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dulez1tost1 podle vyzkumu Verejného mmenl (Ray Funkhouser 1968).




A koneng, stile je tfeba zkoumat, zda nézorovi videi v tradinim pro-
stfedi ucelové nemanipuluji informace ve svém vlastnim zdjmu,
Obzvla§t& pasobivy piiklad tohoto jeyu uvadi Abdul Musi (1983, 97)
v rdmci studie provddéné na jiZnim Celebesu v Indonézii: ,,V roce 1981
v odlehlé vesnici jizniho Celebesu vysvétloval jeden vzd&lany statkat
chudym rolnikiim, jejichZ pracovni sflu vyuZival k p&stovani ryZe a cho-
vu dobytka, projekt pfesidlovani na Sumatru. Den pfedtim totiZ o pro-
jektu informovala televize a mnozi rolnici se o tuto zpravu velice zaji-
mali, pravdépodabné proto, Ze se zde ukazovala pole a ubytovan{ pro
presidlence a jejich rodiny. Ndzorova autorita je v obavé pfed moZnym
vlivern zprivy na své roddky pfesvéd€ovala, Ze v provincii Lampung, ne-
daleko mista uréeného pro presidlence, je mnoho tygrd, slond a jiné di-
vokeé zvéfe a Ze jsou tam bandité. Vypravel, Ze dravé zv&f a lupici tam za-
bili mnoho pfesidlench. Vysledkem jeho vypravéni bylo 4o, Ze se mu
podafilo sousedy ptesvédtit. NeZ by dali prednost presidlent, chudi rol-
nici radgji zastali ve vesnici."

Ni§ priklad rozvojovych zemi musime. ale posuzovat opatrné,
PreviZna vétSina studii o Sifeni inovaci byla provddéna v industrializo-
. vanych zemich. Typickou kilvku difuze ve tvaru S nelze v rozvojovych

zemich vZdy pfedpaokladat, Zv14§té tam, kde se k tém, ktef{ by z inovace

mohli mit prospéch, nelze viibec dostat,

7.4. Agenda setting (uréovani agendy)

Hypotéza o ,,agenda setting™ — vytvafeni povédomi a vyvoldvani ve-
fejného zajmu - byla poprvé zkoumana McCombsem a Shawem (1972)
v souvislosti s americkymi prezidentskymi volbami v roce 1968. Autofi

shromaZdovali soub&zng data o ,,agenddch®, tj. o tom, co bylo na pofadu ’

dne, ve zpravodajskych médiich a ve vefejnosti, 4 shledali mezi t¥mito
agendami vysoky stuperi korelace, Autofi (1972, 177) tvrdili, Ze ,,maso-
~ vd média nastoluji agendu v'kaZdé politické kampani tim, ¥e ovliviiuji
hlavni charakteristické rysy postoji k politickym otdzk4m“, Agenda-set-
ting naznacuje, Ze masova média pfedem urluji, které otdzky budou v da-
né dobg pokladany za obzvlastg dileZitg.

Predpokldda se, Ze diraz kladeny na n&jaky problém nebo aktudlni
otdzku v masovych médiich ovliviiuje jejich zvyraznéni mezi publikem
(srov. kap 5.4), Konkrétn& to znamen4, Ze témata, na né% média kladou
duraz, budou vnimana pfiméfené jejich viditelnosti, Média majf tdiz
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moc urlovat Zurnalistickymi prostfedky selektivni chovéni publika. To
jest, média jsou poklddéna za velice moeny nastroj, Atkoli se jim nepfi-
pisuje schopnost ovliviiovat, co si myslime, do znadné miry uréuji, o em
pfemyslime. McCombs a Gilbert (1986) se pokusili u agenda-setting ve-

- deckymi prostfedky zjistit, jak nejlépe v kampani nastolit dané otazky,

Hlavnimi prvky jsou:

1. kvantita zprdv (hlavni ndznakem toho, co je dileZité, je to, jak Casto se
o zéleZitosti informuje);

2. redak&ni Elenéni anebo prezentace, specifick4 pro dané médium (pro-
minence, s jakou je pfispévek ve zpravéch zobrazen), juko jsou napfi-
klad titulky, obrazové materidly, zplisob ldmdni, nebo - v televizi -
zpomalené zabéry, grafika, titulky apod.;

3. mira konfliktu pfedstavovand ve zpravodajské informaci (v takovém
pfipadé se tato zpravodajska hodnota stdv4 pro publikum hlavnim vo-
ditkem) a

4. plisobeni v &ase, které se napfiklad u novin a televize lidi — Stone
a McCombs (1981) poklddaji za idedlni pro vybudovani agendy pro-

* stfednictvim  zpravodajskych tydenikd, jakymi jsou Time
a Newsweek, rozsah &ty mésic,

Sance médii na to, aby uréila agendu, samozfejmé& zdleZi také na dané

spolecenské situaci (napt, doba pfedvolebni kampang, ekonomickd kri-

ze, nebo obdobi riistu), na médiu samotném (jeho divéryhodnost, veli-
kost publika apod.) a nejvice na recipientech (nap¥, zda se urcit otdzka
jiz stala ¢&i nestala sougésti osobni agendy ve§iho pofetu recipientl).

V podstatg se zde daji pouzit néktera zji¥téni z vyzkumu adinki: média

neovliviiuji diraz na problémy u v3ech respondentit stejnym zpisobem.,

V zévislosti na dané otazce miZe byt vliv médii men3{ & v&tdi, pridems

zde zhruba plati pravidlo: €im men$i je prvotni zku3enost recipienta, tim

v&t¥f je potencidl vlivu média.
Funkhouser (1973) zkoumal roli americkych médii pii uréovini agendy

v obdobf let 1960-1970. Tato sekunddrn{ analyza se opfrala o tfj soubory dat:

1. vefejné min&ni (otazka Gallupova priizkumu vefejného min&ni o tom,
ktery problém je pro americky nédrod nejdtleZit&jii);

2. informovén( tiskern (podet &lanky s urditymi tématy, jeZ se objevova-
ly v tydenicich Time, Newsweek a U.S. World and News Report);

3. statistické ukazatele ,reality" o klidovych otdzkéch Sedesdtych let (na-
pf. statistika zlo&innosti, kupni sfla dolaru, poget jednotek vysianych

- do Vietnamu atd,). :
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Ve vztahu ke ,,kiic‘fovym zdleZitostem", jako byly rasové a studentské ne-
pokoje, zloCin, inflace nebo uzivani drog, Funkhouser zjistil podstatny
soulad mezi vefejnym min&nim a informovénim tisku. OvSem tyto sou-
bory dat nemély prakticky Z4dny vztah k redlnému vyvoji, tj. ke , statis-
tickym ukazatelim* (s vyjimkou uZivéni drog a inflace). TakZe vrcholy
informovdni médif — propojené s vrcholy vetejného z&jmu - o Vietnamu,
o nepokojich na univerzitéch a o rasovych boufich se dostavily mnohem
dffve neZ vrcholy skutednych udalosti, je. byly operacionalizovany ta-

kovymi ukazateli, jako je po&et americkych jednotek ve Vietnamu, polet’

demonstraci na univerzitich nebo poet obéanskych - nepokoji..
Naznatuje to, Ze | tak traumatickd zku3enost, jakou byla vilka ve
Vietnamu, se mbZe postupem doby stét rutinot, n&&im, co u% némusi byt
za kaZdou cenu v novinach, Cim &ast&ji tfi vy3e uvedend tydeniky infor-
movaly o n&jakém problému, tim vy3e byla hodnocena jeho dileZitost
u publika. Masova média zde zfeteln& vytviteji svij vlastni obraz reali-
ty — medidlni reality. Tato medidln realita je pro aktualnf chovani lidf
zjevné velice dileZita.

Jestlize hodnotové struktura ve spole&nosti je ve stadiu pfemén, ¥an-
ce masovych médii pfimo zasahnout a ovlivnit lidi zptsobem, jakym si
komunikator pfeje, je obzvl4§t& velka. Ruzné studie prokézaly vyznam
masovych médif pi vytvdfeni ndzorl na otdzky, jeZ jsou nové, Masova
média maji nejvatsi vliv tehdy, jestlize nejsou k dispozici jiné informadn{
zdroje. OvSem ne kaZdy postoj, ktery zformuji, je socidlng relevantni,
Napfiklad negativn{ postoj k lidem z Marsu vytvoteny védeckofantas-
tickou televizni hrou je sociaIng irelevantni — pokud nenf zobecngn a pie-
nesen na socidlné podstatny objekt. Rovn&Z informace o tom jak se
sprévné chovat u kralovského dvora m4 pro ka*dodenni Zivot pramaly
vyznam.

Lang a Langov4 (1960) pouZili pfikladu zpravodajstvi o névratu gene-

rdla Douglase MacArthura z Koreje v roce 1951 pro nazornou ukézku to-
ho, jak média budujf svou vlastnf realitu.

V dubnu 1951 zprostil americky prezident Harry S, Truman
MacArthura veleni vojsk OSN v Koreji vzhledem ke generdlové neo-
choté presné& plnit rozkazy a vést v této zemi jenom omezenou valku,
MacArthur, ktery se do USA vratil poprvé od konce druhé svétové val-
ky, byl nejprve nadgeng pfijat a dostalo se mu vSeobecné podpory. Toto
vzruSeni opadlo poté, co byly publikovany vysledky Setteni Sendtu o je-

ho odvoldni. V Jetech 1944, 1948 a 1952 se konzervativn republikdnské
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skupiny marng snaZily dosahnout MacArthurovy nominace za kandidéta
pro prezidentskeé volby,

~ Autofi porovnali vypovédi ofitych svédki generalova pifjezdu do
Chicaga s tim, co televize pfenasela miliénam divaki, Dojem, ktery v te-
levizi pfevaZoval, byl ten, Ze MacArthurovo nahlé odvoldni vedlo k jeho
nadiené podpofe hrani&fci s masovou hysterii, Tento dojem viak svéd-
kové, ktefi byli na mist&, remohli ani v nejmensim potvrdit. Medialni
udalost byla konstruovédna z obrazového materidlu ziskaného vyb&rovym
smérovdnim kamery a z p¥isluiného komentafe. Lang a Langcva zd-
raznili dva G¢inky: zp&tny G&inek a lavinovy G¢inek (reciprocal effect,
landslide effect - podrobnéji viz 6.2),

Informovini o demonstraci proti vélce ve Vietnamu, kterd se konala
v Londyng, mélo tuté? podobu (viz Halloran a kol. 1970). Zpravodajstvi -
zddraziiovalo to, co novindki olekavali, totiZ nasili a dramatické situace,
ackoliv vlastn demonstrace k tomu ned4vala Zddnou pti€inu. Jenom asi
tfi tisice ze Yedesati tisic demonstranty (tedy jeden z dvaceti!) opustily
trasu oficidlng schvdlenou pro protestni pravod a vydaly se k americké-
mu velvyslanectvi, kde doslo k nésilnostem. Témé&k 90 procent zpravo-
dajstvl britskych masovych médit bylo vé&novdno tomuto nasili,
Nejéastgji publikovan4 fotografie v dennim tisku ukazovala policisty le-
Z{ciho na zemi, do ného? dernonstranti kopou. Jinymi slovy, jako zpra-
vodajsky cenna byla vybrina okrajovd udalost, atypickd pro priibéh celé
demonstrace. Skute&nost, Ze se pfevaZnd vétiina demonstrantii - devate-
néct z dyaceti —chovala klidng a disciplinovang, byla znevaZena okrajo-
vym jevem, ,

Casto jsou to média, ktera Jako prvnf vytvol{ rdmec pro své informo-
van{ o urgitych jevech, Tuchmanovi (1978, 140) poukézala na 1o, Ze ame-
ricky tisk pH informovini o #enském hnuti sdm vytvotil 8i-yved! do hlav-
nich rolf predtim chybgjici osobnosti a mhivé( tohoto hputi. V téro
souvislosti stoji za pozornost také zji¥t¥ni studie Gitlina (1981) v&nova-
né tomu, jak informovaly o protivaleéném hnuti v USA v roce 1965 te-
levize CBS a denik New York Times, Usilovan{ mluveich hnuti Nové le-
vice o Sifeni jejich poselstvi urenych americké - vetejnosti
prostfednictvim médif nakonec vyustilo ve stav, kdy se tato média o ie-
Jich hlavnich mySlenkdch a idealech zmifjovala jenom letmo a povichne
Diiraz byl kladen na rysy spektakuldrni, bizarni a konflikini. Média vy
tyofila vidce, ktekf se pak starali vice o svoji popularitu a méne jiz o zi.-
jmy svého hnuti, Skutenost, e média wpotfebuji** akef, hvézdy a kon-
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flikty, vede k tomu, Ze pomalé procesy socidlni zm&ny se pro média ne-
hodi. O t&chto pozvelna probihajicich procesech média informuji jeding
tehdy, kdyZ se v jejich rdmci pfihodi n&co nipadného (napf. demonstra-
ce). A kdyZ k takovym udalostem dojde, pak maji média sklon k tomu je
kritizovat a oznaCovat za abnorméln{ chovini.

Kepplinger a Roth (1978), ktefi analyzovali zpravodajstvi zdpadon&-
meckych médii o ,,naftovych krizich" v letech 197374, poukazuji na to,
jak zkresleny obraz skuteénosti, vytvofeny masovymi médii, miize zmé-
nit chovini vefejnosti. Na prvni vinu.negativnich zprav o situaci v do-
davkdch ropy lidé reagovali hromadnymi nikupy benzinu. Na zakladg to-
ho byla bonnskd vlada nucena vyhlasit zakaz uZivan{ soukromych aut
o nedglich a vefejnych svitcich, agkoli k tomu nebyly objektivng Zadné
diivody — zdsoby ropnych vyrobkid byly dostate¢né. Naopak druhd po-
dobnd vina zpravodajstvi o tomto tématu neméla na chovani vefejnosti
Zidny dopad. Autofi z toho vyvozuji, Ze pfimy kontakt se viemi obyva-
teli nenf nezbytnou podminkou d€inku na viechny &isti obyvatel.
»Rozhodujicim nezbytnym predpokladem je spi%e to, Ze masovd média
podniti vyvoj, ktery pak probihd podle svych vlastnich pravidel. Jinymi
slovy, socidlni G¢inek masovych médif neni soudtem ¢inkd na jednot-
livee, ale spoliva v tom, Ze zahajuje fet8zové reakce.” V&decky vyzkum
A&inkd viak zatim neni schopen zjistit, ve kterém okamziku tato fetézo-
vé reakce zagina,

Podminky, jeZ zpisobuji ndhlé zm&ny smérem k vyznamnosti nebo
okrajovosti tématu, nebyly zkoumany natolik, aby umoznily vytvateni
presnych prognéz. Dajf se ptedpoklddat i rozdily u rliznych témat a riiz-
nych médii v délce obdobi, jeZ uplyne mezi informovanim a dosaZenim
nejv&tiiho uginku, M se za to (Kepplinger 1986, 29), Ze pfi informova-
ni o zdleZitostech, které mohou znamenat hrozbu nebo vyZaduji rychlou
akci, bude tato reakéni doba kratk4, zatimco u zprdy o zileZitostech, jeZ
nemaji bezprostiedni vztah ke kaZdodennimu Zivotu recipientd, bude ta-
to doba zfejmé& dlouha. V tomto duchu Schonbach (1986) pti zkoumani
funkce agenda-setting v piipadu Cernobylského jaderného neltésti zdi-

raziiuje dva faktory! tykalo se to viech lidi v Némecky a vzhledem k ne- -

jistot& o mife nebezpednosti zatenf zde byla vieobecnd potieba orlento~
vat se v problému.
Diskuse o agenda-setting méd ndvaznost na otdzky vytvafeni reahty
masovou komunikaci. Tak napf. Kepplinger a kol. (1986) ukézal, jak
se image zdpadongmeckého kancléfe v letech 1979-1984 ménil nej-
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dfive v médiich a teprve potom, se zpoZd&nim esti mésict, také u oby-
vatelstva,

Za zminku stoji je¥t& dva dalsi vysledky vyzkumi z NEmecka,
Ukazuji, jak informovani masovych médii miZe mit silné a dlouho-
dobé u&inky na zdkladni socialni hodnoty. Analyzy medidlnich obsa-
hi provedené Kepplingerem a Hachenbergerem (1980) ukézaly, Ze vel-
kému ndristu Zddostf o vyfazeni z Fadné vojenské sluzby v letech
1968-1972 predchézela dlouh4 1éta, kdy se v&t¥ina tisku zastdvala t&ch,
ktef{ odmitali vojenskou sluZbu z ndboZenskych, marélnich a politic-
kych divodi, aniZ by tento postoj nachdzel v jinych novinich opo-
nenturu, RovnéZ u studentskych nepokojt, které v této dob& nshle vy-
pukly, byly zjist&ny - pfinejmen3im d&astecné — stopy vedouci
k pfedchozimu abdobi, kdy masovd média akcentovala téma nekon-
venéniho chovani (Kepplinger 1981),

Vhodnym postupem pro zkouman{ agenda-setting je porovnani medi-
dlnich obsahil s tématy, o nichZ lidé v uritém obdobi diskutuji. Plati zde
pravidlo: &im v&w3i je souzn&ni, tim v&t3i je 3ance médif urtit agendy.
Kromé toho, jak doporugili McQuail a Windahl (1981, 63), je tféba roz-
liSovat mezi ptimym uréovanim agendy pfimou komunikaci s vefejnosti
a nepfimym uréovanim agendy vlivnymi politiky a lidmi na rozhoduji-
cfch mistech (decision-makers). ,,Ve skute¢nosti se jedna o nepfetrZitou
interakei mezi ndvrhy elity a ndzory vefejnosti, pti niZ média slouZi sou-
&asn& jako prepravce i jako zdroj.*""

Hypotéza o agenda-setting neni v 24dném p¥ipadé nespornd. Pii zkov-
ménf literatury doSel McQuail (1983, 197) k nazory, Ze agenda-setting je
sice moZn4, ale Ze je ji tfeba je§t® dokazat. Edelstein (1985, 473) tvrdil,
Ze agenda-setting jako funkce médii byla v oblasti socidlnich problému
méné pfesv&dEiva neZ u politickych témat, zv14§t& p¥i volbach. Kdo roz-
hoduje o tom, o kterych otdzkach se ve spole&nosti debatuje - lidé, nebo
média? Edelstein tvrdi, Ze média v n&které dob& sehrévajf funkci urdo-
véni agendy pro n&které lidi u n&kterych socidlnich otdzek. Podobnd

- Becker (1986, 65) formuluje pougeni plynouci z literatury o agenda-set-

ting takto: ,,Budte nedivéfivi k jednoduchym vysvétlenim socidlnich je-
va, at zn&ji jakkoli slibn&; véci jsou pravdépodobn& vidy o n&co sloZi-

- t&j¥f, neZ se na prvni pohled zd4.*
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The agenda-setting function of mass
media* |

Maxwell E. McCombs and Dongld L. Shaw

From Roshco, B. et al. (eds) (1972) The Public Opirifon Quarterly, Vol. 36,
No. 2. Columbia University Press, New York, pp. 176-87.

In choosing and displaying news, editors, newsroom staff, and broadcasters
play an important part in shaping political reality. Readers learn not only
about a given issue, but also how much importance to attach to that issue
from the amount of information in a news story and its position. In reflecting
what candidates are saying during a campaign, the mass media may well
determine the important issues — that is, the media may set the ‘agenda’
of the campaign. ‘

The authors are associate professors of journalism at the University of
North Carolina, Chape] Hill.

In our day, more than ever before, candidates go before the people through
the mass media rather than in person.' The information in the mass media
becomes the only contact many have with politics. The pledges, promises,
and rhetoric encapsulated in news stories, columns, and editorials constit-
ute much of the information upon which a voting decision has to be made.
Most of what people know comes to them ‘second’ or ‘third” hand from
the mass media or from other people.

Althpugh the evidence that mass media deeply change attitudes in a
campaign is far from conclusive, the evidence is much stronger that voters
learn from the immense quantity of information available during each
campaign.! People, of course, vary greatly in their attention to mass media
political information. Some, normally the better educated and most politically
interested (and those least likely to change political beliefs), actively seek
information; but most seem to acquire it, if at all, without much effort. It
just comes in. As Berelson succinctly puts it; ‘On any single subject many
“hear” but few “listen” ’. But Berelson also found that those with the greatest
mass media exposure are most likely to know where the candidates stand
on different issues.” Trenaman and McQuail found the same thing in a study
of the 1959 general election in England.? Voters do learn,

They apparently learn, furthermore, in direct proportion to the

. “This study was partially supported by a grant from the National Assoclation of
Broadcasters, Additional support was provided by the UNC Institute for Research in Social
Science and the School of Journalism Foundation of North Carolina.
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emphasis placed on the campaign issues by the mass media. Specifically

focusing on the agenda-setting function of the media, Lang and Lang

observe:

The mass media force attention to certain issues. They build up public images
of political figures. They are constantly presenting objects suggesting what
individuals in the mass should think about, know abouit, have feelings about.’

Perhaps this hypothesized agenda-setting function of the mass media is
most succinctly stated by Cohen, who noted that the press ‘may not be
successful much of the time in telling people what to think, but it is stunningly
successful in telling its readers what to think about’.2 While the mass media
may have little influence on the direction or intensity of attitudes, it is

hypothesized that the mass media set the agenda for each political campaign,”

influencing the salience of attitudes toward the political issues,

Method

To investigate the agenda-setting capacity of the mass media in the 1968
presidential campaign, this study attempted to match what Chapel Hill voters
said were key issues of the campaign with the actual content of the mass
media used by them during the campaign. Respondents were selected
randomly from lists of registered voters in five Chapel Hill precincts
economically, socially, and racially representative of the community. By
restricting this study to one cormmunity, numerous other sources of variation
- for example, regional differences or variations in media-performance ~
were controlled.

Between 18 September and 6 October, 100 interviews were completed.
To select these 100 respondents a filter question was used to identify those

who had not yet definitely decided how to vote - presumably those most -
open or susceptible to campaign information. Only those not yet fully -

committed to a particular candidate were interviewed. Borrowing from the
Trenaman and McQuail strategy, this study asked each respondent to outline
the key issues as he saw them, regardless of what the candidates might be
saying at the moment.” Interviewers recorded the answers as exactly as
possible.

Concurrently with the voter interviews, the mass media serving these
voters were collected and content analysed. A pretest in spring 1968 found
that for the Chapel Hill community almost all the mass media political
information was provided by the following sources: Durham Morning Herald,
Durham Sun, Raleigh News and Observer, Raleigh Times, New York Times, Time,
Newsweek, and NBC and CBS evening news broadcasts, ,

The answers of respondents regarding major problems as they saw them
and the news and editorial comment appearing between 12 September and
6 October in the sampled newspapers, magazines, and news broadcasts were
coded into 15 categories representing the key issues and other kinds of
campaign news.'Media news content also was divided into ‘major’ and
‘minor’ levels to see whether there was any substantial difference in mass
media emphasis across topics.'’ For the print media, this major/minor division
wace i1 terme nf ernace and Pacthian: for Felavieinam F wrac mads fv barmae .
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position and time allowed. More specifically, major items were defined as

; follows:

1. Television: any story 45 seconds gr more in length and/or one of the
three lead stories. :

2. Newspapers: any story which appeared as the l?ad on the front page
or on any page under a three-column headline in which at least one-
third of the story (a minimum of five paragraphs) was devoted to
political news coverage, A _ _

3, News magazines: any story more than one column or any item which
appeared in the lead at the beginning of the news section of thg magazine.

4. Editorial page coverage of newspapers arid magazines: any item In the
lead editorial position (the top left corner of the editorial page) plus
all items in which one-third (at least five paragraphs) of an editorial
or columnist comment was devoted to political campaijgn coverage.

Minor items are those stories which are polifiCal in nature and included in
the study but which are smaller in terms of space, time, or display than major
items. '

Findings

The overall major item emphasis of the selected mass media on different
topics and candidates during the campaign is displayed in Table 19.1. It
indicates that a considerable amount of campaign news was not devot_ed
to discussion of the major political issues but rather to analysis of the campaign
itself. This may give pause to those who think of campaign news as being
primarily about the issues, Thirty-five percent of the major news coverage .
of Wallace was composed of this analysis (Has he a chpnce to win or not?’),
For Humphrey and Nixon the figures were, respectively, 30 percent and
25 percent. At the same time, the table also shows the relative emphasis of
candidates speaking about each other. For example, Agnew apparently spent
more time attacking Humphrey (22 percent of the major news items about
Agnew) than did Nixon (11 percent of the major news about Nixon). The
overall minor item emphasis of the mass media on these political issues and
topics closely paralleled that of major item emphasis, '

Table 19.2 focuses on the relative emphasis of each party on the is sues,
as reflected in the mass media. Table 19,2 shows that Humphrey/Muskie
emnphasized foreign policy far more than did Nixon/Agnew or Wallace/
Lemay. In the case of the ‘law and order’ issue, however, over half the Wallace/
Lemay news was about this, while less than ane-fourth of the‘Humphrey/
Muskie news concentrated upon this topic. With Nixor/Agnew it was almost
a third - just behind the Republican emphasis on foreign policy. Humphrey
of course spent considerable time justifying (or commenting upon) the
‘Vietham War; Nixon did not choose (or have) to do this.. ,5. ,

The media appear to have exerted a considerable impact on voters
judgements of what they considered the major issues of the campaign (even
thongh the questionnaire specifically asked them to make judgements
without regard to what politicians migl:t be saying at the moment). The
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lable 19.1. Major mass media reports on candidates and issues, by candidates

Quoted source

Hum-
Nixon Agnew phrey Muskie Wallace Lemay” Total
The issues
Foreign policy 7% 9% 13% 15% 2% - 10%
Law and order 5 13 4 - 12 - 6
Fiscal policy 3 4 2 - - - 2
Public welfare 3 4 " 5 2 - 2
Civil rights 3 9 M 0 4 - 2
Other 19 13 14 % 11 - 15
The campaign
Polls 1 - - - 1 - *)"
Campaign events 18 9 21 10 25 - 19
Campaign analysis 25 17 30 30 35 - 28
Other candidates ,
Humphrey 11 22 - 5 « 1 - 5
Muskie - - - - - - -
Nixon - - 11 5 3 - 5
Agnew - - ¢ty - - - )
Wallace 5 - 3 5 - - 3
Lemay 1 - 1 = 4
Total percent 101%° 100% 99%  100% 100% - 98%"
Total number 188 23 221 20 95 11558

‘Covetage of Lemay amounted to only 11 major items during the 12 September—6
October period and are not individually included in the percentages; they are
included in the total column,

"Less than 0.05 percent,

‘Does not sum to 100% because of rounding.

Table 19.2, Mass media report on issues, by parties

Repﬁblican Democratié American
, Nixon/Agnew Humphrey/Muskie =~ Wallace/Lemay
Issues ‘ Major Minor Total Major Minor Total Major Minor Total

Foreign policy 34%  40% 38% 65% 63% 64%  30% 21% 26%
Law and order 26 36 32 19 26 23 48 55 52

- Fiscal policy 13 1 6 10 6 8 - - ~
Public welfare 13 14 13 4 3 4 7 12 10
Civil rights 15 8 11 2 2 2 14 1213
Total

Total
number 47 72 119 48 62 110 28 33 61

“Some columns do not sum to 100% because of rounding,

percent” 101%  99% 100% 100% 100% 101% 99%  100% 101%

™ e

rried by the media and voters’ iridependent judgements of what were
fﬁerilmcliaog]tant issues was -+0.967, Between minor item emphasis on tlI\e rlnaut\
campaign issues and voters' judgements, the correlation was +0.979. In a; 1orci
the data suggest a very strong relationship between the erpphasns place
on different campaign issues by the media (reflecting to a considerable dlgigree
the emphasis by candidates) and the jutdggments of voters as to the salience

importance of various campaign topics. , _ .

an&\i?&lhﬂe the three preside};tig{] candidates placed widely d\ffe\f']en:
emphasis upon different issues, the judgements of the voters seem o re ece
the composite of the mass media coverage, This suggests that voters pay iomt
attention to all the political news regardless of whether it is from, or a f<])u E
any particular favoured candidate. Because th}e tables we have sge; rgd ecl
the composite of all the respondents, it is possible that in lvnl ue;(
differences, reflected in party preferences and in a predisposition to oo“
mainly at material favourable to one‘s own party, are lost by lumping ;
the voters together in the analysis. Therefore, answers of requndenés who
indicated a preference (but not commitment) for orie of the candxd.atﬁs u;lm g
the September-October period studied (45 of the respondents; the oi er?
were undecided) were analysed zeiparately. Table 19.3 shows the results o

is analysis for four selected media. ‘
th}l[iala)le 1);.;shows the frequency of important issues cited by respondents
who favoured Humphrey, Nixon, or Wallace correlated (a_) with the freq\frl\ﬁy
of all the major and minor issues carried by the media; and (b) wit ‘tﬁ
frequency of the major and minor issues onentec} to each party (ston}:es ‘thlhe
a particular party or candidate as a primary referent) carried by each o

Table 19.3. Intercox"relatio‘ns of major and minor issue emphasis by selected media
with voter issue emphasis :

Major items | . Minor items

News own News own
Selected media - Allnews party ‘ Allnews ~ party
New York Times ' ‘
Voters (D) 0.89 0.79 0.97 823
Voters (R) 0.80 0,40 0.88 098
‘Voters (W) - 0.89 0.25 0.78 -0.
Durham Morning Herald
- Yoters (D)’ d 0,84 0.74 0,95 823
Voters (R) 059 0.88 0.84 0.6
Voters (W) 0.82 0.76 0.79 .
cBs :
Voters (D) 0.83 0.83 0.81 83(1)
Voters (R) 0.50 0.00 0.57 X 0
Voters (W) 0.78 0.80 (.86 0.76
BC v .
N Vgters (D) 0.57 0.76 0.64 (;22
Voters (R) 0.27 0.13 (.66 :)";";
.Voters (W) 0.84 021 ().48 -0.33




four media, For example, the correlation is 0.89 between what Democrats
see as the important issues and the New York Times' emphasis on the issues
inall its major news items. The correlation is 0.79 between the Demacrats’
emphasis on the issues and the emnphasis of the New York Times as reflected
only in items about the Democratic candidates.

If one expected voters to pay more attention to the major and minor issues
oriented to their own party - that is, to read or view selectively - the
carrelations between the voters and news/opinion about their own party
should be strongest. This would be evidence of selective perception.! If,
on the other hand, the voters attend reasonably well to all the news, regardless
of which candidate or party issue is stressed, the correlations between the
voter and total media content would be strongest. This would be evidence
of the agenda-setting function. The crucial question is which set of
correlations is stronger.

In general, Table 19,3 shows that voters who were not firmly committed
early in the campaign attended well to all the news. For major news items,
correlations were more often higher between voter judgements of
important issues and the issues reflected in all the news (including of course

_ news about their favoured candidate/party) than were voter judgements
of issues reflected in news only about their candidate/party. For minor news
items, again voters more often correlated highest with the emphasis reflected
in all the news than with the emphasis reflected in news about a favoured
candidate. Considering both major and minor item coverage, 18 of 24 possible
comparisons show vaters more in agreement with all the news rather than
with news only about their own party/candidate preference. This finding
is better explained by the agenda-setting function of the mass media than
by selective perception. :

Although the data reported in Table 19.3 generally show high agreement
between voter and media evaluations of what the important issues were in
1968, the correlations are not uniform across the vatious media and all groups
of voters. The variations across media are more clearly reflected in Table 19.4,
which includes all survey respondents, not just those predisposed toward
a candidate at the time of the survey, There alsoisa high degree of consensus
among the news media about the significant issues of the campaign, but again

Table 19.4. Correlations of voter emphasis on issues with media coverage

Raleigh
New York Raleigh  News and
Newsweek  Time Times Times Observer
Majoritems  0.30 0.30. 096 0.80 091 -
Minuor items 0.53 (.78 0.97 0.73 0.93 .
; Durham . ’
Durham Morning NBC CBS
Sun Herald  News News
Major items 0,82 0,94 0.89 0.63

Minor items 0.96 0.93 0.91 0.81

e e
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there is not perfect agreement, Considering the news m_edia_as mEdi?ltohrZ
between voters and the actual political arena, we might interpret

correlations in Table 19.5 as reliability coefficients, indicating the extent of

agreement among the news media about what the important pol]mcal eve;\;?
are, To the extent that the coefficients are less than perfect, the ~PSEEUtL' o-
environment reflected in the mass media is less than a perfect representatior
ctual 1968 campaign. o
Of’lt"\}:li) 2e:s of factors, atrl)eagt, reduce corisensus arong the news mgdxa.d F };Ztr'
the basic characteristics of newspapers, television, and nevysm'agjz.llneg tl has'
Newspapers appear daily and have lot§ of space. Televisnor'\ is dai g/h uefore
a severe time constraint, News magazines appear weekly; news ter fore
cannot be as ‘timely’, Table 19.5 shows that the highest co_rreldhons g_n
be among like media; the lowest correlahon_s, betweeq different mebx'a. o
‘Second, news media do Have a point of view, sometimes extrcle‘r;:e lacsliaj
However, the high correlations in Table 19.5 (especially among li :l :}?su )
suggest consensus on news values, especially on major news items. g

 there is no explicit, commonly agreed-upon definition of news, there is a

ional norm regarding major news stories from day to day, These
?rf:jfc?:-sstcf’n?y norms dogubtles§ are greatly influenced tpday b)(li \;vxlc‘ijlsigge:c-i
use of the major wire services —uespemally by newspapers an ents slon
for much political information,'“ But as we move from major eve fs of the
campaign, upon which nearly everyone agrees, there is rrflore r om for
individual interpretation, reflected in the lower correlatiohs for min

Table 19.5 Intercorrelation of mass media presidential news coverage for major
and minor items

o Ralefgh ‘ Durham
New News & Marn-
News- Yark  Raleigh Ob- - Durham ing

week Time Times Times Server Sun Herald NBC (CBS

Major items

079 068 042

k 099 054 092 079 0.81 .
%ﬁlﬁswee 0.65 051 090 0,77  0.81 076 0.68  0.43
Ne;'l;n}?srk 046 059 070 071 0.6 081 066 066
Raleigh ' , )

Tirﬁes 073 066 0.64 0.89 090 072 06
Raleigh
News and

093 082 0.60
9%

Observer 0.84 049 - 0.60 0.84

Durham Sun 077 047 047 070 0.80
Durham

Mornin
~Hemld8 089 0.68 068 0.80 0,93

NBC News 0.81 065 038 087 073

0.66  0.60 083 088 0,79
CBS News Minor items




agreement among media shown in Table 19.5. Since a newspaper, for

example, uses only about 15 percent of the material available on any given
day, there is considerable latitude for selection armong minor jtems.
In short, the political world is reproduced imperfectly by individual news

media. Yet the evidence in this study that voters tend to share the media's

compusite definition of what is important strongly suggests an agenda-setting
function of the mass media.

Discussion

The existence of an agenda-setting function of the mass media is not proved
by the correlations reported here, of course, but the evidence is in line with
the conditions that must exist if agenda-setting by the mass miedia does occur,
This study has compared aggregate units - Chapel Hill voters as a group
compared to the aggregate performance of several mass media. This is
satisfactory as a first test of the agenda-setting hypothesis, but subsequent
research must move from a broad societal level to the social psychological
level, matching individual attitudes with individual use of the mass media,
Yet even the present study refines the evidence in several respects, Efforts
were made to match resporident attitudes only with media actually used
by Chapel Hill voters, Further, the analysis includes a juxtaposition of the
agenda-setting and selective perception hypotheses. Comparison of these
correlations too supports the agenda-setting hypothesis.

Interpreting the evidence from this study as indicating mass media influence
seems more plausible than alternative explanations. Any argument that the -
correlations between media and voter emphasis are spurious - that they are
simply responding to the same events and not influencing each other oné
way or the other - assumes that voters have alternative means of observing
the day-to-day changes in the political arena. This assumption is not plausible;
since few directly participate in presidential election campaigns, and fewer
still see presidential candidates in person, the information flowing in intet-
personal communication channels is primarily relayed from, and based upon,
mass media news coverage. The media are the major primary sources of
national political information; for most, mass media provide the best - and
only — easily available approximation of ever-changing political realities,

It might also be argued that the high correlations indicate that the media
simply were successful in matching their messages to audience interests.
Yet since numerous studies indicate a sharp divergence between the news
values of professional journalists and their audiences, it would be
remarkable to find a near perfect fit in this one case.® It seems more likely
that the media have prevailed in this area of major coverage.

While this study is primarily a sociology of politics and mass commu-
nication, some psychological data were collected on each voter’s personal
cognitive representation of the issues, Shrauger has suggested that the sallence
of the evaluative dimension ~ not the sheer number of attributes — is the
essential feature of cognitive differentiation. So a content analysis
classified respondents according to the salience of affect in their resporises
to open-erided questions about the candidates and issues,”” Some voters
described the issues and candidates in highly affective terms. Others were

matter-of-fact, Each respondent’s answers were classified by Vthe
Er;léc‘;lzsrr;c;rzu affect’, ‘affect domin};nt', ‘some affect but not do;mnant_,t.or
‘no affect at all'.'® Regarding each voter’s sahen‘cg of affect as his cognftgve‘
style of storing political informa;t'io?, the ts:tudgel;ﬁ):ghemzed that cognitive
i nces patterns of information- . '
s,t)gzc?\l:\?vﬁg ::usal la}:xguage to discuss this }'elaﬁonship, the hypothesis st?tes
that salience of affect will index or locate differences in the commgnglca 1fon
behaviour of voters. But a number of highly efficient locator variables o}:
voter communication behaviour already are well documented in the reselz.ir_c
literature. Among these are level of formal education and interest m/glq xtlcls,
generally. However, in terms of The American Voter's model of a ! nr\eB
stretching across time, education and p_olxtlceq interest are lolcyaée S'Otl':e
distance back from the particular campaign being considered. Ofgmtl e
style is located closer to the end of the funnel, closer to the time ? ac uf !
participation in a campaigri\. It also w%ul}c]l seem to have the advantage o
ional relationship to voter behaviour, o
m%lfafnl’:i?\cﬁxporr‘\ of the re'laﬁor:\ship between salience of affect and this Pfeiur o{
traditional locators, education and poliﬁcal.intgrest, sho‘wed no sngnfl ;:fant
correlations, The independent effects of political interest and sall'enie o fg ec
on media use are demonstrated in Table .19.6. Also der_nonslrated is t“e efficacy
of salience of affect as a lo?ator or peredlctor of media use, especially among
ith high political interest. ‘ 5
peﬁﬁ?lss‘:lxiencegof gffect and media use in Tfible 19.6 are based on thenlbs;ile
that respondents designated as the most important to then}\1 pgrsoniv gl
Salience of affect was coded from their d;s.cuss_xon of why the l|ssue i
important. Use of each communication medjum is based on whet l1;3r ?rl?‘ot
the respondent had seen or heardfanytll‘ung via that medium about tha
i i in the past twenty-four hours. o .
paﬁi;ﬁz;;is::fe of affgct tends g block use of communication mect:ha t;)
acquiré further information about issues with high personal importance.

- At least, survey respondents with high salience of affect do not recall

iring recent information. This is true both fo‘r persons v\'n‘th l_ow and
?\ci:gtl\l;loligﬁcal interest, but especially among t_hose w1.tl.1 hi g}j political uc\ite}igs}t\.
For example, among respondents with hlg}1 pohtncq}‘u}terest and high
salience of affect only 36 percent reported reading anything in the newsplapei: )
recently about the issue they believed to be most important, But among hig

Table 19.6 Proportion of media users by political interest and saligncc of affe;t

Low political interest High political interest

igh 4 i Low affect
High affect Low affect  High affect v
Media : (Ng= 40) (N =17) (N = 25) (N =12)
TV 15.0% 77%  200% 1.7%
Newspapers 27.5 354 gig gg:;
News magazines 1;2 }}g 0 2
e 20.0 177 640 75.0




political interest respondents with low salience of affect nearly six of teh
(58.3 percent) said they acquired information from the newspaper. Similar
patterns hold for all the communication media,

Future studies of communication behaviour and political agenda setting

must consider both psychological and sociological variables; knowledge of
both is crucial to establishment of sound theoretical constructs. Considered

at both levels as a communication concept, agenda-setting seems useful for -

study of the process of political consensus.

Notes

1.

o m;m

D Do

10.

See Berelson, Berfard R,, Lazarsfeld, Paul E and McPhee, William N. (1954) Votirig,
University of Chicago Press, Chicago, p. 234. Of course to some degree candidates
have always depended upon the mass media, but radio and television brought
a new intimacy into politics. .

. Lang, Kurt and Lang, Gladys Engel (1966) The mass media and voting, In

Berelson, Bernard and Janowitz, Morris (eds) Reader<in Public Opinion and
Comntunication, 2nd edn, Free Press, New York, p. 466.

. See Berelson ¢t gl,, op. cit. (Nate 1), p. 223; Lazarsfeld, Paul E, Berelson, Bérnard

and Gaudet, Hazel (1948) The People‘s Chpice, Columbia University Press, New
York, p. xx; and Trenaman, Joseph and McQuail, Denis (1961) Television and The
Pulitical Image, Methuen, London, pp. 147, 191,

. See Cohen, Bernard C. (1963) The Press and Foreign Policy, Princeton University

Press, Princeton, p. 120,

. Berelson et al,, op. cit, (Note 1), pp. 244, 228.
. Trenaman and McQuail, op. cit, (Note 3), p, 165.
. Lang and Lang, op. cit. (Note 2), p. 468, Trenaman and McQuail warn that there

was little evidence in their study that television (or any other mass medium)
did anything other than provide information there was little or no attitude charige
on significant issues. ‘People are aware of what is being said, and who is saying
it, but they do not necessarily take it at face value’, see op. cit. (Note 3), p. 168,
In a more recent study, however, Blumler and McQuail found that high exposure
to Liberal party television broadcasts in the British general election of 1964 was
positively related to a more favourable attitude toward the Liberal party for those
with medium or weak motivation to follow the campaign. The more strongly
motivated were much more stable in political attitude, See Blumler, Jay G, and
McQuail, Denis (1969) Television in Politics: Its Uses and Influence, University of
Chicago Press, Chicago, p. 200. ' :

. Cohen, op. cit, (Note 4), p. 13.
. See Trenaman and McQuail, op. cit. (Note 6), p. 172. The survey question was

‘What are you most concerned about these days? That is, regardless of what
politicians say, what are the two or three main things which you think the
government should concentrate on doing something about?”,

Intercoder reliability was above 0.90 for content analysis of both ‘major’ and

‘minor’ items, Details of categorization are described in the full report of this
project. A small number of copies of the full report is available for distribution
and may be obtairied by writing the authors.

. While recent reviews of the literature and new experiments have questioned

the validity of:the selective perception hypothesis, this has nevertheless been
the focus of much communication research. For example, see Carter, Richard
E, Pyszka, Ronald H. and Guerrero, Jose L. (1969) Dissonance and exposure to
arousive information, Joyrnalism Quarterly, Vol. 46, pp. 37-42; and Sears, David

12

13

14,

15,

16.
17,

18.

0. and Freedman, Jonathan L. (1967) Selective exposure to information: a critical
review. Public Opinion Quarterly, Vol. 31, pp. 194-213.

A number of studies have focused on the influence of the wire services. Fot
example, see Gold, David and Simmons, Jerry L. (1965) News selection patterns
among lowa dailies. Public Opinion Quarterly, Yol. 29, pp. 425-30; Stempel 111,
Guido H. (1964) How newspapers use the Associated Press afternoon A-wire.
Journalism Quarterly, Vol. 41, pp. 380-84; Casey, Ralph D. and Copeland Jr, Thomas
H. (1958) Use of foreign news by 19 Minnesota Dailies. Journalism Quarterly, Vol.
35, pp. 87-9; Lewis, Howard L. (1960) The Cuban revolt story: AP, UP], and three
papers. Journalism Quarterly, Vol. 37, pp. 573-78; Van Horn, George A. (1952)
Analysis of AP news on trunk and Wisconsin state wires. Journalism Quarterly,
Vol. 29, pp. 426-32; and Cutlip, Scott M. (1954) Content and flow of AP news -
from trunk to TTS to reader. Journalism Quarterly, Vol. 31, pp. 434-46,
Furthermore, five of the nine media studied here are national media and none
of the remaining four originate in Chapel Hill, It is easier to argue that Chapel
Hill voters fit their judgements of issue salience to the miass media than the
reverse. An interesting study which discusses the problems of trying to fit day-
to-day news judgements to reader interest is Stempel lll, Guido H. (1967) A factor
analytic study of reader interest in news. Journalism Quarterly, Vol. 44, pp. 326-30.
An older study is Griffin, Philip F (1949) Reader comprehension of hews stories:
a preliminary study. Journalism Quarterly, Vol. 26, pp. 389-96. ‘
Shrauger, Sid (1967) Cognitive differentiation and the impression-formation
process. Journal of Personality, Vol 35, pp. 402-14.

Affect denotes a ‘pro/con’ arientation, a feeling of liking or disliking something,
Cognition, by contrast, denotes the individual's perception of the attitude ol?ject,
his ‘image’ or organized set of information and beliefs about a political object.
Coder reliability exceeded 0.90.

Campbell, Angus, Converse, Philip, Miller, Warren and Stokes, Donald (1960)
The American Voter, John Wiley, New York, Chapter 2.

No statistical analysis is reported for the five separate three-way analysis in Table
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Table 12.1
AMOUNT OF COVERAGE GIVEN BY NATIONAL NEWS MAGAZINES TO
VARIOUS ISSUES DURING THE 1960s, AND RANK SCORES OF THE ISSUES
AS ““MOST IMPORTANT PROBLEA FACING AMERICA" DURING THAT PERIOD

Number ~ Coveruge Dnpurtance
Issue of Articles Runk Rank
Vietnam War _ 861 I |
Ruce relations (und urbun riots) 647 2 2
Cumpus unrest 267 3 4
Inflation 234 4 5
Television and mass media - 218 ‘ 5 12‘
Crime . 203 6 3
Drugs ’ : 173 7 9
Environment and pollution 109 8 &
Smoking o0 g 1
Poverty : 7+ 1o ¥
Sex {dechning morality) 62 11 . S
Womer’s rights 17 12 12+
Science and society o 37 13 12:
Papulation : 36 14 12¢
Kank-order correlation between cov erage and xmpon:m: = .78(p = .00l).

"Theose items were Tiever noted s “the most important problem™ in the Gallup findings, so thev ara enmlzd
equally below the ucxm that did. :

Frsem = B 3



