigns. Such contributions were legal because the
contributions were raised under more permissive state
laws and then routed by state parties through the
national party committees. Such evasion of FECA
limits led to the Bipartisan Campaign Reform Act.

Clifford A. Jones
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BULGARIA, DEMOCRATIZATION

The years after the 1989 collapse of the ruling commu-
nist government in Bulgaria, along with the profound
political changes throughout Eastern European coun-
tries, resulted in a fundamental restructuring of the soci-
ety. Prior to that, an atmosphere encouraging social
obedience in line with Party-State propaganda priorities
reigned in the country. Freedom of expression was
totally controlled. The idea of glasnost (openness) and
perestroyka (restructuring) launched by Russian
President Mikhail Gorbachev in 1985 opened the doors
for pluralistic discussion clubs in Bulgaria. The first dis-
sident associations, however small, found support
among the public. Communist Party leaders, fearing the
threat of social unrest, tried to reform the party along
Soviet perestroika lines. The general secretary of the
Bulgarian Communist Party (BCP) and chairman of the
State Council, Todor Zhivkov, was removed from power
in a November 10, 1989, party coup.

Political activity among the population surged dra-
matically, and its legality was no longer questioned.
Political rallies and demonstrations became the events
of the day. Encouraged by the landslide of totalitarian
collapse throughout Central and Eastern Europe, on
December 7, 1989, the opposition set up The Union of
Democratic Forces (UDF); a coalition of 16 pro-
democratic parties and organizations. One major polit-
ical achievement of the UDF was the abolishment of
Article I of the Constitution, which legitimized the
leading role of the Communist Party in societal and
state affairs. The consensus achieved by political
forces in the round-table discussions (1990) for convo-
cation of a Grand National Assembly marked the start
of legalization of the democratic processes in Bulgaria.
The Grand National Assembly adopted a new constitu-
tion on July 12, 1991. It was the first democratic con-
stitution in the former Eastern Bloc countries. It
proclaimed that Bulgaria would be governed by the
rule of law and set up the fundamental principles of
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a civil society. Zhelyu Zhelev, the leader of the UDF
and a longtime dissident, was elected president of the
National Assembly on August 1, 1991.

Under the terms of the new constitution, Bulgaria
is a parliamentary Republic. The National Assembly
is composed of 240 deputies elected for a term of
4 years. The president, as the head of state of the
Republic of Bulgaria, is elected with majority vote for
a term of 5 years.

The long years of one-party dominance were
replaced by an ever-growing host of new political par-
ties, unions, and organizations, which constantly split,
regrouped, and entered into coalitions, especially on
the eve of forthcoming elections. However, the model
of democracy that was forming in the country dele-
gated the difficult tasks of transition to the political
elite and eliminated the broad participation of the
people in the process of transformation.

The period of transformation to democracy and a
market economy posed significant social challenges to
the population in Bulgaria. The transition was slowed
down by delayed legislation, aggressive political
behavior, and underdeveloped markets. All of this
caused a rapid impoverishment, a high rate of unem-
ployment, and a loss of established social benefits such
as free health care and free education. Thus, the coun-
try entered the 21st century under the Currency Board.
The encouraging sign is that the political processes and
changes in the country are carried out peacefully and
in spite of significant differences between the political
forces, their reasonable behavior has so far not allowed
any disastrous display of violence.

Currently, the list of the main political organizations
include the left-wing Bulgarian Socialist Party (direct
successor of the Bulgarian Communist Party), The
Union of Democratic Forces (nowadays fragmented into
small right-wing formations), The National Movement
Simeon the Second (political centrist formation of the
former Bulgarian Tsar), The Movement for Rights and
Freedoms (party of the ethnic Turks with a traditional
role as a balancing factor in the political area), and
Attack (party with a markedly nationalistic character,
challenging the role of the MRF in power).

The past period of over 15 years witnessed four
presidential elections (in 1992, 1996, 2001, and 2006),
six parliamentary elections (in 1990, 1991, 1994,
1997, 2001, and 2005), four local elections (in 1991,
1995, 1999, and 2003), and the appointment of ten
governments. An encouraging sign is that the two last
of these successfully finished their mandate.

The comparative stability in the executive power
during the last 8 years had spread relief in terms of the
political and economic development of the country.
Nevertheless, the election apathy started to displace the
initial political euphoria in the society. After the elec-
tive boom triggered by the political changes, launched
in 1989, the relative share of people who refused to vote
gradually but unswervingly began to increase, reach-
ing, within a decade, half the voting public at the time
of the local elections of 1999. Since that time all the
elections (parliamentary, presidential, and local) have
become a protest vote of the Bulgarians against the
political class. Apparently, Bulgarian voters were not
influenced by any mass media or political and sociolog-
ical propaganda, especially when dished out along neg-
ative lines.

January 10, 1992, will remain important in the his-
tory of Bulgarian political life as a date marking the
first presidential debate televised “live.” The oppo-
nents were Dr. Zhelyu Zhelev, the candidate of the
UDF, and Prof. Velko Vulkanov, an independent candi-
date backed by the BSP. In the process of transforma-
tion to democracy the foundations of televised political
advertisement were laid down. Thus, with debates and
ads, television has great possibilities for molding the
public opinion, especially in view of the fact that
Bulgarians maintain greatest confidence in public tele-
vision as compared to the other mass media.

Bulgaria still experiences the difficulties of the
transition to a democratic society and a market econ-
omy. The country has achieved considerable progress
toward democratization and economic growth, but
many political difficulties remain. The mass media
often operate as the fourth estate, strongly influencing
the political, economic, social, and cultural leanings
of the public.

Since the turn of the century Bulgaria has begun to
improve its legislative, economic and social policies.
It joined NATO in 2004 and became a member of the
European Union on January 1, 2007.

Lilia Raycheva
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BusH, GEORGE H. W. (1924-)

George Herbert Walker Bush was elected 41st presi-
dent of the United States (serving from 1989 to 1993)
after a highly decorated career in public service. He
enlisted in the Navy on his 18th birthday as a naval
aviator serving in World War II. Following his father’s
footsteps, he later went on to run for the Senate in
1964 and lost. He won a subsequent election to
Congress, representing Texas’s 7th district but lost a
U.S. Senate election to Lloyd Bentsen in 1970. He
became a United Nations Ambassador, chairman of
the Republican National Committee, and worked as
the Central Intelligence Agency (CIA) director under
the Ford administration. He also taught as an adjunct
professor at Rice University.

Bush ran against Ronald Reagan for the Republican
primary in 1980, but after his famous campaign-trail
criticisms of Reagan’s “voodoo economics” and other
noteworthy salvos, he was thought by the Republican
Party to be too moderate. Reagan came out on top as
the party nominee for president, but Bush was selected
as the vice president, a position he held during both
Reagan presidential terms (1981 to 1989).

When Bush again sought the White House in the
1988 election he made a number of speeches with
memorable and catchy phrases, including “Weakness
and ambivalence lead to war,” “They talk, we deliver!
They promise, we perform,” and “Read my lips, NO
NEW TAXES.” At the Republican National Conven-
tion he made his most famous speech (Thousand-
Points-of-Light): “For we’re a nation of community;
of thousands and tens of thousands of ethnic, reli-
gious, social, business, labor union, neighborhood,
regional, and other organizations, all of them varied,
voluntary and unique. This is America: the Knights of

Columbus, the Grange, Hadassah, the Disabled
American Veterans, the Order of Ahepa, the Business
and Professional Women of America, the union hall,
the Bible study group, LULAC, Holy Name—a bril-
liant diversity spread like stars, like a thousand points
of light in a broad and peaceful sky.”

Bush’s opponent in the 1988 election was former
Massachusetts Governor Michael Dukakis. This cam-
paign season was noted for its high density of negative
campaign ads. Bush defeated Dukakis by both the
popular vote and the electoral college totals. At his
inaugural address he proclaimed, “I come before you
and assume the presidency at a moment rich with
promise. We live in a peaceful, prosperous time, but
we can make it better. For a new breeze is blowing,
and a world refreshed by freedom seems reborn; for in
man’s heart, if not in fact, the day of the dictator is
over. The totalitarian era is passing, its old ideas
blown away like leaves from an ancient, lifeless tree.
A new breeze is blowing, and a nation refreshed by
freedom stands ready to push on. There is new ground
to be broken, and new action to be taken.”

Leading up to the Gulf War, President Bush said in
1990, “Out of these troubled times, our fifth objec-
tive . . . a new world order can emerge—a new era!” It
is interesting to note that his secretary of defense,
Dick Cheney, warned against invading Iraq in the
early 1990s, only later to become a key architect of
Operation Iraqi Freedom.

Bush was often ridiculed by the media for some of
his awkward moments, gaffes, and mishaps. He had
an aversion to broccoli, famously noting “I am the
president of the United States, and I am not going to
eat any more broccoli.” In a separate incident, at a
state dinner, he vomited on the lap of the Japanese
prime minister. This caused a wave of late night tele-
vision jokes and ridicule in the international commu-
nity, even coining new terms such as Bushu-suru
which literally means to “do the Bush thing.”

In addition to the successful Gulf War effort,
Bush’s presidency will be remembered for presiding
over the fall of the Berlin Wall and the end of commu-
nist control in much of Eastern Europe. Despite
Bush’s foreign policy successes, however, the declin-
ing state of the national economy gave ammunition to
his opponent in 1992. Bill Clinton’s extremely nega-
tive campaign advertising scored many successful hits
against Bush, and Clinton also performed well in the
presidential debates. Although Bush lost the 1992
election, he left office with a 56% approval rating. He
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is the father of the 43rd president of the United States,
George W. Bush.

Brandon Jay Hersh
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BusH, GEORGE W. (1946-)

The 43rd president of the United States (2001-2009)
and son of the 41st president, George H. W. Bush,
George Walker Bush was an unsuccessful candidate
for the House of Representatives in 1978, and instead
of running again he worked as an oil entrepreneur. In
1989 he became a shareholder of the Texas Rangers
baseball team and worked with the team’s media rela-
tions, which secured him both exposure and media
attention that later garnered public and political sup-
port. He was inspired by Rev. Billy Graham and
became a self-proclaimed “born-again Christian” after
giving up alcohol in 1986. He and his family moved to
Washington, D.C., in 1988 to work on his father’s
presidential campaign. George W. Bush networked to
ensure an evangelical base in the primaries, which
was considered key to the Republican presidential
nomination. In 1994, his nickname, Dubya, became a
household name in Texas, where Bush campaigned
against and defeated the highly popular Governor Ann
Richards. Richards was considered an easy front-
runner in the campaign given “W’s” lack of polished
political experience. With the help of Karen Hughes,
John Albaugh, and Karl Rove, Bush successfully cam-
paigned against Governor Richards’s record on law
enforcement, education, tort reform, and questionable
political appointments. The Bush campaign was
accused of using brutal and often-controversial attack
ads to win the election with a margin of 52% to
Richards’s 48%. Quickly becoming one of the nation’s

most popular governors, alongside his brother Jeb
Bush in Florida, he was reelected in 1998 with 69% of
the vote.

As governor, Bush focused on reforming the crim-
inal justice system, set higher standards for education,
and solidified his reputation as both a fiscal and social
conservative. He was criticized for his often foggy
separation of church and state. In 2000 he declared
June 10th Jesus Day in Texas, where he urged Texans
to “answer the call and serve those in need.”

Bush was considered an early favorite for the
Republican presidential nomination in 2000. On a
televised interview in Iowa, all primary candidates
were asked, “What political philosopher or thinker do
you identify most with and why?” Bush responded,
“Christ, because he changed my heart”” He labeled
himself a ‘“compassionate conservative” and out-
raised John McCain and others in campaign funds.
Upon his acceptance of the Republican nomination,
Bush promised to “restore honor and dignity to the
White House.” He chose former Secretary of Defense
Dick Cheney as his running mate.

In a bitterly contested campaign against the sitting
vice president, Al Gore, Bush rallied the support of
much of the religious right. On election night,
November 7, 2000, Bush carried key swing states such
as Missouri and Ohio, as well as Gore’s home state,
Tennessee. Initially some networks called Florida for
Gore but then retracted that claim and popularized the
phrase “too close to call.” Florida law required multiple
hand recounts, and the case Bush v. Gore took 2 months
to get to the Supreme Court, where the recounts were
stopped and Florida was called in favor of Bush, albeit
narrowly. Bush became the first president since
Benjamin Harrison (1888) to win the Electoral College
but lose the popular vote (by about a half million votes).

The terrorist attacks of September 11,2001, signi-
fied a turning point in Bush’s presidency. On
September 14, Bush made one of his most famous
speeches and rallied support from a wounded nation,
saying, “I can hear you. The rest of the world hears you.
And the people who knocked these buildings down will
hear us all soon!” He famously declared a War on
Terror and subsequently made the decision to invade
Afghanistan and later Iraq to depose the dictatorial
president Saddam Hussein.

Bush’s reelection campaign in 2004 was character-
ized by the repeated use of an F. D. R. quote that noted
the danger involved with “changing horses midstream.”
He also repeatedly noted that “the world changed on
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9/11,” and that his opponent, Massachusetts Senator
John Kerry, did not understand the gravity or nature of
the threat that terrorist groups caused. In a shockingly
more controversial campaign than most were used to,
the American public was subjected to a smattering of
attack ads from all sides. John Kerry was defeated at the
polls by both the popular vote and the Electoral College.

“I have earned political capital . . . and I intend to
use it.” Bush furthered his agenda with increased war
spending, tax cuts, and a rallying of the Christian con-
servative base against social liberalism. Bush’s
approval ratings began to plummet after a myriad of
scandals captured media attention: a slow and incom-
plete response to hurricane Katrina; the Jack
Abramoff scandal; increasing violence and uncer-
tainty in Iraq; intelligence leaks; an alleged
Republican culture of corruption; and the unfulfilled
vow to catch Osama bin Laden.

Despite his plummeting poll numbers, Bush
insisted that “America is headed in the right direction.”
He famously dubbed himself “the Decider,” amid
media scrutiny of his War in Iraq and War on Terror.

Brandon Jay Hersh
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BusH, LAURA (1946-)

Laura Welch Bush, First Lady of the United States
from 2001 to 2009, has been one of the most well-
liked first ladies in recent history. She has used her
popularity on the campaign trail, as well as to promote
causes ranging from education and literacy to
women’s health.

Laura Welch was working as a school librarian
when she met George W. Bush in 1977; the two mar-
ried a few months later. In speeches, Bush often tells
audiences that she agreed to marry her future husband
only after he promised that she would never have to
give a political speech. He broke that promise just a
few months after their wedding when he ran for his
first political office, and she has been giving speeches
ever since. Laura Bush has become one of the most
sought-after campaign speakers. During her hus-
band’s presidential campaigns of 2000 and 2004,
Bush toured the country, often speaking to women’s
groups and smaller community gatherings. She has
also stumped on behalf of various Republican candi-
dates and spoken at many RNC fundraisers, often
drawing “standing room only” crowds.

Despite her popularity, Bush has, for the most part,
been successful in staying out of the media spotlight
focused on first ladies. Her media coverage has been
primarily positive, centering on her advocacy work.
However, after September 11th, Bush was cast in the
role of the nation’s “comforter-in-chief.” She did
numerous interviews, advising families and teachers on
how to talk to children about the terrorist attacks. She
also met with survivors, attended memorial services,
and visited classrooms around the country. Bush played
a similar role in the wake of Hurricane Katrina, touring
the devastated areas and meeting with victims.

For most of her tenure, Bush has worked quietly in
the background, offering support to a number of
causes and garnering limited media attention. Her ear-
liest White House initiatives, on literacy and educa-
tion, drew upon her background as a librarian and
elementary school teacher. During her first year in
office, she launched the National Book Festival and
hosted a summit on Early Childhood Development.
She has also supported various literacy and teacher
recruitment programs, as well as organizations aiding
underprivileged youth. In later years, Bush expanded
her efforts beyond the United States, hosting a confer-
ence on Global Literacy and becoming an Honorary
Ambassador for the United Nation’s Literacy Decade.
She has called for equal access to education for girls
and women around the world, visiting programs in
Africa, the Middle East, and Southern Asia that pro-
mote education and literacy.

Bush has also become an advocate for women’s
health programs both at home and abroad. She sup-
ports programs that educate American women about
the risks of heart disease and breast cancer. Abroad,
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she has toured women’s health clinics and promoted
her husband’s AIDS Relief plan.

Lisa M. Burns
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BUSH—RATHER CONFRONTATION

During early 1988, CBS Evening News began to air a
series of profiles of the individuals who were running
for the Republican and Democratic nominations for
president. A major contender for the Republican nom-
ination was George H. W. Bush, the sitting vice pres-
ident under then-president Ronald Reagan. When
CBS attempted to schedule time with Bush for inter-
views and material to construct his profile, the Bush
campaign refused to participate unless the vice presi-
dent could appear on the evening news live and
unedited. His staff indicated that he was not willing to
be interviewed on tape and have his remarks edited for
broadcast by CBS.

Although unhappy about this restriction, CBS
agreed and scheduled Bush’s live appearance for the
regular evening news on January 25, 1988. However,
CBS prepared a 5S-minute segment to precede the inter-
view that focused on Bush’s involvement in the Iran-
Contra affair that had been plaguing the Reagan
administration for several months. The tone and focus
of this 5-minute prerecorded segment was clearly neg-
ative and confrontational toward Bush, placing him in
an immediately defensive position as CBS anchor Dan
Rather began the live interview portion of the program.

The live sparring match between Bush and Rather
consumed approximately 9 minutes of additional air-
time, an extraordinary amount of uninterrupted airtime
for any evening news segment. As Rather continuously
pushed and challenged and accused, Bush fought back
strongly and firmly, establishing a powerful presence
for the vice president who had sometimes been charac-
terized as a “wimp” prior to this encounter.

The interview itself took on the flavor of an intense
argument between two contenders. Neither combatant
gave much respect to the other, as they constantly
interrupted and overlapped each other, each trying to
score the next verbal jab. In the aftermath, Rather
received more of the blame for allowing the encounter
to go so far out of the norms of a public display and
for his obvious refusal to show any respect or defer-
ence to the vice president of the United States.

It is always difficult to pinpoint the effects of a
single campaign event, but this one certainly came
at a critical time for Bush, and many observers
believe it had a major role in securing Bush’s future
position. Coming into this interview, Bush had been
trailing Senator Bob Dole in the polls as the
Republican choice for the presidential nomination.
Research after the encounter has suggested that
Bush probably gained more from the encounter and
that Rather’s behavior violated viewer norms and
expectations of journalistic objectivity. The use of
the “surprise” anti-Bush documentary preceding the
interview gave the impression that Bush had been
“set up” and created sympathy for him that helped
bolster his position.

Bush, of course, went on to win the Republican
nomination in 1988 and eventually the presidency. In
the aftermath of the final election results, many
observers pointed back to this encounter with Rather
as a major turning point for Bush, who was unlikely to
ever again be referred to by the media as a “wimp.”

Lynda Lee Kaid
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CAMPAIGN FINANCE

Campaign finance refers to the methods and govern-
ing rules under which candidates and political parties
obtain the funds necessary to organize political parties
and carry out campaigns for public office. In the
United States, for example, campaign finance is
largely achieved through private fundraising by both
candidates and parties. Public finance of candidates or
parties is exceptional, although it does exist in limited
circumstances. In contrast, many democracies in other
parts of the world rely almost exclusively on public
funding of political parties and candidates, and many
utilize a combination of public and private funding.

Political parties require funding—more in election
years than in others—to create and maintain their orga-
nizations, pay staff, recruit candidates and volunteers,
and to engage in election campaigns. Over the years
political campaigns, especially in Western democra-
cies, have become more and more professionalized.
The need for funds has increased to hire services such
as pollsters, advertising agencies, production compa-
nies, political consultants, and media time, including
everything from campaign buttons to yard signs to bill-
boards, posters, radio and television ads, Web sites,
and Internet-based advertising and distribution of
spots, position papers, and other campaign materials.
In addition, engaging accountants and lawyers to aid in
compliance with campaign finance regulations is a
necessary expense. Campaign finance has assumed
constitutional dimensions in countries such as the
United States, where the Supreme Court declared in
Buckley v. Valeo in 1976 that

77

virtually every means of communicating ideas in
today’s mass society requires the expenditure of
money. The distribution of the humblest handbill or
leaflet entails printing, paper, and circulation costs.
Speeches and rallies generally necessitate hiring a
hall and publicizing the event. The electorate’s
increasing dependence on television, radio and mass
media for news and other information has made
these expensive modes of communication indispens-
able instruments of effective political speech.

In the United States, political parties and candidates
either provide their own campaign funds from personal
wealth or have them donated by supporters. The prin-
cipal exception to this is the limited public financing
provided by the federal government for candidates for
president of the United States. The 1974 Amendments
to the Federal Election Campaign Act of 1971 estab-
lished a system of partial public funding of presiden-
tial campaigns and party conventions funded by a
voluntary tax check-off system in which taxpayers
may designate on their federal income tax returns that
$3.00 (originally $1.00) of their tax liability should go
to the Presidential Election Campaign Fund. This fund
provides funding for the national nominating conven-
tions of qualifying political parties, primarily the
Democratic and Republican Parties. In 2004, each
major party received $14.924 million for their party
convention from public funds. Parties do not receive
public funding for the campaign itself or for their
general operation.

This fund also provides partial funding for candi-
dates for president. Under the presidential funding
scheme, candidates are allowed to choose whether to
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participate in public funding. Those who do not partic-
ipate do not receive public funds but are not restricted
as to the amounts that may be expended on their cam-
paign. Those who do participate receive partial match-
ing public funds during the primary in proportion to
certain eligible private contributions that they receive
and full funding during the general election campaign
(private contributions may not be accepted) if they win
their party’s nomination. In 2004, each major party
nominee received $74.62 million in public funds for
the general election campaign. For the primary, nine
candidates (not including Kerry, Bush, and Dean who
declined public funding) received a cumulative total of
approximately $28 million. The exact 2008 election
amounts will not be determined until early 2008, but
the major parties’ candidates can expect to receive over
$82 million for the general election in 2008, assuming
they accept public funds.

Candidates who are participants in the public fund-
ing system are limited in the amounts they may spend
during the primary season and in each state. In the
general election, candidate spending is limited to the
amount of the public grant. In 2004, the primary
spending limit was $37.31 million, and it is expected
to exceed $42 million in 2008. Candidates may
choose to decline public funding in the primary and
still receive it in the general election. Ross Perot
declined public funding in 1992, and the first major
party candidate to do so was George W. Bush in 2000.
In the 2004 election, several major party candidates
declined public matching funds in the primary, includ-
ing Bush, Howard Dean, and John Kerry, but Bush
and Kerry accepted full public funding for the general
election. The reason for declining the matching funds
in the primary was to avoid being bound by the spend-
ing limits in the primary, which were considered
insufficient to mount a competitive campaign.

The future of the presidential public funding sys-
tem has been called into question by the fact that
increasingly, insufficient numbers of the general pub-
lic choose to check off and donate $3 to the fund,
which reduces the amounts available. In addition, the
fact that so many candidates now choose to decline
public funding in the primary indicates that the limits
of the program are now exceeded by the needs of the
most competitive candidates. So far, no major party
candidates have declined public funding in the general
election, but this may yet happen. On the other hand,
bills to provide public funding for congressional and
Senate candidates have been introduced, but so far

have not seemed likely to pass. A few states, including
Maine and Arizona, have partial public funding sys-
tems for state candidates, but this is the exception
rather than the rule.

Outside the United States, public funding, direct
and indirect, is more common. For example, in-kind
subsidies prevalent in European democracies include
official publicly prepared voter registry lists, as
opposed to the U.S.-style voter registration drive, and
free provision of media time for party election broad-
casts. Where free media time is provided, some coun-
tries permit parties or candidates to purchase
additional broadcast time, though many do not, or
allow such purchases only on privately owned chan-
nels but not public channels. (Public channels in for-
eign countries, unlike in the United States, often have
the highest viewership numbers.)

A study of 111 countries showed that 71 have a sys-
tem of party finance, another seven have assorted rules
but no system, and 12 have a candidate-oriented sys-
tem rather than a party-oriented one. Sixty countries in
the study had rules on disclosure of income, either by
the political party (54) or by the donor (14). The dis-
closures are not made public in all of these countries.
Thirty countries set a ceiling on how much a donor can
contribute to political parties and nine countries limit
how much money a party can raise. Fifty-four of the
countries have requirements that political parties dis-
close their expenditures, and 27 countries limit party
expenditures. Corporate contributions are banned in
only 22 of 111 countries, and labor union contributions
are banned in only 17.

The most common form of political party regula-
tion is public funding; 65 countries have provisions
for direct public funding of political parties, and 79
have provisions for indirect public funding. Direct
public funding is allocated among parties by a mixture
of methods. In 57 of the 65 countries, the basis for
funding allocation is the number of seats or votes in
the current or previous election; in 12 countries an
equal allocation among parties is either the sole basis
or one of the criteria for direct funding allocation.
Eight countries allocate funds based on the number of
candidates fielded in the election. Direct funding is
allocated to election expenses in 45 countries and/or
to general party administration costs in 29 countries,
and 20 countries do not designate a purpose.

Indirect party funding is provided more often than
direct funding and takes many forms, such as favorable
tax rules for parties or donors (32 countries), free or
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subsidized franking of letters and use of telephones
(7 countries), free transportation (4 countries), free use
of government buildings (4 countries), and free printing
of party ballot papers (3 countries). Free access to state-
owned media is the most common form of indirect pub-
lic funding (71 countries). The allocation of broadcast
time is based on a principle of equal time for all parties
in 49 countries, performance in the previous elections
in 20 countries, the number of candidates fielded in the
current election in 13 countries, or a combination.

Clifford A. Jones
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CAMPAIGNS & ELECTIONS MAGAZINE

A nonpartisan monthly magazine based out of Arlington,
Virginia, the mission statement of Campaigns & Elections
Magazine is “Covering the business and trends of poli-
tics.” It was founded in 1980 by Stanley Foster Reed in
an effort to enlighten the politically savvy as well as the
general public. It gives up-to-date campaign polls
and information alongside the latest news about known
political consultants. It is a meld of political polling

information, campaign suggestions, political analysis
and a general Who’s Who behind the scenes in state/
national politics. For example, William Berry Campaigns
(WBC, Inc.) is frequently mentioned as a successful firm
that any California progressive should consult. The mag-
azine goes out of its way to help out political neophytes
and provides training seminars around the nation.
Advertisements in the magazine promote some of its
seminars and services, and it promotes its services as
providing access to the top campaign professionals in the
country. The magazine’s seminars and information mate-
rials cover all aspects of political campaigning, including
strategy, polling, direct mail, media, and the Internet.

Campaigns & Elections Magazine is edited by
Morgan E. Felchner and has an estimated circulation
size of nearly 20,000. It consistently features sections
like Inside Politics, Consultant Sign Ups, Movers &
Shakers, People and Organizations, Across State Lines,
Tech Bytes, Voting Matters, Campaignland, Proving
Ground, Consultants’ Corner, The High Road, and
International Politics. The magazine also publishes lists
of campaign consultants and media professionals.

The magazine also publishes a weekly newsletter,
Campaign Insider, which goes to more than 10,000
political and media professionals.

Brandon Jay Hersh
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CANDIDATE, THE

The Candidate, a movie released in 1972, offers a
behind-the-scenes look at the political campaign
process in the age of television. The film examines the
candidacy of an idealistic young lawyer, Bill McKay,
who is running for the United States Senate from the
state of California. In contrast to the heroic depiction
of political leaders contained in such Hollywood clas-
sic era films as Mister Smith Goes to Washington
(1939), The Candidate adopts a more cynical view of
politics. In the film, McKay, albeit reluctantly, eventu-
ally compromises his beliefs in exchange for victory.
This depiction of political expediency is reflective of
post-1960s American pessimism toward government.
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Director Michael Ritchie and leading actor Robert
Redford envisioned The Candidate to be part of a
trilogy they would produce on the American obses-
sion with winning. In the film, McKay initially pur-
sues office with noble intentions and little chance of
success. He is unafraid to speak his mind on the
issues. As the campaign proceeds and his polling
numbers increase, McKay realizes that he might
indeed stand a chance at victory. Unwilling to antag-
onize potential voters, his positions on issues
become more vague, and he begins to mistrust his
political instincts. McKay becomes increasingly
dependent on the advice of his campaign manager
and media consultants. He comes to realize that, in
the television era, platforms are no longer as impor-
tant as image.

The Candidate provides critical insight into how a
modern, image-based campaign is run. Political
staffers coach McKay on how best to answer reporters’
questions, the candidate practices canned responses for
supposedly spontaneous televised debates, film editors
piece together video clips designed to portray McKay
in the most positive light, and influential party leaders
hobnob with celebrities at campaign dinners. Above
all, campaigning is laborious work designed to market
the candidate as advertisers would sell a bar of soap.
Thanks to his media-driven campaign, McKay wins an
upset victory in the senatorial election but is left with
a sense that he has lost touch with his motivation to run
for office in the first place.

Jeremy Larner, who won an academy award for the
film’s screenplay, was active in politics. In 1968, he
worked as a speechwriter for the presidential cam-
paign of Senator Eugene McCarthy, and his political
experience provided the film with a great amount of
authentic detail. Larner was deeply committed to the
McCarthy campaign but was ultimately disappointed
with the experience, finding campaign coworkers to
be petty and McCarthy indecisive. Larner’s frustration
at the political process set the tone for the film and
mirrored the public’s wish for better government. The
early 1970s were a contentious time in America.
Domestic and foreign policy conflicts polarized the
country and eroded public confidence in the credibil-
ity of its leaders. The Candidate captured that erosion
of confidence.

William Renkus
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CANDIDATE-CENTERED
COMMUNICATION

Candidate-centered, or personal, campaigning is an
increasingly common feature of elections in many
democracies. The term usually refers to two key devel-
opments in electioneering. First is the degree to which
leading political actors, rather than parties, have
become the visible focus of election campaigns. This
trend can be seen most clearly in presidential elections
in the United States, where candidates for the presi-
dency use the electronic media to sell themselves to
voters. Second, personal campaigning can be under-
stood as the extent to which personal information and
imagery about a candidate or party leader, rather than
policy programs, has become a major element of cam-
paigns. Personal information includes: candidates’
biographies, their appearances, beliefs, tastes, values,
and any past or current misdemeanors—that is, all
information concerning the candidates themselves, not
their record or what they propose to do if elected.

Although there has been a tendency to see personal
campaigning as concentrated in presidential political
systems, where individuals are directly elected to high
office, there is a widely observed trend toward
increased personal campaigning in parliamentary
democracies. Party leaders have assumed an increas-
ingly central position in parties’ campaigns for office.
The leaders have come to embody their respective
parties and dominate the national media campaign.
Often the heart of the campaign is a leader’s tour of
the country, with a series of staged photo opportunities.
At the same time there has been a trend toward greater
self-disclosure by leaders and personal attacks on
leaders of rival parties.

The Visibility of
Candidates and Party Leaders
A growing number of observers suggest one of the

key factors contributing to the personalization of cam-
paigning is greater media visibility, especially with
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the emergence and spread of television. Election
campaigns in most democracies are fought mainly on
television, which provides contestants with an oppor-
tunity to communicate directly with millions of
households. Office seekers have, over the years,
become adept at utilizing this technology, and as a
result their routine appearances have rendered
them familiar to a mass audience of voters. It could be
argued that leading politicians have even gained the
status of celebrities.

Television has provided leading politicians with an
increasing number of outlets on which to appear. In
many democracies televised debates between the lead-
ing contestants have become a permanent feature of
campaigns. Research by Pippa Norris found that of 24
OECD democracies examined in the mid-1990s, 16
had televised candidate debates. In addition, there are
political advertisements, news bulletins, and non-news
outlets, such as talk shows. The first appearance of a
candidate on a talk show came in the 1960 U.S. presi-
dential campaign, when both John F. Kennedy and
Richard M. Nixon were guests on Jack Paar’s television
show. By the 1992 U.S. presidential campaign, the tele-
vision talk show had become a routine campaign stop
for presidential candidates. Liesbet van Zoonen and
Christina Holtz-Bacha observe that the appearance of
party leaders on the talk show sofa is now a feature of
campaigns in parliamentary democracies too. In addi-
tion to television exposure, representatives and parties
in many democracies maintain a permanent Web pres-
ence. For example, Pippa Norris notes that a 2000 com-
parison of 1,244 parties in 179 countries found that
39% had developed their own Web site. The home page
can be seen as a cost-efficient self-advertisement,
where office seekers are free to construct and present an
image of themselves to voters.

It is not only major election campaigns that are
media events but also the process of candidate or lead-
ership selection. Whereas once such procedures were
largely invisible to media audiences, now they have
become visible in an unprecedented way. This can be
seen most starkly in the United states, with the intro-
duction of primary elections and media coverage of
them. This has led to an almost-year-long contest for
the nomination of the two main political parties. In
some parliamentary democracies, the process of lead-
ership selection, which once took place behind closed
doors, now attracts media attention, with contestants
for the post of leader conducting a personal campaign
for membership support. Increasingly, the key qualities

party members look for in a candidate are photogenic
looks and an ability to perform in front of the cameras.

Personal Attributes
and Voter Choice

Not only are politicians more visible, but with an
increasingly nonaligned electorate, the personality,
appearance, and overall style of politicians have
become an important criteria affecting electoral
choice. In this electoral environment, John Corner and
Dick Pels have observed that old ideological and parti-
san allegiances have given way to choices based on
style. The decision of who, of the continually visible
political office seekers, to vote for is related to an audi-
ence’s reading of their style. For others, it is not so
much a case of the electorate’s visual and emotional
literacy but the need to decide who of the candidates
available is most competent to govern. Although there
is much debate about the extent to which choices are
shaped by personal attributes and style, there is an
emerging consensus that electoral judgments in some
mature democracies are increasingly based on per-
sonal nonpolicy factors rather than purely program-
matic ones. One democracy where the personal
characteristics of candidates are argued to sway the
electorate is the U.S.; research carried out there has
shown that voters are prone to make their choices on
the basis of a politician’s personality and appearance,
rather than his or her policy platform. Outside the
candidate-centered political culture of the United States,
some research has found that in certain countries’ elec-
tions, leaders’ personal traits have been influential.

Going Personal

It could be argued that as office seekers have become
more visible, and personal attributes and style more
important to voters, so issues of personality increas-
ingly become central to an election campaign. In turn,
campaigns develop into a battle over the competencies
and traits of those who seek to govern. Across a
range of presidential and parliamentary democracies
elections are more and more characterized by two
simultaneous and interconnected processes: contes-
tants selling themselves to voters and attacking each
other. These processes are almost continuous through-
out the campaign, with information repeatedly re-
disclosed in a variety of different media arenas.
This information can often be highly personal, with



82 Candidate-Centered Communication

political actors’ private lives becoming a feature of the
campaign communication.

Selling the Self

Office seekers and their advisors spend a great
amount of time building an image that will appeal to
the electorate. Such a strategy can be seen as part of a
wider approach to garner support. Candidates’ and
party leaders’ appearances are carefully constructed
from the clothes they wear to their hairstyles. Indeed,
the well-groomed and suited candidate has become a
standard feature of nearly all electoral contests.

The strategy goes beyond outward looks though.
Contestants are eager to establish a personal bond
with voters. Their autobiographies are an important
element in establishing this link. Autobiographies pre-
sent voters with an insight into the person behind the
image. Presidential candidates and party leaders
reveal much about themselves to the electorate
through a variety of media outlets. For those cam-
paigning for high office it is important that their auto-
biographies match public expectations of what a
leader should be. Across a range of democracies, cer-
tain themes appear in these personal narratives: self-
made achiever, overcoming personal adversity, a
family person, a person of principle. Party and candi-
date advertisements and public relations offensives
attempt to draw on and amplify these themes. For
example, former Italian Prime Minister Silvio
Berlusconi issued all voters a glossy brochure about
himself in the 2006 Italian general election campaign.
In the United Kingdom, the Conservative leader,
David Cameron, used his own personal video Web log
to highlight his family life.

Contestants are also keen to signal what they have
in common with the electorate. An area where com-
monality can be established is through sport or popu-
lar culture. Taking part in popular activities or
supporting a sports team reinforces the sense that con-
testants share the same pleasures as voters. In the
United Kingdom, Tony Blair reminds the public from
time to time that he is a fan of Newcastle United
Football Club. In Ireland, it is important for politicians
to be seen attending sporting and cultural events and
taking part in the activities of those that elected them.
At the same time office seekers endeavor to be seen as
socially successful and to have a wide coterie of high-
achieving friends. Presidential candidates and party
leaders seek to exploit relations with celebrities from

the worlds of music, sports, film, and television, hoping
that some of their appeal will rub off on them.

In addition, contestants and their campaign teams
seek to differentiate themselves from their rivals on a
range of traits and competencies. A challenger’s teams
may look to position their candidates as newcomers or
outsiders, distancing them from the political establish-
ment. In Mexico, candidate Vicente Fox’s team made
a virtue of his lack of political experience in the 2000
presidential election campaign, portraying him as
untainted by corruption of political establishment.
The incumbents’ image managers may in turn seek to
emphasize their experience, record in office, and their
roles as international statesmen, vis-a-vis their rival’s
inexperience. For example, in Taiwan, President Chen
Li-an effectively used such a strategy in the 2000 pres-
idential campaign.

Character Assassination and Media EXposés

Although contestants and their campaign teams
choose to “go personal” they are not in control of all the
information that circulates about them in the media dur-
ing a campaign. Character assassination and tabloid
exposé are now a quintessential part of many cam-
paigns. Personal attack advertising increasingly domi-
nates races. Personality assassination has reached its
apex in U.S. election campaigns, where 30-second
advertisements are used to construct a damaging image
of a candidate’s opponents. U.S. presidential election
campaigns tend to be dominated by hard-hitting, often
factually inaccurate, attack advertisements. Outside the
United States, a host of studies on campaign advertis-
ing have reported the presence of negative personal
adverts. For example, in the United Kingdom, there
have been regular complaints about advertisements per-
sonally attacking rival party leaders.

Over the last 30 years, James Stanyer and Dominic
Wring observe, there has been a trend toward intrusive
political reporting in a large number of democracies.
This inclination is perhaps more developed in some
democracies than others. If one was to imagine a
continuum between two poles, one where privacy
intrusion is a common feature of political reporting
and the other where it is rare due to legal and other
measures, then the United States and the United
Kingdom would probably be close to the first extreme
with a range of countries such as South Africa,
Australia, New Zealand, and India not far behind. At
the other extreme would sit several continental
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European countries, notably Germany and France,
which have strict privacy laws.

However, there has been some movement along this
axis over time. Indeed, in the United States and the
United Kingdom intrusion is more widespread than 40
or so years ago. Candidates’ and leaders’ personal his-
tories provide material for journalistic investigation,
and there is increasing revelation about contestants past
financial and sexual indiscretions. In the United States,
recent presidential campaigns have seen media exposés
of candidates’ extramarital sex lives. In 1988, front-
runner Senator Gary Hart was forced to withdraw from
the Democrat primaries, after revelations that he was
having an extramarital affair. A similar exposé nearly
derailed Bill Clinton’s bid for the White House in 1992.
In 2004, Democrat presidential candidate John Kerry
denied widely circulating rumors that he had an affair
with an intern. Compare this to the absence of reporting
on President Harding’s affairs with Carrie Phillips
and Nan Britton, Franklin D. Roosevelt’s relationships
with Lucy Mercer and Missey LeHand, Dwight D.
Eisenhower’s romance with Kay Summersby, Kennedy’s
various affairs, and Lyndon B. Johnson’s affair with
Helen Gahagan Douglas.

There has been an emergence of a journalistic cul-
ture which is hostile toward political elites and keen to
expose activities they see as hypocritical. This is often
done in the context of the importance of personal
issues in voter decision making. Although this trend is
less developed in some democracies such as France, as
noted, some have observed the beginning of intrusive
journalism there. In 2006, the potential candidates for
the French presidency, Segolene Royal and Nicolas
Sarkozy, found themselves the subjects of intrusive
photography in popular tabloid magazines. These and
other intrusions have been attributed to the spread of a
tabloid journalistic culture and the growth of the
Internet. Indeed, with the spread of the Internet there
are many Web sites and blogs devoted to political gos-
sip that lie outside direct legislative control. In such an
environment, revelations about contestants seeking or
holding elected office, however tangential to their abil-
ities, if not printed in the press, are revealed online.

In summation, personal campaigning can be said to
be a feature of many democracies, especially in relation
to the extent to which leading political actors, rather
than parties, have become the visible focus of televised
elections. That said, in terms of negative advertise-
ments and journalistic intrusion, it could be argued
that the extent of personal campaigning varies quite

considerably between democracies. It is this second
dimension of personal campaigning, and its spread, that
may pose the greatest challenge for democracies though.

James Stanyer
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CANDIDATE FiLMs, BIOGRAPHICAL

Candidate films are a form of political advertising that
candidates use to present their biographies and issues to
voters. These films, which usually run about 10 min-
utes, give campaigns the ability to flesh out who candi-
dates are and what they stand for. Candidate films
resemble short documentaries and are usually the
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longest piece of advertising that a campaign uses to
present its candidate and policy positions to voters. This
is an important component because the other options
that candidates have to get their messages across—such
as TV ad spots from campaigns and candidate coverage
on TV news—have become ever shorter.

Candidate films tend to focus on personal and pro-
fessional aspects of the candidate, including the values
they learned from their parents, their relationship with
their children, their duty to country, and their vision for
the future. The biographical and issue-oriented infor-
mation in candidate films usually revolves around one
dominant theme, thereby creating an efficient package
for audiences to absorb and interpret. Producers of can-
didate films often use focus groups and survey data to
help make the films more persuasive to voters.

Unlike 30-second TV ad spots, a candidate film is
generally not broadcast over and over again on televi-
sion. Instead, it is targeted to voters via direct mail and
is shown at political party conventions and on candi-
dates” Web sites. Select footage from candidate films
is often later included in a candidate’s 30-second TV
ad spots, creating visual and verbal consistency in the
campaign’s overall message to voters. Candidates for
president, governor, and senator have made and dis-
tributed these films.

Types of Candidate Films

There are distinct differences among candidate films
depending on what type of race it is being used for. At
the presidential level, there are films made for the gen-
eral election and films made for the primary campaign.
General election candidate films, often called “presi-
dential campaign films,” are broadcast to a national TV
audience during the Democratic and Republican
national conventions, usually right before the presiden-
tial nominee’s acceptance speech. This type of candi-
date film focuses mostly on biography and promoting
pleasant images of the presidential nominee.

Candidate films that are used during the primaries,
called “primary campaign videos” or “meet the candi-
date videos,” are put on videocassette or DVD and
mailed to party faithful and potential donors during
the early months of the primary campaign season.
Also, the videos typically are shown to small groups
of supporters who gather in living rooms at the thou-
sands of house parties that are conducted during the
primaries. Journalists also receive the videos in an
attempt to spur positive coverage.

Candidate videos at the primary level concentrate far
more on specific issues of the day to move potential
voters to the polls. The reason for the different
approach is that primary candidates deal with voters
who are, on average, more involved in the political
process and are more interested in complex issue dis-
cussion. Also, because primary campaigns are intra-
party contests, playing up issue differences helps voters
differentiate between a host of candidates who at first
might not seem that different from each other. Because
candidate videos are usually the first advertising run by
a campaign during the primaries, the appeals found
within lend insight into how candidates choose to shape
the image that they first present to the public.

Candidate films that are used for gubernatorial and
senate races tend to be similar in structure to presiden-
tial candidate films in that the films combine bio-
graphical information during the first half of the film
and then move into a discussion of issues.

History of Candidate Films

Today, candidate films are disseminated via almost
every medium except film. In addition to being broad-
cast on television, this form of political advertising
can be distributed on videocassette, DVD, or the
Internet. However, the first presidential campaign
films, which began in 1924 with Calvin Coolidge, ran
in movie theaters. Presidential campaigns later
switched to buying time to broadcast them on televi-
sion. The modern era of presidential campaign films
began in 1984, with Ronald Reagan’s reelection film,
A New Beginning. Reagan’s 1984 film was the first to
be shown directly before the candidate gave his accep-
tance address at the nominating convention. Because
the TV networks generally cover the acceptance
speeches, the film’s new placement increased the
chances of the film reaching millions of TV viewers.
The ploy worked. All Democrat and Republican pres-
idential candidates have since followed this strategy.
Candidate films at the primary campaign level
began with George H. W. Bush’s 1980 presidential
race. The 1980s was the first time that creating and
disseminating this type of advertising on videocas-
sette became cost-effective and the first time that a
majority of U.S. households contained VCRs on
which to play the films. In every election year since
1988, a majority of presidential candidates have used
candidate videos in their advertising strategy, spend-
ing hundreds of thousands of dollars to produce and
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distribute them. Several candidates, including Bill
Clinton in 1992, have found these videos crucial to
their nomination victory.

How Voters Interpret Candidate Films

Voters who watch candidate films tend to construct their
own meaning from the prepackaged biographical and
issue elements contained within the 10-minute ad.
Viewers draw on their pre-existing knowledge of how a
candidate should look and sound, as well as news cov-
erage of the general political climate, to make their
interpretations. Such a process results in viewers accept-
ing, ignoring, or transforming the films’ messages.

John Parmelee

See also Political Advertising; United States Information
Agency
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CANDIDATES AND THEIR IMAGES

Candidates and Their Images: Concepts, Methods and
Findings, by Dan Nimmo and Robert Savage, is the
seminal work in the specific research area of candidate
image. Published in 1976, Nimmo and Savage utilized
an expansive approach in their examination that not only
produced useful findings in regard to candidate image
but also helped direct the course of future research in the
subject. Nimmo and Savage made significant contribu-
tions such as defining candidate image, providing a

conceptual framework for study, and offering method-
ologies conducive to exploring candidate image.

Nimmo and Savage define an image as “a human
construct imposed on an array of perceived attributes
projected by an object, event, or person.” Interested in
the relationship between images and messages, the
authors offered a transactional view of candidate
images as consisting of voter perceptions based on
subjective voter knowledge and candidate messages.
Nimmo and Savage concluded that political images
“reflect relationships in which leaders not only project
selected attributes but must also imagine how follow-
ers perceive them; followers not only perceive leaders
but also imagine how leaders perceive them.”

In Candidates and Their Images, Nimmo and
Savage studied a comprehensive range of issues
related to the topic. These included candidate image
content, in-depth examination of the transactional
nature of candidate images, how candidate images
change, the relationship between electoral outcome
and candidate image and the relationship between vot-
ing behavior and candidate image. Besides thorough
investigation of previous research on image, the
authors employed a variety of methodological tech-
niques in generating original findings. These included
Q-sorts, factor analysis, and regression analysis.

Nimmo and Savage were able to draw several
important conclusions from their original findings.
Included in these is the idea that candidates usually
have more than one varying image. They also found
that although images can be complex, voters usually
assess candidates on only a few traits. Empathy,
strength, and integrity were popular traits on which
voters made these assessments. The authors were inter-
ested in how these image traits might be combined into
broader image types and found in their research only a
few types (three to five) emerging. Nimmo and Savage
found that candidate images can change both during
and between campaigns and that images change in
relation to whether candidates win or lose elections. In
terms of voting, the authors conducted a study of the
1972 presidential election and found that the candidate
image aspect of candidate evaluation was the most
important factor in explaining voting behavior. Nimmo
and Savage also offer up the idea that candidate image
can be divided into political and stylistic components,
with the former consisting of “leadership, partisanship
and issue traits” and with the latter composed of “per-
sonality and performance traits.” The authors offer an
educated guess that personality is more important to
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voters during a campaign with political qualities being
more influential post-election.

Mike Chanslor

See also Image, Political
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CARDOSO, FERNANDO
HEeNRIQUE (1931-)

Fernando Henrique Cardoso was the president of
Brazil from 1995 to 2003. He was the first president to
govern for two consecutive terms. FHC, as he is also
known, was trained as a sociologist at the University of
Sao Paulo, where he became a professor in 1953. In
the late 1960s, FHC was considered an influential
intellectual, interested in analyzing democracy, inter-
national development, and social changes. Since the
beginning of the 1960s, FHC was a regular collabora-
tor in the main newspapers and magazines in the coun-
try. During the 1980s, he maintained a weekly column
in the Folha de S. Paulo newspaper, and since 2003, he
has written a monthly column in O Globo, O Estado de
S. Paulo, and Zero Hora newspapers.

With an intense presence in protests aimed at the
development of public schools, the modernization of
universities, and the effort to overcome the authoritar-
ian military regime, FHC was persecuted after the mil-
itary coup of 1964. To escape the persecution, he spent
the 1970s and early 1980s teaching, researching, and
writing in France and Chile. In 1968, he returned to
Brazil and assumed the Political Science chair at the
University of Sao Paulo. In 1969, he is compulsorily
retired, having his political rights revoked. In order to
stay in Brazil, FHC and other professors founded the
Centro Brasileiro de Analise e Planejamento (Brazilian
Center of Analysis and Planning), which became an

important center for the analysis of Brazilian public
policy. FHC was an important participant in a peaceful
transition from the military regime to the democracy.

As a supporter of the democratic reform, FHC was
elected senator in 1982. In addition, he was a founding
member of the Partido da Social Democracia
Brasileira—PSDB (Brazilian Social Democratic Party).
Before being elected as the president of Brazil, he served
as the minister of foreign relations from 1992 to 1993
and as the minister of finance from 1993 to 1994.

In June 1994, as the minister of finance, FHC
directed the creation of the Plano Real (Real Plan), a
set of measures taken to stabilize the economy. The
objective of this plan was to create a strong currency
that would help to decrease inflation indices in Brazil.
As a result, a new currency was created: the real.

After the creation of the new currency, the opinion
polls indicated a growth in FHC’s popularity. Due to
the positive impact of the real on the population, FHC
surpassed his opponent and won the election later that
year. FHC’s presidential terms were marked by eco-
nomic stability and growth, economic reforms, priva-
tizations, and educational expansion.

After his terms as the president of Brazil, FHC has
dedicated his time to giving presentations and to the
Fernando Henrique Cardoso Institute. In 2002, FHC
was nominated by the United Nations as the authority
with the most remarkable work in human development.

Juliana de Brum Fernandes
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CARRIE CHAPMAN CATT
CENTER FOR WOMEN AND PoLITICS

The Carrie Chapman Catt Center for Women and
Politics was founded in 1992 at Iowa State University
to interest, educate, and engage citizens in the politi-
cal process. The center honors Carrie Chapman Catt,
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a distinguished alumna of Iowa State University and
longtime suffragist who led the campaign to ratify the
19th Amendment to the U.S. Constitution giving
women the right to vote. Catt also founded the League
of Women Voters.

The center offers leadership development, mentor-
ing, and educational opportunities through a freshman
learning community, courses on leadership, the Catt
Associates student organization, and the Legacy of
Heroines scholarship program. It is developing a cer-
tificate program on Community Leadership and
Public Service. The center fosters scholarship on
issues related to women and politics through the
annual Carrie Chapman Catt Prize for Research on
Women and Politics and the only existing Archive of
Women’s Political Communication.

Through the Mary Louise Smith Chair in Women
and Politics, the center brings prominent women lead-
ers, scholars, and activists to campus. Chairs have
included current and former members of Congress
(Elizabeth Dole, Carol Moseley Braun, Pat Schroeder,
and Nancy Kassebaum Baker); former Gov. Christine
Todd Whitman; and journalists Soledad O’Brien,
Lynn Sherr, Carole Simpson, and Eleanor Clift. The
center also offers campaign schools for women inter-
ested in running for public office.

The center’s programs blend the resources and
scholarship of the academic community with the
experiences of practitioners in fields
important to the political process.

Dianne G. Bystrom
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CARrRTOONS, PoLITICAL

Political cartoons are an inherent

place. A political cartoon is a visual commentary.
Therefore, a political cartoon is primarily an opinion-
oriented journalistic medium and can usually be
found on the editorial pages. Its subject matter is
devoted to a contemporary and newsworthy political
issue. However, its readers are required to possess
some basic background knowledge about its subject
matter. The underlying assumptions must be clear
and provided by the media coverage of at least the
supporting medium. Otherwise, the audience might
have problems decoding the depiction due to the gap
in knowledge.

Political cartoons are a regular occurrence in media
coverage. They mainly appear within the pages of
newspapers. Undoubtedly, political cartoons are
shown in other media, too, but it is critical that the
media in which the cartoon is published be current and
up-to-date or the meaning and context may be lost.

From a more technical point of view a political car-
toon is an artistic vehicle, which is characterized by
both metaphorical and satirical language and the use
of wit techniques. In some ways, it is a journalistic
and artistic hybrid. Ideally, the political cartoon is able
to point out contexts, problems, and discrepancies of
a political situation. In their drawings, political car-
toonists judge the political course of life and are only
concerned with the cartoonists’ points of view, but
this does not mean that they are allowed to alter
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part of a free society. In any society
where freedom of speech and the
press is constitutionally guaranteed,
the political cartoon occupies a special

emissions.

This 1998 cartoon calls attention to the air pollution caused by vehicle

Source: Clay Bennett / © 1998 The Christian Science Monitor (wWww.csmonitor.com).
All rights reserved.
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facts. Even here, facts are sacred and only the visual
comments are free to exaggerate. To do so, political
cartoonists must choose and encode specific informa-
tion related to an issue. During the visual transforma-
tions, many decisions (e.g., statement, symbols,
allegories, wit techniques, composition) must be
made. While doing so, the cartoonist must keep in
mind whether his or her audience will be able to
understand the editorial cartoon. When successful,
political cartoons can fulfill an important criticizing
and controlling function in society. In addition, the
political cartoon can encourage the process of opinion
formation and decision making. And last but not least,
political cartoons are entertaining and recreational.

Thomas Knieper

See also Humor in Politics
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CARVILLE, JAMES (1944-)

James Carville is a political consultant and
Democratic strategist who came to fame working as
the campaign manager for President Bill Clinton’s
1992 and 1996 election campaigns. The “Ragin’
Cajun,” as Carville came to be known, because of his
feisty debating style, was born in Carville, Louisiana
(named for his grandfather). He received a bachelor’s
degree and a law degree at Louisiana State University.

His career as a campaign manager did not start well,
as his first three candidates lost the elections that he
managed.

Carville’s work as a campaign manager was unsuc-
cessful until Robert Casey’s victory in the 1986
Pennsylvania gubernatorial race. Subsequent cam-
paigns for Frank Lautenberg’s Senate campaign in
1987 and Zell Miller’s Georgia gubernatorial cam-
paign in 1990 also proved successful. As a result,
Carville was beginning to make a name for himself in
the Democratic party. But the defining moment in his
career was his management of Harris Wofford’s
come-from-behind victory for U.S. Senate in
Pennsylvania in 1991 over well-known former gover-
nor and U.S. Attorney General Richard Thornburgh.
Carville led Wofford’s campaign from a 40-point
deficit to an upset landslide win.

After the successful 1992 presidential campaign
with Clinton, Carville was awarded “Campaign
Manager of the Year” from the American Association
of Political Consultants. It was during the 1992 cam-
paign that he met his wife, Mary Matalin, who was
serving as President George H. W. Bush’s campaign
manager. They coauthored a book about the 1992
campaign titled All’s Fair: Love, War, and Running for
President. Matalin and Carville were married in 1993,
and they have two daughters.

More recently, Carville served as a host of CNN’s
“Crossfire” from April 2002 to June 2005. He also
shifted his attention from national political campaigns
to international political campaigns. His most notable
international campaign was the successful 1999 elec-
tion of Ehud Barak as prime minister of Israel. His
consulting firm no longer works on domestic political
campaigns.

In 2003, Carville and his wife served as consulting
producers and cast members of the HBO series K
Street, which portrayed current events in a pseudo-
reality framework (the dialogue was largely ad-
libbed). Carville also appeared in the Academy Award
nominated documentary The War Room.

His book credits include: Buck Up, Suck Up ... and
Come Back When You Foul Up with Paul Begala;
We’re Right, They’'re Wrong: A Handbook for Spirited
Progressives; The Horse He Rode In On: The People
vs. Ken Starr; and Stickin—The Case for Loyalty.

Kristin K. Froemling

See also Matalin, Mary
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CastrO, FIDEL (1926/1927-)

Fidel Castro Ruz may be the most famous Latin
American of the past century, though he has ruled only
a Caribbean island about the size and shape of the state
of Tennessee in the United States. He became Cuba’s
undisputed commander-in-chief in January 1959 by
overthrowing his military predecessor in a 2-year guer-
rilla war. By mid-2006, when major surgery forced him
to temporarily step down in favor of his brother, Radl
Castro Ruz (1931-), he had held power longer than any
other current leader in the world.

Even before 1959, Castro’s declarations and activi-
ties attracted world attention, and for many he soon
became what the BBC in 2006 called a “world icon.”
Many others in the Miami exile community of more
than one million, and others elsewhere, saw him as the
embodiment of Satan. His international stature was
based on his claims to be building socialism in Cuba
and his constant verbal and often indirect military
attacks on the United States and imperialism in gen-
eral. (Castro supported “Marxist imperialism,” how-
ever, such as Che Guevara’s 1966-1967 war in Bolivia
and the 1968 Soviet-bloc invasion of Czechoslovakia,
the latter to the profound dismay of many leftists
worldwide.) Among the manifestations of his interna-
tionalism were decades of active involvement in the
so-called Nonaligned Movement (NAM). In September
2006 Cuba hosted the NAM’s 14th summit, and Cuba
was made chairman for the next 3 years.

Although some have argued that Washington’s hos-
tility in 1959 pushed Castro into the Soviet bloc, earlier
actions and comments had signaled his long-term
intentions. Most pointedly, a 1958 letter (now displayed
on the top floor of the Museum of the Revolution in
Havana) to his closest comrade, Celia Sanchez,
declared that his “true destiny” would be a prolonged
war against the United States. In order to do this he pro-
claimed himself a Marxist-Leninist, Cuban communist
and forged an alliance with the Soviet bloc, which
eagerly sought its first ally in the Western Hemisphere.
This alliance provided Cuba with both a military shield
against the United States and a multibillion dollar
annual subsidy amounting to more than a quarter of the
annual GDP’s budget. In exchange, and out of convic-
tion, Castro supported many Soviet-initiated interna-
tional policies. During his first 2 decades in particular,
he trained thousands of guerrillas from Latin American
and other areas, proclaiming in 1962 that “the duty of

every revolutionary is to make revolution.” Between the
mid-1970s and late 1980s he sent hundreds of thou-
sands of Cuban troops to help allies in Africa, particu-
larly in Angola and Ethiopia.

Although Castro’s main international alliance dur-
ing the cold war was with the Soviet bloc, and for
decades with sometimes anti-Soviet “Fidelista” guerril-
las, his fundamental beliefs (like Guevara’s) were more
in line with those of China’s Mao Zedong. During the
1950s Castro had promised to restore Cuba’s progres-
sive 1940 constitution and hold elections, but he did not
relinquish any power until 2006 and then only to his
brother and several colleagues. Like Mao, and contrary
to Marx, Castro was convinced that history is driven
more by personal will than by economic forces. This
led him to try to cultivate a “new socialist man” who
was motivated by moral (not material) incentives and a
selfless devotion to socialist egalitarianism. His most
militant campaigns toward this egalitarianism were
the Revolutionary Offensive (1966 to 1970), which
stressed revolution supported socialism, not private
venders and overlapped Mao’s much more brutal
Cultural Revolution (1966 to 1976), and the Rectifica-
tion Program launched in 1986. In the 1990s, after the
collapse of the Soviet bloc, Cuba entered a deep eco-
nomic crisis caused by Castro’s own economic policies
and the disappearance of bloc subsidies and trade. As
during earlier economic crises, Castro briefly permitted
some small private businesses, which he eliminated
again when a degree of economic stability and growth
were restored in the new millennium.

Castro’s supporters note correctly that Cuba
became absolutely independent of the once-dominant
United States, though the island then became depen-
dent on aid from the Soviet bloc and, currently,
Venezuela. His most admired policies have been health
and education programs, their successes being built on
what were already among the best (if unevenly avail-
able) health and education systems in Latin America.
He also denied Cubans the freedom to read or act on
ideas that differed from his own. From 1959 on, Castro
repressed anyone he thought might threaten his
absolute power, however insignificant or prominent
the person might be, in the name of the people.
Castro’s denial of political and economic freedoms
contributed to economic stagnation that brought
rationing and dependence of up to half the population
on remittances from exiles (whom Castro calls
“worms”) and increasing disparities among Cubans on
the island. Thousands have died at sea seeking exile.
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Castro’s pursuit of his destiny in the context of the
cold war guaranteed constant tension with the United
States and some other governments. His confiscations
of U.S. properties and Soviet alignment were the main
factors leading to Washington’s breaking diplomatic
relations in 1961, as well as imposing a trade embargo
and half-heartedly supporting the abortive Bay of Pigs
invasion by Cuban exiles. In 1962, the Soviet Union
tried to place ICBMs in Cuba and a global nuclear con-
frontation was averted only when a U.S.-Soviet agree-
ment was reached, without consulting an infuriated
Castro. U.S.-Cuban tensions surged and fell thereafter,
periodically peaking, as when Castro allowed 125,000
Cubans to flee to Florida from the port of Mariel (1980)
and when Soviet-Cuban MiGs shot down two unarmed
U.S. Cessnas (1996). Castro’s relations with his Soviet-
bloc patrons began deteriorating even before the bloc
collapsed because Castro rejected their emerging
domestic and international reforms. The end of the cold
war did not bring a lifting of the embargo. In fact, the
1996 Helms-Burton Law, coupled with the pressure of
Miami’s Cuban American population, have resulted in
tightening of the embargo several times.

By 2007 the prospects for Fidel’s domestic revolu-
tion were in doubt as Rail seemed to favor more
market-oriented economic policies. Meanwhile,
Castro’s leadership of resurgent Latin American anti-
Americanism was passed willingly to Venezuela’s
dynamic new president, Hugo Chéavez.

William Ratliff
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CELEBRITIES IN PoLiTics

Although their fame is achieved outside of the political
realm, celebrities (those who derive their fame from

entertainment media, such as television, film, music,
and sports) are increasingly becoming involved in var-
ious aspects of the political process. They commonly
associate with elected officials, run for elected office,
or attempt to influence policy and elections. This tran-
sition into politics has been eased by the emergence of
radio and television, a democratization of fame, and
structural changes in the news media.

Beginning in 1918 when Woodrow Wilson enter-
tained silent movie stars, politicians have reaped the
benefits of associating with celebrities. Celebrities
attract media attention and provide visibility to candi-
dates and causes. They also have the potential to
increase and improve fundraising efforts as well as
draw in other participants and potential supporters.
Politicians also benefit simply by uniting with a glam-
orous name. Presidents often invite winning sports
teams to the White House, for example, hoping that
people will also deem them winners.

Celebrities also become involved in politics by run-
ning for elected office. Aided by their fame, celebri-
ties have run for office since the 1940s. The most
prominent example, however, is the actor Ronald
Reagan, who twice was elected president. A more
recent example occurred in 2003 when former movie
star Arnold Schwarzenegger was elected governor of
California.

More commonly, celebrities endorse candidates for
office or lobby on behalf of specific causes. The first
significant instance was during the 1920 election
when entertainers rallied to support Warren Harding,
and the first formal endorsement occurred in 1940
when actors gathered to form the Hollywood for
Roosevelt Committee. This type of involvement
became prominent in the late 1960s when many
celebrities began to feel it would be irresponsible not
to wield their celebrity status for political purposes. A
number of celebrities, most notably Jane Fonda,
became vocal antiwar activists. Today, this type of
celebrity involvement in politics has become com-
monplace. Charlton Heston, for example, has become
almost synonymous with the gun lobby and Barbra
Streisand is well known for her support of liberal
causes and candidates.

Although historically there has always been a con-
nection between Hollywood and Washington, D.C.,
celebrity involvement in politics has been increasing
for a number of reasons. The emergence of radio and
television allows for intimate communication with the
general public, leading to a democratization of fame.
Due to the proliferation of the mass media, fame is not
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restricted to royalty; ordinary people can now achieve
prominence. Structural changes in the news media
have also eased celebrities’ entrance into politics.
Celebrity involvement in politics fits the needs of a
news media focused on human interest stories, not
detailed and substantive policy reports. As long as the
public enjoys hearing news and gossip about celebri-
ties, journalists will continue to cover celebrity
involvement in politics.

Kelli E. Lammie
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CENSORSHIP, PoLITICAL

Political censorship is as old a social phenomenon
as politics itself. It normally refers to the mecha-
nism, process, or system employed to restrict people’s
expression of ideas deemed subversive, seditious,
unorthodox, or politically incorrect. To a different degree
and through a variety of measures, all political enti-
ties in human history used some type of political cen-
sorship to reinforce their ruling ideology, governing
legitimacy, and social order. The objectionable mate-
rials were either deleted by the censors, banned from
publication, or totally destroyed, and the violators
were subject to different types of punishment, rang-
ing from fines, prosecutions, tortures, jail terms, or
even execution. The censoring process can be carried
out by a government-appointed agency, by the editors
and managers of a medium, or by the authors them-
selves. Political censorship targets all publication
forms and communication channels, including but
not limited to books, newspapers, radio programs,
television programs, theatres, films, cartoons, adver-
tisements, speeches, photographs, and various infor-
mation on the Internet. The practice of political
censorship intervenes in and infringes upon the free-
dom of press and the freedom of expression.
Although many countries in the present world
still rely on political censorship to regulate public

opinion, its effect has been questioned and its
rationale has been criticized.

The History of Political Censorship

The practice of political censorship can be traced back
to the early ages of human civilization. In ancient
Athens, the great Greek philosopher Socrates, who is
widely regarded as the father of political philosophy,
was found guilty of impiety and of corrupting Athenian
youth through his teaching of unorthodox political
ideas. To quell his voice, the Athenian authority sen-
tenced him to death by drinking a cup of poison in 399
B.C. Half a world away, China’s first emperor, Shi
Huang Di, defeated six rival states and established
China’s first unified empire, the Qin Dynasty in 221 B.C.
To reinforce the authority of the central government, he
ordered that all history and literary works, excluding
books about agriculture, divination, and medicine, be
burned. The next year, more than 400 dissenting schol-
ars were buried alive for their treasonable words.

The Middle Ages of Western Europe had been suffo-
cated by the widespread political censorship in the dis-
guise of religious oppressions and persecutions. The
printing technology developed in the 15th century in
Western Europe triggered the mass production of
printed books. In the meantime, the censorship of the
printed publications also intensified. Most of the
well-known writers, thinkers, and philosophers living
in the Enlightenment and Industrialization periods,
such as John Milton, Montesquieu, Rousseau, Voltaire,
Immanuel Kant, Friedrich Schiller, Karl Marx, etc. were
the victims of political censorship. For example, King
Charles II of Great Britain issued a Proclamation in
1660, ordering the burning of John Milton’s works for
treasonable passages against authorities. In France, the
books written by Voltaire, the famous Enlightenment
writer and philosopher, were burned in public.
Rousseau’s book Social Contract was banned as being
subversive and impious. In sum, it is estimated that
between 1600 and 1756, about 900 French authors,
printers, and booksellers, including Voltaire and
Diderot, the chief editor of the famed Encyclopedie,
were jailed in the Bastille for their treasonable works.

The modern age of human history also witnessed
extensive and institutionalized political censorship.
Two World Wars and the enduring cold war in the 20th
century had been fought not only on the battlefield but
also in people’s minds and in the political arena. In
May 1933, a wave of book-burning movements
engulfed Nazi Germany. The propaganda minister
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Joseph Goebbels declared that the German nation
needed to clean itself internally and externally by
destroying those degenerate, unpatriotic, treasonable
books written by Communists and Jewish authors.
From the late 1940s to mid-1950s, under the perceived
threat of Communist subversion, U.S. Senator Joseph
McCarthy initiated a series of investigations on the
loyalty of U.S. government officials, scholars, and
artists. During this time, a lot of books were taken off
the shelves, hundreds of people were sent to prison,
and numerous authors, film actors, directors, and
screenwriters were labeled “un-American” because of
their supposedly procommunist beliefs or activities. At
the same time, the Soviet Union and China imple-
mented explicit and implicit measures to systemati-
cally suppress opposing opinions on the media and to
purge those political dissidents. For example, in the
Soviet Union, multiple layers of political censorship
organs were institutionalized to monitor and examine
various media and publications. In China, during the
anti-Rightist campaign in 1957, more than half a mil-
lion intellectuals were sent into concentration camps
where hundreds of them died, because of their so-
called anticommunism and antirevolutionary speeches,
articles, or thoughts.

The end of the cold war did not end the practice of
political censorship. Moreover, the advent of the
Internet and online technology expanded the practice
of political censorship onto the nascent cyber sphere.

The Purposes of Political Censorship

Most of the censoring practices were carried out in the
name of reinforcing government legitimacy, maintain-
ing social order, or protecting national security.

For those nondemocratic governments, political
censorship has been widely used to suppress the publi-
cation of opposing political ideologies, or any infor-
mation that might hurt the legitimacy of the
authorities. For example, in Nazi Germany, books
written by Jack London, Thomas Mann, Karl Marx,
Sigmund Freud were labeled as degenerate, treason-
able, and un-German. Huge piles of these works, nor-
mally covered with Communist flags, were burned in
public. During the cold war, news stories or literatures
that were considered critical of the socialist system
were routinely censored by the Soviet Union govern-
ment. In some incidents, a publicly used photograph
was altered to remove people who had been purged in
the political movement. After the Tiananmen Square

incident of 1989, the Chinese government forbade any
public discussions or media coverage about this event.
Meanwhile, systematic measures have been imple-
mented in China’s traditional and online media to cen-
sor materials on issues of democracy, human rights,
Tibet independence, and foreign policy.

To maintain a peaceful social order and racial har-
mony, many governments explicitly prohibited the
publication and dissemination of subversive messages
and hate speeches, especially through the mass media.
For example, many European countries today outlaw
Holocaust denial as a form of hate speech. In France,
specific laws were passed to restrict the open expres-
sion of anti-Semitism and ethnic bias in public. Since
1999, China banned any publicity by the religious
group Falun Gong, and denounced it as an evil cult
that spread rumors and harmful information. The gov-
ernment of Singapore has imposed tight restrictions
on political contents in the mass media. It claimed that
the racial and religious conflicts in the past justified
these censorship measures.

In time of war, many governments also relied on
political censorship to filter out information that
might hurt national security, assist an enemy, or sim-
ply cause embarrassment. For example, it is a routine
procedure for military authorities to monitor, control,
or even manipulate media’s coverage of warfare. The
censorship was so common and extensive that it led to
the notion that the first casualty of war is truth.
A widely covered case of the wartime political cen-
sorship is the so-called Pentagon papers. In 1971,
the U.S. government asked the Supreme Court to
restrain two newspapers, The New York Times and The
Washington Post, from publishing a classified study
on the U.S. government’s decision-making process
during the Vietnam War. The confrontation led to
clamorous controversy and major legal battles, which
the newspapers eventually won. A recent example of
military restriction on information involved the pho-
tographing or filming of dead U.S. soldiers and their
caskets carried back from the Iraq war.

The Measures of Political Censorship

Political censorship can be enforced through govern-
ment licensing, prior censorship, and postpublication
censorship.

In the past, governments in Western Europe
required newspapers, publishers, broadcasting net-
works, booksellers, and theater directors to apply for
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authorization to operate. The licensing requirement
was often supplemented by a mandatory deposit of
money as security. This procedure not only prohibited
political dissidents from reaching the general public
via the mass media, but also reduced their ability to
use the media as any kind of outlet for their com-
plaints. Today, many governments continue to use
licensing as a tool, though with some modifications,
to control the operation of mass media. For example,
the Chinese government recently granted the online
search engine Google.com an operation license in
China, only after the company agreed to comply with
the government’s Internet censorship regulations.
Also, it was disclosed that the Chinese government
kept a blacklist of foreign correspondents who had
been critical of China and banned them from getting a
visa to China. In August 2006, the Singapore govern-
ment required that all foreign media operating on its
land have a legal representative in the country and pay
a deposit of about 125,000 U.S. dollars. This policy
imposed pressure on those foreign publications that
had been critical of the Singapore government.

Governments in different times of history also used
the method of prior censorship. Prior to the publica-
tion of a book, magazine, or newspaper, or prior to the
release of a movie or performance of a play, the gov-
ernment-appointed censors inspected the content, and
determined if it was appropriate for the general pub-
lic. For example, in 1820, authorities in Germany
imposed prior censorship on all periodicals and books
of fewer than 320 pages. In the Soviet Union, and for-
mer communist countries in Eastern Europe, all
movies, books, newspapers, and magazines had to be
previewed by the designated censoring department
within the government. However, prior censorship has
its weaknesses. For example, the shifting political
reality and constantly changing press regulations
made the criteria of censorship highly unpredictable
and often arbitrary. Normally, there were no specific
guidelines for censors to follow; most decisions were
made by individual censors on a case-by-case basis,
which often led to the abusing of power and overreact-
ing. Moreover, prior censorship required a lot of time
and people to enforce it. In the Soviet Union, every
large publishing house, major newspaper, and broad-
casting studio had government appointed censors to
review and control information before it was dissemi-
nated. The main organ for official censorship
employed over 70,000 censors to handle this state-
imposed censorship.

Most authorities relied on the postpublication
censorship to control the objectionable information
that was already in the public domain. In many cases,
a book, an article, or a movie, was found subversive,
unorthodox, or harmful by the authorities only after it
had been released or published. The authorities might
resort to the postpublication censorship to withdraw
the documents, destroy the copies, prohibit its publi-
cation, block people’s access to the materials, and
punish the violators. The postpublication censorship
is an old and widely used political censorship
method. In fact, it is not an exaggeration to say that
most of the classic works on politics and philosophy
in human history have been banned, denounced, or
burned by authorities during certain periods. The
authors or publishers who offended the authorities
might lose their jobs, their credibility, their citizen-
ship, or even their lives. For example, between 1958
and 1968, Russian novelist Aleksandr Solzhenitsyn
secretly finished the writing of a monumental first-
hand narrative, The Gulag Archipelago, in which he
documented in great and shocking detail the Soviet
Union’s prison camp system. Because his previous
works were banned by the government, Solzhenitsyn
could not and dared not find a publisher within his
own country. The manuscript of this three-volume
book was microfilmed, smuggled out of the Soviet
Union, and published in the West in 1973.
Solzhenitsyn was awarded the Nobel Prize in
Literature for his writings. However, he was deported
from the Soviet Union and stripped of his Soviet cit-
izenship for treason. The Russian version of his work
was not officially published until 16 years later.

Since the 1990s, the spread of Internet technology
has given rise to a new form of postpublication politi-
cal censorship, in which the authorities simply block
people’s access to the online information deemed s
editious or harmful. The decentralized and instanta-
neous nature of Internet and online technology led
some people to believe that the cyber sphere may pose
an insurmountable threat to political censorship.
However, the authorities can counter the challenges
posed by the Internet through a variety of censorship
measures, including restricting Internet access, filter-
ing content, monitoring online behaviors, prohibiting
Internet use entirely, and punishing those violators. For
example, China claimed that it has recruited more than
30,000 so-called Internet police to monitor its fast-
growing cyber sphere. It has established a firewall that
prevents Internet users from accessing numerous Web
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sites that are run overseas by political dissidents,
followers of banned religions, and exiled ethnic groups.
In online chat rooms, the Web masters normally use
keyword search software to filter out messages consid-
ered “subversive” or “harmful to state’s security.”

It should be noted that many political censorship
practices were conducted by the authors or media edi-
tors themselves. Authors and publishers might have
voluntarily removed materials from their publications
or refrained from expressing certain views for fear of
government punishment or public pressure. In authori-
tarian countries, authors and editors normally avoid
direct criticism of the government in their publications.
In democratic countries, authors and editors use self-
censorship to avoid socially undesirable or politically
incorrect expressions or thoughts. For example, on
September 30, 2005, a Danish newspaper published
twelve editorial cartoons, most of which depicted the
Islamic Prophet Muhammad. This incident sparked
violent demonstrations throughout Muslim countries,
where people saw these portraits as blasphemy to the
Muslim faith. While covering this controversy, major
American print media chose not to reprint the cartoons.
In this case, the editors self-censored the materials
deemed offensive or socially undesirable.

The Results of Political Censorship

Political censorship contradicts the freedom of the
press and the freedom of expression. German poet and
journalist Heinrich Heine, whose works were banned
in his native land in the 1830s and 1930s, once wrote
that where men burn books, they will burn people in
the end. In general, undemocratic regimes have been
more inclined to enforce strict political censorship to
repress unorthodox and rebellious ideas. However, as
society becomes more open and modern, and as com-
munication technology becomes more advanced and
accessible, the restriction of political expressions not
only discredits the government that exercises this pol-
icy but also magnifies the influence and dissemination
of the censored materials. Several nongovernment
organizations, such as Reporters Without Borders and
Freedom House, have been actively fighting against all
kinds of political censorship in the world.

Xu Wu
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CENTER FOR THE STUDY
OF THE AMERICAN ELECTORATE

The Center for the Study of the American Electorate,
now affiliated with American University and its Center
for Democracy and Election Management, has been
for the past 31 years (for 30 years as an independent
nonprofit) the principal source for data on voter regis-
tration and turnout in the United States. Over those 31
years, it has, each biennium, issued reports on registra-
tion and voting in primary and general elections for all
elections for which there is a valid denominator of vot-
ing population for analyses. The center’s analyses of
election related matters have appeared in every major
publication and broadcast media in the nation.

The center has also conducted discrete studies on a
variety of issues, among them: the efficacy of changes
in registration and voting laws in enhancing voter
turnout; the impact of televised political advertising on
campaign cost and citizen attitudes; campaign finance,
particularly with respect to the impact of limits on
accountability, systemic flexibility and creating a level
political playing field; on the uses and abuses of exit
polls in projecting winners; on media coverage of poli-
tics. It has commissioned polls on campaign finance,
election-night projections, and the overall question of
citizen participation in politics. It has commissioned
studies on such issues as how other nations address the
issue of televised political advertising, the efficacy of
voluntary approaches to dealing with the deleterious
effects of such advertising, the content of that advertis-
ing, and both national and international literature on
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citizen disengagement from political life. The center
has held conferences and testified before Congress
on numerous occasions. Its works are often used by
policymakers, political practitioners and the academic
community. It was instrumental in the passage of the
National Voter Registration Act (the so-called motor
voter registration bill). It is currently working on a data-
base of turnout for president, state governors, U.S.
Senate and aggregate U.S. House of Representatives in
primaries (where relevant) and general elections based
on citizen-eligible turnout as of the election date each
year from 1860 to the present, and turnout prior to that
based on the best available data.

The initial and present motivation for the center’s
existence is a concern about what has been a continu-
ing disengagement of citizens from political involve-
ment in general and voting in particular. With the
exception of certain elections driven by fear of eco-
nomic conditions (1982 and 1992), hostility toward a
particular president (1994), or the polarization of the
nation (2004 to 2006), turnout has been declining
since it reached its apex in 1960. With the exception
of people over the age of 65 (and particularly people
over the age of 75 as modern medicine has made their
participation possible), turnout has been declining
among every age with every new generation partici-
pating less than previous generations. And with the
exception of the South (due to the Voting Rights Act,
the enfranchisement of African Americans and the
resultant two-party competition), voting has been
declining in every region. Voter participation has
declined by more than 20% nationally since 1960,
more than 25% outside the South. The young (aged
18-24) vote at about a 30% rate in presidential elec-
tions and a 15% rate in midterm elections. The United
States now stands 139th of 172 democracies in the
world in its rate of voter participation.

What the center has learned in its 31 years of study
is that the decline in participation is not a matter of reg-
istration and voting procedure—the nation has been
liberalizing those procedures for most of the last 40
decades, and participation has declined. This also
means that there are no procedural quick fixes to citi-
zen disengagement, and many of those which have
been proposed or tried—early voting, no excuse absen-
tee voting, mail voting or Election Day holidays—do
not enhance participation and carry with them serious
downside risks. The problem is not a matter of demog-
raphy because three of the four demographic indicators
of higher participation—education (more than twice as

many attend and graduate college now than in 1960),
age (our population has been aging since 1969), and
mobility (our mobility rates are lower than in the
1960s)—all should have produced higher turnout. Nor
is it a matter of competition, because the elections
which draw the highest turnout are those for president,
governor, and U.S. Senate, the latter two of which had
been decided, until the Voting Rights Act, by a one-
party whites-only Democratic primary in the South.

What is incandescently clear is that the decline in
citizen engagement in politics is due to declining
motivation, for which many causes could be ascribed,
including, but not limited to: the physical and media
fragmentation of American society; a decline in pub-
lic trust of America’s leaders; diminished quality in
education and diminished quantity and quality in civic
education; polarization and gridlock in public policy;
the execrable conduct of campaigns; the weakening of
society’s integrating institutions; and dominant values
that enhance self-seeking and consumer choice at the
expense of community and civic engagement values.
The continuing work of the center, beyond its staple of
studies, is to attempt to identify those problems that
most affect civic engagement and to explore methods
of addressing them.

Curtis Gans

See also Political Disaffection; Political Engagement;
Political Involvement; Youth Voting

Further Readings

Center for the Study of the American Electorate Web site:
http://spa.american.edu/ccps/pages.php?ID=23

Center for the Study of the American Electorate. (2005).
Turnout exceeds optimistic predictions: More than 122
million vote. Retrieved April 2, 2007, from http://spa
.american.edu/ccps/files/File/csae/csae011405.pdf/

CHAFFEe, STEVEN H.
(1935-2001)

Steven H. Chaffee received his Ph.D. from Stanford
University where he studied communication under
mass communication icon Wilbur Schramm. His
particular expertise was in political communication
theory, especially in regard to news.



96 Chavez, Hugo (1954-)

Chaffee was on the faculty of the School of
Journalism and Mass Communication at the University
of Wisconsin-Madison from 1965 until 1981. In 1982
he joined the faculty at Stanford University where he
remained until retiring from Stanford in 1999 to
become the first holder of the Arthur N. Rupe Chair in
Social Effects of Mass Communication at the
University of California, Santa Barbara.

A prolific writer and scholar, Chaffee published 13
books and more than 100 journal articles and book
chapters. In 1975 he edited Political Communication:
Issues and Strategies for Research, an early resource for
students and scholars of the developing field of political
communication. Among his best-known works was the
graduate text, Handbook of Communication Science
which he coedited with Charles Berger. Chaffee also
served for several years as the editor of the journal,
Communication Research.

A recognized leader in the communication disci-
pline, Chaffee served as president of the International
Communication Association (ICA). He also spear-
headed the development of research for the Kids Voting
project, an effort to encourage children to become
involved in elections. Part of his interest in these efforts
derived from findings that the involvement of children
made their parents more likely to vote.

In addition to being named an ICA fellow, Chaffee
received the B. Aubrey Fisher Award for service to
students in 1992 and the Paul Deutchmann award for
research excellence from the Association for
Education in Journalism and Mass Communication in
1999. In 2001 the American Political Science
Association awarded him the Murray J. Edelman
Career Achievement Award.

Lynda Lee Kaid
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CHAvez, HuGo (1954-)

Hugo Chavez Frias, born in 1954 in the town of
Sabaneta (Andean State of Barinas) to two school-
teachers of mestizo descent, has been president of the
Bolivarian Republic of Venezuela since 1999. Before
assuming the Venezuelan presidency Chivez was
trained as a military officer at the Venezuelan Academy
of Military Science. He was also the founding member
and leader of the nationalist Revolutionary Bolivarian
Movement (1983) that criticized the corruption of the
Venezuelan elite, the two-party system (conservative
COPEI and social democratic Accién Democratica,
AD), the government, and parliament. In 1992,
Lieutenant Colonel Chévez participated in a failed coup
d’état against the corrupt AD President Carlos Andrés
Pérez (1989-1993). After being in jail for almost
2 years, he became the leader of the Fifth Republic
Movement that went on to win the presidential elec-
tion of 1998.

Chéavez can be characterized as a politically moti-
vated military man who operates outside the traditional
Venezuelan establishment. As president, he claimed to
promote the Bolivarian Revolution in Venezuela. The
main points of Chavéz’s Bolivarianism are national
sovereignty (because of United States aggression), the
people’s political participation through plebiscites and
referendums (socialismo democrdtico), economic inde-
pendence in opposition to business domination, moral
obligations of all politicians (they must be servants of
the people), and redistribution of petroleum benefits
(according to principles of social justice). Chavez’s
major success was the new constitution in 1999 that
addresses important elements of Bolivarianism and
gives the president extensive power. It should be men-
tioned that private property rights have not been elimi-
nated so far. However, when Chavez was inaugurated for
a new term in January 2007, he announced the national-
ization of CANTYV, Venezuela’s largest telephone com-
pany. This enterprise is controlled by Verizon. Moreover,
the production and distribution of electricity will be state
owned. Since the 2000 election, chavistas control the
national parliament and most governments of the key
states. They control the petroleum industry.
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Chavez not only has a capacity for strategic think-
ing and a talent for organizing but also has remarkable
rhetorical skills. These abilities turned him into a
leader during a time of social unrest, and he instigated
an anticorruption movement with much popular sup-
port in the 1990s. He won the elections in 1999 with an
antioligarchy and anticorruption campaign, claiming
to be the real leader and representative of the poor.
Chavez talks like the pueblo, he dresses like the
pueblo, and he behaves like the pueblo. When he
wears a uniform he tries to show efficiency and well-
organized management capacity, qualities that real
political leadership require to manage crises. He
makes excessive use of the national flag and the
national colors wherever he appears in public, and the
untouchable Libertador Simén Bolivar is omnipresent.
Chavez tries to emphasize his personal warmth by giv-
ing the impression that his government supports excel-
lent welfare programs to assist needy persons.

Chéavez and chavistas are opposed by the commer-
cial press such as the mainstream newspaper El
Universal and the television channels Venevision,
Globovision, Televen, and Radio Caracas Television.
He and his followers are constantly accused of violat-
ing the freedom of speech. That means that the politi-
cal opposition still has the power to influence public
opinion by some mainstream mass media. But Chavez
continues to attempt to intimidate the press—for
instance, he recently announced that the license of
Radio Caracas Television, the oldest television chan-
nel of Venezuela, would not be renewed. He accused
the company of having backed an attempted coup
against him in 2002. In response, Chdvez founded his
own Bolivarian Circles to promote Bolivarian ideol-
ogy in the barrios (districts) and cuadras (blocks).
Moreover, the president of Venezuela relies on his
own trade union, Unién Nacional de Trabajadores
(National Union of Workers) and the Army.

Chavez makes innumerable addresses to the nation
on television, and he has had his own television talk
show Alo Presidente on the state-owned Venezolana de
Television each Sunday since 1999. In Alo Presidente
Chavez sings patriotic songs (sometimes with his close
friend Fidel Castro), addresses topics of the day, and
makes important decisions. He gives the show spon-
taneity by answering phone calls from common people
and promising effective and quick help for their per-
sonal problems. Chdvez’s language includes aspects of
leftist and nationalist rhetoric. Moreover, he addresses
elements of Latin American culture such as collectivism,
masculinity, and the Christian faith. The polarization of

Venezuelan public opinion encourages the use of radi-
cal populist language without precise content.
International mass media perception is diverse: Some
consider him a new Libertador for Latin America, oth-
ers perceive him as a political clown who likes to pro-
voke U.S. hegemony, and still others think that he is a
dangerous dictator close to Bush’s “axis of evil.” Yet
Chavez has survived impeachment (2000), an
attempted coup d’état (2002), two general strikes
(2002, 2003), one referendum to remove him from
office (2004), and free presidential elections (2006).

Thomas Fischer
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CHECKERS SPEECH

Republican Senator Richard M. Nixon’s Checkers
Speech, Tuesday, September 23, 1952, was one of the
most problematical addresses ever delivered. The
televised speech, watched by 55 million people,
demonstrated the power of television to mediate
political communication. Nixon was accused of
maintaining an $18,000 slush fund from contributors
who wanted political favors. As Republicans were
running up against corruption in the Truman admin-
istration, Nixon, the party’s vice-presidential candi-
date, felt he had to give a speech to defend the fund
and to clear his name.

Nixon’s speech had two sections. The first part
addressed questions that he framed to his benefit, such
as why the fund was necessary and whether or not he
feathered his own nest. The speech takes its name
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from Nixon’s mention of his dog Checkers as the only
gift he received. Relying on the emotional attachment
of his young daughters to the dog, he bluntly told the
audience that he would keep Checkers. The only evi-
dence that he offered was an audit of his finances. He
never substantiated his claim that he had not given
political favors to his contributors.

The second part of the speech was an aggressive
assault on Democrats. He attacked Illinois Governor
Adlai Stevenson, the Democratic presidential candi-
date, for being rich and for having a slush fund. Nixon
assailed John Sparkman, the vice-presidential candi-
date, for having Sparkman’s wife on the government
payroll. Nixon used tu quoque, a technique that means
“and you, too,” as he demonstrated his opponents
were worse than he was.

For President Harry Truman, Nixon used guilt by
association to malign Stevenson and Sparkman. Nixon
linked them with Truman’s unpopular Korean War and
with Truman’s alleged softness on communism. Nixon
averred that he and Eisenhower would clean up the
Democratic mess in Washington.

Nixon concluded his address by appealing to the
audience. He asked listeners to telegraph or write the
Republican National Committee regarding whether he
should stay on the ticket or resign. About 2 million
telegrams and 3 million letters supported Nixon, and
$75,000 in gifts covered the cost of the telecast.

Nixon’s delivery was impressive. Without a
teleprompter and relying minimally on notes, he
established direct eye contact with the camera, hence
with his listeners. When he attacked the Democrats,
he arose from the desk, went in front of the camera,
and used clenched-fist hand gestures to reinforce
his language.

Nixon attended to the speech’s word choice. He
used personal pronouns to gain identification with his
audience; he chose homey language, such as “folks,”
to speak to ordinary Americans; and he sprinkled ver-
bal fillers, such as “now” and “well,” to communicate
down-to-earth talk.

Republican media supported Nixon’s defense of his
fund, but Democratic papers were not thoroughly per-
suaded. The best epilogue is left to critics who observed
that Nixon did not deal with the appropriateness or pro-
priety of maintaining the fund in the first place.

Halford Ryan

See also Nixon, Richard M.
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CHINA, MEDIA AND PoLITICS IN

The development of China’s media is inseparable
from the transformation of China’s political system.
After the victory over the Kumingtang (KMT, the
Chinese Nationalist Party) during the Chinese Civil
war, the Chinese Communist Party (CCP) established
power in China. The communist government demol-
ished the media system set up by the KMT. It also
banned commercial media and advertising in the
media in the 1950s. The Chinese Communist State
developed a communication system modeled on the
Soviet Union’s communication system. For the
Chinese Communist State, news is not the latest
report of an event. Rather, it is any information that
can be used to build socialism. Mao Zedong, the prin-
ciple leader of the CCP, claimed four tasks for the
media: to propagate the policies of the Communist
Party, to educate the masses, to organize the masses,
and to mobilize the masses.

From the 1950s to the1970s, the state subsidized all
media operations. However, as time went by, the state
was unable to catch up with the increasing funds
needed by the media. In the 1980s the state could pro-
vide only 50% to 70% of the media’s operating budget.
Some newspapers lost complete state subsidy in the
early 1980s. As a result, the government began to
allow the media to use advertising, sponsorship, and
other forms of financing to make up what governmen-
tal subsidies were not able to cover, known as the
“multi-channel financing” policy. In 1978 the Ministry
of Finance approved the introduction of a business
management system to People’s Daily and some other
newspapers in Beijing. The party and government first
permitted broadcasting media to rely on multiple
forms of financing in 1988. A 1992 ruling required all
newspapers to be self-sufficient by 1994.

Advertising was reintroduced to the media in 1979,
and it became the most important nongovernmental



China, Media and Politics in 99

form of media financing. By the early 1990s, advertis-
ing revenue began to surpass state subsidy for televi-
sion. National or “party organ” media, which
traditionally have enjoyed semi-governmental status,
have enormous advantages in securing advertising
income. The profits from advertising enable them to
buy regional or other smaller media. As a result,
although the government does not officially allow
cross-ownership, by the 1990s many national media
organizations had multiple outlets.

In addition to explicit advertisements, paid news,
known as Type II or soft advertising, has been prac-
ticed by the Chinese media. Paid news is disguised as
news and conceals its advertising nature from the audi-
ence by packaging programs as simply informational.
Journalists also participate in the soft advertising prac-
tice individually. It is not uncommon for journalists to
receive “red-packet” money from businesses for prod-
uct placement and soft advertising. Private companies
also get involved with media through sponsorship.
Thus corporations can exert their influence on editor-
ial policies through sponsorship, despite the fact that
they cannot legally own the media.

In addition to the “multi-channel financing” policy,
the Chinese government initiated the Property Rights
Reform in the late 1970s. This reform separates eco-
nomic rights from legal rights over properties.
Economic rights in this context refer to the right or the
power to utilize and obtain income from the properties
that are still under the ownership of another party. In the
case of media, the Chinese government prevents a com-
plete privatization by maintaining legal ownership over
media and telecommunication infrastructures; never-
theless, it grants rights to managers and private
investors to make use of media resources to generate
profits. Although the government, in practice, still
legally owns media, managers and investors have full
editorial and financial rights and responsibilities. Some
local government entities also “contract out” their pub-
lishing licenses to private investors. Media organiza-
tions also rush into other business sectors, such as real
estate, tourism, and sports, which in many cases gener-
ate more revenue than media-related businesses.

This particular situation poses dual challenges to
Chinese journalists. On the one hand, the bottom line,
profit, is a necessity for the media to survive, but on
the other hand, the party line is the prerequisite for the
very existence of the media. Thus the Chinese media
in the post-Mao era can be characterized as “economic
liberation without political democratization.”

The changes in media financing, nevertheless, have
made it possible for Chinese journalists to challenge
governmental control and to search for democratic
media. Journalistic practitioners have started to
emphasize professionalism and the many purposes of
the media. The need for profits also has resulted in a
de-emphasis on political issues. Growing diversity or
de-ideologizing can be seen in overall media structure
and content. Highly commercialized tabloid daily
newspapers catering to urban readers have also
emerged in major cities such as Beijing, Guangzhou,
and Shanghai. China also witnessed a rapid growth of
the Internet. The number of Internet hosts in China
has increased 48.7% since 2000, and the number of
people using the Internet reached 94 million in 2004.
The Chinese government has built an Intranet to block
the Chinese people from the Internet and, in the
future, is planning to use proxy servers like those used
in Singapore.

As part of China’s economic reform and its effort
to gain a membership in the World Trade Organiza-
tion, China allowed transnational corporations into
service areas such as media and telecommunications.
Rather than challenging the authoritative control of
the Chinese government, transnational media corpo-
rations are more than willing to cooperate with the
Chinese government for profits. For example, Rupert
Murdoch’s News Corporation dropped BBC World
Television News from its satellite television StarTV
in April 1994 because BBC had offended China’s
leadership. AOL Time-Warner, MTV, and CETV
were also willing to participate in the Chinese gov-
ernment’s efforts to cultivate “new cultural ideolo-
gies.” More recently, in order to enter the Chinese
market, Yahoo and Google also complied with the
Chinese government’s regulation of blocking access
to certain Internet sites in their service in China.
The collaboration between the government con-
trolled media and transnational media corporations
in China has contributed to increasing inequalities
by cultivating an elite consumer class and further
excluding the poor. As a result, the democratizing of
Chinese media involves more than eliminating gov-
ernmental control. It has to simultaneously address
the issues and problems brought on by neoliberal
globalization.

Jing Yin

See also Censorship, Political; Chinese Cultural Revolution
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CHINESE CULTURAL REVOLUTION

The Chinese Cultural Revolution started in October
1966 and ended in October 1976. It was launched by
Mao Zedong, the late chairman and the founder of the
Chinese Communist Party, during his last decade in
power in an attempt to renew the spirit of the Chinese
revolution. It began as a civil war of sorts—a war of
slogans, ideology, and ideas, but later it became
almost a nationwide military conflict among different
“revolutionary units” of workers, peasants and college
students. The purpose of the Cultural Revolution, as
Mao claimed, was to guarantee China would never
change its “Marxist color,” and in order to achieve this
goal Mao said that China had to engage in class strug-
gle at all levels, in all aspects, for all times, and the
Cultural Revolution was the new format of class
struggle in China’s new historical stage.
Unfortunately, the Cultural Revolution was, in fact, a
distorted and atypical phase of political extremism and
forced mobilization. It was not only iconoclastic but
also barbaric in its efforts to destroy Chinese culture.

The Maoist slogan po si jiu—meaning break the four
olds: old ideas, old customs, old culture, and old
habits—was used by hundreds of millions of people to
destroy the “old world” in order to establish a “new
world.” Virtually speaking, the Cultural Revolution was
a mixture of a power struggle among party leaders, an
ideological campaign for Mao’s revolutionary ideas,
and a massive “re-education”” movement of every person
in China. When the Cultural Revolution started, Mao
closed all schools and called students to join Red Guard
units. Millions of the young Red Guards were used for
criticism of party officials, intellectuals, and anything
that was perceived to contain “bourgeois values.” The
Red Guards became a “shock force” and began to
“bombard” both the regular party headquarters in
Beijing and those at the regional and provincial levels
across the whole nation. The “four big rights”—speaking
out freely, airing views fully, holding great debates, and
writing big-character posters—became the revolution-
ary weapon of Mao’s youthful followers to criticize all
kinds of “class enemies.”

The effects of the Cultural Revolution directly or
indirectly touched essentially all of China’s populace.
During the Cultural Revolution, much economic
activity was halted, with revolution being the primary
objective of many. But the Cultural Revolution mostly
affected and changed the realms of culture, education,
ideology, and communication and media. Mao long
believed that although the bourgeoisie had been over-
thrown, it was still trying to use the old ideas, culture,
customs, and habits of exploiting classes to corrupt
the masses, capture their minds, and endeavor to stage
a comeback; therefore, the proletariat must do just the
opposite: it must meet head-on every challenge of the
bourgeoisie especially in the ideological field.
Consequently, the media was a key battleground of
ideology and became a particularly important site of
class struggle. One of the first moves Mao and his
allies made was to gain control over the propaganda
apparatus. Media was used to safeguard the directions
of the Cultural Revolution and to give its partisans
powerful psychological and political support. All
communication means and media outlets were exclu-
sively used to propagate an ultraleftist ideology and
mass culture, and all of the media’s functions became
a single one, that is, to publicize, explain, and express
the theory and practice of “class struggle.”

For most of the years during the Cultural Revolution,
people were forbidden to read anything except Mao’s
little Red Book, a book of the excerpts from Mao’s
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works that propagate both the Marxist doctrine and
Mao’s revolutionary theory. Feudalistic, fascist, journal-
istic control reached its climax. Anyone who expressed
ideas even minimally different from Mao’s was con-
demned as a ‘“class enemy.” Every editorial, critique,
commentary, and signed article is written according to
the desires of the power holders. Moreover, when writ-
ing their articles, some journalists just copied Central
Party Committee or Provincial Party Committee docu-
ments, or the speeches of their leaders, because it was
politically safe to copy the Central Party Committee-
inspected important manuscripts at the People’s Daily—
the mouthpiece of Mao and his allies—and to copy the
Provincial Party Committee-inspected provincial news-
paper articles. The press thus became a thousand news-
papers with one face. Many broadcasters were
dismissed—some were sent to factories to do physical
labor, some moved to the countryside to receive “re-
education” by peasants, and others stayed in radio and
television stations to criticize themselves for being
bourgeois-influenced and to prepare for new “people’s
broadcasting stations.” The broadcasting media’s news-
casts were nothing but what the People’s Daily reported.
Television entertainment programming was reduced to a
minimum and consisted exclusively of ideological con-
tent. All feature film production was closed down from
1966 to 1970, and all but a handful of the movies made
in China in the previous 17 years between 1949 and
1966 were banned. Many older artists suffered impris-
onment, violence, and physical deprivation. During the
whole Cultural Revolution, the only films made were of
the “model performances” endorsed by the party’s new
cultural leaders.

To the outside world, China was implementing
Mao’s anti-imperialism, antirevisionism, and anticapi-
talism principles. There were very few foreign pro-
grams on television and cinema screens. Importing
media and cultural products from foreign countries—
imperialist countries such as the United States, revi-
sionist countries such as the former Soviet Union, and
capitalist countries such as Japan and Britain—were
thought only to poison the Chinese people, change
China’s socialist color, and destroy the communist ide-
ology. Thus, the importation of foreign television pro-
gramming and film was almost at zero. Although
foreign contacts were gradually reestablished after
1969, and this situation improved to a large extent when
President Nixon visited China in 1972, large-scale,
major changes in television program importation were
not seen until China entered the reform era after 1978.

Fortunately, in October, 1976, just less than a
month after Mao’s death on September 9, Mao’s wife
Jiang Qing and her three principal associates, Wang
Hongwen, Zhang Chungiao, and Yao Wenyuan—
denounced as the Gang of Four—were arrested by
Hua Guofeng, the Mao-appointed successor, with the
assistance of two senior political bureau members,
Minister of National Defense Ye Jianying and Wang
Dongxing, which symbolized the end of the Cultural
Revolution. Today, the Cultural Revolution is seen by
most people inside and outside of China, including the
Communist Party of China and Chinese democracy
movement supporters, as an unmitigated disaster, the
bloodiest and darkest period in contemporary Chinese
history and an event to be avoided in the future.

Junhao Hong
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CHIRAC, JACQUES (1932-)

Born on November 29, 1932, Jacques Chirac’s activ-
ity in French politics started in 1965 with a local man-
date. His first job as assistant minister (secrétaire
d’état) came in May 1967, and thereafter, he never
stopped holding prominent political mandates or
offices. Prime minister from 1974 to 1976, then from
1986 to 1988, he was elected president of the French
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Republic in 1995 and reelected in 2002. He also held
the office of mayor of Paris from 1976 to 1995.

His communication skills are variable. Gifted with
a strong direct personal charisma, Jacques Chirac is at
the height of his communicating talent when person-
ally canvassing or rallying in small French villages.
His popularity among farmers has been particularly
constant thanks to his legendary appearances in the
Paris National Farmshow where he is able to walk for
hours and to adapt from wine tasting to patting every
cow or horse in sight.

His television skills have been uneven: It was not
until October 27, 1985, that he appeared for the first
time to clearly defeat a political opponent during
a direct televised debate, when he triumphed over
then-Prime Minister Laurent Fabius, who was sup-
posed to be a first-rate media performer.

His 1995 winning electoral campaign was a model
of strategic planning. Instead of carrying out a quick
media-oriented campaign, Jacques Chirac, well advised
by his own daughter, Claude Chirac, undertook a stren-
uous tour deep into France, and is said to have shaken
hands with more than 2 million people. It led him to
victory and gained him a grassroots popularity that his
conservative opponent, Edouard Balladur, prime minis-
ter at the time, had considerably underestimated. A bold
and well-devised slogan targeted at the left, “reducing
the social breach,” was also quite helpful.

As president, Jacques Chirac changed his communica-
tions strategy by hiring none other than his predecessor’s
main communications consultant, Jacques Pilhan—a
bold move by the latter, who agreed to advise the former
opponent of his long-time client (Francgois Mitterrand).
Jacques Chirac’s public appearances consequently
became much less frequent and highly controlled. When
Pilhan died, Claude Chirac officially took the job of the
president’s communications director and kept faithfully
within the framework of the consultant’s ideas.

In more recent years, Jacques Chirac’s failure to
reach younger generations became apparent at the 2005
European Referendum for the so-called European
Constitution. During a televised rendezvous with some
youngsters he failed to convince the selected youth rep-
resentatives that they should vote in favor of the
Constitution—a failure that was verified on the voting
day. His televised appearances were then kept to more
formal situations—National Day interviews with
selected anchormen, New Year’s Eve wishes, and so on.

Altogether, his political communication skills
could qualify him as one of the last representatives of
the old-fashioned politicians for whom a meeting and

direct contact with the people is the best way of
campaigning.

Philippe J. Maarek
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CHISHOLM, SHIRLEY
(1924-2005)

Shirley Anita St. Hill Chisholm was the first African
American woman elected to the U.S. House of
Representatives and the first African American woman
to run for president of the United States. Chisholm was
a liberal political activist who advocated for greater
spending on education, health care, and social ser-
vices, promoted civil rights and women’s rights, and
criticized the Vietnam War and the draft. Chisholm’s
public political career began in 1964 with a successful
campaign for a seat in the New York State Legislature.
In 1968 Chisholm defeated Republican James Farmer
for New York’s Twelfth District congressional seat.
Chisholm held that seat until retiring in 1982. In 1972,
Chisholm shocked the political world by campaigning
for the Democratic presidential nomination as the
“unbought and unbossed” candidate.

Chisholm decided to run for president in 1972 not to
win the election but to change the face of American pol-
itics. Chisholm openly campaigned for the outsiders of
the American political system: women, minorities, and
the working class. Although many Americans sup-
ported Chisholm’s populist ideas, Chisholm’s cam-
paign was not without its critics, including those within
the Democratic Party. Feminists who felt George
McGovern had a better chance of winning the final
election worried that they would be throwing away
their influence if they voted for Chisholm. African
American political leaders were also divided and at
times openly hostile to Chisholm’s candidacy both
because a woman had stepped into the race and because
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of the concern that Chisholm could derail a successful
Democratic candidate and thus give Nixon the edge in
the national election.

Although frequently not taken seriously by the
American press, the Chisholm campaign worked dili-
gently for national visibility—winning a court order,
for example, to allow Chisholm to participate in a
nationally televised debate with George McGovern
and Vice President Hubert Humphrey—and had
strong showings in several state primaries. In the
California primary, for example, Chisholm received
5% of the votes on a 7-month budget of $50,000. At
the Democratic National Convention in Miami,
Chisholm earned an impressive 151 delegate votes.

After retiring from Congress, Chisholm taught
at Mount Holyoke College and Spelman College.
Chisholm was a popular figure on the lecture circuit
and actively campaigned for Rev. Jesse Jackson’s pres-
idential campaigns in 1984 and 1988. Although
Chisholm never reached the office of the president, she
is credited with opening the doors of the presidency to
all Americans.

Tasha N. Dubriwny
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CHURCHILL, SIR WINSTON
(1874-1965)

Sir Winston Churchill is best known for his leadership
of Great Britain as prime minister during the Second
World War, but that was the high point of a long and
varied career in British politics. Churchill was elected
to the House of Commons in 1900 as the representative

for Oldham. He was to continue as a member of the
House for 64 years, holding every major cabinet post
except the foreign ministry post and ascending to the
office of prime minister twice.

By the time he was elected to Parliament at the age
of 25, Churchill was already a well-known soldier,
journalist, and author. During his time in the British
army, Churchill served in several of Queen Victoria’s
“Little Wars,” seeing action in India, the Sudan, and
South Africa as well as traveling on his own to observe
Spanish operations in Cuba. He made good use of these
experiences, serving as a war correspondent for such
prominent British newspapers as the Daily Telegraph
and the Morning Post. Churchill’s dispatches, much
praised for their clarity, detail, and colorful style,
earned him both financial stability and public acclaim.
His reports were not so popular with his commanders,
however, who disliked his tendency to criticize military
decisions with which he disagreed. In addition to his
articles, Churchill recorded his experiences and reflec-
tions in several books: The Story of the Malakand Field
Force, The River War, London to Ladysmith, and Ian
Hamilton’s March. Churchill’s exploits, especially in
the Boer War, brought him a fame which played no
small share in his first campaign victory. These
accounts of recent wars also had larger political import
because they occurred in the context of debates about
British imperial goals and involvement around which
the election revolved.

Churchill remained involved in publishing and jour-
nalism throughout his career. He continued to write
articles and essays for the public press on a great vari-
ety of topics, publishing more than 800 in his lifetime.
Many of these were explicitly political, such as his
defense of the British Empire in India, but many were
of broader theme, reflecting on human nature, technol-
ogy, the proper ordering of society, the role of chance
in human affairs, and education, among other topics.
During the political isolation of the “wilderness years”
(1930-1939), when Churchill was a member of the
majority Conservative Party but did not hold a post in
the government, he waged his long and unpopular fight
against the policies of disarmament and appeasement
not only in Parliament but in Britain’s newspapers. In
addition to authorship, Churchill also had experience
with newspaper production and editing, producing a
governmental newspaper, the British Gazette, during a
national strike of trade unionists in 1926.

It is particularly for his oratory that Churchill is
remembered. The speeches that he delivered to rally
the British people during the first dark years of the
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Second World War are among the most famous, but
Churchill’s practice of the art of political speech was
foundational to his entire career. As a young man
(1897), Churchill wrote an essay on the power of ora-
tory, The Scaffolding of Rhetoric, placing it first
among the political virtues. He laid down four princi-
ples of effective political communication: correctness
of diction, rhythm, accumulation of argument, and
analogy. Churchill was to employ these principles to
great effect. Although his parliamentary career had its
share of setbacks, often because he took strong stands
on controversial issues, overall it must be considered
a tremendous success. The foundation of his success
was his ability to speak well. Whether he was in line
with majority opinion or not, Churchill’s speeches
usually received great attention in the House and in
the press for their forcefulness, imagery, and beauty of
language. In the fullness of his powers, he must be
considered an orator of the first rank. The Second
World War and the office of prime minister provided
the grandest stage for his rhetorical abilities. When
Britain’s survival hung by a thread, Churchill’s
speeches, often broadcast to the nation by the BBC,
roused the British people to face the dangers which
confronted them. Indeed, Churchill himself became a
political symbol of perseverance and courage, his
well-known face appearing on posters all over Britain.

Churchill also reached out in speech to the British
Commonwealth countries and to the United States,
seeking their aid. In both cases, he appealed to shared
traditions and ways of life. His attempts to overcome
American isolationism centered on the ideas of a union
of the English-speaking peoples and a special relation-
ship between America and Britain based on common
political heritage and devotion to freedom. Churchill
had long felt a connection to the United States that ran
deep. His mother was American, he had prominent
American friends, and he had traveled extensively in the
United States in his younger days on speaking tours. He
strove to strengthen the ties and sense of friendship
between the two peoples. Several of Churchill’s
speeches in the early days of the war were aimed at
encouraging American involvement, and he spoke
directly to Congress after American entry into the war.
Above all, Churchill relied on his friendship and per-
sonal correspondence with the American president,
Franklin Delano Roosevelt, to gain U.S. support and to
foster common purpose and strategy throughout the war.

In 1946, Churchill spoke at Westminster College in
Fulton, Missouri. In what is usually referred to as the

“Iron Curtain Speech,” he warned that the postwar
world had to confront the next rising threat, Soviet
Communism, which had already seized large parts of
Eastern Europe. Once again, he called for unity of
purpose in action among freedom-loving nations in
what would quickly come to be known as the cold
war. His efforts to forge and maintain political and
moral connections between Britain and America
were honored in 1963 when he was made an honorary
citizen of the United States.

Justin D. Lyons
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CiLLER, TANSU (1946-)

A political leader born in Istanbul, Turkey, in 1946,
Tansu Ciller left her position as the chairperson of the
True Path Party (Do?ru Yol Partisi-TPP) after a
destructive defeat in the November 2002 elections,
and thus brought to an end her active political life
which began on November 24, 1990, in the TPP.

A representative of a political tradition pursuing
conservative, nationalist, populist policies and relying
heavily on rural and provincial constituencies, the TPP,
with the aim of reaching women’s votes and strength-
ening the image of a democratic Turkey, elected Ciller
who, as a professor of economics, of bourgeois back-
ground, having a higher education and a career, hap-
pened to be the distinctive choice of Siileyman
Demirel, a permanent leader in Turkish politics since
the 1960s who used to be called “the father.” Although
Ciller did not come into politics via the father-spouse-
brother route, a route familiar to women, she managed
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to create for herself the position of Demirel’s “daughter.”
Working together with many national and international
media and PR advisors who fabricated a public sce-
nario based on an uneasy father and daughter relation-
ship and preparing for party congresses and elections,
she became Turkey’s first female prime minister in
1993 and stayed there for 3 years.

Ciller has become famous for her political
speeches filled with blunders. Her mistakes in lan-
guage usage, including calling one of her fellow party
members by the name of a funny character in a
famous TV series, means she could not render
“Turkish” her speeches prepared by consultants,
which were full of plagiarized and recruited state-
ments like “I have a dream” or “that soldier will go,
that flag will come down.” Ciller, with her linear rea-
soning process, her expressions full of judgments of
certainty, and her emphasis on science, adopted mas-
culine rhetorical strategies.

In four general election campaigns (1991, 1995,
1999, and 2002) Ciller adopted aggressive and nega-
tive strategies while bringing forth her outlook, per-
sonal characteristics and family status. Her aggression
toward political rivals was reduced by close-up camera
shots showing her smiling face in political ads. The
inevitability of privatization, the idea that the Kurdish
problem could only be solved by militaristic measures,
and programs against inflation have been unchanging
themes she brought to the fore in election campaigns.
She gave up using the image of integrity and honesty
when her possessions gained publicity as a result of a
parliamentary investigation. As the woman with “steel
eyes,” she joined military maneuvers wearing heavy
shoes. In the coalition governments after the 1995
elections, especially the one she took part in with the
Islamic Welfare party, she held the offices of foreign
minister and deputy prime minister and was attacked
with moral and political accusations directed against
her partner. Thus, her speeches began more frequently
with “the name of God.”

During the first 2 years of her term as prime minis-
ter (and as a result of her connections to owners and
higher-ups in the media and her ability to allot these
institutions promotion credits), she was publicized as
“the beautiful blonde woman” and “the most beautiful
prime minister in the world” to reflect Turkey’s mod-
ern face. Ciller’s campaign featured the slogan “I want
my radio” and was supported by private TV and radio
broadcasting; she was in turn backed by prominent
columnists who argued that a female politician would

bring elegance, refinement, and renewal to Turkey.
The media attributed a value to each and every single
personal detail of her life. She was promoted as the
most promising candidate on the rise, the most likely
to win, the candidate who reached the highest percent-
age in the most recent public opinion polls. In the
2002 elections, voters did not forgive the pragmatism
of Turkey’s modern face. She and her party could not
make their way into the parliament.

Eser Koker
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CITIZEN JOURNALISM

The notion of citizen journalism encompasses a wide
range of practices and experiments running from
opening traditional media to citizen participation in
the news process, to locally based reporting for local
or global networks, to citizen expression in the blo-
gosphere (and more recently in the vlogosphere, or
video blogosphere) that can be characterized as a net-
worked structure of storytelling.

With roots in the civic journalism movement of
the 1990s as well as earlier Deweyan inspired forms of
community journalism, citizen journalism gained
momentum from the explosion of Web-enabled forms
of citizen expression. Partly a reaction to critiques of
news coverage by traditional media, partly a process of
individual expressive motivation, and partly explo-
ration of new business models for news, different
forms of citizen journalism are emerging worldwide.
Therefore, rather than specific content, a particular
business model, or the adoption of certain journalistic
routines, what defines citizen journalism is a move
toward openness of information; horizontal structures
of news gathering and news telling; blurred lines
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between content production and use; and diffused
accountability based more on reputation and meaning
than on structural system hierarchies.

Due to its broad scope, the current prevalence of cit-
izen journalism is hard to quantify. Yet, with most tra-
ditional media accepting some form or other of citizen
participation in their content, and the explosion of cit-
izen expression in the blogosphere (where millions of
active Internet blogs are doubling every 6 months), the
contribution of citizen journalism to the news environ-
ment is substantial, and the potential for its continued
growth is high. Some prominent examples of the con-
tribution of citizen journalism to the new news envi-
ronment can be found in the leading discursive role of
Ohmynews (www.ohmynews.com ) in the 2003 presi-
dential election in South Korea, the on-spot reporting
of Hurricane Katrina, and alternative news source
functions in the “Rathergate” case in 2005.

To characterize this vast scope of citizen journalism
practices, multiple dimensions have to be considered.
One dimension is the level of citizen participation in the
news production process. On one side of this spectrum
would be mainstream media institutions that systemati-
cally incorporate the views expressed by the readers in
response to their articles in the forms of comments or
other city issues in the form of citizen blogs. Along
these lines, increased citizen participation would include
the opening of the editorial process for citizen review as
well as citizen contributions in reporting and editorial
decision, as exemplified by the Spokane Spokesman
Review (www.spokemanreview.com). On the other side
of this spectrum are news media that rely fully on the
citizen contributors for editorial decisions and contents
production, such as Wikinews (www.wikinews.org) as
well as most independent blogs.

In terms of content, citizen journalism projects
alternate fact-oriented reporting of locally based par-
ticipants in the context of a global network, as well as
self-expression of opinion. For example, Ohmynews
uses a collaboration model where a professional writ-
ing and editing staff of 60 people work together with
over 43,000 citizen journalists that write news reports
for their initial Korean version as well as for their two
new International and Japanese versions. The other
side of this content dimension would be exemplified
by the millions of blogs that are devoted to opinion
expression, rather than fact-oriented reporting.

In terms of the interaction between media and
society, citizen journalism can be categorized by its

relationship with the target community. Projects target
from small local communities, through metropolitan
areas such as the Twin Cities Daily Planet (www
.tedailyplanet.net) or the Voice of San Diego (www
.voiceofsandiego.org) to the global efforts of Wikinews
and Ohmynews International. Also, their content can be
characterized in terms of an inclination to build local
identity or one aimed at solving civic problems. The
Gotham Gazette (wWww.gothamgazette.com) in New
York is one example of a metropolitan-level civic-
inclined citizen journalism project, whereas the blog-
based Baristanet (www.baristanet.com) in Montclair,
New Jersey, aims to reach a smaller community and
focuses instead on local identity.

The potentials and weaknesses of citizen journal-
ism are being widely discussed, though mainly on the
normative level. The main critiques come from the
advocates of traditional journalism arguing citizen
journalism is short of or lacking journalistic ethics,
reliability and quality of reporting, along with effec-
tive gatekeeping. On the other hand, practitioners of
citizen journalism emphasize the democratic impor-
tance of alternate news sources, plurality of view-
points, open discussion and bringing community
networks closer to enhance public life. Efforts by cit-
izen journalism advocates to address these criticisms
include the mixed models of professional citizen col-
laboration and the training of citizens to enhance the
quality of their writing and their reporting orientation
(www.madisoncommons.org).

Of all the challenges that the citizen journalism
movement faces, the most important is sustainability,
which requires time, attention and skills from both
the producers and contributors/readers. Because citi-
zen journalism incorporates distributed participation
from nonprofessional contributors, sustainability
involves strong motivational issues which can be as
complex as the financial ones, as demonstrated by
Bayosphere’s demise in San Francisco. The second
challenge is quality control of the news articles in
terms of accuracy as well as journalistic ethics. The
third challenge refers to inclusion and to how to inter-
connect a broader community dialogue rather than an
exponential series of monologues. The fourth chal-
lenge is that citizen journalism could accelerate the
erosion of traditional journalism practices without
replacing their function of bringing attention to core
social problems and providing a rational reconstruc-
tion of social life.
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Citizen journalism attempts to incorporate the
values of open participation and discussion into the
closed hierarchy of traditional journalism. Ultimately,
what forms of citizen journalism will succeed is still
an open question, one that depends on the lively ongo-
ing efforts of citizen journalism projects all over the
world. What is clear at this point is that citizen jour-
nalism offers an intriguing alternative to building a
vital and vibrant public sphere.

Hernando Rojas and Nak ho Kim
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CitizeN KANE

Citizen Kane (1941), regarded by many to be one of
the greatest motion pictures of all time, was the first
feature film directed by Orson Welles (1915-1985). Its

innovative use of narrative structure, camera angles,
and deep focus photography marked the film as a
groundbreaking effort in cinematic history. At the time
of its release, the film was highly controversial for its
alleged portrayal of newspaper publisher William
Randolph Hearst (1863—1951). Citizen Kane recounts
the life and death of a similarly powerful newspaper
owner, Charles Foster Kane. In the film, Kane’s deep-
seated psychological flaws compel him to seek political
influence through manipulation of the press, ultimately
resulting in his defeat and disappointment.

Prior to his motion picture directorial debut, Orson
Welles had received national notoriety for his 1938
Mercury Theatre on the Air radio production of Jules
Verne’s The War of the Worlds. This Halloween broad-
cast created panic among many radio listeners who
thought the program’s fictional news reports of a
Martian invasion to be real. Because of his notoriety,
RKO Pictures gave Welles an opportunity to direct his
first motion picture and allowed him unprecedented
artistic and thematic control. Welles utilized this oppor-
tunity to challenge the way classic Hollywood films
were made. Welles studied the deep focus photography
in John Ford’s Stagecoach (1939) and employed its
cinematographer, Greg Toland, to incorporate the tech-
nique in Citizen Kane. This technique allowed Welles
to tell the story with fewer cuts, by utilizing longer
takes of a single shot where all of the action remained
in focus.

Screenwriters Welles and Herman J. Mankiewicz
received Academy Awards for their work. The film’s
story centers on an investigation of Kane’s deathbed
utterance. During the course of this investigation, we
learn of Kane’s traumatic childhood removal from
his parent’s home after they strike it rich in silver
mining, and of Kane’s later establishment of a pub-
lishing empire. Seeking to substitute the public’s
love for that denied him by his parents, the adult
Kane pledges to use his newspaper only to further
the public good.

The increasingly influential Kane decides to run for
governor but is caught in an extramarital affair with a
young singer. Kane then uses his newspapers in an
attempt to favorably recast the singer’s musical ability.
Ultimately, Kane loses the race, as well as his journal-
istic integrity. It is Kane’s extramarital relationship that
most nearly mirrored the life of Hearst, who also had
conducted a long-term affair with a much younger
motion picture performer, Marion Davies. Because of
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his displeasure at the film’s depictions, Hearst
mounted an intense publicity campaign against Citizen
Kane, which resulted in mediocre box office revenues
and denied it victory in all but one Academy Awards
category. Over the years, however, the film has grown
in reputation. In 1998, The American Film Institute
named Citizen Kane the greatest film of all time.

William Renkus
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Civi RIGHTS MOVEMENT

Through marches, sit-ins, boycotts, songs, and
speeches, the civil rights movement (1954-1972)
challenged America’s hypocrisy between its found-
ing ideals of freedom and quality and its systemic
disenfranchisement of African Americans. Two
factors contributed to the movement’s success:
Gandhian nonviolent direct action, which shifted
arguments over equality from legal abstractions to
the individual protestors themselves; and its ability
to capitalize upon media coverage to publicize the
struggle for civil rights. Ruptures in three cities high-
light this relationship between political and moral
argument, nonviolence, and how the media framed
civil rights.

Following the U.S. Supreme Court’s Brown v.
Board of Education, Topeka, KS (1954) decision,
which stipulated that public schools should integrate
with “all deliberate speed,” movement leaders realized
they could not wait for politicians to fulfill this legal
promise. During the Montgomery Bus Boycott
(1955-1956), African American domestic laborers
and their supporters refused to ride the city’s mass
transit system. The economic pressure of the boycott
caused the city’s leaders to make concessions that,
among other things, resulted in more equal treatment
of African Americans aboard the city’s buses. The
symbolic gains of the boycott cannot be overstated:
Participants had successfully called attention to the de
jure segregation that pervaded Montgomery and
reminded America of the inherent dignity and rights
that should be accorded all of the country’s citizens.

The momentum of Montgomery was checked 7
years later in Albany, Georgia. There, protestors
encountered a white power structure that parried every
thrust from the Student Nonviolent Coordinating
Committee (SNCC), an organization dedicated to voter
registration and education. SNCC participants, seeking
the desegregation of the city’s transportation systems, as
well its libraries, parks, and medical facilities, were out-
maneuvered by Sheriff Laurie Pritchett, who used the
threat of jail to demoralize participants and sequester
city officials from having to concede to any demands.

If Albany signaled the movement’s low point, its
apogee came less than 2 years later, in June 1963, in
Birmingham, Alabama. There, civil rights leaders
punctuated a massive nonviolent campaign by using
children to march against segregation. Like never
before, the moral force of the movement was captured
and framed through media portrayals of the brutality
civil rights participants suffered. The images of
women and children suffering dog attacks, the sting of
fire hoses, and beatings by police mobilized public
opinion. It was also in Birmingham where Martin
Luther King, Jr., drafted his “Letter from Birmingham
Jail,” in which he justified the risks and rewards of
nonviolent direct action.

In late August 1963, the movement held its largest
gathering in Washington, D.C. Over the course of
3 days, people from across the United States gathered
to demonstrate for equal rights and equal treatment
under the law. The event was punctuated by numerous
speeches from the movement’s leadership; none was
more eloquent than King’s “I Have a Dream.”
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ideals. Finally, researchers have
examined the symbolic dimensions
of the Movement, undertaking analy-
ses of how argument, metaphor, and
other linguistic devices were marshaled
to fashion public understandings of
equality, justice, and democracy.
Scholars also have worked diligently
to recover the primary voices from
the movement in volumes of col-
lected speeches.

The civil rights movement stands
as the most successful social protest
of the 20th century. This success
may be attributed to the ways it com-
municated its messages of equality,
dignity, and hope against cries of

Signing of the Voting Rights Act, August 6, 1965. President Lyndon B.
Johnson moves to shake hands with Dr. Martin Luther King, Jr., while others
look on. Lyndon Baines Johnson has been credited with being one of the

most important figures in the civil rights movement.

Source: LBJ Library photo by Yoichi R. Yokamoto.

But the energy and wonder from those August days
did not last. In September 1963, four African American
girls were murdered when the 16th Avenue Baptist
Church in Birmingham was bombed. In June 1964,
voter registration workers Andrew Goodman, Michael
Schrewner, and James Chaney were murdered in
Mississippi. Malcolm X was assassinated in February
1965. James Meredith’s march across Mississippi in
1966 for civil rights instead highlighted the tensions
within the movement between nonviolence and Black
Power. With King’s assassination in April 1968, the
remainder of the 1960s and the early 1970s saw a
movement mired in dissonance, no longer able to hold
the nation’s moral center. It never recovered.

Researchers have examined the movement through
three lenses. Following the examples of Claybourne
Carson and Aldon Morris, scholars have viewed the
civil rights movement through a grassroots perspec-
tive, focusing upon the words and actions of so-called
ordinary persons who were instrumental in helping
the movement meet its goals. A second lens has
focused upon the major leaders of the movement,
from Martin Luther King, Jr., to Ella Baker to
Malcolm X, plumbing their respective intellectual
contributions to social protest and American civic

racism, violence, states’ rights, and
public indifference. Words, music,
and images together made a picture
of moral clarity from which America
could not look away.

Jeffrey B. Kurtz
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CuNnTON, HiLtARY RODHAM
(1947-)

Hillary Rodham Clinton was born in Chicago, Illinois.
After growing up in Park Ridge, Illinois, Rodham
Clinton graduated from Wellesley College and went
on to attend Yale Law School. Rodham Clinton
accomplished many firsts. She was the first First Lady
to hold a postgraduate degree and to have her own
professional career. She was the first First Lady to be
elected to the U.S. Senate. She was the first woman to
be a major political party’s front runner for nomina-
tion as the party’s presidential candidate.

After Bill Clinton was elected president in 1992,
Rodham Clinton was appointed to head the Task
Force on National Health Care Reform. As the head of
this task force, Rodham Clinton spearheaded the pres-
ident’s complex proposal that never received enough
support for a floor vote in either the House or the
Senate. Rodham Clinton’s active role as an advisor to
the president was often cause for both criticism and
praise for the administration.

Rodham Clinton was also the first First Lady to be
subpoenaed to testify before a Federal Grand Jury in
connection to the Whitewater affair, but she never
faced criminal charges related to Whitewater. Rodham
Clinton played a role in a public sex scandal at the
White House. During the scandal related to Bill
Clinton’s extramarital affair with White House intern
Monica Lewinsky, Rodham Clinton remained stead-
fast in her commitment to the president.

As First Lady, Rodham Clinton supported
women’s rights and children’s welfare around the
world. She was one of a limited number of interna-
tional figures who spoke out against the treatment of
women in Afghanistan by the Taliban. As her time as
First Lady drew to a close, Rodham Clinton turned her
attention to competing for the U.S. Senate seat being
vacated by retiring Senator Daniel Patrick Moynihan.

In her campaign for the Senate, Rodham Clinton
had to overcome accusations of carpetbagging, as she
had never lived in New York and had never partici-
pated in the state’s politics. She launched a “listening
tour” during which she visited every county in the
state. The race garnered much national attention, and
Rodham Clinton eventually won the election.

Rodham Clinton sits on five Senate committees with
nine subcommittee assignments. After the terrorist

attacks on September 11, 2001, Rodham Clinton
worked to generate funds for the recovery efforts in her
state as well as improvements to the security efforts in
New York. Rodham Clinton strongly supported military
action in Afghanistan and also voted in favor of the Iraq
War Resolution. After the Iraq War began, she visited
both Iraq and Afghanistan. Rodham Clinton has criti-
cized President Bush’s pledge to stay indefinitely but
has said that immediate withdrawal from Iraq would be
a mistake.

In 2004, Rodham Clinton announced she would
seek reelection to the Senate in 2006. In a race against
John Spencer, former mayor of Yonkers, Rodham
Clinton spent more money than any other Senate can-
didate in the 2006 race and easily won reelection.
Soon after that race concluded, the excitement over a
possible presidential bid for the Senator and former
First Lady escalated.

Rumors and speculation about the possibilities of
her candidacy can be seen as early as an October 2002
New York Times article. Rodham Clinton used her
campaign Web site to announce her presidential can-
didacy on January 20, 2007, with the formation of a
presidential exploratory committee. In early 2007,
Rodham Clinton led the field of Democratic candi-
dates for president, with Illinois Senator Barack
Obama and former North Carolina Senator John
Edwards being her closest competition. Rodham
Clinton’s campaign for the Democratic nomination
will be the largest bid for a presidential nomination
conducted by a woman. Her career of firsts may con-
tinue into the White House.

Abby Gail LeGrange

See also Clinton, William Jefferson
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CLINTON, WILLIAM JEFFERSON
(1946-)

William Jefferson Clinton was the 42nd president of
the United States. He held office from 1993 to 2001.
Prior to his election as president, Clinton served one
term as Arkansas attorney general (1977-1979). He
was governor of Arkansas for 5 terms, elected in 1978,
lost in 1980, and reelected in 1982, 1984, 1986, and
1990. Clinton was among the wave of young progres-
sive Southern Democrats who began to change the
face of the Old South.

In 1992, Clinton won the presidency, defeating
incumbent George H. W. Bush and Reform Party can-
didate Ross Perot with 43% of the popular vote. He
was reelected in 1996, defeating Republican Robert
Dole and Ross Perot with 49% of the popular vote.

As the first post-cold war president, Clinton cam-
paigned on domestic issues. The phrase—“It’s the
economy, stupid”’—became the mantra of his 1992
campaign staff. Many of his major failures and accom-
plishments involved domestic initiatives. The adminis-
tration failed to pass a national health care proposal,
but Clinton succeeded in winning congressional pas-
sage of welfare reform legislation and in balancing the
budget with the largest surplus in U.S. history. During
his presidency, the country experienced robust eco-
nomic growth fueled by emerging computer technolo-
gies. Clinton signed the controversial 1994 North
American Free Trade Agreement (NAFTA).

Despite this domestic emphasis, his administration
faced vexing foreign policy challenges. The United
States intervened militarily in Somalia, Haiti, and the
Balkans. In addition, terrorist attacks escalated during
the Clinton presidency. These attacks included the
1993 World Trade Center bombing, the 1996 military
apartment bombing in Saudi Arabia, the 1998 African
embassy bombings, and the 2000 bombing of the USS
Cole in Yemen. These terrorist actions culminated on
September 11, 2001, after Clinton left office.

For students of political communication, Clinton is
a compelling figure because of his populist story, his
reinvention of a Democratic centrist discourse, his

rhetorical vision of racial reconciliation, his weather-
ing of scandal, and the overlap of his presidency with
the emerging new media.

Telling the Clinton Story

Clinton’s telling of his own story was an important
element of his appeal. The 1992 biographical cam-
paign film, A Man From Hope, chronicled Clinton’s
life. In the film Clinton’s oft-checkered personal life is
replaced with a persona of a loving husband and
father. His wife Hillary, his mother Virginia Kelley,
his mother-in-law Dorothy Rodham, and his daughter
Chelsea, along with Bill himself, are the principal
speakers. The film was photographed in Clinton’s own
home. The warm, domestic imagery, accentuated by
the use of soft focus, is an example of the increasingly
intimate presentation of political candidates.

The campaign narrative emphasized Clinton’s
modest upbringing in small-town Arkansas and his
difficult childhood growing up with a single mother
and, later, an alcoholic stepfather. Clinton overcame
these obstacles and attended Georgetown University,
became a Rhodes Scholar, and graduated from Yale
Law School. His biography is a populist retelling of
the Lincoln log cabin and Horatio Alger myths. This
story stood in stark contrast with the incumbent pres-
ident’s privileged New England background.

This portrayal participated in and critiqued the
Republican rhetoric of “family values.” Clinton’s less
than idyllic boyhood and his own subsequent success
stood as a repudiation of this often judgmental dis-
course. This framing of family provided Clinton with
a sympathetic explanation of his own frequently trou-
bled marriage. In this story, Bill and Hillary are vir-
tuous for staying together and overcoming their
difficulties.

Centrist Politics and the
Rhetoric of the “New Covenant”

In his 1992 Democratic National Convention address,
Clinton articulated the centrist ideology of the New
Democrats. He spoke of “a new approach to govern-
ment, a government that offers more empowerment and
less entitlement. . .. A government that is leaner, not
meaner; a government that expands opportunity, not
bureaucracy; a government that understands that jobs
must come from growth in a vibrant and vital system of
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free enterprise.” He called for a ‘“’New Covenant’—*a
solemn agreement between the people and their gov-
ernment based not simply on what each of us can take
but what all of us must give to our nation.”

Clinton distanced himself from the liberal policies
of the Great Society. As a founding member of the
Democratic Leadership Council (DLC), he was dedi-
cated to reviving the Democratic Party through the
adoption of centrist policies. In his presidential mem-
oir, he described the DLC as a group committed to
“forging a winning message . .. based on fiscal
responsibility, creative new ideas on social policy, and
a commitment to a strong national defense.”

Clinton distinguished his vision from conservative
Republican policies. His message emphasized gov-
ernment investment in education, infrastructure, and
research. He did not favor the trickle-down, supply-
side economics of Reaganism. His campaign charac-
terized the Reagan-Bush era as a new Gilded Age in
which the rich prospered at the expense of the middle
class. “For too long,” he told the 1992 convention del-
egates, “those who play by the rules and keep the faith
have gotten the shaft, and those who cut corners and
cut deals have been rewarded.”

Welfare reform was a prominent public policy
expression of the “New Covenant.” In the 1996 State
of the Union address, Clinton promised to “end wel-
fare as we know it.” The legislation, which put a time
limit on welfare benefits and established work incen-
tives, embodied the ideology of the New Democrats.
This 1996 act was bitterly opposed by the liberal wing
of Clinton’s own party and embraced by many
Republican members of Congress.

This new centrist rhetoric had a significant influ-
ence abroad. Tony Blair and his aides attended closely
to the positions Clinton promulgated in his effort to
move the Democratic Party to the center. Blair fol-
lowed a similar path in moderating the socialist
impulses of the British Labor Party.

The Discourse of
Racial Reconciliation

In 1998, Nobel Laureate Toni Morrison named Clinton
the “first black president.” She wrote that he “displays
every trope of blackness: single-parent household, born
poor, working-class, saxophone-playing, MacDonald’s-
and-junk-food-loving boy from Arkansas.” She
believed the scrutiny of Clinton’s sex life resembled
the stereotypes and double standards blacks have his-
torically endured. In 2001, members of the Congressional

Black Caucus honored Clinton as the “first black
president.”

Clinton trumpeted the theme of racial reconcilia-
tion in some of his most memorable public speeches.
On November 13, 1993, he spoke to 5,000 African
American ministers at the site of Dr. Martin Luther
King, Jr.’s final sermon. “I’ve looked out,” he told the
Memphis audience, “. . . over this vast crowd and I see
people I've known for years.” As a Southern Baptist,
Clinton was comfortable with the preaching style of
the black church. It is difficult to imagine another
white politician feeling comfortable asking a black
congregation, “If Martin Luther King...were to
reappear by my side today and give us a report card on
the last 25 years, what would he say?” Clinton deliv-
ered a pointed answer, “‘I fought for freedom, he
would say, ‘but not for the freedom of people to kill
each other with reckless abandon, not for the freedom
of children to have children and the fathers of the
children walk away from them and abandon them as if
they don’t amount to anything. . . . This is not what I
lived and died for.”” At the conclusion of Clinton’s
speech, he called for a partnership between govern-
ment and the black church. “We will, somehow, by
God’s grace,” he said, “. .. will turn this around. We
will give these children a future. . . . We will take away
their despair and give them hope.”

On May 16, 1997, the president spoke from
the White House Rose Garden and apologized to
African Americans for their government’s complic-
ity in the Tuskegee syphilis experiments. “Men,” he
said, “. .. without resources and with few alterna-
tives . . . believed they had found hope when they
were offered free medical care by the United States
Public Health Service. They were betrayed.”

Clinton devoted considerable energy appealing to
his African American constituents. In every year of his
presidency he delivered a speech to the Congressional
Black Caucus. In 1998, he commemorated the 35th
anniversary of the March on Washington. In 1999, he
presented Rosa Parks with the Congressional Medal
of Honor. After leaving the White House in 2001, he
located the Clinton Foundation headquarters in
Harlem.

Scandals, Impeachment,
and Image Restoration

Scandal enveloped the Clinton presidency. These inci-
dents ranged from minor missteps, such as the 1993
misuse of the White House travel office, the 1996
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improper access to FBI security-clearance documents,
and the 2001 last-day pardons of some seemingly
unworthy recipients, to major charges of wrongdoing,
which included the Whitewater and the Monica
Lewinsky investigations.

In 1979, Bill and Hillary Clinton invested in the
Whitewater Development Corporation, an Arkansas
real estate venture. In 1992, The New York Times pub-
lished material critical of the Clintons’ land dealings.
In 1994, the Attorney General Janet Reno appointed a
special prosecutor to investigate the Whitewater mat-
ter. In 2000, the special prosecutor concluded that
there were insufficient grounds to file charges.

In November 1995, the president became involved
in an improper relationship with White House intern
Monica Lewinsky. Upon public exposure in 1998, this
revelation sparked a scandal that consumed Clinton’s
second term of office.

On May 6, 1994, Paula Jones, a former Arkansas
state employee, filed a sexual harassment lawsuit
against Clinton regarding his conduct while governor
of Arkansas. On January 7, 1998, Lewinsky filed an
affidavit in the Jones case denying a sexual relation-
ship with Clinton.

Lewinsky had confided in friend and coworker
Linda Tripp about her affair with Clinton. Tripp had
taped her telephone conversations with Lewinsky. In
October 1997, Tripp gave these tapes to Michael
Isikoff of Newsweek. The magazine delayed publish-
ing information on the alleged affair. Later, when
Tripp learned of Lewinsky’s false affidavit in January
1998, she contacted the office of Whitewater
Independent Counsel Kenneth Starr. On January 17,
1998, the same day that Clinton gave his deposition in
the Jones lawsuit denying any sexual involvement
with Lewinsky, Drudge Report, a news Web site,
reported that Newsweek “killed a story that was
destined to shake official Washington to its founda-
tion.” The following day Matt Drudge identified
Monica Lewinsky. On January 21, The Washington
Post published the story.

On January 26, 1998, Clinton proclaimed at a
White House press conference, “I want to say one
thing to the American people. . . . I did not have sex-
ual relations with that woman, Miss Lewinsky. I never
told anyone to lie, not a single time; never. These alle-
gations are false.”

On August 17, 1998, Clinton became the first sit-
ting president to testify before a grand jury investigat-
ing misconduct. In his testimony, he admitted to a
sexual relationship with Lewinsky. Later that evening,

the president delivered a national address of slightly
over 500 words. Clinton took responsibility for the
“inappropriate relationship” and for having misled
people, but he maintained that he had he not asked
anyone to lie, destroy evidence, or take any unlawful
action. In the final section, he criticized the
Independent Counsel for carrying out an investigation
of 20-year-old business dealings and then had moved
into unrelated matters involving his private life.
Clinton insisted that this matter was between him, his
family, and his God.

That same year, Clinton gave two subsequent
addresses on August 28 in Martha’s Vineyard and on
September 11 at the National Prayer Breakfast. These
three rhetorical efforts have received considerable schol-
arly attention as instances of political image repair.

On December 19, 1998, the Republican-controlled
House of Representatives forwarded two articles of
impeachment—perjury before the grand jury and
obstruction of justice—to the United States Senate.
On February 12, 1999, the Senate rejected both arti-
cles of impeachment. Although Clinton’s conduct was
unfortunate, it was generally believed that it did not
rise to the level of “high crimes and misdemeanors.”
Interestingly, Clinton’s public approval ratings stayed
well above 50% during this period.

The impeachment and its aftermath have engen-
dered an ongoing debate about the boundaries between
the public and private lives of politicians. The increas-
ing intimacy of American politics has faded the old
lines between the official and the personal.

The Emerging New Media and Politics

The Clinton presidency coincided with a changing
media environment. The conservative talk-radio era
began in earnest with the national syndication of the
Rush Limbaugh Show in 1988. By 1993, the Internet
had gained critical mass. In 1996, MSNBC and Fox
News joined CNN as providers of 24-hour cable news
programming.

The Drudge Report first reported Clinton’s affair
with Lewinsky. The scandal became a mainstay of
emergent new broadcast media. In this environment,
conspiracy stories circulated about the Clintons.
These controversies included their alleged involve-
ment in the murder of presidential aide Vince Foster
and Bill Clinton’s serial promiscuity assisted by
Arkansas state troopers.

Critics have examined the Clinton presidency
through a postmodern lens. Whether talking of “boxers
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or briefs” on MTYV, playing saxophone on Arsenio
Hall, or being represented as a character type in The
West Wing, Primary Colors, Wag the Dog, and The
American President, Clinton’s image was obviously
constructed from both material and simulated
discourses.

Clinton and the Post-Presidency

Clinton’s post-presidency has focused on four areas:
bringing economic opportunity to the poor, promoting
education and citizen service for young people, fight-
ing HIV/AIDS, and advancing religious, racial, and
ethnic reconciliation. Clinton is most recognized for
his HIV/AIDS efforts in Africa and joining former
President George H. W. Bush in fundraising for
tsunami relief in Asia and for Hurricane Katrina
victims in the United States.

Clinton’s post-presidential years are strongly con-
nected to his wife’s rise to political prominence. Hillary
was elected U.S. Senator from New York in 2000 and
2006. She is a frontrunner for the 2008 Democratic pres-
idential nomination. Positioned as a moderate, Senator
Clinton is the heir to her husband’s political legacy.

Ronald Lee and Kane M. Click
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CNN (CaBLE NEws NETWORK)

The Cable News Network (CNN), a division of Turner
Broadcasting System, Inc., a Time Warner Company,
is a major global news network that delivers 24-hour
news around the world via satellite and cable televi-
sion outlets. Founded in June 1980 by Ted Turner, the
network currently has 24 networks and services,
including CNN Headline News, CNN/U.S., CNN
International, and CNN.com.

CNN dominates international news coverage thanks
to a series of dramatic events that occurred in the post-
cold war era, such as the Rwanda genocide in 1994 that
killed almost 1 million people, the Chinese govern-
ment’s crackdown on prodemocracy demonstrators in
Beijing’s Tiananmen Square in 1989, the collapse of
East Germany’s Communist regime with the Berlin
Wall, and the subsequent fall of the Soviet Union.

However, it was with the first live war in the Persian
Gulf that CNN emerged as a major global actor in inter-
national relations as well as global news coverage.
Though the government warned American correspon-
dents to get out of Baghdad, CNN aired the voices of
three correspondents, Peter Arnett, John Holliman, and
Bernard Shaw, from a Baghdad hotel as they described
the sights and sounds of the missile and bomber
attacks. Its successful coverage inspired other news net-
works and agencies to challenge the dominance of the
big three American television networks (at that time,
CBS, NBC, ABC). For example, in January 1995, BBC
launched BBC World, a 24-hour international news
channel. In 1996, Al Jazeera, financed by the state of
Qatar, was started as the independent Arab news chan-
nel and has quickly become the most widely watched
television network in the Arab world.

Interestingly, the term “CNN Effect” was coined in
an anecdotal story that appeared in The New York
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Times regarding the impact of CNN’s coverage of the
Persian Gulf War on the lodging industry. Some
scholars have extended the meaning of the CNN
Effect, suggesting that the coverage of CNN and other
global news networks has influenced global interna-
tional relations and policy/decision making. Those
who study the “CNN Effect” pay special attention to
CNN’s compelling images that have evoked emo-
tional outcries. They assume that those images force
policymakers to intervene militarily in humanitarian
crises. However, it is difficult to verify whether the
impact on policymakers’ decision-making process can
be solely attributed to the coverage from CNN. Some
anecdotal stories do lend credence to this theory, how-
ever. For instance, George Bush, Sr. said that he
learned more from watching CNN than from listening
to the C.ILA.

CNN now faces numerous challenges from both
domestic and foreign competitors. Indeed, its growth
has stalled owing to competition from other cable
news channels, especially Fox News, established in
1996 by Rupert Murdoch. The Annual Report on
American Journalism in 2006 indicated that Fox
News not only has taken viewers from other news
channels but also that the network has a more loyal
audience that watches for longer periods of time.

Joon Soo Lim

Further Readings

Auletta, K. (1993, August 2). Raiding the global village. The
New Yorker, pp. 25-30.

Boyer, P. (1998, August 3). The people’s network. The New
Yorker, pp. 28-33.

Gilboa, E. (2005). Global television news and foreign policy:
Debating the CNN effect. International Studies
Perspectives, 6, 325-341.

Gilboa, E. (2005). The CNN effect: The search for a
communication theory of international relations. Political
Communication, 22, 27-44.

Neil, H. (Nov/Dec, 2001). Enter CNN. Columbia Journalism
Review, 40(4), 88-89.

Project for Excellence in Journalism. (2007). The state of the
news media 2007: An annual report on American
Jjournalism. Retrieved July 5, 2007, from
http://www.stateofthenewsmedia.org/2007/narrative_news
papers_audience.asp?cat=2&media=3

Whittemore, H. (1990). CNN: The insider story. Boston:
Little, Brown.

CoBURG-GOTHA,
SIMEON SAXE (1937-)

Simeon II was the Bulgarian monarch from 1943 to
1946. Also known as Simeon Borisov Sakskoburggotski,
he served as prime minister of Bulgaria from 2001 to
2005 and is leader of the party National Movement for
Simeon the Second.

Simeon II was heir to the crown of Tsar Boris III
(1894-1943) and Tsarina Giovanna (1907-2000),
daughter of the Italian King Victor Emmanuel III
(1869-1947). On his father’s side he is a descendent
of the Saxe-Coburg and Gotha line. He was the last
Tsar of the Third Bulgarian Kingdom, which, because
of his young age, was ruled on his behalf by a
Regency Council. After the monarchy was abolished
by the 1946 Referendum (its validity is still being dis-
puted), the royal family was expelled from the coun-
try without any Act of Abdication or Deposition,
though Simeon II was allowed to keep his Bulgarian
citizenship. He and his family went to Egypt and in
1951 settled in Spain, where he became involved in
business and consultancy. After coming of age (1955),
Simeon II proclaimed himself a Tsar in line with the
1884 Turnovo Constitution of Bulgaria. However, the
proposals for a referendum to restore the monarchy in
the country never gained any large-scale support.

In Madrid, Simeon II graduated from Lycée
Francais, and studied law and political sciences. He is
married to the Spanish aristocrat Dona Margarita
Gomez-Acebo y Cejuela (born 1935), and they have
four sons and one daughter. After half a century of
exile Simeon II came to Bulgaria for the first time in
1996 and was enthusiastically hailed in all towns and
villages on his tour. He had great plans to become
involved in Bulgarian politics and ran in the 2001
presidential elections but was impeded by the decision
of the Constitutional Court that he had not lived per-
manently in the country in the last 5 years. In April
2001 he created the political organization, National
Movement for Simeon the Second (NMSS) and 3
months later won a staggering victory at the parlia-
mentary elections. Simeon II headed the 85th
Government of Bulgaria (2001-2005) in coalition
with the Movement for Rights and Freedoms (the
invariable power balancer in the country after 1989).
The major achievements of his government were
the adoption of the country by NATO (2004) and the
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signing of the Accession Act of the European Union
(2005). During his term most of the nationalized royal
estates were restored. NMSS ranked 2nd in the 2005
parliamentary elections and together with MRF were
represented in the coalition cabinet, headed by winner
BSP. The first Bulgarian EU Commissioner comes
from the ranks of NMSS: Meglena Kouneva (born
1957), minister for European affairs and chief nego-
tiator for Bulgaria with the EU.

Lilia Raycheva
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CoLLOR DE MELLO,
FERNANDO (1949-)

Fernando Collor de Mello was the president of Brazil
from 1990 to 1992. Collor was a reporter and heir of
a communication company, as well as the founder of
the Partido da Reconstrucao Nacional—PRN (National
Reconstruction Party). Collor was the first president
of Brazil elected by popular vote since 1960.

Collor’s objective was well known to the Brazilian
electorate. During his political campaign, he por-
trayed himself as the cacador de marajas, a person
who would combat inflation and corruption and
defend the poor. His entire political campaign
involved the divulgation of these characteristics. In
addition, due to his enthusiasm in combating corrup-
tion in Brazil, he was portrayed by the media as
a young, vigorous candidate. Collor always tried to
maintain a good relationship with the media because
he knew the media were the channel to communicat-
ing with the electorate. As a result, he became known
by the electorate through newspapers, magazines, and
TV stations.

On his second day in office, Collor announced the
Plano Collor (Collor Plan), which aimed to reorga-
nize the national economy. Because of the plan, prices
and salaries were frozen temporarily, consumers’
checking and savings accounts were confiscated by
the government, and layoffs in the government and
privatizations of public companies were implemented
to reduce wasted government funds. In addition, the
plan established that people who had money in the
bank could only withdraw a certain amount instituted
by the government.

The objective of the Plano Collor was to stop gov-
ernment spending, prevent inflation, and modernize
the economy. Although the confiscation drastically
reduced inflation, it also triggered an economic reces-
sion, a collapse in industrial production, the closure of
industries, and an increase in unemployment.

At the end of 1990, a second plan was employed to
stop the economic recession: the Plano Collor II
(Collor Plan II). This plan failed to accomplish its
objectives as well, and led the country deeper into an
economic recession and aggravated current social
problems.

In 1992, Collor’s brother revealed a network of
corruption in Collor’s government that led to investi-
gations by the National Congress and the press. In
September of 1992, the Chamber of Deputies autho-
rized the Senate to press charges against Collor,
accusing him of corruption and announcing his
impeachment. Throughout the country several rallies
took place to support the impeachment of the presi-
dent. During this period, students formed their own
rallies and painted their faces with green and yellow.
This movement was known as Os Caras Pintadas
(The Painted Faces).

In December of 1992, Collor resigned as president
of Brazil hours before the Senate declared him guilty
of corruption. Because of his impeachment, Collor
was not allowed to run for any political position for
8 years.

Juliana de Brum Fernandes
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CoMMANDER IN CHIEF

The short-lived evening drama, Commander in Chief,
lifted the glass ceiling from the White House for
President Mackenzie Allen, played by Oscar-winning
actress Geena Davis. As the standing vice president of
the United States, Mackenzie Allen is promoted to the
oval office following the death of President Bridges,
played by Will Lyman. Mackenzie Allen’s ascent is
marred by controversy as the dying president and
Allen’s entire party ask for her resignation. The pilot
focuses on the difficult decision Allen must make: to
comply with the wishes of her own party or take the
oath of office. Episode plots are driven by numerous
events that explore potential problems often associ-
ated with women in leadership positions and potential
concerns political constituents may have with respect
to women in high-level political positions. Many of
the episodes explore the challenging roles President
Mackenzie faces serving as the commander in chief,
mother, and wife simultaneously. In addition, her
family must adjust to their new roles as the children of
a standing president and the First Gentleman. The
drama explored in this series questions the conflicting
roles, stereotypes, and assumptions the characters,
and general public, may hold about women in leader-
ship positions.

The pilot aired on September 27, 2005, and the
final episode aired on June 6, 2006. Commander in
Chief opened with rave reviews a large audience. It
drew national attention to the possibility of a woman
being elected to serve as the commander in chief of
the United States, and particularly to the political via-
bility of Hillary Clinton and Condoleezza Rice. The
early episodes of the show attracted an audience of
14.7 million viewers, and these high numbers were
attractive to advertisers. Geena Davis received a
Golden Globe Award for Best Performance by an
Actress in a Television Series, Drama. Donald
Sutherland also received acclaim in the role of the
president’s constant antagonist, the Speaker of the
House in the series. Although the series practically
exploded onto the air, it quickly lost an audience and
was plagued by production and directorial changes.
The show received high initial ratings from a select
audience during its short run and was considered by
many to be a potential counterpoint to the popular
West Wing series on NBC. Rod Lurie, responsible for
the writing and directing of the first three episodes

(exclusively and in partnership with others) was
replaced by numerous executives, which also affected
the continuity and viability of the series.

Jerry Miller
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COMMENTARY, PoLITICAL

Political commentary is a journalistic genre in press,
radio, television, and Internet where journalists ana-
lyze or discuss current events. Political commentary
often appears in news contexts but is also frequently
in opinion sections in newspapers and in special pro-
grams or shows in broadcast media. Notably, it has
become more common to see political commentaries
by non-journalists, such as lobbyists and former
politicians.

Political commentary has been an important aspect
of political journalism in most democratic countries.
Besides the informative role of providing political
news and mirroring alternative political positions, the
argumentative role of journalists to comment or ana-
lyze political developments has been widely acknowl-
edged as a basic professional function and a necessary
complement to objective reporting. Comparative
studies of journalist perceptions of political commen-
tary show that a majority in most countries considers
the analytical function of the media to be important or
very important.

The political commentary has similarities to both
news and views pieces in the media; like editorials
and debate articles it expresses opinions, and like
news articles it focuses on current events. However,
the distinctive feature of the political commentary is
its free role of commenting and expressing opinions
about what is going on in society, without a declared
political party affiliation or an ideologically consistent
perspective in the long run. Political commentators do
evaluate parties or candidates but not with the inten-
tion of changing public opinion in a certain political
direction.

Historically, the strengths of such commentary-
oriented journalism have varied in different parts of
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the world. Media systems in continental Europe, and
especially in the Mediterranean area, have been char-
acterized by political parallelism, with strong advo-
cacy journalism, a more active journalistic role, and a
party press system reflecting the institutional ties
between media and politics. In liberal media systems,
such as the United States and Britain, political com-
mentary was initially more controversial with regard to
existing professional and neutral journalistic values.
However, political commentary soon developed as a
natural part of more market-oriented media systems.

Today, political commentary appears frequently in
most media systems around the world, and it is a dis-
tinct feature of contemporary political communication.
The global rise of the commentary function of the
media has different explanations. In times of declining
political trust in the most advanced democracies, the
neutral reporting position has come under pressure and
encouraged a more active and critical journalistic role.
Furthermore, structural media changes, such as
increased competition, commercialization and produc-
tion demands, have facilitated the transformation of
journalists and journalistic formats toward a more inter-
pretative and speculative direction.

Gradually, television has developed as the most
important arena for the political commentary in mod-
ern democracies. Commentaries appear in both ordi-
nary daily newscasts and in special weekly television
shows focusing on current affairs. One form of televi-
sion journalism with its roots in political commentary
is the so-called punditocracy, a term first developed by
the American columnist Eric Alterman, who describes
a special group of political commentators in television
offering inside political opinions and forecasts in the
elite national media. The concept of “political pundit”
has become central when explaining the rapid devel-
opment of political commentary as somewhat of an
opinion industry in media societies.

The political commentary is nowadays a prominent
feature of election campaign news, in the form of news
analysis pieces in newspapers, journalists interviewing
journalists, sections in broadcast media, and blogs on
the Internet. The analyst’s role, further strengthened by
the more frequent use of opinion polls, has come to
overshadow other journalistic functions. Such com-
menting on polls is a fairly easy type of political jour-
nalism, not too expansive and with great possibilities
to dramatize the stories and attract the audience. One
main explanation for this coverage is that a focus on
the “horse race” and comments on polls often avoids

the accusations of being biased, as the polls reflect a
constructed picture of reality form which interpreta-
tions can be drawn. Another explanation is the desire
by newspaper columnists and broadcast commentators
to demonstrate their skills and to be recognized for
their success in predicting election outcomes.

The political commentary is not uncontroversial.
Some research indicates that the distinction between
news and views has become more obscure in modern
media culture. This kind of material often appears in
conjunction with news, without being explicitly
labeled as news analysis or commentary, thus making
it more difficult to be recognized by the public. Today,
opinion journalism coexists with objective journalism
in most parts of the world, sometimes clearly differen-
tiated, but sometimes mixed more freely. Generally,
political commentary is characterized by the lack of a
recognizable code of ethics.

Similarly, research has focused on the effects of the
rise of the 24-hour news cycle and the increased
media competition for public attention. In order to fill
the news hole and attract the audience, there is a con-
stant need for provocative, deviating and entertaining
political commentary. Content analyses of political
commentators confirm that appearance on television
encourages extreme opinions, shortcuts and entertain-
ment values. This has raised a debate whether such
political commentaries actually represent and serve
the public or mislead and distort public opinion.

The defense of the political commentary often
focuses on the fact that these kinds of analyses and
interpretations in the media actually offer greater
opportunities to understand complex societal issues.
The argument is based on the need for guidelines and
recommendations in a more complex society, which
enables the public to be increasingly aware of the
majority of the issues. This is perceived as particularly
important, as journalistic communication in general is
increasingly ‘chaotic’ in its structure and effects.

Finally, the degrees of effect that political com-
mentary has on public opinion are disputed, but some
research indicates a very strong effect. An American
study comparing different factors influencing changes
in public opinion found that political commentators
were the most important category, along with popular
presidents.

Lars W. Nord

See also Editorials; Journalism, Political; News Coverage of
Politics; Pundits; Punditry
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COMMERCIAL SPEECH

See FEDERAL TRADE COMMISSION

COMMISSION ON
PRESIDENTIAL DEBATES

The Commission on Presidential Debates (CPD) has
sponsored U.S. general election presidential debates
since 1988. The CPD’s stated mission is found on its
Web site (www.debates.org):

The Commission on Presidential Debates (CPD) was
established in 1987 to ensure that debates, as a perma-
nent part of every general election, provide the best
possible information to viewers and listeners. Its pri-
mary purpose is to sponsor and produce debates for
the United States presidential and vice presidential
candidates and to undertake research and educational
activities relating to the debates. The organiza-
tion . . . is a nonprofit, nonpartisan corporation.

As noted in the mission statement, the CPD was
formed in 1987. The then chairs of the Republican and

Democratic National Committees, Frank Fahrenkopf
and Paul Kirk, created the Commission based on rec-
ommendations from two studies—the 1985 National
Election Study and a 1986 Twentieth Century Fund
study of presidential debates chaired by former Federal
Communications Commission chair Newton Minow.
Both concluded that presidential debates needed to be
institutionalized and that a new entity, with the sole pur-
pose of sponsoring general election presidential
debates, should be formed. The recommendations
included having the two parties start the Commission as
a way of ensuring participation by candidates.
Although the party chairs were involved in the CPD’s
formation, the political parties have no relationship to
the CPD because it was chartered as a nonprofit, non-
partisan 501(c)(3) education organization.

Currently, Fahrenkopf and Kirk continue to chair
the CPD and are guided by 10 directors. An executive
director oversees the day-to-day functioning of the
CPD and the production of the debates. As a 501(c)(3),
the CPD cannot accept funds from political organiza-
tions, and it does not participate in any partisan activi-
ties, nor does it lobby. Funding to run the CPD and to
produce the debates comes from private funding
sources. Examples of past sponsors include the
American Association of Retired Persons (AARP),
American Airlines, Discovery Channel, the Ford
Foundation, the Century Fund, and the Knight
Foundation. Communities bid for the opportunity to
host a debate and are also required to raise local funds
to offset costs of the production. Information on how
to be a debate site is also found on the CPD’s Web site.

In addition to staging general election presidential
and vice presidential debates, the CPD also engages in
a variety of voter education projects. Its most promi-
nent is DebateWatch. Through a set of over 100 voter
education partners, the CPD has enabled researchers to
gather reactions to the debates in both survey and focus
group formats. The CPD has relied on academic
research in preparing its formats. The CPD has also
sponsored a variety of forums after the debates at which
panelists, campaign staffers, and academic researchers
discussed the impact of the debates and how to improve
them in subsequent election cycles. The CPD staff has
produced a video and print material to assist sponsors
of local and state debates and has advised the media in
new democracies on how to develop their own debate
traditions.

Although the CPD has successfully produced debates
since 1988, thus achieving the goal of institutionalizing
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debates, the process has not been without its problems or
detractors. Because candidates stage campaigns inde-
pendent of even party control, it is difficult for an entity
such as the CPD to guarantee that candidates will debate
or will debate on the dates selected and with the formats
proposed. With the exception of 2000, the CPD was not
at the negotiating table with the candidates when they
either accepted or rejected the CPD’s proposal, and the
debate over the debates has occurred in each cycle.
Although the CPD has no direct ties to political parties,
it is referred to as bi-partisan rather than non-partisan by
most media because of its origins and its co-chairs’ iden-
tification with the major parties. Even though the CPD
put Ross Perot into the 1992 debates, it has been criti-
cized for not providing minor party and independent can-
didates with an equal opportunity for participation even
though they currently use the same criteria that the
League of Women Voters used when they sponsored
debates.

Despite criticisms, the record shows that the CPD
successfully produced debates over five election
cycles that introduced new formats, emphasized voter
education and research, and included citizen partici-
pants. The CPD has preserved the historical record of
all televised general election debates on its Web site
and, through a series of interviews with debate partic-
ipants, provided material for a Public Broadcasting
System (PBS) special in 2000.

Diana B. Carlin

See also Debates; DebateWatch
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COMMUNICATIONS AcCT OF 1934

The Communications Act of 1934 and its amendments
is the foundation upon which contemporary U.S.
telecommunication policy is built. The 1934 act bor-
rowed heavily from the Radio Act of 1927, a temporary
measure when it was passed, intended to stabilize the

burgeoning but chaotic radio industry of the mid-1920s.
The 1927 act was written into the 1934 act, adding
communications via common carrier and television.

The Radio Act of 1927

By the early 1920s radio was a worldwide craze. Public
demand for receivers was high with technology avail-
able to nearly everyone to make their own home-made
receiver. New radio stations were signing on at a
rapidly accelerating rate simply because they could; the
Radio Act of 1912 declared the secretary of commerce
to be the regulatory authority over radio, but the secre-
tary was compelled by law to issue licenses to all who
applied for one. In 1922 there were 5 radio stations on
the air; in 1923 there were 556. To avoid interference
with other stations, broadcasters changed frequencies,
raised operating power, and/or moved their facilities.
The result was an industry headed for mutually assured
destruction. Attempts at self-regulation failed in a
series of radio conferences convened at the behest of
then—Secretary of Commerce Herbert Hoover.

The Radio Act of 1927 was enacted on February 23
to address the crisis. The legislation conceptualized
radio broadcasting as an industry in its own right, not
as a means of point-to-point communication or as a
means of ensuring public safety (as did the Wireless
Ship Act of 1910 and the Radio Act of 1912). The 1927
act created a five-member Federal Radio Commission
(FRC) with the discretionary authority the secretary of
commerce lacked under the 1912 act. Commissioners
were nominated by the president of the United States
and confirmed by Congress and served overlapping
terms to maintain operational continuity. No more than
three commissioners were permitted to represent any
single political party. The FRC was to share regulatory
authority with the secretary of commerce (although
authority was never vested in the secretary of com-
merce) and after 1 year the FRC was to sunset, leaving
the secretary of commerce as the sole regulatory
authority. Sorting out the chaos was a daunting task,
and Congress extended the sunset deadline twice.
Congressional attempts to make the FRC a permanent
body failed.

The legislation created the FRC’s guiding regula-
tory criterion—the “public interest, convenience, and
necessity” (PICN). The act did not define PICN,
though, and the FRC gave much attention to clarifying
PICN in the first 2 years of its existence. Congress did
not define the PICN standard in specific terms, leaving
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it to be defined by case law. The legislation declared
the airwaves were a utility owned by the public and
charged the FRC to regulate broadcasters so as to
guard the interests of the owners of the airwaves by
issuing licenses to operators who wished to use that
utility. The Commission was forbidden to censor radio
broadcasters (in Section 29 of the 1927 act, in Section
326 of the 1934 act), but was given the discretion to
create regulations and to punish broadcasters’ subse-
quent offensive actions. Further authority was given to
the Commission to renew the licenses of broadcasters
who served the public interest: to revoke the licenses,
fine, and/or imprison broadcasters who did not; to clas-
sify stations; to prescribe the nature of service to be
provided; to assign frequencies; to determine transmit-
ter power; to create regulations to prevent interference;
and to set up zones of coverage areas. Upon enact-
ment, the Radio Act of 1927 revoked all existing com-
mercial radio licenses and required all operators to
re-apply for new ones. All but a handful were granted,
but the exceptions are notable; among them was
Dr. John Brinkley, the infamous “goat gland” doctor
who operated KFKB in Milford, Kansas. Brinkley
invited ailing radio listeners to send letters describing
their symptoms, and after reading them on the air
Brinkley prescribed medical cures that required his
own widely available patent medicines. The FRC
found Brinkley’s actions to fail the public interest stan-
dard and did not renew his radio license, the first to fail
re-application. In 1933, the Supreme Court affirmed
the PICN standard along with the FRC’s authority to
use PICN as an administrative yardstick (Federal
Radio Commission v. Nelson Brothers, 1933).

The Communications Act of 1934

The transition from the Radio Act of 1927 to the
Communications Act of 1934 was relatively unevent-
ful compared to the transition from the Radio Act of
1912 to the Radio Act of 1927. There was already
order on the airwaves, and an apparatus by which to
administer law already existed. The Communications
Act of 1934 did, however, bring change.

Enacted on June 19, the 34-page Communications
Act of 1934 created a permanent administrative body,
the Federal Communications Commission (FCC), at the
request of President Franklin D. Roosevelt, and incor-
porated virtually all of the Radio Act of 1927, includ-
ing the cornerstone principles of public ownership of
the airwaves and the PICN standard. The FCC was

vested with broader regulatory authority that included
all radiotelephone activity, including the newly devel-
oping broadcast media FM radio and television, and
added interstate telegraph and telephone communica-
tion (which had previously been under the control of
the Interstate Commerce Commission) and wire and
wireless common carrier industries (which had been
under the control of the Department of Commerce).

The 1934 act was organized in a series of six titles.
Title 1 outlined general provisions, including the
responsibilities and organization of the FCC. Title II
dealt with telephone and telegraph common carriers.
Title III contained the provisions retained from the
Radio Act of 1927. Title IV described procedural and
administrative provisions. Title V dealt with the range
of forfeitures the FCC could assess. Title VI dealt with
miscellaneous provisions, including the repeal of the
Radio Act of 1927. When the Cable Communications
Policy Act (see below) was enacted in 1984, it was
added as Title VI to the 1934 act. It details regulations
for the cable television industry, including video
delivery by telephone companies.

Two sections of the Communications Act of 1934,
both found in Title III, are directly relevant to politi-
cal communications on the broadcast media. Section
312 indicates the commission may revoke a broadcast
license “for willful or repeated failure to allow rea-
sonable access or to permit purchase of reasonable
amounts of time for the use of a broadcasting station
by a legally qualified candidate for Federal elective
office.” And Section 315 (Section 18 in the 1927 act)
states “if any licensee shall permit any person who is
a legally qualified candidate for any public office to
use a broadcasting station, he [sic] shall afford equal
opportunities to all other such candidates for that
office in the use of such broadcasting station.” These
sections are relevant only to radio and television
broadcasters, who use the public utility to dissemi-
nate their messages.

Significant Amendments to the
Communications Act of 1934

The Van Deerlin 1978 Rewrite Attempt

On June 7, 1978, Congressman Lionel Van Deerlin,
then chair of the U.S. Subcommittee on Communication,
unveiled draft legislation that proposed a ‘““basement-to-
attic” rewrite of the Communications Act of 1934. The
major proposals in the rewrite included:
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1. Total deregulation of radio, including elimination of
the Fairness Doctrine and the equal time rules.

2. Extension of TV licenses and replacement of the
Fairness Doctrine for television with broader expec-
tations of “equitable” coverage and elimination of
the equal time requirements.

3. Imposition of limitations on station ownership (max-
imum of 10—S5 radio and 5 TV).

4. Deregulation of cable TV at the federal level.

5. Establishment of a license fee for spectrum.

Although Congress took no action on the Van
Deerlin bill, it remains an important landmark. Many of
the recommendations proposed by Van Deerlin eventu-
ally became FCC policy, either by an act of Congress
(the extension of broadcast licenses, raising broadcast
station ownership caps, and to some extent deregulating
cable TV at the federal level) or unilateral FCC action
(ending enforcement of the Fairness Doctrine).

The Cable Communications Policy Act

This legislation fundamentally deregulated the
cable industry in 1984, placing primary regulatory
authority upon the municipality. Programming rules
and subscription fee limits were lifted.

The Cable Television Consumer
Protection and Competition Act

A result of the Cable Communications Policy Act
was rapidly increasing cable subscription fees.
Reacting to public outcry, Congress passed the Cable
Television Consumer Protection and Competition Act
in November 1992, a bill which restored cable TV rate
regulation. It also contained program access provisions
and required that cable system operators must gain
retransmission consent from local broadcast television
stations even if the cable system had to compensate the
TV station. On the other hand, TV stations licensed to
the city served by the cable system could forfeit com-
pensation and evoke the long-standing “must-carry”
clause, earning channel on the cable system.

The Communications Act of 1996

Alternatively known as the Telecommunications Act of
1996, the purpose of the legislation was “to promote

competition and reduce regulation in order to secure
lower prices and higher quality services for American
telecommunications consumers and encourage the
rapid deployment of new telecommunications tech-
nologies.” Although leaving the mandate to serve the
public interest in place, the act’s effects were manifest
primarily in the radio broadcasting industry. Three
important provisions of the act provided the following:

1. Radio and television broadcast station ownership lim-
its were increased to 35% of the total potential nation-
wide audience, with market-by-market numeric limits
established for radio; the more stations licensed to a
market, the higher the number of licenses a single
owner may hold (the cap was later raised to 39%).

2. The duopoly (a.k.a. “one-to-a-market”) rule for radio
was removed.

3. A broadcaster should expect license renewal (and
competing licenses would not be allowed) pro-
vided the broadcaster had no serious violation of
PICN standards; the licensing period was extended
to 8 years for both radio and television broadcasters.

With an assurance of license renewal and the
removal of key ownership limits, large radio chains
grew in historic proportions as a result, the most salient
among them Clear Channel Communications, growing
to over 1,200 radio stations by 2001. Other provisions
of the act removed regulatory barriers between com-
mon carrier systems and cable television operators,
established a TV program rating system, required the
V-chip to be installed in all new television receivers,
and removed cross-ownership barriers between broad-
cast television networks and cable networks.

Robert Gobetz

See also Equal Time Provision; Fairness Doctrine
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COMMUNISM

Communism is a political and economic system that
emerged in the 19th century and gained currency as a
response to the problems of industrialization in Western
Europe and the United States. Communism centered
upon common ownership of property and distribution
of goods and services based on need and not individual
wealth or social class. Based in part upon utopian and
socialist writings, communism was presented as a form
of socialism in the Communist Manifesto, written by
Karl Marx and Fredrich Engels in 1848.

With the Russian Revolution in 1917, communism
became the ideological framework that would guide
the Soviet Union and eastern bloc nations for the next
60 years. Revolutionaries in China turned to a form of
communism in their rise to power in 1949 and
activists in Korea, Vietnam, and Cuba adopted com-
munism in the 1950s and 1960s to justify their cru-
sade and offer a form of governing. In the United
States and Western Europe, small, organized commu-
nist organizations sought political power at various
times but never achieved any significant degree of
electoral success. With economic pressures and
demands for democratic reforms, the Soviet Union
collapsed in the early 1990s and communism became
a minor political party in Russia, in former Soviet
satellite nations, and in eastern bloc nations.

Although many Americans in the early 20th cen-
tury objected to hardships faced by the working class
and excessive consumption by the wealthy, they did
not turn to communism in large numbers. Most sought
reform, not revolution, either by joining socialist orga-
nizations and/or labor unions or by supporting the
reforms offered by the populists of the late 19th cen-
tury and later the progressive movement platform in
the early 20th century. Even the Great Depression of
the 1930s, with massive unemployment and economic

dislocation, failed to energize a significant communist
movement in the United States.

After World War II, the United States and the Soviet
Union competed for global power in a ‘“cold war”
which pitted the values of Western democracy against
communism. In American political culture, commu-
nism became a dominant theme in both campaign and
policy-making communication. Conservative leaders in
the United States, beginning with Richard Nixon in the
1950s, Barry Goldwater in the 1960s, and Ronald
Reagan in the 1970s and 1980s, presented the battle
against communism as the defining ideological crisis of
the age. Powerful metaphors describing the destructive
force of communism were pervasive in political
debates in post—World War Il America, including such
terms as the iron curtain, containment, the domino the-
ory, and the cancer of communism.

The dismantling of the Soviet Union in the early
1990s and economic reforms in China and Vietnam
left few communist governments in power around the
world and no organized effort to install communism in
Western democracies.

C. Brant Short
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COMPARING MEDIA SYSTEMS

Published in 2004, Comparing Media Systems: Three
Models of Media and Politics is probably the most
significant and ambitious theoretical analysis of the
relationship between media systems and democracy
since the Four Theories of the Press by Siebert,
Peterson, and Schramm (1956). Based on a survey of
media institutions, particularly the press, in 18 West
European and North American democracies, the book
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offers an updated set of models for analyzing and
comparing media systems.

Building on their own long-time cooperation and on
work by other scholars (particularly Jay Blumler and
Michael Gurevitch), authors Daniel C. Hallin, a
University of California, San Diego, professor, and
Paolo Mancini, an Italian scholar, base their typology
on four dimensions by which to carry out comparisons:
(1) economic—that is, the development of media mar-
kets, particularly low or high levels of a mass circula-
tion press; (2) the degree to which each media system
mirrors the main political divisions in the country,
which the authors call political parallelism; (3) the level
of journalistic professionalization; and (4) the degree of
state involvement in the media system.

Historic patterns of difference and similarity among
the countries under study have led Hallin and Mancini
to arrive at three basic models they call (1) the
Mediterranean or polarized pluralist model (Greece,
Italy, Spain, Portugal, and, to a lesser degree, France),
which, with a high level of political parallelism and
high government intervention, is characterized by low
professionalization and low levels of media develop-
ment; (2) the North/Central European or Democratic
corporatist model (the Netherlands, Finland, Sweden,
Norway, Denmark, Belgium, Switzerland, Germany,
and Austria which is high on all four dimensions; and
(3) the North Atlantic or liberal model (Britain, Ireland,
the United States, and Canada), which, with low politi-
cal parallelism and state intervention, is high in levels
of professionalism and media development.

The authors show connections between media sys-
tems and political systems of the analyzed countries,
arguing there is no “mechanistic, one-to-one corre-
spondence.” Political system variables influence
media systems, interacting with other kinds of factors,
such as economic and technological, but the opposite
influence can also be detected. At the same time, the
political variables discussed reflect patterns of politi-
cal culture influencing journalists’ thinking about
their role in society and their professional values.
Hallin and Mancini summarize their research by say-
ing these connections “do not arise from one-way
causal relationships” and the process described “is
really one of co-evolution of media and political insti-
tutions within particular historical contexts.”

In comparison with the Four Theories of the Press,
Hallin and Mancini’s book clearly moves beyond, if
not outside, the cold war context but at the same time
leaves former communist countries out altogether,

which admittedly diminishes the number of variables
under study and facilitates the analysis.

Although the book is theoretically impressive in
scope, the authors admit the media systems of individ-
ual countries fit the ideal types they propose “only
roughly” and “many media systems must be understood
as mixed cases.” Reflecting its quality and impact,
Hallin and Mancini’s work is one of the most highly
acclaimed political communication publication in recent
years, and as such, it has received awards from
Harvard’s Kennedy School of Government Center
for Press, Politics, and Public Policy, the National
Communication Association, and the International
Communication Association (Outstanding Book of the
Year award for 2005).

Tomasz Pludowski

See also Four Theories of the Press; Press and Politics; Press
Theories

Further Readings

Hallin, D. C., & Mancini, P. (2004). Comparing media
systems. Three models of media and politics. New York:
Cambridge University Press.

Siebert, F. S., Peterson, T., & Schramm, W. (1956).

Four theories of the press. Urbana: University of
Illinois Press.

Strombick, J. (2005). In search of a standard: Four models of
democracy and their normative implications for
journalism. Journalism Studies, 6(3), 331-347.

CONGRESS AND THE MEDIA

Usually the public learns very little from the media
about Congress, or at least very little that is favorable
to the institution. Numerous academic studies arrive at
the same conclusion: Congress receives little respect
from the national media. Nonetheless, there is evi-
dence that individual members of Congress do not
fare so poorly in local press coverage of their activi-
ties. Thus, national press coverage may certainly con-
tribute to the phenomenon of public disdain for
Congress even though it has had no effect on the
extraordinary high reelection rates for members.
Members of Congress bear some responsibility
for the negative coverage of the institution. Members
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protect their own political interests by attacking the
institution in which they serve. Also, candidates for
Congress use negative advertising appeals to exagger-
ate claims of incompetence or impropriety on the part
of their opponents. Because the media focus so heav-
ily in campaigns on candidate attacks and accusations
of wrongdoing, these communications often become
the focus of coverage in elections.

How the Media Cover
Congress and Its Members

Studies of media coverage of Congress primarily
reveal that members of Congress are either incompe-
tent, corrupt, or both, and that the legislative process
does not work as it should. For example, an analysis
of all articles on Congress in 10 news dailies during 1
month in 1978 found that journalists focused on con-
flict, malfeasance, and breach of public trust. Overall,
this research suggested that the media generally report
little that is good about Congress, reinforcing the view
that Congress is a defective institution.

A major study of the impact of newspaper coverage
on public confidence in institutions in the late 1970s
found that coverage of Congress was much more
unfavorable than was coverage of either the presi-
dency or the Supreme Court. An analysis of network
news coverage of Congress during a 5-week period in
1976 found that all news stories that presented a point
of view about the institution were critical of it.

Another study of congressional coverage during a
period in the late 1980s showed that the coverage
emphasized scandal and contributed to the legisla-
ture’s weak reputation. A study of network news
reporting on Congress in 1989 concluded that two
thirds of the coverage focused on a few episodes of
scandal that were unrelated to the normal functions of
Congress as a legislative body. Further research con-
ducted in the 1990s also confirmed that press report-
ing of Congress was generally negative.

Press coverage of Congress over the years has
moved from healthy skepticism to outright cynicism.
When Congress enacted a 25% pay increase for its
members in 1946, for example, both The New York
Times and The Washington Post commented that the
pay increase was needed to attract top-quality people
to public service and that political leaders must be paid
a salary commensurate with the responsibilities of
public service. The few criticisms of the raise empha-
sized either the principle of public service as its own

reward or the need for an even larger pay increase.
More recently, however, the story has been far differ-
ent. Modern congressional coverage says that the
nation’s legislators are egregiously overpaid, indulged,
and indifferent to the problems of constituents who
lack six-figure incomes and fantastic job perquisites.
The press portrait of congressional members is one of
self-interested, self-indulgent politicians who exploit
the legislative process for personal gain. Studies iden-
tify the emergence of an aggressive, scandal-conscious
media after Watergate as the leading reason for the
intense interest in governmental misdeeds, rivalry, and
conflict. Many political observers consider the ten-
dency of journalists to focus on scandal and personal
wrongdoings to be an investigative reporter mentality
fostered by Watergate and inspired by Washington Post
reporters Bob Woodward and Carl Bernstein.

Journalists confirm this tendency. A Times-Mirror
survey found that two thirds of journalists downplay
good news and emphasize public officials’ failings.
Many fear being perceived by their colleagues as “in the
tank” with politicians. Furthermore, journalists are all
too aware that conflict and scandal interest the public.
Intense competition within the print media—which
more recently has seen declining revenues—has driven
many journalists toward increased scandal coverage to
satisfy what they perceive as the public’s appetite for
such a focus. Scandal, rivalry, and conflict may also be
emphasized because the legislative process is tedious
and boring. Consequently, reporters avoid writing
process and policy stories except when they are related
to inter-branch conflicts, rivalries among colorful per-
sonalities on Capitol Hill, or scandal.

Journalist David Broder admits that personal scan-
dals are exciting and interesting; stories about institu-
tional reform will put reporters to sleep before they
get to the typewriter. He explains that a reporter will
have an easier time selling to his or her editor a story
of petty scandal than one of substance or conse-
quence. Junket stories fit editors’ stereotypes and pre-
conceived notions of congressional behavior.

In addition to being less exciting than scandal,
institutional matters are more complicated to under-
stand and to write about in single news stories and
columns. Besides, the presidency is the focus of
Washington journalism. Journalists often cover law-
making from the vantage of how the legislature is
responding to presidential initiatives. The press per-
ceives Congress as generally incapable of leadership.
Media coverage emphasizes that Congress works best
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under the guiding hand of a strong president attuned
to the national interest. Members of Congress, accord-
ing to much of the media coverage, are primarily con-
cerned with parochial issues.

A partial explanation is the difficulty of identifying
a focal point in Congress. The presidency by contrast
is easily personalized. Congress lacks a single voice.
It presents a cacophony of perspectives, often in con-
flict. With many leaders and a complicated committee
structure, Congress has difficulty competing with the
unified and more consistent viewpoint of the presi-
dential branch of government.

Congress and the New
Media: 1990s to the Present

The new media today offer the potential for Congress to
communicate more effectively with the public—not
merely to service the electoral needs of individual mem-
bers but also to enhance the broader institutional reputa-
tion. To date, Congress has made significant advances in
the uses of new media. Congressional Web pages, for
example, vary substantially in quality. Some offer
detailed and useful information that is updated regularly.
A positive development in congressional communica-
tions is the growing public use of government and pub-
lic organization Web sites that provide information for
citizens on the workings of government, the voting
records of elected officials, and information on how to
contact legislative offices and federal agencies.
Although many Americans with a need for government
assistance do not have Internet access, more and more
citizens are finding useful information about their gov-
ernment through new means of communications.
Perhaps the greatest difficulty created by new
means of communications is the increasingly compet-
itive nature of a news industry driven by the perceived
need to deliver information to the public as rapidly as
possible. Various Web sites, perhaps most notably the
conservative Drudge Report, have {frequently
“scooped” the leading mainstream media outlets on
big stories and thus precipitated a trend whereby more
and more of these outlets seek to outpace the compe-
tition to break stories. An unfortunate result has been
that many respectable news outlets are not as careful
as they used to be in sourcing information before
reporting to the public. Consequently, increasingly
unconfirmed rumors about government officials and
activities have been reported, and little of this kind of
information has helped in educating the public about
Congress and its members. If anything, much of this

current trend exacerbates the media tendencies toward
sensationalism and distortion of reality.

Another relatively new phenomenon is the rise of
the talk radio format, largely a vehicle for communi-
cations among conservatives. Talk radio programs
tend to be overwhelmingly negative toward Congress,
whether Democrats or Republicans control the institu-
tion. This information outlet is especially well suited
to the presentation of sensational and scandal stories.

Americans thus are relying on a greater variety of
sources of information about Congress than ever before,
but there is little evidence that the quality of information
has overall improved. Without a doubt, for the motivated
news consumer, good and reliable information about
Congress and its workings is available. The Internet
indeed has spawned an unfortunate rush by competing
news organizations to produce stories, and thus the reli-
ability of much information about Congress has been
compromised. The credibility of news organizations
also suffers from this tendency to produce stories too
quickly. Yet the Internet is also full of excellent informa-
tion about the workings of government and is a vast
resource for news consumers who understand how to
sift though the Web for credible material.

The growth of new media and the election of a
Republican majority in Congress in 1994 modernized
political communication and institutional response.
The emergence of cable television news providing
24/7 coverage meant that news organizations such as
MSNBC, CNN, and FOX closely scrutinized every
activity on Capitol Hill.

Congressional responsiveness to media attention
became more prevalent from the mid-1990s to the pre-
sent. Newt Gingrich’s ascension to Speaker of the House
of Representatives also elevated him to celebrity status.
Not only were mainstream media (e.g., the networks and
major newspapers) covering Congress, but the cultural
media were as well (e.g., People, Entertainment
Tonight). Moreover, declining ratings by the national net-
works and waning circulation of the major newspapers
meant that traditional media had to compete for a smaller
audience. As a result, network news programs featured
more personality-driven coverage, and newspapers were
promoting more feature pieces in the front section on
politicians. For example, the dramatic shutdown of the
government in 1995 to 1996 was viewed as a titanic
battle between Speaker of the House Gingrich and
President Bill Clinton. Gingrich had become such an
iconic figure representing the Republican Party that he
even appeared on the CBS comedy show Murphy
Brown. Thus, congressional politics had transcended the
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traditional venues of reportage and had become part of
cultural and entertainment news.

The rise of personality-driven politics also had a
second consequence: declining civility. In the past,
congressional relationships had been nurtured, as
Democrats and Republicans practiced the norm of
mutual respect, and many members even socialized
together after work hours. Members may have liked to
attack their institution, but they were civil toward one
another in Washington. Partisan rancor and incivility
eventually displaced the civility that had characterized
life on Capitol Hill. The growing partisan divide in
Congress was a product of 40 years of nearly uninter-
rupted Democratic control of the House that was
upended in the highly partisan and charged election
campaign of 1994. Republicans unveiled an exceed-
ingly negative set of national ads within the last week
of the campaign that attacked Clinton and the
Democratic Congress. The results created a political
and public chasm where the parties and candidates
staked claims from which they could not back down.
Such public position taking made it difficult to over-
come the partisan divide through cooperation.

Thus, the governing and elections processes have
been driven further apart; the expectations and
promises from election campaigns have not been ful-
filled through legislation. For example, although
House Republicans did deliver on their “Contract with
America”—a 10-point policy platform that Republican
House candidates ran on in 1994—their Republican
Senate counterparts did not (with few exceptions, such
as welfare reform). The publicity about that failure was
widely reported in national and local media, enabling
Clinton to regain political mobility following the many
predictions of his political demise.

Since the mid-1990s, the growth of the Internet has
meant that news stories about Congress and other
institutions appear instantly and frequently without
being vetted for their accuracy across an electronic
transom. Politicians oftentimes are forced to react
without an opportunity to reflect. This hyper-paced
news environment may not only have a deleterious
effect on public understanding of government but can
also force members of Congress to react through the
prism of their party and personal emotiveness rather
than reflect rationally.

Television news focuses on an affective-negative
emotional reaction rather than a cognitive evaluation
of Congress’s performance. That same emotive reac-
tion could be heightened further through the immedi-
acy of new media. For example, the 1998-1999

Clinton-Lewinsky scandal first surfaced online through
Drudge Report. Reaction was instantaneous and mem-
bers of Congress became immediate stakeholders to
save Clinton’s presidency (congressional Democrats) or
remove him from office (congressional Republicans).
The impending debate, impeachment, and trial of
Clinton were highly partisan and created a gulf not only
between rank-and-file members of the parties in
Congress but also among the leadership.

The growing impact of new media coupled with
traditional media has driven members further from the
institutional norms that made Congress functional in
the past, particularly reciprocity. Reciprocity was the
golden rule of congressional comity that bound mem-
bers to an institutional loyalty that transcended party
support. Institutional norms declined precipitously in
the 1970s through the 1980s with growing individua-
tion of members who became policy and political
entrepreneurs. However, growing partisanship in the
late 1990s and early 2000s completely unhinged insti-
tutional norms. Political communication by party
leaders and rank-and-file members became more mes-
sage oriented and less policy driven. Ideological con-
formity became a more important congressional norm
than reciprocity; members who advertised indepen-
dence from partisan norms were sometimes punished.
For example, Jane Harman (D-CA), who was the rank-
ing Democrat on the House Intelligence Committee,
was highly supportive of the Bush administration’s
position on foreign and domestic intelligence gather-
ing following the events of September 11, 2001. Her
position angered many of her liberal congressional
allies who believed that such activities violated indi-
vidual civil rights. Such outspoken public support for
Bush’s policies made it impossible for the incoming
Speaker of the House, Nancy Pelosi (D-CA), to
appoint Harman as chair of the House Intelligence
Committee when Democrats recaptured majority con-
trol of the House of Representatives in the 2006 elec-
tion. Pelosi’s actions were consistent with the
Democrats’ communication theme of “a new direc-
tion” in the fall campaign. Harman’s direction was
viewed as obsolete, even if informed by a national
tragedy just 5 years earlier.

Implications

The explosion of Web sites, cable and satellite televi-
sion, and e-mail has made Congress an even more
political body. Whereas September 11 provided a tem-
porary diversion from the congressional partisanship
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that has accelerated from the 1990s to the present, the
fact is that congressional members and leaders have
become less focused on building institutional struc-
tures and more focused on position-taking and image-
making. That is not to say that Congress is barren of
institutional structures and processes, but instead it
places a stronger emphasis on communications and
strategy to maximize political support—thus, there is
less reflection on issues and a deferral of institutional
responsibilities in favor of partisanship.

Mark J. Rozell and Richard J. Semiatin
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CONNALLY, JOHN (1917-1993)

John Bowden Connally was governor of Texas, sec-
retary of the navy, secretary of the treasury, and advi-
sor to both Democratic and Republican presidents. A
Democrat and advisor to Lyndon Johnson for most
of his political career, he was appointed secretary of
the treasury by Richard Nixon. He switched to the
Republican Party and was a candidate for president
in 1980.

Born near Floresville, Texas, Connally earned a
law degree from the University of Texas. In 1937, he
volunteered in Johnson’s campaign for Congress and
was appointed to be his administrative assistant. He
managed Johnson’s unsuccessful campaign for the
Senate, in 1941, and their relationship continued for
the next 30 years.

A naval officer on Eisenhower’s staff, Connally
helped plan the invasion of Italy in 1943. Later, while
serving aboard the USS Essex, he was awarded the
Bronze Star. In 1946, he founded radio station KVET,
joined an Austin law firm, and managed Johnson’s
reelection to Congress. In the 1948 U.S. Senate elec-
tion, he was linked to the suspicious late report of 200
votes that provided Johnson the margin of victory. He
was in the center of political skirmishes that enabled
Johnson to gain control of the Democratic Party in
Texas. He continued to function as a key operative for
Johnson, managing Johnson’s bid for the presidential
nomination in 1960 and later managing his successful
presidential campaign in 1964.

Handsome and personable, Connally made effec-
tive use of speech, debate, and theater training
received in high school and college. He benefited
politically from Johnson’s patronage and financially
from ties to wealthy clients.

In 1961, at Johnson’s request, President Kennedy
appointed Connally as secretary of the navy. He
resigned 11 months later to run for governor, his only
elective office. Connally was seriously wounded
riding in President Kennedy’s limousine when
Kennedy was assassinated on November 22, 1963. He
believed that both Kennedy and he were targeted and
refused to accept the Warren Commission’s conclusion
of only one assassin. Though Connally and Kennedy
differed significantly on issues, Connally benefited
because they were linked in the public’s mind.

Connally, a “hawk” on Vietnam, was named to
Nixon’s foreign intelligence advisory board in 1969.
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In 1971, Nixon named him secretary of the treasury,
but amid conflicts with international trading partners
and key cabinet members, he resigned in 1972. His
name was associated with Nixon’s 1972 reelection
campaign when he headed a group called Democrats
for Nixon. The group sponsored a series of successful
television commercials for Nixon’s campaign.
However, in 1973, Connolly became a Republican and
was one of Nixon’s choices for vice president when
Spiro Agnew resigned, but at the height of the
Watergate scandal, Nixon picked Gerald Ford, who
was more likely to get congressional confirmation.

There were allegations of involvement in Watergate,
and in 1975, Connally was acquitted of bribery and
conspiracy in a “milk price” fixing case. Connally was
announced for the GOP presidential nomination in
1980, and though he raised more money than the other
candidates, he lost in the early primaries and threw his
support behind Ronald Reagan to ensure that George
Bush did not get the nomination.

In the late 1980s, Connally filed for bankruptcy, and
he died on June 15, 1993, of pulmonary fibrosis, likely
caused by the gunshot wounds received in 1963.

Jerry L. Allen
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CONSERVATIVE, CONSERVATISM

A conservative is generally defined as a person adher-
ing to or advocating a political philosophy known as
conservatism. As a term, conservatism has been used to
describe a wide array of ideological viewpoints and has
incorporated, to varying degrees, a host of political,
social, cultural, and economic ideas. Conservatism’s
roots extend back to the Enlightenment. Many of the
philosophy’s particulars were defined by Anglo-Irish

political observer Edmund Burke, whose critique of the
French Revolution elevated the stage upon which con-
servative thought began to evolve. American conser-
vatism in the 20th century is no less easily defined and
includes strands of free-market liberalism, social and
religious conservatism, anticommunism, anti-Statist
libertarianism, isolationism, and neoconservatism.
Throughout the 20th century, both major political par-
ties in the United States have been associated with con-
servatism to varying degrees, although by the 1970s,
Republicans were generally considered to be more uni-
formly conservative than Democrats.

Twentieth-century American conservatism has, in
many ways, responded to changes in American liber-
alism and, specifically, expansions in the size and
scope of the federal government. For instance, conser-
vatives reacted to expansions in federal power during
the Progressive Era (1900 to 1920), the Great
Depression and New Deal (1930s), World War II
(1941 to 1945), cold war (1945 to 1991), and Great
Society (1964 to 1969) eras. Modern American con-
servatism began to take shape after World War II,
when isolationist conservatives lost control of the
Republican Party. Cold war anticommunism unified
many conservatives in the 1950s and served as a
springboard for political leaders like Barry Goldwater,
who, in 1964, unsuccessfully ran for the presidency
on a platform of anticommunism and smaller govern-
ment. Other prominent contributors to the coalescence
of modern conservative thought include Russell Kirk,
William F. Buckley, and Ronald Reagan.

Regional distinction also helped shape modern
American conservatism. For many years, conser-
vatism was stereotypically identified as a philosophy
of wealthy northeastern elites. Conversely, southern
conservatism was long identified with the Democratic
Party, the Ku Klux Klan, segregation, and massive
resistance to the civil rights movement of the 1950s
and 1960s. Beginning in the 1960s, Western conser-
vatism exposed numerous divisions within both
major political parties and infused the ideology with a
more color-blind, populist, antitax, and antigovern-
ment ethos. Demographic and social changes have
also played enormous roles in defining modern con-
servatism. During the 1960s, a revival in American
Protestant evangelicalism coincided with the rise of
suburbs. The electoral coalition that arose as a result
of widespread dissatisfaction with the nation’s moral
character and financial health was referred to by many
as the “New Right.”
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More recently, American conservatism has been
buoyed by the rise of conservative talk radio hosts
such as Rush Limbaugh, who, during the 1990s,
gained popularity as the recognized nemesis of the
Bill Clinton presidency. During the administration of
George W. Bush, conservatism was primarily viewed
as a combination of neoconservative foreign policy
and social conservatism. Bush’s victory in 2004 was
credited to adherents from these two conservative
strands. After 2004, the conservatism’s electoral
appeal encouraged a renewed interest in “moral lead-
ership” among political candidates from both parties.

Sean P. Cunningham
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CONSERVATIVE PARTY, BRITAIN

The Conservative Party, or Tory party, was formed in
the late 19th century, and it has shared power alter-
nately with the Labour Party for most of the 20th cen-
tury. Since 1945, it has been in office for two long
periods: 1951 to 1964 and 1979 to 1997. The latter
period is particularly significant as it includes the 1979
to 1990 period when Margaret Thatcher was prime
minister. The Conservative Party’s dominance in the
1980s and 1990s also marked a period in which there
were some significant developments in political com-
munication. Moreover, it was a period in which televi-
sion gradually overtook the press as the new means of
mass communication and began to challenge the dom-
inance of the political system. From a different per-
spective, one could also argue that politicians were
beginning to learn to use the media to their advantage.

In the immediate post-1945 period, it was gener-
ally acknowledged that the Conservative Party was

better organized to exploit the media to its advantage.
Unlike the Labour Party, it had no reservations about
using outside professional help in achieving its goals,
and it was not until the mid-1980s that the Labour
Party began to challenge the dominance of the
Conservatives. A good illustration of the Conservative
Party’s use of professionals is the employment in
1948 of Colman, Prentis, and Varley (CPV) to design
and place advertisements on its behalf. The use of
CPV reflects how the party was able to draw on
lessons from the world of business and advertising to
achieve its objectives.

Despite these advantages, the party lost power in the
1964 election to a Labour Party with a more modern
leader, Harold Wilson, and it was to remain in opposi-
tion until 1970. After another period out of office, the
party returned to power in 1979 under Margaret
Thatcher. In many important ways, Thatcher brought
about a change in the way media-politics relations
developed. A few examples will illustrate this claim:

e Thatcher famously used Gordon Reece to advise her
on how to modulate her voice for public speaking.

e The party successfully used publicists Saatchi and
Saatchi in the 1979 election to produce campaign
advertising material, some of which is still considered
to be of high quality (see http://politics.guardian.co
.uk/election2001/images/0,,449826,00.html).

e At a different level, Thatcher employed Bernard
Ingham as her press secretary from 1979 to 1990.
Ingham was the political (lobby) journalist’s béte
noir in the 1980s. He used the lobby skillfully to
carry out the prime minister’s wishes, to bully jour-
nalists, and to knife ministerial colleagues in a fash-
ion that occasioned both admiration and hostility. In
some respects, he can be seen as a predecessor of
Tony Blair’s Alastair Campbell in the ways in which
he ably controlled the flow of information to the
media.

The fall of Thatcher in 1990—at the hands of the
party—gave John Major an opportunity to lead the
party to victory in 1992, but an economic crisis in 1992
and much scandal paved the way for a modernized and
slick new Labour Party, under Tony Blair, in 1997.

The end of the Thatcher period created a major
political problem for the Conservative Party as New
Labour gradually eroded its traditional middle-ground
and middle-class appeal. Its efforts to redefine and to
reposition itself brought nothing but failure: It lost
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three elections in a row (1997, 2001, and 2005) under
three leaders, William Hague, Ian Duncan Smith, and
Michael Howard. The 2005 election was lost in spite
of the employment of the Australian professional
campaign manager, Lynton Crosby, to help run the
campaign.

Each change of leader exposed a different problem
but crucially highlighted the changing dynamics of
British politics. With the parties converging in philos-
ophy and each attempting to sway the middle ground
where elections are now won and lost, the problem of
providing a clear and definitive political strategy
remains as difficult as ever. The election of yet
another new leader, David Cameron, in 2005 has
raised hopes: With Blair suffering from the Iraq issue,
among other things, Cameron—young, media savvy,
and fresh-faced, not unlike Blair in his day—poses a
real challenge. Expectations are high, but polls con-
tinue to show that a new face has made little impact on
the prospects of voters radically shifting their alle-
giances. Because Blair stepped down as prime minis-
ter in June 2007, Conservatives face a new Labour
leader in Gordon Brown.

Ralph Negrine
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CONSTRUCTIVISM

Constructivism is an interdisciplinary school of thought
firmly rooted in science, especially biology, and of
particular relevance to the understanding of media-
generated realities. The champions of this school of
thought emphatically reject representationist theories
and realist conceptions of perception and share the con-
viction that objective knowledge is essentially unob-
tainable. They do not deny the existence of an external
world; they negate, however, its unconditional cogni-
tive accessibility and, therefore, insist on a critical
examination of how concepts of reality are manufac-
tured. All the varieties of constructivist theorizing,

whether centered in neurobiology, psychology, the soci-
ology of knowledge, or communication science, addi-
tionally share the fundamental conviction that
knowledge does not consist of a direct correspondence
with an external reality (correspondence theory of truth)
but exclusively and inevitably in the constructions of an
observer, a knowing subject. However, these construc-
tions are neither arbitrary nor capricious; on the contrary,
they are massively dependent on all sorts of precondi-
tions. Construction is not an individual act of creation,
nor a process under conscious control, but something
conditioned by nature and culture, history, language, and
particularly also by the media that operate as central
illustrations of socialisation in modern societies.

Traditions of Constructivism

The central roots of constructivism, to which a partic-
ular German brand of communication science specif-
ically relates itself, lie in neurobiology, the sociology
of knowledge, cybernetics, and the history of philoso-
phy. The protagonists of a neurobiologically oriented
constructivism (e.g., Humberto R. Maturana), when
engaged in exploring the processes of color and
gestalt perception, came to the conclusion that the
brain (of a human) cannot make direct contact with
the environment; consequently, they hold the nervous
system to be operatively closed. Their claim is that
only the brain can construct an infinitely nuanced
perceptual world out of the unitary language of neu-
ronal events. In contrast, the approaches of social-
constructionism and the sociology of knowledge are
based on the thesis that the decisive producer of real-
ities is not the (individual) brain but that reality arises
through the structure of a society and its specific cul-
ture. Individuals thus appear to be formed and molded
by their all-encompassing culture, perceive the world
against the background of their origins, and remain
receptive to external impressions that may become
increasingly hardened and rigidified in the process of
socialization. The mathematician and physicist Heinz
von Foerster is the founder of the cybernetic variety of
constructivism; he completed the exploration of the
fundamental principle of cybernetics—the idea of cir-
cularity and especially of circular causality—and
established its self-application. The result is a dynamic
style of thinking, operating with paradoxes and circu-
lar theorems, now known as cybernetics of the second
order. This style of thinking has certainly left its mark
on constructivism as it is perpetually confronted by
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the logical and methodical problems which inevitably
arise from the observation of the observer. Finally,
constructivists interested in the history of philosophy
(e.g., Ernst von Glasersfeld) have busied themselves
with erecting a kind of ancestral gallery: They have
been able to show that elements of constructivist
thinking can already be found in the work of the early
sceptics, in the writings of Giambattista Vico,
Immanuel Kant, and Benjamin Lee Whorf. From this
angle, constructivism proves to be a variant of scepti-
cism that provides up to date underpinnings to funda-
mental doubts about human knowledge.

Applications in
Communication Science

Constructivist ideas have been discussed intensively in
German communication science since the early 1990s;
although often attacked vehemently as a kind of base-
less subjectivism, they have by now become an indis-
pensable part of the relevant canon of viable theories
as they offer new arguments for the critical evaluation
of trivial conceptions of communication and commu-
nication effects. Constructivism, evidently, focuses our
awareness on the normality of misunderstanding, the
improbability of successful communication, and the
multitude of preconditions affecting every act of com-
munication. A constructivist point of view forces us to
revise linear-causal models of communication, which
operate with a direct transfer of information and negate
the recipient as the central instance of processing:
Channel, transmission, transmitter and receiver are
misleading metaphors with regard to conceptual con-
tent. A constructivist view of things rules out any
expectation that an utterance will trigger exactly those
thoughts in another person which the speaker had in
mind when formulating it, and that, therefore, any con-
tent can be expressed in such a way that the addressee
must receive precisely what the sender intended.
Finally, constructivism is of importance to the sci-
entific exploration of the effects of communication: it
replaces the all too simple (and obviously, quite inde-
pendently of constructivist criticism, long obsolete)
stimulus-response model and the misguided idea of an
almighty medium by the concept of the influential
receiver. The basic assumptions of meanwhile obso-
lete concepts of communicative effects should be
revised accordingly: Identical stimuli (causes) need
not produce identical effects; a (potential) effect is not
necessarily dependent on the intensity and the fre-
quency of the stimulus used; stimuli are simply not

smoothly transferable parcels of information. In the
constructivist perspective, the recipients are the con-
trolling instances that decide the success or failure of
media effects: Whatever reaches them is sorted out
according to the eigenlogic of their cognitive system.
The user-oriented approach is thus supplied with an
epistemological foundation; the often quoted key
question as to what humans do with the media, what
specifics of a medial offer are in fact taken up and
made use of by a particular receiver in a specific situ-
ation, is once more revitalized.

The greatest provocation—despite the broad com-
patibility of constructivist insights—in the profes-
sional debate seemed to be the assertion that it is
essentially unknowable whether an individually gen-
erated reality or an image of the world as created by
the mass media could be true in an absolute, ontic,
sense. The ranking and assessing of images of the
world by degrees of verisimilitude, as is characteristic
of realist positions, should instead be replaced by the
comparative evaluation of different and inevitably
observer-dependent realities. Judging by the research
activities of constructivistically inspired authors, their
dominant interests do indeed concern patterns of
selection, different forms of presentation, and variants
of the dramatization of reality. The champions of this
school of thought insist (among other things, to fore-
stall being reproached with baseless relativism) that
their emphasis on the observer-dependence of all
knowledge entails accepting responsibility for one’s
own reality constructions as well as tolerance toward
other realities (while, at the same time, rejecting all
dogmatic claims to truth).

This means, however, that the constructivist
insights themselves cannot claim to be new truths;
they provide new up to date arguments in favor of the
old sceptical tradition that we must generally distrust
human knowledge. They pull the rug from underneath
any naive dogmatic belief in science and facts. They
sharpen our awareness of the multidimensionality of
experience—and make us wary of the truth claims by
certain groups that want to impose their descriptions
of reality (using all possible ways and means, if con-
sidered necessary).

Bernhard Poerksen

Further Readings

Glasersfeld, E. V. (1996). Radical constructivism. A way of
knowing and learning. London: Falmer Press.



Consultants, Political 133

Merten, K. (1999). Einfiihrung in die
Kommunikationswissenschaft. Band 1/1: Grundlagen der
Kommunikationswissenschaft [Introduction to communication
science. Vol.1/1: Foundations]. Miinster: LIT.

Poerksen, B. (2004). The certainty of uncertainty—Dialogues
introducing constructivism (A. R. Koeck & W. K. Koeck,
Trans.). Exeter, UK: Imprint Academic.

Scholl, A. (Ed.). (2002) Systemtheorie und Konstruktivismus in
der Kommunikationswissenschaft [Systems theory and
constructivism in communication science]. Konstanz: UVK.

ConsuLtanTs, PoLiicaL

By the time political campaigns were national in
scope—the first was the campaign to secure ratifica-
tion of the Constitution, which began in 1787—political
consulting was a part of American politics. Candidates
received help with their speech making and printed
material from unpaid friends and political associates.
Candidates also had help in staging what today would
be called pseudo-events, often providing food and
drink to voters. The first true political consultant was
John Beckley. Beckley was the first clerk of the
Virginia House of Delegates and the first clerk of the
House of Representatives, but he is best remembered
as America’s first political campaign manager. A close
personal friend of Thomas Jefferson, Beckley wrote
campaign materials on behalf of the Virginian.
Additionally, he arranged for the distribution of pam-
phlets and copies of Jefferson’s speeches, as well as
surrogate speakers on behalf of Jefferson in Jefferson’s
ill-fated 1796 presidential campaign, and again in his
successful presidential race of 1800. Determining that
Pennsylvania would be the key state in the election,
Beckley launched a media blitz flooding the keystone
state with Jeffersonian literature, sample ballots, and
carefully selected surrogate speakers, who today
would be called opinion leaders. Although Jefferson
carried Pennsylvania, he lost in 1796. Thus, in
Jefferson’s successful 1800 race, Beckley organized
yet another massive effort on Jefferson’s behalf in
Pennsylvania but this time extended his operations to
parts of New York, Connecticut, and Maryland.

The presidential election of 1828, won by Andrew
Jackson, saw sharp advances in electioneering proce-
dures, often engineered by individuals who today
would be thought of as consultants. In 1828, New York
Senator Martin Van Buren became Jackson’s campaign
manager. Van Buren pulled together a host of statewide

and regional political leaders on Jackson’s behalf. He
cobbled together a national political organization and in
effect was the forerunner of both the modern general
consultant and the field operations consultant. Van
Buren’s organization of statewide and urban leaders
eventually reached down to the county and precinct
levels. Here local supporters, known as hurrah boys
because they constantly punctuated campaign speeches
and rallies with cheers of “Hurrah for Jackson,” pro-
vided a host of functions often served today by political
consultants, among them a strong get-out-the-vote
effort, which identified potential Jackson voters and
made every effort to get them to the polls. They distrib-
uted pamphlets, handbills, broadsides, and other
printed literature and did advance work for countless
parades, dinners, and rallies.

Perhaps the first true contemporary political consul-
tant was Edward Bernays. Best known as the father of
public relations, Bernays had become active in govern-
ment when he was asked to help promote the sale of
World War I Liberty Bonds. Virtually every president
from Coolidge through Eisenhower asked Bernays for
advice, though his advice was not always followed. His
last major book, The Engineering of Consent, suggested
that government and political leaders could win consent
in a rational, scientific, precise manner. He was among
the earliest advocates of political polling. However,
Bernays offered political advice as an adjunct to his
public relations business. It was not until the California
husband-and-wife team, Clem Whitaker and Leone
Baxter, that a firm was formed and served as the model
for contemporary political consulting businesses.
Whitaker and Baxter ultimately ran 75 campaigns, from
1934 when they helped elect Republican gubernatorial
candidate Frank Merriam until their failed 1967 con-
gressional campaign on behalf of former child star
Shirley Temple Black. Among their many successful
campaigns were those for California governors Frank
Merriam, Earl Warren, and Goodwin Knight.

In 1946 New Yorker Jacob Javits, running for
Congress, became the first congressional candidate to
rely heavily on a polling firm when he utilized the
Elmo Roper organization. Javits subsequently
explained that he wanted polls to help him determine
the issues to speak upon, not what to say about them.
By the 1950s and 1960s candidates were drawing on
individuals with a host of consulting specialties. To
help them develop and perfect a message, perhaps the
most prominent consultants were pollsters and
speechwriters and, subsequently, debate coaches. To
transmit their messages to the electorate, specialists in
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radio and television writing and production, often
initially drawn out of the advertising industry, were
utilized. Moreover, candidates continued to rely heav-
ily on local party precinct organizers and advance
people who, much like Jackson’s hurrah boys over a
century earlier, still did the unglamorous but critical
work of identifying the candidate’s voters and getting
them to the polls and making the arrangements for a
variety of public appearances.

With the decline of political parties, the growth of
communications technology, and the changes in
fundraising and campaign finance laws, campaigns
have grown ever more sophisticated. The contempo-
rary era of political consulting is often dated to the
1960s, which saw the presidential campaigns of John
F. Kennedy in 1960, Richard Nixon in 1968, and the
19609 creation of the American Association of Political
Consultants (AAPC). Since the 1960s, political con-
sulting has become a full-time occupation, as major
campaigns now often take 2 or more years and the
money involved has grown dramatically. Today, the
AAPC recognizes at least 45 different consulting
specialties, ranging from advance and event plan-
ning, aerial advertising, and Web logs, through
video/CD/DVD duplication, voice-over talent, and
voter lists. Within the last 20 years the number of
firms providing consulting services to political candi-
dates has grown from approximately 250 to over
3,000, and the amount of money spent on political
campaigns, at all levels, now well exceeds 4 billion
dollars in presidential election years, much of which
is utilized to employ the skills of political consultants.
Moreover, in recent years American consultants have
begun to develop overseas markets, selling their ser-
vices to candidates in a host of other countries.

Robert V. Friedenberg

See also American Association of Political Consultants;
European Association of Political Consultants; Media
Consultants
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CoNVENTIONS, PoLiTicAL

The nominating convention is the institutionalized
mechanism through which political parties in the United
States formally nominate candidates for president and
vice president during each presidential election cycle.
Once primarily instrumental in function, contemporary
nominating conventions are predominantly media
events serving symbolic and communicative functions.
They provide the transition between the primary cam-
paign and the general election. Nominating conventions
legitimize the democratic electoral process and the
party’s candidates, demonstrate party unity, rally party
workers, and establish the key issues and positions for
the general election campaign.

Nominating Convention Evolution

The 12th amendment of the U.S. Constitution, ratified
in 1804, established the Electoral College to govern
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President Gerald Ford's supporters at the Republican
National Convention, Kansas City, Missouri (August 1976).

Source: Library of Congress, Prints & Photographs Division,
LC-DIG-ppmsca-08486.

election of the president and vice president of the
United States. The constitution failed to offer specific
guidance for nomination of Electoral College dele-
gates or for the process through which the delegates
would nominate candidates. Thus, states adopted a
range of approaches over time with various degrees of
success. Eventually, the nominating convention
emerged as the institutionalized approach for nomi-
nating presidential and vice-presidential candidates.
Prior to 1832, each party’s members of Congress
nominated the party’s candidate for president. These
congressional caucuses thus wielded significant con-
trol over who was nominated and ultimately elected.
Throughout the early 1800s opposition to the congres-
sional caucus grew, culminating in an open challenge
to the process in 1824. The congressional caucus

nominee, William Crawford, was nominated by slightly
more than one quarter of the Democratic-Republican
Party caucus. Three nominees backed by state legisla-
tures challenged Crawford. They were Andrew
Jackson, John Quincy Adams, and Henry Clay. In the
end, the non-caucus candidates received more support
than the congressional caucus nominee did. Crawford
ranked third in the electoral vote and fourth in the pop-
ular vote for president. As a result, pressure to develop
a more open, broad-based, and democratic mechanism
for nominating presidential candidates increased and
resulted in the move to the political nominating conven-
tion in the 1832 presidential election. The Anti-Mason
party held the first nominating convention in September
1831, followed by the Democrats and the National
Republicans in early 1832.

Party leaders adjusted convention rules as new cir-
cumstances introduced new problems, but by 1860,
the four instrumental or pragmatic functions of con-
ventions were established as described by Paul T.
Goldman, Ralph M. Bain, and Richard C. David. The
first pragmatic function was to nominate a united
ticket for president and vice president. The second
function was to produce a party platform to be shared
with the general electorate. A third function was to
create a continuous structure to govern political par-
ties; the national committee of each party issued the
call to the convention every 4 years and addressed
party issues between conventions. The final function,
the campaign rally function, opened the nomination
processes to public and media scrutiny and energized
party members for the general election.

Throughout the latter half of the 19th century,
despite the appearance of greater involvement and
participation through convention delegations, nomi-
nating conventions still primarily legitimized and val-
idated the negotiations of party leaders conducted
well before the convention. Delegates were selected
through a local or state caucus or convention or were
appointed by state party leaders. No formal process
linked delegate’s voting to the broader voting public.
Thus, nominations through conventions were more
strongly influenced by the political bosses of the day
than by the voters throughout the country.

The Progressive movement of the early 20th century
led to multiple election reforms, including the rise of
primaries. Throughout most of the early to mid-1900s,
party leaders still directed convention outcomes,
although primaries provided presidential candidates an
opportunity to gather support and to demonstrate their
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abilities to party leaders, in some cases raising their
profile sufficiently to gain nomination (i.e., Dewey in
1948, Eisenhower in 1952). The clash between a nom-
inating convention system and a primary system
reached its climax in the 1964 and 1968 presidential
elections. In 1964, Republican presidential candidate
Barry Goldwater used party caucuses to secure suffi-
cient delegates to win the presidential nomination,
despite having won only one contested primary and
with low support from Republicans generally. In 1968,
presidential candidates Robert F. Kennedy, Jr. and
Eugene McCarthy ran strong primary campaigns in an
attempt to unseat Vice President Hubert Humphrey as
the presumptive Democratic nominee. Following
Kennedy’s assassination, dramatic confrontations both
within and outside the convention hall created vivid
images of division within the Democratic Party.
Vietnam War protestors, vehement opponents of the
Johnson-Humphrey administration war policies,
demonstrated in the streets near the convention hotels.
Police officers, National Guard troops, and FBI and
Secret Service agents met the protestors with force and
tear gas. The anti-war factions within the convention,
led by Senator Eugene McCarthy and George
McGovern, launched multiple challenges on creden-
tials and rules. Despite open division within the con-
vention and without participating in a single primary,
Vice President Hubert Humphrey secured the presiden-
tial nomination on the first ballot. Not surprisingly, the
minority in the Democratic Party challenged the con-
vention nomination system as anti-democratic, with
exclusionary state delegate selection practices and
party control usurping power from the rank-and-file
voter. In response to dissent within the party and the
horrible images created in Chicago, the Democratic
National Committee formed two commissions to study
the nominating process. One of the two, the McGovern-
Fraser Commission, proposed 18 rules that ultimately
increased the number of state primaries and thereby
reduced the influence of national nominating conven-
tions. The rise of primaries eventually changed nomi-
nee selection for both Democrats and Republicans and
was a major factor in transforming nominating conven-
tions from instrumental to symbolic functions.

Communication Functions of
Nominating Conventions

As primaries increased in importance, nominating con-
ventions transformed from gatherings designed primarily

to perform the instrumental functions of selecting the
nominee and conducting the party’s business into
media events focused on the symbolic functions of
establishing party unity and legitimacy for the general
election. This change was exacerbated by the increas-
ing role of the mass media in election campaigns.

Judith Trent and Robert Freedenberg identify four
communication functions of nominating conventions.
The first is to reaffirm and legitimize the electoral
process. Convention rituals, including the nominating
and acceptance speeches, roll call of votes, prayers,
music, and even video introductions of candidates,
symbolize the values and traditions of the nation, the
election process, and its inclusion of the American
people. The convention also marks the transition from
the primary campaign to the general election, demon-
strating the supposedly effective and efficient means
of selecting national leadership. An organized and
orderly convention symbolizes the smooth working of
democratic processes.

The nominating convention also legitimizes nomi-
nees. Through the convention, candidates assume the
roles of presidential and vice-presidential nominees,
carrying the party’s mantle of support. This function is
especially important after intense primary competi-
tion, in cases when the nominee is a relative new-
comer or in some way non-traditional, or whenever a
political party selects a nominee that could be deemed
politically risky or weak.

The convention serves a third symbolic function, to
demonstrate party unity. Intense and often highly nega-
tive primary campaigns produce internal tensions
within the party that are detrimental to general election
success. The convention, then, is an instrumental and
symbolic moment of demarcation in the campaign. The
convention places the intense internal rivalry of the
primaries in the past and refocuses the party’s faithful
on uniting to defeat their opponent in the general elec-
tion. Unity may be demonstrated in a range of ways,
such as including defeated candidates in celebration
and support of the nominee, explicitly calling for unity
from party leaders, expressing the party’s central values
and goals, and promoting images of enthusiastic con-
vention delegates.

The nominating conventions also offer images of
inclusiveness. The individuals speaking at the podium,
the guests in the gallery, and the delegates themselves
all provide visual representation of the party and its
commitments. For instance, in 2004, both political par-
ties featured tributes to heroes of September 11, 2001;
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both invited party leaders of diverse race and gender to
address the convention; both featured representatives of
immigrant heritage; and both highlighted their strong
political traditions through the presence and recogni-
tion of former presidents. Conventions thus offer a
symbolic moment not only to unify the faithful but to
reach out to independent voters as well.

The final communicative function of the nominat-
ing convention is to introduce the candidate’s cam-
paign issues. The key ideas central to the nominee’s
success are crystallized into a strategy for the general
election and are central to the nominee’s acceptance
speech. Franklin Delano Roosevelt’s announced a
“New Deal” in 1932; John F. Kennedy introduced a
“New Frontier”; Bill Clinton called for a “New
Covenant.” In a more elaborate strategy in 2004, both
Democratic and Republican parties adopted an issue
theme for each day of the convention and used all con-
vention activity to focus media coverage on the key
message of the day. Such strategies demonstrate the
convention’s communicative potential as it carries
messages to the voting public.

Nominating Conventions
and the Mass Media

These symbolic functions would be impossible with-
out mass media coverage of conventions. The emer-
gence of national media coverage of political election
campaigns contributed significantly to the evolution
of political nominating conventions in the United
States. In the earliest conventions, newspapers and
then phonograph recordings and newsreels shared
convention events with broader audiences. However,
the radio and television era transformed convention
practice. The first convention covered in its entirety on
radio was the Democratic Party’s 1924 convention in
New York City’s old Madison Square Garden. Just
4 years later, the network of radio stations broadcast-
ing Alfred Smith’s acceptance speech influenced the
day and time of his acceptance. Then, in 1932,
Franklin Delano Roosevelt demonstrated his under-
standing of potential for the convention to reach a
large audience of voters. Roosevelt broke with tradi-
tion by becoming the first presidential nominee to
deliver his acceptance address in person before the
convention. The Republicans adopted the practice in
1944. Since then, each party’s national convention
culminates with the nominee’s acceptance address
before the convention. Not surprisingly, the speech is

always scheduled to receive the largest possible
television audience.

The live, mediated acceptance address is only one of
many changes made to conventions in response to
media coverage. Television coverage of nominating
conventions began in 1952 and accelerated changes in
nominating conventions to adapt to media practices.
Political party leaders responded with orderly, struc-
tured gatherings timed and organized to maximize the
messages conveyed to the American voting public.
Most true discussion and decision making was moved
to pre-convention meetings. The positioning of the
stage and podium, seating of leaders in the gallery, and
placement of delegations accommodated camera
angles. Party leaders directed delegate behavior,
reminding them to be conscious of their representation
of the party to the American people. Campaign opera-
tives directed the delegate celebrations on the conven-
tion floor. The number and length of speeches
decreased, and the style of oratory adapted to a medi-
ated audience. The roof-raising oratory of William
Jennings Bryan was replaced with the more intimate,
familiar style of Franklin Delano Roosevelt and Ronald
Reagan. Eventually, the national political parties turned
to television professionals—producers, directors, stage
and lighting designers, and others—to assist in the
impact of conventions for a television audience.

Larry David Smith and Dan Nimmo describe the
relationships between party leaders, candidates and
their campaign workers, and media decision makers
and personalities as a “cordial concurrence.” The early
adjustments between those invested in the convention
were primarily cooperative. A more structured conven-
tion provided more interesting content and greater pre-
dictability for television producers. The conventions
also gave media outlets opportunities to showcase their
own talent, building the credentials of anchors,
reporters, and guest political analysts. Political parties
also benefited. Larger audiences provided greater
opportunity to build support for candidates, to create
political stars through primetime convention perfor-
mances, and to showcase the party’s issues and ideas.

Yet, as conventions became more highly orches-
trated and predictable, media representatives balked at
providing free coverage for what appeared to be no
more than an extended political advertisement. Media
decision makers increasingly exerted their gatekeeper
function through controlling what aspects of the con-
vention would reach the public. Producers could
choose to air their own interviews of notable political
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figures or celebrities rather than cover the speaker at
the podium, often dedicating more airtime to their
own reporters and anchors than to convention floor
and podium events. They also controlled the camera
shots and presentation to the audience. During the
1968 Democratic convention, CBS News juxtaposed
Chicago Mayor Richard Daley’s praise for the
Chicago police force with images of officers using
force to subdue protestors on the streets outside the
convention, resulting in a clear editorial commentary.
In other cases, speeches or other convention events
were ignored in favor of other content. For instance, in
1984, only two networks, NBC and CNN, showed
President Reagan’s introductory film in its entirety.

Over time, the broadcast networks also reduced the
amount of time they devoted to the conventions. From
1956 to 1976, the broadcast networks ABC, CBS, and
NBC covered the Democratic and Republican conven-
tions gavel to gavel. Networks began to reduce cover-
age in 1980. In a rather dramatic representation of the
news media’s growing antipathy to the conventions,
veteran journalist Ted Koppel described the 1996
Republican National Convention as an “infomercial,”
announced that ABC’s Nightline was leaving the con-
vention and would not cover the upcoming Democratic
convention. By the 2004 election, ABC, CBS, and NBC
limited their primetime coverage of each convention
to 3 hours over 4 days, all between 10 p.m. and 11 p.m.
eastern standard time, thus failing to cover at least 1 day
of each convention and airing only a small portion of
the convention on the other 3 days.

At the same time, radio, cable television channels,
and the Internet provide additional new outlets for indi-
viduals who want more information. In 2004, National
Public Radio (NPR) scheduled 3 hours of convention
coverage each day. PBS offered 3 hours of coverage
every night of the convention in prime time; CNN cov-
ered the conventions from 8 p.m. to 1 a.m. each night;
MSNBC focused on the conventions from 6 p.m. to
2 a.m.; Fox News provided convention coverage from
6 p.m. to 1 a.m. every night as well. C-SPAN began
coverage in the late afternoon with uninterrupted cover-
age until the conclusion of the convention each day.
ABC supplemented its broadcast coverage by offering
gavel-to-gavel coverage on its digital channels. The
Democratic National Committee made its entire con-
vention available through a Webcast. Thus, although
the networks decreased coverage, the range of available
media outlets and total coverage increased.

The increasing numbers and types of media outlets
will continue to shape nominating conventions. In

2004, the political parties and convention planners
placed the most important convention elements in the
narrow 1-